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Abstract

The food experience plays an indispensable role in all the phases of a tourists’ journey,
but very few researchers have emphasized the importance of tourists’ food experiences
and preferences while holidaying. The thesis incorporated the concepts of novelty
seeking and risk perceptions to examine how they influence people’s dining intentions
when they travel to another country. Additionally, the study attempted to differentiate
between dining markets based on the International Tourism Role (ITR) scale and the

Food Activity Preference (FAP) scale.

Vaid market segmentation helps tourism management to better match service
provisions with that of market demand. One of the aims of this research was to develop
a better understanding of food preferences and predictions for the different food
service groups. A cultura comparison was employed to examine whether any
differences existed in dining preferences and decisions between Australians and

Chinese tourists.

The thesis supports the concept that there are distinct customer groups within the
tourism market. This was done by analysing the differences in terms of the degree of
novelty seeking and risk perception behavioural characteristics related to the selection
processes involved in making food decisions. Distinct dining groups were identified

from both Australian and Chinese respondents. The tourism industry can improve the
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dining experience by being aware of the differences between cultures and that tourism

management should appreciate the cultural influence and cater to those market needs.

The thesis involved three different surveys both in Australia and China with in-and-
out-bound tourists. The survey questions combined concepts of risk taking and novelty
seeking behaviour to understand what factors influence consumer’s food choices and
preferences while they are travelling. A cross cultural comparison was formulated

from the data.

The first study used the post-experience survey method (a semi-structured
questionnaire) to identify the major attributes which affect tourists’ dining satisfaction.
Based on these findings, two more structured questionnaires were developed to further
investigate respondents’ pre-experience food expectations and preferences. The
surveys were conducted on the potential Australian outbound tourist market to China

and with the Chinese inbound market to Australia.

Study one focused on the inbound market to Australia to examine tourists’ best, worst
and ideal food experiences. The survey was carried out in Cairns, Australia by using a
predominately open-ended questionnaire. This approach identified the major attributes
that were likely to influence people’s level of food satisfaction while travelling in
another country. Respondents were categorised into three groups based on their
attitudes towards food. Low-involvement diners (LID) regard food as not so important

and generally only ate food that was familiar to them. Middle-involvement diners
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(MID) enjoyed trying different food, and High-involvement diners (HID) tried new
foods and regarded dining as an important part of the travel experience.

The second and third studies mainly examined how risk perceptions and novelty
seeking behaviour influenced people’s food choices when they travelled in another
country. The second study investigated potential Chinese tourists to Australia (the
Australia inbound market), hence the survey was conducted in China. The third study
aso employed the same survey format for Australian respondents (the Australia

outbound market) when considering travel to China

The questionnaires incorporated visual techniques to simulate different cultura food
settings and situations. The survey questionnaire presented different dining situations
ranging in price and varying risk levels from basic take-a-way through to high-quality
international hotels. In each scenario, there were 6 images of the restaurant and a brief
description of the restaurant and menu. The survey sought to identify the degree of
novelty seeking behaviour and the perceived risk associated with each scenario.
Respondents rated the appeal of each restaurant on eight attributes and were asked to

rate the likelihood of dining in each type of restaurant.

Data was collected from students by means of snow-ball sampling. The aim was to
target a group of respondents who were likely to vary on the International Tourism
Role (ITR) scae because of diverse age, education and travel backgrounds. The
second and third study classified respondents (based on their travel style and food

preferences) into distinct tourist groups. Significant differences existed on



demographic variables across clusters with respect to travel party composition, trip

planning and arrangements, risk perception and restaurant preferences.

The final study contributed to a body of knowledge by making a cross-culturd
comparison between Chinese and Australian respondents. This was done in order to
examine whether or not there was any distinct differences in food preference between
cultures. The results indicated that significant differences existed between the two
nationalities in demography, past and future travel patterns, food preferences in

different restaurant scenarios, and risk perceptions.

The thesis found that food consumption is an essential element for a satisfactory travel

experience, but it has been underestimated in tourism by both academia and industry.
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Chapter 1

| ntroduction and Thesis Overview

1.1 Introduction: Overview and Significance of Resear ch
1.2 Proposed Resear ch Framework

1.3 Outline of Chapters

1.4 Review of Literature

1.1 Introduction

This thesis examines how behavioura characteristics influence the decision making process
of tourists’ travel arrangements and food consumption. With continued economic
development and the advances in transportation technology, travelling abroad has become
increasingly part of our daily life. Prominent sociologists Hall, Sharples, Cambourne and
Macionis (2000) concluded that the experiential aspects of lifestyle ~ such as sociaizing,
travel, entertaining and dining out ~ are more important than the materialistic aspects.
Subsequently, people have different motivations for travel. Notwithstanding food provides
extra opportunities for tourists to have more memorable and enjoyable holiday experiences
than they would normally expect, Quan and Wang (2004) emphasized that food could be the

main purpose for some tourists to travel.

According to the Economic Planning Group of Canada (2001) in their study of the motivation
for travel, the opportunity for culinary experiences significantly impacts upon trip-related
decisions either before or during the trip. They concluded that, food consumption can be
regarded as an important factor in destination marketing. Specifically, people are becoming

much more interested in experiencing new or different cuisines when they travel.



The relationship between food and tourism is reflected in the participation rates of tourists
and their expenditure. For instance in the US between 2004 and 2006, 27 million people
representing 17% of American leisure travellers, engaged in culinary or wine-related
activities (Travel Industry Association, 2007). According to Heaney and Robertson (2004), in
Australia during 2002, 38 million or 50% of domestic overnight visitors and 58 million
domestic day visitors (40%) reported eating out or going to restaurants as a leisure activity as
opposed to just grabbing a bite to eat. The number of domestic culinary day visitors increased
over the period from 2000 to 2002 by 5% per annum. Similarly, the proportion of domestic
day visitors who engaged in eating out or going to restaurants also increased over the three-
year period. Additionally, food expenses account for alarge and influential proportion of the
total trip costs. Tourists’ expenditure on accommodation and dining accounted for an average
25% of total spending (Heaney & Robertson, 2004). With such statistical information to
support the proposition, culinary tourism is becoming a significant factor in the decision
making process and should therefore be embraced by hospitality management if they wish to

capitalise on the opportunitiesit presents.

Tourists usually have high expectations for their dining experience whilst on holidays. Nield,
Kozak, and Le Grys (2000) conducted an empirical investigation on the role of food services
in tourists’ satisfaction. They pointed out how dissatisfaction with the service could lead to
dissatisfaction with the overal tourism experience and would be a substantial reason for
tourists not returning to such destinations. Similarly, Sparks, Bowen, and Klag (2003)
indicated that positive restaurant experiences had a significant influence on respondents’
decisions to return to the same holiday destination. Therefore regardless of whether food

consumption plays a core or supportive role in the travel experience, it can be postulated with



reasonable certainty that positive experiences in relation to food consumption will

significantly influence the tourist’s overall level of trip satisfaction.

In tourism marketing, the concept of segmentation is widely adopted to understand specific
target markets like culinary tourists. Consumer segmentation usually involves an analysis of a
wide range of variables in order to comprehensively understand the target market, however
an effective analysis of consumer segmentation relies heavily on selecting the proper

variables.

Social influence and personal preference traits were identified as two basic variables that
would influence travel and tourism behaviour (Moutinho, 1987). Culture is a social influence
outside of the individua and is regarded as one of the major external factors of tourist
behaviour (Moutinho, 1987). Becken and Gnoth (2004) pointed out how nationality appeared
as a distinguishing variable in tourist type profiles. Previous research has indicated that
tourists have different requirements and expectations depending upon from which country
they originate. Research by Nield et a. (2000) supports the notion that there are considerable
differences between nationa groups with regard to perceptions about some attributes of food
service. They concluded that there are significant differences between satisfaction ratings of
the maor tourist groups indicating that different cultures have different perceptions of
satisfaction. Hence, careful consideration must be given to the food service product offered to

tourists from different countriesin order to satisfy their varying preferences.

Nevertheless, Dann (1993) cautioned that national cultures should not be used as a sole
discriminating variable and proposed alternative factors such as personality traits, lifestyles,

status and wealth could also be used. Chandler and Costello (2002) assert that psychographics



has become an accepted and favoured approach in hospitality and tourism research. Other
researchers have noticed that risk perceptions usually influence consumer behaviour. For
example, Verhage, Y avas, and Green (1991) demonstrated that perceived risk could be used
to analyse consumer behaviour patterns in different cultures. Weber and Hsee (1998) claimed
that the apparent differences in risk preferences were associated primarily with cultural
differences. Reisinger and Mavondo (2005) suggested that there is a strong relationship
between travel risk perceptions, and that studies of travel decision-making should include an

analysis of cultural and psychographic factors.

Dining behaviour is very complex and idiosyncratic, made more so particularly when diners
from different countries are compared. Taking the studies of Weber and Hsee (1998), Becken
and Gnoth (2004), and Reisinger and Mavondo (2005) into consideration, the application of
risk perception facilitates a better understanding of how consumers’ food preferences vary

across nations. This thesis endeavours to explore those considerations.

1.2 Proposed Resear ch Framewor k

Coupled with the concepts outlined above, Pizam, Jeong, Reichel, Boemmel, Lusson,
Steynberg, Volo, Kroesbacher, Kucerova, and Montmany (2004) clarified how sensation
seeking and risk perceptions are not the same. For instance, high risk takers are not necessary
high sensation seekers. Pizam et al. emphasized that it is necessary to consider consumers’
risk perceptions as well as their sensation seeking propensitiesin order to fully understand the
motivation and behaviour of tourists. This study utilized a combination of risk taking and
novelty seeking variables to understand how those traits influence tourism activities and food
preferences between different cultural groups when travelling. The proposed framework of

this research project is diagrammatically represented in Figure 1.1.
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1.30utline of Chapters: Four Studiesin One Thesis

The present research consisted of three separate surveys but used the gathered information to
present four distinct yet related studies. The first study used the post-experience survey
method (an open ended questionnaire) to identify the major attributes which were more likely
to affect tourists’ dining satisfaction. According to these findings, two close ended
questionnaires were developed to further investigate respondents’ pre-experience food
expectations and preferences. The surveys which made use of pictorial scenarios of different
dining situations were administered to the potential Australian inbound and outbound tourist
market with China. Based on the results of the second and third studies, the fourth and final
study contributed to a body of knowledge by carrying out a cross-cultural comparison
between Chinese and Australian respondents. This was done in order to examine whether or
not there were any distinct differences in food preference and behavioural patterns between
cultures when it came to the dining experience while travelling in a foreign land. Figure 1.2

provides a schematic outline of the research project.
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1.4 Review of Literature

1.4.1 The Emergence of Culinary Tourism

The concept of culinary tourism is not new. Thousands of years ago, merchants travelled
abroad, looking for exotic and different foods and drinks to trade or to bring home, and spices,
wine, fruits and other food products were often the currencies of the past (Wolf, 2004).
However, the term ‘culinary tourism’ seems to have appeared recently. According to Long
(2003) ‘New terms have emerged to describe the demand for, and supply of, travel
experiences in which a significant component is the enjoyment of food’. These include;
culinary tourism and gastronomy tourism (Hjalager & Richards, 2002), tasting tourism
(Boniface, 2003), and food tourism (Hall, 2003). Some authors regard culinary tourism as
one of many new forms of tourism product. Nield et a.(2000) pointed out that the expansion
of tourism demand, as well as demographic changes (e.g. aging populations etc), have
accelerated the segmentation of tourist groups and the creation of new types of tourism

products.

1.4.2 The Definition of Culinary Tourism

Even though this term has become popular, there seems to be some ambiguity associated with
a standard definition of culinary tourism. According to Getz (2000) culinary tourism can
simultaneously be; a form of consumer behaviour; a strategy by which destinations develop
market attractions and imagery associated with cuisine; and a marketing opportunity for local
agricultural producers to sell their products directly to consumers and also to educate them.
Gillespie (2001) says gastronomy has been defined as ‘the art, or science, of good eating’. He
argues that ‘by truly recognizing and appreciating good food and beverage...’ individuals can
also consider themselves as having ‘a gastronomic approach to living’. Telfer (2001)

contemplates how the definition of culinary tourism often incorporates an appreciation of



alcoholic and other beverages and that many wine-producing areas have evolved into centres
of culinary interest and excellence. Long (2004) argues that culinary tourism allows people to
experience other cultures through food and wine. Tourism Research Australia (2004) reported
how many visitors nominated eating out or going to a restaurant as a leisure activity
undertaken while travelling. According to Tourism Victoria, international culinary tourists
are defined as those international visitors who’s travel to Australia was influenced by adesire
to experience Australias food, wine and wineries (Tourism Victoria, 2004). Tourism
Queensland (2006) explained how food tourism includes al unique and memorable food
experiences, not just at star rated or critically acclaimed restaurants but experiences at al
dining establishments. Asillustrated by the short literature review, culinary tourism has been
described in various and diverse ways. Ignatov (2003) has emphasized that, even though
there is a distinction between gastronomy, cuisine and culinary practices, the terms have been

used interchangeably for describing tourism associated with the senses of smell and taste.

For the purposes of this research, the definitions of culinary tourism are incorporated into
three perspectives, the supply perspective, the demand perspective, and the interaction
between these two. From a demand standpoint, culinary tourism stresses people’s interest in
food activities by means of tasting, observing, learning and appreciation. From a supply
viewpoint, the focus is on how food industries promote regional food and drink products to
their target market. And in relation to the interaction between the above two paradigms,
culinary tourism can help promote local food producers by stimulating visitors’ food interests

in order to provide more memorable and unique gastronomic experiences.



An object of this thesis is to investigate an area of culinary tourism focusing on the dining
market from the demand perspective. The thesis concentrates on aspects concerned with

tourists” actual meal experiences and future dining preferences.

1.4.3 Culinary Tourism Market in Australia

Australia’s multicultural background has led to an increased variety in food tastes and has
drawn consumer curiosity towards different cuisines and ingredients. As Sparks, Wildman
and Bowen (2002) stressed, the restaurant sector not only mirrors Australia’s multi-cultural
history but evidences an exciting development of interest by consumers in visiting

destinations specifically for culinary experiences.

There were 189,000 international visitors per year on average between 1999 and 2002, who
indicated their decision to travel to Australia was influenced by a desire to experience
Australia’s food, wine and wineries. International culinary visitors accounted for 4% of all
international visitors to Australia over this period (Tourism Victoria, 2004). Over the four
year period from 1999 to 2002 approximately 39% of international culinary visitors travelled
to Sydney (NSW) and 34% travelled to Melbourne (VIC) making these cities the most
popular destinations for culinary visitors in Australia (Bureau of Tourism Research, 2002).
International tourists to Australia spent AU$ 2.4 billion on food and drink accounting for

22% of their total expenditure (Bureau of Tourism Research, 2002).

During the period 2000 to 2002, international culinary visitors accounted for 47% of
domestic stop-overs with the number increasing by approximately 9% per annum (Heaney &
Robertson, 2004). In contrast, the total number of overnight visitors only increased by 1% per

annum for the same period. The Bureau of Tourism Research (BTR 2004) also reveaed that
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domestic overnight culinary visitors spent more on average per night than other overnight
visitors ~ equating to AU$154 and AU$130 respectively. Domestic overnight culinary
visitors aso took marginaly longer trips than non-culinary visitors, averaging 4.5 nights per

trip compared with 3.9 nights.

By 2003, the number of international food and wine visitors travelling to Australia had
increased even further (Tourism Research Australia, 2004). Approximately 580,000 travellers
spent a total of AU$33.5 hillion in the domestic market (Heaney & Robertson, 2004).
Without doubt, food consumption is not only an important part of the tourist experience but it

is also asignificant means of generating income for service providers.

1.4.4 Culinary Resourcesin Australia

Food can be considered a valuable resource for attracting visitors. Faulkner, Oppermann and
Fredline (1999) suggested that consumers are becoming increasingly interested in cuisine and
visiting destinations for culinary experiences. Melbourne and Adelaide have long-standing
reputations, both domestically and internationally, for providing high quality dining and wine
experiences (Faulkner et a., 1999). Sydney has also been making a name for itself in the
world market as a culinary destination (Sparks et a. (2003). Henderson (2004) also
mentioned that Australian government authorities have given priority to food in tourism and
developed marketing strategies in order to take advantage of the increasing popularity of

culinary tourism.
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Ignatov (2003) categorised food resources into two perspectives as outlined below;
1. Attraction Perspective

a. Buildings, for examples: a cheese factory, a brewery or winery and local cafes
or restaurants

b. Parksand gardens, including vineyards
Museums, for example: afood or beverage-related museums

d. Routes: wine or gourmet routes

2. Event perspective
e. Food and wine festivals
f. Consumer shows

g. Culinary exhibitions

Hjaager (2002a) compartmentalised the marketing components of gastronomic tourism into
four spheres. The first sphere is regiona culinary promotions including campaigns for
particular products, food trademarks and marketing food fairs and food events. The second
comprises of quality standards, certification and branding, reinventing and co-modification of
historical food traditions. The third encompasses opening production plants and sites, routes
and trails, visitor centres and museums, and new events based on tourism and cookery class
holidays. The fourth is the research and development stage, which includes the establishment
of media centres and demonstration projects. Hjalager’s spheres comprehensively encompass
all sorts of food-related activities. However, the development of food tourism is not necessary
bound by any constraints, but briefly it can be sorted into several dimensions. These
unlimited dimensions include; Food related infrastructure; Food related attractions, Food

related events and activities and; Food related experiences and studies.
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To help promote the idea of culinary tourism, various Australian state governments have

developed specialty food festivals to draw tourists’ attention. Some of the many food

activities and events which occur around Australia are listed below. They can be allocated

into different groups based on time, region, theme, attendance and function.

1. Time

2. Region:

3. Theme:

4. Attendance:

5. Function:

Regularly held events (e.g. Fine Food Australia)

Irregular events (e.g. Food for life: weight issues)

. Regiond (e.g. Adelaide Food Summit)
. National (e.g. Australian Food and Beverage Summit)

lii. International (e.g. World Food Media Awards)

. Wine, cheese, olive, seafood, lamb, beef, etc. (e.g. The Hairy Lemon

Festival)

Ethnic and cultural (e.g. Asian Food Festival)

. Generdlist (e.g. For al the public)

ii. Specidist (e.g. Wine Writers’ Festival)

. Tradeshow (e.g. The 32™ International Catering Trade Fair)

ii. Education (e.g. Traditiona-interactive cooking workshops)

Competition (e.g. The Life Channel Australian Regiona Culinary

Competition)
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Specialty tours usually provide a variety of activities involving tourist participation designed
to incite or attract their interest, motivation and desires. Getz and Frisby (1988) found afood
festival is the second-most commonly held event, only after contests. Getz (2000) also stated
that food and wine festivals present visitors with authentic lifestyle experiences set in
pleasant environments. With international tourism competition increasing, destinations must
endeavour to strengthen their specific image or identity to draw the tourists’ attention. The
availability of speciaty foods has given rise to festivals and other events, which appeal to
tourists and local residents aike (Hjalager & Corigliano, 2000). Australia has a variety of
food resources available based on its multicultural background which combines Asian,
African, European, Latin American and Anglo Saxon dimensions to food and beverage. In
addition, the indigenous product and world class vineyards are aso renowned. The
authenticity and uniqueness of Australian foods can appeal to many tourists’ interests, so
tourism management should be aware of the strategic importance of food resources to fully

capture any possible advantages they may present within the competitive market.

1.4.5 The Function of Food Consumption in Modern Life

The role of food is something we all take for granted. Irrespective of whom you are or what
you do, food is a necessary part of daily life. Eating out has become one of the most
distinctive aesthetic features of urban life (Miele & Murdoch, 2002). This change has resulted
in a proliferation of restaurants and in a broadening of cooking styles. Miele and Murdoch
also claim that with the explosion in the numbers of restaurants comes a new appreciation for
eating out. Rozin, Fischler, Imada, Sarubin, and Wrzesniewski (1999), indicate that ‘for
human beings, food isacritical contributor to physical well being, a maor source of pleasure,
worry and stress, amgjor occupation of waking time, and across the world, the single greatest

category of expenditures’.
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Eating out has been given more roles and meanings to modern people. Wood (1995)
emphasizes that dining out is no longer the single activity it once was; but is aso associated
with other leisure activities, which contribute to people’s pleasure. Wood’s point identified

particularly the leisure function of food consumption.

There is no doubt the role of food has moved far beyond the satisfaction of bodily needs.
Taking the current literature into account, the present study attempts to classify the role of
food in a comprehensive manner with special emphasis on food’s leisure function. For the

purposes of thisthesis, the role of food can be classified into the following aress,

1. Biological needs: ‘The act of eating is physical by nature’ (Cheron, Padget, & Woods,
1988).

2. The symbol of lifestyle: ‘Food is how seen not just as a source of nutrition, but also
as a part of a slower-paced, quality lifestyle’ (Ignatov, 2003). ‘Specidty trips are
markers; distinctive signs, alowing the various social actors to identify one another
and mark their lifestyles’ (Bessiere, 1998).

3. Theidentity function: ‘Impressing others through dining and travelling is a common
method of declaring status, and acts as a powerful motive for people’ (Kivela, 1997a).
‘Food can represent asocia class indicator’ (Frochot, 2003).

4. The sociability function: ‘People often value the sociability function of food and
meals more than the quality of the food’ (Finkelstein, 1989). ‘Opportunities to eat
together may be greater on holiday, where eating may take on an even stronger socid

function’ (Richards, 2002).
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10.

The cultural function: According to Au and Law (2002) loca food and eating habits
can be viewed as amatter of culture and are regarded as some of the ‘pull’ factors of a
destination. ‘The meal can be a cultural artefact, because it permits a person to partake
each day of the national past as well as present’ (Scarpato, 2002).

The entertainment function: ‘Food is one of the most enjoyable activities that
tourists undertake during their holiday’ (Ray & Ryder, 2003). ‘Food related tourism
can alow tourists to achieve desired goals of relaxation, excitement, escapism, status,
education and lifestyle’ (Frochot, 2003).

The attraction function: ‘Food represents a powerful eye-catcher and a strong
symbol of quality of life and authenticity, as aresult it represents an important theme
used in advertisements’ (Frochot, 2003). ‘For ethnic cuisines to become popular there
must be people who are looking for new experiences and are willing to pay for them.
Regional cuisine may be considered an attraction’ (Ignatov, 2003).

The fashion function: The Starbuck’s experience ~ ‘Places like Starbucks are not
renowned for their food; rather, people go there for the ambience, to buy clothing, and
to see music and media memorabilia’ (Kellner & Best, 2002).

The learning function: ‘Culinary tourism is emerging as a form of specia interest
tourism, offering “real” learning experiences. It introduces visitors to new and
exciting smells, tastes and flavours, to new cultures, and it also provides learning
opportunities’ (Ignatov, 2003).

The novelty function: ‘Our sensory perceptions play a maor psychologica and
physiological role in our appraisal and appreciation of food, just as they do for other

experiences and destinations’ ( Kivela, 19973).
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Observing the diversity of the above listed functions, hospitality management must fully
appreciate how food consumption plays multi-functional roles in modern life. Eating out can
satisfy diners’ diverse motivations for a meal. Therefore, it is up to hospitality management to

capitalise on this diversity.

1.4.6 Food Consumption in Tourism

Sparks, Wildman, and Bowen (2000) summarized six categories of consumers’ motivations
and the reasons for eating out while on holidays,; Indulgence; Relaxation and comfort;
Experience; Social reasons; Discovery and; Health. Michalsky (1991) indicated that patrons
dine differently while on vacation. Consequently, the present study will mainly focus on
people’s food preferences while on holidays. By this design, the present study can avoid the

‘occasion’ factor which may interfere with other variables that affect the dining decision.

Tourism can no longer be defined as, or confined to, a visit to an amusement park or a
memorial site, nor can it be limited to a skiing holiday or a guided tour. Tourism must now
also involve cuisine, gastronomy and culinary practices. Reynolds (1994) shows how food,
like other groups of factors such as accommodation, transport, attractions and activities, is a
basic and crucia element of the tourism product. According to Pizam et a. (2004) the top
five most frequented tourist activities while on leisure trips were; shopping; visiting friends

and relatives; going to bars; eating local foods and; sunbathing at the beach.

It can be recognized that food consumption is an important part of leisure activities, hence
relationships between travel, food and gastronomy have emerged as significant fields in
tourism. Among all possible areas of expenditures, tourists were least likely to make cutsin

their food budget (Pyo, Uysal, & McLellan, 1991). Increasingly tourists are more interested
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in specific experiences for their vacation with food becoming a recognized motivating factor

in their decision making processes.

Hjalager and Corigliano (2000) grouped the various roles of food in relation to the image of a
tourist destination into four categories, complementary; inventory; superficia and
disconnected. They explain how food’s complementary role adds to the theme of tourist
activities in regions and enterprises where the core products are something else other than
food. They say food’s inventory role is becoming the focal point to attract tourists and local
residents. Hence, the inventory regions may help create a special atmosphere that appeals to
guests whose main interest is the culture of food and eating. And food’s superficial role,
regards ‘food as culture’. Eating a common dish and drinking local wine is a typical way of
coming into contact with the local population, so it emphasizes the social function of food.

And food’s disconnected role concerns more the relaxation function of food.

The way food plays an important role in the image and ambience of a tourist destination
shows how tourism management should perhaps place more emphasis on the catering aspects
in tourism to attract business. Elmont (1995) observed how, compared to other tourism
attractions, food provides tourists with; opportunities to experience cultural styles of exotic
cuisine set in traditional environments and; opportunities to learn about food habits from

differing ethnic groups.
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1.4.7 The Advantages of Developing Food Tourism

This section presents a brief summary of reasons highlighting the advantages of developing

food tourism.

1. Stimulating consumption and providing employment opportunities: As tourists come
into an area, they buy loca products or eat in restaurants or from local outlets, thus
representing ‘a sizable source of income for local communities’ (Bessiere, 1998). EImont
(1995) asserts that food stimulates the host economy by creating jobs, adding to incomes,
contributes to local economic development, and may even increase foreign exchange
reserves.

2. Promoting heritage: ‘Every mouthful, every meal, can tell us something about ourselves
and about our place in the world. Food is at once universa and mundane, yet vividly
revealing of specific cultural habits’ (Bell & Valentine 1997). For instance, in France,
there are over one hundred establishments certified as ‘outstanding’ for their food. ‘This
industry based initiative was due to the awareness of, and importance attached to the food
industry in tourism. It was a determined effort and successful strategy to preserve the
culinary heritage of provincial France’ (Bessiere, 1998).

3. Differentiating markets and complementing other resources. ‘Regions that possess
unigue dishes and food products can be transformed into tourism destinations with
minimal marketing and or product development’ (Tourism Queensland, 2006a).
‘Development of gastronomic and tourism experiences may also help regions or nations
to differentiate themselves in the globalized tourism market as well as supporting local
gastronomic culture’ (Richards, 2002).

4. Enhancing tourists’ experience: ‘Theimpact of restaurants was highlighted with 45% of
consumers surveyed indicating that cuisine and dining out was a meaningful and

memorable part of their most recent holiday experience’ (Sparks et al., 2000). Sparks,
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Bowen and Klag (2003) explain how dining-out opportunities and experiences contribute
to tourists’ enjoyment or satisfaction with a destination and how that impacts upon their
intention to return.

5. Extending tourists’ visits and expenditure: ‘Cuisine is identified as a four-season
product which can be a motivating factor in extending the length of stay and the level of
spending by visitors’ (Ignatov, 2003). Unlike other travel activities and attractions,
‘gastronomy is available year-round, any time of day, and in any weather’ (Kivela &

Crotts, 2006).

1.4.8 The Concept and Components of the Tourist’s Experience

According to Quan and Wang’s (2004) conceptua model, the tourist experience consists of
two dimensions, one is the peak touristic experience which refers to the experience of the
attractions that constitute the magor motivations to travel, the other dimension is the
supporting consumer experience which refers to the gratification of basic consumer needs on
the journey, such as eating, sleeping and transport. They concluded that the tourists’ overall
experience is composed of a variety of encounters, however the total quality of the

experience relies on mutual reinforcement of the two dimensions, peak and support.

1.4.9 Food Consumption ~a Peak or Support Experience

This section seeks to address whether food consumption is a peak or support function in the
tourists’ total experience. From the above literature, we can understand the importance of
food consumption in tourism. Generally, there are two types of tourists, some who regard
food as merely playing a margina role and for others, it plays a significant role. For the
group of tourists who regard food as having a margina role, food may be merely the
extension of the food habits and preferences they derive from their daily life. In contrast to

the other group of tourists, food can sometimes be their main interest and major motivation
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for travel. In this situation, food and beverage become a persuasive aspect in destination
choice. As the literature suggests, there are many activities associated with ‘Gastronomic’,
‘Culinary’ and ‘Food tourism’ which have drawn the tourists’ attention. Examples such as
annual food and wine festivals, shows and specialty events confirm the growing dimension of

distinctive food and beverage destinations.

In summary, it seems apparent that food consumption is just as an important factor as other
attractions like landscapes, fun parks and museums are. Food consumption provides not only
a support function for tourism but is a significant and necessary part of the tourism industry.
Frochot (2003) viewed food as a potential theme to sharpen destination image and ascertain
its unigueness. In addition, food has been proven to be an important means of selling the
identity and culture of a destination (Jones & Jenkins, 2002). Gastronomy is seen as an
important source of marketable images and experiences for the tourist. Food consumption in
tourism can be either the peak touristic experience or the supporting consumer experience,
dependent upon specific circumstances and preferences (Quan & Wang, 2004). Regardless of
whether food is a peak or support function to tourist, it is very important for service providers

to understand the impact that the food experience has on business.

1.4.10 Tourist’s Food Experiences

Cuisine is usualy linked with the ingredients used by different peoples in different regions
and with the way food is prepared and cooked. Restaurant meals can contribute to the
tourist’s experience by bridging the connection to the host culture (Symons, 1999). Food
consumption thus becomes a part of the holiday experience through sensory stimuli such as
sight, taste and smell. Experiencing similar smells or recalling an aroma can serve as a

reminder to the tourists’ travel experience. Gastronomy is about the quality of eating and
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achieving atotally pleasurable meal experience (Ignatov, 2003).

The conclusion drawn from the literature is that it is impossible to ignore the importance of
food consumption in tourism. Regardless of whether food plays a support function or acts as
amaor theme to tourism, most people indicated that once their holiday was over memories
often remained of the food experiences they encountered. Enthusiastic gastronomers will
often imitate these flavours in their daily cooking when they get back home, therefore
keeping these memories alive (Kivela, 1997a). Not only is consumption of food and drink
important at the destination, but such food and drink can aso be taken home as a souvenir to

remind tourists of their experiences (Hjalager, 2002b)

Kastenholz (2000) found that gastronomy was ranked as the fifth most important
motivational factor for tourists visiting aregion, but in terms of satisfaction it was rated only
eighth. This means there is a realisable gap between what gastronomic travellers expect and
what they actualy experience. The relatively poor food satisfaction level is worthy of
concern, because it likely remains in the tourists’ memory long after the trip has ended. The
other danger is that unpleasant, poor or bad experiences can spread through word of mouth as
travellersrecall their experiences to friends and relatives. The negative information may deter

potential tourists from visiting a particular destination.

Fridgen (1984) adopted the ‘phases of the travel experience’ to reflect the experience of food
consumption while on holiday. The phases of the food tourism experiences include; Eating at
home (pre-travel); Eating out (pre-travel) advocated as a form of exploration that is different
to eating at home; Food at the destination and; Vacation experiences at the destination. The

food experience was expanded upon by Mitchell, Hall and Mclntosh, (2000) who added,;
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Food at home (post-travel).

Fridgen regarded that the food experience while on holidays was an extension of daily life.
Johns and Pine (2002) proposed two types food experiences, a pre-experience attitude
(expectation), or a post-experience attitude based on the overal evaluation of attitudes
towards restaurants. Hjalager (2002a) and Finkelstein (1989) segmented diners into different

groups based on their attitudes toward food.

Hjalager (2002a) proposed four categories of culinary consumer. These were; recreational;
diversionary; experimenta and existential gastronomic tourists. The classifications were

based on tourists’ attitudes and preferences towards food and beverage.

1. Recreational gastronomy tourists are more conservative, so they seek the familiarity
of their home foods and beverages while on holidays and they engage in self-catering.
To these tourists, food and beverage are not very important while on holiday and
food-related entertainment is often limited to activities that afford watching without
participation.

2. The diversionary gastronomy tourist wants to escape the routine of daily life by not
cooking for the family every day. They prefer easy food and beverage without too
much trouble. They seek familiar menu items and dislike exotic foods. Eating and
drinking is an excellent way of getting together with friends and new acquaintance
and enjoying life.

3. Experimenta gastronomy tourists keep up to date about trendy and fashionable foods,
latest growth, ingredients and recipes. They will seek the destination’s smartest
designer cafes and restaurants that serve innovative menus and offer equally chic
service. Holiday souvenirs include coffee-table cookbooks and culinary and wine

literature.
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4.

Existential gastronomy tourists seek food and beverage combinations and eating
experiences that foster gastronomic learning. Food consumption does not only satisfy
hunger but aso gives the tourist in-depth knowledge about the local or regional
cuisine, wine and beverages and of the destination’s culture. These tourists prefer
seeking out the simple food and beverages that are prepared by traditional methods

and eaten where the locals eat.

Finkelstein (2004) classified the dining experiences into three categories.

1.

Experiential: Where the diner will try some unknown foods and then decide whether

or not to avoid consuming it again (the least active mode);

Experimental: Where the diner tastes unknown foods on a tria-and error basis in

order to find the ones complementing his aspirations; and

Existential: Where the diner is devoted to trying different restaurants, foods, and

dining fashions (the most active mode).

However the above two authors explored food perceptions mainly from the diners’ view
point not the tourists’ actual experiences, and Finkelstein’s definition of Experiential and

Experimental seems not to significantly distinguish the differences between each group.

With regard to the increasing dimension of the culinary market, Tourism Queensland (2006)
categorised food tourism into two fields: arural and an urban/city experience. The urban/city
experience usually provides travellers with a wide variety of food tourism products and
provides convenience in the form of restaurant precincts and culturally distinct cuisines.
Rural food tourism on the other hand is not usualy considered as a developed tourism

product. Tourism Queensland suggested activities such as visits to farms and farmers’
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markets, self-service fruit picking and agricultural farm accommodation may provide

important supplementary income to struggling rural areas.

1.4.11 Food and Satisfaction

Research suggests that in many instances, consumers attribute their lack of satisfaction with
food on their holiday to the reason their trip did not become an overall memorable experience.
Service providers could develop higher consumer satisfaction levels (and hence higher return
and recommendation rates) if they provided tourists with food products that enhanced
memorable experiences ~ whether it is service, quality, value for money, or uniqueness

(Tourism Queensland, 2006).

Studies of food experiences can fully reflect consumer satisfaction and provide valuable
information to tourism industries and management. As outlined above, the food experience is
one of the influential factors which may attract or impede a tourist’s desire for travel. Fields
(2002) held relatively few restaurants and or destinations ask for feedback or opinions from
their visitors. Of those that did, only a minority used the information actively for quality
improvements. He proposes tourism management should make use of food experience
surveys to provide an indication of the actual behaviour and the future preferences of the
target market. It can thus be concluded that the food experience plays an indispensable and

influential role in all the phases of a tourists’ journey.
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1.4.12 Resear ch on Foodservice

Henderson (2004) highlighted that food is a matter of concern for both tourists and the
hospitality industry. At every destination, food is an important component in the overall
tourist product and experience. Nummedal and Hall (2006) citing severa other authors
reported how inter-sectoral relations in food and tourism have been relatively little studied
and concluded that there is a need to educate members of local food networks about the
positive benefits of food and tourism. Hence, dining experience studies become essentia to
understand how tourists make their dining decisions while on holidays. The results of such
studies may provide hospitality management with new insights into supplying better services

and improve economic opportunities within the market.

Richards (2002) pointed out that tourists regularly choose what to experience at the
destination by carefully selecting a particular restaurant and /or the food that might fulfil a
specific gastronomic desire or personal need. Consequently there are a large number of
factors that influence tourists’ food preferences. These include tangible and intangible
dimensions. Many studies have explained the influential attributes that affect consumers’
restaurant choices and satisfaction but not too many have touched on the gastronomic tourist.
Table 1.1 summarises pertinent research from 1991 to the present which may help explain

some of the concepts and reasoning for undertaking this present research.
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Table 1.1 Summary of Literature Highlighting the Attributes that Affect Consumer

Choice
Y ear Attributesidentified as
Author |Crr1]fcl)iuce:cmg consumer Survey Target Findings
Auty (1992) | Food type, food quality, | Inanorthern Restaurant type influenced the order of
value for money, image | English city, 40 choice criteria.
and atmosphere, pilot study Food type and food quality are the most
location, speed of 155 subsequent important variables of restaurant choice,
service, recommended, | house-to-house image and atmosphere or style are critical
new experience, interviews. in the final choice between restaurants
opening hours, facilities serving asimilar type and quality of food.
for children. The occasion for dining out affects the
ranking of variables.
Gregoire, Information provision, Travellers (2,712) | Travellersrated attributes such as
Shanklin, restaurant basics at visitor cleanliness, food quality, and friendliness
Greathouse, | (cleanliness, quality of information of staff as most important. Choices differ
& Tripp, food, friendliness of centres. based on age, gender, frequency of travel,
(199) staff, promptness of and state of residence.
service, value & price).
Amenities (availability
of playground, selection
of alcoholic beverages,
variety of deserts...).
Health (low-fat items,
salad bar, non-smoking
section... etc).
Chadee & The cleanliness of the | 125 students in | Compared to Europeans, Asians appear to
M attsson restaurant. New Zealand. derive lower levels of satisfaction from
(1996) their dining out experience.
Kivela Location, type of food, | 52 restaurants The customers’ preferences of choices
(1997b) ambience, competence | (four distinct varied considerably by restaurant type,
of waiting staff, quality | restaurant groups: | dining-out occasion, age and occupation.
of food, cost of food, fine
comfort level, menu dining/gourmet,
item variety, theme/atmospher
cleanliness, speed of e, family/popular,
service, prestige, convenience/fast-
friendliness of waiting food) restaurants.
staff, new experience, & | Customers at
prompt handling of restaurantsin
complaints. Hong Kong (60).
House-to house
interviews (120).
Table1.1 Continued
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Y ear Attributesidentified as
Author |Crr1]fcl)iuce:cmg consumer Survey Target Findings
Clark & Price of food, price of Survey of The quality of food was the top ranking
Wood (1998) | drink, speed of service, | academic staff factor in their choice of restaurant.
quality of food, Three demographic groups had different
atmosphere, friendliness measurements in selecting a restaurant.
of staff, parking Each group placed importance on different
facilities, aspects of the dining experience ~ such as;
lavatory/washroom the attributes towards cost effective family
facilities, range of food meals or business entertainment and
choice, opening hours. complementing tourist activities.
Koo, Tao, & | Location, typeof food, | Respondents The use of conjoint analysisis appropriate
Yeung variety of food, included in measuring the importance level that
(1999) uniqueness, car park, executivesin customer segments attach to a particular
price, quality or taste of | hotel, workersin | restaurant attribute.
food, presentation / afloating
decoration and service. | restaurant, and
workers from
Service sector.
The study was a
conjoint analysis
of the three
groups.
Yiksel & Service quality and staff | Tourists Tourists seem to look for an adventurous
Y iksel attitude, product quality | departing froman | menu to sample local food and discover
(2002a) and hygiene, international local culture, but some tourists may only
adventurous menu, price | airport in Turkey. | have adesire for familiar food.
and value, atmosphere
and activity, healthy
food, location and
appearance, smoke free
environments &
visibility.
Titz, Lanza- | Quality of food and Restaurant Developing new scales for measuring the
Abbott, & beverage, critiquesfrom the | dining experience.
Corduay quantity of food, fivetop US
Cruz (2004) | quality of service, restaurant cities
ambience and asidentified by
atmosphere, Money Magazine
menu variety, were evaluated.
price and value,
other customers
professionalism.
L ockyer Cleanliness, the quality | Residentsin 1. Cleanliness was rated as the most
(2005) of thefood, service Auckland (2000) | important item, followed by taste of the
quality, price, and Hamilton food, and appearance was rated the lowest.
appearance & ambience. | (1000). 2. The type and style of restaurant did not

have a statistically significant impact on
the results.

3. If individual parts of the experience did
not meet expectations, the other parts of
experience could still provide overal
satisfaction.
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The summary table above highlights the diversity about the major factors which affect
consumers’ dining decisions. Many reasons and multiple variables are the likely cause for the
wide range of differing preferences. Age, status, income, and occasion etc. can influence the
choice of restaurant. While there has been considerable research carried out in respect to
dining satisfaction without considering ‘occasion’ and ‘survey target’ properly, little has been
done with respect to particular food and beverage items while tourists are on vacation to
destinations abroad (Nield et a., 2000). There is presently an inadequate understanding of
whether tourists’ eating-out patterns and benefits that they seek from restaurants while on
vacation are relatively different from when they are not on vacation (Yiksel & Yuksd,

2002h).

With the development of culinary tourism, many studies have concentrated on foodservice,
but very few have emphasized the importance of tourists’ food experiences and preferences
while holidaying. The process of the consumer dining decision is not static, especially when
travelling to an unfamiliar country. Market segmentation has become a major approach to
understanding the nature of tourists and their travel behaviour (Moscardo, Pearce, &
Morrison, 2001). The segmented market provides an intuitive and useful framework for
characterizing differences in travel behaviour and preferences (Basala & Klenosky 2001).
This thesis also applies market segmentation to understand the food tourism market. The next
chapter will review the related literature that applies to the conceptual foundations of this

thesis.
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Chapter 2

Conceptual foundationsfor this Thesis

2.1 Market Segmentation

2.2 Risk Perception Literature Review

2.3 Novelty Seeking Literature Review

2.4 Cultural Comparison Literature Review
2.5 Purpose of Study

2.1 Market Segmentation and Tourist Classifications

Segmentation is a scientific marketing approach for grouping together consumers who react
in a homogenous way or who have similar preferences. With respect to tourism Richardson
and Fluker (2004) proposed that a market segment is a group of potential travellers with
similar characteristics who share similar needs and wants. Lewis and Nightingale (1991)
emphasized that segmenting the customers into various groups is the key to a successful
service strategy. In tourism, many researchers have employed the market segmentation
method to examine the characteristics of tourists’ travel styles. There is overwhelming
evidence that tourists differ considerably in their motivations, travel styles, attitudes and

behaviour (Lanfant, 1993).

The concept of the segmented market provides an intuitive and useful framework for
characterizing differences in travel behaviour and preferences (Basala & Klenosky, 2001).
Kara, Kaynak and Kucukemiroglu (1997) highlighted that the diversity in customer needs
requires hospitality and tourism managers to identify groups of customers with homogeneous
characteristics and behaviours. Once the identity was known, managers could then try to

adjust their product to suit the unique needs and desires of the target market. The
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segmentation approach can provide management with more detailed information about their
target markets and help them to develop suitable products and feasible marketing strategies to

reach those groups.

As it was demonstrated in Chapter 1, food consumption is an essential and indispensable
component in the tourism product. However, Fields (2002) pointed out that there are large
gaps in understanding consumer behaviour especially with regards to food in the context of
leisure and tourism. Hence, this thesis endeavours to fill that gap and demonstrate how
segmentation may assist foodservice providers to better understand the target market. Taking
the above authors’ points into consideration, this thesis applied segmentation theory to
identify various tourist types based on their preferences towards food. The study provides

valuable information to management in the context of leisure and tourism.

2.1.1 Criteriafor Segmentation

Magjor variables which categorise the segmentation base include; demographics ~ such as age
and gender; geographic ~ such as location of residence, nationality etc; psychographic
variables ~ such as personality, value structures and consumer behaviour. Moscardo et a.
(2001) conclude that market segmentation has become a major approach to understanding the
nature of tourists and their travel behaviour, however there exists considerable debate over

which bases and statistical approaches provide the best segmentation solutions.

Despite the continuing debate over which approach is best, market segmentation provides a
very useful tool to management, but nevertheless such a statement is of course dependent
upon identifying the suitable variables, which are necessary for effective market

segmentation.
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Consequently, some research has proposed guidelines for avoiding improper segmentation.
For example: Moscardo et a. (2001) identified two basic requirements; Inferring that people
within a segment should be similar to each other and that segments should be as different
from each other as possible. And; Segments should aso be identified with a reasonable
degree of accuracy and there must be some stability in the segments. They explained their
reasoning suggesting that only these two requirements can be measured or assessed

statistically.

Some studies have stated demographic/socia variables are more practical and measurable
than psychologica variables. For instance, Wilkie (1994) clamed demographic and social
variables are simple to present and use, especially for practitioners. However, some
researchers have contrasting viewpoints, for example, Keng and Cheng (1999) argued that
people with similar demographics, such as age, income, and occupation, do not necessarily
possess the same travel interests. Yiuksel and Y iuksel (2002b) indicated that demographic
variables may not be powerful discriminators, and thus developing a marketing strategy
based on descriptive variables alone may be inappropriate. Hall et al. (2000) suggested
demographics provided the basis for a simple wine tourist market segmentation however,
they indicated psychographic data ~ such as lifestyles, interests, attitudes and values ~
generaly provide more powerful and actionable research information ~ particularly as wine
clearly plays an important part in some consumers’ lifestyles. Taking those considerations
into account, this thesis employed both demographic and psychological variables to segment

the tourist food market.
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2.1.2 Forces that Influence Travellers’ Dining Decisions

The dining market is not homogeneous either, particularly when patrons come from another
country. The selection of the correct variables would give more precise results and enhance
marketing efforts (Yuksel & Yiksel, 2002b). Moutinho (1987) indicated that social influence
and personal traits are two basic variables that would influence travel and tourism behaviour.
This concept was also supported by Fridgen (1991) where he showed how external and
internal forces influence travellers’ decisions. Culture is kind of socia influence outside of
the individual and is regarded as one of the mgor external factors affecting travel behaviour
(Moutinho, 1987). Different nationalities may have their own unique values that constitute
the differences between individuals from different cultures (Wong & Lau, 2001).
Idiosyncrasies may vary between cultures, as would preferences and perceived risk. For
instance, the perception of encountering danger while on vacation might be influenced by

personality type (Carr, 2002) and nationality (Seddighi, Nuttall, & Theocharous, 2001).

2.1.3 A Decison Model Making Use of Three Variables

Based on the above information, particularly Moutinho’s ideas on the major factors affecting
peoples’ travel decisions, the present research proposed a dining decision model by making
use of three variables. This study combines, nationality (culture); risk perceptions and;
sensation seeking psychological characteristics. In order to acquire a more precise
understanding of consumer behaviour relating to food preferences and dining choice while on
holidays, this study analysed different variables to deduce their effect on consumer behaviour.

The dining decision model is schematically represented in Figure 2.1.
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Dining preferences
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Figure 2.1 The Dining Decision M odel

2.1.4 Classification of Tourist Typesand Segmentation Variables

Market segmentation methodology has been well recognized in hospitality marketing and is
an accepted and credible approach to understanding tourist behaviour. The following table
gives abrief description of past research associated with the classification of tourist types and

segmentation variables.



Table 2.1 Classification of Tourists

Author /Y ear

Type of tourist

Segment base

Cohen (1972)

Organized mass tourist
Individual mass tourist

The degree of
familiarity/novelty which

Explorer tourists seek in their
Drifter travel

Plog (1974) Psychocentrics Thelevel of familiarity;
Midcentrics novelty/excitement and
Allocentrics security

Yiannakis & Familiarity-strangeness Tourists’ actual behaviour

Gibson (1992)

Stimulation-tranquillity
Structure-independence

on vacation
(behaviour scale)

Mo, Havitz, &
Howard (1993)

Destination oriented dimension
Socia contact dimension
Travel service dimension

A personal preference for
familiarity or novelty
tourist destinations

Mclntosh, Cultural motivators, status and prestige motivators, physical | Travel motivations
Goeldner, & motivators, interpersonal motivators.

Ritchie (1995)

Oh & Jeong Neat service seekers, convenience seekers, classic diners, Values and standards of
(1996) indifferent diners. differing travellers
Granzin and Non-users, light users, heavy users. The usage of fast-food
Olsen (1997) restaurants

Johnson (1998) | Specialist The level of involvement
generalist

Hall, Sharples, | Winelovers, wine interested, curious tourists. Theinterest and level of

Cambourne, & knowledge in wine

Macionis

(2000)

Enteleca Food tourists, interested purchasers, the un-reached, the un- | The contribution of

Research & engaged, and laggards. regional and local foods

Consultancy to the holiday trip

Ltd (2000)

M oscar do, Low activity, high activity, sightseeing/beach, outdoor reef, | Geographical activity

Pearce, & nightlife.

Morrison

(2002)

Charters & The wine lover, connoisseur, wine interested, wine novice. | Thelevel of interest

Ali-Knight

(2002)

Y Uksel and Value seekers, service seekers, adventurous-food seekers, The attributes of

Yikse (2002b) | atmosphere seekers, healthy-food seekers. restaurant selection

McKercher & Serendipitous, incidental, casual, sightseeing, purposeful Thelevel of cultural

du Cross (2003) | cultural tourists. activity engagement

Boyne, Hall, & | The gastronomy lover The importance of food

Williams (2003)

The conditional gastronomy dinner
The impartial dinner
The indifferent dinner

and gastronomy while on
holidays

Ignatov (2003) | Rural, sophisticated, indifferent, true cuisine Types of foods
Finkelstein Experiential, experimental and existential Food attitudes

(2004)

Shenoy Culinary, experiential, general tourists Tourists’ participation in
(2005) food related activities at

destinations
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The above review clearly demonstrates that there are diverse segmentation variables used for
categorising distinct customer groups within the tourism market. However, the concept of
market segmentation in foodservice operations, particularly within tourist resorts, is a
relatively neglected issue (Reisinger & Turner, 2002a). Therefore to address this shortfall,
this research aims to develop a better understanding of food preferences and predictions for
the different food service groups. This will be done by analysing the differences in terms of
the degree of novelty seeking and risk perception people have to food and the cultural

influences on the dining decision when travelling to another country.

2.2 Risk Perceptionsin Tourism

Haddock (1993) identified three types of risk including absolute, rea and perceived risk.
‘Absolute risk’ is assessed by service providers who implement safety procedures to ensure
that the real risk is minimized (Reisinger & Mavondo, 2005). ‘Perceived risk’ is a measure of
the level of risk in a particular context as judged by the individual (Mclntyre & Roggenbuck,
1998). Most studies focus on perceived risk because it usually directly influences consumers’
purchasing behaviour. Tsaur, Tzeng, and Wang (1997) defined risk in relation to tourism as
that anxiety perceived and experienced by the tourists during the process of purchasing and
consuming travel services. The current study also concentrates on the risk perceived by

consumers and the likely influences it has on their dining decisions while on holidays.

To some extent, every person encounters risk from time to time, so it is a common
phenomenon. Some people attempt to avoid risk as much as possible, these people can be
called risk avoiders. On the other hand, some people tend to search for risk activities. This
second group can be called risk seekers. The concept of perceived risk is most often used by

consumer researchers in defining consumers’ perceptions of the uncertainty and adverse
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consequences of buying a product or service (Dowling & Staelin, 1994). Perceived risk is
viewed as a subjective expectation of loss (Mitchell & Greatorex, 1993). Some products may
be perceived as comparably safe while others may be perceived as more risky. The risk
perception affects people differently based on an individual’s risk capacity, experiences and
personality. The issue of risk therefore, is very important in tourism as it greatly affects

tourists’ behaviour and purchasing decisions.

Yavas, Verhage, and Green (1992) identified risk as a mgor concern for international
travellers. In the tourism context, tourists do not usually have sufficient information to judge
a foreign country prior to their trip and are therefore exposed to an element of uncertainty.
Also, the tourism product is characterized not only by intangibility, inseparability, variability
and perishability, but many unpredictable factors can also be attributed to natural factors
(weather or tsunamis) and or man-made factors (crime, political unrest and terrorists’ attacks).

All types of factors can have a bearing on the tourist’s level of perceived risk.

Laroche, McDougall, Gordon, Bergeron and Y ang (2004) explored how intangible aspects of
service affect perceived risk. Dowling and Staelin (1994) stressed how risk assessment is
greatly influential in decision-making processes regarding matters of economics and finance.
In particular, choosing an expensive overseas holiday or an untried package tour may evince
even higher levels of uncertainty because of the inability to visualise or touch the intangible
aspects of service type products. By comparison, tangible products ~ those that have physical
dimensions and can be picked up and felt ~ may more easily offer the purchaser a level of

comfort and reduce anxiety.
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2.2.1 Differences of Risk Perception between Daily Routine and Holidays
There are two major research streams on risk perception studies. One is the conventional
avenue of how people perceive risk and how it influences purchasing decisions in daily

routine. The other is when people are on vacation or planning holiday activities.

On the second avenue, Mitchell and Vassos (1997) investigated how people perceived risk
and how they made risk-relieving strategies in holiday purchases, this they reported was
different to the daily routine. Sonmez and Graefe (1998) pointed out that risk perception
levels directly influenced international vacation destination choice and the higher the
perceived risk of the foreign destination, the higher the likelihood of the decision to avoid

visiting that destination.

The presence of risk has the potential to change the nature of travel decisions. When risk
perceptions or safety concerns are factored into travel decisions, they have the likely potential
to influence the fina choice of destination or may even change the entire travel plan.
Generdly, tourists make their travel decision in order to reduce uncertain risk as much as
they can. In this regard, Sonmez and Graefe proposed that the feeling of uncertainty or
anxiety is more likely to be at a higher degree than under normal circumstances if people are
immersed in unfamiliar surroundings. As aresult, people were more likely to avoid travelling

to an areawith ahigher level of perceived risk.

Interestingly, it seems not to be always true that people will avoid risk as much as they can.
Recent research has paid attention to why some people take risks while on vacations. For
example, Ozorio and Fong (2002) investigated how Chinese behaved in gambling and found

that gamblers appeared to be taking higher risks while on vacation. Uriely and Belhassen
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(2006) analysed how drug users perceived drug use as less perilous in the context of a
vacation than in the routine of everyday life. Their observations found that some people
regard a vacation as a perceived framework of time and space that provides them with the
opportunity to feel less restrained and more prone to undertake adventure. Hence, they
proposed the notion of tourism as a ‘license for thrill’ being embedded in tourists’ subjective
perception of risk and to some extent, insalubrious to the preservation of health and wellbeing

(Uriely & Belhassen, 2006).

