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The impact of COVID-19 on destination visit intention and local food consumption 

 

Purpose:  

This paper aims to investigate the relationships between motivation and intention to consume 

local food and between intention to consume local food and intention to visit the destination 

of that food’s origin while examining the moderating effect of risk perception associated with 

COVID-19. 

Design/methodology/approach: 

Data were collected from two samples of potential Chinese tourists in the contexts of Italian 

and Thai food. Data obtained from 264 Chinese respondents for Italian food and 277 Chinese 

respondents for Thai food were analyzed. Partial least squares structural equation modeling was 

utilized to test the research model.  

Findings: 

The results indicate that, while motivational factors such as cultural experience, novelty, and 

sensory appeal influence potential Chinese tourists’ intention to consume Italian food, 

motivational factors such as cultural experience, health concern, novelty, and sensory appeal 

influence tourists’ intention to consume Thai food. We found that intention to consume local 

food positively influences tourists’ intention to visit both destinations (Italy and Thailand). 

Moreover, tourists’ risk perceptions of COVID-19 negatively moderate the effect of cultural 

experience and novelty on the intention to consume Italian food. Regarding the intention to 

consume Thai food, we found that tourists’ risk perceptions have a diminishing effect on all 

motivational factors. 

Originality/value: 

This pioneering study examines the role of COVID-19-related risk perception on the 

relationships among motivation of local food consumption, intention of local food 

consumption, and destination visit intention in the context of two destination countries. It 

reveals cross-country differences of the negative effect pertaining to the risk perceptions of 

COVID-19, which has important implications for international destination marketing.  

 

Keywords: COVID-19, local food consumption, destination visit intention, risk perception. 

1. Introduction 

Competition among tourism destinations to attract tourists has been growing over the last 

decade (Dedeoğlu et al., 2020; Mariani et al., 2021; Soltani et al., 2021). Given this, destination 



management organizations (DMOs) are increasingly investing in ways of predicting tourists’ 

expectations to enhance their visiting intention (Back et al., 2020; Dedeoğlu et al., 2019; 

Mariani et al., 2014) by focusing on unique culinary products. According to a report published 

by Travel Weekly (2018), 64% of all destination selection decisions are influenced by the 

variety and attractiveness of local foods. Therefore, local and ethnic food can offer cultural, 

authentic, and unique experiences to a majority of tourists (Okumus et al., 2007; Richards, 

2021). It is now clear that local foods are an important factor in destination selection (Okumus 

and Cetin, 2018). Therefore, factors driving tourists to consume local food need to be identified 

and examined clearly.  

Motivation is one of the most important predictors shaping an individual’s intention 

toward an object. Consumer motivation refers to the processes underlying buying behavior and 

explains the factors driving consumers to purchase or consume a product (Solomon et al., 

2013). In this sense, local food consumption motivation is expected to influence the intention 

to consume local food, as affirmed by previous studies (Mak et al., 2017).  

However, the outbreak of the COVID-19 epidemic in December 2019 led to major 

changes in consumption habits and behaviors (Wang et al., 2020). To deal with the pandemic, 

most countries have implemented several restrictions and lockdowns (Muhammad et al., 2020) 

that have affected consumers’ habits (Lee, 2020). Although vaccines have been rolled out over 

the last few months, definitive conclusions about the effectiveness of these vaccines are still 

unclear (Su et al., 2021). In addition, even if these vaccines are effective, the pandemic might 

persist for years (BusinessToday, 2020). With COVID-19, there are some concerns about 

whether people can live and comply with social distancing restrictions and lockdowns for an 

extended period considering the social nature of human beings (Rozenkrantz et al., 2020). Many 

countries are facing protests against COVID-19 restrictions (Dartford, 2021). Such protests 

indicate that individuals are ready to go back to daily activities and participate in travel and 

tourism activities to meet their socialization needs. Although it is still early to indicate the 

travel-related risk perceptions of travelers, travel risks can be lowered with vaccinations, masks, 

and social distancing measures—all of which might encourage individuals’ willingness to travel 

and participate in tourism activities. However, this situation raises an important question, which 

also constitutes our research question: Are people still aware of the risks associated with 

COVID-19? Although there is no evidence of foodborne transmission of COVID-19 (ICMSF 

International Commission on Microbiological Specifications for Foods, 2020), food handlers’ 

personal hygiene and foodservice settings carry fatal COVID-19 transmission risks among 

individuals (WHO, 2020). In this regard, extant studies have not clarified how COVID-19 risk 



perceptions affect the relationships between local food consumption motivation, intention to 

consume local food, and intention to visit a particular destination. If the relationships among 

COVID-19 risk perceptions, local food consumption motivation, and intention to consume local 

food, as well as the relationship between local food consumption intention and destination visit 

intention, are examined accurately, DMOs can more accurately estimate tourists’ risk 

perceptions. Against this background, the present study examines the moderating effects of 

COVID-19 risk perceptions on the relationships between local food consumption motivation, 

intention to consume local food, and intention to visit a destination.  

2. Literature Review 

2.1 Motivations and intention to consume local food and intention to visit a destination  

Motivation is a phenomenon that drives individual behaviors (Sheldon et al., 2004). It 

includes factors that trigger, direct, and maintain said behaviors (Tsitkari et al., 2015). In the 

context of consumerism, motivation refers to the processes underlying purchase behaviors 

(Solomon et al., 2013). Various theories have been proposed to explain individuals’ purchase 

behaviors (e.g., expectancy theory, hierarchy of needs theory, cognitive theory, instinct theory, 

and incentive theory). Tourism researchers have made various attempts to determine the 

motivation of tourists by adopting these theories (Crompton, 1979; Iso-Ahola, 1982). Across 

the board, motivation has been accepted as a series of factors that drive tourists to buy a 

particular product or service. In light of this established correlation, motivation is expected to 

be an important predictor of intention to consume local food. 

Because the components of motivation vary according to the products in question, local 

food motivations exhibit specific components. Local food consumption motivations are 

considered a combination of both tourism and “dining out” motivations. However, local food 

differs from “dining out” as it involves a tourism-related concept. Dining out does not require 

a touristic activity. However, local food consumption is typically associated with culinary 

activities (Chang et al., 2020). As emphasized in the self-determination theory, there are both 

internal and external motivations: the former are based on satisfaction while the latter consist 

of external rewards (Iso-Ahola, 1982). According to the expectancy theory, consumers are 

motivated by the particular benefits of consumption (Overby and Lee, 2006). Therefore, the 

potential benefits that individuals may obtain from a touristic product can modify their 

motivations. Thus, motivations for local food are expected to be different from those related to 

“dining out.”  



Various studies have averred that motivations drive tourists to consume local food (e.g., 

Mak et al., 2017). Motivations influencing tourists’ intentions to consume local food in a 

destination have been described using such words as “exciting experience, escape from routine, 

health concern, learning knowledge, authentic experience, togetherness, prestige, sensory 

appeal and physical environment” (Kim et al., 2013).  

Mak et al. (2013) identified five dimensions in food consumption motivation: contrast, 

extension, symbolism, obligation, and pleasure. Later on, Mak (2018) examined motivations 

underlying the food consumption of tourists and identified the motivational factors affecting 

tourists’ food consumption in a foreign destination as authenticity and prestige, culture, novelty, 

variety, pleasure, assurance, familiarity, and health. Similarly, Su et al. (2020) identified 

tourists’ food consumption motivations through push and pull factors, with the former including 

food taste, socialization, and cultural experience and the latter including core food-tourism 

appeals, traditional food appeals, and local destination. 

Several scholars have used different terms to denote similar factors. Therefore, to 

determine the effect of each motivational factor on tourists’ intention to consume local food, 

the following motivations are used: cultural experience, excitement, health concern, 

interpersonal relationship, novelty, and sensory appeal. 

Learning about different cultures is one of the primary motivations for consumers to visit 

ethnic restaurants (Mak et al., 2011; Liu et al., 2017). Kim, Eves, and Scarles (2009) pointed 

out that local food serves as a cultural experience that allows visitors to understand the culture. 

For example, tourists may acquire information on table manners and different cooking methods. 

Individuals consuming local food interact with the cultural elements of the region, gaining lived 

knowledge through an authentic experience (Hjalager and Corigliano, 2000). Cultural 

experience has been identified as a major motivator of ethnic food consumption (Akyus, 2019; 

Allan, 2016; Kim et al., 2013). For this reason, cultural experience motivation may positively 

affect tourists’ local food consumption intentions. Thus, the following hypotheses are proposed: 

H1a/H2a: Cultural experience motivation positively affects intention of local food 

consumption in Italy/Thailand. 

Dining experiences could bring excitement to people’s lives (Kim and Eves, 2012). 

Eating new local foods is one of the exciting experiences of travel (Ahmad et al., 2020; Okumus 

et al., 2021). Excitement is a key motivation for tourists to consume ethnic foods while traveling 

(Kim et al., 2013). Excitement includes “exciting experiences” and “getting out of the routine.” 