We can therefore conclude that the perception of risk does not only vary with people but it
also varies with time and space and differs from daily routine and vacations. The present
study focuses on investigating travellers’ food preferences while on vacation when travelling

to another country where an element of risk may influence their dining decisions.

2.2.2 Risk perception and Consumers’ Dining Preferences and Choices on Holidays

If you were on holidays in an unfamiliar cultural surrounding, how would you make your
decision on where to dine? Kivela and Johns (2002) conducted such a study and explained
how tourists would likely behave when they were dining in unfamiliar establishments. They
described the scenario of the strange looking eatery and the tourists’ reluctance to enter.
Kivela and Johns called this the ‘first order signifier’ of risk. The ‘second order signifier’ is
not the actual act of reluctance, but a ‘feeling of that sort’, being afraid or terrified of entering
into the strange looking restaurant and/or, worse still, eating strange or ‘contaminated foods’.
However their scenario was perhaps over emphasised to make their point ~ all tourists would

not really have the same reaction based on the level of perceived risk towards food.
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Tourists have different tolerance levels to food risk. Some tourists may look for an
adventurous menu to sample local foods and discover local culture, but some tourists may
only desire familiar food (Yuksel & Yiksel, 2002a). Kivela (1997b) also stated that less
experienced or less adventurous travellers may seek comfort in familiar foods in mass
tourism resorts and in multi-national quick service restaurants. Here performing a certain

regular activity, or choosing afamiliar restaurant could reduce the perception of risk.

On the other hand, tourists may choose a vacation only in one’s own cultural surroundings or
closely-related cultures to reduce their risk of being exposed to too much foreign culture

when travelling (Weiermair, 2000).

We can be comfortable with asserting that risk perception influences our daily life and
extends also to travel behaviour and dining choices. Banotai (2003) indicated that guests in
restaurants associated the appearance of the establishment with potential concerns about food
safety. Fuchs and Reichel (2004) reinforced the proposition that one of the main factors
influencing purchasing decisions of tourist products is risk perception. Therefore, marketing

management should not ignore the influence of risk perceptions in selling the tourism product.

From the previous studies outlined above, we can conclude that people have different levels
of risk capacity. Low-risk takers have a lower limitation of tolerance and high-risk takers
have a greater risk acceptance. It thus becomes logica to hypothesize that both high-risk
takers and low-risk takers have particular behavioura traits that will affect their preferred

tourist activities and dining choices while on vacation.
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2.2.3 Dimensions of Risk and M easur ement

The ‘risk concept’ has been connected with the understanding of consumer behaviour for
several decades. However, perceived risk is a somewhat ‘fuzzy concept’ (Dowling, 1986) and

difficult to be operationalised (Roehl & Fesenmaier, 1992). The following table shows how

the elements of risk perception have been used in past research.

Table2.2 Summary of Dimensions of Risk Perceptions

Author /Y ear

Risk Dimensions

Schiffman & Kanuk (1991)

Financial, functional, physical, social, psychological, satisfaction,

timerisks

Yavas, Verhage, & Green
(1992)

Ego, money, time, health and social risks

Roehl & Fesenmaier (1992)

Physical-equipment, social, vacation, destination risks
Financial, psychological, satisfaction, and time risks

Stone and Gronhaug (1993)

Social, time, financial, physical, performance, psychological risks

Trimpop (1994)

Physical, economic or psycho-social well being of oneself risks

Stone & Mason (1995)

Sacial, time, financial, physical, performance, psychological risks

Tsaur, Tzeng, & Wang (1997)

Physical, equipment risks

Sonmez & Graefe (1998)

Equipment, financial, healthy, Physical, political, psychological,

satisfaction, social, terrorism and time risks

Mowen and Minor (1998)

Physical, financial, performance, social, psychological, time, and

opportunity risks

Weber, Blais, & Betz (2002)

Financial, healthy, recreational, ethics, social risks

Lepp and Gibson (2003)

Healthy, political instability, terrorism, strange food, cultural

barriers, a nation’s political and religious dogma, crime risks

Fuchs and Reichel (2004)

Human-induced (crime, terror, and political unrest), financial,
service quality, socio-psychological, natural disasters, car accident,

and food safety problemsrisks

Han (2005)

Healthy, value, psychological, social, terrorism, equipment, and

communication risks
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Risk perception is a multi-faceted dimension based mainly on the characteristics of the
product and consumers’ purchasing motivation. Generaly, when an attribute fails to satisfy
consumers’ needs, the risk perception will be raised due to perceiving a kind of loss or
uncertainty. The importance of each attribute varies by product and category. The dimensions
of risk employed in tourism research are broad but not consistent. While, financial,
performance, physical, social and psychological risks are the most common adopted by many
researchers, more recently, owing to terrorist attacks being carried out around the world,

some studies have focused their attention to ‘terrorism risk’.

Taking into consideration risk perceptions and the characteristics of dining behaviour, the
present study adapted Han’s (2005) Perceived Risk in International Leisure Travel but only
used five of her seven factors. This thesis employed ‘value’, ‘communication’, ‘social’,
‘psychological’ and ‘health’ dimensions to measure respondents’ risk perception relating to

food and their dining experiences.

Han’s perceived risks can be described separately; ‘Value’ can be defined as the gap between
perceived expectation and actual satisfaction. The ‘Communication risk’ dimension as the
proficiency of native language. ‘Social risk’ as the potential loss of esteem, respect, and or
friendship offered to the consumer. ‘Psychological risk’ as the potential loss of self-image or
self-concept as a result of item purchase and, ‘Health risk’ as a measure of biological harm
caused by food and the dining experience. Taking these factors into account, one of the
primary objectives in this study was to examine how the effects of the multiple dimensions of
the various types of risk impacted upon consumers’ food choices while they were on holidays

or travelling abroad.
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2.2.4 The Relationship between Culture and Risk Perception

Past research has proven that the levels of risk perception vary among people from different
cultural backgrounds. Yavas et a. (1992) clearly showed that consumers in six countries
(American, Mexican, Dutch, Turkish, Thai, and Saudi consumers) differed in their risk
perceptions and brand loyalties. Weber and Hsee (1998) found that respondents from the US,
Germany and Poland differed in risk preference, as measured by their buying habits for risky
financial options. The apparent differences in risk preferences were associated primarily with

cultural differences rather than in attitudes toward perceived risk.

Hofstede (2001) found the Japanese to be averse to ambiguous, uncertain and risky situations,
as opposed to Australians, Americans and Canadians who scored relatively low on the
uncertainty avoidance scale. Hofstede (2001) concluded people from the high-uncertainty
cultures usually try to avoid risk that are considered dangerous and seek greater stability in
thelir lives. By contrast, people from the low-uncertainty cultures accept more risk and danger
in their lives. Money and Crotts (2003) found that in order to minimise their risk, tourists
from the high-uncertainty avoidance group visited fewer destinations, stayed for shorter
periods, travelled aone significantly less often, and travelled more with business associates

and friends in organized groups than those from the medium-uncertainty group.

Fuchs and Reichel (2004) outlined the role of cross-cultural differences in determining risk
perception associated to destination choice and the tendency of risk taking. Reisinger and
Mavondo (2005) suggested that there is a strong relationship between travel risk perceptions,
and that studies of travel decision-making should include an analysis of cultural and
psychographic factors. It is therefore reasonable to assume that the cultural variable will aso

impact upon the tourists’ food choices as this too may carry a perception of risk.
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2.3 Concepts of Novelty and Sensation Seeking Behaviour

Novelty seeking behaviour has been emphasized in consumer marketing for several decades.
It is a psychological trait that often influences consumer spending. Severa definitions of
novelty seeking behaviour have been defined. Berlyne (1966) explored the relationship
between novelty and exploratory behaviour. He found there is an inverted U-shaped function.
In brief, novel stimuli increased the extent of exploratory behaviour. In particular, Berlyne
noted people were not interested in something that was either too unfamiliar or too familiar
from their normal experiences. Hutt (1970) proposed that the degree of perceived novelty
associated with people, objects and environment, could be mapped out along a continuum
where antithetical poles could be expressed in terms of time or experience. Hence, he pointed
out perceived novelty varied not only with time, but also objects, environment and people.
Judd (1988) defined novelty seeking behaviour as the degree of contrast between present
perception and past experience. Based on Judd’s point, the more difference between the

present and past experience, a higher level of novelty will be aroused.

Zuckerman (1994) explained that sensation seeking is atrait which presents the tendency for
seeking novelty, variety and complex situations. Sensation seekers tend to take risks to attain
this kind of experience implying that sensation seeking behaviour normally contains a certain
element of risk. Arnett (1994) comments how sensation seeking is a personality trait in which

individuals vary in their ability to tolerate sensations of all types.

In summary, it is possible to identify the important concepts of novelty seeking behaviour
from the above authors’ points:
1. People perceive levels of novelty seeking differently ~ some people enjoy a

certain level of external stimulus, while others may prefer avoiding such situations
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as much as possible; and
2. The levels of novelty seeking activity may vary over time depending on age

maturity, previous experiences and or environmental conditions.

2.3.1 Novelty Seeking Behaviour in Tourism

The motivations behind travel are varied. The desire to derive pleasure from new or different
experiences is one of the motivating factors of why people travel. Pearce (1987)
demonstrated, amongst other things, how the motivation of potential tourists to travel was an
expectation to experience something new which could not be satisfied at home. Fontaine
(1994) suggested experience-seeking factors and sensation seeking adventures might be a
basis for the motivation to travel. Subsequently, novelty seeking behaviour has been found to

be particularly important in the tourism context (Gandhi-Arora & Shaw, 2000).

In many respects, tourism is the ideal product for variety seeking individuals because it is
voluntary, outside of ordinary life experiences, limited in time and space and surrounded by
an air of mystery (Godbey & Graefe, 1991). Tourism can provide an opportunity to satisfy
people’s desire for change from the mundane routine of daily life. This novelty drive is an
underlying motivation for pleasure travel and it has been accepted as an enduring concept of

travel research (Ross, 1994).

2.3.2 Novelty seeking Behaviour in respect to Dining Experiences

The tourism experience involves al categories of exploratory behaviour. The dining
experience is like any other experience encountered on holidays. Experiences such as
sightseeing, experiencing the culture, visiting historical heritage sites and museums can all

contribute to the valuable pleasures of travel. The physiological and psychological motivators
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which cannot be fulfilled in their normal daily life are likely to be satisfied by a sense of
adventure, uniqueness of the setting, experience of different cultures and the opportunity to
sample new foods (Kivela, 1997a). So it is with the dining experience, the quest to sample

various food stylesis one of many appealing experiences some tourists aspire to achieve.

The extent of peoples’ desire for novelty and stimulation are different. A tourist can be
viewed as a consumer who looks for new sources of stimulation (Lee & Crompton, 1992).
Eating exotic foods may satisfy some tourists who are in search of novelty or adventure, but
it may disappoint those tourists who prefer to maintain their familiar comfort zones. The
adventure and hedonistic dishes found in a restaurant are sources of pleasure because they
help satisfy individuals’ sensational desires particularly so when on holidays (Kivela & Chu,

2001).

Lee and Crompton (1992) proposed that desires for novel experiences among tourists would
range along a continuum from novelty seekers to novelty avoiders. Applying their concept to
food consumption while on holidays, novelty avoiders may prefer similar food to their own
country in order to reduce anxiety or discomfort. By contrast, sensation seekers would be
more inclined to look for new types of food to satisfy their need for variety and novel
experiences. Pizam et a. (2004) concluded that it may be possible to predict the meal and
types of food that tourists would prefer based on determining the relative level of novel
experience desired by a given tourist. Hence, there is ample evidence to suggest that the
concept of sensation seeking behaviour is applicable to the dining experience and may greatly

impact upon tourists’ dining decisions.
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2.3.3 Novelty Seeking M easurements

Novelty seeking plays an important role in the selection decisions of all types of activities.
Evaluation of how well a destination’s attributes meet tourists’ needs is influenced by the
strength of other tourism motives (Lee & Crompton, 1992). How well the destination satisfies
those needs will influence the tourists’ desire to travel there. However, Niininen, Szivas, and
Riley (2004) indicated that it was difficult to predict what type of destination the traveller
would prefer. The complication was that the degree of perceived novelty is a unique
phenomenon for each individual. Some tourists may define a certain type of activity as

novelty seeking but for othersit could represent a novelty to be avoided.

Zuckerman (1971) developed a ‘Sensation Seeking Scale® comprised of; ‘thrill and
adventure seeking’, ‘experience seeking’, ‘dis-inhibition’ and ‘boredom susceptibility’.
Mehrabian and Russell (1973) developed an ‘Arousal Seeking Scale’ which consisted of five
dimensions; ‘arousal from change’, ‘unusual stimuli’, ‘risk’, ‘sensuality’ and ‘new

environments’.

Cohen (1972) proposed a typology of tourists based on the degree to which tourists sought
novelty or familiarity in their travel decisions. He suggested that there are three distinct
dimensions for differentiation in the context of international travel. Here the organized mass
tourist was recognised as the least adventurous, the individual tourist as the explorer, and the

drifter whose degree for new experiences was highest.

Plog (1974) developed a psychographic model that related travel choices to personality types.
Plog’s model places tourists along a continuum of traveller types ranging from

‘psychocentrics’ who seek less variation and novelty, ‘midcentricS’, to ‘allocentrics’ who
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focus on varied activities and prefer unfamiliar, novel trips. Snepenger (1987) also used

novelty seeking to segment the Alaskan vacation market based on Cohen’s typology.

Lee and Crompton (1992) defined the construct of novelty in the context of tourism to
conceptualize its role in the destination choice process. It was aso used to develop an
instrument to measure novelty. The scale was comprised of four inter-related but distinctive
dimension: ‘thrill’, ‘change from routine’, ‘boredom alleviation’, and ‘surprise’. They also
noted that curiosity was aroused and manifested as exploratory behaviour more often by

partial familiarity with a stimulus than by total familiarity or by total novelty.

Yiannakis and Gibson (1992) developed a theory with 13 pairs of parameters to measure
tourist roles. The Tourist Role Preference Questionnaire (TRPQ) examined three dimensions
comprising of ‘stimulation-tranquillity’,  ‘strangeness-familiarity’, and ‘structure-
independence’. The characteristics of this scale are better suited for investigating past travel
experience because the TRPQ asks respondents to describe their actual behaviour while on

vacation.

Mo, Howard, and Havitz (1993) developed the International Tourist Role (ITR) scale which
comprised of a 20-item matrix designed to capture the novelty-related nuances of
international pleasure travel as proposed by Cohen (1972). The ITR scae has three distinct
dimensions:
1. The Destination-Oriented Dimension (DOD) that represents an individual’s
preferences for novelty and familiarity, especially when choosing among

international travel destinations.
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2. The Travel Services Dimension (TSD) measures the extent to which an individual
prefers to travel with or without institutionalized travel services when travelling
abroad and,

3. The Social Contact Dimension (SCD) that measures the individual’s preferences
regarding the extent and variety of social contacts with local people when

travelling in aforeign country.

Mo et a. (1994) stated that the ITR scale is more suitable for examining either experienced
travellers or non-travellers, because it measures tourists’ preferences, not their behaviours.
Even though they revised the original 21-item scale into a 16-item scale, Jiang, Havitz, and
O'Brien (2000) validated the ITR scale through confirmatory factor analysis. Basala and
Klenosky (2001) adopted the ITR scae to examine the differences between travel groups in
terms of accommodations, companions, and language. They deduced that familiarity seekers
preferred international hotel chains but novelty seekers preferred locally owned facilities.
Basala and Klenosky suggested the ITR scale is suitable for examining either past behaviour

or future travel preferences and intentions.

Shenoy (2005) developed the Food Activity Preferences (FAP) scale by asking respondents
guestions regarding their frequency of participation in leisure travel food related activities, as
well as questions pertaining to their variety seeking tendency towards food. Empirical studies
in the area of food tourism are limited, so this scale provides a conceptual framework for the
food tourism study. Shenoy’s scale comprises 23 items under five different dimensions. The
existing study utilised part of the FAP scale with the ITR scale in order to acquire more

detailed consumer information on food preferences while on holidays.
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Past research findings, reveal that novelty seeking is an identifiable and effective variable that
better helps us to understand the dining market. By using both scales it seems possible to
predict tourist’s food preferences by determining the relative level of novel experience

desired by a given tourist segment. This thesis will endeavour to substantiate such aclaim.

2.3.4 The Relationship between Novelty Seeking and Risk Perceptions

Trijp, Hoyer, and Inman (1996) proposed that variety-seeking behaviour usualy implies
some degree of risk taking on the part of the consumer. The term sensation seeking was
coined to describe the trait that includes a variety of risk taking and sensation seeking
behaviour and to express the intolerance for boredom (Arnett, 1994). More recently, Pizam et
a. (2004) conducted a study among undergraduate students and found that those respondents
who preferred to participate in extreme sports while on a leisure trip scored higher on
Zuckerman’s Sensation Seeking Scale (SSS) than those who preferred to visit cultural /
heritage, man-made and natura attractions. Their findings also discovered that individuals
who made their own travel arrangements (Free and Independent Travel ~ FIT) scored higher
on the SSS than those who preferred to travel with guided tour groups, packaged tours, or

with family and friends.

Moreover, Lepp and Gibson (2003) examined the relationship between novelty seeking and
perceived risk and identified how novelty seeking influences travel style. Their findings
indicated that organized mass tourists perceived a higher level of risk related to health than
explorers and drifters. Organized mass tourists were more concerned with risk related to
terrorism and strange food than the other two groups. Lepp and Gibson suggested that the
perception of risk associated with international tourism varies depending on tourists’

preferences for familiarity or novelty.
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Cautiously, Pizam et a. (2004) emphasized that the constructs of risk perception and
sensation seeking are correlated, but they are not necessarily the same. Indeed, one can be
low on the risk taking and sensation seeking side, high on both, or low on one and high on the
other. Thisfact is of significant importance in explaining leisure and tourist behaviour. Using
Pizam et.al’s logic, a tourist who travels thousands of miles to see the Great Wall in China
might be motivated to undertake this trip because of the high sensations caused by seeing
such amonumental historical site, but by all counts, this sightseeing activity is not considered

to be arisky one.

Fuchs and Reichel (2004) believed that exploring the possible connection between risk
perceptions and sensation seeking behaviour could contribute to our understanding of why
tourist behave the way they do and what factors might determine their choice of destination.
Pizam et a. (2004) explored the possible relationship between choosing a destination
associated with high risk and sensation seeking tendencies. Pizam suggested a future survey
to consider both sensation seeking and risk perceptions as a combination of internal variables.
A possible connection between risk perceptions of atourist destination and sensation seeking
behaviour could contribute to our understanding of tourist behaviour and choice of
destination. It could aso form the catalyst for adjusting the appropriate marketing strategies

to suit well-defined market segments.
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2.4Why Consider Cultural Differencesin Tourism

Master and Prideaux (2000) proposed that culture has two perspectives. First, culture
represents an ideological perspective including beliefs, norms, values, and customs. Second,
along with ideological elements, culture also represents material elements including aspects
such as where to travel, what to eat, what to buy and how to behave while travelling. Culture
is also reflected in the choice of leisure activities. Cultural differences therefore, should not

be ignored in tourism as the foreign market provides a substantial proportion of revenue.

Culture can be used to explain variations in the socia behaviour of different nationalities
particularly in settings outside of national boundaries. Typically this would include
international holiday experiences (March, 1997). Reisinger and Turner (1997) stressed that
the greater the differences in cultura background, the more likely it could be that the
behaviour of each participant would be misunderstood and lead to friction. Richter’s (1983)
survey emphasized that large cultural differences could be found between Asian and Western
travellers. Chadee and Mattsson (1996) conducted a survey in New Zealand which compared
European and Asian travellers and found that the Asians appear to derive lower levels of

satisfaction from the dining experience.

2.4.1 Changing Dimension of Australian Tourism

In the Australian tourism context, since increasing numbers of patrons come from overseas,
cultural differences necessitate more attention by hospitality management. More recently the
nationality mix of visitors choosing Australia as a travel destination has changed. Visitors
from Asian countries now account for just over two-fifths (43%) of al international visitors
to Australia (Australian Bureau of Statistics, 2004). Similarly, the outbound travel market to

Asiais growing quickly as well. Fuelled by rapid economic growth, modernisation and an
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expanding middle class, Asian destinations now provide security, comfort and value for
money (March, 2004). The strongest growth sector in internationa visitor arrivals to
Australia occurred in the Chinese market, with an average annual growth rate of 24.5%
(Tourism Queensland, 2005). In 2005 there were 284,943 Chinese visitors to Austraia, an
increase of 13 % from the previous year, making China Australia’s fifth largest inbound

tourism market (Tourism Australia, 2005).

In analysing the Australian inbound tourist market from five Asian countries, March (1997)
found that the eating patterns of visitors was largely based on cultural and religious factors.
The conclusion to this point, is that the association between tourists’ food preferences and

culture should not be ignored in the competitive tourism market.

2.4.2 Past Resear ch Related to Cross-Cultural 1ssues

Many researchers have justified that cultural differences are evident in the travel preferences
and behaviour of different nationalities. Table 2.3 lists a brief summary of past research

related to cross-cultural issues in tourism.
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Table 2.3 Summary of Major Cross-Cultural Studiesin Tourism

Author, Year Target Group Nationalities Survey Method Items Compared
Compared

Sheldon & Visitorsin Hawalii Japan, Canada, Questionnaire Therole of food servicein

Fox (1988) uU.s. Kruskall-Wallis vacation

Kau (1993) Touristsin Asians and Questionnaire Evauating the

Singapore Caucasians t-test attractiveness of atheme
park

Pizam & Tour-guide Japanese, Questionnaire Tourist behaviour

Sussmann London French, Italian, (Factor analysis and

(1995) American on one-way analysis of
guided tour variance)

Huang, Guestsin high- Japanese Descriptive Responses to

Huang, & Wu | priced hotel in American unsatisfactory hotel

(1996) Taiwan service

Armstrong, Guestsin hotel in European, Asian | Anaysisof variance | The measurement of

Mok, Go, & Hong Kong and English Post-hoc multiple service quality perceptions

Chan (1997)

cultural groups

comparison test

in hotel

Iverson (1997) | Departing flightsto | Korean Secondary data Vacation planning
Japan/ Korea Japanese Questionnaire characteristics
Sussmann & Residents English and Questionnaire Vacation travel pattern
Rashcovsky French t-test
(1997) Canadians Chi-square test
Reisinger & 618 Asian tourists, Indonesiansand | Questionnaire, Non- | Cultural values, rules of
Turner (1997) | 250 Australian Austraians parametric Mann- behaviour, perceptions of
tourism service Whitney U test, service, forms of preferred,
providers Factor analysis socid interaction and
satisfaction
Mitchell & Undergraduate Cypriot and UK | Focus groups and Perceived risk and risk
Vassos (1997) | students interview reduction in holiday
Questionnaire purchases
t-test
March (1997) | Students (A five- South Korea Interview General outbound
country study tour) | Taiwan, Secondary data statistics, structure of the
Indonesia, Descriptive outbound industry, travel
Thailand, Japan behaviour
Hsee & Weber | Students at major P.R.C. US Questionnaire Risk perception
(1998) urban universities Germany and
Poland
Crotts & Visitorsto the US Brazil, Taiwan, Questionnaire Consumers’ evaluation of
Erdmann Japan (in-flight survey) travel service
(2000)
Liu & Residents South Koreaand | Questionnaire Consumer complain
McClure the western and behaviour and intentions
(2001) north-eastern
regions of
America




Table2.3

Continued
Author, Year Target Group Nationalities Survey Method Items Compared
Compared
Reisinger & Asian tourists and Indonesian, Mann-Whitney U- Values, rules of
Turner Australian hosts Japanese, Korean | test behaviour and perceptions
(2002b) Chinese, and Principal component | which influence inter -
Thailand tourists | analysis personal contact between
Australian international tourists and
service providers hosts and their satisfaction
levels
Kim, Employeesin Japanese, Questionnaire Casino guests perceived by
Prideaux, & Casino in Korea Korean, Chinese, | Generd Linear casino employees
Kim (2002) Western (USand | Model
Europeans) and
others
Money & Visitorsto US (In- Germany and Discriminant Information search, trip
Crotts (2003) flight survey of Japanese (1042) | analysis, ANOVA planning time horizons,
overseas visitors) analysis travel party characteristics,
trip characteristics
Fuchs & Touristsin Israel American, Faceto face Overall risk
Reichel (2004) Canadian, interview
French, German,
Westerns
Europeans,

South American,
African, Asian,
Eastern

European
Becken & Touristsin New US, German, Cluster analysis Transport modes,
Gnoth Zealand Australian Discriminant accommodation used,
(2004) analysis attractiong/activities
visited, trip related
characteristics
Pizam et al. University students | Gabon, Frequency Preferred tourist activities,
(2004) (1,429) in 11 Germany, distribution, Chi- preferred trip
countries Ireland, Isradl, Square, Multiple arrangements, type of
Italy, Korea, analysis of variance | vacation
Romania,
Slovakia, Spain,
South Africa,
and US
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The above studies were relevant to the context of increasing participation in tourism by

members of many different cultural groups. Researchers in tourism behaviour have developed

adiverse range of techniques. In general, we can categorise the various methods of analysing

target groups into three types:

1. Direct methods: Comparing tourists from various national groups based on their behaviour.

2. Indirect methods: Through the observations of service providers such as tour guides or
hotel employees etc., comparing tourists of different nationalities. For example; Kim et al.
(2002) investigated casino guests from five countries as perceived by casino employees,
Pizam and Sussmann’s (1995) analysis of the perceptions of tour-guides on the differences
and similarities between tourists from Japan, France, Italy and the US. And

3. The inter-perceptions. How tourists perceive local hosts and how hosts perceive tourists.
For example, Reisinger and Turner (2002b) examined cultural differences between Asian

tourists and Australian hosts.

2.4.3 Cultural Differencesin the Dining Market

Referring to the food service industry, there are several authors who have provided aview on
cultural distinctions. For example, Wei, Crompton, and Reid (1989) examined American
travel satisfaction in China and found that food was probably the most disappointing aspect
of the trip. Lee and Francis (1997) surveyed Korean traveller’s expectations about various
aspects of the dining experience and found that they were generally higher than those of the
US sample. March (1997) compared traveller attitudes from five Asian countries (Indonesia,
Thailand, Taiwan, South Korea and Japan) on outbound travel industries and found that a
number of similarities and differences about travelling behaviours existed between the
nationalities. The differences included eating patterns based on cultura or religious factors.

One example cited was that Koreans had stronger preferences to eat their own cuisine while
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travelling abroad.

Customers from different nations may use different means to express their dissatisfaction
(Schutte & Ciarlante, 1998). Rozin et a. (1999) reported substantial country differences in
attitudes towards food and health. They examined food’s function in the minds and lives of
people from four countries (Flemish Belgium, France, US and Japan). Respondents were
asked questions dealing with their beliefs about, the diet-health link, concerns about food, the
degree of consumption, modified foods, the importance of food as a positive force in life,
foods’ nutritional versus culinary context, and satisfaction levels with the healthiness of one’s
own diet. Again the researchers found there were substantial differences recorded between
nationalities. For instance, the Americans associated food most with health and least with
pleasure whereas the French associated food more with pleasure-oriented activities and least
for health. Becker, Murrmann, Murrmann, and Cheung (1999) found that US and Hong Kong
students had very different expectations in relation to restaurant service. They found that the
Asians valued respect, unobtrusive helpfulness and personal cleanliness relatively high, while

US students preferred eye contact, personalisation and product knowledge.

Obvioudly, these study findings support the notion that dining behaviour is perceived
differently by the various nationalities. From the above literature, it is reasonable to

hypothesi ze that dining preferences and food choices are a cultural product.

2.4.4 Culturein International Tourism Promotion

Reisinger et al. (2002b) indicated that cultural differences are very useful constructs for
international tourism promotion and that understanding such differences can provide very

accurate criteriafor target marketing and strategic positioning. As aresult, tourism marketers
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should take into account the cultural backgrounds of international tourists to identify specific
profiles of the market. Management could then determine how a destination should position
itself in the marketplace to appeal to international tourists. Hence, one of the present study’s
aims is to provide evidence of such cultura differences and show how those differences vary

between Australian and Chinese travellers.

2.4.5 Reasonsfor a Cultural Comparison between Australian and Chinese Travellers

Australia’s traditional inbound tourism market is changing with visitors coming from a wide
range of cultural and ethnic backgrounds. The strongest growth in international visitor
arrivals to Australia between June 2003 and June 2005 was from the Chinese market with an
average annua growth rate of 24.5% (Tourism Queensland, 2005). China has become
Australia’s fifth largest source market in terms of total expenditure (Tourism Queensland,
2005). In 2005, travellers from China spent a total of AU$1.5 billion on trips to Australia,
with an average expenditure of AU$5,442 per trip (Tourism Queensland, 2005). More
importantly, 19% of Chinese visitor nights in 2005 were spent in disperse areas, outside the
major gateways of Sydney, Melbourne, Brisbane and Perth (Tourism Queensland, 2005). In
response to this increasingly important market and for tourism management to capitalise on

this growth, it becomes essential to understand the Chinese tourists’ needs and wants.

2.4.6 The Growing Importance of Chinese Visitors

In 1999, Australia was the first Western country to receive approved Destination Status by
the Chinese government, subsequently Australia established itself with the Chinese
consumers as one of their preferred Western holiday destinations (Australian Bureau of
Statistics, 2002). China is presently the fourth largest source for outbound tourism only

surpassed by Germany, Japan and the United States and accordingly growth in visitor arrivals
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to Australia from China should continue to increase. Arrivals from China are expected to
perform well over the next eight years, with an average annual growth rate of 15.7% through
to the year 2015 (Tourism Australia, 2005). Noticeable was the average growth rate of 22%

for visitors from China over the decade from 1996 to 2005.

Due to the significant size and potential of the Chinese tourist market, many countries are
making great efforts to draw Chinese tourists. In 2005, 99,255 Chinese visitors to Australia,
representing 36% of the Chinese inbound market, were repeat visitors. However, this was
considerably lower than the average of 59% across all other markets (Tourism Australia,

2005).

Chen (2002) interviewed travel agent operators in New Zealand, and believes that the
Chinese have different service needs relating to language and meals. Similarly, Ryan and Mo
(2001) conducted a survey on satisfaction of Chinese tourists to New Zealand and found
some Chinese criticize food and prices in New Zeaand, even though most of them were very

satisfied with the service and tour arrangements.

Most Chinese deem eating nice food as one of the ‘great happinesses’. According to a report
by Tourism Australia (2006), two of the top five activities in 2005 for the Chinese were
shopping for pleasure and eating out at restaurants. Quan and Wang (2004) described how it
is necessary to understand tourists’ food culture (such as their eating habits), and also how
necessary it is to segment tourist markets in terms of their different habits and preferences.
Therefore, if the Australian service providers wish to stay competitive, it is essential for them

to understand tourists’ food preferences.
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In avery competitive tourism market, aggressive marketing activities by Australian operators
are set to increase. For instance, Chinese people can visit severa European countries in one
trip with one or two visas at a similar cost to a single trip to Austraia (Tourism Australia,
2005). Australia’s success lies in learning about the cultural background and on the tourists’
experiences and expectations. Culturaly diverse visitors will be the future targets of the

Australian tourism industry ( Reisinger & Turner, 1997).

Popular destinations usually attract tourists from different cultures and countries, therefore

studies such as comparisons between Chinese and other Asian travellers would provide

invaluable information for Australian tourism management.
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2.5 Purpose of Study

Based on the above mentioned paradigms of risk perception, novelty seeking behaviour and
culture, the present research makes use of the three variables. This study employs statistical
methods to analyse the relationship between nationalities, risk perceptions and novelty
seeking psychological characteristics. The research was conducted in order to acquire a more
precise representation of consumer behaviour relating to the hospitality industry. In particular
the thesis explores consumers’ food preferences and consumption choices while on holidays.
The aim of the research was to add to a body of knowledge by showing how tourism
management could perhaps make use of such techniques to further expand marketing
opportunities. In order to understand tourists’ food buying behaviour, severa research

guestions were raised to fill the research gaps that had been addressed by other studies.
These questions include:

» What factors influence tourists’ dining experience?

> Do people have different food attitudes when travelling to another country?

» What are tourists’ food preferences and patterns?

» What factors influence people’s dining decisions?

» What restaurant attributes influence future dining choices?

» Can we predict tourists’ future dining intentions at a holiday destination?

The following pages will reveal the answers to these questions.
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Chapter 3

Preliminary survey of international touristsin Cairns
(First study)

3.1 Introduction

3.2 Resear ch Questions
3.3 Methodology

3.4 Results and Discussion

3.5 Conclusion

3.1 Introduction

Michalsky (1991) indicated that patrons dine differently while on vacation. The dining
experience is like any other experience encountered on holidays. Experiences such as
sightseeing, absorbing the culture, visiting historica monuments etc. can al enhance the
overal travel experience and make the holiday more memorable. So it is with the dining
experience. The appraisal and appreciation of food stimulates our sensory perceptions just as
much as the other vacation activities do (if not more so for some travellers) and represents an

important aspect of trip satisfaction.

According to the Japanese Travel Bureau’s (2002) report, expenditure by internationa
visitors on a per-item-basis when in Australia on food, drink and accommodation accounted
for the maximum proportion of spending. Food expenditure regularly occupies a larger
proportion of the total trip budget and consequently the food experience becomes one of the

more influential factors that may attract or impede a tourist’s desire to travel.
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Kastenholz (2000) found that food was the fifth most important motivational factor for
tourists visiting a region however food ranked eighth on the scale of satisfaction. The
relatively poor level of food satisfaction is of worthy concern because it demonstrates a gap
between tourists’ motivational expectations and actual experiences with food when travelling.
Fields (2002) emphasized that tourism management should fully take use of food experience
surveys to improve services, since they indicate the actua behaviour and the future

preferences of the target market.

Taking these concepts into consideration, the first study of this thesis focused on Australia’s
inbound tourist market and examined international visitors’ food experiences while travelling

in Australia

3.2 Resear ch Questions

The main objective of this first study was to ask overseas travellers about their food
experiences and explore what major factors influenced their dining experiences. The study
examined tourists’ best, worst, and ideal food and dining experiences. The tourists were from

many different countries with varying cultural backgrounds.

The specific research questions of this study are set as follows:
Resear ch Question 1

What are tourists’ food preferences and patterns?
Resear ch Question 2

Can tourists be grouped into distinct segments based on their attitudes towards food and

dining behaviour?
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Resear ch Question 3

What factors influence tourists’ level of satisfaction with respect to food experiences while

travelling?
Resear ch Question 4

Are there any differences across various cultural groups with respect to food attitudes when

travelling in Australia?

3.3 Methodology
3.3.1 Questionnaire Design

The questionnaire was devel oped with the am of providing basic descriptive information on
the food preferences of tourists in daily life and while travelling. The questionnaire was
mainly open-ended in format, but also contained some closed ended questions. Lazarsfeld et
a. (1944), Moser and Kalton (1971) and McKennell (1974) have argued that survey
guestionnaires designed with open questions form a strong basis for developing meaningful

sets of closed ended alternatives (Schuman & Presser, 1996).

The open-ended questions elicited responses by asking respondents to describe in detail their
best and worst food experiences while travelling in Australia. The questionnaire al'so asked
them to describe what would be an ideal food experience they would like to have while in
Australia. In addition, respondents were asked about their food preferences in their daily life,
including how often they eat ethnic food, how often they go out for a meal, what are their
favourite dishes, and what dishes they dislike. Respondents were asked to identify what they
perceived to be ‘typical Australian food’. They were also asked about their past travel
experiences. The final section of the questionnaire solicited demographic details from

respondents. To ensure reliable results, the questionnaire was administered in Mandarin to
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Chinese respondents and in English to Western respondents. A copy of the Cairns

guestionnaire can be found in Appendix B.

3.3.2 Data Collection and Sample

This study was based on exploratory research conducted with a convenience sample of
visitors to Cairns in tropical North Queensland. Cairns recorded more than three million
international and domestic passenger movements during 2003/04 (Cairns Tour Information,
2007). Since Cairns is rated as the third most popular international tourist destination in
Australia after Sydney and Brisbane, the small city provided an idea location to target
tourists (TUI Travel PLC, 2007). Data was collected at the Lagoon in Cairns and on reef
cruises to Green Island between December 2004 and February 2005. A screening guestion
was asked to select only those respondents who had been travelling in Australia for more than
24 hours and were not Australian residents. The surveys were handed out and collected from
respondents on the spot. Of the 200 questionnaires distributed, 90% were returned useable.

The samples were divided into Chinese and Western cultural groups.

To ensure an adequate response rate to the survey three measures were taken;

1) The questionnaires were personaly handed to the respondents, which provides the
interviewer with direct contact. The survey was conducted either through self
administering or face-to-face interviews on site;

2) Inmost cases the questionnaires were collected upon completion and;

3) Respondents were treated with a free soft drink in appreciation of their contribution.
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3.3.3 Data Analysis

The Statistical Package for the Socia Sciences (SPSS) # 12 software program was used to
anayze the data. Because the questionnaire contained several open-ended gquestions, the
analysis employed a combination of both quantitative and qualitative methods. The anaysis
was mostly limited to descriptive anaysis of frequencies and cross-tabulations. Chi-square
tests were run for cross-tabulations but in some cases, the test was not appropriate if the

numbersin acell were less than five.

3.4 Results and Discussion
The results are presented below, beginning with a demographic profile of respondents,

followed by their responses to the research questions.

3.4.1 Demographic Profile of Respondents

The respondents were not evenly distributed in terms of gender, 67.8% were male and 32.2%
were female. Age distribution ranged from 20 to 75 years with amean age of 35.1 years. The
most common age category was 20-29 years old (41.5%), followed by 30 -39 (26.8%), and
40 - 49, (11.6%). With regard to marital status 52.8% of the respondents were single and

47.2% were married.

The nationalities of respondents were dominated by Europeans (other than British) (37.2%),
followed by Chinese (33.3%) and British (19.4%). Overal, the sample was affluent and well
educated. Bachelor level education accounted for the largest portion of respondents (45.1%),
followed by postgraduates (22.8%), up to technical college or diploma (17.3%) and high
school (14.8%). The most common categories of occupation of interviewees were

professionals (21.2%) and executives (16.5%), followed by students (14.7 %).
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Table 3.1 Demogr aphic Profile of Respondents

Profile of respondents Frequency (n=180) Per cent %
Gender Male= 122 67.8
Female = 58 32.2
Age 20-29 415
Mean = 35.11 30-39 268
M |n|.mu m—_20 40-49 1.6
M aximum=75 50-59 91
60-69 4.3
70-79 0.6
Profile of respondents
Frequency (n=180) Per cent %
Nationality European = 67 37.2
Chinese = 57 317
British=34 189
American =14 7.8
Others=8 4.4
Education Bachelor 45.1
Postgraduates 22.8
Technical college or diploma 17.3
High school 14.8
Occupation Professional = 36 21.2
Executive = 28 16.5
Student = 25 14.7
Businessman = 18 10.6
Technical = 17 10
Teacher = 15 8.8
Skilled worker =15 8.8
Retired =7 4.1
Other =9 5.3
Marital status Single= 95 52.8
Married = 85 47.2
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3.4.1.1 Past Travel Experiences

In terms of past travel experiences (trips they had taken within the past five years), most of
the respondents had taken more than one trip in different areas. On average, European
respondents had more travelling experience (5.6 visits on average), followed by American
(3.6), Asian (2.4), African (1.9) and other areas (1.5). This finding seems to be consistent
with the demographic background of respondents who were mostly from the UK and other
parts of Europe. Holidays were the most common purpose for travelling to Australia, (66.7%),
followed by study (17.8%), and other purposes like visiting friends and relatives (VFR) or

business (15.6%). See Table 3.4.

Table 3.2 Past Travel Experiences

Frequency Asia Europe America Africa Other
Areas

1ltime 55.6% 23.4% 43.6% 65.9% 79.2%

2times 21.3% 18.0% 26.9% 18.2% 13.3%

4times 6.5% 14.4% 12.8% 6.8% 2.9%

M ean 2.42 5.55 3.6 1.89 15

Reasons
Purposeof trip Holiday Study Other VFR Business
to Australia 66.7% 17.8% 15.6% 11.7% 5.0%

3.4.2 Results- Research Question 1

What are tourists’ food preferences and patterns?
3.4.2.1 Food Preferences and Patterns

When asked to identify their three favourite types of food, the most common responses were
Italian (57.3%), Chinese (51.7%) and Indian (36%). Taste (53.7%), spices (50.6%), and price

(48.1%) were the most common reasons for preferring these styles of cuisine (Table 3.3).
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There was some variation across the preferred food styles with respect to reasons for
preferences. For example, the most common reason provided by respondents who preferred
Italian food was due to Pasta or Pizza. For example, ‘I love Pasta’ (British, male, 26); ‘I like

delicious pizza and pasta’ (British, female, 51 and British, male, 59).

Respondents who preferred Chinese food did so mainly because of the taste/flavour and
variety. For example, ‘I like sauce’ (British, male, 27); ‘because of taste/flavour’ (British,
male, 22); ‘varieties and tasty’ (British, male, 38). The main reason why respondents
indicated that they liked Indian food was because it was spicy. For example, ‘spicy and tasty’
(British, male, 38 and British, female, 55); and ‘I love cumin and the flavour’ (New Zealand,

male, 32).

When respondents were asked to list 3 specific dishes or meals they would like to try, the
majority identified seafood (28%), sushi (23%), then kangaroo and crocodile meat (18.4%).
For example ‘I like seafood’ (Scottish, male, 22), ‘I would like to try prawn and squid’
(Dutch, female, 25). ‘I just never got round to [trying] sushi’ (British, male, 22); ‘kangaroo’

is a different type of meat’ (British, female, 51).

Curiosity was the most common reason (117%) for wanting to try these dishes, then
popularity (19.1%), and price (10.6%). For example, when commenting on why they would
like to try sushi, one respondent said, ‘I’ve never had it before’ (Swedish, male, 21). Also
they commented on the fact that ‘kangaroo or crocodile could only be eaten in Australia’
(Belgium, male, 23 and Columbian, male, 29); ‘It is a native authentic Australian dish’

(Chinese, male)’. Popularity was the second most common reason for trying dishes, for
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example ‘it is popular and looks delicious’ (British, female, 51) and ‘a lot of people like it’
(Swedish, female, 21). In addition, price was the third consideration for trying a new food

when in Australia, for instance ‘It would be expensive in my country’ (Columbian, male, 29).

In contrast, the most frequently identified dish that respondents were not interested in trying
was domestic animals (such as dogs and cats) (19.2%) because it is ‘inhumane’ (German,
female, 23). The second type of dish they were not interested in trying was some seafood
(such as squid, octopus, oyster, sushi) (17.4%). Comments included; ‘not appetizing
(Norwegian, male, 33); ‘too rubbery’ (Scottish, male, 35) ‘allergic’ (Danish, female, 25);
‘dislike eating raw fish’ (English, male, 63 and Swiss, male, 44). The third most common
type of dish they were not interested in trying was kangaroo or horse meat (16.2%). For
example, comments included ‘I don’t like eating something unfamiliar’ (Ireland, female, 25);
‘I don’t like to take the risk’ (Dutch, male, 28) and ‘Too different to the palate ‘(British,
female, 58). Another reason for not wanting to try these dishes was that they were perceived
to be unappealing (35.8%), for example, ‘looks bad’ (British, male, 35). This was followed
by habit (34.3%), for example, ‘I don’t consume it in my culture’ (Spanish, female, 32).
Overal, most respondents disliked some ‘seafood’ such as octopus, oyster, squid etc, mainly
due to the taste and allergies, and as to ‘sushi’ because it is ‘raw’. Crocodile and kangaroo
were discarded generaly based on cultural differences which did not include this type of

meat in their regular diet.

Respondents were also asked, “When you think of Australia, what types of food come to
mind?’ The most common responses were seafood (31.3%), kangaroo (23.8%) and Bar-B-Qs
(20.7%). Furthermore, there were some negative comments worthy of concern, such as

‘nothing belongs here’ (German, female, 23); ‘I don’t know any typical food of Australia’
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(Polish, female); ‘Greasy, unhealthy’ (Dutch, female, 45); ‘lots of meat’ (German, male, 29);
‘no taste’, ‘nothing special’ (British, male, 34), ‘fast food’ (Swiss, male, 28 and Chinese,
male, 58); and ‘Asian food’ (Swiss, male, 44). However, there were also some positive
comments, such as ‘lots of different cultures’, ‘exotic food” (Norwegian, female, 39), ‘great

international cuisine’ (German, female, 23) and ‘nice BBQ steak and seafood’ (Italian, male,

47).

Table 3.3 Food Preferences

Favourite food style

1. Italian (57.3%)

2. Chinese (51.7%)

3. Indian (36%)

Reasonsfor preferences

1. Taste (53.7%)

2. Spices (50.6%)

3. Price (48.1%)

Specific disheswould like

1. Seafood (28%)

2. Kangaroo meat

3. Crocodile meat

totry but have not so far (18.6%) (18.6%)
Reasons for wanting to 1. Curiosity (117%) 2. Popularity (19.1%) | 3. Price
try (10.6%)

Specific dishes not

1.Domestic animals

2. Seafood (17.4%)

3.Kangaroo meat

Interested in trying (19.2%) (16.2%)
Reasonsfor not wantingto | 1. Not appealing 2. Habit (34.3%) 3. Inhumane (27.7%)
try (35.8%)

Typical Australian food

1. Seafood (31.1%)

2. Kangaroo meat
(23.8%)

3. BBQ (20.7%)

3.4.3 Discussion-Resear ch Question 1

The major reason for trying a particular type of food was taste. Overall, Italian style food was
the most preferred by respondents. Curiosity and popularity were the maor reasons for
motivating their food trial. People had different acceptance levelsto try new or different food.
For adventurous tourists, local foods provide a wonderful opportunity to satisfy their
curiosity, and for conservative tourists, trying a popular dish was likely to make them feel

more comfortabl e about their choice.
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An interesting observation was that the international tourists surveyed in this study
characterized seafood, kangaroo meat and BBQ’s as being typical Australian food. There
were some negative and positive comments about the impression of Australian food. From a
positive perspective, respondents commented that there was great variety of foods because of
the multi-cultural nature of Australia. But in contrast, many respondents claimed that there
was no typical Australian food. Other respondents perceived Australian food as being boring,

unhealthy and greasy.

Hjalager and Corigliano (2000) pointed out that food image is an important ingredient of
cultural tourism. And food consumption is regarded as one of the more important factors in
destination marketing (Quan & Wang, 2004). By paying particular attention to the comments
of overseas visitors, tourism and hospitality management can utilise such information to

improve their current service or invent new products to satisfy customers’ needs.

3.4.4 Results-Resear ch Question 2
Can tourists be grouped into distinct segments based on their attitudes towards food and

dining behaviour?

3.4.4.1 Food Habits and Attitudes

Four types of tourists were identified based on their attitudes towards food while travelling.
The procedure used to identify the different types of tourists was based on a food attitude
guestion where respondents were asked to indicate one of four categories. A series of other
guestions evoked answers on other food related habits. Nearly one haf of the respondents

surveyed (44.4%) go out for a meal at least once per month and a further 37.8% eat out at
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least once per week. About 11% of respondents go out for ameal more than 3 times per week.
Regarding the frequency of eating ethnic food, more than one half of respondents eat ethnic
food at least once aweek (52.8%). Some, 33.9 percent, indicated they eat ethnic food at least
once per month. A small percentage (6.7%) indicated that they eat ethnic food more than 3

times per week. See Table 3.4.

The fina section of Table 3.4 relates to attitudes towards food while travelling. A large
proportion of respondents indicated that they enjoy trying different food when they travel
(41.4%) or that trying new foods is a very important part of their travel experience (40.2%).
Only 7.8% indicated that the type of food they eat is not important to their travel experience
while 10% of respondents indicated that they only like to eat food that they are familiar with

when they travel.

Table 3.4 Food Habit Patterns and Attitudes

How often Never Onceina Once per month | Once per week | Very
eat ethnic (2.8%) while at least at least often
food (3.9%) (33.9%) (52.8%) (6.7%)
How often Never Onceina Once per Once per Very
go out for a (2.2%) while month at least week at least often
meal (4.4%) (44.4%) (37.8%) (11.1%)
Attitude Food is Eat food Enjoy trying Trying new food is
towards not I am different food important while

food while important familiar (41.9%) travelling (40.2%)
travelling (7.8%) with (10.1%)

3.4.4.2 Profile of Different Food Attitude Groups

This study divided respondents into four categories based on their attitude towards food. In

order to carry out further investigations, category 1 and 2 were combined into Group 1 (See

Table 3.5).
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Group 1, consisted of those respondents who indicated that food is not important when they
travel or that they prefer to eat familiar food while travelling (n = 31). They will be referred
to as low-involvement diners (LID). Group 2 was comprised of those respondents who
indicated that they enjoyed trying different food while travelling (n = 72) and have been
labelled as middle-involvement diners (MID). Finally, Group 3 included those respondents
for whom trying new food was an important part of the travel experience (n = 74) and have

been labelled high-involvement diners (HID).

The most common occupation of the LID and MID was ‘professional’, but the majority of the
HID respondents were students. ‘Executive’ was the second most common occupation for
LID, ‘students’ for MID, and ‘professional’ for HID. On the whole, the sample appeared to
be well educated. The HID (which accounted for almost 42% of respondents) were educated
up to Bachelor level (49.2%) with Postgraduates representing (30.2%) of that group. The
level of education seemed higher in the HID group which interestingly had a higher

propensity to sample new foods.

Comparing the three groups with regard to their demography, only the age variable had
statistical evidence showing that HID consisted of younger people with a mean age of 32.23
years compared to the LID with a mean age of 36.39 and MID with mean age of 38.89 years.
This indicates that younger travellers have more motivation to try new foods. For example: ‘I
never tried Asian food before’ (Swiss, male, 28, HID). More than one haf of the LID
respondents were married (56.3%) compared to MID and HID where more than a half were

single (56.0% and 52.8% respectively).
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In terms of gender, the three groups were quite consistent in that males occupied around two
thirds of respondents (62.5%; 69.3% and 68.1%09 in LID, MID and HID, respectively), while
females formed the remaining one third (37.5%; 30.7% and 31.9% in LID, MID and HID,
respectively). In respect to nationality, most of the LID were Chinese (46.9%), while the
majority in the MID (40%) and HID (40.3%) groups were mainly European. The Chinese
represented 26.7% of MID and 34.7% of HID. The Demographic profiles of respondents and

their attitudes towards food are summarised in the table bel ow.

Table 3.5 Demographic Profiles of Respondents and Food Attitude

Demogr aphic profile of respondents and food attitude while travelling

Demogr aphy of Food attitude whiletravelling
respondents
L ow-involvement diner Middle-involvement High-involvement
(LID) (n=31) diner (MID) (n=72) diner (HID) (n =74)
Professional (29.0%) Professional (22.2%) Student (18.2%)
Occupation Executive (25.8%) Student (16.7%) Professional (16.7%)
Skilled worker (12.9%) Executive (13.9%) Executive (15.2%)
Age: Mean =35.16 | Mean = 36.39 Mean = 38.89 Mean = 32.23
F-value = 3:558
p-value = -031
1. Bachelor (43.3%) 1. Bachelor (41.2%) 1. Bachelor (49.2%)
Education 2. Technical college or 2. High school (22.1%) 2. Postgraduate (30.2%)
diploma (23.3%) 3. Technical college 3. Technical college
3. High school (13.3%) or diploma (19.1%) or diploma (12.7%)
Marital Status 1. Married (56.3%) 1. Single (56.0%) 1. Single (52.8%)
2. Single (43.8%) 2. Married (44.0%) 2. Married (47.2%)
Gender 1. Male (62.5%) 1. Male (69.3%) 1. Mde (68.1)
2. Female (37.5%) 2. Female (30.7%) 2. Female (31.9%)
1. Chinese (46.9%) 1. European (40%) 1. European (40.3%)
Nationality 2. European (25%) 2. Chinese (26.7%) 2. Chinese (34.7%)
3. British (15.6%) 3. British (22.7%) 3. British (16.7%)

3.4.4.3 The Relationship between Food Attitudes and Food Habits

There were differences among the three groups with respect to food attitudes and the
frequency of eating ethnic food. The majority of those who indicated trying new food as very

important, or ate ethnic food at least once per week equated to 62.5% of respondents in the
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HID group. This was followed by 23.6% of respondents who ate ethnic food at |east once per
month. Fifty six percent of the MID respondents ate ethnic food or enjoyed trying different
food at least once a week, while 36.0 % did so at least once per month. Relative to the
previous two groups, the mgjority of LID (who eat food that they are familiar with or regard
food as not very important while travelling), eat ethnic food perhaps once per month (53.1%),
but only 21.9% of this group indicated that they ate it at least once per week. MID and HID

have atendency to eat ethnic food more often than LID.

As to the association between frequency of eating ethnic food between the three dining
groups, the significance level (p = 0.01, and F = 3.452) proved statisticaly that HID

respondents were more likely to eat ethnic food on aregular basis (Table 3.6).

Table 3.6 Food Preference Patternswith Different Food Attitude Groups

LID MID HID
How often eat Once a month at Once aweek at Once aweek at least
ethnic food least (53.1%) least (56.0 %) (62.5 %)
F=3.452,p=0.01 Once aweek at Once a month at Once a month at

least (21.9%) least (36.0 %) least (23.6 %)
How often go out Once a month at Once amonth at least Once aweek at least
for ameal least (40.6%) (46.7%) (43.1%)

Once aweek at least Once aweek at least Once amonth at least

(34.4%) (34.7%) (43.1%)

3.4.5 Discussion-Resear ch Question 2
The study found that different groups or segments of tourists could be identified (LID, MID,
HID) in relation to food preferences while travelling. According to Quan and Wang (2004),

there are two types of variety-seeking behaviours in food consumption, one is routine variety
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seeking and the other is novelty seeking. Findings indicate that HID are more likely to engage
in novelty seeking behaviour while travelling than the other two groups. In other words, HID
are looking for new experiences of which sampling new foods is one of them. This
information indicates that HID are a potential target market for culinary tourism. The findings
also show that age differences can be a distinguishing variable to segment the food market. A
certain level of novel cuisine may incite younger travellers’ curiosity but if the level of

novelty surpasses their limitation, the unfamiliar food may become unappealing.