Tourists’ experiences of different foods can create the feeling of being away from their usual 

everyday environments back home (Kim et al., 2009). Therefore, it can be expected that 



excitement motivation will positively affect intention of local food consumption. Thus, the 

following hypotheses are proposed: 

H1b/H2b: Excitement motivation positively affects intention of local food consumption in 

Italy/Thailand. 

Health concern is generally among the most determinant factors in the intention to 

consume food for all individuals (Sparks et al., 2003). While some tourists avoid eating certain 

local foods over perceived hygiene concerns (Torres and Skillicorn, 2004), others are motivated 

by health benefits to consume local food at destinations (Kim et al., 2009). Yuksel and Yuksel 

(2002) identified a cluster of tourists as “healthy-food seekers” who prefer restaurants offering 

healthy and nutritious food. According to Ayyub (2015), the desire for healthy food is one of 

the main reasons for the rising popularity of ethnic food. It can be expected that health concern 

will shape intention of local food consumption positively. Thus, the following hypotheses are 

proposed: 

H1c/H2c: Health Concern motivation positively affects intention of local food 

consumption in Italy/Thailand. 

Socialization has been recognized as a major motivation for food consumption (Kim et 

al., 2013; Yuan, 2005). Tourists’ consumption of local food while vacationing not only allows 

them to meet new people but also helps reinforce their social relations with the people they go 

on vacation with (family, relatives, friends, etc.) (Getz et al., 2014). In addition, food provides 

a good opportunity for social interaction among tourists, local people, chefs, and caterers (Su 

et al., 2020). At this point, it can be expected that tourists’ interpersonal relationship 

motivations will positively affect intention of local food consumption. Thus, the following 

hypotheses are proposed: 

H1d/H2d: Interpersonal relationship motivation positively affects intention of local food 

consumption in Italy/Thailand. 

Another element in tourism motivations is novelty seeking (Dann, 1981). People 

constantly need change, and participating in tourism activities offers people the chance to meet 

this need. Local food can excite individuals by offering different tastes that they are not used to 

(Kim and Choe, 2019). Consuming exotic cuisine helps tourists satisfy their curiosity and 

experience novelty (Quan and Wang, 2004). In addition, by consuming local food, individuals 

go out of their ordinary environments and change their routines to accommodate such 

experiences (Kim et al., 2009). In this context, it can be expected that novelty motivation will 

positively affect intention of local food consumption. Thus, the following hypotheses are 

proposed: 



H1e/H2e: Novelty motivation positively affects intention of local food consumption in 

Italy/Thailand. 

The sensory experience is also a primary motivation to travel for food (Boniface, 2003). 

Local food provides tourists with a physical experience through sensory perceptions of taste, 

visual appearance, and smell (Kim et al., 2009). The sensory appeal of local cuisine is a driving 

force for tourists to eat local food (Suntikul et al., 2020). The sensory experience is a major 

factor that tourists consider in local food consumption (Kim & Eves, 2012). Therefore, it can 

be expected that the sensory appeal motivation for local food will positively affect intention of 

local food consumption. Thus, the following hypotheses are proposed: 

H1f/H2f: Sensory appeal motivation positively affects intention of local food consumption 

in Italy/Thailand. 

Intention to consume local food is one of the significant predictors of intention to visit a 

destination (Okumus et al., 2007). Local food consumption offers tourists an authentic 

experience and cultural experience. Furthermore, tourists’ social value perceptions can increase 

by experiencing local food consumption (Fields, 2002). The advantages of local food 

consumption have the potential to increase tourists’ intention to visit a destination. Thus, the 

following hypotheses are proposed: 

H3/H4: Intention of local food consumption positively affects the intention to visit two 

destinations-Italy/Thailand. 

2.2 Risk perception of COVID-19 

The tourism industry has been among the sectors most adversely affected by the COVID-

19 pandemic (Dedeoğlu and Boğan, 2021). The restriction measures have resulted in a sharp 

decline in international tourism. According to the World Tourism Organization, international 

tourism activities dropped by 74% worldwide, 71% in Europe, 84% in Asia, and 69% in North 

America (UNWTO, 2021). Economic difficulties emerged with the decline in touristic activities 

and many companies had difficulty preserving business continuity. Therefore, governments 

have announced various plans and programs to support the tourism sector (Dedeoğlu and 

Boğan, 2021). For example, the Italian government postponed financial loans, leasing contracts, 

and employee taxes for three months to support the liquidity of companies (ICOMIA The 

International Council of Marine Industry Associations, 2020). Although such national plans 

and programs may create confidence in the face of the pandemic, the infection risks are still a 

reality of daily life. Moreover, neglectful behaviors continue among individuals and tourists 

who are aware of the travel risks. Therefore, understanding tourists’ COVID-19 travel risk 



perceptions is crucial. The question of how risk perceptions shape tourists’ intentions is crucial 

for DMOs. 

Cui et al. (2016) stated that tourists’ risk perceptions are discussed generally through the 

dimensions of psychological risk, physical risk, time risk, financial risk, performance risk, 

health risk, and social risk. Tourists feel health risk perceptions “when the body would be 

injured due to illness, accident, security and other factors during the trip” (Cui et al., 2016, p. 

649). The COVID-19 infection is associated with health risk. However, the risk perception of 

COVID-19 is different than other health risks because COVID-19 has caused a worldwide 

pandemic and the definitive treatment is not still available. This situation makes tourists’ risk 

perceptions of COVID-19 a more important factor in determining their behaviors and attitudes 

(Dedeoğlu and Boğan, 2021).  

All countries are facing major problems due to the COVID-19 pandemic. Most of them 

have had to implement restrictions to reduce the risk of infection, especially with the shortage 

of hospital resources (Oraby et al., 2021). The restrictions have kept COVID-19 cases under 

relative control for two years. However, due to partial relaxations and the emergence of 

different COVID-19 variants, countries have faced increasing a “second wave” or “third wave” 

of cases (Di Domenico et al., 2020). While it is clear that we are living in the age of the 

pandemic, our needs as social beings must still be met (Rozenkrantz et al., 2020). At this point, 

most countries have partially allowed active and passive tourism activities both due to social 

demands and out of a desire to preserve the economic cycle. Besides, through the use of 

different types of vaccines (i.e., BioNTech, Sinovac, Moderna, Sputnik V), people are trying to 

adapt to the so-called new normal (Contreras, 2021). One of the realities of this new normal is 

that tourists will go on vacations despite the risks of COVID-19 infection. The possible impact 

of individuals’ risk perceptions on consumption patterns has yet to be fully understood. 

Individuals’ behavioral intentions (i.e., local food consumption intention, visit intention) are 

easily affected by a paradoxical combination of desire (i.e., motivation) and fear (health risk). 

Therefore, the risk perceptions of COVID-19 are expected to impact the effect of (1) 

motivations of local food consumption on the intention to consume local food and (2) the 

intention to consume local food on the intention to visit a destination. Thus, the following 

hypotheses are proposed: 

H5a/H6a: Risk perception has a moderating effect on the relationship between cultural 

experience motivation and intention of local food consumption in Italy/Thailand. 

H5b/H6b: Risk perception has a moderating effect on the relationship between excitement 

motivation and intention of local food consumption in Italy/Thailand. 



H5c/H6c: Risk perception has a moderating effect on the relationship between health 

concern motivation and intention of local food consumption in Italy/Thailand. 

H5d/H6d: Risk perception has a moderating effect on the relationship between 

interpersonal relationship motivation and intention of local food consumption in Italy/Thailand. 

H5e/H6e: Risk perception has a moderating effect on the relationship between novelty 

motivation and intention of local food consumption in Italy/Thailand. 

H5f/H6f: Risk perception has a moderating effect on the relationship between sensory 

motivation and intention of local food consumption in Italy/Thailand. 

H7/H8: Risk perception has a moderating effect on the relationship between intention of 

local food consumption and intention to visit Italy/Thailand. 

 

[Insert Figure 1 here] 

 

3. Methodology 

For the present research, we conducted two studies. In the first study, we examined how 

the motivation of potential Chinese tourists regarding the consumption of local Italian food 

influenced their intention to consume Italian food and visit Italy, and how the perceived risk 

associated with COVID-19 shaped the aforementioned relationships. Similarly, in the second 

study, we analyzed how the motivation of potential Chinese tourists regarding the consumption 

of local Thai food influenced their intention to consume Thai food and visit Thailand, and how 

the perceived risk associated with COVID-19 shaped the aforesaid relationships. In both 

studies, the same scale structures were applied. Only target destinations and local foods were 

adapted specifically for Italy and Thailand. Likewise, both of the studies implemented the same 

analysis processes, and the findings were compared. 