3.4.6 Results-Resear ch Question 3
What factors influence tourists’ level of satisfaction with respect to food experiences while

travelling?

3.4.6.1 Best, Worst and Ideal Food Experiencesin Australia

Respondents were asked to describe in detail their best, worst and ideal food experiences
while in Australia. In particular they were asked to specify where each experience occurred,
who they were with, whether or not it was a specia occasion, what the atmosphere was like,

what they ate and any other important details.

3.4.6.2 Best Food Experiences

Regardless of group, it seems that the best food experiences most often occurred in Sydney
and Melbourne. For all three groups, the best company was friends, followed by family
members. From the results it is evident that respondents could have a best food experience
even without a special occasion. It seems that for all the groups, a happy and relaxed

environment facilitated their best food experience (Table 3.7).
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With respect to specific dishes eaten as part of the best experiences, there were no distinct
differences between groups. The most popular dish contained a variety of food, which
included meat, vegetables and salad, rather than only a single type of food. With respect to
food style, the most commonly preferred food style for all groups was Chinese. Both MID
and HID had a greater desireto try other types of food such as Western and other Asian styles.

For example, ‘I’ve never tried Asian food before’ (Swiss, male, 28, HRD).

The details which contributed towards respondents’ most memorable or best food
experiences are summarised in the general comments listed below. Based on the generd
theme of cited comments, there were some criteria, which influenced heavily upon the best

food experiences regardiess of groups. These criteriaincluded,;

e Service (eg. service was good; the waitress was very polite (Swiss, female, 33,
MID)).

e Food (e.g. food varieties and taste (Chinese, male, 35, LID); and fresh food (Swiss,
female, 33, HRD); everything was fresh, wine was very good (Belgium, male, 23,
HID); tasty and enough quantity (Chinese, male, 33, MID)).

e Atmosphere (e.g. dim lighting, nice music, open style, water view (Dutch, female,
45, HID); share food with friends (Chinees, female, 25, HID); Australian culture

(Chinese, female, 30, HID)).

e Environment (e.g. sitting by the ocean watching the sunset (Danish, female, 25,
MID); beauty of nature (Dutch, female, 30, LID)).

e Price (e.g. reasonable price (Chinese, male, 33, MID), prices were not too high
(Belgium, male, 23, HRD); reasonable price (Irish, mae, 31, MID)).
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e Company (eg.

good company of friends (Colombian, male, 29, LID); good

conversation and interesting people (Irish, male, 31, MID)).

Table 3.7 Best Food Experiences with Food Attitude Groups

Best Food Experience with Food Attitude Groups
L ow involvement M edium involvement High involvement Diners
Diners(n =31) Diners(n =72) (n=74)
Wherewasit? 1. Sydney (20.3%) 1. Cairns (29.2%) 1. Other (34.4%)
2. Cairns (18.8%) 2. Restaurant (13.9%) 2. Cairns/
3. Restaurant (11.6%) 3. Melbourne = other Brisbane (21.9%)
cities (6.9%)
Who were 1. Friends/classmates 1. Friends /classmates 1. Friends /classmates
you with? (46.9%) (41.1%) (40%)
2. Family (25%) 2. Family= tour group 2. Family (20%)
(17.8%) 3. Tour group (12.9%)
Was it a Special | 1. No (64.5%) 1. No (71.8%) 1. No (51.5%)
Occasion? 2. Yes(32.3%) 2. Yes (22.5%) 2. Yes (44.1%)
What wasthe 1. Friendly (46.4%) 1. Friendly (48.5%) 1. Friendly (38.1%)
Atmospher e? 2. Relaxed (32.1%) 2. Relaxed (29.4%) 2. Relaxed (28.6%)
What did you 1. Mixture of food 1. Mixture of food 1. Mixture of food
eat? (Specific (20.7%) (19.7%) (29.3%)
dishes) 2. Meat other than steak | 2. Stesk (13.1%) 2. Seafood (22.4%)
and chicken (18.2%) | 3. Chicken (11.5%) 3. Meat other than
3. Steak = chicken= steak and chicken (6.9%)
seafood (9.1%)
Food style 1. Chinese (72.7%) 1. Chinese (37.5%) 1. Chinese (26.3%)
2. Other Western style | 2. Other Western style 2. Thai (21.1%)
(27.3%) (18.8%)

3.4.6.3 Worst Food Experiences

When investigating the worst food experiences of food attitude groups, the most common
location where LID and MID respondents had their worst food experiences was in Cairns.
For HID respondents, no particular location was evident in where they had their worst food
experience. For LID respondents, Sydney was the second most common location for their

worst experience. For example, ‘Sydney is very bad’ (Scottish, male, 24, HID), (Table 3.8).
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With regard to company, respondents tended to have a worst food experience while dining
aone rather than eating with others. This was derived more from reading the generd
comments given by respondents however there was no discernable statistical difference
between the three groups on this matter. Occasion seems to have no significant influence

upon their worst food experience either.

While a good atmosphere was not necessary in order to have a good meal experience, a bad
atmosphere did seem to have a negative influence upon their food experience. For example;
‘Drunk and noisy people’ made for an unpleasant experience for one English tourist (English,

female, 58, LID).

With regard to specific dishes, for MID and HID fast food was the most common dish
contributing to a worst food experience. For example, ‘Pizza was just horrible, we were

expecting a better meal than that’ (Danish, female, 25, MID).

Noticeable was the fact that LID and HID had higher dissatisfaction rates with their food
experiences than MID did. On being asked whether the respondents had experienced a worst
food situation, LID and HID had the least number of respondents who indicated that they did
not have a worst food experience. (16% (LID)< 17% (HID)<36%(MID). Interestingly LID
contained more Chinese (12/31 = 39%) than the other groups ~ MID (19/79 = 24%) and HID

(22/70=31%).

With respect to food style, regardless of groups, Chinese style food was the most common
type of food, which was identified in a bad food experience. Following are a few examples
how respondents signified Chinese food as being their worst food experience; ‘the Chinese

flavour has been changed’ (Chinese, female, LID,); ‘I do not know how to use fork and
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spoon’ (Chinese, female, 30, MID and Chinese, male, 40, HID); ‘Not fresh, bad cooking

skill” (Chinese, male, MID); ‘Taste stale’ (Chinese, male, 38, HID); and ‘hard to understand

menu’ (Chinese, male, 25, HID).

In summary, there were many factors contributing to the worst food experiences, for example;

Variety (e.g. limited choice (Chinese, male, 38, LID)).

Hygiene (e.g. dirty table (Chinese, male, 58, LID); dirty and lots of mosquitoes
(Chinese, female, HID); bad hygiene (Chinese, female, 25, HRD); dirty conditions
(Irish, femae, 58, MID)).

Taste (e.g. Aussiefood is so boring and tasteless (Switzerland, female, 45, HID); bad
taste and boring food (Scottish, male, 35, HID) and (German, male, 39, HID); taste

stale (Chinese, male, 38, HID)).

Quantity (e.g. littlefood only (Chinese, male, 33, MID); small portion (Irish, female,
25, LID); quantity bad (Chinese, female, 38, HID)).

Professionalism (e.g. food not cooked completely (Chinese, male, 40, HID)).

Health (e.g. thefood was too greasy and fatty (British, female, 24, HID)).

Price (e.g. too expensive (Chinese, male, 33, MID)).

Atmosphere (eg. noisy, very little aamosphere, (New Zealand, male, 32, HID);

drunk and noisy people (English, female, 58, LID); the look and feel of aredly bad

school canteen (British, male, 31, MID)).

Bad facilities (e.g. no air-conditioning (Chinese, female, 25, HID)).
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e Poor service quality (e.g. wait one hour for chips and chicken which was burnt, raw
vegetable, very poor service. (Irish, femae, 23, MID); staff were slow to serve and
not very friendly (New Zealand, male, 32, HID)).

e Communication (e.g. menu hard to understand (Chinese, male, 25, HID)).

Table 3.8 Worst Food Experiences with Food Attitude Groups

Worst Food Experience with Food Attitude Groups
L ow Involvement M edium involvement High involvement
Diners(n=31) Diners(n=72) Diners(n=74)
Wherewasit? 1. Cairns (37.5%) 1. Cairns (25%) 1. Restaurant (21.7%)
2. Sydney (15.6%) 2. Other (20.6%) 2. Other (18.8%)
3. Other (12.5%) 3. Sydney =idand = 3. Cairns (17.4%)
beach (8.8%)
Who wereyou 1. Alone (24.1%) 1. Friends or classmates 1. Friends or classmates
with? 2. Friends or (32.8%) (25.4%)
classmates (20.7%) 2. Tour group=/ alone 2. Alone (16.4%)
3. Colleague (13.8%) (13.4%) 3. Family (13.4%)
Wasit a Special 1. No (57.7%) 1. No (55.7%) 1. No (59.1%)
Occasion? 2. No idea (19.2%) 2. No idea (26.2%) 2. Noidea (19.7%)
What wasthe 1. Romantic (30.4%) 1. Busy (20%) 1. No idea (22%)
Atmospher e? 2. Friendly = no idea 2. Friendly (18.2%) 2. Friendly (18.6%)
(21.7%) 3. Quiet (16.4%) 3. Quiet (15.3%)
3. Busy (13%)
What did you 1. No idea (25%) 1. Fast food (16.7%) 1 Fast food (29.4%)
eat? 2. Steak (15%) 2. Steak = seafood 2. Meat other than steak
(Specificdishes) | 3. Fast food = chicken (11.1%) and chicken (13.7%)
= fruit or veg 3. Meat other than steak 3. Mixture of food
= other (10%) and chicken (9.3%) (11.8%)
Food style 1. Chinese (50%) 1. Chinese (20.7%) 1. Chinese (20.7%)
2. No idea (27.8%) 2. Thai (10.3%) 2. Italian (13.8%)
3. Other Asian style =
other Western style
(11.1%)
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3.4.6.4 |deal Food Experiences

When asked to describe the ideal food experience they would like to have before leaving
Austraia, for the LID group, Cairns, Sydney and Melbourne were the most popular dining
places they would like to go, however, for MID and HID, islands or beaches seemed to be
popular sites rather than big cities. For example, ‘sitting on an awesome beach, with good
friends, where the fire is burning and food is getting ready, smell of salt, stars’ (German,

female, 24, HID), (Table 3.9).

In terms of company, LID respondents preferred family, while MID and HID chose friends or
classmates as their best company. For example, ‘to share food with friends’ (Chinese, female,

25, HID).

Except for HID respondents, occasion has no maor importance on their food experience. Of
the HID group, a greater proportion (57%) of the respondents wanted to have an idea food

experiencetied to a special occasion.

Regardless of the group, most of the respondents indicated that they would like to enjoy a
friendly and relaxed atmosphere. Besides that, some of the LID and MID respondents also
preferred a natural environment. In addition, some HID respondents also indicated that they
liked a romantic setting. For example, ‘Music plays a good part’ (Scottish, male, 35, HID),

‘Good wine and good music but not too loud’ (British, female, 24, HID).

With respect to specific dishes, seafood was the most desired dish for all three groups, a
mixture of food was the second most preferred meal for LID where as for the MID and HID

groups other meats (except chicken and steak) were favoured. For example, ‘plenty types of
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food’ (Chinese, female, 30, HID and British, male, 27, HID).

As for food style, Chinese style food was still the ideal food for all groups. For example, ‘If it

is good, the Chinese chef made the food’ (Scottish, male, 24, HID).

Table 3.9 Ideal Food Experiences with Food Attitude Groups

Ideal Food Experience with Food Attitude Groups
LID (n=31) MID (n=72) HID (n=74)
Wherewould 1. Cairns = restaurant 1. Other = restaurant 1. Island or beach (19.7%)
it be? (16.1%) (20.5%) 2. Sydney (15.5%)
2. Brishane 2. Idand = beach= 3. Restaurant (12.7%)
(12.9%) anywhere (15.1%)
3. Sydney = island 3. Sydney (12.3%)
or beach (6.5%)
Who would 1. Family (40.0%) 1. Friends or classmates 1. Friends or classmates
you be with? 2. Friends or (38.6%) (41.2%)
classmates (36.7%) 2. Family (37.1%) 2. Family (30.9%)
Would it be 1. No (50.0%) 1. No (54.0%) 1. Yes(57.1%)
a special 2. Yes(38.5%) 2. Yes(38.1%) 2. No (38.1%)
occasion?
What would 1. Friendly (44.%) 1. Friendly (45.0%) 1. Friendly (45.0%)
the 2. Relaxed, quiet 2. Relaxed, quiet 2. Relaxed, quiet (28.3%)
atmosphere (24%) (28.3%) 3. Romantic (16.9%)
belike? 3. Natural (8%) 3. Natural (8%)
What would 1. Seafood (36.8%) 1. Seafood (33.3%) 1. Seafood (36.5%)
You be eating? | 2. Mixture of food 2. Meat other than 2. Other (13.5%)
(Specific dish) (31.6%) chicken and steak 3. Mixture of food = buffet
3. Other (10.5%) (11.7%) (11.5%)
3. Mixture of food
(13.3%)
Food style 1. Chinese (46.2%) 1. Chinese (30.8%) 1. Chinese (30.8%)
2. Other Western 2. Itdian = other (15.4%) 2. Other Asian style (19.2%)
style (15.4%) 3. Other Asian style 3. Itdlian = Thai (11.5%)
= other western style
(11.5%)

In summary, arange of items characterized the ideal food experience, for example;

e Location (e.g. Location (Chinese, femae, 33, LID)).

e Culture (eg. Something full of authentic culture (British, female, 51, LID);
environment and culture taste (Chinese, female, 39, HID); delicate and ethnic utensil

(Chinese, female, 30, HID); local performance (Chinese, mae, 35, HID); (Chinese,
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male, 46, HID)).

e Environment (e.g. Perfect weather, warm breeze, sunny (Dutch, female, 30, LID).

e Service (e.g. Experienced waitress service attended (British, male, 68, LID); good
service amust (US, male, 58, MRD); People are friendly, helpful (Canadian, male, 40,
HID); discreet /responsive staff (British, male, 39, HID)).

e Flavour (e.g. Local taste (Chinese, male, 46, HID)).

e Atmosphere (e.g. Music plays a good part (Scottish, mae, 35, HID); atmosphere
(Scotland, male, 22, HID); nice surrounding (Germany, male, 39, HID)).

e Variety (e.g. Different style of food (German, male, 44, HID)).

3.4.7 Discussion-Result Question 3

One of the magjor aims in this first study was to collect information which could identify the
causes of best, worst or ideal food experiences by using an open-ended questionnaire. Overal,
there were no distinct differences between best, worst and ideal food experience in relation to
location and atmosphere. With respect to company, best and ideal food experiences usually
involved eating with family, friends, or in a group. A considerable number of respondents
had their worst food experience while they were dining alone. These findings seem to be
supported by Cheng, Lam and Hsu’s (2005) notion that dining companions were significantly

related to the level of dining satisfaction.

There were some differences between best and worst food experience in terms of specific

dishes. People had their best food experience mostly when eating a variety of foods.
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Conversdly, respondents had their worst food experience mainly on fast food, followed by
meat other than steak and chicken. This result concurred with Lewis (1981) who pointed out
that a variety of choices in the restaurant menu were identified as one of the important
considerations influencing restaurant selection by consumers. In other words, variety in food
is one of the more important factors that might affect the level of satisfaction with the food

experience.

Chinese food seemed to be a very popular cuisine for most of the respondents interviewed,
nevertheless it was also the most common food style, which made food experiences the worst.
Comparing groups, a larger proportion of LID respondents preferred choosing Chinese food
rather than any other style of food. Interestingly, some of the respondents blamed the ‘lack of
Chinese culture’ (Chinese, female, LID) for their bad experience in Australia while eating
Chinese food. Wel, et a. (1989) analysed US visitors in China and also found there were
some misunderstandings that existed due to ‘Chinese lack of knowledge and first-hand
experience of the outside world’. It is evident that food service providers should be aware of
dissatisfaction owing to cultural differences, and either match the varied needs of visitors or
educate and encourage patrons and get them involved with loca culture. Interestingly, LID
contained more Chinese than the MID and HID groups. Similar results had been presented by
Chadee and Mattsson (1996), when they revealed that Asian respondents derived lower levels

of satisfaction from eating-out compared to Europeans.

YUksel and Yiuksel (2002b) suggested that consumers may not know how important a
particular feature is in their decision until they actually experience the feature. In order to
build upon their point, this present study asked tourist’s about their actual dining experiences

while they were visiting Cairns. The findings identified food style, taste, variety, service
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quality, price, hygiene, atmosphere and convenience as factors contributing to tourists’
general food experiences and satisfaction levels. This in turn provides practical information

for management to improve their service.

3.5 Conclusion

The first survey mainly focused on qualitative methods to collect comprehensive information
in relation to food experiences. Open-ended questions were incorporated into the research in
order to provide respondents with the opportunity to explain their feelings and views. From
the comprehensive responses, it was hard to deduce any significant differences between
cultural groups or dining clusters but the information collected provided a valuable insight
into the sorts of issues which could be further investigated. The conclusions derived from
this study therefore provided a set of parameters to work with that allowed the development
of aset of structured questions which could be used to develop a detailed analysis of tourists’

food preferences and habits while travelling abroad.

The next studies of this thesis combined risk perception and novelty seeking concepts in the

guestionnaires to develop a comprehensive understanding of tourist’s food preferences

between different cultural groups.
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Chapter 4

Potential Chinese Visitors’ Food Preferences when Travelling in
Australia (Second study)

4.1 Introduction

4.2 Resear ch Questions
4.3 M ethodology

4.4 Results and Discussion
4.5 Conclusion

4.1 Introduction: China’s Impact on Australia’s Tourist Market

The World Tourism Organisation (WTO) revealed that China’s outbound tourism
experienced rapid growth. The WTO predicted China will have 100 million outbound
travellers from now until 2020, making it the world’s fourth largest source of outbound

travellers after Germany, Japan and the United States (World Tourism Organisation, 2005).

Not only is the rapid growth experienced just in tourist numbers, but aso in spending. In
1998, spending on travel abroad by Chinese travellers totalled some $ 9.2 billion (almost 2.5
percent of world tourism spending), which was 266.4 percent above the 1992 figure
(Canadian Tourism Commission, 2001-2005). Undoubtedly, many countries are eager to

attract the millions of Chinese people who are contemplating travelling overseas.

Australia was seen as a safe destination and was one of the first countries (along with New
Zealand) given ‘Approved Destination Status’ (ADS) for Chinese group travel in 1999
(Australian Government Department of Industry, 2006). Between the year ended June 2005
and the year ended June 2006, the strongest growth in internationa visitor arrivals to

Australia occurred in the Chinese market with an average annual growth rate of 13.1 percent
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(Tourism Queensland, 2005). In 2006, over 292,000 Chinese visitors travelled to Australia.
The significant growth in this market was expected to continue at a rate of about 15.7 percent
per year, with about 1.2 million Chinese visitors forecast to arrive annually on Australian soil
by 2015 (Tourism Australia, 2006). The increasing numbers of Chinese tourists will
compensate for the drop in tourist numbers from the US and Europe. China was Australia’s
fifth largest source market in terms of total tourism expenditure (Tourism Australia, 2006)

following New Zeadland, UK, Japan and Europe.

Because the number of Chinese tourists was increasing, their expenditure was contributing to
not only Australia’s macro economy, but also to many regional localities as well. Chinese
visitors spent nearly $1.5 billion on their trips to Australia with an average expenditure of
$5442 per visit in 2005 (Tourism Australia, 2006). Essentially, 19 percent of Chinese visitor
nights were spent in dispersed areas outside of the magor gateways of Sydney, Melbourne,

Brisbane and Perth (Tourism Australia, 2006).

Despite some of the positive aspects as a destination, Australia also has a negative side.
Australia is more expensive when compared with Asian destinations. For example; it costs
several times as much for a week’s holiday in Australia than it does in Malaysia, and for a

similar price, Chinese tourists can visit multiple countries in Europe.

Because the Chinese government has granted an increasing number of countries with
Approved Destination Status, Chinese visitation growth to Australia has slowed recently
from 26.7 percent in 2005 to 13.1 percent in 2006. As at March 2006, there were 81
Approved Destination Status countries competing for the Chinese market. The resultant effect

of such measures by the Chinese government means that Australia’s tourism market is
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confronted with more aggressive competition in its quest to attract visitors from China.

4.1.1 Relevance of Topic

Many factors constitute a satisfactory travel experience. The food experience is usualy one
of the most substantial components for a good travel experience. In the year ended December
2005, the top two activities participated in by Chinese visitors to Australia were; shopping for

pleasure (92%) and dining out at restaurants and or cafés (90%) (Tourism Australia, 2005a).

There were several poignant findings derived from this Chapter. The study undertaken for
this part of the thesis highlights the importance of the need to better understand the food
preferences of potential Chinese visitors. If the Australian tourism industry wishes to stay

competitive in the global market, there are some valuable strategies that should be applied.

4.2 Resear ch Objectives

In order to understand Chinese respondents’ food preferences when they travel to a
destination different from their familiar environment, this second study examined four

research areas.

The research areas of this study were;

1. To explore respondents’ attitudes towards, and preferences for, food in various
restaurant scenarios while taking risk perceptions and novelty seeking characteristics

into account;

2. To categorise respondents on the basis of their profile on the International Tourist

Role (ITR) and the Food Activity Preferences (FAP) scales,
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3. To examine, whether there was any difference between resulting Cluster groups with

respect to food risk perceptions; and

4. To explore the relationship between the different Clusters and their choice of

restaurant style.

4.3 Methodology

Pictorial scenarios have been utilized only to a limited degree in tourism research. Chadee
and Mattsson (1996) suggested that this method allowed for quick and spontaneous ratings of
respective restaurant scenarios. Considering that dining situations contain many intangible
variables, this method would facilitate respondents to understand and identify the type of
restaurant more easily and quickly. Therefore, the current study adopted the use of scenarios
both in descriptive and pictorial formats to convey to respondents the different restaurant

situations for the survey.

Ten different types of restaurants were presented to respondents based on a range of price
levels, food styles, degree of novelty and potential risks. Respondents were asked to rate the
appeal of each restaurant on the eight attributes that were identified in the first survey of this
thesis. Respondents were then asked to rate the likelihood of dining in each restaurant. A
choice of five answers from the ‘Likert scale’ could be given ranging from strong agreement
to strong disagreement (Likert, 1932). This study combined the concepts of risk perception
and novelty seeking behaviour to examine how those variables influence Chinese visitors’

food preferences.
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The International Tourist Role (ITR) scale developed by Mo, Howard, and Havitz (1993) was
used to measure tourists’ preferences. The ITR scale has been validated as a reliable scale
that properly identifies three conceptual dimensions of an international tourist typology and
successfully provides measures of tourists’ novelty seeking preferences on the different
dimensions. The three dimensions are: the Destination Oriented Dimension (DOD) which
represents an individual’s preferences for novelty and familiarity when choosing international
destinations; the Travel Services Dimension (TSD) which measures whether an individual
prefers to travel with or without institutionalized travel service arrangements in international
travel; and the Social Contact Dimension (SCD) which measures the individual’s preferences
regarding the extent and variety of social contact with local people when travelling in a

foreign country.

Because the ITR scale had been generally applied to travel preferences and had not been
widely employed in relation to food activities, this thesis also adopted some aspects of
Shenoy’s (2005) Food Activity Preference (FAP) scale. Because empirical studiesin the area
of food tourism had been limited, Shenoy provided a conceptual framework for food tourism
research, comprising of 23 questions under five different dimensions. Her five dimensions
were, dining at restaurants known for local cuisines, purchasing local food products;
consuming local beverages; dining at high quality restaurants and; dining at familiar chain
stores and franchise restaurants. Shenoy findings highlighted how culinary diverse
establishments contribute to the tourist’s food experience. The existing study utilised part of
the FAP scale with the ITR scale in order to acquire more detailed information on Chinese

tourists’ food preferences while visiting Australia.
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Mitchell and Greatorex (1993) suggested that perceived risk is a powerful tool when
investigating consumer purchasing behaviour. However, risk perception is a ‘fuzzy
concept’(Dowling, 1986), as it can vary with time, individual risk capacity and product
characteristics. The current study applied Han’s (2005) risk perception scale. Han’s scale was
developed to investigate individuals’ risk perception while on vacation. She identified 7
dimensions in his scale including the ‘health risk’, the ‘value risk’, the ‘psychological risk’,
the ‘social risk’, the ‘terrorism risk’, the ‘equipment risk’ and the ‘communication risk’. In
accordance with the previous literature reviews and the characteristics of dining activity, the
current study utilized only 5 dimensions of Han’s scale to measure respondents’ risk
perception. This was done due to the two dimensions of ‘terrorism’ and ‘equipment’ not
being directly relevant to dining behaviour. The 5 dimensions applicable to food and used in
this thesis are; the ‘communication risk’, the ‘health risk’, the ‘value risk’, the ‘psychological

risk’ and the ‘social risk’.

In order to examine whether there was any difference in their decision making processes
when it came to dining preferences while in Australia, the study categorised respondents into

distinct market segments based on the novelty seeking concept.

4.3.1Questionnaire Design

The study incorporated visual techniques to simulate different cultural food settings and
situations. The questionnaire contained the following sections. Part A explored travellers’
past travel experiences and future travel preferences. Part B combined the Internationa
Tourist Role (ITR) scale and the Food Activity Preferences (FAP) scale to investigate
respondents’ overall travel and food preferences. Part C provided scenarios of ten different

types of dining experience, which may be encountered by Chinese visitors when they travel
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throughout Australia. In each scenario, there were 6 images of the restaurant and a brief
description of the restaurant. (See Table 4.1 plus Appendix C). Respondents were also asked
to identify the factors, which would most strongly influence their decision on whether they

would, or would not, dinein a particular type of restaurant.

In Part D of the questionnaire, risk perceptions were explored in relation to food choices
while travelling overseas. The risk perceptions derived from the literature reviews in the
previous Chapters were applied to tourists’ food preferences. These included; the
communication risk, the psychological risk, the socia risk, the health risk, and the value risk
dimensions. Nineteen questions regarding food choices while travelling were devised to
measure respondents’ attitudes. The final section of the survey solicited demographic details

from the respondents. (Refer to Appendix C).

Table4.1 Restaurant Scenariosin Australia

Restaurant Scenariosin Australia

Exotic style fast food This noodle bar is located in the food market, has only a small counter with a
(Noodle Bar) few staff but serve quick and delicious food with limited menu choices. It
provides both take-away and dine-in services but in a busy and noisy
surrounding. Meals will be provided any time between 10am to 9 pm. They
provide a taste of a home meal to a budget price varying between $10-20.

Local high-level (Western | Thisis awestern style fine food restaurant in a picturesque location. It features
style) restaurant Australian modern cuisine sourced seasonally from local producers. It
specializes in functions and is renowned for regional platters and a la carte
dining. Live music is often featured on Sundays and local artists’ works are

displayed.
I nter national Thisrestaurant is in areputed international hotel, which has a luxurious design
Hotel chain and interior with spectacular artworks. It provides extensive food styles, you

can choose a set menu, alacarte or buffet. You will experience tranquil music
while eating. You will have very hospitable staff and well-experienced chefs
providing you with the best possible food. You can take a couple of hours to
enjoy international foods with premium wine in aromantic atmosphere.
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Table4.1 Continued

Restaurant Scenariosin Australia

Inter national
Fast food

These are worldwide international fast food chain restaurants e.g. McDonalds,
Hungary Jacks, Subway, and Pizza etc., which supply food quickly and provide
minimal service. They usualy provide standardized food, service and
atmosphere with a fixed price. It is convenient for you to take away, drive-
through or dine-in based on your preferences. The trading hours are aso
convenient for you from morning to night or even 24 hours.

Tour group restaurant

This restaurant usually provides Asian style food for Chinese tour groups. You
will have a set menu arranged by atravel agent. You will get a certain number of
dishes that you share with your group. You will only have limited time to finish
your meal due to the tight schedule. The atmosphere is often noisy and crowded.
The waiters are aways busy and not able to pay much attention to you
individually. You can dine in for a budget price, but you cannot expect the best
quality food for that price.

Food court

A food court is a type of indoor plaza contiguous with the counters of multiple
food vendors which provides a common area for self-serve dining. Food courts
are popular in shopping malls and airports. At atypical food court, patrons order
their meals at one of the many counters, then carry the meal to the common
dining area. Consumers have a scope of choice in relation to their diet and
preferences.

Authentic (Australian)
style

This restaurant usually provides authentic Australian food (kangaroo meat,
crocodile meat), in natura tropical environment with refreshing air. You can
overlook the magnificent rock pools and you can spot wallabies grazing around
while you are dining. Friendly and experienced staff will provide you with
authentic Australian food in arelaxed atmosphere.

L ocal fast food

The local fast food stores include fish and chips, meat pie shops etc. which will
provide battered or grilled fish, freshly-fried potato chips, potato scallops and a
selection of other deep-fried items — prawn cutlets, crumbed calamari, crab
sticks, burgers and different pies. They are scattered in most Australian towns
and cities. Also outside are several tables and chairs and the overflow bench
seats. They will offer a convenient service with affordable prices from $3 to
A$30, and provide either takeaway service or indoor use.

Exotic (Chinese) style
high-level

This is a fully licensed fine Chinese restaurant in Australia, serving extensive
varieties of Chinese food in a sophisticated ambience. They aso provide a
glorious menu and an award winning wine list. Diners can enjoy delicious
Chinese cuisine and drink Australian wines or a selection of beverages from the
fully stocked bar at an al-inclusive price. The Mandarin-speaking staff will
provide afamiliar and comfortable dining atmosphere.

Pubs

Aussie Pubs provide beverages, food and entertainment for a wide range of
ages, functions, events, tastes and styles. The pub is a popular place for
Australians to get together with friends. The atmosphere is often noisy and
crowded. At the bar you'll find a wide selection of wines by the glass, beers on
tap and even a cocktail list. If you want a truly unique experience, a traditional
‘Aussie pub’ isthe place to visit.
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4.3.2 Sampling and Data Collection

The questionnaire was administered to Chinese respondents in China. The questionnaire was
trandlated into Mandarin, and responses back transated into English. The questionnaire was
pilot-tested to examine whether the statement questions were clearly understood and then the
sequence of questions was randomised. The full-scale survey was conducted between the

middle of September and the middle of November 2005.

The survey was conducted by distributing the questionnaire to students at two universities;
University of International Business and Economics in Beijing in the North of China and
Guangzhou University in Guangzhou in the South of China. These cities were chosen
because businesses in these two cities were the first to be given permission by Chinese
authorities to act as travel agents to arrange group tours with Australian tour operators.
Although the Chinese authorities have since expanded their open economic policy further to
allow other travel agents to operate in most other parts of China, the longer established
operators in Guangzhou and Beijing provided a larger customer base from which to conduct

the survey.

Due to time, cost constraints and anticipated response rates, data was collected from students
by means of snowbal sampling. Students in designated classes were given three
guestionnaires each. They completed one by themselves, and were asked to distribute the
other two questionnaires to a family member or friend in the 40-60 and in the 20-39 age
groups. The aim was to target a group of respondents who were likely to vary on the ITR
scale because of diverse age, education and travel backgrounds. The completed surveys were
collected from the students in class 1 to 2 weeks later. These Universities were chosen

because of the existence of tourism colleagues who were willing to assist in the research by
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granting access to students.

In total 450 questionnaires were distributed, 150 at the University of International Business
and Economics and 300 at Guangzhou University. Out of 150 questionnaires distributed in
Beljing, 16 questionnaires were not returned and another 10 questionnaires were returned
empty either because of refusal or because the students could not find suitable people. Out of
300 gquestionnaires distributed in Guangzhou, only 3 were not returned. Out of the 297
returned questionnaires, 33 were returned empty, either because of refusal or because the

students could not find suitable people. The overall response rate was 86 percent.

Table 4.2 Questionnair e Distributions

Survey Guangzhou University of International Total
Distribution University Business and Economics

(Guangzhou) (Beijing)
Number distributed 300 150 450
Number returned 264 124 388
Not returned or 36 26 62
returned empty
Total response rate 88% 82% 86%

4.3.3 Data Analysis

Respondents’ ratings on the International Tourist Role scale and the Food Activity
Preferences scale were subjected to factor analysis with VVarimax rotations to reduce potential
multicolinearity among the items. Mo et al. (1994) suggested that factor scores are more
reliable than single variables used in the clustering procedure. Based on the factor scores,
cluster analysis was further conducted to categorise respondents into distinct groups with

regard to the level of novelty seeking attributed to travel style and food preferences. Principal
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Component Analysis was the method employed to arrive at a factor solution. The extracted

factors were rotated using the Varimax approach.

In order to test for significant differences in relation to risk perception, past travel
experiences, socio-demographic backgrounds and restaurant scenarios preferences, the One-
Way Analysis of Variance (ANOVA) and Chi-square analysis (x2), Non-parametric one

sample Chi-sguare and the Repeated M easure methods were used.

Non-parametric one sample Chi-square test procedure tabulates a single variable into
categories and computes a chi-square statistic based on the differences between observed and
expected frequencies (overall mean). This method provided information on whether each
attribute in the different restaurants was the most influential factor for respondents’ dining
decision. Several significant differences existed for each attribute of some types of
restaurants. The Repeated Measure Test was applied to determine if significant differences

existed across the restaurant scenarios on each of the eight attributes.

4.4 Results and Discussion

4.4.1 Demographic Profiles of Respondents

Table 4.3 presents the information concerning the respondents’ demographic profiles. The
sample consisted of a slightly unequal percentage of males (52.1 %) and females (47.9%).
Over half of the respondents (51.5%) were from the 21-30 age group, this can be attributed to
the fact that the survey was distributed at university campuses. However, a relatively large
number of respondents (48.5%) were from the older age groups, 18 percent were aged

between 31- 40, 17.5 percent between 41-50 and one tenth from the above 50 age group.
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In terms of education, around 70 percent of them had at least tertiary level education or were
studying at universities, and only 19.2 percent of respondents had an education below high

school levdl.

In terms of income distribution, nearly 41 percent had no income due to their student status.
A further 16.3 percent of respondents earnt between 1500-2999 RMB (Reminbi, Chinese
currency) per month, followed by 15.5 percent earning between 3000-4499 RMB and 12.5
percent below 1500 RMB. With regard to occupation, the majority were students (48.1%),

followed by professionals (10.6%) and office/clerical (8.9%).
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Table 4.3 Demogr aphic Profiles of Respondents

Demogr aphic Profile of

Frequency (N=341)

Percent (%)

Respondents

Gender Male=198 52.1
Female = 182 47.9

Age 21-30=174 51.5
31-40=61 18.0
41-50 =59 175
51-60 = 32 9.5
Others =12 3.6

Education Below high school = 73 19.2
Graduated from College=35 9.2
Studying at University=167 43.9
Graduated from University = 82 21.6
Above postgraduate = 20 51
Others=3 0.8

Income per month 0=153 40.8
<1500RMB =47 125
1500-2999 = 61 16.3
3000-4499 = 58 155
4500-5999 = 25 6.7
Above 6000RMB = 22 5.9
Other =9 24

Occupation Executive = 23 6.6
Professional = 37 10.6
Tradesperson = 13 37
Retail/marketing = 28 8.0
Technical /skilled work =17 4.8
Student = 168 48.1
Office/clerical =31 8.9
Labour/farmer = 11 3.2
Retired = 8 2.3
Other = 13 3.7
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4.4.2 Past Travel Experiencesand Future Travel Intention

Table 4.4 presents results in relation to respondents’ past travel experiences and future travel
preferences. When the respondents were asked if they had had any internationa travel
experience, only 22 percent replied in the affirmative. Of these respondents, most had
travelled in Asia (52.4%), with one quarter having been to Europe and only a few to the
Pacific Region (8.8%). Most of the respondents who had been overseas had done so with
family (42.9%), or with their friends (28.6%). In terms of tour arrangements, 35 percent of
respondents who had previous travel experience preferred travelling independently, while
25.6 percent said they relied on atravel agent to arrange part of the tour. Only a few people
(2%) said they relied solely on a travel agency. Twenty-one people indicated that they had
travelled to Australia with family or friends, however a further qualifying question and cross
examination of the data showed otherwise which reduced that number down to 12. This
meant that a mere 3.5 percent of all respondents surveyed had been to Australia before.
Unfortunately it is not understood what caused this discrepancy in some of the respondents’
answers but it reconfirmed the importance of using double entry / qualifying questions in

surveys.

According to the findings, Chinese respondents had limited travel experiences. These results
are in accordance with Wei et al.’s (1989) survey who mentioned that most Chinese lack
outside world experiences. That might change considerably now that the Chinese government
has relieved the restrictions on individual’s leisure travel. Interestingly, most of the Chinese
respondents organized their past travel arrangements by themselves and did not solely rely on
a travel agent. This finding is not consistent with earlier surveys. Kaynak and
Kucukemiroglu (1993); Mok and Armstrong (1995); and Wong & Lau, (2001) emphasized

that the Chinese preferred more tour oriented travel. Their observations were deduced by
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comparisons between Chinese and Western respondents. Perhaps those Chinese respondents
who indicated that they had past travelling experiences were frequent travellers and not

general Chinese travellers, so they tended to travel independently.

With respect to future travel intentions, nearly one third of respondents indicated that they
had no idea whether they would travel to Australia within two years. However, 25.8 percent
said they would like to come but very few (1.6%) showed strong motivation to come to
Australia. More than 50 percent of the respondents who were willing to travel to Australia
said they would do so with their family (52.9%), followed by boyfriends girlfriends (22.7%),
friends (18.8%) and alone (5.7%). Out of the respondents who indicated that they would like
to come to Australia, there were a large number (85%) who indicated that they would prefer
their trip to be arranged either fully (42.1%) or partialy (42.9%) by a travel agency rather
than by themselves (14.9%). This might be due to their limited travel experiences and the fact
that language barriers exist. Similar findings have been documented by Mok and Armstrong
(1995; and Wong and Lau (2001) as well. Chinese tourists are usually regarded as being more
group oriented, preferring to travel in groups, especially when in an unfamiliar environment.
So it is comfortable to conclude Chinese holidaymakers prefer travelling with family in an

inclusive trip arranged by atravel agent.

The final question of ‘Part A’ asked respondents’ intention whether they would attend a
brewery/gourmet tour while in Australia. Nearly two thirds of respondents (63.6%) gave a
positive response. The above findings reinforce the notion that culinary tourism or local
cuisine can motivate the desire to travel. Hence specialty gourmet trips could be developed as

an appeal factor to encourage Chinese travellersto visit Australia.
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Of the Chinese respondents who were willing to travel to Australia (88), only one quarter (22)
indicated that they were likely to travel to Australia within the next two years. However the
responses indicated that that number is likely to double over an extended 5 year timeframe
(up to 44). Most potential Chinese tourists still regard cost as an important factor for their

product choice due to low disposable income (Kaynak & Kucukemiroglu, 1993; Mok &

Armstrong, 1995). Compared to other destinations, Australia is more expensive for the
Chinese to travel to due to distance, travel costs and monetary exchange rates. This implies
that the Chinese would not likely put Australia as a priority for their travel destination in the

short-term.

In support of that supposition a report by the Asia Pacific Foundation of Canada (2002)
mentioned that the Chinese do not have much of an impression about Australia, which would
also have a bearing on their decision not to travel there. Respectfully Australian tourism
management may need to utilize specialty marketing themes such as cuisine to promote and

differentiate their products from the competition to entice potential Chinese visitors.
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Table 4.4 Past Travel Experiences and Future Travel Intention

Past Travel Experiences

Have been over seas Asia Europe Africa America Pacific Region
(N=81, 21.6%) (52.4%) (24.8%) (6.2%) (6.2%) (8.8%)
Ever beento Australia | Yes=12 (3.5%)
before? (N = 382) No = 370 (96.9%)
If yes, with who? Myself = 4 Friend =6 Family = 9 Boy/girlfriend = 2 (9.5%)
(N=21) (19.0%) (28.6%) (42.9%)
Travel arrangement All Inclusive | Some Fully self-
(N=20) =8(2.0%) arrangements | arranged=7
provided =5 (35.0%)
(25.0%)

Future Travel Intention to Australia

Very unlikely | Unlikely No idea Likely Very
likely
Intwo years 52 96 125 (33.2%) | 97 6
(N = 376) (13.8%) (25.5%) (25.8%) (1.6%)
In fiveyears 12 34 113 (29.6%) | 189 34 (8.9%)
(N = 382) (3.1%) (8.9%) (49.5%)
With whom would you Myself = 22 Friends =72 Family = Boy/girlfriend
travel (N = 384) (5.7%) (18.8%) 203 (52.9%) | =87 (22.7%)
Travel arrangement All Inclusive | Some Fully self-
(N =382 =161 (42.1%) | arrangements arranged =
provided =164 57 (14.9%)
(42.9%)
Will visit a brewery or Very unlikely | Unlikely No idea= Likely =193 | Very likely
attend a gour met tour =11 (2.9%) =60 (15.6%) 69 (17.9) (50.1%) =52
(N = 385) (13.5%)

104




4.4.3 Results-Research Objective 1

To explore Chinese respondents’ travel preferences and attitudes towards food by taking risk

perceptions and novelty seeking characteristics into account.

4.4.3.1 Novelty Seeking and Travel Style ~ International Tourist Role (ITR) Scale

Table 4.5 presents the mean value of each item in the different dimensions of the ITR scale.

The results indicate that overall the respondents most strongly agreed with the following
Social Contact Dimension statements; ‘I prefer to live the way, the people I visit live by
sharing their shelter, food and customs during my stay’ (4.49), ‘If 1 find a place that
particularly pleases me, | may stop there long enough for socia involvement in the life of the
place to occur’ (3.94), and ‘I prefer having as much personal contact with the local people as

possible when travelling in a foreign country’ (3.91).

The lowest ratings were reported for the Destination-Oriented Dimension statements of ‘I
prefer to travel to countries with the same tourism infrastructure as my own’ (2.73). By
contrast in this same dimension, most respondents strongly agreed with the statement of ‘I
prefer travelling to countries which are popular tourist destinations (4.10). The Travel
Services Dimension statement of ‘I prefer to start a trip with no pre-planned or definite
timetable’ (2.79) had the lowest score while the highest rating was attributed to this statement;
‘I prefer being on a guided tour’ (3.71). Collectively, respondents rated the SCD (3.92) as the

highest score, followed by the DOD (3.40) and then the TSD (3.25).
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Table4.5 Travel Preferences (I TR scale)

Social Contact Mean | Destination-Oriented | Mean | Travel Services Mean
Dimension (SCD) (3.92) | Dimension (DOD) (3.40) | Dimension (TSD) (3.25)
| prefer livingtheway | 4.49 | prefer travelling to 4.10 | prefer being on a 371
the peoplel visit live countries where there guided tour.
by sharing their are popular tourists’
shelter, food, and destinations.
customsduring my
stay.
If | find a placethat 3.94 | put high priority on 3.77 | prefer travel agencies | 3.65
particularly pleases me familiarity when to take complete care
may stay longer to thinking of travel of me, from beginning
experience social destinations. to end, when travelling
involvement in thelife in aforeign country.
of the placeto occur.
| prefer having as 391 | prefer travelling to a 3.73 | prefer making al of 3.19
much personal contact country with awell- my major
with local people as developed tourism arrangements through
possible when industry. travel agencies.
travelling in aforeign
country.
| prefer associating 3.86 | prefer travelling to 3.26 | prefer starting atrip 2.90
with the local people countries where there with no pre-planned or
whiletravelling. areinternational hotels. definite route when
travelling in aforeign
country.

| prefer making 3.73 | prefer travelling to 3.19 | prefer starting trip 2.79
friendswith local countries where there with no pre-planned or
people. arerestaurants | have definite timetable.

heard of before.
| prefer seeking 3.56 | prefer travelling to 2.92
excitement of complete countries where the
novelty by engagingin people are of the same
direct contact with a ethnic group as mine.
wide variety of new
and different people.

| prefer travelling to 2.84

countries with similar

cultural backgrounds.

| prefer travelling to 2.80

countries where they

have the same

transportation system

asin my country.

| prefer travelling to 2.73

countries where they
have the same tourism
infrastructure asin my
country.
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4.4.3.2 Novelty Seeking and Food Preferences ~Food Activity Preferences (FAP) Scale

Table 4.6 presents the results relating to respondents’ food preferences while travelling to
another country. Respondents most strongly agreed that they prefer to; purchase local food
products to take back home (4.45), dine at unique restaurants (4.41), sample local foods
(4.39), and dine at restaurants with local specialties (4.36). Lower ratings were provided for
dining at high quality restaurants (2.54), making an advance reservation to dine at a specific

restaurant (2.80) and dining at afast food restaurant (2.81).

Table 4.6 Food Activity Preferenceswhile Travelling

Food Preferenceswhile Travelling Mean
| prefer purchasing local food products to take back home 4.45
| prefer dining at a restaurant serving distinctive cuisines 441
| prefer sampling local foods 4.39
| prefer dining at a restaurant serving regional specialties 4.36
| prefer visiting alocal farmers’ market 3.60
| prefer eating at places serving food | am familiar with 3.53
| prefer visiting alocal pub 3.16
| prefer visiting breweries 3.08
| prefer dining at a chain restaurant 3.04
| prefer purchasing cookbooks with local recipes to take back home 3.04
| prefer visiting wineries 2.93
| prefer going to restaurant just to taste the dishes of a particular chef 2.90
| prefer dining at fast food restaurant 281
| prefer taking an advance reservation to dine at a specific restaurant 2.80
| prefer dining at high quality restaurants 254
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4.4.3.3 Mean Values of Attributesfor Each Type of Restaurant

The following section tabulates the appeal and influential ratings given by respondents for

each of the 10 restaurant scenarios which were likely to be encountered by Chinese visitors

while in Australia. Table 4.7 shows the overall mean value ratings of the eight restaurant

attributes for the different scenarios, as well as the overal dining intention. Table 4.8

indicates which attributes most strongly influence respondent’s dining intention for each

scenario.

Table 4.7 Mean Values of Attributesfor Each Type of Restaurant

Food | Flavour | Variety | Service | Hygiene | Price | Convenience | Atmosphere Future
style quality Dining
I ntention
Exotic style 2.81 3.02 2.40 2.68 2.74 3.05 3.71 2.37 3.12
fast food
(Noodle
Bar)
Local high- 3.80 3.61 3.60 3.97 3.96 3.03 3.08 4.25 3.80
level
(Western
style)
restaurant
I nternational 4.00 3.84 3.92 4.05 4.03 2.75 3.12 4.29 351
Hotel chain
I nternational 2.53 2.56 2.60 3.30 3.60 3.65 4.01 3.08 3.24
Fast food
Tour group 3.02 3.19 3.02 242 2.60 3.56 2.94 2.45 3.24
Food court 3.99 3.91 414 3.16 3.14 3.70 3.93 314 3.98
Authentic 4.06 3.79 3.79 3.83 3.68 271 3.02 4.18 3.78
(Australian)
Style
Local fast | 3.04 3.05 2.96 3.06 2.87 3.71 3.84 2.86 3.26
food
Exotic high- 3.34 343 3.48 3.74 3.72 3.05 3.01 3.82 3.35
level
(Chinese
style)
Pubs 3.53 3.42 3.53 3.36 3.31 3.07 3.19 3.63 3.54
Repeated 93.84 | 6350 | 120.64 | 139.97 | 129.13 | 58.16 90.78 203.82 26.18
Measure .000 .000 .000 .000 .000 .000 .000 .000 .000
ANOVA
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Table 4.8 Influence of Restaurant Attributes on Future Dining I ntentions

% of respondentswho indicated attribute influenced dining decision

Restaurant Food Flavor | Variety Service Hygiene | Price Convenience Atmosphere
Type style quality
Exotic style | 325 479 13.7 18.0 48.2 55.7 229 28.4
fast food
x2 4.56 5.60 11.48 66.20 | 21.17 5.56
p- value

* * * % *% * % *
Local High- 43.8 43.8 22.2 27.1 289 46.1 8.8 48.7
level (x2) 6.12 12.70 28.30 37.31
p_ Val ue * ** ** **
International | 40.9 412 209 247 216 54.9 9.3 441

Hotel chain

x2) 5.85 11.18 | 18.45 25.63 17.46
p_ Val ue * * % ** * % * %
International | 22.4 353 15.2 19.3 34.0 49.5 53.9 18.8
Fast food
(x2) 38.68 | 7.15 6.94 4.03 461 293.27 39.97
p_ Val ue * % * * * * * % * %
Tour group 284 46.1 13.9 25.0 38.4 41.8 16.5 29.6
(*2) 14.52 1065 | 648 | 1522
p_ Val ue * % ** * * %
Food court 40.2 38.7 41.8 11.9 31.2 40.7 27.1 235
(*2) 105.88 | 15.57 14.34 19.30
p_ Val ue ** ** ** **
Authentic 53.9 46.6 23.2 14.9 22.2 37.1 3.9 38.7
style (x2) 43.02 5.85 9.74 | 7.62 60.16
p_ Val ue * % * * * * %
Local fast 371 | 420 191 12.9 32.7 39.9 32.0 20.6
food (x2) 11.81 .002 38.73 31.05
P_ VaI ue * % * % * %
Exotic high- | 37.4 46.1 18.0 253 204 41.2 8.5 332
level (x2) 715 | 1522 29.68
p- value * *% *%
Pubs 38.7 317 17.3 19.1 16.0 33.2 11.6 55.7
x2) 16.93 3359 | 1845 15.28 81.02
p_ Val ue ** * % ** * % * %
Average % 3753 | 4194 | 2053 19.82 29.36 | 44.01 19.45 34.13

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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4.4.3.4 Differences acr oss the Restaur ant Scenarios on each of the Eight Attributes

The Repeated Measure Test was used to determine if significant differences existed across
the restaurant scenarios on each of the eight attributes and on respondents’ future dining
intention (Table 4.7 above). The results indicated that the authentic Australian style (4.06)
and the international hotel chain (4.00) restaurant scenarios were rated highest on food style,
particularly when compared to international fast food (2.53) and the Asian style fast food
(noodle bar) restaurant (2.81). Flavour had the highest rating for the food court scenario
(3.91), followed by the restaurant in an international hotel chain (3.84) and the authentic
Australian style restaurant (3.79). Variety had the highest rating for the food court (4.14), but
the lowest for the Asian style fast food (noodle bar) (2.40) and the international fast food
chain scenario (2.60). Service quality and hygiene respectively were regarded as the most
appealing attributes for both the international hotel chain restaurant (4.05, 4.03) and the local

high-level (western style) restaurant (3.97, 3.96).

However, service quality and hygiene were rated lowest for both the tour group restaurant
(2.42 and 2.60) and the Asian style fast food (noodle bar) restaurant (2.68 and 2.74). The
local fast food restaurant (3.71), the food court (3.70) and the international fast food chain
(3.65) were rated best on price. Convenience was the most appealing factor for the
international fast food (4.01), the food court (3.93) and the local fast food restaurant scenarios
(3.84), but was the least appealing factor for the tour group restaurant (2.94). Atmosphere
was recognized as the most appealing factor for the international hotel chain restaurant (4.29),
followed by the exotic high-level (western style) restaurant (4.25) and then the authentic

(Australian style) restaurant (4.18).
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The restaurant scenario with the highest intention to visit was the food court (3.98), followed
by the high-level (western style) restaurant (3.80) and then by the authentic (Australian style)

restaurant (3.78).

4.4.3.5 Most Influential Factors Affecting Respondents’ Dining Decision

Non-parametric one sample Chi-square test procedure tabulates a single variable into
categories and computes a chi-square statistic based on the differences between observed and
expected frequencies (overall mean) (Table 4.8 above). Severa significant differences existed

for each attribute across each type of restaurant.

Food style was a less influential factor for both the internationa fast food (22.4%) and tour
group restaurants (28.4%); particularly when compared to the international hotel chain
restaurant (40.9%), local high-level restaurant (43.8%) and the authentic Australian style

restaurant (53.9%).

Flavour was a significantly less important attribute in the pubs (31.7%), but it was very
important and significantly different in the Asian style fast food (noodle bar) restaurant
scenario (47.9%). Variety was significantly more influential in relation to the food court
(41.8%) but less influential in the Asian style fast food (noodle bar) (13.7%), and the tour

group restaurant scenarios (13.9%).

Service quality was regarded as significantly less influentia in the food court (11.9%), and
local fast food scenarios (12.9%), while it was significantly more important in the local high-
level (Western style) restaurant (27.1%). Respondents considered hygiene as a significantly

more influential factor in the exotic fast food restaurant, (48.2%), and tour group restaurant
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(38.4%), compared to the pubs (16.0%). Price was the most influential factor when deciding
to dine in the exotic fast food (55.7%) and international fast food restaurants (54.9%) but the

least influential in pubs (33.2%).

Convenience was significantly more influential for respondents when considering dining at
international fast food restaurants (53.9%). Conversedly, convenience was far less influentia
in the authentic (Australian style) (3.9%), the local high-level (Western) (8.8%), the exotic

high-level (Chinese style) (8.5%), and the pubs (11.6%).

In relation to atmosphere, significant differences existed between the pubs, high-level
restaurants, international hotel chains, international fast food, local fast food restaurants and
the food court scenarios. Atmosphere had a significantly stronger influence in the pubs
(55.7%), local high-level (Western) restaurant (48.7%), and international hotel (44.1%), but

was significantly lessinfluential in the international fast food chain (18.8%).

4.4.3.6 Relationship between Appealing and Influential Attributesin Each Restaurant

On the quadrant graphs shown below, a position in the top right hand side means that the
attribute is more appealing as well as being more influential. In Figure 4.1 or instance, price
was the most influential attribute but rated second to convenience as an appealing attribute.
A position in the lower left hand side indicates alow rating for both appealing and influential
considerations. The example is shown in Figure 4.1 where variety, service and atmosphere

received low scores as both appealing and influential attributes.