3.1 Instrument 

The survey was used as a data collection tool in this research. The survey consists of two 

parts. In the first part, measurement items associated with motivations to consume local food, 

intention for local food consumption, intention to visit the destination, and risk perception of 

COVID19 were included. The second part contains statements regarding the participants’ 

demographic characteristics. The motivations of local food consumption are examined through 

the following dimensions: novelty, cultural experience, excitement, interpersonal relationship, 

sensory appeal, and health concern. Novelty is measured with three statements, cultural 

experience with five statements, excitement with five statements, interpersonal relationship 



with three statements, sensory appeal with three statements, and health concern with four 

statements. The scales for local food consumption motivation were adopted from Kim et al. 

(2013) and Mak (2018). Intention for local food consumption is measured with six statements 

based on Seo et al. (2013). Intention to visit the destination is measured with six statements by 

Tan and Wu (2016) and Reza Jalilvand et al. (2012). The risk perception of COVID-19 was 

measured with four statements created by the authors.  

The survey was translated into Chinese since it was applied to potential Chinese tourists 

in the business and leisure sectors. A back-translation process was applied (Brislin, 1976). After 

this process, the clarity of the statements was validated by administering the pilot test to 32 

people. After the pilot test, one statement from excitement, two statements from intention for 

local food consumption, and two statements from intention to visit destination were removed 

from the questionnaire. 

3.2 Sampling and data collection 

Two questionnaires were created online (one focusing on Italian food and the other on 

Thai food) via sojump.com, whereby a prize draw was embedded at the end offering a cash 

prize of CNY 20 or gifts of equivalent value. The links were shared within one of the author’s 

alumni networks. Ten key alumni were contacted to assist with data collection due to the nature 

of their work (e.g., tour guides, travel KOLs on social media, managers of travel agencies, event 

planners, and restaurant owners) and their places of residence (Beijing, Shanghai, Guangzhou, 

Nanjing, Qingdao, and Dalian), which are located in the top outbound source markets in China 

according to a 2019 China Outbound Tourism Development Report. The 10 research assistants 

then shared the links to the questionnaires via their social networks such as WeChat (including 

groups, moments, and individual contacts) and Weibo with their friends, colleagues, customers, 

and followers who are potential or experienced culinary tourists. They were recommended to 

recruit participants of different demographic backgrounds, which were then compared with the 

outbound Chinese tourists’ profile as described by the 2019 China Outbound Tourism 

Development Report. A mixture of snowball and purposive sampling was adopted to select 

respondents with enough appropriate information to contribute meaningfully to the survey. The 

data collection lasted from 20 May 2020 to 30 June 2020. During this period, restaurants in 

most cities in China were back in business and domestic travel was beginning to resume. In 

total, 721 questionnaires were collected. The data were then subjected to a screening process, 

whereby questionnaires with irrational repetitive answers and extremely short completion times 

were removed to ensure reliability, resulting in 541 usable questionnaires.  



3.3 Data analysis 

Partial least squares structural equation modeling (PLS-SEM) is considered an 

appropriate method for studies with small sample sizes and with constructs that have not gained 

full recognition in the literature yet. The current study has an exploratory nature, being one of 

the first studies investigating risk perceptions of COVID-19 in the tourism context. It has been 

stated that PLS-SEM is more appropriate for exploratory researches (Hair, Hult, et al., 2017a). 

PLS-SEM is also a suitable method for analyzing data collected via ordinal scales, such as 

Likert’s scales, and an effective and efficient method for “explanation and prediction” (Hair et 

al., 2017b). Therefore, PLS-SEM was deployed to test the proposed model in this study. PLS-

SEM was performed using SmartPLS 3.3.3 (Ringle et al., 2017). A bootstrap resampling 

technique considering 5000 sub-samples (Hair et al., 2017a) was used to determine the values 

of the t-test. The PLS-SEM path model consists of two elements: the measurement model and 

the structural model. The measurement model was checked before the structural model. Besides 

that, the two-stage approach suggested by Hair et al. (2017a) was chosen as it was aimed to 

disclose the significance of the moderating effect of risk perception concerning COVID-19. 

Nonetheless, the data screening process was implemented before applying a PLS-SEM 

application as suggested by Hair et al. (2013). The same stages were followed in both studies. 

Accordingly, the missing values were checked. There was no missing value found in either of 

the data sets. Then, the Mahalanobis distance was examined to investigate outliers, and no 

outlier values were found in either data set. Lastly, the values of skewness and kurtosis were 

analyzed, and both data sets were reported to meet the normal distribution assumption (Curran 

et al., 1996).  

4. Findings 

4.1 Study 1 (Italy) 

4.1.1 Demographic findings 

In Table I, the demographic characteristics of the participants are summarized. Women 

constitute 59.5% of the participants. At the same time, 41.3% of the participants have an income 

of $428 and below. The rate of married participants is 43.6%. The ratio of participants between 

the ages of 21-40 is 52.3%. Participants holding an undergraduate education degree represent 

64% of the sample.  