112



4.4.3.6.1 Appealing and Influential Attributesin the Exotic Style Fast Food Scenario

The most appealing attributes of the exotic style fast food (the noodle bar) restaurant were
convenience (3.71), price (3.05) and flavour (3.02). The future dining intention rating was
somewhat neutral at (3.12). The attributes, which had the most influence on future dining
intentions for the noodle bar scenario, were price (55.7%), hygiene (48.2%) and flavours

(47.9%), but variety (13.7%) was least influential ( Figure 4.1).
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Figure 4.1 Relationship of Appealing and Influential Attributesin the Exotic
Style Fast Food Scenario for Chinese Respondents
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4.4.3.6.2 Appealing and Influential Attributesin the Local High Level and International

Hotel Restaurant Scenarios

For the local high-level (western style) restaurant and the restaurant in the international hotel
chain, atmosphere (4.25 and 4.29 respectively), service quality (3.97 and 4.05) and hygiene
(3.96 and 4.03) were the three most appealing factors. The future dining intention rating for
these two restaurant scenarios were (3.80) and (3.51) respectively, and the attributes most
strongly influencing respondents’ future dining decisions were atmosphere (48.7%) and price
(46.1%) for the local high-level (western style) restaurant, and price (54.9%) and atmosphere

(44.1%) for the international hotel chain ( Figure 4.2 and 4.3).
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Figure 4.2 Relationship of Appealing and Influential Attributesin the Local High-L evel
Restaurant
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I nternational Hotel Chain
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Figure 4.3 Relationship of Appealing and Influential Attributes in the International
Hotel Chain
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4.4.3.6.3 Appealing and Influential Attributesin theInternational Fast Food Chain
Scenario

For the international fast food chain restaurant (Figure 4.4), convenience (4.01) was the most
appealing factor, followed by price (3.65) and hygiene (3.60). In addition, convenience
(53.9%) and price (49.5%) were regarded as the mgor influences, but variety (15.2%) and
atmosphere (18.8%) were the least important factors influencing their future dining decision.
Respondent’s future dining intention was neutral at the internationa fast food chain

restaurant (3.24).
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Figure 4.4 Relationship of Appealing and Influential Attributes in the International
Fast Food Chain
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4.4.3.6.4 Appealing and Influential Attributesin the Tour Group Restaurant Scenario

For the tour group restaurant (Figure 4.5), price (3.56) was the most attractive item, second
was flavour (3.19), followed by food style and food variety (3.02). The most influential
attributes affecting the dining decision for the tour group restaurant were flavour (46.1%) and
price (41.8%), with percelved variety (13.9%) and convenience (16.5%) having the least

impact. Once again, dining intention was neutral at (3.24) on a 5-point scale.

Tour Group
100
@ 90
> 80
o i
S 7
2 60
= - .
E 0 | N Flavd®r
— 40 ) Price
_g | . Hyg|e1.e
c 30 ¢ Atmosphere
8 7 Service Food style
S 20 *s :
= E Convenience
£ 10 Variety
0
1 15 2 25 3 35 4 45 5
Appeal rating (1~5)

Figure 4.5 Relationship of Appealing and Influential Attributes in the Tour Group
Restaur ant
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4.4.3.6.5 Appealing and I nfluential Attributesin the Food Court Scenario

With respect to the food court (Figure 4.6), variety had the highest appeal rating (4.14),
followed by food style (3.99) and convenience (3.93). Respondents indicated variety (41.8%)
was the first priority in influencing their dining choice, followed by price (40.7%) and food
style (40.2%), while the least consideration was given to service quality (11.9%). The food

court had a high dining intention of (3.98) compared with other types of restaurants.
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Figure 4.6 Relationship of Appealing and Influential Attributesin the Food Court
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4.4.3.6.6 Appealing and Influential Attributes in the Authentic Style Restaurant
Scenario

Turning to the authentic (Australian) style restaurant (Figure 4.7), atmosphere (4.18) was the
most appealing attribute, followed by food style (4.06), and service quality (3.83). Food style
(53.9%) was the main factor influencing the choice of this type of restaurant, and flavour
(46.6%) was the next. However, convenience (3.9%) was not such a great concern. There was

arelatively high intention to dine in this type of restaurant (3.78).
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Figure 4.7 Relationship of Appealing and Influential Attributes in the Authentic Style
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4.4.3.6.7 Appealing and Influential Attributes in the Local Fast Food Restaurant
Scenario

Convenience (3.84) had the highest appeal level for the local fast food scenario, second was
price (3.71), and service quality (3.06) was the third. With the second lowest dining intention
of (3.26), the most likely influential factor was flavour (42.0%) and price (39.9%) but service

quality (12.9%) had less influence (Figure 4.8).
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4.4.3.6.8 Appealing and Influential Attributes in the Exotic High-Level Restaurant
Scenario

Atmosphere (3.82) was the most appealing attribute for the exotic high-level (Chinese style)
restaurant (Figure 4.9), followed by service quality (3.74) and hygiene (3.72). The major
considerations for this type of restaurant were flavour (46.1%) and price (41.2%), but not

convenience (8.5%), and the dining intention was (3.35).
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Figure 4.9 Relationship of Appealing and Influential Attributes in the Exotic High-
Level Restaurant
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4.4.3.6.9 Appealing and I nfluential Attributesfor Pub Scenarios

With the future dining intention being (3.54), most respondents regarded atmosphere (3.63)
as the most appealing factor for the pubs (Figure 4.10), followed by food style and variety
(3.53), and then flavour (3.42). Atmosphere (55.7%) was put as a priority over food style

(38.7%) and price (33.2%) however, convenience (11.6%) was considered less important.
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Figure 4. 10 Relationship of Appealing and Influential Attributesfor Pubs
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4.4.3.7 Risk Perception with regard to Food Preferences While on Holidays

The mean value of each risk perception in the different dimensions is presented in Table 4.9.
Overall, respondents allocated the highest rating to the ‘communication risk’ (3.79), then to
‘value risk’ (3.61), ‘health risk’ (3.50), ‘psychological risk’ (3.32) and finally ‘social risk’

(2.80).

Respondents identified the following statements as presenting significant risks in the various
dimensions; ‘Pictorial menus help them to order a meal’ (4.44) in the communication risk; ‘I
worry whether I am getting value for money’ (3.93) in the value risk; whether ‘there is a
possibility of contracting infectious diseases while dining out’ (3.70) in the health dimension;
‘that shopkeepers might cheat them because they are not a local’ (3.67) in the psychological
risk dimension and lastly; ‘they worry about using the cutlery improperly while eating’ (3.07)

in the socia risk dimension.

By contrast, the lowest risk perception ratings were given on ‘It is hard to find food which is
suitable for me’ (2.63) in the psychological risk, ‘I would consider what people, whose
opinion was of value to me, would think of me, if they considered | dined in an improper
place’ (2.68), and ‘Relatives may not like souvenirs I bought for them’ (2.68) in the social

risk dimension.
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Table 4.9 Risk Perceptionswith regard to Food Preferences

Risk dimensions (Overall Mean) rating from 1:strongly disagreeto 5 strongly agree

Communication Psychological Social Risk Health Risk Value Risk
Risk (3.79) Risk (3.32) (2.80) (3.50) (3.61)
Pictorial menus | worry | worry about using | Thereisa | worry whether there
help meto order a shopkeepers the cutlery possibility of isvaue for money
meal (4.44) would cheat me improperly while| contracting (3.93)

because| amnot | am eating (3.07) infectious

alocal (3.67)

diseases while
dining out
(3.70)

| worry | might get
something not what
| want dueto
misunder standing

menu (3.69)

| worry food may
not fit my
expectation
(3.56)

| worry others

would be influenced

by my attitude on
food (2.75)

Potential health
problems are a

concern (3.42)

It would not be a good
idea to spend my
money on buying some
food | do not know
(3.28)

It would bevery
important if waiters
could speak the
same language as
mine

(3.58)

A tour guideis
very important if
| need to
communicate
with people
while travelling
(3.53)

| would consider

what people, whose

opinion was of

value to me, would

think of me, if they

thought | dined in
an improper place
(2.68)

| may get sick
from food if |
had something
unfamiliar (3.39)

There might be | would buy Relatives may not
communication something that like souvenirs |
problemswhile most people bought for them
dining (3.45) would buy (3.35) | (2.68)

| would rather

buy some food |

am familiar with
(3.15)

Itishard to find
food whichis
suitable for me
(2.63)
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4.4.4 Discussion-Resear ch Objective 1

4.4.4. 1Novelty Seeking and Travellers’ Preferences ~ International Tourist Role Scale

In terms of their travel style based on the ITR scae, collectively respondents rated the SCD
(3.92) highest, followed by the DOD (3.40) and then the TSD (3.25). This finding is fully
reflective of Chinese social nature and in agreement with Yau’s (1988) and Ryan and Mo’s
(2001) idea that Chinese are more socially orientated. A particular favourite to the Chinese
was the statement of ‘I prefer to live the way, the people I visit live by sharing their shelter,
food and customs during my stay’ in the SCD. This most importantly demonstrates that
Chinese are very interested in experiencing aternative cultures and isin line with Becken and
Gnoth’s (2004); and Wong and Lau’s (2001) findings that the Chinese are keen to experience
the redlity of life in Australia Henceforth, Australian tourism management should
incorporate tour packages to provide some opportunities for Chinese tourists to experience

local life.

4.4.4.2 Novelty Seeking and Food Preferences ~ Food Activity Preference Scale

In relation to food activities based on Shenoy’s (2005) FAP scale, Chinese respondents
strongly agree with the statement ‘I prefer purchasing local food products to take back home’.
This result supports findings by Richards (2002) who suggested that consumption of food and
drink is not only important at the destination, but also can be taken home as a souvenir. Again,
this finding disclosed Chinese socia nature. Part of the appea of buying food and drink on
holiday is arguably the ability to share these with friends and relatives on their return
(Richards, 2002). Tse (2005) asserts that Chinese people mostly use consumption activities as
ameans to foster social relationships. Purchasing local souvenirs during travel is an important

way to maintain their socia bonds.
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4.4.4.3 The Relationship of the Most Appealing and Influential Attributes on Future

Dining Intention

The findings indicated that the most appealing factor of a particular restaurant was not
necessarily the factor which would influence respondents’ final dining decision. For example,
atmosphere was the most appealing factor in the international hotel chain, but price was the
major influential factor. The influential attribute provides both positive and negative
information by highlighting which factors motivate or restrain respondents’ dining choices.
Moreover, the information also implies that there is a gap between suppliers and consumers.
For example, hospitality management may make great efforts on producing a wonderful
atmosphere to attract diners, however diners may still make their final decision based on

price (Table 4.10).

In respect to future dining intention, when Chinese respondents come to Australia, the most
popular dining outlet would be the food court, followed by the local high-level (Western style)
restaurant and then the authentic (Australian style) restaurant. Particularly, the food court
provides a dining environment where they can order different types of food from different
food sellers and share all the dishes with other company. This dining style is very suitable for
the Chinese. This finding is consistent with Au and Law’s (2002) point that the sharing of

food on the same plate among people sitting at the same table is common in Chinese culture.
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Table4.10 Most Appealing and Influential Attributesfor Each Restaurant

Type of The most appealing Themost influential | Futuredining intention

Restaurant attribute attribute (ranked in order asa
mean value of
respondent’s
scoresfrom 1to5)

Food court Variety Variety 3.98

Local high-level Atmosphere Atmosphere 3.80

Authentic Atmosphere Food style 3.78

(Australian) style

Pubs Atmosphere Atmosphere 3.54

I nternational Atmosphere Price 351

Hotel chain

Exotic high-level Atmosphere Flavour 3.35

Local fast food Convenience Flavour 3.26

International Convenience Convenience 324

Fast food

Tour group Price Flavour 3.24

Exotic style fast food Convenience Price 3.12

(Noodle Bar)
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4.4.4.4 Risk Perceptionswith regard to Food Preferences while on Holidays

Overall, respondents gave the highest risk perception in the ‘communication risk dimension’.
Particularly, respondents gave very strong agreement on the statement of ‘Pictorial menus
help me to order a meal’. Chen’s (2002) work reminded us that Chinese tourists have
different service needs in terms of language and meals. Also, Cohen and Evieli’s (2004)
work indicated tourists have to struggle with awhole range of unfamiliar and sometimes even
threatening local culinary arrangements even before they attempt to approach the menu.
Han’s (2005) work particularly emphasized that the communication risk was the most
important risk for international travel. This thesis found that pictoria menus would help

alleviate some of the communication problems associated with ordering a meal.

With the exception of the communication risk, Chinese respondents perceived the value risk
highest. Even as far back as 1992, Crouch had pronounced that international travellers were
sensitive to price. Compared to other tourist destinations, Australia was regarded as a more
expensive destination. The findings supports the argument that Australian tourism
management should perhaps provide competitive pricing if they wish to attract Chinese

visitors.
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4.4.5 Results-Resear ch Objective 2

To categorise respondents on the basis of their profile on the International Tourist Role (ITR)

and the Food Activity Preference (FAP) scales.

4.45.1 Factor Analysisof ITR and FAP Scales

Factor Analysis was conducted on al the statements of the ITR scale to derive a reduced set
of dimensions that could be used to cluster respondents into distinct tourist role segments. A
total of 5 factors with Eigen values greater than 1 were extracted. Each factor has been
labelled with a specific name based on the characteristics of its composing variables. The
results are tabulated in Table 4.11 below. The total percentage of variance explained is

59.072 %. The Cronbach’s Alpha Coefficient for reliability was 0.683.
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Table4.11 International Tourist Role Factors

Factors Variables Factor Eigen-value Alpha
(Overall loadings
M ean)
Factor 1 | prefer associating with the local people 0.852 4519
Social | prefer making friends with the local people | 0.825
C(.)ntact. | prefer having as much personal contact with | 0.819
?érgg? sion the local people as possible
| prefer seeking excitement of complete | 0.630
novelty by engaging in direct contact with a
wide variety of new and different people
| prefer living the way the people | visit live | 0.616
by sharing their shelter, food, and customs
during my stay
If | find a place that particularly pleases me, | | 0.519
may stop there long enough for social
involvement in the life of the place to occur
Factor 2 | prefer travelling to countries where the | 0.863 3.122
Similarity | cultureis similar to mine
dimenson "\ "prefer travelling to countries where they | 0.787
(2.82) have same tourist infrastructure as in my
country
| prefer travelling to countries where the | 0.712
people are of the same ethnic group as mine
| prefer travelling to countries where they | 0.673
have the same transportation system as in my
country
Factor 3 | prefer making al of my major arrangements | 0.750 1.780
Organized | through travel agencies
mass | prefer travelling to countries that are popular | 0.726
f;?““s”? tourist destinations
imension i :
(3.64) | prefer being on a guided tour 0.626
| prefer having travel agencies take complete | 0.626
care of me, from beginning to end
| prefer travelling to countries with a well- | 0.490
developed tourism industry
Factor 4 | prefer starting a trip with no pre-planned or | 0.874 1.253
Adventure | definite timetable
dimenson "o efer garting a trip with no pre-planned or | 0.840
(284) definite route
Factor 5 | prefer travelling to countries where there are | 0.715 1141
Familiarity | International hotel chains
dimension
(3.41) : i
| prefer travelling to countries where there are | 0.648
restaurants familiar to me
| put high priority on familiarity when | 0.572
thinking of travel destinations
% of total variance explained = 59.072% 0.683
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Likewise, the 15 food activity preferences were factor analysed and presented in Table 4.12.
A total of four factors with Eigen values greater than 1 were extracted. The statement of ‘I
prefer dining at a chain restaurant” was designated into two factors with very similar loadings,

but considering its meaning this statement fitted closer to the fourth factor and accordingly

was allocated to the familiar food dimension.

Table 4.12 Food Activity Preference Factors

Factors Variables Factor Eigen Value | Alpha
(Overall loadings
M ean)
Factor 1 Prefer visiting a brewery 0.839 3.797
L ocal food & Prefer visiting wineries 0.808
beverage Prefer going to local brew pubs 0.703
dimension Prefer purchasing cookbooks with local | 0.553
(3.16) recipes to take back home
Prefer visiting a local farmers’ markets 0.517
Factor 2 Prefer dining at restaurants serving | 0.818 2.342
Authentic distinctive cuisine
dining Prefer dining at a restaurant serving | 0.810
dimension regional specialities
(4.41) Prefer sampling local foods 0.756
Prefer purchasing local product to take | 0.714
back home
Factor 3 Prefer dining at high quality restaurants | 0.817 1.427
Gour met Prefer making an advance reservation to | 0.689
dining dine at a specific restaurant
dimension Prefer going to a restaurant just to taste | 0.586
(2.74) the dishes of a particular chef
Factor 4 Prefer dining at fast food outlets 0.729 1.116
Familiar food Prefer eating at places serving food | am | 0.651
Dimension familiar with
(3.12) Prefer dining at a chain restaurant AT76
% of total variance explained = 57.880% 0.762
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4.45.2 Categorise Tourists by Cluster Analysis

Cluster Analysis was performed in this current study to determine whether respondents could
be effectively classified into distinct tourist roles based on the combination of the ITR and the
FAP scales. Factor scores on the ITR and FAP dimensions calculated for al 398 respondents

were submitted to cluster analysis, respondents were divided into 3 clusters (Table 4.13).

Table 4.13 Cluster Analysis Factor Scores

Factor Organized comfort Explorer Familiarity seeking
seeker (N=107) (N=105) generalist (N=95)

Social contact dimension | -0.5902299 0.223525 0.408349

Similarity experience -0.2442324 -0.25083 0.553161

dimension

Organized masstourism

dimension 0.39574914 -0.61016 0.195581

Adventure experience -0.4234844 0.197026 0.228194

dimension

Familiarity experience 0.02112305 -0.61247 0.663946

dimension

Local food and beverage

dimension -0.8476345 0.315095 0.626186

Authentic dining

dimension -0.045387 -0.0039 0.112209

Gourmet dining

dimension 0.13345228 -0.62652 0.430099

Familiarity food

dimension -0.0849977 -0.46365 0.585125
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Cluster 1 has been labeled ‘Organized Comfort Seekers’ (OCS) because they had the highest
score on ‘organized mass tourism’, but the lowest score in ‘local food/wine experience’,
‘social contact seeking’, ‘authentic dining experience’ and ‘exploring’. Cluster 2 can be
identified as ‘Explorers’ (E) due to respondents receiving higher scores on the ‘local
food/wine experience’, ‘social contact seeking’, and ‘adventure experience’ dimensions, but
lower on ‘gourmet dining experience’, ‘familiarity seeking’, ‘organized mass tourism’, and
‘familiar food experience’ dimensions. Finally, Cluster 3 has been labeled ‘Familiarity
Seeking Generalists’ (FSG) because they had the highest scores on many of the attributes
compared to the other two clusters, especially in ‘familiarity’, ‘local food/wine experience’,

‘familiarity food experience’, and ‘similarity’ but also on ‘social contact’ (see Figure 4.11).
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Figure4.11 Three Cluster Groups based on the Factor Scoresof ITR and FAP Scales
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4.4.6 Discussion-Resear ch Objective 2

In recognition of the ITR scale, Mo et a. (1993,1994) showed how the ITR scaeis useful in
effectively categorising the international tourism market. Respondents to this study were
clustered on the basis of their responses to criteria outlined in the ITR and FAP scales.
Organized Comfort Seekers (OCS), Explorers (E) and Familiarity Seeking Generalists (FSG)

were identified.

Cluster Anaysis is one of the most widely used techniques used for travel market
segmentation (Mo et a., 1993). Crawford-Welch (1990) suggested that the hospitality
industry needs to move away from their reliance on descriptive statistics as a segment base to
Cluster Analysis as multivariate techniques produce more beneficial knowledge. Tourism
researchers have not used Cluster Analysis to the same extent as researchers in other areas
however, it offers several advantages to market researchers in the hospitality industry

(Jurowski & Reich, 2000).

The advantage of Cluster Analysis is that the technique makes it possible to objectively
anayse thousands of cases in the brief time that it takes a statistical program to create a
cluster solution. It is an interdependence technique, no statistical inferences are made
(Jurowski & Reich, 2000). The 3-cluster solution was selected for further analysis because it
provided the greatest differences between clusters and yielded the most interpretable results.
The number of clusters can be determined either prior to performing any statistical
procedures or after reviewing the cluster solution (Jurowski & Reich, 2000). For market
segmentation, few firms target more than five different groups, many target two or three
market segments (Reich, 1997). Therefore, the three-cluster solution was chosen because it

provided clear and meaningful differentiation on the factors and produced relatively equa
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numbers of respondentsin each cluster.

4.4.7 Results-Resear ch Objective 3

To examine, whether there is any difference between resulting cluster groups with respect to

risk perceptionsin relation to food.

4.4.7.1 Differences between Clusters across Demographic Variables

It was demonstrated that respondents could be differentiated based on travel style and food
preferences by using the ITR and FAP scales. Taking that into consideration, it is important
to determine if the resulting clusters differ with respect to respondents’ demographic profiles,
travel experiences, food risk perceptions and restaurant preferences. Therefore, a series of
Chi-square anayses (x2) and one-way analyses of variance (ANOVA) were conducted to
determine if significant differences existed across the three clusters. The results are presented
in the Tables below. Significant differences existed between clusters across demographic

variables at the five percent level (Table 4.14).

Males accounted for the majority of respondents in both the Explorer (54.9%) and Familiarity
Seeking Generdists (63.8%) clusters, but females were predominant the Organized Comfort
Seekers (56.6%) cluster. A significantly larger proportion of respondents in the Explorer
cluster (72%) fell into the 21-30-age bracket when compared to the other two clusters. In
contrast, respondents in the Organized Comfort Seekers (23.7%) and Familiarity-seeking

Generalists (18.5%) groups had higher proportions of respondents in the 41-50-age bracket.

With respect to education, Explorers were the most likely to be studying at university

(62.1%), however, Familiarity Seeking Generalists were most likely to have graduated from
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university (26.3%). Organized Comfort Seekers and Familiarity Seeking Generalists were
more likely than Explorers to have below high school level education. For all three clusters,
the mgjority had no income, but this was particularly so for Explorers (59.4%). Organized
Comfort Seekers earnt on average somewhere between 1500-2999 RMB per month (22.9%)
whereas Familiarity Seeking Generalists were likely to be earning between 3000-4499 RMB

per month (18.3%).

Table 4.14 Demographic Comparisons of Clusters

Demogr aphic Variables Organized Explorers Familiarity 12
Comfort (E) N=105 Seeking p- value
Seekers Generalists
(0CY) (FSG)
N=107 N=95
Gender Male 43.4 54.9 63.8 8.46
Female 56.6 45.1 36.2 *
Age 21-30 44.3 72.0 494 19.10
31-40 16.5 12.9 17.3 *
41-50 23.7 6.5 185
51-60 15.5 8.6 14.8
Education Below high 26.7 9.7 221 2799
school
Graduated from | 11.4 2.9 8.4 *
college
Studying at 41.9 62.1 411
University
Graduated from | 12.4 175 26.3
University
Above 7.6 7.8 21
Postgraduates
Income 0 36.2 59.4 36.6 20.89
<1500RMB 14.3 9.9 14.0 *
1500-2999RMB | 22.9 10.9 14.0
3000-4499RMB | 114 8.9 18.3
4500-5999RMB | 8.6 3.0 75
>6000RM B 6.7 7.9 9.7

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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4472 Past Travel Experiences and Future Travel Intention to Australia across
Clusters

There was no dtatistical evidence showing differences associated with their past travel
experiences across the three clusters. One of the reasons for this could be that the Chinese
authorities had only given permission for Chinese to travel overseas recently, meaning along
time series had not been established, so the gaps across groups could not be distinguished by

the statistical program.

There were no significant differences across the clusters with respect to their likelihood of
visiting Australia in the next two to five years. However, there were differences with respect
to travel party and trip arrangements. Organized Comfort Seekers were more likely than the
other clusters to indicate that they would travel with family (65.1%). Explorers had higher
likelihood of intending to travel with friends (26.9%), and Familiarity Seeking Generalists to
travel with a partner (22.6%). Table 4.15 indicates how the respondents would like their trip
arranged if they did come to Australia. Organized Comfort Seekers were by far the most
likely to prefer that their entire trip was arranged by atravel agency (64.2%), while Explorers
(56.3%) and Familiarity Seeking Generalists (45.2%) preferred to have only some
arrangements provided. Only 2.8 percent of Organized Comfort Seekers preferred arranging

their own trip.
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Table4.15 Future Trip Arrangementsto Australia

Whom would you travel with to Australia? Organized Explorers Familiarity
(x%) = 16.90 p=* Comforter N=105 Seeking
Seekers Generalists
N=107 N=95
Myself 2.8 6.7 9.7
Friend 12.3 26.9 194
Family 65.1 404 484
Boyfriend/girlfriend 19.8 26 22.6
How will you arrangeyour Australian trip OoCs E F
(x)= 45.05 p=**
Inclusive (arranged by travel agent) 64.2 23.3 33.3
Some arrangements provided 33 56.3 45.2
Fully self-arranged 2.8 20.4 21.5

p-value < .05 (significant difference); **: p- value < .001(strongly significant difference)

4.4.7.3 Risk Perceptionswith regard to Food across Clusters

Table 4.16 presents the risk perceptions in relation to food preferences across 3 clusters. In
summary, Familiarity Seeking Generalists had the highest rating on those attributes in the
health risk, value risk and psychological risk dimensions except for the statements of ‘I
would buy something that most people would buy’ and ‘It is hard to find food which is

suitable for me’ where Organized Comfort Seekers rated them higher.

Strongly significant differences existed on the statements of ‘I would rather spend money on
the food I am familiar with’, ‘I would buy something that most people would buy’, ‘A tour
guide is very important if I need to communicate with people while travelling’ and ‘It would

not be a good idea to spend my money on buying some food I do not know’.
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In addition, significant differences were recorded on all statements in the hedth risk
dimension and on ‘I worry others would be influenced by my attitude on food’ in the social

risk dimension.

Regardless of which risk dimension was examined, overall Familiarity Seeking Generalists
gave the highest rating on every risk dimension, followed by Organized Comfort Seekers and
then Explorers. There was one statement in the risk dimension which Explorers rated higher
than Organized Comfort Seekers, it was; ‘I worry others would be influenced by my attitude

on food’.

Table 4.16 Risk Perceptions acr oss Dimensionswith regard to Food

Risk perception with regard to food OCSs E FSG F-value
N=107 | N=105 N=95 (p- value)
Communication risk (Mean) 3.83 3.62 3.93

Pictorial menushelp meto order a meal 446 4.40 448

| worry | might get something not what | wanted dueto

. . 3.82 3.59 3.69
misunder standing the menu

It would be very important if waiters could speak the

. 3.62 3.10 3.93 12.39
same language as mine

a b a *%

| worry there will be communication problems while

- 3.43 3.39 3.62
dining

Health risk (M ean) 351 3.25 3.59

Thereisa possbility of contracting infectious diseases

o 3.79 344 3.82 3.68
while dining out

Potential health problemsarea concern 334 323 334 422

a b *
| may get sick from food if | have something unfamiliar 3.40 308 362 517
a b *

Valuerisk (Mean) 357 3.44 3.84

| worry whether thefood | buy isgood value for money 3.9 381 402

It would not be a good idea to spend my money on

. 3.2 3.07 3.66 7.57
buying somefood | do not know
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Table 4.16 Continued OCSs E FSG F-value
N=107 | N=105 N=95 (p- value)
Social risk (M ean) 2.75 2.74 294
Relatives may not like souvenirs| bought for them 268 268 276
| consider what people, whose opinion was of value to
2.72 2.59 271
me, would think, if they thought | dined in an improper
restaur ant
| worry others would be influenced by my attitude on 557 071 3.06 6.23
food
a b *
I vvprry about using the cutlery improperly while | am 301 208 393
eating
Psychological risk (M ean) 341 299 3.5
| worry food may not fit my expectations 363 3.45 372
I yvould rather spend money on the food | am familiar 393 280 3.60 11.66
with
a b a *x
| worry shopkeepers would cheat me because | am not 359 317 374
alocal
| would buy something that most people would buy 367 288 358 17 68
a b a **
A tour . gwde. is very ||.”nportant. if | need to 359 317 374 6.72
communicate with people whiletravelling
a b a **
Itishard tofind food which is suitable for me 2.75 2.49 274

Risk rating from 1: strongly disagree to 5: strongly agree

*: p- value < .005 (significant difference), **:p- value < .001(strongly significant difference)
The same subscript letters (e.g. aand a) within a row, means that clusters are not significantly different from

each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.

4.4.8 Discussion-Resear ch Objective 3

4.4.8.1 Comparison of Clusterswith regard to the Demographic Profile

Males accounted for the majority of respondents in both the Explorers and the Familiarity
Seeking Generalists, but females were predominant in the OCS. This result confirms (Carr,
2002; Gibson & Yiannakis, 2002; and Pizam et al., 2004) findings that the level of novelty

seeking behaviour varies with gender. Table 4.17 provides a summary profile of three

clusters.
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The Explorers contained more respondents within the 21-30-age bracket and the Organized
Comfort Seekers and the Familiarity Seeking Generalist groups had higher proportions of
respondents in the 41-50 and 51-60 age brackets. This finding is aso in accordance with
Gibson and Yiannakis’ (2002) point and the findings from the first study which showed that
the younger group is more willing to try new food and tends to go out for meals more
frequently. Auty (1992) also proposed that age is an identifiable segment base, so in this

regard this study convincingly proved that that assumption is correct.

4.4.8.2 Risk Perceptionswith regard to Food across Clusters

Overal, Familiarity Seeking Generalists had the highest perceptions of risk particularly in the
health, value and psychological risk dimensions. Considering earlier results suggested that
males were more adventurous than females, these findings seem to be extraordinary in that
the Familiarity Seeking Generalists contained more males than females. However, in addition
to gender, age, education and income variables were aso taken into consideration. Compared
to the Explorers and the OCS, Familiarity Seeking Generalists tended to be more senior and

have higher education and income levels.

The Organized Comfort Seekers had the most agreement on the statement of ‘I would buy
something that most people would buy’. Clearly, it shows that the OCS were inclined to
follow popular trends by purchasing food items which were in genera demand, thus
minimizing their risk of buying something anathema. Although the results did not statistically
verify significant differences about past travel experiences across clusters, it could be
suggested that Organized Comfort Seekers either had less travel experience or were less

willing to step out off their comfort zones.
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Another area of concern was in the communication risk dimension. Given the vast differences
between the English aphabetical system and Chinese Hanzi characters, plus the language
barriers, across all clusters communication problems were perceived to present the biggest
risk factor when travelling abroad. The problem with this finding is that the higher
perception of risk associated to communication would invariably interfere with their dining
choices. Even if they did in fact desire to visit a particular restaurant, not being able to read a
menu or ask what a dish contained would place the tourist in a disadvantaged position. Cohen
and Avieli (2004) also identified the language barriers as a common reason for the tourists’
avoidance of local culinary establishments. Hence, a possible solution to this problem would
be to encourage tourism management to focus their attention to reducing the communication

risk perceptions of foreign visitors by supplying bi-lingual or pictorial menus.
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Table4.17 Summary of 3 Clusterswith regard to Demographics and Risk Perceptions

Clusters Characteristics
Organized Travel style:  Search for organized mass tourism and gourmet dining experience
Comfort Demographics. Majority of age: 21-30 (44%) & 41-50 (24%)
Seekers More female (56.6%)
(0CY) Majority studying at University (41.9%) & high school or below (26.7%)
n=107 Majority with no income (36.2%) & 1500~2999 RMB (22.9%)
Risk perception: Middle ratings on most, but highest on the statement of ‘I would buy
something that most people would buy’.
Explorers Travel style:  Search for local food experience and adventure seeking
(E) Demographics: Majority of age: 21-30 (72%)
n=105 More male (54.9%)
Majority studying in University (62.1%)
Majority with no income (59.4%)
Risk perception: Lowest ratings.
Familiarity Travel style:  Search for all kinds of experiences including familiarity, social seeking,
Seeking local food; seeking new experiences but preferably not through organized
Generalists mass tourism.
(FSG) Demographics: Majority of age: 21-30 (49%) & 41-50 (19%)
n=95 More male (63.8%)

Majority studying in University (41.1%) & graduated from University
(26.3%)
Majority with no income (36.6%) & 3000~4499 RMB

Risk perception: Highest ratings on most risk dimensions.
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4.4.9 Results-Research Objective 4

To explore the relationship between the different Clusters and their choice of restaurant

style.

4.4.9.1 Differencesin Restaurant Attribute Ratings across Clusters

This section presents the differences in appeal and influential ratings for each of the

restaurant attributes for each restaurant scenario, as well as future dining intention.

4.4.9.1.1 The Exotic Style Fast Food (noodle bar) Restaurant across Clusters

When comparing the ratings for the exotic fast food (noodle bar) restaurant across clusters,
Familiarity Seeking Generalists provided significantly higher ratings on variety (2.63),
service quality (2.84) and hygiene (2.87) when compared to Organized Comfort Seekers

(2.24, 2.42 and 2.49 respectively) (Table 4.18).

With respect to the attributes which most strongly influenced whether or not to dine at this
type of restaurant, Familiarity Seeking Generalists were least likely to be influenced by food
style (20%), and more likely than the other two clusters to be influenced by perceptions of
service quality (28.4%), hygiene (58.9%), and atmosphere (36.8%). There was no significant
difference across the clusters with respect to intention to dine at the exotic style fast food

(noodle bar).

144



Table 4.18 Exotic Style Fast Food (noodle bar) Restaur ant

Restaurant attributes OCS E FSG F/ x*value
N=107 N=105 N=95 (p- value)
Food Style Appealing 2.69 2.64 3.03
Influential attribute 34.6 36.2 20.2 y?=1737
(% Yes) a a b *
Flavour Appealing 291 2.90 3.26 F=3.09
a a b *
Influential attribute 53.3 51.4 40.0
Variety Appedling 2.24 2.31 2.63 F=3.71
a b *
Influential attribute 9.3 14.3 15.8
Service quality | Appealing 242 2.75 2.84 F= 354
a b *
Influential attribute 131 13.3 284 xzz 0.32
a a b *
Hygiene Appealing 249 2.80 2.87 F=3.50
a b *
Influential attribute 48.6 41.0 58.9 x2: 6.49
a b *
Price Appealing 3.07 2.92 3.23
Influential attribute 56.1 62.9 51.6
Convenience Appealing 3.71 3.74 3.82
Influential attribute 27.1 23.8 23.2
Atmosphere Appealing 231 2.34 2.40
Influential attribute 224 229 36.8 x’=6.71
a a b *
Will you dine in this type of restaurant 3.09 2.97 3.30

when you come to Australia

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from

each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.
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4.49.1.2 TheLocal High-Level (Western) Style Restaur ant

For the local high-level (Western) style restaurant, there were strongly significant differences
in items of appeal in respect to hygiene and price across all 3 clusters (Table 4.19). Organized
Comfort Seekers gave the highest appeal rating on hygiene (4.12), followed by Familiarity
Seeking Generalists (4.07), which were both higher than Explorers (3.75). Familiarity
Seeking Generalists rated the appeal of price (3.40) and convenience (3.32) significantly
higher than the other two clusters. FSG and OCS were also more likely to dine in this type of

restaurant (3.79) than Explorers (3.65).
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Table4.19 Local High-level (Western style) Restaur ant

Restaurant attributes OoCsS E FSG F/ y*value
(N=107) (N=105) (N=95) (p- value)
Food Style Appealing 3.80 3.73 3.93
Influential attribute 49.5 419 43.2
Flavour Appealing 3.56 3.53 3.77
Influential attribute 43.0 48.6 474
Variety Appealing 3.56 3.50 3.80
Influential attribute 25.2 19.0 13.7
Service Appealing 4.04 3.86 411
quality Influential attribute 19.6 25.7 33.7
Hygiene Appealing 4.12 3.75 4.07 F=7.619
a b >
Influential attribute 28.0 19.0 326
Price Appealing 2.85 2.86 3.40 F=9.141
a a b *
Influential attribute 43.9 47.6 49.5
Convenience Appealing 3.07 2.87 3.32 F=6.193
a b *
Influential attribute 7.5 105 4.2
Atmosphere Appealing 4.23 4.20 4.44 F=3.26
a a b *
Influential attribute 48.6 50.5 57.9
Will you dine in this type of restaurant 3.79 3.65 3.79 F=4.52
when you come to Australia b a b *

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)

The same subscript letters (e.g. a and a) within a row, means that clusters are not significantly different from
each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.
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4.4.9.1.3 Restaurant in the International Hotel Chain

When considering the restaurant in the international hotel chain, the appealing attributes of
price and service quality were significantly different across clusters (Table 4.20). Familiarity
Seeking Generdists (4.25) and Organized Comfort Seekers (4.19) regarded service quality
more appealing than did Explorers (3.85). Familiarity Seeking Generalists (3.07) aso rated
price more appealing than Organized Comfort Seekers (2.45) and Explorers (2.65).
Familiarity Seeking Generalists rated the appeals of hygiene (4.23) and convenience (3.13),
higher than did Explorers (3.85 and 2.89 respectively). Overdl, Familiarity Seeking
Generdists (3.76) were more likely to patronize the restaurant in an international hotel chain

than would Organized Comfort Seekers (3.39) and Explorers (3.38).
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Table4.20 Restaurant in the I nter national Hotel Chain

Restaurant attributes oCs E FSG F/ x?value
N=107 N=105 N=95 (p- value)
Food Style | Appedling 4.03 3.97 4.14
Influential attribute 47.7 42.9 41.1
Flavour Appealing 3.85 3.85 4.01
Influential attribute 38.3 45.7 40.0
Variety Appedling 4.03 3.77 4.05 F=3.11
b a b *
Influential attribute 24.3 19.0 16.8
Service Appedling 4.19 3.85 4.25 F=6.824
quality a b *x
Influential  attribute 20.6 15.2 34.7 xzz 11.27
(% Yes) a b *
Hygiene Appealing 4,13 3.85 4.23 F=573
a b *
Influential attribute 17.8 18.1 23.2
Price Appealing 245 2.65 3.07 F=7.89
a a b **
Influential attribute 57.9 56.2 57.9
Convenience | Appealing 3.13 2.89 3.13 F=502
a b *
Influential attribute 11.2 6.7 9.5
Atmosphere | Appedling 4.34 4.20 4.34
Influential attribute 42.1 45.7 52.6
Will you dinein this type of 3.39 3.38 3.76 F=4.63
restaurant when you come to a a b *

Australia

Appeal rating from 1: least appealing to 5: very appealing

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and a) within a row, means that clusters are not significantly different from

each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.
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4.4.9.1.4 The International Fast Food Chain Restaurant

For the international fast food chain restaurant, Familiarity Seeking Generalists, rated food
style (2.87), flavour (2.87) and variety (3.01) significantly more appealing than did Explorers
(2.33, 2.35 and 2.45, respectively) and Organized Comfort Seekers (2.32, 2.33, and 2.29
respectively). Service quality was a significantly stronger influencing attribute for Familiarity
Seeking Generalists (27.4%) than for Organized Comfort Seekers (12.1%) and Explorers

(11.4%). However, there was no significant difference in future dining intention (Table 4.21).

Table4.21 International Fast Food Chain Restaur ant

Restaurant attributes OCS E FSG F/ x*value
N=107 N=105 N=95 (p- value)
Food Style Appealing 2.32 2.33 2.87 F=6.93
a a b *x
Influential attribute 20.6 26.7 23.2
Flavour Appealing 233 2.35 2.87 F=7.23
a a b *x
Influential attribute 355 36.2 31.6
Variety Appeding 2.29 2.45 3.01 F=10.83
a b * %
Influential attribute 20.6 14.3 11.6
Service Appealing 3.23 3.33 344
quality Influential attribute 12.1 11.4 27.4 y*=11.51
a b *
Hygiene Appealing 3.65 3.58 3.61
Influential attribute 355 36.2 32.6
(% Yes)
Price Appealing 3.65 3.67 3.64
Influential attribute 47.7 52.4 484
Convenience Appeding 4.05 4.04 4.00
Influential attribute 59.8 46.7 57.9
Atmosphere Appealing 3.05 2.88 3.19
Influential attribute 121 21.9 221
Will you dinein this type of 3.14 3.13 354
restaurant when you come to
Augtralia?

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from
each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.
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4.49.1.5 Tour Group Restaurant

The tour group restaurant was rated strongly significantly higher on food style (3.40) and
service quality (2.76) by Familiarity Seeking Generdlists than Explorers (2.62, 2.25) and
Organized Comfort Seekers (3.05, 2.23). Furthermore, there were also significant differences
in the appea of flavour (3.53), and convenience (3.13) between Familiarity Seeking
Generdists and Explorers (2.95, and 2.74 respectively). However, Organized Comfort
Seekers gave higher scores than Explorers on all of the above items with the exception of
service quality and hygiene. Additionally, both Familiarity Seeking Generaists and
Organized Comfort Seekers (3.39) showed a significantly higher possibility of dining in this

type of restaurant than Explorers (3.03), (Table 4.22).
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Table4.22 Tour Group Restaurant

Restaurant attributes OCS E FSG F/ x*value
N=107 N=105 N=95 (p- value)
Food Style Appealing 3.05 2.62 3.40 F=931
a b *%*
Influential attribute 318 24.8 29.5
Flavour Appealing 3.18 2.95 3.53 F=5.48
a b *
Influentia attribute 49.5 45,7 43.2
Variety Appealing 2.99 281 331 F=443
a b *
Influential attribute 15.9 13.3 11.6
Service Appealing 2.23 2.25 2.76 F=7.62
quality a a b *x
Influentia attribute 19.6 26.7 284
Hygiene Appealing 2.38 2.64 2.73 F=3.15
a b *
Influential attribute 29.9 39.0 44.2
Price Appealing 3.56 3.49 3.72
Influentia attribute 51.4 35.2 411
Convenience Appealing 2.99 274 3.13 F=3.59
a b *
Influential attribute 15.9 14.3 17.9
Atmosphere Appealing 2.27 2.25 2.73 F=5.37
a a b *
Influentia attribute 271 33.3 30.5
Will you dinein this type of 3.39 3.03 3.39 F=3.15
restaurant when you come to a b a *
Australia?

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from
each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.

152



4.4.9.1.6 The Food Court Scenario

The Food Court Restaurant Scenario (Table 4.23) indicates strongly significant differences
both in service quality and hygiene across segments. Familiarity Seeking Generalists rated
both service quality (3.41) and hygiene (3.44) as more appealing than Organized Comfort
Seekers (2.87 and 2.92 respectively). Familiarity Seeking Generadists (25.3%) indicated
‘service quality’ was a more influential factor in their patronizing decision than Explorers
(7.6%) and Organized Comfort Seekers (4.7%). There was no significant difference in future

dining intention.

Table4.23 Food Court

Restaurant attributes OoCS E FSG F/ y?value
N=107 N=105 N=95 (p- value)
Food Style | Appealing 3.92 4.06 3.96
Influential attribute 43.0 39.0 40.0
Flavour Appealing 3.88 3.88 3.99
Influentia attribute 39.3 41.9 32.6
Variety Appealing 4,14 416 411
Influentia attribute 43.9 43.8 33.7
Service Appealing 2.87 3.13 341 F=19.00
quality a b *x
Influential attribute 4.7 7.6 25.3 x2=23.09
a b **
Hygiene Appealing 2.92 293 344 F=10.32
a a b *x
Influentia attribute 25.2 30.5 37.9
Price Appealing 3.62 357 3.85
Influentia attribute 46.7 40.0 35.8
Convenience | Appealing 3.88 3.99 4.01
Influential attribute 271 229 31.6
Atmosphere | Appealing 3.06 3.00 3.35
Influential attribute 20.6 229 295
Will you dinein this type of 4.10 3.94 3.97
restaurant when you come to
Australia?

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from
each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.

4.4.9.1.7 The Authentic (Australian) Style Restaur ant
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For the authentic (Australian) style restaurant, Familiarity Seeking Generalists (3.04) gave a
significantly higher appeal rating than Organized Comfort Seekers (2.46) and Explorers (2.52)
did with respect to price (Table 2.24) Also, a significant difference existed in the hygiene
factor between Familiarity Seeking Generalists (3.88) and Organized Comfort Seekers (3.59).
In terms of service quality and convenience, Familiarity Seeking Generalists (3.99 and 3.20)

gave significantly higher mean appeal ratings than did Explorers (3.67 and 2.86).

Service quality and hygiene were more likely to be an influentia factor for Familiarity
Seeking Generalists (25.3%, 28.4%) than for Explorers (9.5%, 15.2%) and Organized
Comfort Seekers (9.3%, 15.0%). In terms of their future dining choice, no significant

differences existed between clusters.
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Table 4.24 Authentic (Australian) Style Restaur ant

Restaurant attributes OCS E FSG F/ y?value
N=107 N=105 N=95 (p- value)
Food Style Appealing 4.0 4.13 4.18
Influential attribute 514 57.1 54.7
Flavour Appealing 3.67 381 3.99
Influential attribute 50.5 48.6 46.3
Variety Appealing 3.66 3.82 3.98
Influential attribute 19.6 25.7 18.9
Service Appealing 3.82 3.67 3.99 F=0.36
quality a b *
Influential attribute 9.3 9.5 25.3 x° =13.4
a a b *
Hygiene Appealing 3.59 3.63 3.88 F=338*
Influential attribute 15.0 15.2 28.4 x°=75
a a b *
Price Appealing 2.46 252 3.04 F =8.66
a a b *
Influential attribute 374 37.1 389
(% Yes)
Convenience Appealing 293 2.86 3.20 F=372*
a b
Influential attribute 6.5 29 3.2
Atmosphere Appealing 4.17 4.17 4.28
Influential attribute 39.3 35.2 421
Will you dinein this type of 3.67 3.79 3.94

restaurant when you come to

Australia?

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)

The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from

each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.

4.4.9.1.8 The Local Fast Food Restaurant Scenario

For the local fast food scenario, Familiarity Seeking Generalists rated the appeal of variety
(3.15), service quality (3.20) and hygiene (3.09) significantly higher than did Organized

Comfort Seekers (2.71, 2.89 and 2.70, respectively). With respect to atmosphere, Familiarity

Seeking Generalists (3.08) gave a higher appeal rating than did Explorers (2.71).
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Familiarity Seeking Generalists were more likely to be influenced by service quality (21.1%)
with respect to their dining decision, when compared to Organized Comfort Seekers (11.2%)
and Explorers (7.6%) (Table 4.25).

Table4.25 Local Fast Food Restaur ant

Restaurant attributes oCs E FSG F/ x?value
N=107 N=105 N=95 (p- value)
Food Style Appealing 2.85 3.08 3.14
Influential attribute 34.6 38.1 37.9
Flavour Appealing 2.83 3.07 3.18
Influential attribute 41.1 46.7 35.8
Variety Appealing 271 2.97 3.15 F=4.02
a b *
Influential attribute 15.9 18.1 16.8
Service Appealing 2.89 3.09 3.20 F=3.15
Quiality a b *
Influential attribute 11.2 7.6 21.1 x> =84
a b *
Hygiene Appealing 2.70 2.89 3.09 F=4.93
a b *
Influential attribute 318 30.5 37.9
Price Appealing 3.63 3.71 3.86
Influential attribute 43.0 41.0 37.9
Convenience Appealing 2.79 271 3.08
Influential attribute 364 26.7 33.7
Atmosphere Appealing 2.79 2.71 3.08 F=361
a b *
Influential attribute 16.8 20.0 274
Will you dinein this type of 3.20 3.22 3.33
restaurant when you come to
Augtralia?

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from
each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.

4.4.9.1.9 The Exotic High-L evel Restaurant
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For the exotic high-level (Chinese) restaurant, there were significant differences on all
attributes (except hygiene) across clusters. Familiarity Seeking Generalists rated the appeal of
food style (3.75), flavour (3.87), and convenience (3.38), significantly higher than the other
two clusters. In other attributes, there were also significant differences. Variety and price
were rated more appealing by Familiarity Seeking Generadists (3.78, 3.37) followed by
Organized Comfort Seekers (3.41, 2.95), and then Explorers (3.41, 2.83). Also, Familiarity
Seeking Generalists (3.93) provided significantly higher ratings on service quality than
Explorer (3.56). In addition, Familiarity Seeking Generalists (3.62) indicated that they would

be more likely to dine in the exotic high-quality (Chinese) restaurant than Explorers (3.21).

In terms of the more influential attributes in deciding whether to dine in this type of
restaurant, convenience (14.7%) and atmosphere (49.5%) were significantly more likely to be
aconcern for Familiarity Seeking Generalists than for Organized Comfort Seekers (9.3% and

30.8%) and Explorers (3.8% and 27.6% respectively) (Table 4.26).
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Table 4.26 Exotic High-L evel (Chinese style) Restaur ant

Restaurant attributes oCs E FSG F/ x?value
N=107 N=105 N=95 (p- value)
Food Style Appealing 3.19 3.10 3.75 F=8.55
a b >k
Influential attribute 41.1 38.1 30.5
Flavour Appealing 3.29 3.20 3.87 F=10.61
a b >k
Influential attribute 53.3 42.9 44.2
Variety Appedling 341 341 3.78 F=4.48
a a b *
Influential attribute 17.8 17.1 13.7
Service Appealing 3.84 3.56 3.93 F=521
Quiality a b *
Influential attribute 15.9 219 40.0
(% Yes)
Hygiene Appealing 3.70 3.71 3.88
Influential attribute 15.0 21.0 23.2
Price Appealing 2.95 2.83 3.37 F=6.52
a b *
Influential attribute 44.9 40.0 36.8
Convenience Appealing 2.89 2.79 3.38 F=11.49 **
a b
Influential attribute 9.3 38 14.7 ¥?=7.20
*
Atmosphere Appealing 3.83 3.77 4.03
Influential attribute 30.8 27.6 49.5 x2:11.96
a b *
Will you dinein this type of 331 321 3.62 F=3.15
restaurant when you come to a b *
Augtralia?

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from
each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.
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4.4.9.1.10 The Pubs
In the pubs, with exception of the variety and atmosphere factors, strongly significant
differences existed on all attributes amongst the groups. Familiarity Seeking Generalists till

gave the highest score in each item except food style where Explorers rated it higher.

Organized Comfort Seekers provided lower appeal ratings for the pub restaurant scenario on
al the attributes, including intention to dine. Explorers (3.78) and Familiarity Seeking
Generdists (3.72) had a stronger likelihood of patronising this type of restaurant than did
Organized Comfort Seekers (3.22). Service quality and convenience were significantly more
influential factors to Familiarity Seeking Generaists (31.6%, 20.0%) than for the other

groups.
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Table4.27 Pubs

Restaurant attributes OCS E FSG F/ y*value
N=107 N=105 N=95 (p- value)
Food Style Appealing 3.08 3.73 3.72 F=9.83
a b b **
Influential attribute 318 51.4 32.6 x°=10.8
*
Flavour Appealing 3.04 3.60 3.65 F=9.26
a b * %
Influential attribute 32.7 314 31.6
Variety Appeding 3.18 3.62 3.69 F=6.42
a b *
Influential attribute 17.8 15.2 16.8
Service Appealing 2.98 3.44 3.61 F=15.90
Quiality a b *x
Influential attribute 15.0 15.2 316 y°=111
a a b *
Hygiene Appealing 3.08 3.35 3.55 F=8.79
a b * %
Influential attribute 10.3 114 20.0
Price Appealing 2.79 3.05 344 F=971
a a b **
Influential attribute 39.3 30.5 295
Convenience Appealing 2.97 3.10 351 F=9.01
a a b *
Influential attribute 75 3.8 20.0 x°=15.6
a b * %
Atmosphere Appealing 3.38 3.73 3.80 F=4.32
a b *
Influential attribute 60.7 58.1 55.8
Will you dine in this type of 3.22 3.78 3.72 F=8.37
restaurant when you visit Australia a b *x

Appeal rating from 1: least appealing to 5: very appealing, Influential attribute: % yes

*: p- value < .005 (significant difference), **: p- value < .001(strongly significant difference)
The same subscript letters (e.g. a and @) within a row, means that clusters are not significantly different from

each other. But if the subscript letters are different (e.g. aand b) it means that the clusters are different.
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4.4.10 Discussion-Resear ch Objective 4

4.4.10.1 Comparison of Appealing Attributes between Clusters

Familiarity Seeking Generalists gave the highest ratings on most restaurant attributes over the
other two groups. Because FSG perceive those attributes as being more appealing it suggests
that they would have higher expectations in respect to the delivery of those services when
visiting those restaurants. However, if the actual performances of those higher rated attributes

did not match their expected standard, it could also result in ahigher level of dissatisfaction.

Organized Comfort Seekers gave the hygiene attribute in the local high-level restaurant a
higher score indicating that OCS have higher expectations with regards to hygiene in those
types of restaurants. Explorers rated food style as the highest ranking attribute in the pubs, so

they too would place more emphasis on food style satisfaction in that scenario.

In terms of future dining intention, FSG and OCS were more likely to dine in the high-level
and tour group restaurant scenarios whereas Explorers had the highest likelihood to dine in

the pubs, but the lowest dining intention for any high-level or tour group restaurant.

Table 4.28 summarizes the appealing attribute ratings, which are significantly different
between each group in each type of restaurant. For the purposes of the following table,
Familiarity Seeking Generalists are represented by the letter ‘G’, Explorers with the letter ‘E’

and Organized Comfort Seekers with the letter ‘O’.
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Table 4.28 Comparison of Appealing Attributes as Considered by Three Clusters

Restaurant Food Flavour Variety Service Hygiene Price Convenience | Atmosphere Future
(1-5rating) style quality Dining
intention
Exotic style G=3.26 G=2.63 G=2.84 | G=2.87
fast food 0=291 E=2.31 E=2.75 E=2.80
E=2.90 0=224 | 0=242 | 0=2.49
Local high- 0=4.12 | G=3.40 G=3.32 G=4.44 G=3.79
level G=4.07 | E=2.86 0=3.07 0=4.23 0=3.79
E=3.75 | 0=2.85 E=2.87 E=4.20 E=3.65
International G=4.05 | G=4.25 | G=4.23 | G=3.07 G=3.13 G=3.76
Hotel chain 0=4.03 | 0=4.19 | 0O=4.13 | E=2.65 0=3.13 0=3.39
E=3.77 E=3.85 | E=3.85 | 0O=245 E=2.89 E=3.38

International | G=2.87 G=2.87 G=3.01
Fast food E=2.33 E=2.35 E=2.45
0=232 | 0=233 0=2.29

Tour group G=3.40 | G=353 G=3.31 | G=2.76 | G=2.73 G=3.13 G=2.73 G=3.39
0=3.05 | 0=3.18 0=2.99 | E=2.25 | E=2.64 0=2.99 0=2.27 0=3.39
E=2.62 E=2.95 E=2.81 | 0=2.23 | 0=2.38 E=2.74 E=2.25 E=3.03
Food court G=341 | G=3.44

E=3.13 | E=2.93
0=2.87 | 0=2.92

Authentic G=3.99 | G=388 | G=3.04 | G=3.20
style 0=382 | E=363 | E=252 | 0=2.93
restaurant E=3.67 | 0=359 | 0=2.46 E=2.86
Local fast G=315 | G=320 | G=3.09 G=3.08
food E=2.97 | E=3.06 | E=2.89 0=2.79
0=271 | 0=2.89 | 0=2.70 E=2.71
Exotichigh- | G=3.75 | G=3.87 | G=3.78 | G=3.93 G=337 | G=3.38 G=3.62
level 0=319 | 0=329 | 0=3.41 | 0=3.84 0=295 | 0=2.89 0=3.31
E=310 | E=320 | E=3.41 | E=356 E=2.83 E=2.79 E=3.21
Pubs E=373 | G=3.65 | G=369 | G=361 | G=355 | G=3.44 | G=351 G=380 | E=3.78
G=3.72 | E=360 | E=362 | E=344 | E=3.35 | E=3.05 E=3.10 E=373 | G=372
0=308 | 0=304 | 0=3.18 | 0=2.98 | 0=3.08 | 0=2.79 | 0=2.97 0=338 | 0=3.22

Bold lettering represents strongly significant differences between groups where p- value <.001. Normal lettering

represents only significant differences between groups where p- value <.05
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4.4.10.2 Summary of the Most Appealing and Influential Attributes as Considered by
Three Clusters

In nine out of ten restaurant scenarios, the three clusters were very consistent and in
agreement with the most appealing attribute in each particular restaurant. The only restaurant
scenario where the clusters differed was in the Exotic High-level restaurant where OCS
favoured service quality as more appeaing while FSG and E preferred atmosphere (See

Appendix E).