[Insert Table I here] 



4.1.2 Testing of hypotheses 

Internal consistency, convergent validity, and discriminant validity were examined for 

the measurement model (Hair et al., 2017a). The measurement model results are summarized 

in Table II.  

[Insert Table II here] 

 

As seen in Table II, Cronbach’s alpha values are between .84 and .95, and composite 

reliability values are between 90 and .96. Besides, AVE values are over .50. The outer loadings 

are between .74 and .96. Accordingly, it can be stated that internal consistency and convergent 

validity are obtained. The discriminant validity was examined by taking into account the criteria 

of Fornell and Larcker (1981). As can be seen in Table III, according to the Fornell and Larcker 

method, discriminant validity was provided because the square root of the AVE values was 

lower than the correlations of the relevant variables. Also, Table III shows the correlations 

between the structures. As suggested in theory, the relationships between the structures are 

significant and positive. Therefore, nomological validity has been achieved (Hair et al., 2013). 

 

[Insert Table III here] 

 

Collinearity problem (VIF), path coefficients (β), determination coefficient (R2), effect 

size (f2), and Stone-Geisser’s Q2 value were examined for the testing of the structural model 

(Hair et al., 2017a). These findings are summarized in Table IV. Since the VIF values are not 

above 5, collinearity problems were not detected. Second, path coefficients were examined. As 

seen in Table IV, the cultural experience, novelty, and sensory appeal aspects of motivation 

have a significant and positive effect on the intention for local food consumption. Accordingly, 

H1a, H1e, and H1f were supported. Also, the intention for local food consumption of potential 

tourists positively and significantly influenced their intention to visit the destination. Thus, H3 

is also supported. When the R2 value is examined, it is reported that 52.4% of potential tourists’ 

intention for local food consumption is shaped by cultural experience, novelty, and sensory 

appeal motivations. In addition, the intention of potential tourists to visit Italy has an 

explanation rate of 18.2% by the antecedent factors. 

When the f2 values are examined, it is seen that the cultural experience (f2 = .03) and 

sensory appeal (f2 = .04) are effective at a small level, while novelty (f2 = .15) appears to be 

moderately effective on the intention for local food consumption of potential tourists. Stone-

Geisser’s Q2 value was taken into consideration for the assessment of predictive relevance. For 



the examination of Q2, the cross-validated redundancy value recommended by Hair et al. (2011) 

was utilized. The Q2 value was obtained by using a blindfolding procedure. As the Q2 value is 

larger than zero concerning the intention for local food consumption (Q2 = .449) and for 

intention to visit destination (Q2 = .135), its explanatory latent construct exhibits a predictive 

relevance. 

 

[Insert Table IV here] 

 

Findings concerning the moderating effect of COVID-19 risk perception are listed in 

Table V. As shown in Table V, COVID-19’s perception of risk plays a role in decreasing the 

effect on intention of local food consumption of both cultural experience and novelty 

motivations. To be more precise, as the risk perceptions of COVID-19 among potential tourists 

increase, the effects of cultural experience and novelty motivations on the intention for local 

food consumption decrease.  

[Insert Table V here] 

[Insert Figure 2 here] 

 

4.2 Study 2 (Thailand) 

4.2.1 Demographic findings 

In Table VI, the demographic characteristics of the participants in Study 2 are 

summarized. Women constitute 52.7% of the participants. At the same time, 27.8% of 

participants had an income of $428 or below. The married participants’ percentage is 56.3%. 

The percentage of participants between the ages of 21-40 is 68.2%. The percentage of 

participants holding an undergraduate education degree is 60.6%. 

 

[Insert Table VI here] 

 

4.2.2 Testing of hypotheses 

The steps followed for Study 1 were also applied for Study 2. Accordingly, first, the 

outer model was tested. As shown in Table VII, all outer loadings exceeded the minimum cutoff 

point of .40 (Hair et al., 2017a), meaning that internal consistency was achieved. In terms of 

convergent validity, all the composite reliability (CR) values were above the minimum cutoff 



point of 0.70 (Fornell and Larcker, 1981) while all of the average variance extracted (AVE) 

values met the minimum criteria of .50 (Fornell and Larcker, 1981).  