Convenience was rated highest by all three groups in the exotic (Asian) style fast food and
international fast food chains (Table 4.29). Atmosphere was also rated the highest attribute by
all three groups in the local high-level, international hotel, the authentic style restaurants and
in the pubs. Price was rated by all three groups as the most appealing attribute in the tour
group restaurant and local fast food outlet. Variety was the most appealing attribute for the
food court. The findings suggest that the most appealing attribute can aso be taken as a
necessary requirement for a certain type of restaurant. For instance, it could be expected that
in any fast food restaurant, the food would be easily accessible and served in a minimal
amount of time. Henceforth, diners perceive that the most appealing attribute of a particular
type of restaurant should match their expectations. In the fast food chain it would be speed

and convenience. If that expectation is not reached, it could trigger levels of dissatisfaction.
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Table 4.29 Most Appealing Attribute in Each Restaurant across 3 Clusters

TheMost Appealing Attribute in Each Restaurant across Three Chinese Clusters
The most appealing attribute Types of restaurant
Convenience The exotic (Noodle bar) fast food, international fast
food restaurant scenarios
Atmosphere The local high-level, international hotel chain,
Authentic style restaurant scenarios
Price Tour group, local fast food restaurant scenarios

By contrast the influential attributes which affect diners’ final dining decision were very
diversely perceived by the three clusters (See Appendix E). As an example, Familiarity
Seeking Generalists were more likely to be influenced by hygiene in the exotic fast food
restaurant, therefore management should make an effort to concentrate on that attribute to
draw FSG patronage and not so much on the price. Nevertheless, the price attribute should
considered by the international hotel management if they wish to attract FSG patronage.
Similarly, price should be stressed if targeting Explorers and OCS to the exotic fast food

restaurant.

4.4.10.3 The Relationship of Appealing and Influential Attributes on Future Dining
I ntention

In most scenarios, the most appealing attribute was often not the most influential attribute.
Although the most appealing restaurant attribute was perceived as the basic requirement to
facilitate satisfaction, the final dining decision was based mainly on diners’ personal
preferences or actual needs and therefore became the more influential factor. The findings
suggest that management should not only pay attention to the most appealing attributes of
their restaurant but also the attributes that actually influence diners’ final dining choice

(Table 4.30)
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Table 4.30 Most Appealing and Influential Attributes for Each Restaurant across three

Chinese Clusters

The Most Appealing Restaurant Attribute | The Most I nfluential Restaurant Attribute
Types of

ocCs E FSG ocCs E FSG
restaurant
Exotic fast
food Convenience Convenience Convenience Price Price Hygiene
L ocal
high-level Atmosphere Atmosphere Atmosphere Food style Atmosphere Atmosphere

restaurant

I nternational ' '
Hotel chain Atmosphere Atmosphere Atmosphere Food style Price Price
I nternational

Convenience Convenience Convenience Convenience Price Convenience
Fast food
Tour group

Price Price Price Price Flavour Hygiene
Food court

Variety Variety Variety Price Variety Food style
Authentic
restaurant Atmosphere Atmosphere Atmosphere Food style Food style Food style
Local fast
food Price Price Price Food style Flavour Hygiene
Exotic '
High-level Service Atmosphere Atmosphere Flavour Flavour Atmosphere
restaur ant quality
Pubs

Atmosphere Atmosphere Atmosphere Atmosphere Atmosphere Atmosphere

4.5 Conclusion

The findings confirm it is necessary to take both demographic and psychological variables
into account to segment the tourist food market. From the results, we can clearly identify the
differences across the clusters with regard to the demographic profile, travel style, risk
perceptions and food preferences of potentia tourists. The results also demonstrate that
novelty seeking and risk perceptions greatly influence respondents’ dining preferences when

they travel overseas.
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The results showed that the level of novelty seeking behaviour varied with age and gender. In
this regard, it provides an explanation as to why Organized Comfort Seekers, who were
predominantly female, preferred an arranged trip with family while explorers, who were
younger and predominantly male, preferred semi-structured travel arrangements with friends
and were more willing to try new food. In addition to the demographic variables, the risk
perception variable should also be taken into account. For example, Familiarity Seeking
Generdists, who were predominantly males, had higher perceptions of risk compared to the
Organized Comfort Seekers. The psychographic perspective contradicts the earlier result

based on demographics that suggested males were more adventurous than females.

There were severa dining differences and restaurant preferences between the 3 clusters.
These are summarised as;

1. Explorers were very willing to dine in the pubs, however, flavour and price were the major
factors that affected their final decision. Therefore, it may proposed that any pubs with tasty
food and an affordable price will most likely be the Explorers’ first dining choice.

2. FSG tended to have wider acceptance towards most styles of restaurants, but the higher-
level restaurants were their preferred dining choice. Specifically, food style and atmosphere
were their mgjor influential factors, so we may confidently predict that the authentic style
restaurant would be their first dining choice.

3. OCS also showed a higher propensity to dine at higher quality restaurants, with price and
food style being likely to influence their final dining decision. Logically, the tour group

restaurant would be the first preference for their travel dining experience.

These findings can be applied to the dining decision model as proposed by this thesis to show

how those factors determine the choice of restaurant. The information provides a clear
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direction for tourism management to offer a satisfactory dining experience to Chinese visitors

in the future.
Organized Comfort
Seekers
v \ 4
Demographics Risk perception Travel style

More females, more 21-30 & 41- They had higher risk Moreinclusive travel

50 age, more below high school perceptions than Explorers but arrangements

education. income 1500-2999 R. lower than FSG Prefer travelling with family

v

Dining preferences
More likely to dine in high-level restaurants but least likely to dine in the pub, price

and food style would be their major dining concerns.

Figure 4.12 The Dining Decision Model Applied to Organized Comfort Seekers
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Explorers

A 4 A 4 A

Demographics Risk perception Travd style
More males, more 21-30 age, They had the lowest risk Some travel arrangement or
majority university educated perceptions inclusive travel

A 4

Dining preferences
They have the highest likelihood to dine in the pubs but least likely to dine in any high-level
and tour group restaurant scenarios, flavour and price would be major factors when they make

their dining decision.

Figure 4.13 The Dining Decision Model Applied to Explorers
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Familiarity Seeking

Generalists
A \ 4 A
Demographics Risk perception Travd style
More males, more 41-50 age, more They had the highest risk Prefer some travel arrangement or
income in 3000-4499, more education perceptions inclusive tour, prefer travelling
below high school & above post-grad with family or a partner
Y 4

A

Dining preferences
They had the highest propensity to dine in any high-level restaurant and
tour group restaurant, food style and atmosphere were the most influential

factorsfor their dining decision.

Figure 4.14 The Dining Decison Model Applied to Familiarity Seeking Generalists
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The major differences with respect to restaurant preferences across clusters are summarized
in Table 4.31. Food style in the pub scenario was more tantalizing for Explorers and they
were very willing to dine in that type of restaurant. However, flavour and price were the
major factors that affect their final decision. Consequently, any pubs with good flavour or an

affordable price will most likely be the Explorer’s first dining choice.

FSG on the other hand tend to have a wider acceptance of any style of restaurant, but the
higher-level restaurants were their preferred dining choice. Specifically, food style and
atmosphere were their mgjor influential factors, so we may confidently predict that the
authentic style restaurant would be their first dining choice. OCS aso had higher possibility
to dine at any high-level restaurant, with price and food style being likely to influence their

final dining decision. Logically, the tour group restaurant would be the first preference for

their travel dining experience.

Table 4.31 The Differences of 3 Clusterswith respect to Restaurant Preferences

Clusters Characteristics
Organized | Appealing attribute: Highest rating on hygiene in local high-level restaurant scenario
Comfort Higher rating than ‘E’ in local high-level, international hotel chain,
Seekers and tour group restaurant scenarios.
(0C9) Futuredining intention: Middle rating level for local high-level, international hotel chain,
N=107 tour group, exotic high-level restaurant scenarios

Influential attribute: Middle influential rating level, more likely to be influenced by price

and food style

Explorers | Appealing attribute: Highest rating on food style in the pubs,
(E) Higher rating than ‘O’ in exotic style fast food, international fast food,
N=105 food court and local fast food.

Futuredining intention: Lowest rating in local high-level, international hotel chain, tour

group, exotic high-level restaurants.
Influential attribute: Least influentia rating level, more likely to be influenced by flavour
and price.

Familiarity | Appealing attribute: Highest rating on most restaurant scenarios except two scenarios
Seeking Futuredining intention: Highest rating in local high-level, international hotel chain, tour
Generalists group, exotic high-level
(FSG) Influential attribute: Highest influential rating level, more likely to be influenced by
N=95 hygiene, food style and atmosphere
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The above findings show thereis an identifiable set of parameters, which can act as aguide to
better facilitate the needs of each target group. It isin the interests of Australian commercial
enterprise to make use of such findings to capitalize on marketing opportunities by providing
the correct mix of appealing and influential attributes to lure the different types of potential
tourists. The next Chapter presents the Australian version of this study and follows the same

format as this Chapter.
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Chapter 5

Potential Australian Tourists’ Food Preferences when Travelling
in China (Study 3)

5.1 Introduction

5.2 Resear ch Objectives
5.3 Methodology

5.4 Results and Discussion
5.5 Conclusion

5.1 Introduction

According to the World Tourism Organization, China ranked fifth among the world’s top
tourism destinations in 2004 (World Tourism Organization, 2005). Among China’s income
generating markets, the average total expenditure of the top five nations were from the West.
Countries including Canada (US$1,696 million), Germany (US$1,640 million), France
(US$1,521 million), Australia (US$1,436 million), and the United States (US$1,328 million)
produced the greatest earnings for China’s inbound tourist markets (Canadian Tourism
Commission, 2005a). Asit is for the Australian inbound tourist market from China, it is aso
very important for the Chinese inbound market to appreciate Western tourists’ food

preferences and cater to them accordingly.

Australia is a key source for generating tourists to China from the Southern hemisphere
(China National Tourism Administration, 2000a). In recent years, Australian tourist numbers
to China have increased steadily. The number of Austraians travelling to China in 2000

reached 234,000, up 15% from the year prior. Between the year beginning 1% July 2005 and
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the year ending June 2006, the largest growth in Australian resident departures was to
Thailand, China (including Hong Kong) and Singapore with an average annua growth rate of

32.1%, 22.1% and 16.0% respectively (Tourism Queensland, 2006b).

This study, like the previous study described in Chapter 4, combines the concepts of risk
perceptions and novelty seeking behaviour to examine how those internal characteristics
might influence Australian visitors’ food preferences and dining decisions when they travel to
China. The study categorised respondents into distinct groups based on their novelty seeking
habits and food preferences in order to examine whether there were any differences in their

decision making processes when it came to dining decision making while on holidays.

5.2 Resear ch Objectives

In order to understand Australians’ food preferences when they travel to destinations different
from their familiar environment, the research objectives of this study were:

1. To explore respondents’ attitudes towards, and preferences for, food in various
restaurant scenarios, taking risk perceptions and novelty seeking characteristics into
account.

2. To categories respondents on the basis of their profile on the International Tourist
Role (ITR) and Food Activity Preferences (FAP) scales.

3. To examine, whether there were any differences between resulting groups with
respect to risk perceptionsin relation to food.

4. To explore the relationship between traveller preference groups and the choice of

restaurant style.
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5.3 Methodology

Consistent with the second study, this study combined the concepts of risk perception and
novelty seeking behaviour to examine how those psychographic traits influence Australian
travellers’ food preferences while in China. This study categorised respondents into two
distinct groups and examined whether there was any difference in their decision making
process when it came to dining preferences. The same statistical methods were used for this

study as described in the previous Chapter for Chinese visitorsto Australia.

5.3.1 Questionnaire Design

This study employed the same questions from the previous study but this time the questions
were in English for the Australian respondents. The restaurant scenarios were aso slightly
different in that they were typical of the type of restaurants likely to be encountered while

travelling in China. A brief description of each type of restaurant is presented in Table 5.1.

Table 5.1 Restaurant Scenariosin China

Restaurant Scenariosin China

Exotic style This is a western style fast food restaurant, which provides you a cosy
(Western) fast food and relaxed dining environment with variations of sandwiches, salads,
cakes and drinks. It provides both take-away and dine-in services. You
can enjoy your meal and read fashion magazines or newspapers.

Local high-level The Chinese emperor style restaurant serves food originating from the
(Chinese Emperor) kitchen in sterling silver, china and crystal place settings and gives
style restaurant dinners a royal treat. It used to serve 108 kinds of dishes according to

historical records. You will be surprised at the remarkably wide array of
foods. Prices range from moderate to very expensive. Menu examples:
120~300 RMB per person.

I nternational This restaurant is in a reputed international hotel, which has a luxurious
Hotel chain design and interior with spectacular artworks. It provides extensive food
styles, you can choose a set menu, a la carte or buffet. You will
experience tranquil music while eating. You will have very hospitable
staff and well-experienced chefs providing you with the best possible
food.
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Table 5.1 Continued

Restaurantsin China

Internationa
Fast food

These are world-wide international fast food chain restaurants e.g.
McDonalds, Hungary Jacks, Subway, and Pizza etc., which supply food
quickly and provide minimal service. They usually provide standardized
food, service and atmosphere with a fixed price. It is convenient for you
to take away, drive-through or dine-in based on your preferences. The
trading hours are also convenient for you from morning or night or even
24 hours.

Tour group

This restaurant usually provides Chinese style food for tour groups. You
will have a set menu (usually 8 dishes and one soup) arranged by atravel
agent. You will get a certain number of dishes that you share with your
group and only have limited time to finish your mea due to the tight
schedule. The atmosphere is often noisy and crowded. Menu example:
60 RMB per person.

Food court

A food court is a type of indoor plaza contiguous with the counters of
multiple food vendors and provides a common area for self-serve dining,
often found in shopping malls and airports. Patrons order their meals at
one of the many counters, then carry the meal to the common dining area
without loneliness. Consumers have a range of choicesin relation to their
diet and preferences.

Authentic (Chinese)
Style

This teahouse is a two-story building restaurant with two stone statuesin
the form of guarding lions. Customers can watch al kinds of traditional
Chinese performances, such as Chinese opera, cross talk, and story-
telling with drum accompaniment and enjoy their time over tea with
delicious traditional snacks and meals.

Local fast food

These are Chinese loca fast food restaurants, which provide you with
convenient service and affordable prices from morning till night. They
offer you a local flavour of typical Chinese food with a modern
atmosphere. Y ou can choose your preference from a variety of set menu
items, either dine-in or take-away.

Exotic high-level
(Western style)

This western style restaurant is not star-rated but serves a variety of
beef steak, chicken and seafood in more casual and unsophisticated
ambience. The smiling waiter holding the meat to be barbecued in front
of you will politely tailor the meat to your specific demand.

Pubs

Pubs provide beverages over food, and entertainment for a wide range of
ages, functions, events, tastes and styles. It is the most popular place for
people to get together with friends and exchange culture between east
and west. The atmosphere is often noisy, crowded and smoky. At the bar
you'll find awide selection of wines by the glass, beers on tap and even a
cocktail list.

Street Vendor

Street vendors can be seen scattered in urban spaces and streetscapes and
usualy are available at any time of the year. You can find a wealth of
products at varied price ranges and you can negotiate for the price. They
can tailor the flavour to each customer’s taste. In front of a food stal,
you may feel amazed at the skilful performances of vendors.
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In this study street vendors were included as an additional dining choice and the authentic
style restaurant would naturaly refer to a typical Chinese restaurant. The detalls of the
guestionnaire are not repeated in this section. The questionnaire (see Appendix D) contained
the same sections of Part A, Part B, Part C and Part D as previously described in Chapter 4.
Respondents rated the appeal of each restaurant on eight attributes and were asked to rate the
likelihood of them dining in each restaurant if they were to visit China. Respondents were
similarly asked to identify the factors, which would most strongly influence their decision to
dine in a particular restaurant. The same risk dimensions were examined as in Chapter 4 ~
those being; communication, psychological, socia, health, and value risk dimensions. The
final question of part A asked respondents’ intention whether they would attend a

brewery/gourmet tour in China.

5.3.2 Data Collection

The questionnaire was administered to Australian respondents in Australia. The questionnaire
was pilot-tested to examine if the statement questions were clearly understood. The survey
was conducted by distributing questionnaires to students at 3 universities; James Cook
University, University of Queensland and Murdoch University in Western Australia. The

full-scale survey was conducted between April and the end of July 2006.

Data was collected from students by the same means of snowball sampling as described in
the previous Chapter. The completed surveys were collected from the students in class
approximately 2 -3 weeks after they were distributed. The Universities were chosen based on
the identification of tourism colleague’s willingness to assist in accessing students and the

mix of aregiona city and two capital cities.
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In total, 600 questionnaires were distributed, 150 at the James Cook University and 450 at the
University of Queensland and Murdoch University. Out of 150 questionnaires distributed at
James Cook University only 55 questionnaires were returned. Out of 450 questionnaires
distributed at University of Queensland and Murdoch University, only 147 were returned.
Incentives were provided to students to return 3 completed surveys. Unreturned or
incomplete questionnaires arose either because of refusal or because the students could not
find suitable people. The response rate from Australians was a disappointing 35% as

compared to the Chinese respondents with a response rate of 86%.

Table 5.2 Questionnaire Distributions

Survey Distribution James Cook University of Murdoch Total N
University Queendand University
(N) (N) (N)
Number distribution 150 300 150 600
Number returned 55 79 74 208
No returned or 95 221 76 392
returned empty
Total Return rate 37% 26% 49% 35%
5.3.3 Data Analysis

In order to address the aims of the study, several statistical techniques were used based on the
nature of data, including frequencies, Factor Analysis, Cluster Analysis, Independent T-test,
and Chi-sguare (x2), Repeated Measure, and Non-parametric one sample Chi-square (y2)

methods.
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5.4 Results and Discussion

5.4.1 Demographic Profiles of Respondents

Table 5.3 presents the information concerning the respondents’ demographic profiles. The

sample consisted of males (41.0%) and females (59.0%).

Over one third of the respondents were from the 21-30 age group, this is a reflection of the
fact that the survey was carried out at university campuses. Another one third of respondents
(29.1%) was from the 41-50 age group, the last one third included 14.8% of respondents

below 20 but above the 18 aged group, 9.9% between 31 and 40, and 11.4% from above 50

age group.

With respect to education, around 80% of them had at least tertiary level education or were

studying at universities. Only 3% of respondents had below high school level education.

In terms of monthly income distribution, more than one third of respondents (34.2%) earnt
between AU$501-2,000 followed by 18.1% earning between AU$2,001-3,500 and 13.6%
earning between AU$3,501-5,000. With regard to occupation, the majority were students

(35.3%), followed by professionals (29.4%) and retailers (11.4%).
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Table 5.3 Demographic Profiles of Respondents

Demogr aphic Profile

of Respondents

Frequency (N = 208)
Per cent (%)

Gender Male 41.0
Female 59.0
Age <or=20 14.8
21-30 35.0
31- 40 9.9
41-50 29.1
51- 60 8.4
61- 70 or above 3.0
Education Below high school 3.0
Graduated from College 17.2
Studying at University 12.6
Graduated from University 34.8
Above postgraduate 32.3
Monthly Income AU$ 0 9.0
<500 10.6
501-2000 34.2
2001-3500 18.1
3501-5000 13.6
5001-6500 9.0
6501-8000 5.5
Occupation Executive 1
Professional 294
Tradesperson 4.5
Retail/marketing 114
Technical /skilled work 6.0
Student 35.3
Office/clerical 55
Retired 43
Other 25
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5.4.2 Past Travel Experiencesand Future Travel Intention

Table 5.4 presents results relating to respondents’ past travel experiences and Table 5.5
presents their future travel preferences. When respondents were asked if they had had any
international travel experience, 79.2 percent replied in the affirmative. The majority of these
respondents had travelled to Asia (30.8%), followed by the Pacific region (23.4%) and

Europe (22.4%).

Fourteen point one percent of respondents had been to Chinabefore. Of these, most had been
to China with a partner (38.1%), or by themselves (28.6%), followed by family (23.8%). In
terms of tour arrangements, more than half (55.0%) the respondents travelled independently
to China, 25% of respondents relied totally on a travel agency, and 20% of respondents

indicated that atravel agent arranged part of the tour.

Table 5.4 Past Travel Experiences

Past Travel Experiences
Have been overseas | Asia Europe Africa America Pacific Region
164 (79.2%) (30.8%) (22.4%) (7.5%) (15.9%) (23.4%)
Ever been to Yes=29 (14.1%)
China before? No = 177 (85.9%)
If yes, with who? Myself = 6 | Friend=2(9.5%) | Family = 5 | Boy/girlfriend
(N=21) (28.6%) (23.8%) = 8 (38.1%)
Travel All Inclusive tour Some-arranged Fully self-arranged tour
arrangement =5 (25%) tour = 4 (20%) = 11 (55.0%)
(N = 20)
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With respect to future travel intentions, 65% of respondents indicated that they were very
unlikely or unlikely to visit China within two years but around 22% said they might go to
China. Almost 42% of respondents indicated that they would more than likely to go to China
within 5 years, but 40% indicated they were still unlikely to go even over the longer period.

Although there was only 21.8% of respondents who were willing to travel to Chinawithin the
next two years, respondents indicated this number should increase by nearly double over the
next five years. With 65% of respondents indicating their negative intention to travel to China
it implies that Australians do not regard China as a priority destination in the short-term

(Table5.5).

Almost half the respondents indicated a high level of interest in participating in a gourmet
tour if they travelled to China. Thisfinding is supportive of research by Heung and Qu (2000)
and Jacobsen (2000) who found tourists exhibit strong interest in trying new and unfamiliar
food when away from home. This information may provide an opportunity for Chinese
tourism management to take use of culinary resources to promote the inbound market from

Austraia

Respondents indicated that if they were to travel to China, they would do so with their partner

(44.6%) followed by family (23.8%), friends (22.8%) and alone (8.4%).

Nearly two thirds of respondents indicated that they would prefer their trip to be arranged
fully (21.7%) or in part by a travel agency (42.9%) rather than by themselves (35.5%).
Interestingly, this finding was not consistent with their past travel habits, since they had
previously indicated that they were more independent travellers. Perhaps, the language

barrier may be a reason for their concern as the Chinese language is vastly different from

181



English.

Table 5.5 Future Travel Intentionsto China

Future Travel Intention to China
Very unlikely | Unlikely No idea Likely Very likely
Intwo years 45.1% 19.9% 13.1% 12.1% 9.7%
(N=206)
Infiveyears 25.2% 15.5% 17.5% 25.2% 16.5%
(N=206)
With whom would | Alone Friends Family Boy/girl
you travel (N=202) | =17 (8.4%) =46 (22.8%) | =48 (23.8%) friend =90
(44.6%)
Travel All inclusive Some Fully
arrangement =44 (21.7%) | Arranged self-arranged
(N=203) tour tour
=87 (42.9%) | =72 (35.5%)
Will you visit a Very unlikely | Unlikely No idea Likely Very likely
brewery or attend =40 =32 =31 =52 =49
a gour met tour (19.6%) (15.7%) (15.2) (25.5%) (24%)
(204)

5.4.3 Results-Resear ch Objective 1

To explore Australian respondents’ travel preferences and attitudes towards food in various

restaurant scenarios, taking risk perceptions and novelty seeking characteristics into account.

5.4.3.1Novelty Seeking and Travel Style ~International Tourist Role (ITR) Scale

The ITR scale was applied to the Australian respondents to investigate their novelty seeking
habits with relation to their travel preferences. The mean value of each item on each different

dimension is presented in Table 5.6.

The results indicate that, overal the respondents most strongly agreed with the following

Social Contact Dimension statements; ‘I prefer seeking the excitement of complete novelty
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by engaging in direct contact with a wide variety of new and different people’ (3.92), ‘I
prefer associating with the local people when travelling in a foreign country’ (3.87) and ‘I

prefer making friends with the local people when travelling in aforeign country’ (3.85).

Additionally, ‘I prefer travelling to countries that are popular tourist destinations’ (2.91) and
‘| prefer travelling to a country with a well-developed tourism industry’ (2.91) were the
highest rated in the Destination-Oriented Dimension. The statement of; ‘I prefer making all of
my major arrangements through travel agencies when travelling in a foreign country’ (3.15)

was rated the highest for the Travel Services Dimension.

Conversdly, the lowest ratings were for the Destination-Oriented Dimension statements of ‘I
prefer travelling to countries where the culture is similar to mine’ (2.22) and the Travel
Services Dimension statement of ° I prefer having travel agencies take complete care of me,

from beginning to end, when travelling in aforeign country © (2.44).

Overdl, Australian respondents scored highest on the SCD (3.74), followed by the TSD (2.69)

and then the DOD (2.51).
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Table5.6 Travel Preferences (ITR Scale)

ITR Scale

Social contact Mean | Destination-oriented Mean | Travel services Mean
Dimension (SCD) (3.74) | Dimension (DOD) (2.51) | Dimension (TSD) (2.69)
Prefer seeking the 3.92 Prefer travelling to 291 | Prefer making al of my | 3.15
excitement of complete countries that are popular major arrangements
novelty by engaging in tourist destinations. through travel agencies
direct contact with a when travellingin a
wide variety of new and foreign country.
different people.
Prefer associating with 3.87 Prefer travellingto a 291 | Prefer beingonaguided | 2.71
the local people when country with awell- tour when travelling in a
travelling in aforeign developed tourism foreign country.
country. industry.
Prefer making friends 3.85 | Prefer travelling to 2.78 | Prefer starting trip with | 2.66
with the local people countries no pre-planned or
when travellingin a where there are definite timetable when
foreign country. international travelling in aforeign

hotel chains country.
Prefer having as much 3.82 Put high priority on 247 | Prefer starting atrip 251
personal contact with familiarity with no pre-planned or
local people. when thinking of travel definite route when

destination. travelling in aforeign

country.

If | find a place that 3.67 Prefer travelling to 241 | Prefer having travel 244
particularly pleases me, | countries where they have agenciesto take
may stop there long the same transportation complete care of me
enough for social system asin my country from beginning to end
involvement in the life of when travellingin a
the place to occur. foreign country.
| prefer living the way 3.31 | Prefertravelling to 2.39
the people | visit live by countries where they have
sharing their shelter, the same tourism
food, and customs during infrastructure asin my
my stay. country.

Prefer travelling to 2.28

countries where the people

are of the same Ethnic

group as mine.

Prefer travelling to 2.23

countries where there are

restaurants familiar to me.

Prefer travelling to 2.22

countries where the
cultureis similar to mine.
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5.4.3.2 Novelty Seeking and Food Pr eferences ~ Food Activity Preference (FAP) Scale

Table 5.7 presents the results relating to respondents’ food preferences while travelling to
another country. Respondents most strongly agreed that they prefer to; sample local foods
(4.19), and dine at restaurants serving regional speciaties (4.04). Lowest ratings were

provided for dining at a chain restaurant (2.29) and dining at afast food restaurant (2.05).

Table 5.7 Food Activity Preferenceswhile Travelling

Food Preferenceswhile Travelling (total average=3.15) Mean
Prefer sampling local foods 4.19
Prefer dining at a restaurant serving regional specialties 4.04
Prefer dining at a restaurant serving distinctive cuisines 3.89
Prefer visiting a local farmer’ market 3.68
Prefer visiting a brewery 3.38
Prefer purchasing cookbooks with local recipes to take back home 3.35
Prefer visiting a self-brew pub 3.29
Prefer dining at high quality restaurants 3.04
Prefer visiting wineries 3.02
Prefer purchasing local product to take back home 294
Prefer making an advance reservation to dine at a specific restaurant 2.80
Prefer going to restaurant just to taste the dishes of a particular chef 2.69
Prefer eating at places serving food | am familiar with 2.68
Prefer dining at a chain restaurant 2.29
Prefer dining at fast food restaurant 2.05

5.4.3.3 Mean Values of Attributesfor Each Type of Restaurant

The following section presents the appeal ratings for each of the 11 restaurant scenarios
presented to respondents. Table 5.8 shows the overall mean ratings of the eight attributes for
the different restaurant scenarios, as well as an overal dining intention. Table 5.9 indicates

which attributes most strongly influenced the dining decision for each scenario.
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Table5.8 Mean Values of Appealing Attributesfor Each Type of Restaurant

Types of Food | Flavour | Variety | Service | Hygiene | Price | Convenience | Atmosphere | Future

restaur ant style quality Dining
intention

Exoticstyle | 291 | 2.95 242 3.04 3.34 3.70 | 3.77 2.87 284

fast food

Local 340 | 328 3.75 3.93 3.80 289 | 323 4.00 3.40

high-level

International | 3.77 | 3.92 3.75 4.00 4.03 277 | 341 3.67 334

Hotel chain

International | 2.23 | 2.33 221 2.80 297 355 | 375 2.03 2.73

fast food

Tour group | 3.37 | 3.38 3.20 2.90 3.10 3.77 | 3.36 2.69 3.24

Food court 326 | 321 3.39 3.06 2.86 374 | 395 2.69 3.47

Authentic 400 | 3.90 393 395 3.67 405 | 373 4.32 4.09

style

Local 326 | 315 3.39 3.27 3.07 388 | 3.90 3.0 353

Chinese

fast food

Exotic 282 | 285 2.76 3.24 3.08 311 | 314 294 3.05

high-level

Pubs 242 | 250 2.39 2.62 2.61 311 | 3.00 2.92 2.87

Street 341 | 340 343 334 224 395 | 39%4 3.38 345

vendors

F-value 39.65 | 34.90 70.75 59.26 56.12 4940 | 21.14 58.53 19.98

(p- value) (.000) | (.000) (.000) (.000) (.000) (.000) | (.000) (.000) (.000)
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Table 5.9 Influence of Restaurant Attributes on Future Dining I ntentions

% (yes) of Respondents Who Indicated Attribute I nfluence Dining Decision

Food Flavour | Variety Service Hygiene | Price Convenience | Atmosphere
style quality
Exotic style 58.9 46.5 41.6 233 50.5 54.3 41.6 27.7
fast food (X% 24.05 7.49
p- value *% *
Local 64.0 61.5 515 25.0 325 46.0 15.0 41.0
high-level (X | 9.92 18.95 7.69 41,59
p- value * *% * *%
Inter national 60.0 493 46.3 40.5 38.2 49.0 25.9 41.0
hotel x?) | 417 19.17 10.96
p- value * *k *%
International 35.2 36.8 20.7 22.3 26.9 52.3 710 14.0
fast food (X% | 24.13 6.81 35.32 4.44 95.50 43.90
p -value *% * *% * *% *%
Tour group 52.8 47.2 41.7 33.2 33.8 58.8 42.7 40.2
x? 3.94 3.87
p- value * *
Food court 42.6 34.3 47.5 20.1 304 64.2 716 16.2
(X2) 8.58 1151 4.83 12.54 104.44 38.01
p- value * *% * *% *% *%
Authentic 65.1 57.4 51.8 30.3 26.7 47.7 27.0 724
style (X9 11.73 9.99 7.96 484 8.37 105.53
p- value *% * * * * *%
L ocal fast food 56.9 46.9 437 23.0 30.6 58.2 60.2 24.0
(x?) 45.19 14.29
p- value *% *%
Exotic 57.9 432 40.7 311 284 49.5 395 33.7
high-level (X%
p- value
Pubs 39.3 324 354 17.6 25.3 42.3 42.3 64.6
(XZ) 13.47 13.82 8.07 6.35 10.01 59.23
p-value | *x=* * * * *%
Street 451 45.8 43.2 28.6 484 50.0 50.0 326
vendors (X3 472 17.47
p- value * *%
Overall % 52.53 45.57 42.19 26.82 33.79 51.83 44.25 37.04

*: p- value < .05 (significant); **
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5.4.4 Differences across the Restaur ant Scenarios on each Appealing Attribute

A repeated measures ANOV A was used to determine if significant differences existed across
the restaurant scenarios on each of the eight attributes. The resultsin Table 5.8 indicated that
the authentic Chinese style (4.0) and the international hotel chain (3.77) scenarios rated
highest on food style, particularly when compared to the international fast food chain (2.23)

and the pubs (2.42).

Flavour had the highest rating at the restaurant in the international hotel chain (3.92),
followed by the authentic Chinese style restaurant (3.90), but the international fast food
restaurant was rated lowest (2.33). Variety was rated the highest for the authentic Chinese
style (3.93), and the lowest for the international fast food chain (2.21). Service quality (4.0)
was regarded as the most appealing attribute for the international hotel chain restaurant and
the lowest for pubs (2.62). Hygiene was rated the highest in the international hotel chain
(4.03) but the lowest in the street vendor (2.24). The authentic Chinese style restaurant (4.05)
and the street vendor (3.95) were rated best on price. Convenience was rated highest for the
food court (3.95) and the street vendor (3.94). Atmosphere was the most appealing attribute
for the authentic Chinese style restaurant (4.32) followed by the local high-level restaurant

(4.0).

Collectively, the most preferred dining choice was the authentic Chinese style teahouse

restaurant (4.09) but the international fast food chain (2.73). Western style fast food (2.84)

and the pubs (2.87) were rated least likely to be visited whilein China.
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5.4.5 Most Influential Factors Affecting Respondents’ Dining Decision

This section used the Non-parametric one sample Chi-square test, to provide information on
which attributes were the most influential factors in respondents’ dining decision for each

different restaurant. (Refer to Table 5.9)

Food style was less likely to be an influentia factor for the international fast food chain
(35.2%), but more likely to be the influential attribute for the authentic Chinese style

(teahouse) (65.1%), and the local high-level restaurant (64.0%) scenarios.

Flavour was less influential for pubs (32.4%), and the food court (34.3%) restaurant scenarios,
but it was the most important factor for local high-level (61.5%) and the authentic Chinese

style restaurant scenarios (57.4%).

The influence of variety in the authentic Chinese style restaurant scenario (51.8%) was
significantly higher than for other restaurant scenarios, particularly the international fast food

chain (20.7%).

Service quality was regarded as less influential in the pubs (17.6%) and the food court
(20.1%) restaurant scenarios, however it was very influential in the international hotel chain

restaurant (40.5%).

Respondents considered hygiene was a mgjor influentia factor when deciding whether or not
to choose the Western style fast food restaurant (50.5%) and street vendors (48.4%), but it
was not given much priority in the pubs (25.3%), authentic Chinese style (teahouse)

restaurant (26.7%) or in the international fast food restaurant (26.9%).
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Price was the most influential factor for respondents in deciding whether or not to dine in the

food court (64.2%) and the tour group restaurant scenarios (58.8%).

Convenience was the mgjor reason for respondents to dine in the food court (71.6%), and
international fast food restaurant scenarios (71.0%). Conversely, convenience was not
considered as much in the local high-level Chinese emperor style restaurant (15.0%), the
international hotel chain (25.9%) and the authentic Chinese teahouse restaurant scenarios

(27.0%).

Atmosphere was the major reason for respondents to dine in the authentic Chinese teahouse
(72.4%) and the pub (64.6%) scenarios. By contrast, atmosphere was the least influential
factor for dining in an international fast food chain (14.0%), and the food court restaurant

scenarios (16.2%).
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5.4.6 Relationship between Appealing and Influential Attributesin Each Restaurant

5.4.6.1 Appealing and Influential Attributesin the Exotic Style Fast Food Restaur ant

For the exotic style fast food restaurant, convenience (3.77) and price (3.70) were the most
appealing attributes, but the future dining intention was only (2.84). The attributes which had
the most influence on future dining intentions were; food style (58.9%), price (54.3%), and

hygiene (50.5%) (See Figure5.1).

Exotic Style Fast Food
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— ) E Atmosphere
..8. 30 | L Se‘r)vice
S 20
"'E 10
- 0
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Appeal rating (1~5)

Figure 5.1 Relationship of Appealing and Influential Attributesin the Exotic Style Fast
Food Restaurant for Australian Respondentsin China
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5.4.6.2 Appealing and Influential Attributesin the L ocal High-L evel Restaurant

The most appealing attributes of the High-level (Chinese emperor style) restaurant are,
atmosphere (4.0), and service quality (3.93). The future dining intention rating was (3.4).
The attributes, which had the most influence on future dining intentions for the Chinese
emperor restaurant scenario, were food style (64.0%) followed by flavour (61.5%), but

convenience (15%) wasthe least influential factor (See Figure 5.2).

L ocal High-L evel Restaurant

B 100 |
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] i
T 20 - _
> 7 Convenience
= 10
S o
1 15 2 25 3 35 4 4.5 5

Appeal rating (1~5)

Figure 5.2 Relationship of Appealing and Influential Attributesin the Local High-L evel
Restaurant
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5.4.6.3 Appealing and Influential Attributesin the International Hotel Chain

For the restaurant in an international hotel chain, hygiene (4.03) and service quality (4.0)
were the most appealing factors. The future dining intention rating was (3.34). The most
influencing attribute to this type of restaurant was food style (60.3%) followed by flavour

(49.3%) (Figure 5.3).

Restaurant in the I nternational Hotel Chain

100
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Figure 5.3 Relationship of Appealing and Influential Attributes in the International
Hotel Chain
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5.4.6.4 Appealing and Influential Attributesin the International Fast Food Chain

For the international fast food chain restaurant, convenience (3.75) was the most appealing
factor, followed by price (3.55). Also convenience (71.0%) and price (52.3%) were regarded

as the major influencing attributes, but the future dining intention was the lowest (2.73).

International Fast Food Restaur ant
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Figure 5.4 Relationship of Appealing and Influential Attributes in the International
Fast Food Chain
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5.4.6.5 Appealing and Influential Attributesin the Tour Group Restaurant

Price (3.77) was the most appealing attribute for the tour group restaurant, and flavour (3.38)
was the second most appealing factor. The most influential attributes for the tour group

restaurant were price (58.8%) and food style (52.8%).

Tour Group Restaurant
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Figure 5.5 Relationship of Appealing and Influential Attributes in the Tour Group
Restaur ant
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5.4.6.6 Appealing and Influential Attributesin the Food Court Scenario

With respect to the Chinese food court, convenience had the highest appeal rating (3.95),
followed by price (3.74). Likewise, convenience (71.6%) and price (64.2%) were aso the
major factors influencing the decision to dine at the food court and the likelihood of dining at

the food court was third highest at (3.47).

Food Court
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Figure 5.6 Relationship of Appealing and Influential Attributesin the Food Court
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5.4.6.7 Appealing and Influential Attributesin the Authentic Style Restaurant

Turning to the authentic (Chinese teahouse) restaurant, atmosphere (4.32) was the most
appealing attribute, followed by price (4.05), and food style (4.0). Respondents had the
strongest intention (4.09) to dine at this type of restaurant. Atmosphere (72.4%), Food style
(65.1%) and Flavour (57.4%) were the most strongly influencing factors for this type of

restaurant in China.

Authentic (Chinese) style Restaur ant
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Figure 5.7 Relationship of Appealing and Influential Attributes in the Authentic Style
Restaur ant
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5.4.6.8 Appealing and Influential Attributesin the L ocal Fast Food Restaur ant

Convenience (3.90) (60.2%) had the highest appeal rating and influence for the local Chinese
fast food restaurant. Price (3.88) (58.2%) was secondary. Future dining intention was ranked

second (3.53) of all restaurant scenarios.

L ocal Fast Food
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Figure 5.8 Relationship of Appealing and Influential Attributesin the Local Fast Food
Restaurant
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5.4.6.9 Appealing and Influential Attributesin the Exotic High-L evel Restaur ant

Service quality (3.24) was the most appealing attribute for the high-level Western style
restaurant, followed by convenience (3.14). The major consideration in this type of restaurant

was food style (57.9%). This restaurant ranked eighth as a future dining choice.

Exotic High-L evel Restaurant
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Figure 5.9 Relationship of Appealing and Influential Attributes in the Exotic High-
Level Restaurant
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5.4.6.10 Appealing and Influential Attributesin the Pub Scenarios
Most respondents regarded price (3.11) as the most appealing factor for pubs, convenience
(3.0) was the next. However, the future intention was low (2.87). Atmosphere (64.6%) and

convenience (42.3%) are both more influentia to their decision (Figure 5.10).
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Figure 5.10 Relationship of Appealing and Influential Attributesfor Pubs
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5.4.6.11 Appealing and I nfluential Attributesin the Street Vendor Scenarios

Most respondents regarded price (3.95) as the most appealing factor for the street vendors,
the next was convenience (3.94). Also, price (50.0%) and convenience (50.0%) were the
major influential factors to affect their dining intention for this type of restaurant. The future

intention of dining with the street vendor was rated as respondents’ forth choice (3.45).
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Figure 5.11 Relationship of Appealing and Influential Attributes for Chinese Street
Vendors as Assessed by Australian Respondents

Overal, respondents rated the least likelihood for their future dining intentions at the
international fast food restaurants (2.73), and then the Pubs (2.84) both below 3.0. Conversely,
the authentic Chinese teahouse was identified as the most preferred restaurant they would like

to dine at whilein China.
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5.4.7 Risk Perceptionswith regard to Food Preferences While on Holidays

Risk perceptions in relation to food are comprised of the ‘physical’, ‘value’, ‘social’,
‘psychological’ and ‘communication’ dimensions. These dimensions were applied in this

current study.

Overdl, Australian respondents had the highest perception of risk in the hedth risk
dimension (3.41), followed by the communication risk (3.24), the value risk dimension (2.88),

the psychological risk (2.73) and the socia risk dimension (2.06).

Respondents had the highest agreement on the following statements in each dimension. That
‘pictorial menus help me to order a meal’ (4.02) for the communication risk dimension;
‘potential health problems are a concern’ (3.61) for the health risk dimension; ‘I worry
shopkeepers would cheat me because I am not a local’ (3.15) for the psychological risk
dimension; and ‘I worry whether I would get value for money’ (3.22) for the value risk

dimension.

The lowest ratings fell within the Social Risk Dimension statement of ‘I would consider what

people, (whose opinion was of value to me) would think of me, if they knew | dined in an

improper place’ (1.94) (Table 5.10).
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Table5.10 Risk Perceptionswith regard to Food Preferences

Risk Dimensions (Overall Mean) Rating from 1:Strongly Disagreeto 5 strongly Agree
Communication Psychological Social Risk Health Risk Value Risk
Risk (3.24) Risk (2.73) (2.06) (341) (2.88)
Pictorial menushelp | | worry . . .
me to order ameal shapkeepers Relatives may not Potential health | | worry that | might
(4.02). would cheat me like souvenirs| problems are a not get value for
because | amnot | poyght for them concern (3.61). | money (3.22).
aloca (3.15).
(2.24).
! Worr¥ | might get : Wo'rry food may | worry about using | | may get sick It would not be a
something not what | | not fit my
want dueto expectation the cutlery from food if | good idea to spend
misunderstanding (2.93). improperly whilel | had something | my money on
menu (3.20). . . :
am eating (2.06). unfamiliar buying some food |
(3.35). do not know (2.54).
| worry therg willbe | A togr guide |s. | worry others Thereisa
communication very important if
problems while | need to would beinfluenced | possibility of
dining (3.03). communicate by my attitudeon | contracting
with people food (1.98 infecti
whiletravelling | 1000 (1.98). infectious
(2.72). diseases

while dining out
(3.28).

It would be very
important if waiters
could speak the same
language as mine
(2.72).

| would rather
buy some food |
am familiar with

(2.67).

| would consider
what people, whose
opinion was of
value to me, would
think of me, if they
considered | dined
in an improper

place (1.94).

It ishard to find
food whichiis
suitable for me

(2.57)

| would buy
something that
most people
would buy
(2.34).
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5.4.8 Discussion-Resear ch Objective 1

5.4.8.1 Novelty Seeking and Travel Preferences ~ International Tourist Role Scale

On the ITR scale, respondents gave the highest scores on the SCD, followed by the TSD and
then the DOD. Specifically, they strongly supported the statement of ‘I prefer seeking
excitement of complete novelty by engaging in direct contact with a wide variety of new and
different people’ (3.92), in the SCD. This demonstrated Australians’ nature to search for
adventure and desire the experience of another culture. Conversely, the lowest ratings for the
DOD, was on the statement of ‘I prefer to travel to countries where the culture is similar to
mine’. This finding was not typically in line with their past travel experiences, as many trips
were to Western Europe where similar cultural backgrounds exist with Australia. The
findings suggest that a similar cultural destination may be not very appealing to Australians’
respondents because of their desire for novelty experiences. However, the final destination
decision will most often be contemplated by the level of perceived risk. Again, this result
supports the notion that combining novelty seeking behaviour and risk perceptions could

predict the choice of destination more precisely.

5.4.8.2 Novelty Seeking and Food Preferences While Travelling ~ Food Activity
Preference (FAP) Scale

With regard to potential food activities in China, the Australian respondents strongly
supported the statements of; ‘I prefer sampling local foods’ and ‘I prefer dining at a
restaurant serving regional specialties’. Lupton (2000) mentioned that variety and novelty
appeared to be of comparatively low importance in the participants’ choice of meals prepared
at home, but these findings suggest that the novelty factor of local cuisine is considered an
important part of the travel experience. By contrast, ‘dining at a fast food restaurants’ and

‘dining at a chain restaurant’ recorded the lowest ratings. Given that the current research was
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confined to the dining occasion while travelling in another country, the logical conclusion
could be to assume that people have different food preferences between daily routines and

holidays.

5.4.8.3 The Relationship of the Most Appealing and Influential Attributes for Future
Dining Intention

As the previous study indicated, the most appealing factor of a particular restaurant was not
necessarily the factor that would influence respondents’ final dining decision. For example,
atmosphere was the major influential factor in the pubs but price was the most appealing
factor. Likewise, convenience was the most appealing factor but not the most influential
factor for the Western style fast food restaurant scenario. Of importance, the influential
attribute does not only highlight the information of their dining choice, but it aso identifies

the factors that may restrain respondents’ future dining choices (Table 5.11).

For some restaurant scenarios the most appealing and influential attributes rated the same.
For instance, convenience and price were the most appealing factors as well as the most
influential factors in the following scenarios; the international fast food, food court, local fast

food restaurant and the street vendor scenarios.

Food style was the most common influential factor for determining respondent’s future
dining decision in five situations ~ the Western style fast food, the local high-level restaurant,
international hotel chain, the authentic style restaurant, and the exotic high-level restaurant
scenarios. This finding accords with Auty’s (1992) work that food type is the primary

variable of restaurant choice.
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Table 5.11 Summary of Appealing and Influential Attributesfor Each Restaurant

Types of The Most TheMost Influential Future Dining Intention

Restaurant Appealing Attributes (ranked in order asa mean
Attributes value of respondent’s

scoresfrom 1to 5)

Authentic Chinese Atmosphere Food style 4.09

Style (teahouse)

Loca fast food Convenience Convenience 353

Food court Convenience Food style 3.47

Street vendors Price Price 3.45

Local high-level Atmosphere Food style 3.40

I nternational Hygiene Food style 3.34

Hotel chain

Tour group Price Price 3.24

Exotic high-level Service quality Food style 3.05

restaurant

Pubs Price Atmosphere 2.87

Exotic style Convenience Food style 2.84

fast food

International Convenience Convenience 273

Fast food

The order of preference for dining in the different types of restaurants if they were to travel to
China would be; the authentic teahouse restaurant first, followed by the local Chinese fast
food restaurant and then the food court. Local cuisine represents a destination’s intangible
heritage, and through its consumption tourists can gain truly authentic cultural experiences
(Okumus, Okumus, & McKercher, 2007). It reveals why Austraians may have strong

motivation to expose themselves to new cultural experiences.
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5.4.8.4 Risk Perception with regard to Food Preferences While on Holidays
Collectively, Australian respondents had the highest risk perception in the health risk
dimension, followed by the communication risk, the value risk, the psychologica risk and

then the social risk dimension.

This result is in line with Cohen and Avieli’s (2004) finding that the principal reason for
tourists’ suspicion of local foods was fear of illness. The respondents’ concerns are
reasonable given that a bad stomach can spoil the overall travel experience. Wide-spread
practices of eating dogs and monkey brains perhaps causes the stress levels to increase

somewhat when Australians travel to China.

With the exception of the health risk dimension, the highest rating on risk given by Australian
respondents was on the communication risk dimension for the statement ‘Pictorial menus
help me to order a meal’. A common reason for the tourists’ avoidance of local culinary
establishments, even if they did desire to visit them, was their perceived difficulties in
identifying and ordering local dishes due mainly to language barriers. Pictorial menus would

obviously help diminish some of the anxieties about ordering unfamiliar dishes.

The lowest rating was for the social risk dimension statement of ‘I would consider what

people, whose opinion was of value to me would think of me, if they knew | dined in an

improper place’. This result seemed to reflect the nature of Australian individualism.
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5.4.9 Results-Resear ch Objective 2

To categories respondents on the basis of their profile on the International Tourist Role (ITR)

and Food Activity Preference (FAP) scales.

5.4.9.1 Factor Analysisof ITR and FAP Scales

The ITR scale consists of 20 statements measuring the respondents’ sensation seeking related
travel behaviour. Factor analysis was conducted on all the statements to derive a reduced set
of factors that could be used to cluster respondents into distinct tourist role typologies.
Principal Component Analysis was the method employed to arrive at a factor solution. The
extracted factors were rotated using the Varimax approach. A total of 4 factors with Eigen-
values greater than 1 were extracted. There was one statement of ‘I prefer travelling to
countries with awell-developed tourism industry’ in the Destination Oriented Dimension that
loaded on both the first and third factors above 0.5 (see Table 5.12). Considering the
conceptua relationship of this item was closer to the third factor, the study determined to

place thisitem in the third factor title of ‘Organized mass tourism’.

Each factor has been labelled with a specific name based on the highest factor loading score.

The results are tabulated in Table 5.13. The total percentage of variance explained is around

67.31%. The Cronbach’s alpha coefficient for reliability was 0.7609.
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Table5.12 Rotated Component Matrix

Statementsof ITR scale

Component

1

Same tourist infrastructure

.844

Cultureis similar to mine

.817

Same ethnic group as mine

77

Restaurants familiar to me

757

Same transportation system

731

High priority on familiarity

.676

Popular tourist destinations

.667

International hotel chains

.663

Making friends with the local people

.848

Having as much personal contact with the local

.825

Seeking excitement engaging in direct contact

with different people

774

Prefer associating with the local people

729

Living the way the people visit

live by sharing their food and shelter

.657

Stay longer, if a place please me

.628

Making arrangement through Travel agencies

.824

Having travel agencies take

complete care of me

799

Prefer being on a guided tour

743

Travelling to countries with well-

developed tourism industry

.503

.552

Starting with no pre-planned

time or definite schedule

.908

Starting with no pre-planned

or definite route

.889
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Table5.13 International Tourism Role Factors

Factors Variables Factor Eigen- Alpha
(Mean) (Mean) loadings | value
Familiarity | | prefer travelling to countries where they have the | 0.844 7.791 0.911
(2.48) same tourist infrastructure as in my own country.
| prefer travelling to countries where the cultureis | 0.817
similar to mine.
| prefer travelling to countries where the people are | 0.777
of the same ethnic group as mine.
| prefer travelling to countries where there are 0.757
restaurants familiar to me
| prefer travelling to countries where they have the | 0.731
same transportation system asin my country.
| put high priority on familiarity when thinking 0.676
of travel destinations.
| prefer travelling to countries that are 0.667
popular tourist destinations.
| prefer travelling to countries where there are 0.663
international hotel chains.
Factor 2 | prefer making friends with the local people. 0.848 2.891 0.856
Social | prefer having as much personal contact with the 0.825
contact local people as possible when travellingin a
(3.75) foreign country.
| prefer seeking excitement of complete novelty 0.774
by engaging in direct contact with awide variety
of new and different people.
| prefer associating with the local people. 0.729
| prefer living the way the people | visit live by 0.657
sharing their shelter, food, and customs during my
Stay.
If | find a place that particularly please me, | may 0.628
stop there long enough for social involvement in
the life of the place to occur.
Factor 3 | prefer making al of my major arrangements 0.824 1.638 0.863
Organized | through travel agencies.
mass | prefer having travel agencies take complete care | 0.799
tourism of me, from beginning to end.
seeker | prefer being on a guided tour when travellingina | 0.743
(2.81) foreign country.
| prefer travelling to countries with a well | 0.552
developed tourism industry.
Factor 4 | prefer starting a trip with no pre-planned time 0.908 1.142 0.884
Adventure | or definite schedule.
(2.59) | prefer starting a trip with no pre-planned 0.889
or definite route.
% of total explained variance=67.31% 0.769
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The 15 food preferences were aso factor analysed with the results presented in Table 5.14. A
total of five factors with Eigen-values greater than 1 were extracted. The total percentage of
variance explained is around 76.9%. The Cronbach’s alpha coefficient for reliability was
0.683.

Table5.14 Travellers’ Food Activity Preference Factors

Factors Variables Factor Eigen-Value Alpha
(Mean) (Mean) loadings

Factor 1 | prefer dining at fast food outlets (2.08). | 0.836 3.830 0.807
Familiar food | prefer dining at a chained restaurant 0.811

(2.34) (2.32).

| prefer eating at places serving food | am | 0.791
familiar with (2.70).