 

[Insert Table VII here] 

 

According to Fornell and Larcker (1981), the square root of the AVE of each construct 

should exceed the correlation shared between the construct and other constructs in the model to 

achieve discriminant validity. As seen in Table VIII, discriminant validity is provided. Also, 

Table VII shows the correlations between the structures. As suggested in theory, the 

relationships between the structures are significant and positive. Therefore nomological validity 

has been achieved (Hair et al., 2013). 

 

[Insert Table VIII here] 

 

In Table IX, the inner model results are summarized. Since the VIF values are not above 

5, the collinearity problem was not detected. Secondly, the path coefficients were examined.  

As shown in Table IX, all factors of motivation excluding excitement and interpersonal 

relationship significantly affect the intention for local food consumption. Also, the intention for 

local food consumption affected the intention to visit destinations positively and significantly. 

Accordingly, H2a, H2c, H2e, H2f, and H4 were supported. When the R2 value is examined, it is 

reported that 62.9% of potential tourists’ intention for local food consumption is shaped by 

cultural experience, health concern, novelty, and sensory appeal motivations. In addition, the 

intention of potential tourists to visit Thailand has an explanation rate of 23.2% by the a priori 

variables. According to the f 2 value (Cohen, 1988), cultural experience (.04), health concern 

(.03), and sensory appeal (.05) have a small effect while novelty has a medium-large effect (.28) 

on intention for local food consumption. Intention for local food consumption has a medium-

large effect (.31) on intention to visit the destination. Stone-Geisser’s Q2 value has been taken 

into consideration for assessment of the predictive relevance of intention for local food 

consumption and intention to visit the destination. In the Q2 examination, the cross-validated 

redundancy value recommended by Hair et al. (2011) was applied. The Q2 value is obtained by 

using a blindfolding procedure. As the Q2 values for the intention for local food consumption 

and intention to visit destination are larger than zero, the explanatory latent construct exhibits 

a predictive relevance (Henseler et al., 2009). 

 



[Insert Table IX here] 

 

Findings regarding the moderating role of risk perception of COVID-19 for Study 2 are 

summarized in Table X. As shown in Table X, the risk perception of COVID-19 decreases the 

effect of all motivational factors on the intention of local food consumption. To be more 

precise, as the risk perceptions of COVID-19 among potential tourists increase, the 

influencing power of their motivations on the intention for local food consumption decreases.  

 

[Insert Table X here] 

[Insert Figure 3 here] 

 

5. Conclusion and implications  

This study explored how the local food motivations of Chinese tourists shape their 

intention to visit a destination during the COVID-19 outbreak. In addition, while investigating 

these relationships, the attitudes toward two target destinations that represented proximity 

(Thailand) and distance (Italy) were examined. In this context, the current research took a 

tripartite approach. First, this study examined the impact of potential Chinese tourists’ local 

food consumption motivation on their intention to consume local food. Second, the impact of 

tourists’ intentions to consume local food on their desire to visit that destination was examined. 

Third, the effect of risk perception of COVID-19 on these relationships was investigated. In 

this context, it can be said that the motivations of cultural experience, novelty, and sensory 

appeal are determinative in the local food consumption intention of Chinese tourists regarding 

both Thai food and Italian food. In addition, in terms of local food in Thailand, potential 

tourists’ risk perception of COVID-19 has further shaped the effect of motivations on local food 

consumption intentions.  

5.1 Theoretical implications 

The results of Study 1 revealed that motivational factors such as cultural experience, 

novelty, and sensory appeal are effective in potential Chinese tourists’ intention to consume 

Italian food. This finding is similar to previous studies that revealed the importance of cultural 

experience, novelty, and sensory appeal in terms of local food consumption (e.g., Kim and 

Eves, 2012). In addition, this finding also shows the effect of COVID-19 risk perception in 

reducing the impact of potential tourists’ cultural experience and novelty motivations on the 

intention to consume Italian food. This finding aligns with previous studies that emphasize the 



effects of individuals’ risk perception on food consumption or food preference tendencies (i.e., 

Cui et al., 2016; Dedeoğlu and Boğan, 2021). Since risk perception refers to the probability of 

an individual being harmed by a particular situation (Trumbo et al., 2016), potential tourists 

could predict and move away from the possible negative consequences that COVID-19 may 

cause. 

Unique and memorial culinary experiences (i.e., cultural experience and novelty) are 

associated with limited interaction. Therefore, it is expected that tourists should have little or 

no knowledge or experience about local food in a given destination. However, when unique 

culinary experiences interact with COVID-19 risk perceptions, the local food consumption 

intention of tourists will be affected adversely. As a result, even though cultural experiences 

and novelty motivations may increase the local food consumption tendency, COVID-19 risk 

perceptions may decrease the effect of these motivations.  