Factor 2 | prefer going to local brew pubs (3.27). 0.910 3.098 .863
Local beverage | | prefer visiting a beer brewery (3.03). 0.847

(3.23) | prefer visiting wineries (3.38). 0.821

Factor 3 | prefer dining at high quality restaurants | 0.786 1.364 .705
Gour met (3.07).

dining | prefer making an advance reservationto | 0.763

(2.85) dine at a specific restaurant (2.79).

| prefer going to arestaurant just to taste | 0.713
the dishes of a particular chef (2.66).

Factor 4 | prefer purchasing cookbooks withlocal | 0.762 1.194 .067
Food culture recipes to take back home (3.31).
(3.31) | prefer purchasing local product to take 0.757
back home (2.95).
I prefer visiting a local farmer’s market 0.643
(3.65).
Factor 5 | prefer dining at restaurants serving 0.893 1.116 .710
Authentic distinctive cuisines (3.88).
dining | prefer dining at arestaurant serving 0.689
(4.04) regional specialties (4.02).
| prefer sampling local foods (4.18). 0.577
% of total explained variance=76.9% 0.683

5.4.9.2 Categorising Tourists by Cluster Analysis

Factor scores on the International Tourist Role (ITR) scale and the Food Activity Preferences
(FAP) scale were calculated for all 208 respondents and entered into Quick Cluster on SPSS.
Factor scores were used in the clustering procedure because factor scores are more reliable

than single variables. Using cluster analysis, respondents were divided into 2 clusters. The
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two-cluster solution was chosen because it provided clear and meaningful differentiation on
the factors and produced relatively equal number of respondents in each cluster. Clusters

were labeled based on the characteristics of composite factors.

Table5.15 Cluster Analysis of Respondents

Explorers Organized
N=93 Comfort Seekers
N=97

Familiarity or similarity dimension -0.44889 0.406459
Social contact dimension 0.345775 -0.36727
Organized mass tourism dimension -0.49125 0.469726
Adventure dimension 0.25899 -0.26865
Familiar food dimension -0.6126 0.602817
Local beverage dimension 0.030347 -0.06814
Gourmet dining dimension -0.26083 0.302679
Food culture dimension 0.225858 -0.21234
Authentic dining dimension 0.159086 -0.12669

As in the previous study with Chinese respondents, Organized Comfort Seekers (OCS) and
Explorers (E) were identified but because of the lower number of Australian respondents
participating in the third study, Familiarity Seeking Generalists were not discernable from the

Australian results and subsequently that category was not included.
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Two Australian Clusters

0.8 -
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local food  locafood
col diner

-0.2 4

.04

-0.6 4

-0.8 -

—o— Cluster 1:Explorers —=— Cluster 2: Organized Comfort Seekers

Figure 5.12 Two Cluster Groups based on the Factor Scoresof ITR and FAP Scales

5.4.10 Discussion-Resear ch Objective 2

The 2-cluster solution was selected for further analysis because it provided the greatest
difference between clusters and yielded the most interpretable results. The number of clusters
can be determined either prior to performing any statistical procedures or after reviewing the
cluster solution (Jurowski & Reich, 2000). For market segmentation, few firms target more
than five different groups, many target two or three market segments (Reich, 1997).
Therefore, the two-cluster solution was chosen because it provided clear and meaningful
differentiation on the factors and produced relatively equal numbers of respondents in each

cluster.
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Cluster 1 was identified as ‘Explorers’ due to respondents receiving high scores on the social
contact, adventure and food culture dimensions, but lowest on organized mass tourism,
familiarity and familiar food dimensions. Cluster 2 was labeled ‘Organized Comfort Seeker’
because they had the highest score on ‘familiar food dimension’, ‘organized mass tourism’,
and ‘familiarity or similarity’ dimensions but the lowest scores in the ‘social contact’,

‘adventure’, ‘food culture’ and ‘authentic dining’ dimensions.

5.4.11 Results-Resear ch Objective 3

To examine, whether there is any difference between resulting groups with respect to risk

perceptionsin relation to food.

5.4.11.1 Differences between Cluster s acr oss Demographic Variables

Australian respondents demonstrated that they could be differentiated based on travel
preferences (including ITR and FAP scaes), therefore it is important to determine if the
resulting clusters differ with respect to respondents’ demographic profiles, travel experiences,
food risk perceptions and restaurant preferences. Thus, a series of Chi-square analyses (x2),
and Independent T-tests analyses were conducted to determine if significant differences

existed between the two clusters. The results are presented in Tables 5.16 and 5.17.

There was no significant statistical difference between the Explorers and the Organized
Comfort Seekers in most of the demographic variables with the exception of education. The
majority of the Explorers fell into ‘University graduate group’ (41.8%) and ‘Above
postgraduate category’ (30.8%). Nearly half the respondents (48.4%) in the Explorers were
students, followed by professional (31.9%). However, professionals (28%) formed the

majority in the Organized Comfort Seekers, followed by students (26.9%).
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For both clusters, the majority of respondents earnt between AU$501 and AU$2000 per
month (Explorers 47.3% and Organized Comfort Seekers 25.3%). This was followed by

AU$2001- $3500 per month (15.4%) and (20.9%) respectively.
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Table 5.16 Demographic Comparison of Clusters

Explorers Organized Comfort X2
N=93 SeekersN=97 P- value
Gender Male 41.1% 43.0%
Female 58.9% 57.0%
Age <or=20 8.9% 15.1%
21-30 46.7% 37.1%
31-40 10.0% 9.1%
41-50 26.7% 29.0%
51-60 5.6% 7.0%
>61 2.2% 2.7%
Education | Completed high 12.1% 26.1% 10.119
school *
Studying at 15.4% 6.5%
University
Graduated from 41.8% 30.4%
University
Above 30.8% 37.0%
Postgraduates
Monthly | O 7.7% 11%
Income <500 AUD 8.8% 12.1%
501-2000AUD 47.3% 25.3%
2001-3500AUD 15.4% 20.9%
3501-5000AUD 8.8% 14.3%
5001-6500AUD 7.7% 8.8%
6501-8000AUD 4.4% 7.7%
Vocation | Executive 0 1.0%
Professiona 31.9% 29.4%
Tradesperson 4.4% 4.5%
Retail/marketing 5.5% 11.4%
Skilled worker 2.2% 6.0%
Student 48.4% 35.3%
Officia/clerical 4.4% 5.5%
Retired 2.2% 4.5%
Other 1.1% 2.5%

*: p- value < .05 (significant difference); **
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5.4.11.2 Past Travel Experiences and Future Travel Intention to China across Clusters

Severa significant differences existed between clusters with regard to past travel experience
and future travel intention. Explorers (90.3%) had significantly higher previous travel
experience than Organized Comfort Seekers (79.1%). There were significant differences
between the clusters with respect to their likelihood of visiting China within the next two or
five years. Organized Comfort Seekers (67.8%) indicated that they were less likely to visit
China than Explorers (62.4%) in the next two years, as well as in the next five years (54.2%

versus 26.9%).

More than half the Explorers preferred travelling with their partners (58.7%), but more
Organized Comfort Seekers would like to travel with their family members (37.9%).
Likewise, there were differences with respect to trip arrangements. More than 85% of
Organized Comfort Seekers would like their trip either partialy (46.9%) or fully (38.5%)
arranged by travel agents. However, 59.1% of Explorers preferred independent travel, with

only 6.5% preferring afully inclusive tour.
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Table5.17 Past Travel Experience of Cluster Groups

Past travel experience Explorers Organized X
N=93 Comfort (p- value)
SeekersN=97

% Who have travelled to aforeign country 90.3 % 70.1 %

- 12.132
(N=190)
& Who have visited China (N=189) 129% 14.6 %
Futuretravel intention
How likely to travel to Chinain 2 years Explorers Organized comfort NG
(N=189) seekers

p- value

Very unlikely 32.3% 56.3 %
Unlikely 30.1% 11.5%
No idea 15.1% 11.5% 14.636
Likely 11.8% 11.5% .
Very likely 10.8 % 9.4%
Likely to travel to Chinain 5 years (n=189)
Very unlikely 18.3% 31.3%
Unlikely 8.6 % 22.9% 16.555
No idea 23.7% 11.5% .
Likely 26.9 % 21.9%
Very likely 22.6 % 125%
With whom would you travel to China
Alone 9.8% 84% 26.170
Friends 22.8% 24.2% *
Family 8.7% 37.9%
Partner 58.9 % 29.5%
What sort of travel arrangement will you 48.871
choose when travelling to China (N=189) '
A fully inclusive package tour 6.5 % 38.5% *k
A partially packaged tour with 34.4 % 46.9 %
transportation and accommodation
No packaged/independent travel 59.1 % 14.6 %

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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5.4.11.3 Risk Perceptions Related to Food across Clusters

Table 5.18 shows the relationship between clusters in terms of their risk perceptions
associated with food while on holidays. Severa strongly significant differences existed
between the two groups. With the exception of ‘I worry if the food I bought is not value for
money’ in the value risk dimension, Organized Comfort Seekers rated all of the risk

statements higher than Explorers.

Both Organized Comfort Seekers (4.12) and Explorers (4.01) provided their highest ratings
on the statement ‘A pictorial menu is useful when I am ordering food in the restaurant’ in the
communication risk dimension. They were also in agreement and gave the lowest rating to
the statement of ‘I would consider what people, whose opinion was of value to me, would
think of me, if they thought I dined in an improper place’ in the social dimension (2.02 and

1.67 respectively).

Overdl, Organized Comfort Seekers had the highest perception of food risk in the
Communication risk dimension (3.69) while Explorers had their highest perception of risk in
the Health dimension (3.17). Both groups rated their lowest scores in the Social risk

dimension.
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Table5.18 Risk Perceptions Related to Food

Risk perception related to food while travelling to another country

Communication Risk Explorers Organized t-test
(Overall mean) (2.86) Comfort p- value
N=93 Seekers (3.69)
N=91
A pictorial menu is useful when | am 4.01 4,12
ordering food in the restaurant
| worry | might get something not what 2.90 3.56 4.677
| want due to misunderstanding menu *x
| worry there will be communication 2.52 3.61 7.070
problems while dining *x
It isimportant that staff at restaurants 2.02 3.47 9.828
could speak the same language as mine *x
Psychological Risk (2.29) (3.24)
(Overall mean)
| worry shopkeepers would cheat me 3.01 3.33
because of | am avisitor
| worry the taste of food is not what | expected | 2.52 341 6.124
* %
A tour leader is very important to me if | need | 1.97 357 10.817
to communicate with people while travelling *x
| would rather spend money on the food 214 3.29 7.356
| am familiar with *x
It ishard to find food which is suitable for me 2.02 3.19 7.433
**
| would buy the type of food that most 2.06 2.67 3.695
people would buy *x
Social Risk Explorers Organized t-test
(Overall mean) N=93 Comfort p- value
(1.80) Seekers N=91
(2.25)
| worry relatives and friends may didike food 191 254 4.234
or souvenirs | bought for them *x
| worry about using the cutlery 1.89 2.22 2.051
improperly while | am eating *
| worry others would be influenced by 1.72 2.23 3.805
my attitude on food *x
| would consider what people, whose opinion | 1.67 2.02 3.92

was of value to me, would think of me,
if they considered | dinein improper
place

**
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Table5.18 Continued

Health Risk (3.17) (3.67) t-test
(Overall mean) p- value
Potential health problems are aconcern 3.29 3.85 3.753

* %
I may get sick from food | am not 3.22 3.56 2.144
familiar with *
There is a possibility of contracting infectious | 3.0 3.59 3.821
diseases while dining out *x
Value Risk (2.66) (3.12) t-test
(Overall mean) p- value
| worry if the food | bought is not value 3.35 311
for money
It would not be a good ideato spend 1.97 313 7.217

my money on buying some food | do
not know

**

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)

5.4.12 Discussion-Resear ch Objective 3

5.4.12.1 Comparison of Clusterswith regard to Demographicsand Travel Style

The Explorer group had the dominant proportion of university educated people with degrees,
but interestingly the Organized Comfort Seeker group had the dominant proportion of people
with postgraduate qualifications while also having more people with only high school level
education. Thus the OCS’s education levels were predominantly distributed between the two

extremes and the Explorers presided mainly in the middie.

Explorers (90.3%) had significant higher previous travel experiences than Organized Comfort
Seekers (70.1%). As for travelling to China within the next two years, almost sixty eight
percent of OCS indicated that they were unlikely to visit China, and not much different, sixty
two percent of Explorers said that they were unlikely to visit China within two years,

however over the next five years the numbers changed quite dramatically (OCS 54.2% versus

E 26.9%).
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More than half the Explorers indicated that they would prefer travelling with their partners
(58.7%), but more Organized Comfort Seekers would prefer to travel with their family
members (37.9%). More than 85% of Organized Comfort Seekers would like their trip either
partialy (46.9%) or fully (38.5%) arranged by travel agents however, 59.1 percent of
Explorers preferred independent travel. Only 6.5% of Explorers prefer fully inclusive tours.

(Refer Table 5.19 below).

The findings indicated that the two clusters were quite different on their travel preferences
including their travel arrangements, travel company and their future intention. Clearly, E
were more travel experienced and preferred social and cultural experience and travelling
independently whereas OCS were less travel experienced and searched for familiar foods and
organized tours. Tourism managements could use such distinctions to target their potential

market or organize different packages for the diverse needs of their customers.

5.4.12.2 Risk Perception Comparison between 2 Groups

Overal, Organized Comfort Seekers rated most of the statements of risk perception with
regard to food higher than Explorers ~ with the exception of ‘I worry if the food I bought is
not vaue for money’ in the value risk dimension. Compared to E, OCS had less travel
experiences, so they tended to have higher risk perceptions. Therefore, a fully arranged tour
would be more suitable for OCS, thus many uncertainties with respect to risk might be
relieved. Explorers on the other hand, worried more about the value-oriented dimension than
did OCS. It implies that value for money is an important issue when promoting travel

products to Explorers. Both groups rated their lowest ratings in the social risk dimension.
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Organized Comfort Seekers had their highest perception of risk in the communication risk
dimension while Explorers had their highest in the health risk dimension. Perhaps, this is a
reflection of the Explorer’s desire to eat in more authentic style settings but which comes
with an understanding that dining in such places could compromise health. Clearly, health
issues could be addressed more pro-actively by hospitality management in order to attract

tourists.

Tableb5. 19 Cluster Characteristics of Demographicsand Their Perception to Risk

Clusters Characteristics

Explorers Novelty Seeking: Search for social contact, adventure, food culture experience
(E) Demogr aphics: More graduated from University (41.8%)

N =93 More past travel experience (90.3%)

22.6% might visit Chinain 2 years and 49.5% might within 5ys
More likely to travel with a partner (58.9%)
More likely to prefer independent travel (59.1%)
Risk Taking: Lower risk rating on most items, but the highest on ‘I worry if the
food I bought is not value for money’. (health, communication, value,

psychological and socia risk in descending order)

Organized Novelty Seeking: Search for familiar food, organized mass tourism experience
Comfort Demogr aphics: More above postgraduates (37.0%)

Seekers Less past travel experience (70.1%)

(0) Lesslikely to visit Chinain 2 years and only 34.4% in 5 years
N=97 More likely to travel with family (37.9%)

More likely to prefer a partially packaged tour (46.9%)
Risk Taking: Higher risk ratings on most items (communication, health,

psychological, value and social risk in descending order)
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5.4.13 Results-Research Objective 4
To explore the relationship between traveller preference groups and the choice of

restaurant style.

5.4.13.1 Differencesin Restaurant Attributes Ratings between Clusters

The following sections present the differences in appeal and influential ratings for each of the

restaurant attributes for each restaurant scenario, as well as future dining intention.

5.4.13.1.1 Exotic (Western) style Fast Food Restaurant

When comparing the ratings for the Western style fast food restaurant across clusters,
Organized Comfort Seekers rated food style (3.37), flavour (3.39), variety (2.80), service
quality (3.33) and atmosphere (3.37) significantly higher than Explorersdid (2.52, 2.56, 2.11
2.83, and 2.47 respectively). With respect to the attributes which most strongly influenced
their decision whether or not to dine at this restaurant, Explorers were less likely to be
influenced by convenience than Organized Comfort Seekers. OCS were more likely to dinein

thistype of restaurant (Table 5.20).
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Table 5.20 Exotic (Western) Style Fast Food Restaur ant

Explorers Organized t/y”
Comfort p- value
Seekers
Food Style Appesaling 252 3.37 5.085
* %
Influential attribute % Yes 49.1 50.9
Flavour Appesaling 2.56 3.39 5.284
* %
Influential attribute % Yes 40.2 511
Variety Appealing 211 2.80 4.496
* %
Influential attribute % Yes 44.6 36.2
Service quality Appealing 2.83 3.33 3.644
* %
Influential attribute % Yes 185 28.7
Hygiene Appealing 3.27 3.40
Influential attribute % Yes 435 57.4
Price Appesaling 3.59 3.88
Influential attribute % Yes 53.3 58.5
Convenience Appealing 3.70 3.97 2.027
*
Influential attribute % Yes 326 47.9 X*=4.502
*
Atmosphere Appesaling 247 3.37 5.343
* %
Influential attribute % Yes 315 21.3
Will you dine in this restaurant when you 2.35 344 6.596
go to China *x

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)

5.4.13.1.2 Local High-Level (Chinese Emperor Style) Restaurant

For the Local high-level (Chinese Emperor style) restaurant, Explorers (3.74, 3.61) rated food
style, and flavour strongly significantly higher than Organized Comfort Seekers (3.01, 2.96).
Additionally, variety was also more appealing to the Explorers (3.93) than the Organized
Comfort Seekers (3.53). However, Organized Comfort Seekers (3.12) gave significantly
higher scores on price than Explorers (2.61). Hygiene (66.7%) was more likely to affect

Organized Comfort Seekers’ (33.3%) future dining decision (Table 5.21).
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Table5.21 Local High-Level (Chinese Emperor Style) Restaurant

Explorers O CSs t/y®
p- value
Food Style Appealing 3.74 3.01 3.974
* %
Influential attribute % Yes 67.0 62.4
Flavour Appealing 3.61 2.96 3.452
* %
Influential attribute % Yes 59.3 66.7
Variety Appealing 3.93 3.53 2411
*
Influential attribute % Yes 54.9 45.2
Service quality Appesaling 401 3.82
Influential attribute % Yes 20.9 24.7
Hygiene Appealing 3.80 3.74
Influential attribute % Yes 333 66.7 9.259
*
Price Appesaling 2.61 312 3.149
*
Influential attribute % Yes 451 441
Convenience Appesaling 3.26 3.24
Influential attribute % Yes 14.3 14
Atmosphere Appealing 4,14 3.92
Influential attribute % Yes 36.3 4.1
Will you dinein this 3.61 3.27
restaurant when you
go to China

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)

5.4.13.1.3 Restaurant in the I nternational Hotel Chain

When considering the restaurant in the international hotel chain, al attributes were
significantly different across clusters (Table 5.22). Strongly significant differences existed
between groups in the appea of food style, hygiene, price, convenience and atmosphere. In
addition, significant differences also were reported in flavour, variety, and service quality
between groups. Organized Comfort Seekers rated all attributes more appealing than did
Explorers. Organized Comfort Seekers (48.9%) were significantly more influenced by
hygiene in this type of restaurant more so than Explorers (24.7%). OCS (3.97) were more

likely to patronize the restaurant in an international chain hotel than Explorers (2.84).
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Table5.22 International Hotel Chain Restaur ant

Explorers Organized Comfort | t/x* value
Seekers p- value
Food Style Appealing 3.56 4,15 3.796
* %
Influential attribute 55.9 64.2
% Yes
Flavour Appealing 381 4.16 2.458
*
Influential  attribute % | 46.2 56.8
Yes
Variety Appealing 3.59 4.06 3.062
*
Influential  attribute % | 43.0 50.5
Yes
Service quality | Appealing 3.86 4.27 3.080
*
Influential attribute % | 33.3 45.3
Yes
Hygiene Appealing 3.82 431 3.846
* %
Influential  attribute % | 24.7 48.9 x ?=11.763
Yes **
Price Appealing 2.34 321 5.481
**
Influential attribute 57.0 42.6
% Yes
Convenience Appealing 3.20 3.75 3.594
**
Influential  attribute % | 20.4 274
Yes
Atmosphere Appealing 341 4.14 4.610
* %
Influential  attribute % | 34.4 484
Yes
Will you dinein this restaurant when you 2.84 3.97 6.932
go to China *x

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)

5.4.13.1.4 TheInternational Fast Food Chain Restaurant
In terms of the internationa fast food chain, Organized Comfort Seekers rated food style
(2.77), flavour (2.98), variety (2.70) and atmosphere (2.38) significantly more appealing than

did Explorers (1.77, 1.75, 1.77 and 1.66 respectively). Service quality and convenience were
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significantly more important factors for Organized Comfort Seekers (28.1%, 78.7%) than for
Explorers (12.5%, 63.6%). Organized Comfort Seekers (3.21) were more likely to dinein this

type of restaurant (Table 5.23).

Table5.23 International Fast Food Chain

Explorers Organized t/y’value
Comfort p-value
Seekers
Food Style Appealing 1.75 2.77 6.201
* %
Influential  attribute % | 35.2 33.7
Yes
Flavour Appealing 175 2.98 7.514
**
Influential attribute % | 28.4 41.6
Yes
Variety Appealing 177 2.70 6.225
* %
Influential attribute % | 21.6 18.0
Yes
Service Appealing 2.62 3.06 2.698
quality *
Influential attribute % | 12.5 28.1 x"6.638
Yes *
Hygiene Appealing 2.92 3.12
Influential attribute % | 21.6 28.1
Yes
Price Appealing 3.48 3.74
Influential attribute % | 44.3 58.4
Yes
Convenience | Appealing 3.68 3.98
Influential attribute % | 63.6 78.7 Y"4.864
Yes *
Atmosphere Appealing 1.66 2.38 4.886
**
Influential attribute % | 19.3 7.9 4,952
Yes *
Will you dinein this restaurant when you | 2.34 321 4.414
go to China *x

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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5.4.13.1.5 Tour Group Restaurant
There was no significant difference across the two clusters for the tour group restaurant.

However, hygiene would affect Organized Comfort Seekers’ (41.3%) dining decision more

so than Explorers (23.1%) in this type of restaurant (Table 5.24).

Table5.24 Tour Group Restaurant

Explorers Organized t/y?
Comfort p-value
Seekers
Food Style Appedling 344 3.48
Influential attribute % Yes | 47.3 57.0
Flavour Appealing 3.46 341
Influential attribute 40.7 53.8
% Yes
Variety Appealing 3.39 3.16
Influential attribute 40.7 39.8
% Yes
Service quality | Appealing 2.90 3.02
Influential attribute % Yes | 27.5 355
Hygiene Appealing 3.17 3.08
Influential attribute % Yes | 23.1 41.3 .6.958
*
Price Appealing 3.81 3.79
Influential attribute % Yes | 58.2 57.0
Convenience Appealing 3.47 3.39
Influential attribute % Yes | 45.1 40.9
Atmosphere Appealing 2.78 2.71
Influential attribute % Yes | 37.4 43.0
Will you dinein this restaurant when you 3.35 3.34
go to China

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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5.4.13.1.6 The Food Court

The food court restaurant scenario indicated no significant differences in the ratings between
the two clusters. Organized Comfort Seekers indicated ‘service quality’ (28.7%) and
‘hygiene’ (37.2%) would affect their patronage decision more so than Explorers (8.6%,

21.5%) (Table 5.25).

Table5.25 Food Court

Explorers Organized Comfort | t/y
Seekers p- value

Food Style Appealing 3.22 3.22

Influential attribute % | 36.6 4.7
Flavour Appeading 3.15 321

Influential attribute % | 29.0 35.1
Variety Appealing 341 3.30

Influential attribute % | 51.6 394
Service quality | Appealing 2.98 3.14

Influential attribute % | 8.6 28.7 12.441

**

Hygiene Appealing 2.96 2.76

Influential attribute % | 21.5 37.2 6.803

*

Price Appealing 3.66 3.75

Influential attribute % | 66.7 58.5
Convenience Appealing 3.91 3.96

Influential attribute % | 71.0 69.1
Atmosphere Appealing 253 2.72

Influential attribute % | 15.1 17.0
Will you dinein this restaurant when you 343 3.45
go to China

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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5.4.13.1.7 Authentic (Chinese teahouse) Style Restaur ant

For the authentic Chinese teahouse restaurant, Explorers provided a higher appeal rating than
Organized Comfort Seekers with respect to food style (4.26, 3.78), service quality (4.10,
3.75), and convenience (3.92, 3.60). Moreover, there were strongly significant differences in
flavour (4.23, 3.62), variety (4.20, 3.65), and atmosphere (4.55, 4.09). Explorers were more

likely to dinein this type of restaurant (4.44 versus 3.79) (Table 5.26).

Table 5.26 Authentic (Chinese) Style Restaur ant

Explorers Organized comfort | t/y’
Seekers p-value
Food Style Appealing 4.26 3.78 3.109
*
Influential attribute % Yes | 66.3 59.3
Flavour Appealing 4.23 3.62 3.882
**
Influential attribute % Yes | 52.0 48.0
Variety Appealing 4.20 3.65 3.606
**
Influential attribute % Yes | 56.2 44.0
Service quality | Appealing 4.10 3.75 2.472
*
Influential attribute % Yes | 23.6 33.0
Hygiene Appealing 3.70 3.63
Influential attribute % Yes | 18.0 29.7
Price Appealing 4,16 3.95
Influential attribute % Yes | 51.7 40.7
Convenience | Appealing 3.92 3.60 2.337
*
Influential attribute % Yes | 27.0 21.7
Atmosphere Appealing 455 4.09 2.886
* %
Influential attribute % Yes | 76.4 68.5
Will you dinein this restaurant when you 4.44 3.79 2.583
go to China *x

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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5.4.13.1.8 The Local (Chinese Style) Fast Food Restaur ant

Explorers rated the appeal of food style (3.52), flavour (3.37), convenience (4.12) and
atmosphere (3.29) significantly higher than did Organized Comfort Seekers (3.07, 3.01, 3.81,
2.78). Organized Comfort Seekers had a higher possibility of being influenced by service
quality (29.8%) and hygiene (37.2%) for their dining decision than Explorers (14.0%, 20.9%).
Additionally, Explorers (3.77) had a dlightly higher propensity to dine in this type of

restaurant in the future than did Organized Comfort Seekers (3.35) (Table 5.27).

Table 5.27 Local (Chinese Style) Fast Food

Explorers Organized Comfort t/y
Seekers p-value
Food Style Appealing 3.52 3.07 2.319
*
Influential attribute % | 50.0 59.6
Yes
Flavour Appealing 3.37 3.01 1.960
*
Influential attribute % | 48.8 42.6
Yes
Variety Appealing 341 3.47
Influential attribute % | 47.1 383
Yes
Service Appealing 342 321
Quiality Influential attribute % | 14.0 29.8 6.514
Yes *
Hygiene Appealing 3.22 2.96
Influential attribute 20.9 37.2 x’=5.746
% Yes *
Price Appealing 4.05 3.82
Influential attribute % | 58.1 54.3
Yes
Convenience Appealing 412 381 2.081
*
Influential attribute % | 67.4 51.1 x’=4.976
Yes *
Atmosphere Appealing 3.29 2.78 2.866
*
Influential attribute % | 29.1 19.1
Yes
Will you dine in this restaurant when you 3.77 3.35 2.538
go to China *

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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5.4.13.1.9 TheExotic High-Level Restaurant

There were strongly significant differences on all attributes between clusters. Organized
Comfort Seekers rated the appeal of al attributes significantly higher than Explorers. They
also had a higher likelihood of dining in this type of restaurant (3.51 versus 2.67). Flavour

was more likely to be of influence for Organized Comfort Seekers (51.6%) than Explorers

(31.79%) (Table 5.28).

Table 5.28 Exotic High-L evel Restaurant

Explorers Organized Comfort t/y
Seekers p-value
Food Style Appealing 2.40 3.39 5.446
*%
Influential attribute % | 53.7 62.6
Yes
Flavour Appealing 2.46 3.39 5.193
Influential  attribute % | 31.7 51.6 7.032
Yes *
Variety Appealing 241 3.25 4.831
*%
Influential attribute % | 45.1 37.8
Yes
Service Appealing 2.96 3.58 3.742
Quality *x
Influential  attribute % | 23.2 36.3
Yes
Hygiene Appealing 2.82 342 3.807
*%
Influential  attribute % | 24.4 30.8
Yes
Price Appealing 277 3.56 4.526
*%
Influential  attribute % | 43.9 50.5
Yes
Convenience Appealing 2.87 3.47 3.791
*%
Influential  attribute % | 32.9 42.9
Yes
Atmosphere Appealing 2.58 342 4711
*%
Influential  attribute % | 31.7 37.4
Yes
Will you dinein this restaurant when you 2.67 351 4.943

go to China

* %

*: p-value < .05 (significant difference); **: p-value < .001(strongly significant difference)
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5.4.13.1.10 The Pubs

OCS provided strongly higher appeal ratings for the pub restaurant scenario on food style
(2.79), flavour (2.93), and variety (2.73) than did Explorers (2.11, 2.15, 2.10). They aso rated
service quality (2.80) and price (3.38) higher than Explorers (2.39, 2.87). Food style (49.4%),
flavour (38.4%), service quality (22.1%) and hygiene (31.4%) were the attributes more likely

to influence Organized Comfort Seekers’ decision to dine in this type of restaurant over

Explorers (with 28.8%, 23.8%, 8.8%, 15.0% respectively) (Table 5.29).

Table5.29 Pubs

Explorers Organized Comfort tiy
Seekers p-value
Food Style Appealing 211 2.79 3.888
* %
Influential attribute % | 28.8 49.4 7.454
Yes *
Flavour Appealing 215 293 4,378
Influential  attribute % | 23.8 384 4119
Yes *
Variety Appedling 2.10 2.73 3.669
* %
Influential  attribute % | 31.3 37.6
Yes
Service Appealing 2.39 2.80 2,533
Quality *
Influential  attribute % | 8.8 2211 5.586
Yes *
Hygiene Appedling 2.50 2.74
Influential attribute % | 15.0 314 6.198
Yes *
Price Appedling 2.87 3.38 2.797
*
Influential  attribute % | 30.0 442
Yes
Convenience | Appedling 293 3.12
Influential  attribute % | 42.5 41.9
Yes
Atmosphere Appedling 2.86 3.07
Influential  attribute % | 66.3 61.6
Yes
Will you dinein this restaurant when you 277 3.03

go to China

*: p-value < .05 (significant difference); **: p-value < .001(strongly significant difference)
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5.4.13.1.11 Street Vendors

Explorers rated most attributes higher than Organized Comfort Seekers where street vendors
were concerned. Here, flavour (56.3%), variety (55.2%), price (57.5%) and atmosphere
(44.8%) were more influential factors to Explorers than Organized Comfort Seekers (31.1%,
30.0%, 40.0%, 16.7%) when they were making their dining decision. However, hygiene was
more important to Organized Comfort Seekers (61.1%) versus Explorers (35.6%). Explorers
(4.05) had a higher inclination to dine by means of street vendors than did Organized

Comfort Seekers (2.84) (Table 5.30).

Table5.30 Street Vendors

Explorers Organized Comfort tiy
Seekers p-value
Food Style Appedling 3.88 2.88 5.245
* %
Influential attribute % Yes | 48.3 38.5
Flavour Appedling 3.87 2.88 5.267
* %
Influential attribute % Yes | 56.3 311 11.440
* %
Variety Appedling 3.86 2.96 4.853
* %
Influential attribute % Yes | 55.2 30.0 11.480
* %
Service Quality Appealing 3.67 294 4,112
* %
Influential attribute % Yes | 28.7 25.6
Hygiene Appedling 247 20 2.617
*
Influential attribute % Yes | 35.6 61.1 11.496
* %
Price Appealing 4,22 3.62 3.237
* %
Influential attribute % Yes | 57.5 40.0 5.406
*
Convenience Appealing 4.29 3.53 4.377
* %
Influential attribute % Yes | 54.0 41.1
Atmosphere Appealing 3.92 2.85 5.417
* %
Influential attribute % Yes | 44.8 16.7 16.547
* %
Will you dine with the street vendors when you 4.05 2.84 6.052
go to China *x

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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5.4.14 Discussion-Resear ch Objective 4

5.4.14.1 Comparison of Restaurants’ Appealing Attributes between Groups

Table 5.31 summarizes the appealing attributes which are strongly different between the two
clusters in each type of restaurant. In the case of the food court and the tour group restaurant
there was no significant differences between the clusters and therefore those statistics are not
entered in the Table. Table 5.31 also displays the future dining preference of each group. For
the purposes of the following tables, Explorers are represented by the letter ‘E’, and

Organized Comfort Seekers with the letter ‘O’.

Organized Comfort Seekers generally rated restaurant attributes higher in the Western style
and high-level restaurant scenarios over that of Explorers. By contrast, Explorers gave higher
ratings to attributes in the authentic and local style restaurant scenarios. Clearly, the two
groups perceived restaurant attributes extremely different, therefore restaurant management

should perhaps pay more attention to the attributes that their target market focus on.

For Explorers the most probable order of preference for future dining intention in the
different types of restaurants if they were to travel to Chinawould be; the authentic teahouse
restaurant first, followed by the street vendors and then the local Chinese fast food restaurant.
Local cuisine represents a destination’s intangible heritage, and through its consumption
tourists can gain truly authentic cultural experiences (Okumus, Okumus, & McKercher,
2007). This finding reveals Australian Explorers’ strong motivation to expose themselves to

new cultural experiences.
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Table 5.31 Comparison of Appealing Attributes as Considered by the Two Groups

Types of Food Flavour | Variety | Service | Hygiene | Price Convenience | Atmosphere | Future
restaur ant style quality dining
intention

Exotic style | 0=3.37 | 0=3.39 | 0=2.80 | 0=3.33 0=3.97 0=3.37 0=3.44
fast food E=252 | E=256 | E=2.11 | E=2.83 E=3.70 E=2.47 E=2.35
Local E=3.74 | E=3.61 | E=3.93 0=3.12
high-level 0=3.01 | 0=2.96 | 0O=3.53 E=2.61
International | O=4.15 | O=4.16 | O=4.06 | O=4.27 | 0=4.31 | 0=3.21 | 0=3.75 0=4.14 0=3.97
hotel chain E=3.56 | E=3.81 | E=359 | E=3.86 | E=3.82 | E=2.34 | E=3.20 E=3.41 E=2.84
International | 0=2.77 | 0=2.98 | O=2.70 | 0O=3.06 0=2.38 0=3.21
fast food E=1.75 | E=1.75 | E=1.77 | E=2.62 E=1.66 E=2.34
Tour group
Food court
Authentic E.=4.26 | E=4.23 | E=4.20 | E=4.10 E=3.92 E=4.55 E=4.44
style 0=3.78 | 0=3.62 | 0=3.65 | 0O=3.75 0=3.60 0=4.09 0=3.79
Local E.=3.52 | E=3.37 E=4.12 E=3.29 E.=3.77
fast food 0=3.07 | 0=3.01 0=3.81 0=2.78 0=3.35
Exotic 0=3.39 | 0=339 | 0=325 | 0O=358 | 0=342 | 0=3.56 | O=3.47 0=3.42 0=351
high-level E=240 | E=246 | E=241 | E=2.96 | E=2.82 | E=2.77 | E=2.87 E=2.58 E=2.67
Pubs 0=2.79 | 0=2.93 | 0=2.73 | 0=2.80 0=3.38

E=211 | E=2.15 | E=2.10 | E=2.39 E=2.87
Street E=3.88 | E=3.87 | E=3.86 | E=3.67 | E=2.47 | E=4.22 | E=4.29 E=3.92 E=4.05
vendors 0=2.88 | 0=2.88 | 0=2.96 | 0=2.94 | 0=2.0 0=3.62 | 0O=3.53 0=2.85 0=2.84
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5.4.14.2 Summary of the Most Appealing and Influential Attributes as Considered by

the Two Groups

The most appealing attribute of each restaurant scenario seemed to be very consistent for
each cluster (See Appendix F and Table 5.32). For instance, both clusters agreed that
convenience was the most appealing attribute in the exotic fast food, the international fast
food and food court scenarios. They also agreed that atmosphere was the most appealing
attribute in the local, exotic high-level restaurant and the authentic style restaurant scenarios.
In addition, price was taken to be the most appealing attribute in the tour group restaurant and
in the pubs. Asit was in the previous study, the findings again indicated that most people had
the same image and expectations of a specific style of restaurant. The findings imply that the
most appealing attribute equates to diners’ basic expectation of a certain type of restaurant.
For instance, convenience was a well accepted and expected requirement in the international
fast food restaurant, any inconvenience or delays in service would naturally be more likely to

disappoint diners’ expectations.

Table5.32 The Most Appealing Attributes Considered Consistently by the 2 Groups

Themost appealing attribute in each restaurant between two clusters
The most appealing attribute Types of restaurant
Convenience Exotic fast food, international fast food and
food court restaurant scenarios
Atmosphere Local high-level, the authentic style and the
exotic high-level restaurant scenarios
Price Tour group and pubs
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Both groups did not agree on all influentia attributes amongst scenarios (See Appendix F).
Food style was the most influential attribute for Explorers in the local high-level restaurant,
but flavour and hygiene were for the Organized Comfort Seekers. Variety was most
influentia for the Organized Comfort Seekers but price for the Explorers in the international
hotel chain. In the local fast food restaurant scenario price was the most influential factor for
the Organized Comfort Seekers but convenience was for the Explorers. The most influential
attribute usually became diners’ major concern when making their dining decision, therefore
in order to attract their patronage, restaurant management should consider improving the

attribute that the target group would consider amajor factor for their dining decision.

5.4.14.3 The Relationship of Appealing and Influential Attributes on Future Dining
I ntention

The most appealing factor was not necessarily the factor that would influence respondent’s
finia dining decision. Price, for instance, was the most appealing factor in the pubs but
atmosphere was the major influential factor that determined whether or not the respondent
would visit the premises. Convenience was the most appealing factor for the exotic style fast
food restaurant scenario but likewise, price was the most influential factor for attracting

customers.

The most appealing attribute indicates diners’ expectation of the particular type of restaurant
whereas the most influential attribute generally determines diners’ choice of restaurant. Thus
hospitality management can concentrate on promoting the influential attributes to attract
customers and then ensure adequate delivery on the appealing attributes to satisfy diners’

expectations.
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In some instances the most appealing factor and the most influential factor were the same.
For example convenience was the most appealing factor and the most influential factor in the
international fast food and food court scenarios. Price was the most appealing and influential
factor in the tour group scenario, and atmosphere ranked highest as an appealing factor and
an influential factor in the authentic style restaurant scenario (Table. 5.33). The information
provides clear guidance for restaurant management to focus on the specific attribute that each
type of restaurant is renowned for. For instance, competitive pricing and a sense of value for
money would be the major factor for attracting and influencing diners’ satisfaction and
patronage at the tour group restaurant, whereas an aluring atmosphere would suitably
impress patrons in an authentic style restaurant. The mgor differences with respect to

restaurant preferences across clusters are summarized in the Table 5.34.
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Table5.33 Most Appealing and Influential Attributesfor Each Restaurant

TheMost Appealing Attribute TheMost Influential Attribute

Types of OCSs E OCSs E

Restaur ant

Exotic fast Convenience Convenience Price Price
food

Local Atmosphere Atmosphere Flavour, Food style
high-level Hygiene

International Hygiene Service Variety Price

hotel chain quality

International Convenience Convenience Convenience Convenience
fast food
Tour group Price Price Price Price

Food court Convenience Convenience Convenience Convenience
Authentic Atmosphere Atmosphere Atmosphere Atmosphere
style

Local fast Price Convenience Price Convenience
food

Exotic Atmosphere Atmosphere Food style Food style
high-level

Pubs Price Price Atmosphere Atmosphere
Street vendor Price Convenience Hygiene Price

5.5 Conclusion

The study utilized novelty seeking habits and risk perception measurement techniques to
examine the differences between Australian respondents’ food preferences in a hypothetical
situation as if they were travelling in China. The results clearly identified the differences
between two clusters with regard to their demographic profiles, travel styles, risk perceptions

and food preferences.

Generaly, Explores were more willing to dine in the local and the authentic style restaurant
scenarios as well as with the street vendors but indicated that hygiene and service quality
were their mgor dining concerns. Clearly, if those restaurant managers improve on the

matters of hygiene and service quality, it might reflect in increased sales.
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With exception of the street vendors where hygiene and service quality were of great concern,
OCS were more likely to be influenced by price but were more inclined to dine in any high-

level exotic or Western style restaurant.

Table 5.34 Summary of Restaurant Preferences between Two Groups

Clusters Restaurant Preferences
Explorers Appealing attribute: Rating higher in the local high-level, local fast food,
authentic style, and the street vendors restaurant scenarios
Most appealing attribute: Convenience in local fast food and the pubs, service quality
in the international hotel chain
Futuredining intention: More likely to dinein the local fast food, authentic style, and
the street vendor settings
Influential attribute: Places much importance on convenience both as an appealing
and Influential factor but are budget conscious and more
likely to beinfluenced by price in the final decision
Organised Appealing attribute: Rated higher in the Western style fast food, international
Comfort hotel chain, international fast food, exotic high-level and the
Seekers pubs
Most appealing attribute: Priceinlocal fast food and pubs, hygiene and price in the
international hotel chain
Futuredining intention: More likely to dine in the Western style fast food,
international hotel chain, international fast food and exotic
high-level restaurants
Influential attribute: More likely to be influenced by price, except with street
vendors where hygiene and service quality would be mgjor
factors

The results show that novelty seeking habits and risk perceptions greatly influence dining
preference of the different groups when respondents travel overseas. The findings were
applied to the dining decision model proposed by this thesis (see Figures 5.13 and 5.14). The
information may provide some direction for tourism management to offer memorable dining

experiences to visitors in future.
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Organized Comfort

Seekers
A\ 4 A\ 4 A 4
Demogr aphics Risk perception Travel style
More females, more post
graduates but also more Higher risk perceptions. Lesstravel experiences, more
with only high school “Communication” partially packaged tours,
education considered the highest Prefer travelling with family

Dining preferences
They were more likely to dine in any high-level exotic or Western style restaurant. Price was an

influential factor for their dining decision but were also concerned with communication and hygiene.

Figure 5.13 The Dining Decision Model Applied to Organized Comfort Seekers
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Explorers

A 4 A 4 A

Demographics Risk perception Travd style
More males, more Had lower risk perceptions More travel experiences,
university graduates but considered health and More independent travel &
Tended to be younger price as mgjor factors travelling with a partner

A

Dining preferences
They were more likely to dinein any local style restaurant including street vendors. Service

quality and hygiene were the most influential factors for final dining decision after price.

Figure 5.14 The Dining Decision Model Applied to Explorers

The next Chapter presents the cross cultural comparison to determine whether there were any
differences between Australian and Chinese respondents’ behavioural patterns and food risk
perceptions and whether or not there were any difference between food preferences for

varying restaurant scenarios.
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Chapter 6

Cross Cultural Comparison of Food Preferences and Attitudes
(Study 4)

6.1 Introduction

6.2 Resear ch Objectives
6.3 Methodology

6.4 Results and Discussion
6.5 Conclusion

6.1 Introduction

Because of its very nature, tourism can be considered one of the most internationa of all
industries. Tourism operates throughout the globe and draws participants from every corner
on Earth. The short term migration of humans seeking holiday experiences which tantalize
the sensory perceptions makes international travel one of the most popular leisure activities
on the planet. In 2001 the number of international tourists reached 697 million and
international tourism receipts were reported at US$477 hillion excluding international
transport fares (Shlevkov, 2002). By 2005 annual international tourism receipts had
increased by almost 65% over the 2001 figure to reach US$787 hillion (World Resources

Institute 2007).

From the supply aspect, international tourism provides a dynamic mechanism by which
cultural diversity can readily mix with trade and commerce. Cultural distinctions between
countries are some of the focal pull factors which ignite curiosity and draw tourists’ travel
interests. Because culture deeply influences human behaviour, it can be deduced that tourists

are not an homogenous group. Different cultures usually have their own unique values and
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customs that constitute the differences between individuals from those different societies
(Moutinho, 1987). Reimer (1990) indicated that international travel and holidays can be
described as cultural consumer goods. Pizam and Sussmann (1995); and Pizam and Jeong
(1996) reflected how nationality was considered as a moderating variable in tourists’

behaviour.

The scope of international tourism highlights the marked differences between nationalities
and ethnic groups (Wong & Lau, 2001). Tourism provisions at this end of the spectrum are
characterized by significant product differentiations according to the national origin of
visitors (Thompson & Cutler, 1997). Severa past studies have found cultural differences are
reflected in dining behaviour and preferences when people travel to an unfamiliar country.
Crompt’s (1989) study discovered that food was probably the most disappointing aspect for
American visitors travelling in China. Ziff-Levine (1990) provided evidence that there exists
a cultural logic gap between Americans and Japanese in relation to individual preferences on

tourism products.

Ryan and Mo (2001) conducted a survey on satisfaction of Chinese tourists to New Zealand
and found some Chinese criticized the food and prices in New Zealand. Of note is that,
tourists from the Asia-Pacific region have significantly higher expectations of service quality
compared to tourists from Europe and America (Luk, de Leon, Leon, Leong, & Li, 1993).

Eating patterns are largely based on cultural factors (March, 1997).

Taking those findings into consideration, the issues contained within cultural diversity cannot
be neglected by tourism management. Cultural differences define food preferences and habits,

it is therefore necessary to cater the tourism product to suit those needs. Presently, Australia
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IS recelving increasing numbers of tourists from Asian countries. Specifically the Chinese
inbound tourist market is growing at the fastest rate (Tourism Queensland, 2006b). In order to
understand the behavioura dining preferences of potential tourist patrons in the fiercely
competitive world market, it becomes imperative for tour operators and service providers to

consider cultural dynamics.

The first and second studies utilized the concepts of risk perception and novelty seeking
behaviour to show how those characteristics might exert influence upon consumers’ food
preferences while travelling in another country. This study further contributes to a body of
knowledge by making a cross-cultural comparison between Chinese and Australian
respondents on food preferences while travelling. This was done in order to examine whether
or not there was any distinct differences between cultures. The following test results and
tables present these differences along a minimum-maximum dimension and report that the

degree of difference between cultural groups depends largely on their cultural dissimilarities.

6.2 Resear ch Objectives

The research objectives of the 4th study of this thesis were;

1. To determine whether there were any differences between Australian and Chinese
respondents’ novelty seeking behavioural patterns (with regard to travel style and
food preferences) by using the International Tourist Role (ITR) and the Food Activity
Preference (FAP) scales aswell asfood risk perceptions.

2. To explore whether there were any difference between Australian and Chinese
respondents with respect to food preferences for varying restaurant scenarios. This
study sought to discover what respondents from different cultures perceived to be the

factors that most influenced their dining decisions.
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6.3 Methodology

This study incorporated the previous two surveys including Australian (208 respondents) and
Chinese respondents (388 respondents) equating to a sample size of 596. Descriptive analysis,
Chi-sguare and Independent T-tests were employed to examine the differences between the

two nationalities.

6.4 Results and Discussion

6.4.1 Demographic Comparison of Australians and Chinese Respondents

Table 6.1 presents the information comparing Australian and Chinese respondents’
demographic profiles. There was a dight difference between Australians and Chinese
respondents in terms of gender, and a strongly significant distinction in education. Females
(59%) were predominant in Australian respondents but Chinese respondents were the
opposite, where males (52.1%) were the maority. The magority of Australian respondents
had a university degree (34.8%) and (32.3%) above postgraduate level. University students

accounted for nearly 44% of all Chinese respondents.
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Table 6.1 Demographic Comparison of Australian and Chinese Respondents

Demogr aphic profile of respondents | Australians Chinese X2
(% ) (% ) p- value
Gender Male 41.0 52.1 6.472
Female 59.0 479 *
Age <or=20 14.8 515
21-30 35.0 18.0
31-40 2.9 175
41-50 29.1 13.0
51-60 8.4 0
61-70 3.0 0
Education Below high school 3.0 19.2 10.750
Graduated from 17.2 9.2 *
College/ high
school
Studying at 12.6 43.9
University
Graduated from 34.8 21.6
University
Postgraduate or 32.3 6.1
above
Occupation Executive 1.0 6.6
Professional 294 10.6
Tradesperson 45 37
Retail/marketing 114 8.0
Technical /skilled 6.0 4.9
worker
Student 35.3 48.1
Office/clerical 55 8.9
Labour/farmer 0 32
Retired 45 23
Other 25 37

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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6.4.2 Past Travel Experiencesand Future Travel Intention between Nations

Table 6.2 presents results comparing Australian and Chinese respondents’ past travel
experiences and future travel preferences. Severa strongly significant differences existed
across the two nationalities. Nearly 80% of Australian respondents had travelled overseas, but

only around 20% of Chinese respondents had previously travelled overseas.

Seventy-eight percent of Australian respondents showed a negative or low intention to travel
to China within the next two years, whereas 73 percent of Chinese indicated a low likelihood
of visiting Australia within the same period. The percentages of Australians not wishing to
go to China decreased from 78 to 40 percent when asked whether they would visit China
within the next 5 years. In five years time, more Australian respondents would be willing to
visit China than today increasing from 21 up to 41 percent. Likewise, increasing numbers of
Chinese respondents indicated they would like to come to Australia in the next 5 years with
numbers rising dramatically from 27 to 58 percent and the negative intention dropping from

39 to 12 percent.

There were aso significant differences with respect to travel party and trip arrangements.
One third of Australians indicated that they preferred independent travel, but more than 40%
of Chinese indicated they would prefer a fully arranged trip. However, the mgority of
respondents from both groups indicated they would choose a partially packaged tour (both at

42.9%).

Forty five percent of Australians would travel with a partner, while more than 50 percent of
Chinese respondents indicated that they would prefer to travel with family. In addition, nearly

64 percent of the Chinese respondents indicated that they would be interested in attending a
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gourmet tour or visiting a brewery/winery while in Australia compared to only 50 percent of

Australian respondents considering travel in China.

Table 6.2 Past Travel Experiences and Future Travel Intention between 2 Nations

Past Travel Experiences

Haveyou ever travelled to a foreign country? Australians Chinese
(%) = 181.70 (p)=** % %
Yes 79.2 21.6
No 20.8 78.4
Future Travel Intention
How likely isit that you will travel to China/Australia within next | Australians Chinese
2 years? (y?) = 106.301 (p)=** % %
Very unlikely 45.1 13.8
Unlikely 19.9 255
Neither 13.1 33.2
Likely 12.1 25.
Very likely 9.7 1.6
How likely is it that you will travel to China/Australia in next 5 | Australians Chinese
years? (x?) =98.914 (p)=** % %
Very unlikely 25.2 31
Unlikely 155 89
Neither 175 29.6
Likely 25.2 49.5
Very likely 16.5 89
If you were to visit China/Australia, with whom would you most | Australians Chinese
likely travel? (x%) = 50.525 (p)=** % %
Myself 8.4 5.7
Friends 22.8 18.8
Family 238 529
A partner 45.0 22.7
If you were to visit China/Australia, what sort of travel | Australians Chinese
arrangementswould you most likely make? % %
(x*) =41.231 (p)=**
A fully inclusive package tour 21.7 42.1
A partially packaged tour with transport and accommodation 42.9 42.9
Non-packaged/independent travel 35.5 14.9
If you were to visit China/Australia, how likely is it that you | Australians Chinese
would participatein a gourmet tour or visit a brewery/winery % %
(x*) = 73.034 (p)="*
Very unlikely 19.6 29
Unlikely 15.7 15.6
Neither 15.2 17.9
Likely 255 50.1
Very likely 24 135

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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6.4.3 Results-Resear ch Objective 1

To determine whether there were any differences between Australian and Chinese
respondents’ novelty seeking behavioural patterns (with regard to travel style and food
preferences) by using the International Tourist Role (ITR) and the Food Activity Preference

(FAP) scales aswell asfood risk perceptions.

6.4.3.1 International Tourist Role Scale between Cultural Comparisons

This section highlights the differences between Australians and Chinese on the ITR scale.
Overal, Chinese respondents provided higher ratings on al the dimensions of the ITR scale.
In the Destination Oriented Dimension (DOD), only two statements of ‘I prefer travelling to
countries where the people are of the same ethnic group as mine’ and ° | prefer travelling to
countries where there are restaurants familiar to me’, were not regarded as being strongly

significantly different between the two nationalities (Table 6.3).

In the Travel Service Dimension (TSD), there were strongly significant differences between
nationalities on items such as ‘| prefer starting a trip with no pre-planned or definite route
when travelling in a foreign country’, ‘I prefer being on a guided tour’ and ‘I prefer travel
agencies to take complete care of me, from beginning to end, when travelling in a foreign

country’.

Several strongly significant differences existed in the Social Contact Dimension (SCD).
Australian respondents rated the Social Contact Dimension significantly higher than the
Chinese did only on ‘I prefer seeking excitement of complete novelty by engaging in direct
contact with a wide variety of new and different people’ (3.92) and ‘I prefer associating with

the local people while travelling’ (3.87). In the remaining statements of the SCD, the Chinese
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respondents rated higher.

Both Australian and Chinese respondents rated the Social Contact Dimension higher than the
Destination Oriented Dimension and the Travel Service Dimension. Australians regarded the
TSD higher than the DOD, but the Chinese put it in the reverse order. For Australian
respondents, the highest rating was given to the statement of ‘I prefer seeking excitement or
complete novelty by engaging in direct contact with a wide variety of new and different
people’ (3.92) and the lowest on ‘I prefer travelling to countries whether the cultureis similar
to mine’ (2.22). However, the Chinese gave the highest score on ‘| prefer living the way the
people | visit live by sharing their shelter, food, and customs during my stay’ (4.49) and the
least on ‘I prefer travelling to countries where there is the same tourism infrastructure as in

my own country’ (2.73).