The findings of Study 2 revealed that motivational factors such as cultural experience, 

health concern, novelty, and sensory appeal influence tourists’ intention to consume Thai food. 

The findings are similar to Study 1 so it can be stated that local food motivations may still 

influence the intention of local food consumption during COVID-19. This finding is similar to 

previous studies that reveal the effectiveness of local food motivations (e.g., Chang et al., 2020). 

Besides, the moderating role of COVID-19 risk perception is more prominent in Study 2. That 

means COVID-19 risk perception reduces potential tourists’ motivation toward all local food 

and blocks the intention of local food consumption distinctively. Considering the findings of 

both studies, COVID-19 risk perception is more determinant in the context of Thai food 

motivations. This may be due to the cultural similarity or location of Thailand, which is closer 

to China than Italy. If the target culture and destination are closer to the place where potential 

tourists live, more information can be obtained. Given this, potential tourists will be able to 

obtain some information about the possible risks of a destination posed by COVID-19, and such 

risk perceptions will influence tourists’ attitudes significantly. 

Moreover, the intention to consume local food will positively influence the intention to 

visit both destinations, and COVID-19 risk perceptions do not moderate this relationship. 

Accordingly, as the intention to consume local food increases, the risk perceptions of 

individuals regarding COVID-19 will not prevent their intention to visit the destination. This 

reveals the importance of activating individuals’ intention to consume local food. If the 

intention of potential tourists to consume local food can be increased sufficiently, the negative 

impact of the risk they will perceive regarding COVID-19 can be eliminated. Of course, at this 

point, the intention to consume local food may not be expected to be a sufficient reason to prefer 



a destination alone. To put it more clearly, potential tourists intend to consume local food as a 

result of the benefits of consuming local food and their intention to visit that destination. In this 

case, the risk perceptions created by COVID-19 can be eliminated. 

5.2 Practical implications 

Among the most important findings of this study is that risk perceptions related to 

COVID-19 reduce the relationship between local food consumption motivations and local food 

consumption intentions. In this context, to reduce the negative effects of COVID-19 risk 

perceptions, DMOs should focus primarily on the culinary motivation of potential tourists. 

Despite the COVID-19 pandemic, cultural experience, novelty, and sensory appeal motivations 

can increase the intention of local food consumption. Therefore, DMOs should emphasize the 

cultural experience, novelty, and sensory appeal factors in their promotion efforts. For example, 

DMOs should promote local foods with cultural elements. Such introductions should focus on 

elements that will appeal to novelty and sensory appeal motivations. In addition to traditional 

media tools, social media tools can be used at the point of promotion. DMOs could, for example, 

develop promotions that encourage different tourists to share their local food consumption 

experiences. According to the amount of content created regarding local food consumption 

experiences, discount coupons could be provided to be redeemed at different businesses within 

the destination. 

However, COVID-19 risk perceptions should be considered by DMOs and potential 

tourists should be convinced that destinations can control the infection risks effectively. 

Currently, many destinations operate with a relatively high degree of certainty, planning their 

annual process, setting their budgets, and studying traveler behavior to frame marketing plans 

clearly (BCG-Google, 2021). Potential tourists should reach the relevant information about the 

destinations’ COVID-19 management plan and actions on reducing the risk of virus 

transmission and infection. For example, Turkey has implemented safe tourism certification 

programs as well as tourist protection and support insurance and COVID-19 accommodation 

support insurance programs (TGA Türkiye Tourism Promotion and Development Agency, 

2021). Similarly, Israel accepts fully vaccinated foreign tourists (Ledsom, 2021). Countries may 

request cards from individuals who will travel, showing their status and whether they have been 

vaccinated against COVID-19. To be even more comprehensive, an online system can be 

developed under the coordination of the World Health Organization and United Nations World 

Tourism Organization, and past and current information about the COVID-19 situation of each 

individual who will travel can be collected. Because the risk of transmission of all forms of 



COVID-19 is under control, risk perceptions are generally reduced. Such measures may reduce 

risk perceptions and increase the motivations of potential tourists toward visiting a new 

destination and trying local foods at that destination. Overall, this study shows that the negative 

effects pertaining to the risk perceptions of COVID-19 vary across destinations. The risk 

perceptions of COVID-19 may fluctuate from country to country and the intention to consume 

local food may be affected by such risk perceptions. Therefore, motivations such as cultural 

experience, novelty, health concern, and sensory appeal should be considered influential factors 

that shape potential tourists’ attitudes toward future tourism destinations.  
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