Table 6.3 International Tourist Role Scale between Cultural Comparisons

ITR scale (1~5 rating) Australians Chinese t- value
p- value

Social Contact Dimension (SCD) (3.79) (3.92)

(Overall mean)

| prefer living the way the people | visit live | 3.31 4.49 13.369

by sharing their shelter, food, and customs *x

during my stay

| prefer seeking excitement or complete 3.92 3.56 4,183

novelty by engaging in direct contact with a *x

wide variety of new and different people

| prefer having as much personal contact 3.82 3.91

with local people as possible

| prefer associating with the local people 3.87 3.86

while travelling

| prefer staying longer to experience asocial | 3.67 3.94 3.243

involvement in the life of the place to occur *x

if 1 find a place that particularly pleases me

| prefer making friends with local people 3.85 3.73
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(Continued) I TR scale (1~5 rating) Australians Chinese t- value
p- value

Destination-Oriented Dimension (DOD) (2.51) (3.26)

| put high priority on familiarity when 247 3.77 12.484

thinking of travel destinations *x

| prefer travelling to countries that are 2,91 4.10 11.511

popular tourist destinations *x

| prefer travelling to a country with awell- 291 3.73 8.006

developed tourism industry *x

| prefer travelling to countries where there 2.78 3.26 4.480

areinternational hotels *x

| prefer travelling to countries where thereis | 2.39 2.73 3.458

the same tourism infrastructure asin my *x

own country

| prefer travelling to countries where they 241 2.80 4.170

have the same type of transportation system *x

asin my country

| prefer travelling to countries where the 2.28 2.92

people are of the same ethnic group as mine

| prefer travelling to countries where there 2.23 3.19

are restaurants familiar to me

| prefer travelling to countries whether the 2.22 2.84 5.772

cultureis similar to mine *

Travel Services Dimension (TSD) (2.69) (3.29)

| prefer being on a guided tour 271 3.68 9.508
* %

| prefer travel agenciesto take complete care | 2.44 3.65 10.433

of me, from beginning to end, when *x

travelling in aforeign country

| prefer making all of my major 3.15 3.19

arrangements through travel agencies

| prefer starting atrip with no pre-planned or | 2.66 2.79 3.543

definite routes when travelling *x

| prefer starting trip with no pre-planned or 251 2.90

definite timetable

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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6.4.3.2 Comparison of Food Activity Prefer ences between Cultures

Table 6.4 presents the results relating to Australian and Chinese respondents’ food
preferences while travelling in another country. Overall, Chinese respondents had higher
agreement with most of the statements on the Food Activity Preferences scale. Australian
respondents most strongly agreed that they preferred to ‘Sample local foods’ (4.19), and
‘Dine at restaurants serving regional specialties’ (4.04), but they most strongly opposed

‘Dining at fast food restaurants’ (2.05).

Chinese respondents most strongly agreed that they ‘prefer purchasing local products to take
back home’ (4.45) where Australian respondents only gave the concept less than a 3.0 rating.
Also the Chinese provided very high ratings on ‘I like to dine at a restaurant serving
distinctive cuisine’ (4.41) and ‘I like to sample local foods’ (4.39). Interestingly, the Chinese

gave least preference to ‘Dining at high quality restaurants’ (2.54).

Although Australian and Chinese respondents both gave higher agreement on matters like; ‘I
prefer dining at a restaurant serving regional specialties’, and ‘I prefer dining at a restaurant
serving distinctive cuisine’, the results found that there were still significant differences
between the cultures. Likewise statements such as ‘I prefer eating at places serving food I am
familiar with’, ‘I prefer dining at a chain restaurant’, ‘I prefer dining at high quality
restaurants’, ‘I prefer dining at fast food restaurant’ and ‘I prefer visiting wineries’,

confirmed the existence of significant cultural differences.

Collectively, Australians gave higher ratings in the ‘food culture dimension” and most items

in the ‘local beverage dimension’. With the exception on the statement of ‘I prefer dining at
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high quality restaurants’, Chinese respondents gave higher scores for the ‘authentic dining

dimension’, ‘familiar food dimension’ and ‘gourmet dining dimension’ categories.

Table 6.4 Food Activity Preferences between Cultures

Food Preferences Scalewhile Travelling (1~5rating) | Australians Chinese t -value
p- value

Authentic Dining Dimension (Overall M ean) (3.77) (4.40)

| prefer sampling local foods 4.19 4.39 2.757
*

| prefer dining at a restaurant serving regional specialties 4.04 4.36 4.615
**

| prefer dining at a restaurant serving distinctive cuisine 3.89 441 7.803
**

| prefer purchasing local product to take back home 294 4.45 3.104
*

Local Beverage Dimension (3.23) (3.06)

| prefer visiting a beer brewery 3.02 3.08

| prefer visiting alocal brew pubs 3.28 3.16

| prefer visiting wineries 3.38 293 4.598
**

Familiar Food Dimension (2.34) (3.20)

| prefer dining at fast food restaurant 2.05 3.04 8.110
* %

| prefer eating at places serving food | am familiar with 2.68 3.53 8.535
**

| prefer dining at a chain restaurant 2.29 3.04 8.252
* %

Gourmet Dining Dimension (2.84) (2.74)

| prefer dining at high quality restaurants 3.04 254 5.098
* %

| prefer making an advance reservation to dine at a 2.80 2.80

specific restaurant

| prefer going to restaurants just to taste the dishes of a 2.69 2.89

particular chef

Food Culture Dimension (3.52) (3.22)

| prefer purchasing cookbooks with local recipes to take 3.35 3.04 3.104

back home *

I prefer visiting a farmer’s markets 3.68 3.40

*: p- value < .05 (significant difference); **: p- value < .001(strongly significant difference)
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6.4.3.3 Risk Perceptions Associated with Food between Cultures

This thesis applied five dimensions of Han’s Risk Perception scale comprising of;
communication, psychological, social, health, and value dimensions to observe the
differences between cultures. Overall, Chinese respondents had higher risk perceptions on
most dimensions. Australian respondents gave a higher rating than the Chinese respondents

did on only one statement, that being; ‘Potential health problems are a concern’.

With the exception of the statement of ‘I worry there will be communication problems while
dining’ in the communication risk dimension, strongly significant differences existed

between the two nationdlities in the social, value and communication risk dimensions.

The Chinese respondents gave significantly higher risk ratings on statements such as ‘I worry
food may not fit my expectations’, ‘I would rather spend money on the food I am familiar
with’ and ‘I would buy something that most people would buy’ in the psychological risk
dimension. They aso gave a significantly higher risk rating over Australians on the statement;
‘There is a possibility of contracting infectious diseases while dining out’ in the health
dimension. Perhaps these anxieties are expressed as a reflection of the knowledge the Chinese
have of their own food preparation techniques and the lack of adequate regulatory health
standards. Whereas Australians take for granted that food preparation and handling standards
are strictly monitored within Australia, they might tend to forget that the same standards are
not applied in other parts of the world. Hence while the Chinese might be aware of the
possibility of contracting infectious diseases while dining out, Australians on the other hand
despite them expressing that ‘potential health problems are a concern’ might not fully
recognise the severity of the problem. Respondent’s risk perceptions associated with food are

summarised in the Table below.
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Table 6.5 Risk Perceptions Associated with Food between Cultures

Risk perceptionswith regard to food Australian Chinese p- value
(1~5rating)

Communication Risk Dimension (M ean) 3.24 3.79

Pictorial menus help me to order a meal 4.02 4.44 .000
| worry | might get something not what | | 3.20 3.69 .000
wanted due to misunderstanding the menu

It would be very important if waiters could | 2.72 3.58 .000
speak the same language as mine

| worry there will be communication | 3.03 345 .014
problems while dining

Psychological Risk Dimension (M ean) 2.73 3.32

I worry food may not fit my expectations 2.93 3.56 .000
| would rather spend money on food | am | 2.67 3.15 .000
familiar with

| worry shopkeepers would cheat me because | 3.15 3.67

| am not alocal

| would buy something that most people | 2.34 3.35 .000
would buy

A tour guide is very important if | need to | 2.72 3.53

communicate with people while travelling

Itishard to find food which is suitable for me | 2.57 2.63

Social Risk Dimension (M ean) 2.06 2.80

Relatives may not like souvenirs | bought for | 2.24 2.68 .000
them

| consider what people, whose opinion was of | 1.94 2.68 .000

value to me, would think, if they thought I
dined in an improper restaurant

| worry others would be influenced by my | 1.98 2.75 .000
attitude on food

| worry about using the cutlery improperly | 2.06 3.07 .000
while | am eating

Health Risk Dimension (M ean) 341 3.50

There is a possibility of contracting infectious | 3.28 3.70 .000
diseases while dining out

Potential health problems are a concern 3.61 342

| may get sick from food if | have something | 3.35 3.39

unfamiliar

Value Risk Dimension (M ean) 2.88 3.61

| worry whether the food | buy is good value | 3.22 3.93 .000
for money

It would not be a good idea to spend my | 2.54 3.28 .000

money on buying some food | do not know
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6.4.4 Discussion-Resear ch Objective 1

6.4.4.1 Past Travel Experiencesand Future Travel I ntention

More than three quarters of Australian respondents had been overseas but only one fifth of
the Chinese respondents had overseas travel experiences. Over the next five years, the
number of Australian respondents wishing to, or likely to travel to China should increase to
two fifths, but that number will be still far lower than the increasing rate of Chinese
respondents wishing to come to Australia which will rise to nearly three fifths. It seems that
Australia is a more attractive destination for Chinese, than China is for Australians. The
results demonstrated that the Chinese were enthusiastic to sample Western food and

experience Western culture, customs and lifestyle.

The results showed how most Australian respondents prefer travelling with a partner, while
Chinese respondents indicated they would like to travel with their family. More than one
third of Australian respondents indicated they would like to travel independently, but only
around one tenth of Chinese respondents indicated they would do so. This finding was
consistent with the research done by the Japan Travel Bureau (2002) and March (1997).
Interestingly, Money and Crotts (2003) found that tourists from the high-uncertainty
avoidance group travelled alone significantly less often, and travelled more with business

associates and friends in organized groups.

A partia package tour was the favourite travel style for both Australian and Chinese
respondents. This implies that travel style can often vary due to external factors, such as
unfamiliar environments or with language barriers. For example, although Australians prefer

more independent travel they would nevertheless seek professional assistance via a partia
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package tour arrangement if circumstances so required.

Regardless of which nation the respondents came from, most people surveyed indicated high
interest in participating in a gourmet tour or a winery/brewery visit. In 2002, 184,600
international visitors to Australia indicated that the reason for their visit was to experience
Australia’s food and wine and even perhaps visit a winery (Heaney and Robertson, 2004).
The results show that tourists from both countries are interested in food tourism activities
where they can experience cultura diversity. People have different motivation to travel and

food activities present potential attractions for certain types of tourists.

With reference to a gourmet tour, more Chinese respondents indicated their interest in this
type of tour than Australian respondents did for a similar tour in China. This finding shows
that culinary tourism may draw Chinese visitors to Australia more so than Australian visitors
to China. And athough Australia is a more expensive travel destination, identifying and
promoting particular themes such as exotic cuisine and atmosphere may attract special

interest groups.

6.4.4.2 Comparison of Australian and Chinese Respondents Based on the I TR Scale

Overal, Chinese respondents rated most of the questions in the ITR scae higher than
Australian respondents did except for the three statements of ‘I prefer seeking excitement or
complete novelty by engaging in direct contact with a wide variety of new and different
people’, ‘I prefer associating with the local people while travelling’, and ‘I prefer making

friends with local people’.
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This thesis found that regardiess of which nation the respondents came from, the socia
contact dimension was rated highest. Both nationalities were keen to expose themselves to
different cultures in order to satisfy their novelty seeking desires. Research by Hjalager and
Corigliano (2000) highlighted how eating an authentic dish and drinking local wine was a
typical way of making contact with the local population. Similarly Riley (2003) indicated
how the meal reflects something of the socia fabric within a country. And Richards, (2002)
proposed how opportunities to eat together may be greater while on holidays, where eating
takes on an even stronger social function. This thesis supports those authors’ ideas and

appliesit in the Chinese Australian context.

The Chinese gave the statement of; ‘I prefer travelling to countries that are popular tourist
destinations’ the second highest rating. This finding was consistent with the Asia Pacific
Foundation of Canada (2002), report which mentioned that the Chinese place great emphasis
on status, which leads them to visit the most popular attractions or destinations. Applying this
idiosyncrasy to food activities, building status into a good food image would be a very
important factor in promoting cuisine to Chinese visitors. An example of this reasoning can
be found in the case of Italy, which is perceived by many tourists as a ‘gourmet country’ and
attracts visitors for that reason. Hall and Mitchell (2001) emphasized how food in tourism can

be used as a powerful national brand to entice tourists and promote return visits.

Chinese respondents rated ‘I prefer living the way the people I visit live by sharing their
shelter, food, and customs during my stay’. Tucker and Keen (2002) found the most
important reason for tourists to stay in Bed and Breakfast establishments (B& Bs) was having
the opportunity to get to know the local lifestyle and learn about the culture. This suggests

that a typical ‘home stay’ or B& B experience would be very appealing to Chinese tourists.
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6.4.4.3 Food Activity Preference Comparison between Australian and Chinese

Chinese respondents had higher agreement on most of the statements in the Food Activity
Preference scale. However, Australians most strongly agreed on the statements of ‘I like to
sample local foods’ and ‘I like to dine at restaurants serving regional specialties’ but they
most strongly disagreed with the statement of ‘I prefer dining at fast food restaurants’. This
finding implies that people have different dining preferences between daily routine and
holidays. This assumption is in agreement with Michalsky (1991), who indicated that patrons
dine differently while on holidays. Heung and Qu (2000) and Jacobsen (2000) supported the
idea that tourists exhibit strong interest in trying new and unfamiliar food when away from
home. Here for example, McDonald’s products would normally be considered a popular daily
choice by many Australians but while on holidays in another country they would tend to shun

the idea of eating something common that they could regularly eat at home.

Chinese respondents mostly strongly supported the statements of ‘I prefer purchasing local
products to take back home’. Yau (1988) articulated how the Chinese have a strong social
orientation to develop interpersonal relationships and that by giving souvenirs as giftsit is a
way to maintain social bonds. Haukeland and Jacobsen (2001) suggested that getting visitors
involved with local food builds a fundamental socia link, and that by purchasing local food
and beverages as souvenirs strengthens the connection between the holiday destination and
the tourists” home. Hjalager (2002b) stressed that the consumption of food and drink is not
only important at the destination, but that when it is taken home as a souvenir it reminds
tourists of their travel experiences. If the holiday souvenirs are given as gifts, the recipient
may also establish a faint connection with the travel destination thus igniting a spark of

interest to perhaps one day visit the same place.
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Interestingly, the Chinese gave least preference to ‘Dining at high quality restaurants’.
Tourism Queensland (2006) defined that food tourism includes al unique and memorable
food experiences, not just at star rated establishments. Generally, cost is a mgor concern for
Chinese tourists, perhaps in part due to the variations between currency exchange rates.
Dining at high quality restaurants may provide good food and memorable experiences but it
may also equate to high expense if unfavourable currency values are taken into consideration.
Hospitality management cannot do much about the imbalances in exchange rates between
countries so perhaps the only thing the high-level restaurants can do to attract Chinese

visitors would be to offer discounts or promote the idea of value for money.

Collectively, Australian respondents gave higher ratings in the ‘food culture’ dimension, and
on most items in the ‘local beverage’ dimension. Drinking alcohol is an Australian tradition;
it seems understandable that Australians would exhibit strong interest in seeking out local
beverages while on holidays. Australians are generaly interested in cultural food matters,
many surveys point out that what people eat and drink and the way they eat and drink are
such basic aspects of culture (Au & Law, 2002; Barthes, 1979; Richards, 2002). Therefore, it
is reasonable to suggest that sampling local beverages maybe regarded as one of the ‘pull

factors’ of a destination and therefore aworthy cultural experience.

6.4.4.4 Risk Perceptions Associated with Food between Australians and Chinese

Overal, Chinese respondents had higher perceptions of risk in most dimensions. Hofstede
(2001) provided the explanation that people from the high-uncertainty cultures try to avoid
risks and seek greater certainty and stability in their lives. In contrast, people from the low-
uncertainty cultures accept more risk and danger in their lives. The communication risk was

perceived as the highest item in the risk dimension for Chinese respondents. Insufficient
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competency in the native language is one of the difficulties faced when ordering local dishes.
It is therefore reasonable that linguistically impaired travellers rely heavily on either a tour
guide or pictured menus to facilitate their decision and relieve the level of anxiety or

uncertain risk.

Australians rated their risk perception higher than the Chinese respondents did only on one
statement of ‘Potential health problems are a concern’. Han’s explanation of health risk
associated with culinary tourism was the biological harm caused by consuming contaminated
food during the dining experience. Because of Australia’s education and higher standards on
matters of hygiene compared with the perceived characteristics of Chinese cooking and the
genera absence of workplace hedth and safety inspectors, some anxieties obviously exist

with respect to eating food in China.

6.4.5 Results-Resear ch Objective 2

To explore whether there were any difference between Australians and Chinese respondents
with respect to food preferences for varying restaurant scenarios. This study sought to
discover what respondents percelved to be the factors that most influenced their dining

decisions.

6.4.5.1 Food Activity Preferencesin Each Type of Restaurant between Cultures

This section presents the comparisons of Australians and Chinese respondents on each dining
scenario. The findings were derived from the second and third studies. These included the
most appealing factors and the most influential factors that impact upon the dining decision.

The Chinese street vendor scenario was presented only to Australian respondents, therefore it
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was not included in this comparison. The cross-cultural comparison relates to the 8 attributes
of the dining experience as idedlised within the 10 different restaurant scenarios. The
significance level was set to p=.001 in reported findings where a p- value < .001 indicates

strongly significant differences.
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6.4.5.1.1 Exotic Fast Food Restaurant Scenario

In the exotic fast food restaurant scenario, ‘convenience’ was the most appealing factor to
both Australians and Chinese (Table 6.6). However, service quality, hygiene and price were
more appealing to Australians than to Chinese respondents in this type of restaurant. In
addition, ‘food style’, ‘variety’ and ‘convenience’ were factors likely to affect Australians
more so than Chinese in their choice of restaurant. The most influential factor was ‘food

style’ (58.9%) for Australians and ‘price’ (55.7%) for Chinese.

Table 6.6 Exotic Fast Food Restaur ant Scenario

Australiansin China Exotic Fast Food Restaur ant Chinesein Australia
Australians Chinese CH sEev °°'ﬂ W =iy

St rozu‘?ﬁm L

‘. [ um

Most appealing attribute Convenience Convenience t-value
(Mean valuefrom 1to 5) (3.77) (3.71) p- value
Significant differencesin Service quality 3.974
appealing attributes (3.04) (2.68) *
Hygiene 6.752
(3.34) (2.74) *x
Price 6.471
(3.70) (3.05) *x
Most influential attribute Food style Price X?
(% Yes) (58.9) (55.7) p- value
Significant differencesin Food style 38.235
influential attributes (58.9) (32.5) *x
(% Yes) Variety 58.101
(41.6) (13.7) *%
Convenience 22.286
(41.6) (22.9) *%

**: p- value < .001(strongly significant difference)
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6.4.5.1.2 TheLocal High-Level Restaurant

In thelocal high-level restaurant, ‘atmosphere’ was the most appealing factor and ‘food style’

was the most influential attribute to both nations’ respondents (Table 6.7). The Chinese rated

‘food style’ (3.80) and ‘atmosphere’ (4.25) significantly higher than Australian respondents.

Also Chinese respondents were more likely to dine in this type of restaurant over that of

Australians. Australians also regarded ‘flavour’ and ‘variety’ as being influential factors.

Table 6.7 The Local High-Level Restaurant Scenario

Australiansin China

Local High-Level Restaurant Chinesein Augtralia

Australians Chinese
Most appealing attribute Atmosphere Atmosphere t-value
(1~-5rating) (4.0) (4.25) p- value
Significant differencesin Food Style 4.127
the appealing attribute (3.40) (3.80) *x
Atmosphere 3.221
(4.0) (4.25) *%
Would you dinein thistype (3.40) (3.80) 3.841
of restaurant if you werein *
China/ Australia
Most influential attributes Food style Food style X?
(% Yes) (64.0) (48.8) p- value
Significant differencesin Food style 36.379
influential attribute (% (64.0) (48.8) *x
Yes) Flavour 31.438
(61.5) (43.8) *x
Variety 66.564
(51.5) (22.2) %
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6.4.5.1.3 The Restaurant in the I nternational Hotel Chain

In the restaurant in the international hotel chain scenario, ‘hygiene’ (4.03) was the most
appealing factor to Australians and ‘atmosphere’ (4.29) was the most appealing factor to
Chinese (Table 6.8). Australians considered ‘food style’, ‘variety’, ‘service quality’ and
‘convenience’ as more influential than the Chinese, but the Chinese regarded ‘hygiene’ as a
more influential factor than Australian respondents. There were significant differences
between Australians and Chinese respondents in what they perceived to be the most

influential factors of this type of restaurant.

Table 6.8 International Hotel Chain Restaurant Scenario

Restaurant in International Hotel Chain __ Chinesein Australia
Augtralians Chinese h lj ‘,1 '*""i‘
ey | '.!'. ) ¥y
M ost appealing attribute Hygiene Atmosphere t-value
(1~5rating) (4.03) (4.29) p- value
Significant differencesin the Atmosphere 7.101
appealing attribute (3.67) (4.29) *x
Most influential attribute Food style Price X2
(% Yes) (60.0) (54.9) p- value
Significant differencesin Food style 20.541
influential attributes (% Yes) (60.0) (40.5) *x
Variety 41.676
(46.3) (20.9) *k
Service quality 15.780
(40.5) (24.7) *
Hygiene 18.504
(48.1) (51.9) *
Convenience 28.890
(25.9) (9.3) *
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6.4.5.1.4 TheInternational Fast Food Chain

In the international fast food chain scenario, ‘convenience’ was the most appealing and
influential attribute for both Australian and Chinese respondents (Table 6.9). Chinese
respondents rated the appeal of ‘variety’, ‘service quality’, ‘hygiene’, and ‘atmosphere’
significantly higher than Australian respondents. Australian respondents were more likely to
be influenced by ‘food style’ and ‘convenience’ but the Chinese respondents indicated a

higher intention to dine in this type of restaurant.

Table 6.9 International Fast Food Chain Scenario

Audtraliansin China International Fast Food Chain Chinesein Australia
Australians Chinese
Most appealing attribute Convenience Convenience
(1~5rating) (3.75) (4.01)
Significant differencesin Variety
appealing attributes (2.22) (2.60)
Service quality
(2.80) (3.30)
Hygiene
(2.97) (3.60)
Atmosphere

(2.03) (3.08)
Would you dinein thistype of (2.73) (3.24)
restaurant in China
/Australia
Most influential attribute Convenience Convenience X?
(% yes) (71.0) (53.0 p- value
Significant differencesin Food Style 10.831
influential attributes (% Yes) (35.2) (22.4) *x

Convenience 15.680
(71.0) (53.9) *x
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6.4.5.1.5 Tour Group Restaurant Scenario

In the tour group restaurant scenario, ‘price’ was the most appealing factor for both
Australian respondents and Chinese respondents (Table 6.10). Australians rated ‘food style’,
‘service quality’, ‘hygiene’, and ‘convenience’ higher than the Chinese. Australian
respondents regarded ‘price’ as the most influential factor but ‘flavour’ was for the Chinese
respondents. ‘Food style’, ‘variety’, ‘price’ and ‘convenience’ were more likely to be

influential factors for Australian respondents than for Chinese respondents.

Table6.10 Tour Group Restaurant Scenario

Australiansin China Tour Group Restaurant Chinesein Australia
-y | I g — = r—
Australians Chinese
Most appealing attribute Price Price t-value
(1~5rating) (3.77) (3.56) p- value
(mean value)
Significant differencesin Food Style 3.423
appealing attributes (mean) (3.37) (3.02) *x
Service quality 5.149
(2.90) (2.42) o
Hygiene 5.818
(3.10) (2.60) o
Convenience 4171
(3.36) (2.94) *x
Most influential attribute Price Flavour X2
(% Yes) (58.8) (46.1) p- value
Significant differencesin Food style 33.775
influential attributes (% Yes) (52.8) (28.4) *x
Variety 56.780
(41.7) (13.9) *x
Price 15.317
(58.8) (41.8) o
Convenience 47.740
(42.7) (16.5) *x
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6.4.5.1.6 The Food Court Scenario

In the food court scenario, ‘convenience’ was the most appealing factor to Australian
respondents, but ‘variety’ was to Chinese respondents (Table 6.11). There were strongly
significant differences recorded between the cultures on ‘food style’, ‘flavour’ and ‘variety’
where Australian respondents gave lower preference ratings than the Chinese respondents.

On influential factors, ‘atmosphere’ was chosen the most critical factor by Australian
respondents, and ‘food style® by Chinese respondents. Additionally, ‘price’ and
‘convenience’ were more likely to influence Australian respondents, but the Chinese

respondents indicated that they would be more willing to dine in this type of restaurant.

Table6.11 The Food Court Scenario

The Food Court Chinesein Australia

Australians Chinese # :ﬁF"
Convenience Variety t-value
(3.95) (4.14) p-vale
Significant differencesin Food style 7.204
appealing attributes (mean) (3.26) (3.99) o
Flavour 7.071
(3.21) (3.92) >
Variety 7.876
(3.39) (4.14) *
Would you dinein thistype (3.47) (3.98) 5.469
of restaurant in China *x
/Australia?
Most influential attribute Atmosphere Food style X?
(% Yes) (72.4) (62.2) p- value
Significant differencesin Price 29.536
influential attributes (% (64.2) (40.7) *x
Yes) convenience 108.445
(71.6) (27.2) *
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6.4.5.1.7 The Authentic Local Restaur ant Scenario

In the authentic local restaurant scenario, ‘atmosphere’ was the most appealing attribute for
both Australian respondents and Chinese respondents (Table 6.12). Australian respondents
rated ‘price’ (4.04) and ‘convenience (3.73) significantly higher than the Chinese respondents
did (2.71), (3.02). Australian respondents indicated that ‘atmosphere’ was the most influential
attribute, but Chinese respondents considered ‘food style’ more influential when making their
dining decision. Australian respondents were more likely to be influenced by ‘variety’,
‘service quality’, ‘convenience’ and ‘atmosphere’. Australian respondents would be more

likely to dinein thistype of restaurant.

Table6.12 The Authentic L ocal Restaurant Scenario

Authentic Style Restaur ant Chinesein Australia
Australians Chinese
M ost appealing attribute Atmosphere Atmosphere t-value
(1-5 rating) (4.32) (4.18) p- value
Significant differencein Price 15.026
appealing attribute (mean) (4.05) (2.71) *x
Convenience 8.410
(3.73) (3.02) >
Would you dinein thistype (4.09) (3.78) 3.252
of restaurant in China/ *x
Australia?
Most influential attribute Atmosphere Food style X?
(attribute% Yes) (72.4) (62.2) p- value
Significant differencesin Variety 48.186
influential attributes (% (51.8) (23.2) *x
Yes) Service quality 18.958
(30.3) (14.9) >
Convenience 67.979
(27.0) (3.9) >
Atmosphere 59.469
(72.4) (38.7) >
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6.4.5.1.8 The Local Fast Food Dining Scenario

In the local fast food restaurant scenario, the most appealing attribute was ‘convenience’ for
both Australian respondents and Chinese respondents (Table 6.13). Australian respondents
were more influenced by ‘convenience’, but the Chinese respondents rated ‘flavour’ as their
most influential attribute. Australian respondents placed significantly higher importance on

‘food style’, “variety’, ‘price’ and ‘convenience’ as influential attributes.

Table6.13 The Local Fast Food Dining Scenario

The Local Fast Food Chinesein Australia

-_A
-

Australians Chinese

Most appealing attribute Convenience Convenience X2
(mean)(1-5 rating) (3.90) (3.84) p- value
Most influential attribute Convenience Flavour
(% Yes) (60.2) (42.0)
Strongly significant Food style 20.686
differencesin influential (56.9) (37.1) *
attributes (% Yes) Variety 39.738
(43.7) (19.1) *%
Price 17.390
(58.2) (39.9) >
Convenience 42.811
(60.2) (32.0) >
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6.4.5.1.9 The Exotic High Level Restaurant Scenario

In the exotic high-level restaurant, the most appealing attribute was ‘service quality’ to
Australian respondents, and ‘atmosphere’ to the Chinese respondents (Table 6.14). The
Chinese respondents rated ‘food style’, ‘flavour’, ‘variety’, ‘service quality’, ‘hygiene’ and
‘atmosphere’ significantly higher than Australian respondents. ‘Food style’ was the most
influential factor to Australian respondents, while Chinese respondents considered ‘flavour’

more influential on the decision making process. In addition, ‘food style’, ‘variety’ and

‘convenience’ influenced Australian respondents more so than Chinese respondents.

Table 6.14 The Exotic High Level Restaurant Scenario

The Exotic High-L evel Restaurant

Australiansin China

Chinesein Australia

3 ‘T_)lv, Australians Chinese
k™ V%
M ost appealing attribute Service quality Atmosphere t-value
(mean) (3.24) (3.82) p- value
Significant differencesin Food style 4.632
appealing attributes (2.82) (3.34) *x
(mean) Flavour 5.262
(2.85) (3.43) o
Variety 7.011
(2.76) (3.48) o
Service Quality 5.203
(3.24) (3.74)
Hygiene 7.002
(3.08) (3.72)
Atmosphere 8.607
(2.94) (382 xx
Most influential Food style Flavour X
attribute (% Yes) (57.9) (46.1) p- value
Significant differencesin Food style 21.791
influential attributes (% (57.9) (37.4) *x
Yes) Variety 34.492
(40.7) (18.0) *
Convenience 80.507
(39.5) (8.5 *
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6.4.5.1.10 The Pub Scenario

In the pub scenario, ‘price’ was the most appealing factor to Australian respondents, and
‘atmosphere’ to the Chinese respondents (Table 6.15). Chinese respondents rated ‘food style’,
‘flavour’, ‘variety’, ‘service quality’, ‘hygiene’ and ‘atmosphere’ significantly higher than
Australian respondents. ‘Atmosphere’ was the most influential factor to both Australian
respondents and Chinese respondents. Australian respondents regarded ‘variety’ and
‘convenience’ as more influential to the decision making process than the Chinese
respondents did. Chinese respondents indicated a higher preference to dine in Australian pubs

than Australian respondents did for Chinese pubs.

Table6.15 The Pub Scenario

Australiansin China The Pubs Chinesein Australia
' : Australians Chinese Clthe A 4
. i g @
B h Y uf;l'?@
M ost appealing attribute Price Atmosphere t-value
(3.11) (3.63) p- value
Significant differencesin Food style 10.358
appealing attributes (2.42) (3.53) *x
(mean) Flavour 8.864
(2.50) (3.42) *
Variety 11.301
(2.39) (3.53) >
Service quality 8.193
(2.62) (3.36) >
Hygiene 7.770
(2.61) (3.31) >
Atmosphere 6.077
(2.92) (3.63) *x
Would you dinein this (2.87) (3.54) 6.043
restaurant in China/ *x
Australia ?
Most Influential Atmosphere X
attribute (% Yes) (64.6) (55.7) p- value
Significant differencesin Variety 22.793
each Attribute (% Yes) (35.4) (17.3) >
Convenience 69.453
(42.3) (11.6) *
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6.4.6 Discussion- Resear ch Objective 2

6.4.6.1Comparisons of Restaurants’ Appealing Attributes between 2 Cultures

Chinese respondents gave higher ratings on most of the appealing attributes in the high-level
or Western style restaurant scenarios as well as the food court. The Tables in Appendix G
summarize the appealing and influential attributes between the two cultures in each type of
restaurant. The findings indicated that Chinese perceived the images of Western style and
high-level restaurant scenarios as appealing but interestingly, the Chinese respondents rated
the chance of dining at the high quality restaurant the lowest. It clearly demonstrates that the
appealing factor was not the same as the influential factor which carried more weight in the

final dining decision.

Most of the attributes in the exotic fast food, tour group, loca fast food and authentic style
restaurant scenarios were more appealing to Australians reflecting the cultural preference of

seeking out novelty or trying new foods.

6.4.6.2 Most Appealing and Influential Attributesas Considered by 2 Cultures

Six restaurant scenarios were consistent in terms of the most appealing attribute between the
two nationalities. For instance, convenience was regarded as the most appealing factor in the
exotic fast food, international fast food, and in the local fast food scenarios by both
nationalities. Similarly, the two nationalities rated price in the tour group restaurant and
atmosphere in local high-level and the authentic local restaurant scenarios as being the most

appealing attribute for each situation.
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Table 6.16 Summary of the Most Appealing Attributes Considered Consistently by 2
Cultures

TheMost Appealing Attribute Type of Restaurant

Convenience Exotic fast food, the international fast food, the
local fast food

Atmosphere Local high-level, the authentic style,

Price Tour group

Some differences between nationalities were recorded on the most appealing factor in some
restaurant scenarios. Service quality in exotic high-level restaurant, hygiene in international
hotel, price in pubs, and convenience in the food court were the most appealing factors for
Australians respondents in each scenario. By contrast, variety in the food court was the most
appealing factor for the Chinese respondents, as was atmosphere in the internationa hotel,
the exotic high-level restaurant and in the pub scenarios. The findings of this thesis support
the research by Nield et al. (2000) that there are considerable differences between national
groups with regard to perceptions about some attributes of food service. This thesis concludes
that there are significant differences between cultures and their perceptions of satisfaction.
Hence, careful consideration must be given to the food service product offered to tourists of

different nationalities.

For example, food style, flavour and price were more likely to influence the Chinese dining
decision, hence the more likely dining outlets for Chinese visitors to Australia would be the
food court, followed by local high-level restaurant and then the authentic style restaurant.
Based on the Food Activity Preference scale, the Chinese gave the lowest rating for wanting
to dine at the high-level restaurant, but nevertheless perceived the appeal of such restaurants
to be better than others. It demonstrated even though the high-level restaurant was very
appealing, price and flavour were the major reasons for not choosing to dine in that type of

restaurant.

277



6.4.6.3 Relationship of Appealing and Influential Attributeson Future Dining Intention

There were three restaurant scenarios where the most appealing and influential attributes
were identical between Chinese and Australians, such as food style for the local high-level
restaurant scenario, convenience for the international fast food outlet, and atmosphere for the
pubs. This finding offers foodservice providers valuable information how to strengthen these

factors in order to influence people’s dining decisions (Table 6.17).

Food style and atmosphere were identified as the mgor attributes to influence Australian
respondents’ dining decisions whereas price and flavour were more influential to Chinese
respondents’ future dining decisions. This implies foodservice providers are successful in
drawing consumers’ attention on the appealing factors of their establishments however, the
appeal of an establishment is not the factor which determines the final dining decision. Food
service providers should perhaps concentrate on promoting the most influential factors of

their establishmentsin order to enhance patronage.

Because Australians were likely to be influenced by food style and atmosphere it made sense
that the authentic style restaurant would be their first choice for future dining, followed by the

local fast food and then the food court when they travel in China
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Table6.17 The Most Appealing and Influential Attributesfor Each Restaurant

Most Appealing Attribute

Most Influential Attribute

Future

Dining Intention

Types of Australians | Chinese Australians Chinese Australians | Chinese
restaurant

Exotic fast food | Convenience | Convenience | Food style Price 9 10
Local Atmosphere | Atmosphere Food style Atmosphere 4 2
high-level

restaurant

I nter national Hygiene Atmosphere Food style Price 5 5
hotel chain

International Convenience | Convenience | Convenience | Convenience 10 8
fast food

Tour group Price Price Price Flavour 6 9
Food court Convenience | Variety Atmosphere Variety 3 1

Authentic Atmosphere | Atmosphere | Atmosphere Food style 1 3

style

restaurant

Local fast food | Convenience | Convenience | Convenience | Flavour 2 7
Exotic Service Atmosphere Food style Flavour 7 6
high-level quality

restaur ant

Pubs Price Atmosphere | Atmosphere Atmosphere 8 4
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6.5 Conclusion

From the results, we can clearly identify the differences between Australian and Chinese
respondents with regard to their novelty seeking habits, their risk perceptions and their
restaurant preferences while travelling. The differences and similarity between the two

nationalities are outlined in Tables 6.18 to 6.20 below.

6.5.1 The Differences between Nationalities
6.5.1.1 The Characteristics of Chinese Respondents

Chinese respondents had limited travel experience, preferred their trip to be arranged by a
travel agent and liked travelling with family. In relation to food and travel, the Chinese rated
higher than Australians on novelty seeking characteristics. In particular, they were very keen
to experience the redlity of life in Australia and purchase local food products to take back
home. Interestingly, athough the Chinese rated higher on novelty seeking characteristics they
also had higher perceptions of risk. Their greatest fear if they travelled to Australia was not

being able to communicate because of the language barrier.

Generaly, atmosphere was recorded as the most appealing attribute in any high-level or
Western style restaurant scenario and more often than not, food style, flavour and price would
influence their final dining choice. For Chinese respondents, variety in the food court,
atmosphere in the local high-level restaurant and pub scenarios plus convenience in the
international fast food restaurant, were clearly both the most appealing and most influential
factors affecting their dining choice. The food court, the local high-level and the authentic
style restaurants were more likely to be their preferred dining choice when they travel to

Austraia

280



6.5.1.2 The Characteristics of Australian Respondents

The Australian respondents had more travel experience and preferred to travel with a partner
or aone. They aso like to experience different cultures from their own and associating with
people from different countries. Additionally, they were interested in experiencing local
customs, food culture and sampling local beverages. With the exception of communication
risk, they perceived health risks as a higher reason for concern than Chinese respondents did.
Food style and atmosphere were often the major factors that influenced the Australian’s
dining decision, which they prioritised in this order of preference; the authentic style

restaurant first, followed by the local Chinese fast food outlet and then the food court.

The most appealing and influential factors were identical in the following restaurant scenarios;
convenience both in the local fast food and international fast food restaurant scenarios, price
both in the street vendors and the tour group restaurants. Clearly, foodservice management in
those types of restaurants have generally been able to reach the appropriate mix of matching

consumer preferences with consumer expectations.

The following tables summarize the differences between Australian and Chinese groups in

terms of demographics, genera travel preferences, novelty seeking habits, risk perceptions

and restaurant preferences.
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Table 6.18 Summary of Cross-Cultural Dining Characteristics

Nationality Characteristics

Australians Appealing attributes: Australians rated some attributes significantly higher than the
Chinesedidinonly afew restaurant scenarios. These werein
the exotic fast food, tour group, local fast food and authentic
style restaurants.

The most appealing attribute: | Hygiene in international hotel chain, convenience in the food
court and the local fast food, service quality in the exotic high-
restaurant, price in the pubs.

Futuredining intention: Lesslikely to dinein the following restaurant outlets;
international fast food, exotic fast food and the pubs.

Top 3 dining choices: Thelocal fast food restaurant, authentic style restaurant and
thefood court.

Influential attribute: More likely to be influenced by ‘food style’ and ‘atmosphere’

Chinese Appealing attribute: The Chinese rated most attributes significantly higher than the

The most appealing
attribute:
Futuredining intention:

Top 3 dining choices:

Influential attribute:

Australians did in several restaurant scenarios. These werein
the local high-level, international hotel chain, international
fast food, food court and exotic high-level restaurant and the
pubs.

Atmosphere in international hotel chain, the exotic high-level
restaurant and the pubs, variety in the food court

Lesslikely to dinein the following restaurant outlets ; local
high-level restaurant, tour group restaurant and international
fast food

Food court, thelocal high-level and the authentic style
restaurant.

Lesslikely to be influenced by restaurant attributes.

More likely to be influenced by ‘food style’ and ‘flavour’
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Table 6.19 Summary of Differences of Novelty Seeking

Nationality

Novelty Seeking (ITR and FAP scales)

Australians

Lower rating on most ITR scale items, except ‘I prefer seeking excitement
or complete novelty by engaging in direct contact with a wide variety of
new and different people’, ‘I prefer associating with the local people while
travelling’, ‘I prefer making friends with local people’.

Rated in descending order: social contact (1), travel service (2),
destination-oriented (3) dimensions

Lower rating on most FAP scale items, except in ‘food culture’ dimension
and ‘I prefer visiting a local brew pubs’ and ‘I prefer visiting wineries’ in

local beverage dimension

Chinese

Higher rating on most ITR scaleitems
Rating descending order: socia contact (1), destination-oriented (2), travel
service (3) dimensions

Higher rating on most FAP scale items

Table 6.20 Summary of Differencesin Risk Perceptions

Nationality Risk Perception with respect to Food Activity Preferences

Australians e Lower rating on most items, except ‘Potential health problems’

(A) e Rating descending order: ‘health’ (1), ‘communication’ (2), ‘value’ (3),
‘psychological’ (4) and ‘social risk’ (5) dimensions

Chinese e Higher rating on most items

© e Rating descending order: ‘communication’ (1), ‘value’ (2), ‘health’ (3),

‘psychological’ (4) and ‘social’ risk (5) dimensions
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6.5.2 The Similarities between Nationalities

The maority of Chinese and Australian respondents indicated that they would like to
participate in a gourmet tour or visit a brewery/winery. The research found that culinary
tourism or local cuisine can motivate peoples’ travel desire. The social function in the novelty
seeking dimension was identified as the favourite activity while travelling.

Both Australian and Chinese respondents perceived ‘communication risk’ as a reason for
concern but was rated dlightly higher by the Chinese. The results suggest that it would be
difficult to order a suitable meal without proficiency in the local language. Cohen and Avidli,
(2004) argued it may impede tourists’ dining choice for the local cuisine, but this thesis found

that picture menus would help alleviate some of those concerns.

6.5.3 Implications for Hospitality Management

The most appealing factor of a particular restaurant was not necessarily the factor, which
would determine the tourist’s final dining decision. The decision rested heavily on what the
respondents identified as being the most influential attributes of a restaurant. In addition, the
influential attributes provide both positive and negative information by highlighting which
factors motivate or restrain respondents’ dining choices. According to this finding, hospitality
management can make use of the most influential factors in the specific types of restaurants

to differentiate their target market and cater to their specific needs.

The findings of studies 2 and 3 provided empirical evidence that there are distinct dining
markets in terms of the selection processes involved when making dining decisions and that
risk perceptions and novelty seeking characteristics play a mgjor role when deciding where to
dine. The findings can be applied to the dining decision model proposed by this thesis (See
Figure 6.1 and 6.2). The information may provide a clear direction for tourism management

to offer a satisfactory dining service to visitors in the future.
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Australian

Respondents
y
v v
Y
Demogr aphics: Risk perception: Novelty seeking: Travel style:
More females, more More travel experiences,
graduated from Uni plus Lower risk ratings, Lower ratings on most More independent travel
more above postgraduate but health conscious of ITR and FAP scales Prefer travelling with
AL partner
) )
v

a N

Dining preferences:
The exotic fast food, tour group, loca fast food, and authentic style restaurants were more appealing
to them. They were more likely to be influenced by food style and atmosphere. They were more
likely to dine in the local fast food, authentic style restaurants and food courts when they travel to
China.

- /

Figure6.1 The Dining Decision Model Applied to Australian Respondents
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Chinese

Respondents
A
v ~ v
Demographics: Risk perception: Novelty seeking: Travel style:
Lesstravel experience
More males, majority Higher risk ratings, Higher ratings on most of Prefer a partially packaged or
studying at university and particularly inclusive packaged tour,
graduated from university communication risk ITR & FAP prefer travelling with family
) )
A 4

( N

Dining preferences:
They were more likely to be influenced by food style, flavour and price. They were more likely to
dine in the food court, authentic style restaurant, international fast food and the pubs when they travel

to Austraia.

Figure 6.2 The Dining Decision Model Applied to Chinese Respondents

The next Chapter discusses the mgjor findings of thisthesis.
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Chapter 7

Discussion, Summary, Conclusions and I mplications

7.1 Introduction: The Purpose of this Chapter

7.2 Overview of the Results from the Studies

7.3 Implications of the Study

7.4 Limitations of the Study and Suggestionsfor Future Resear ch
7.5 Conclusion of the Thesis

7.1 Introduction

This thesis examined how behavioura characteristics influence the decision making process
of tourists’ travel arrangements and food consumption. Several authors had suggested that
this area of research had not received much attention. An objective of this thesis was to
enhance the body of knowledge relating to tourists’ behaviour and lead to practical
management implications. A task of the thesis was to examine how novelty seeking habits
and risk perceptions influenced people’s dining preferences and decisions while travelling. It
was a further aim to analyse the differences between Chinese and Australian culture in
relation to holiday travel. Based on that framework, this dissertation explored respondents’
food preferences by presenting them with a variety of dining scenarios as if they were

travelling in a different country.
This concluding chapter summarizes all the studies presented in the previous chapters. It

discusses the academic achievement and suggests some practical implications arising from

the work. Recommendations for future research are a so outlined.
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7.2 Overview of the Results from Studies

The first study identified eight attributes which were summarized from tourists’ best, worst,
and ideal food experiences. These attributes included; food style, flavour, variety, service
quality, hygiene, price, convenience, and atmosphere. These finding were then utilized to
create further detailed questionnaires for the subsequent studies whereby dining preferences
and decision making processes could be examined in different restaurant scenarios in China
and Australia. The second survey was carried out in China and the third survey in Austraia
Respondents from each country were presented with information based on the ITR and FAP
scales and asked to record their preferences of travel arrangements and dining choices as if
they were visiting the other country. The fourth study made use of the statistical information
gathered from studies 2 and 3 to make a cross cultural comparison of itinerary plans and

dining habits when travelling overseas.

7.2.1 Resultsfrom Study One

The findings of the first study identified the two major reasons for trying new food, these
were curiosity and popularity. This result supports Y uksel and Y tksel’s point (2002b) where
they suggested some tourists seem to look for an adventurous menu to sample local food and

discover local culture, but also that some tourists may have adesire only for familiar foods.

Three consumer groups were identified in relation to dining preferences. These were; low-
involvement diners (LID), middle-involvement diners (MID) and high-involvement diners
(HID). These classifications were based on respondent’s attitudes towards food when
travelling to another country. The research was conducted in response to Duffs and Dearden’s
(1990) claim that, ‘tourists are not an homogenous population’. This thesis supports their

claim.
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This study found that high-involvement diners were generally younger than the middle-
involvement diners and the low-involvement diners. Also the high-involvement diners tended
to eat ethnic food more often than the other groups. There was no statistical evidence
showing which specific factors would make tourists’ food experiences best or worst. Perhaps,
Lockyer’s (2005) work can give a reasonable explanation, he found that even if one attribute
does not meet guest expectations, as long as other attributes do, overal guest satisfaction
might still result. Lockyer suggested researchers should look at the dining experience in a
multifaceted way rather than over emphasizing individual aspects. The first study found that
food experiences rely not only on the appeal factor or influentia attributes of a restaurant but
also on the mutua interaction between diners and the restaurant and the customer’s

demographic and personality profiles.

7.2.2 Resultsfrom Study Two and Three

The findings from study 2 and 3 indicated more than half of the respondents questioned
would like to attend a gourmet or winery tour. This desire was confirmed by respondents
from both China and Australia, meaning that both nationalities are interested in sampling the
other country’s food and drink. This finding supports Quan and Wang’s (2004) study that
food could be the main purpose for some tourists to travel. Here food resources such as
gourmet tours, winery visits, food-related infrastructure, attractions and food-related event

activities may appeal to tourists and local residents alike.

Studies 2 and 3 incorporated the concepts of novelty seeking behaviour and risk perceptions
as tools to further examine how they influence people’s travel style and dining decisions.

Different dining groups were identified from the Chinese and Australian respondents based
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largely on their attitudes towards novelty seeking, risk perceptions and food activity

preferences.

The same questions were asked to both Chinese and Australian respondents. Some common
views were stressed in study 2 (Chinese respondents) and study 3 (Australian respondents).
Firstly the most appealing attribute of a particular restaurant was not necessarily the attribute
which would influence respondent’s final dining decisions. Secondly in each country, the
most popular dining outlets were the food courts and the respective authentic style restaurants.
These findings were consistent with the first study in that people had their best food

experience mostly while experiencing avariety of foods such asin afood court situation.

7.2.3 Resultsfrom Study Four

Study 4 was a cross cultural comparison combining the data from studies 2 and 3. Here the
data was compared and contrasted for each question ~ such as the most appealing factor in
each restaurant scenario and the respondents’ likelihood to dine in that type of restaurant.
Study 4 explored the dimensions of novelty seeking behaviour and risk perceptions and how
these traits influenced each culture’s dining preferences. The similarities and dissimilarities

were identified between the two cultures.

7.2.3.1 Novelty Seeking Comparisons between Two Nationalities

A key of this study identified how both nationalities consider social contact as being very
important while travelling. Recalling Richards (2002) where he expressed eating together
may be of greater importance while on holidays and take on an even stronger social function,

the findings of this thesis emphasize and reinforce the socia function of food across cultures.
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Australians, were interested in trying new or different products and making friends with
locals more so than the Chinese were. Compared to other tourism attractions, food provides
tourists with opportunities to experience cultural styles of exotic cuisine set in traditional
environments, and opportunities to learn about food habits from differing ethnic groups
(Elmont,1995). The results showed how the Chinese were in fact very curious of Western
culture and were keen to experience Western food, customs and lifestyle. This finding was
similar to Pan and Laws (2001) who also mentioned that the Chinese were eager to sample
Western culture. The majority of Chinese respondents indicated that it was not important

whether or not they dined in ahigh-level restaurant.

Chinese respondents also had higher agreement on most of the statements in the Food
Activity Preference scale, but interestingly Australians gave higher ratings in the ‘food
culture’ dimension and ‘local beverage’ dimension. This information is in line with that of
Tourism Queensland (2006) which found food tourism includes al unique and memorable
food experiences, not just at 5 star rated or critically acclaimed restaurants but at all dining

establishments including the enjoyment of local beverages.

7.2.3.2 Risk Perception Comparison between Two Nationalities

The communication risk dimension was of concern to most Chinese respondents. This
finding was consistent with Han’s (2005) work that communication risk does exist as one of
the dimensions of perceived risk in vacationing at international destinations. Particularly,
individuals perceive a higher level of overal risk when they travel to international
destinations where they cannot communicate in their native language. Australian respondent
by contrast were concerned more with ‘health risks’ while they travel. Rozin et al. (1999)

also reported substantial country differences in attitudes towards food and health. Banotal
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(2003) indicated that guests in restaurants associated the appearance of the establishment with

potential concerns about food safety.

7.3 Implications of the Studies

This section presents several implications drawn from the results of this dissertation. Firstly,
managerial implications are discussed which provide beneficial findings to destination
marketers and promoters. Then the theoretical implications are analysed to consider the

contributions this study has made to the existing body of knowledge.

7.3.1 Managerial I mplications

The thesis findings show that people try new food mainly based on their curiosity and
popularity. It implies that food service providers should be creative to arouse people’s
curiosity of national or regional cuisine. This could be done by emphasizing the unique
ingredients, cooking styles or healthy and nutritious food information attached to a particular
region. Additionally, service providers should develop a good food reputation, as word of

mouth is an important channel for promoting favourite or memorable destinations.

The thesis findings revealed some positive (e.g. ‘Great international cuisine’, ‘nice BBQ’ etc)
and negative (e.g. ‘Nothing belongs here’, ‘don’t know any typical food of Australia’)
comments about Australian food. Here management could take advantage of positive
comments to shape a good food image, but try aso, to remove the negative impression
tourists have of food while travelling. Kastenholz (2000) drew our attention to the prospect
that poor food experiences are of worthy concern. The negative image may deter potential
tourists from visiting a particular destination. Frochot (2003) viewed food as a potential
theme to sharpen a destination’s image and ascertain its uniqueness. In addition, food has

been proven to be an important means of selling the identity and culture of a destination
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(Jones & Jenkins, 2002).

The thesis found that the younger respondents were more likely to try ethnic food than the
older respondents. This finding is in accordance with Yiannakis and Gibson (1992) who
found that preference for risk ~ as related to tourism ~ decreases with age. This thesis found
that age is definitely an identifiable variable for the dining market. This finding provides
useful information to tourism management in that it allows decisions to be made in relation to

the catering needs of their target market taking age into account.

The thesis revealed how many potential travellers take great interest in food activities while
on holidays. Hence, specia interest tours may provide avariety of activities involving tourist
participation to incite curiosity and patronage. This finding isin line with Getz and Frisby
(1988) who revealed how a food festival is the second-most commonly held event next to
contests. Chinese and Australian tourism management could perhaps place more emphasis on

culinary events and their catering aspects to draw people’s attention.

Restaurant meals provide a great opportunity to connect with the host culture. Either way,
such dining experiences may be a pleasurable event or a tourist’s nightmare. In order to
ensure that tourists leave with positive impressions in mind, tourism management should
perhaps offer different food activities based on tourists’ different levels of novelty seeking
and risk levels. In order to help tourists associate themselves with the particular culture or
destination, management should encourage the tourists to sample the local food and drink by
making visitors feel more comfortable. This could be achieved by aleviating some of the

anxieties associated with risk perceptions (e.g. include picture menus).
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The statement of ‘I prefer purchasing local products to take back home’ was the favourite
food activity for Chinese respondents. This finding was consistent with Tse (1996) who
commented that Chinese people mostly use consumption activities as a means to foster social
relationships. Similarly, Richards (2002) argued consumption of food and drink is not only
important at the destination, but that food and drink can also be taken home as a souvenir to
remind tourists of their experiences. As tourists come into an area, some like to eat from local
outlets while others like to buy local products to take back home. Tapping into the logic
behind tourist’s dining preferences represents an ideal opportunity for service providers to
satisfy this market desire. Hospitality management could do this by adding culinary souvenirs

to their marketing strategies.

7.3.2 Theoretical I mplications

Three consumer groups were identified in relation to dining attitudes based on respondent’s
attitudes towards food when travelling to another country. These were; low-involvement
diners (LID), middle-involvement diners (MID) and high-involvement diners (HID). The
thesis findings indicated that more Chinese were in the Low-involvement diners group.
However it is not appropriate to conclude that Chinese respondents are un-inclined to accept
unfamiliar food. To the contrary, Study 2 showed that Chinese respondents were more

adventurous towards novelty seeking on food than Australians.

Dann (1993) cautioned that culture should not be used as a sole discriminating variable. He
proposed that alternative factors such as personality traits, lifestyles, status and wealth could
also be used. Therefore, this thesis engaged a cultural comparison which combined other
variables in order to understand the market. The thesis did this by investigating the cultura

differences derived from novelty seeking behaviour, risk perceptions, demographic variables
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and past travel experiences.

Gandhi-Arora and Shaw (2000) explained how novelty seeking behaviour had been found to
be particularly important in the tourism context. Fuchs and Reichel (2004) argue one of the
main factors influencing purchasing decisions of tourist products is risk perception. This
research project took those researchers’ points and combined those variables into a matrix

which provided a better understand of the tourist dining market.

This thesis found that the most appealing and influential attributes will vary with each type of
restaurant. This is very much linked with Auty’s (1992) findings where restaurant type
influences the order of choice criteria and that the occasion for dining out affects the ranking
of variables. Kivela et al.’s (1997b) findings were similar to Auty’s findings where the
customers’ preferences varied considerably by restaurant type and occasion. Interestingly
however, this thesis found that the ‘occasion factor’ seems less likely to affect people’s food
experiences which, is in contrast with those author’s findings. This researcher presumes that
the different result from the other authors is due to the fact that this research project confined
the ‘dining occasion’ to respondents only while they were on holidays in a different country.
Although it could be considered that travelling overseas would be a special occasion, factors
like birthdays or anniversaries were not part of the equation and therefore the ‘occasion

factor’ had no bearing on this dissertation’s results.

This thesis identified that Australians had more travel experience than the Chinese. More
Australians prefer self-arranged trips and travelling with a partner but Chinese prefer an
inclusive trip (arranged by a travel agent) and travelling with family. Crotts and Erdmann

(2000) found that tourists from the high-uncertainty avoidance group travelled aone
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significantly less often, and travelled more with business associates and friends in organized

groups than those from the medium-uncertainty group.

This thesis also determined that Chinese respondents had higher risk perceptions than
Australians, particularly in the ‘psychological risk’ and ‘value risk’ dimensions. Weber and
Hsee (1998) claimed that the apparent differences in risk preferences can be associated
primarily with cultural differences. Therefore the application of risk perception facilitates a

better understanding of how consumers’ food preferences vary between nations.

The Australian Organized Comfort Seekers had the highest perception of risk in the
communication dimension but Australian Explorers had the highest risk perception in the
health dimension. However, this finding is not consistent with Lepp and Gibson (2003) where
they found that organized mass tourists and independent tourists perceived a higher level of
risk related to health than explorers and drifters. They argued that organized mass tourists
were more concerned with risk related to terrorism and strange food than the other two
groups. Perhaps the Explorers in this study were more likely to dine in ‘risky’ restaurants

therefore, were more concerned about their health.

Chinese respondents had higher agreement on most of the statements in the Food Activity
Preference scale, implying that Chinese had higher novelty seeking preferences with respect
to food. However, they also had higher perceptions of risk concerning food. It seemsto imply
that people who had high novelty seeking propensities were also more likely to pay attention
to the risk factors. Consequently, the Chinese gave higher ratings in both novelty seeking and
risk perception categories. Therefore, local cuisine may be more appealing to Chinese visitors

provided their risk perceptions are minimized.
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Pizam et al.(2004) conducted a study on the relationship between the sensation seeking and
risk perception characteristics and concluded that risk perception is correlated to novelty
seeking behaviour however the two paradigms are not the same as each other. Therefore,
making use of such studies by tourism management employing a combination of novelty
seeking and risk perception concepts would facilitate a better understanding of the target

market.

7.4 Limitations of the Studies

A number of limitations in each study can be recognized, though this does not necessarily
mean these limitations invalidate the findings. The limitations of the studies reported here are
not meant to negate the cumulative effort of the research undertaken, but rather are an

acknowledgement of the directions in which the work could be improved on future occasions.

The limitation of the first study lies mostly in the nature of the data. The limited data
prevented the researcher from more sophisticated statistical analysis. Moreover, it was more
difficult to obtain information from the Chinese compared to Western tourists as they tended
to travel in large groups making it difficult to approach them individually. Therefore, only
low numbers of Chinese respondents provided feedback in the first study. Any future survey

may need to consider another method in order to approach mass market tourists.

In addition the study generated a number of interesting results; the results should be treated

with caution, as they may not accurately reflect the views of the entire population.
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In study 2 and 3, Snow-ball sampling was employed due to time, cost constraints and
anticipated response rates, so the findings may not be applied with absolute certainty to the
genera population. These studies made use of visua imagery to convey different restaurant
type scenarios to respondents. While it has been argued that a visual approach is more
efficient to assess encounter reactions than descriptive text, it still needs to be verified by

more future research.

In study 4, a cultural comparison was employed to analyse data from Australian and Chinese
respondents. The different stages of socio-political and economic development between
Australia and China may have influenced results when comparing the two nation’s food
preferences. Also, knowing that the sample potentialy had some biases in terms of

demographics, the conclusions should be applied to the genera population with caution.

7.5 Future Research Directions

Despite some important findings, certain limitations of the study were identified. Here future
research is suggested to overcome the limitations of this study. Different methodological
approaches for data collection need to be taken into account for future research. This study
compared Australian and Chinese responses, it is suggested that in future, comparisons of
two countries should be conducted with similar levels of socio-political, economic and
tourism development. It would at least alow for amore level playing field for the comparison
~ comparing apples with apples and not apples with oranges, so to speak. The fact that
different levels of development and incomes exist between the two cultures, it might have
had a bearing on respondents’ attitudes and preferences towards visiting the dearer
establishments. Notwithstanding that shortfall, future research may use the same formula to

investigate people’s food preferences in other Western and Asian countries.
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The current study focused on people’s dining preferences when they travel to another country.
Michalsky (1991) indicated that patrons dine differently while on vacation. Interestingly,
Uriely and Yaniv (2006) analysed tourists’ perception of drug use /substance abuse, as being
less perilous in the context of tourism than in routine daily life. Some further issues of dining

preferences between daily routine and holidays could aso be explored.

The current study examined people’s dining preferences but did not concentrate on culinary
tourism. A further survey could contribute to the specia interest-food tourism market, such as

cooking school holiday makers and specialty food festival events.

7.6 Thesis Conclusion

7.6.1 Study 1-Objectives and Conclusions

The objective of Study One was to explore tourists’ food experiences in Australia, including
a best, worst and ideal food experiences. From this study of the food experience, there was
no actual single factor that produced a best, worst or ideal food experience. The study sought
to determine if there were differences in attitude towards food across groups while travelling.
The findings obtained in this study included the following:

1. Food style, flavour, variety, service quality, hygiene, price, convenience and atmosphere
were identified as playing an important role in influencing and determining tourists’ dining
satisfaction while travelling.

2. The common sub-themes discussed in this study (including daily eating habits and
attitudes towards food while travelling) demonstrated the complexity of tourists’ dining
behaviour.

3. Three dining groups (HID, MID and LID) were identified and the results indicated that

they were significantly different in the frequencies of eating ethnic food in relation to age.

299



4. Cultura differences were not discernable between nationalities due to the small sample

size. (Study 4 provided a more comprehensive cultural comparison of food preferences.)

7.6.2 Study 2-Objectives and Conclusions

The second study of this thesis used a more structured questionnaire to examine potential
Chinese tourists’ preferences if they travelled to Australia. It included Chinese respondents’
travel preferences, and attitudes towards food, taking risk perceptions and variety seeking
characteristics into account. With the assistance of visual images, different restaurant
scenarios were provided to respondents in order to deduce what factors would influence their

future dining decision. In particular, the study combined the ITR and FAP scalesto categorise

the distinct diners’ market. Some significant findings are summarized in Table 7.1.

Table 7.1 Summary of Three Chinese Clusters

3 Clusters of Chinese Respondents Organized Comfort | Explorers Familiarity Seeking
Seekers (OCS) (E) Generalists (FSG)
Demogr aphics More females More males More males
More 41-50 age Majority 21-30 More 41-50 age
group age group group
More high school or | Majority studying | More graduates from
below education at University University
Moreincomein More respondents | Moreincomein
1500-2999 RMB with no income 3000-4499 RMB
bracket bracket

Travel Style Moreinclusive travel | Sometravel Mixture of some self
arrangements arrangements -arrangements with
provided and self- | inclusive packages
With family arranged More generally with
More with friends | apartner
Risk Perception Middle Lowest Highest
Appealing M ost Except for the exotic high-level, and the pub restaurant scenarios,
Attributesin appealing the three groups were in agreement with the most appealing
Restaurant attribute attributes
Significant Lowest in ratings Middleinratings | Highestin ratings
differences
Influential M ost Concerned more with | Concerned more Concerned more
Attributesin influential price with flavour with hygiene
Restaurant Significant Middle ratings Lowest ratings Highest ratings
differences
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Three Chinese groups were identified and some dissimilarities with regarded to
demographics, travel style, risk perception and restaurant preferences were ascertainable.
The study distinguished the relationship of the most appealing and influential factors which
help determine the choice of restaurant. The study brought to attention both positive and
negative information by highlighting which factors motivate or restrain respondents’ dining
choices. These results suggest that there were some interesting dining preferences and

decisions for each cluster.

7.6.3 Study 3-Objectives and Conclusions

Study 3 applied the same methodology of the second study to investigate potential Australian
tourists’ food preferences when travelling to China. There were some significant findings

which are summarized in Tables 7.2.

The study identified two distinct groups from Australian respondents base on the ITR and
FAP scales, the differences were demonstrated with regard to the demographics, travel style,
risk perceptions and restaurant preferences. Generdly, the Organized Comfort Seekers
perceived higher risk over that of the Explorers. Again, findings indicated that the most
appealing factor of a particular restaurant was not necessarily the factor which influenced the
final dining decision. The results suggested that there were some distinct preferences between

clusters.

301



Table 7.2 Summary of Two Australian Clusters

Two Clusters of Australian Organized Explorers
Respondents Comfort
Seekers
Demogr aphics More females More males
More university graduates More postgraduates or above

Travel style Lesstravel experienced More travel experienced
More some travel arrangements More independent trip
Prefer travelling with family arrangements
Prefer travelling with a partner
Risk perception Higher ratings Lower ratings
Appealing M ost Except with the international hotel, local fast food, and street vendor
attributesin appealing | restaurant scenarios, clusters were in agreement with the most appealing
restaur ant attributes for the other 7 scenarios
Significant | Most attributes were rated lower Most attributes were rated higher
differences | by thiscluster by this cluster
Influential M ost Concern with price Concerned with price
attributesin influential
restaur ant attribute
Significant | Higher ratings Lower ratings
differences

7.6.4 Study 4 Objectives and Conclusions

Study 4 combined the second and third studies to determine whether there were any

differences between Australian and Chinese respondents’ decisions in relation to their travel

style and dining preferences. This fourth study was particularly interested in the cultural

differences. The findings of the study are summarized in the Tables 7.3 and 7.4.
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Table 7.3 Summary of Comparisons of Two Nationalities

Comparison of Australians Chinese

Nationalities

Demogr aphics More females More males
More graduated from More studying in university &
university & postgraduates or graduated from university
above

Travel style More travel experienced Lesstravel experienced
Prefer partially packaged tour | Prefer partially packaged tour or
or independent travel inclusive packaged tour
Prefer travelling with apartner | Prefer travelling with family

Risk perception Lower ratings Higher ratings

Concerned ‘health’ more

Concerned ‘communication’ more

Appealing attributes

(Significant differences)

The exotic fast food, tour
group, local fast food and
authentic style restaurant

scenarios were more appealing

Thelocal high-level, international hotel
chain, international fast food, food
court , exatic high-level and the pubs

scenarios were more appealing to

to Augtralians Chinese
Influential attribute Higher ratings. Lower ratings.
(Significant differences) Food style and atmosphere Food style and flavour were more

were more influential

influential

Futuredining preferences

The local fast food, authentic
style restaurant, and the food

court

The food court, the local high-level,

and the authentic style restaurant

In summary, Chinese respondents rated higher on both novelty seeking and risk perceptions
with regard to travel style and food activities. Food style and flavour were more influential to
their future dining decisions. Atmosphere was taken as the most appealing attribute in any
high-level or Western style restaurant scenario. In respect to future dining intention, when
Chinese respondents come to Australia, the most popular dining outlet would be the food
court, followed by the local high-level (Western style) restaurant and then the authentic
(Austraian style) restaurant. For Australians, food style and atmosphere were identified as

the major attributes to influence future dining decisions. They would be more likely to visit

the local fast food followed by the authentic style restaurant when they travel in China.
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Table 7.4 Summary of what the Studies Examined and the Major Findings

Summary of Studies

Survey Target

Study 1: Post-dining

Study 2& 3: Pre-travel

Study 4: Cultural

experiences (touristsin preferences comparison: combination
Cairns) Study 2:(Potential of study 2 and study 3
Chineseto Australia)
Study 3: (Potential
Australians to China)
Objectives of Research 1.What factors mainly 1.Examine respondents’ 1. Examinethe
influence  tourists’ travel preferences, differences between
level of satisfaction with | attitudes towards food Australians and Chinese
respect to food taking novelty seeking with respect to the ITR,
experiences and risk perceptionsinto | FAP scales, and food risk

2. What are tourists’
food preferences and
patterns, including the
food image of Australia
3. Based on the attitudes
towards food, if tourists
can be grouped into
distinct segments

account

2.Categorise distinct
groups based on ITR

& FAP scales

3.Explore any differences
between resulting groups
with regard to the food
risk and restaurant
choices

perceptions

2. Examinethe
differences between
Australians and Chinese
with respect to food
preferences and dining
intention for varying
restaurant scenarios.

Major Findings

1. Food style, flavour,
variety, service, hygiene,
price, convenience and
atmosphere were
summarized as major
factors to influence
tourists’ food
experiences.

2. Curiosity & popularity
were the two major
reasons for trying new
food.

3. There were positive
and negative comments
about Australian food.

4. LID, MID, HID groups
were identified based on
the food attitude and HID
had higher likelihood to
sample new foods than
the others. Also, HID
were more likely to eat
ethnic food.

1. Baseonthel TR and
FAP scales, three clusters
were identified from
Chinese respondents
(OCS, E, FSG) and two
clusters from Australian
respondents (OCS & E).
2. The social function was
taken as the most
important matter while
travelling.

3. The communication
risk was perceived higher
while travelling.

4.The most appealing
attribute in numerous
restaurant scenarios was
perceived consistently by
different clusters, while
the most influential
attribute was diversely
perceived.

5. The most appealing
attribute was often not the
most influential attribute.
6. A gourmet tour can
become a pull factor for
drawing tourists’ travel
interests.

*Australian respondents
1. Had more travel
experiences and preferred
more independent trip
arrangements.

2. Local beverage would
be an appealing
attraction.

3. Perceived the health
risk most.

4. The priorities of their
future dining intention
were followed: the local
fast food, authentic style
and the food court.
*Chinese respondents
1.Had both higher
perceptions in novelty
seeking and risk with
regard to travel style and
food preferences.

2. Purchasing local
products to take back
home’ was their favourite
food activity.

3. Perceived the
communication risk
highest.

4. Morelikely to dine at
the food court, the loca
high-level, and any
authentic style restaurant
when in Australia.

304




7.7 Contributions of thisThesis

This thesis contributed to food tourism studies by incorporating novelty seeking behaviour
and risk perceptions into a cross cultural comparison. The results of this multi-dimensional
thesis have strong links to the findings of other researchers. This study has fulfilled some
agendaitems for tourism research identified by Pizam et al., (2004) as discussed in Chapter 2.
In detail, they suggested the constructs of risk perception and novelty seeking behaviour are
correlated but they were not necessarily the same. Additionally, Niininen, Szivas, and Riley
(2004) indicated that it was difficult to predict what type of destination the traveller would
prefer. The complication was that the degree of perceived novelty is a unique phenomenon
for each individual. In order to fully understand the motivation and behaviour of tourists this
thesis considered both concepts of novelty seeking behaviour and risk perceptions under

differing restaurant scenarios with the added dimension of a cross cultural comparison.

This thesis helped to solve these objectives.

1. The initial contribution of this research was to fill the research gaps about tourists’
dining behaviour. Fields (2002) pointed out that there were large gaps in
understanding consumer behaviour especially with regards to food in the context of
leisure and tourism. Also, Telfer and Wall (1996), Smith and Hall (2003) and Shenoy
(2005) mentioned that this area of study in food tourism was limited and ‘the picture

we had of the food tourist remained vague’.

2. There were some established concepts that were not predominantly studied within the
context of the food tourism market.
a. One concept in this regard was expanding the understanding of risk perception

and novelty seeking behaviour related to dining decisions. Pizam (2004)

305



emphasized that it is necessary to consider consumers’ risk perception as well
as their sensation seeking propensities in order to fully understand the
motivation and behaviour of tourists. He suggested a future survey to consider
both those variables. Fuchs and Reichel (2004) believed that exploring the
possible connection between risk perception and sensation seeking behaviour
could contribute to our understanding of why tourist behave the way they do
and what factors determine their choice of destination. This study utilized a
combination of risk taking and novelty seeking variables to understand how
those traits influence tourism activities and food preferences. Moreover, the
study also confirmed the existence of the ‘culture factor’ influencing dining
decisionsin relation to novelty seeking, risk perception and restaurant scenario
preferences. The findings support the notion by several researchers (Nield,
Kozak, & Le Grys 2000; Becken & Gnoth 2004) that there are considerable
differences between national groups with regard to perceptions of some
attributes of food service. Also, Reisinger and Mavondo (2005) suggested that
there was a strong relationship between travel risk perceptions, and that
studies of travel decision-making should include an analysis of cultural
(externa variable) and psychographic factors (interna variable) (Moutinho,
1987). This thesis reaffirmed how careful consideration must be given to the
food service product offered to tourists of different nationalities. This thesis
showed how culturally diverse visitors will be the future targets of the tourism
industry, hence studies such as this one, making comparisons between Chinese
and Australians provides invaluable information to further expand marketing

opportunities.
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b. The research reconfirmed that the ITR scale is a useful instrument for
categorising different groups. Mo et a. (1994; 1993) showed how the ITR
scaleis useful in effectively categorising the international tourism market. The
concept of market segmentation in foodservice operations, particularly within
tourist resorts, was a relatively neglected issue (Reisinger &. Turner, 2002a).
The current study recognised their points, and incorporated both internal
(novelty seeking and risk taking) and externa variables (culture and
demographics) to identify distinct groups within the dining market. The
findings provide useful information for restaurant and tourism management by

presenting a more clear understanding of their target markets.

c. The first study built upon Y Uksel and Y Uksel’s (2002b) point that consumers
may not know how important a particularly feature is in their decision until
they actually experience the feature. The study investigated tourists’ best,
worst and ideal food experiences to identify the major attributes that help

determine satisfaction with tourists’ food experiences when travelling.

d. The communication risk dimension was of concern to Chinese respondents
and most Australian respondents. This finding was consistent with Han’s
(2005) work that communication risk does exist as one of the dimensions of
perceived risk in vacationing at international destinations. Cohen and Avidli
(2004) concluded that a common reason for the tourists’ avoidance of local
culinary establishments, even if they desired to visit them, was their
difficulties in identifying and ordering local dishes due mainly to language

barriers. To aleviate these anxieties this thesis suggests that picture menus or
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bi-lingual menus or bi-lingual staff be used more extensively where foreign

tourists are targeted.

2. Some practical implications for tourism management can be drawn from the study

findings particularly with respect to dining encounters.

a. Thefindings of the first study identified the two major reasons for trying new
food, these were curiosity and popularity. Restaurant management can apply
the curiosity concept to target groups who might be interested in experiencing
local food and culture ~ this could be symbolic of the quality lifestyle or act as
a sociability function. On the other hand, the popularity of alocal product or
cuisine could be promoted to encourage tourists to visit and sample the
product for themselves. Here the psychological identity function of impressing
others through dining and travel experiences helps to declare status. For either
curiosity or popularity reasons, hospitality management can exploit these

psychological traits to promote their business.

b. Communication risk was perceived as a negative factor for impacting upon
international tourists’ future dining intention, hence management should
relieve or minimize the tourist’s anxieties and insecurities as much as possible.
To encourage those tourists who struggle with communication risks to try new
foods, strategies like making picture menus or bi-lingual menus available for

potential customers might help persuade them to overcome their fears.
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C.

IlIness or a bad stomach might spoil an entire trip. If people get sick from
contaminated food or by having something unfamiliar it negates the desire to
eat in more adventurous settings or try new foods. Potential health problems
were identified as a magjor inhibitor for not trying local cuisine. If hospitality
management fully appreciate these risk perceptions they may be better
equipped to relieve the tourist’s anxieties. This might be as simple as
implementing higher standards of hygiene or presenting customers with a
clean and tidy shop front. While hygiene matters were of more concern for
Australian visitors to China, nevertheless hospitality management in both
countries should be made aware of the economic drawbacks of lost patronage
in the absence of clean and aesthetic surroundings and hygienic food

preparation.

Entertainment, socia contact, and dining are important aspects of lifestyle and
international travel. Food provides extra opportunities for tourists to have
more memorable and enjoyable holiday experiences. Cultura traits are
regarded as major external factors contributing to tourist behaviour. The
sociability function of food provides opportunities for cultures to intermingle.
Consuming local food and drink is a typical way of coming into contact with
the local population and positive experiences contribute to the level of tourist
satisfaction which leads to return visits or promotion by word of mouth. Hence
tourism management could provide more opportunities for experiencing the
novelty of local culture by designing local representative products to satisfy
tourist’s desires. These products can include dining experiences that promote

local food and drink as well as culinary souvenirsto take back home.
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e. The result demonstrated that the most appealing attribute of a restaurant was
not often the attribute that influenced the final dining decision. The findings
suggest that the appealing attributes of a dining establishment would be more
relevant to the level of dining satisfaction whereas the influential attributes are
the factors which attract visitors in the first place. Therefore hospitality
management should pay attention to both appealing and influentia attributes
but concentrate on the influential attributes of their establishments to attract
customers. Once they have the customers, then they can concentrate on

providing them with a satisfying and hopefully memorable experience.

f. Thefindingsindicated that potential tourists have a strong desire to experience
different cultures by either sampling local cuisine through various outlets or
participating in a gourmet trip of some description. Hence there are many
opportunities available to improve food related infrastructure, attractions or
food event activities in order to satisfy the interests of the different groups of

tourists.

7.8 Final Remark

By using novelty seeking behaviour, risk perception measurements and a cross cultura
comparison, this thesis made an empirical contribution to a body of tourism knowledge. The
thesis provided an insight into people’s attitudes, food preferences and dining choices when
travelling from Australia to China and vice versa. The thesis found that culture and
behavioura characteristics play an important role in understanding the complexities of the

tourist market. And that for tourism management to capitalise on the tourist market they
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should focus their attention first by attracting tourists by promoting the influential attributes
of their particular type of dining establishment, and then secondly by fulfilling the

expectations of tourists by ensuring the appeal factors are adequately provided for.

For hospitality management to effectively meet market needs in the most economic manner,
it is essential that they understand the various types of tourists, decide which category of
tourist their establishment is best suited, and then promote the factor which most influences
the traveller’s final dining decision. If both influential and appealing attributes are adequately
met at the dining experience, then the tourist should be satisfied with their choice of
restaurant. Satisfied tourists often return to favourite destinations and/or tell their friends
about the good experiences they had at a particular place thus encouraging other visitors to
venture to the same place. Ceteris paribus, if hospitality management can achieve the goa of
satisfying consumer demand in such a manner that it results in repeat or increased business,

then they must be considered a success.

(End)
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Dear Sir/ Madam:

Thissurvey isa part of a PhD. Dissertation in tourism
at James Cook University. The survey seeksto collect
information on the food experiences of tourists’ visiting
Australiaincluding their best, worst and ideal
experiences.

Y ou have been chosen because you can provide
important information to help improve the service
quality of food tourism. Your participation in filling out
this survey is completely voluntary. Your individual
responses will remain anonymous. We expect that the
survey will take 15 minutes of your time.

We would very much appreciate your assistance in
completing the survey. Should you have any questions or
comments, please do not hesitate to contact us as per the
details given at the end of this page

We greatly appreciate your support and thank you in
advance for your cooper ation.

Yourssincerdly,...........
Supervisors
Shu-Yun Chang Laurie Murphy, Lecturer in Tourism
PhD candidate E-mail : Laurie.M urphy@jcu.edu.au
Tourism Building, James Cook University,
QLD 4811 Australia Philip Pearce, Professor of Tourism

E-mail : Philip.Pearce@jcu.edu.au
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Phone : (07)4781 4719 School of Business (Tourism)

James Cook University,
QLD 4811 Australia
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recognised. The purpose of this study is to explore the role that food playsin your travel
experience in Australia and to identify factors that influence satisfaction with your
mreuug dining experiences. Theinformation will provide useful insight into how restaurants and
other tourist businesses can improve their service quality with respect to food and
beverage delivery.

i The importance of food as part of the tourism experience is increasingly being
1|CU
&

Section 1
1. Please describe the best food experience you have had on your holiday so far in
Australia? Tell us:

B O N B I WS, ..ottt

= WhoyouwereWith, ... ...,

B WaSit aspeCial OCCASION, .....ouviine ittt e e e e

= Whatwastheambience 11Ke, ..........cooiiiiiiii

B o What did yOU @at ... e

= And any other important details that contributed to making it a memorable experience.

2. Please describe the worst food experience you have had on your holiday so far in
Australia? Tell us:

B O NI I WS, ..ottt

= WhoyouwereWith, ... ...

B WaSit aspeCial OCCASION, .....ouviieeit ettt e e e e e

= WhatwastheambienceliKe, ...,

B What did YOU @at ...t e

= And any other important details that contributed to making it a memorable experience

3. Please describe what an ideal food experience is that you would like to have during
your holiday in Australia? Tell us:

=  Wherewould it be.

= Whowouldyoubewith......... ...

= Wouldit beaspecial OCCaSION. .........ouiieiii i

= What would the ambience be like

B What WOUIA YOU €. ...ttt e e
And any other important details that would contribute to making it a memorable experience

Section 2
1. Inyour daily life at home, how often do you eat food from ethnic backgrounds other
than your own?
Never [ atleast onceamonth [at least once aweek [ other (specify) .................
2. Inyour daily life at home, how often do you eat out at restaurants?
Never [ Onceamonth [ at least once aweek [] other (specify) .................

3. List your 3 favourite types of food (eg. Italian, Mexican, Indian...)



4. List 3 specific dishes or meals you would like to try (but you haven’t tried before)?
(eg. Sushi, tandoori chicken)

1o WY et e e
2 WY ? e ettt
S WY et e e ae

5. Pleaselist any types of food or specific dishesyou arenot interested in trying?
(eg. Indian curry, sashimi, octopus)

1o WY e e e e s
2, WY Z et e
T WY et e e
4o, WY Z ettt

7. Which of the following statements best describes your attitude towards food while
travelling?
[1 Thetype of food | eat is not important to my travel experience

L1 1 like to eat food that | am familiar with while travelling
] | enjoy trying different foods when | travel
[1 Trying new foods as an integral part of the travel experience

8. How many trips haveyou taken in the past 5 yearsto or within:
1 Asa......... 4. Africa........
2. Europe........ 5. Americas.........
3. Other areas

Section 3

1 Inwhich country doyou lIVE? ... iteeeeeresenecansenscnns
2. What isyour nationality? ..........cooeiiiiiiiii e

3 Gender: Made [ Female [

5 Marital status? [ single L1 married [ other...............................
6 Highest education
7. Occupation ...........ooveviiiiiiiiieen

8. What isthe purpose of your trip to Australia?
[] Holiday ] Study
[0 Business [] Visiting friends and relatives

L) other (specify)
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Appendix C

Australian restaur ant scenarios and

guestionnairefor Chinese respondents
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JAMES COHOE LIMNIVERSITY

James Cook University

Research Study “Consumer preferences towards food tourism: A cross-
cultural comparison and risk-perception application”.

You are invited to participate in a research study focusing on tourists’ food
preferences while travelling overseas. The purpose of this study is to examine
how peoples’ risk-perception and novelty-seeking affect their food choices while
travelling in another country.

This study is a part of a doctoral project by Shu-yun Chang and supervised by Dr.
Laurie Murphy and Professor Philip Pearce at James Cook University, Townsville.

You are invited to participate in this study by completing the following written
questionnaire. All information that you give will be treated confidentially and
anonymously.

If you are willing to partake in this study, your consent and participation is
completely voluntary and if at any time you choose to discontinue and withdraw
your participation from this study, you may do so. Should you decide to withdraw
from this study, your written responses will be destroyed and will not be used in
further analysis. The questionnaire may take 15-20 minutes to complete.

A report of the study’s findings will be written and may be submitted for
publication However, the participant’s confidentiality and anonymity will be
maintained. No information identifying any individual participant will be evident in
such a report.

Any questions you may have will be answered before you begin participation. If at
any stage you have any further queries regarding the proposed study, you may
contact Ms. Shu-Yun Chang on 07-47814719, or Dr. Laurie Murphy on 07-
47814347.

Post: Tourism Program, School of Business, James Cook University, Townsville,
QLD, Australia (4811)

Web: http://www.jcu.edu.au




A. Past travel experiences and future travel intentions
1. Have you ever travelled to a foreign country?

O No. (PLEASE GO DIRECTLY TO QUESTION 2)
O Yes

I) How many times have you visited the following areas in the past 5 years:
Asia __ Europe __ Africa___ Americas ___ Pacificregion
2. Have you ever visited China?

@) No. (PLEASE GO DIRECTLY TO QUESTION 3)

O Yes
'> with who did you travel on your last trip to China?
O Alone
O With friends
O With family

O With a partner

how did you arrange your last trip to China?
O A fully inclusive package tour
O A partially packaged tour with transport and accommodation only
O Non-packaged/independent travel

3. How likely is it that will you travel to China in the next 2 years?
©) (@) ©) ©) ©)
1 2 3 4 5
Not at all Neither Very
Likely Likely

4, How likely is it that will you travel to China in the next 5 years?

O O O O O
1 2 3 4 5
Not at all Neither Very
Likely Likely
5. If you were to visit China, with whom would you most likely travel?
O Alone
O With friends
O With family

O With a partner

6. If you were to visit China, what sort of travel arrangements would you most likely make?
O A fully inclusive package tour
O A partially packaged tour with transport and accommodation only
O Non-packaged/independent travel

7. If you were to visit China, how likely is it that you would participate in a gourmet tour or visit a
brewery/winery?
O O O O O
1 2 3 4 5
Not at all Neither Very

Likely Likely



Part B. According to your general travel preferences, please indicate your
agreement with each of the following statements on a scale of “1=strongly
disagree” to “5=strongly agree” (please tick one only)

Strongly disagree
Somewhat disagree
Somewhat agree

Neither

| prefer travelling to countries where the people are of the same
ethnic group as mine

| prefer travelling to countries where the culture is similar to mine

| prefer travelling to countries where there are international hotels

| prefer travelling to countries where they have the same tourist
infrastructure as in my country.

| prefer travelling to countries where there are restaurants | am
familiar with

| prefer travelling to countries where they have the same
transportation system as in my country

| prefer travelling to countries that are popular tourist destinations

| put high priority on familiarity when thinking of travel destinations

| prefer travelling to countries with well-developed travel industries

| prefer being on a guided tour when travelling in a foreign country.

| prefer making all of my major arrangements through travel agencies
when travelling in a foreign country

| prefer travel agencies to take complete care of me, from beginning
to end, when travelling in a foreign country

| prefer starting a trip with no pre-planned or definite timetables when
when travelling in a foreign country.

| prefer starting a trip with no pre-planned or definite routes when
travelling in a foreign country.

| prefer associating with the local people when travelling in a
foreign country

| prefer living the way the people | visit live by sharing their shelter,
food, and customs during my stay.

| prefer seeking excitement of complete novelty by engaging in direct
contact with a wide variety of new and different people.

If | find a place that particularly pleases me, | may stop there long
enough for social involvement in the life of the place to occur.

| prefer making friends with the local people when travelling in a
foreign country

| prefer having as much personal contact with the local people
as possible when travelling in a foreign country

Strongly agree




Following are some questions about your preferences and interests in food while
travelling. Pease indicate your agreement with each of the following statements on a scale

of “1=strongly disagree” to “5=strongly agree” (please tick one only)

Strongly disagree

Somewhat disagree

Neither

Somewhat agree

Strongly agree

| prefer purchasing local food products to take back home

| prefer buying cookbooks with local recipes to take back home

| prefer visiting a local farmer’s market

| prefer dining at restaurants serving regional specialities

| prefer sampling local foods

| prefer dining at restaurants serving distinctive cuisines

| prefer visiting a brewery

| prefer going to local brew pubs

| prefer visiting wineries

| prefer dining at high quality restaurants

| prefer taking an advance reservation to dine at a specific restaurant

| prefer going to a restaurant just to taste the dishes of a particular
chef

| prefer dining at chain restaurants

| prefer dining at fast food outlets

| prefer eating at places serving food | am familiar with




Part C. Based on your food preferences while travelling over seas,

Restaurant A

g = b
Thisis awestern style fast food restaurant, which provides a cosy and relaxed
dining environment with a variety of sandwiches, salads, cakes and drinks. It
provides both take-away and dine-in services. Y ou can enjoy your meal and read
fashion magazines or newspapers. Menu examples:

Soups Meals Drinks
Creamy mushroom soup 2.5 AUD | Pizza 3~6 AUD Fruit juice 1.5~2.5 AUD
Tomato & bacon soup 2.5 AUD Burger/ sandwich  1.5~4 AUD Soft drinks 1.5~3.5 AUD
Pumpkin soup 2.5 AUD Pasta 3~4 AUD Coffee 3.5~ 4.5 AUD
Salad 25~5AUD

1. The following questions refer to the restaurant described above. Please rate how appealing
you think the restaurant might be to you on the following aspects by circuling the
appropriate number.

Not at all Somewhat Nether Somewhat Very
appealing not appealing appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5
2. How likely isit that you would want to eat at arestaurant like thisif travelling in China?
Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether or not to
eat at arestaurant like this?

(1) Food style (6) Price

(2) Taste of food (7) Convenience

(3) Variety of food (8) Atmosphere

(4) Service (9) Other (please specify)

(5) Hygiene



Restaurant B

kitchen in
sterling, china and crystal place settings and gives diners a royal treat. It used to serve
108 kinds of dishes according to historical records. You will be surprised at the

remarkably wide array of foods. Pricesrange from moderate to very expensive.
Menu examples: 20~80 AUD per person

Hot-sour cabbage
Duck-webs in mustard
Pea seedlings deer-tail soup

Entrée Mains
Slices of tripe in soy sauce
Patterned hors d’ oeuvres
Sweet and sour cucumber Fried walnut and duck

Shark’s fin with crab meat
Squirrel-shaped mandarin fish
Monkey mushroom

Dessert

Lotus seedsin syrup
Almond junket
Sesame-seed cookies cake
with meat filling

Ox-kidney in casserole

Steamed cakes of corn flour

1.Thefollowing questions refer to the restaurant described above. Please rate how appealing
you think the restaurant might be to you on the following aspects by circling the
appropriate number.

Notatall Somewhat Neither Somewhat Very
appealing not appealing appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5
2. How likely isit that you would want to eat at arestaurant like thisif travelling in China?
Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether or not to
eat at arestaurant like this?
(1) Food style
(2) Taste of food
(3) Variety of food
(4) Service
(5) Hygiene

(6) Price

(7) Convenience
(8) Atmosphere

(9) Other (please specify)



Thisrestaurant isin areputed internationa hotel, which has a luxurious design
and interior with spectacular artworks. It provides extensive food styles, you can
choose a set menu, alacarte or buffet. Y ou will experience tranquil music while
eating. You will have very hospitable staff and well-experienced chefs providing
you with the best possible food. Menu example: Buffet: 40 ~~ 85 AUD /pp

Entrée

Half dozen pacific oysters natural
Warm corzetti pasta salad with
asparagus, chili & chives

Oven roasted pork belly with
sweet & sour cherries

Main course

Grilled fillet of beef sautéed
carrots & béarnai se sauce
Crispy skin spatchcock with
linguini, spinach & buttered
leeks

Oven baked atlantic sadmon
with parsley crust

Dessert

Soft centered chocolate pudding
with double creme & macerated
strawberries

Sauternes poached pear with
cinnamon ice cream

Créme Brule with almond toffee

1. The following questions refer to the restaurant described above. Please rate how appealing

you think the restaurant might be to you on the following aspects by circling the

appropriate number.
Not at all Somewhat Nether Somewhat Very
appealing not appealing appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at arestaurant like thisif travelling in China?

Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether or not to

eat at arestaurant like this?
(1) Food style
(2) Taste of food
(3) Variety of food
(4) Service
(5) Hygiene

(6) Price

(7) Convenience

(8) Atmosphere

(9) Other (please specify)




Restaurant D

These are worldwide international fast food chain restaurants, which supply food
quickly and provide minimal service (eg. McDonads, K.F.C., and Pizza Hut).
They usually provide standardized food, service and atmosphere with a fixed
price. It is convenient for you to take away or dine-in based on your preferences.
Trading hours are also convenient for you from morning to night, or even 24
hours.

1. The following questions refer to the restaurant described above. Please rate how
appealing you think the restaurant might be to you on the following aspects by
circling the appropriate number.

Notat all Somewhat Neither Somewhat Very
appealing not appealing appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at arestaurant like thisif travelling in
China?

Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether
or not to eat at arestaurant like this?

(1) Food style (6) Price

(2) Taste of food (7) Convenience

(3) Variety of food (8) Atmosphere

(4) Service (9) Other (please specify)

(5) Hygiene
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This restaurant usually provides Chinese style food for tour groups. You will
have a set menu (usually 8 dishes and one soup) arranged by a travel agent. You
will get a certain number of dishes to share with your group, and only have
limited time to finish your meal due to the tight schedule. The atmosphere is
often noisy and crowded. Menu example: 10 AUD per person

Fried chicken in specid style Fried vegetables
Steam shrimps Dim sum

Beef and dried day lily in hot pot Fish Broth
Steamed red barnacle with bean sauce Fruit platter
Fried rice Yangzhou style

1.Thefollowing questions refer to the restaurant described above. Please rate how appealing
you think the restaurant might be to you on the following aspects by circling the
appropriate number.

Notatall Somewhat  Neither  Somewhat Very
appealing not appealing  appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at arestaurant like thisif travelling in China?

Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. What factors would strongly influence on your decision of whether or not to eat at a
restaurant like this?

(1)Food style (6) Price

(2) Taste of food (7) Convenience

(3) Variety of food (8) Atmosphere

(4) Service (9) Other (please specify)

(5) Hygiene



Restaurant F
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A food court is a type of indoor plaza, often found in shopping malls and
airports, with adjacent counters of multiple food vendors and providing a
common area for self-serve dining. Patrons order their meals at one of the many
counters, then carry the mea to the common dining area. Consumers have a
wide scope of choicesin relation to their diet and preferences.
Menu examples:

Hong Kong style pork with rice (5AUD)  Pork rib rice (3.5 AUD) Sushi (each 0.5 ~1.5UD)

Stew pork (3AUD) Pork soup noodle (2 AUD) Curry beef rice (3.5 AUD)

Edl rice (7 AUD) Curry beef rice (3.5 AUD) Sweet soups (1~1.5 AUD)

Fried beef noodles (3.5 AUD) Cold noodle (3.5 AUD) Mixed bean frappe (1.5~2
AUD)

1. Thefollowing questions refer to the restaurant described above. Please rate how
appealing you think the restaurant might be to you on the following aspects by
circling the appropriate number.

Notatall Somewhat  Neither  Somewhat Very
appealing not appealing  appealing
appedling
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at arestaurant like thisif travelling in
China?

Not at al Somewhat unlikely | Neither Somewhat Very
likely likely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether
or not to eat at arestaurant like this?

(1) Food style (6) Price

(2) Taste of food (7) Convenience

(3) Variety of food (8) Atmosphere

(4) Service (9) Other (please specify)

(5) Hygiene



Restaurant G

This teahouse is a two-story building restaurant with two stone lion statues
acting as guards. Customers can watch al kinds of traditional Chinese
performances, such as Chinese opera, cross talk, and story telling with drum
| accompaniment, and enjoy their time over tea with delicious traditional Chinese
snacks and meals.

Menu examples; All kinds of snacks 2 AUD/dish, performance entry fees: 1.5~10 AUD

ég;itl'ée'sand Soups Entrees Snakes & All kinds of
Crabmeat Rangoon Steamed Spareribs tea
Won ton Steamed BBQ pork buns | gyjjing donkey
Chicken & corn chowder Shredded chicken funroll | 15 cookies
Hot and sour Steamed scallop Sesame rice dumpling
dumpling Sweet cream buns
Sweet and sour pork

1. Thefollowing questions refer to the restaurant described above. Please rate how
appealing you think the restaurant might be to you on the following aspects by circling the
appropriate number.

Notatall Somewhat  Neither  Somewhat Very
appealing not appealing  appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5
2. How likely isit that you would want to eat at arestaurant like thisif travelling in
China?
Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether
or not to eat at arestaurant like this?

(1) Food style (6) Price

(2) Taste of food (7) Convenience

(3) Variety of food (8) Atmosphere

(4) Service (9) Other (please specify)

(5) Hygiene



Menu examples. 4~6AUD

~ Restaurant H

These are Ch| nese local fast food restaurants where prowde you with convenient
service at an affordable price from morning till night. They offer you a loca
flavour of typical Chinese food with a modern atmosphere. Y ou can choose your
preference from avariety of set menus and either dine-in or take-away.

Dumplings

Buns + soy bean milk/soup
Deep-fried twisted +soy bean
milk/soup

Dough sticks +soy bean milk+ soy
bean milk/soup

Dumplings+ soup

Noodles

Pickles +Beef noodles+
fruit salad

Pickles +Pork noodles+
fruit salad

Pickles + Cold noodle +
fruit salads

Rice

Pickles+3 cold dishes + rice+
fruit

Pickles+3 cold dishes +rice
soup+ fruit

1. Thefollowing questions refer to the restaurant described above. Please rate how appealing
you think the restaurant might be to you on the following aspects by circling the

appropriate number.

Notatall Somewhat  Neither  Somewhat Very
appealing not appealing  appealing
appedling
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at arestaurant like thisif travelling in China?

Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5
3. Please identify the factors would most strongly influence your decision of whether or not to
eat at arestaurant like this?
(1) Food style (6) Price
(2) Taste of food (7) Convenience
(3) Variety of food (8) Atmosphere
(4) Service (9) Other (please specify)

(5) Hygiene



Restaurant |

beef, steak, chicken and seafood in a casua and unsophisticated ambience. The
Smiling waiter holding the meat to be barbecued in front of you will politely
tailor the meat to your specific demand. Menu example: 13~~20 AUD /pp

Entrée Main course Dessert

Chips2.5 AUD Shamrock pepper steak 12.5 AUD | Fruit sadlad 2.5 ~5 AUD
Onionrings 2.5 AUD Angus T-bone steak 20 AUD Apple pie 2.5~3.5 AUD
BBQ pork sausage 2 AUD each The Carnivore pizza 10 AUD Ice cream 2.5~6 AUD
Garden salad 2.5 AUD Salami pizza11l AUD Coffee/tea 3.5~10 AUD

1. Thefollowing questions refer to the restaurant described above. Please rate how appealing
you think the restaurant might be to you on the following aspects by circling the
appropriate number.

Notatall Somewhat  Neither  Somewhat Very
appealing not appealing  appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at arestaurant like thisif travelling in China?

Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether or not to
eat at arestaurant like this?

(1) Food style (6) Price

(2) Taste of food (7) Convenience

(3) Variety of food (8) Atmosphere

(4) Service (9) Other (please specify)

(5) Hygiene



Restaurant J
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Western-style pubs in China provide beverages, food, and entertainment for a
wide range of ages, functions, events, tastes and styles. It is the most popular
place for young people to get together with friends. The atmosphere is often
noisy, crowded and smoky. At the bar you'll find awide selection of wines by
the glass, beers on tap and even a cocktail list. Menu examples:

Entrée Main Wine

Peanuts (2.5 AUD) Spaghetti (5 AUD ) Beer (2.5~5AUD)
Popcorn (2.5 AUD) Pizza (5~6 AUD ) Red wine (4~~15 AUD )
Chips (2.5 AUD) Pork/chicken + rice (6~10 AUD )

White wine (4~15 AUD
Watermelon seeds (25AUD) | Stesk (10-—20 AUD) Codal oD

1.The following questions refer to the restaurant described above. Please rate how
appealing you think the restaurant might be to you on the following aspects by
circling the appropriate number.

Notatall Somewhat Neither Somewhat Very
appealing not appeding appeding
appeding
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at a restaurant like thisif travelling in
China?

Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. Please identify the factors would most strongly influence your decision of whether
or not to eat at arestaurant like this?

(1) Food style (6) Price
(2) Taste of food (7) Convenience
(3) Variety of food (8) Atmosphere

Eg IS{er vice (9) Other (please specify)
ygiene .



Restaurant K

Street vendors can be seen scattered in urban spaces an

i «yi -JI-H -%-r-:'h- = r
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d streetscapes d usually

are available at any time of the year. You can find a wealth of products a a
range of prices, and you can negotiate for the price. They can tailor the flavour
to each customer’s taste. In front of a food stall, you may feel amazed at the
skilful performances of vendors. Menu examples:

Fried steam bread/buns (0.2 AUD)

Steamed dumplings/buns (0.2 AUD) Greasy tea (0.2 AUD)

Fried mutton with Xijiang spice ( 0.35 AUD) Fried chestnut (1.5 AUD/ per kg)
Squid/seafood kebabs (0.35 AUD) Fried ice cream (1 AUD)

Egg flat cake (0.35 AUD) Cold noodle (0.5 AUD)

Soy bean milk (0.2 AUD)

1. Thefollowing questions refer to the restaurant described above. Please rate how appealing
you think the restaurant might be to you on the following aspects by circling the

appropriate number.
Notatall Somewhat  Neither  Somewhat Very
appealing not appealing  appealing
appealing
1 2 3 4 5
Food style 1 2 3 4 5
Taste of food 1 2 3 4 5
Variety of food 1 2 3 4 5
Service 1 2 3 4 5
Hygiene 1 2 3 4 5
Price 1 2 3 4 5
Convenience 1 2 3 4 5
Atmosphere 1 2 3 4 5

2. How likely isit that you would want to eat at arestaurant like thisif travelling in China?

Not at al Somewhat Neither Somewhat Very likely
likely unlikely likely
1 2 3 4 5

3. What factors would strongly influence on your decision of whether or not to eat at a

restaurant like this?

(1) Food style (6) Price

(2) Taste of food (7) Convenience

(3) Variety of food (8) Atmosphere

(4) Service (9) Other (please specify)

(5) Hygiene



Part D: The following questions related to some concerns or issues you may have
regarding food when travelling in another country. Please indicate your agreement
with each of the following statements on a scale of “1=strongly disagree” to
“5=strongly agree” (please tick one only)

Strongly disagree
Somewhat disagree
Somewhat agree

Neither

Strongly agree

| worry if the food | bought is not value for money

| would rather spend money on food that | am familiar with

| worry the shopkeepers would cheat me because | am a tourist

It will not be a good idea to spend my money on buying some food |
do not know

| may get sick from food that | am not familiar with

There is a possibility of getting infectious diseases

Potential health problems are a concern

| worry that the taste of food might not be what | expected.

When | order food overseas, | feel it might be hard to find food
which is suitable for me

| worry about using the cutlery improperly while | am eating.

It is important that staff at restaurants can speak the same language
as mine.

| have concerns about having possible communication problems

A tour leader is very important to me if | needed to communicate
with people while travelling.

A pictorial menu is useful when | am ordering food in a restaurant
while travelling.

| might get something that | do not want due to misunderstanding
the menu

| would consider what other people think of me, if | dine in an
improper restaurant

| worry my food attitude would affect others’ food choices

Friends and relatives may dislike the food | bought for them

| would buy the type of food that everyone buys




Part E
1. Age

2. Gender: O Male O Female

3. Highest level of education attained. If you are currently undertaking study, please indicate
only the highest level of education completed to date:

O Less than high school degree O University graduate

O High school degree
O Technical/ vocational
O Current university student

4. Please indicate your current monthly income level

O No income

O Less than 500AUD

O $501 ~~ $ 2,000 AUD
O $2,001~~ $3,500 AUD

5. What is your current occupation?

O Executive

O Professional

O Tradesperson
O Retail/marketing
O Skilled worker

O Post-graduate
O Masters/ Doctorate
O Other

O $3,501 ~~ $5,000 AUD
O $5,001~~ $6,500 AUD
O $6,501~~ $8,000 AUD
O Other......... (Please specify)

O Labour/farmer

O Student

O Office/clerical

O Retired

O Other......... (Please specify)



Appendix E

Summary of the Most Appealing Attribute as

Considered by Three Chinese clusters

Restaurant Food Flavour Variety Service Hygiene Price Convenience Atmosphere
Rating 1~5 style quality
Exotic fast food 0=3.71
E=3.74
G=3.82
Local G=4.44
high-level 0=4.23
E=4.20
International 0=4.34
Hotel chain E=4.20
G=4.34
International 0=4.05
Fast food E=4.04
G=4.00
Tour group 0=3.56
E=3.49
G=3.72
Food court 0=4.14
E=4.16
G=4.11
Authentic style 0=4.17
E=4.17
G=4.28
Local fast food 0=3.63
E=3.71
G=3.86
Exotic 0=3.84 G=4.03
high-level E=3.77
Pubs E=3.73 G=3.80
E=3.73

0=3.38




Summary of the Most Influential Attribute as
Considered by 3 Chinese Clusters

Restaurant  Food Flavour Variety Service Hygiene Price Convenience  Atmosphere
style % % Quality % % % %
% %

Exotic fast G=589 0=56.1

food E=62.9

Locd 0=49.5 E=50.5

high-level G=57.9

Internationa  O=47.7 E=56.2

| G=57.9

hotel chain

Internationa E=52.4 0=59.8

| G=57.9

fast food

Tour group E=45.7 G=442 0O=514

Food court G=40.0 E=43.8 0=46.7

Authentic 0O=51.4
style E=57.1
restaurant G=b4.7

Local fast G=37.9 E=46.7 G=379 0=430

food G=37.9

Exotic 0=53.3 G=49.5
high-level E=42.9

Pubs 0=60.7

E=58.1
G=55.8




Appendix F

Summary of the Most Appealing Attributes as

Considered by Australian Clusters

Types of Food Flavour Variety Service Hygiene Price Convenience Atmosphere
Restaurant style quality
1~5 rating
Exotic 0=3.97
fast food E=3.70
Locd E=4.14
high-level 0=3.92
International E=3.86 0=431
hotel chain

International E=3.68
fast food 0=3.98
Tour group E=3.81

0=3.79
Food court E=3.91

0=3.96

Authentic E=4.55
style 0=4.09
(teahouse)
Local 0=3.82 E=4.12




fast food

Exotic 0=3.42
high-level E=2.58
Pubs 0=3.38

E=2.87
Street 0=3.62 E=4.29
vendors

Summary of the Most Influential Attributes as

Considered by Australian Clusters

% Yesof Attributeswhich influence dining decision

Types of Food Flavour Variety Service Hygiene Price Convenience Atmosphere
Restaurant style quality

Exotic fast E=53.3

food 0=58.5

Local E=67 0=66.7 0=66.7

high-level




(emperor

style)

International 0=50.5 E=57

Hotel chain

I nternational 0=78.7

Fast food E=63.6

Tour group E=58.2

0O=57

Food court E=71

0=69.1

Authentic E=76.4
style 0=68.5

(teahouse)

Local 0=54.3 E=67.4
(Chinese)

fast food

Exotic E=53.7

high-level 0=62.6

Pubs E=66.3

0=61.6

Street 0=61.1 E=575

vendors




Appendix G

Cultural Comparison Tables

The Tablesin Appendix G summarize the appealing attributes which are significant or strongly
significant between the two cultures in each type of restaurant. Only strongly significant
differences between groups where p- value < .001 are reported. For the purposes of the
following Tables Australian respondents are represented by the letter ‘A’ and the letter ‘C’ for
Chinese.

Table G.1 Summary of the appealing attributes which are significant or strongly
significant between the two cultures

Types of Food Flavour  Variety Service Hygiene Price Convenience  Atmosphere  Future
Restaurant style quality Dining
(1~5rating) intention
Exotic fast A=3.04 A=3.34 A=3.70 A=2.87
food C=2.68 C=2.74 C=3.05 C=2.37
L ocal C=3.80 C=4.25 C=3.80
high-level A=3.40 A=3.40 A=3.40
restaurant
I nternational C=4.29
hotel chain A=3.67
Inter national C=260 C=3.30 C=3.60 C=3.08 C=3.24
fast food A=221 A=2.80 A=2.97 A=2.03 A=2.73
Tour group A=3.37 A=2.90 A=3.10 A=3.36
restaurant C=3.02 C=2.42 C=2.60 C=2.94
Food court C=3.99 C=391 C=4.14
A=3.26 A=321  A=3.39
Authentic A=4.05 A=3.73
style Cc=2.71 C=3.02
Local fast
food
Exotic C=3.34 C=343 (C=348 (C=374 C=3.72 C=3.82
high-level A=2.82 A=285 A=276 A=324 A=3.08 A=2.94
restaurant
Pubs C=353 C=342 C=353 (C=3.36 C=331 C=3.63 C=354
A=2.42 A=250 A=239 A=262 A=2.61 A=2.92 A=2.87

Only strongly significant differences between groups where p- value <.001 are reported.



Table G.2 Comparison of the Most Appealing Attributesin Each Restaurant Scenario as
determined by both Cultures

Types of Food Flavour  Variety  Service Hygiene Price Convenience  Atmosphere  Future

Restaurant style quality Dining

(1~5rating) intention

Exotic fast A=3.77

food C=371

L ocal C=4.25 C=3.80

high-level A=4.0 A=3.40

International A=4.03 C=4.29

hotel chain

International C=4.01 C=3.24

fast food A=3.75 A=2.73

Tour group A=3.77

restaurant C=3.56

Food court C=4.14 A=3.95 C=3.98
A=3.47

Authentic A=4.32 A=4.09

style C=4.18 C=3.78

Local fast A=3.90

food C=3.84

Exotic A=3.24 C=3.82

high-level

restaur ant

Pubs A=3.11 C=3.63 C=354
A=2.87




Table G.3 Comparison of the Most Influential Attribute in Each Restaurant as
determined by both Cultures

Type of Food Flavour Variety Service Hygiene Price Convenience Atmosphere
Restaurant Style (%) (%) Quality (%) (%) (%) (%)

(%) (%)
Exotic fast food C=55.7

A=58.9
Local A=64.0
high-level C=48.8
International A=60.6 C=54.9

hotel chain
International A=71.0
fast food C=53.9
Tour group A=58.8
C=46.1
Food court C=62.2 A=72.4
Authentic C=62.2 A=72.4
style
Loca fast C=42 A=60.2
food
Exotic A=579 C=46.1
high-level
Pubs A=64.6
C=55.7
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