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Abstract

This research examines the interrelationships among food destination reputation,
the perceived value of local food consumption, and food destination
attractiveness among tourists visiting Melaka as a renowned destination in
Malaysia known for its vibrant culinary offerings. Through an online survey, a
quantitative analysis was conducted, yielding a total of 135 responses that reflect
tourists' viewpoints on the destination's food scene. The research employed
Partial Least Squares Structural Equation Modeling (PLS-SEM) to test the
research hypotheses. The findings confirm that the perceived value of local food
consumption mediates the relationship between a food destination's reputation
and its overall attractiveness. These outcomes are valuable for tourism
stakeholders and destination management organizations involved in the planning
and developing Melaka as a food destination. This enables strategic decision-
making for stakeholders to optimize their efforts to promote and enhance
Melaka's culinary tourism experiences. Thus, ensuring the long-term viability of
tourism in the region.
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INTRODUCTION

In the tourism industry, a destination ability to be succeed in delivering excellent
goods and services to tourists is evaluated from its destination attractiveness
(Dwyer & Kim, 2003). Local food resources are viewed as distinctive values that
is crucial for differentiating a destination from others (Rinaldi, 2017). Beyond
traditional attraction of sea, sand, and sun, current tourists’ patterns have shifted
to experiencing local food delights and it has become of the primary reasons that
contributed to a destination attractiveness (Thio et al., 2022).

Additionally, identifying the tourist's perceived value from the
standpoint of local food "consumption value" can enhance our understanding of
how tourists' consumption preferences influence destination attractiveness.
Similarly, Wan Mohd Zain (2019) concurred that examining tourists’ food habits
is vital to understand their interest, knowledge, and motivation to try local cuisine
that influencing their likelihood of returning.

Unfortunately, Choe and Kim (2019) noted a lack of research on the
importance of study on local food consumption value, despite the valuable role
of this value in promoting culinary tourism destinations. In response to this, the
researchers have developed a new scale to have a better understanding on
consumption value theory that focus on local food dimension perspectives.
Which also served as the foreground reference for present study.

Moreover, it should be acknowledged that destination attractiveness is
not developed in a vacuum. The reputation of a destination also represents
competitive advantage for a destination (Widjaja & Khalifa, 2020). Marchiori et
al. (2010) introduced The Destination Reputation Model (DRM) - products and
services, leadership, innovation, performance, society, environment, and
governance. Using the same model, Widjaja et al. (2020) revealed that among all
dimensions, products and services had the most significant impact on destination
reputations. However, previous study only explains the destination reputation's
of product and service in general rather than an in-depth focus on local food
products. In filling the gap, this study emphasizing the role of local food as an
antecedent to destination reputation, specifically within the product and services
dimension, and how this relates to tourists' perceived value of local food
consumption.

This study specifically examines Melaka, a highly sought-after tourist
destination in Malaysia. The research aims to explore the significance of local
food consumption value among tourists and how it contributes to the overall
attractiveness of Melaka as a destination. In addition, Melaka is recognized as
one of the UNESCO World Heritage Cities. However, it faces stiff competition
from other UNESCO-recognized destinations, such as Myanmar, Cambodia, and
Indonesia, in terms of tourist arrivals (Tung et al., 2016). Also, the local food
community in Melaka is encountering competition from multinational brands in
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the area, as these well-established restaurants with recognized labels tend to
dominate the local food options, posing challenges for the local food scene. It's
worth mentioning that multinational restaurant chains tend to have a higher
demand among tourists than locally-owned eateries and restaurants (Amir et al.,
2017). Hence, understanding the tourist local food consumption value will benefit
the policy maker and DMOs in promoting and boosting Melaka as a thriving food
destination attractiveness and become the main reasons for tourists to reiterate
visiting Malaysia.

LITERATURE REVIEW

Food Destination Reputation

For the tourism industry, both positive and negatives reputation are susceptible
to reflecting on the industry's sphere. A destination with positive reputation is
often based on its attributes like safety, appeal, hospitality, culture, sustainability,
and the visitor experience (Foroudi et al., 2016). Conversely, a negative
reputation can be linked to issues such as safety concerns, political instability,
infrastructure problems, natural disasters, and negative visitor experiences (Ma
et al., 2020)

The tourism industry relies on the environment to create the necessary
infrastructure and services for a successful tourist destination. Concern arises
from tourism’s rapid growth and its potential environmental and economic
impacts (Azinuddin et al., 2022a). However, finding appropriate equilibrium
between environmental restrictions and sectoral growth is a challenging task,
given the dynamic nature of tourism, local community complexities, destination
lifecycles and global economic uncertainties (Azinuddin et al., 2022b). To reduce
environmental impact and enhance travel experiences, sustainable tourism should
promote both popular and lesser-known destinations. Promoting the exploration
of lesser-known destinations among travelers can help maintain a more
sustainable approach to tourism. Nonetheless, popular destinations attract more
tourists than lesser-known or infamous destinations (Kim et al., 2018). In this
sense, tourists' likelihood of revisiting a destination may be also influenced by
the destination's reputation (Hassan & Soliman, 2021).

Artigas et al. (2015, p.147) defined tourist destination reputation as “the
aggregation over time of the consumers’ perceptual representations and
evaluative judgments of the destination’s past actions and performance”.
Destination reputation creates a unique picture of the destination at every level of
interaction (Su et al., 2020). This involves stakeholders, encompassing tourist
attractions, services, fundamental infrastructure, tourists, local residents, local
administrators, and businesses, which is essential in improving the destination's
reputation (Azwar et al., 2023). Nevertheless, out of all mentioned elements,
limited studies still explore the impact of “local food” on destination reputation
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development. A previous study explored the effect of the authenticity of local
food on tourism sustainability where it promotes positive reputation among
tourists (Zhang et al., 2019). In turn, it encourages satisfied travelers to promote
the destination through word-of-mouth and online recommendations on social
networks.

As mentioned earlier, based on the Destination Reputation Model
(DRM) indicate that product and service are the most robust factor that
contributes to destination reputation development (Widjaja et al., 2020).
However, the result was just shown in general findings of product and service
rather than focus on the consumption behavior of local food product explicitly.
Hence, this underlining the need for further investigation in this area.

Perceived Value Local Food Consumption

Consumption value theory was ideally grounded from the salient theory of
customer’s “perceived value,” Zeithaml (1988, p.14) defined perceived value as
“the consumer's overall assessment of the utility of a product based on
perceptions of what is received and what is given”. Over the years, to comprehend
the complex nature of perceived value, the “Theory of Consumption Value
(TCV)” was introduced by Sheth et al. (1991) in the article titled of “Why we buy
what we buy: A theory of consumption values”. TCV is primarily concerned with
elucidating the motivational factors underlying why individuals engage in
consumption behaviors by predicting, characterizing, and explaining their
selection based on their consumption value (Tanrikulu, 2021). TCV relies on five
core values: functional, conditional, emotional, social, and epistemic.

In the tourism context, Choe and Kim (2019) further examined the
theory of TCV and its relation in measuring tourists’ local food consumption. The
scholars developed seven consumption value aspects that offer a more thorough
understanding of TCV. The seven-dimension mentioned will be explained herein;
The taste/quality value refers to the predicted functionality, taste, and quality
advantages of eating locally produced food. Health value is based on the food's
nutritious that improves one's health, received by eating local food at a place. The
price value is the notion that eating locally produced food at a trip will save
money. Emotional value is the belief that eating local food when traveling has
benefits because it creates desired emotions or favorable emotional states.
Prestige value is the belief that eating locally produced cuisine when traveling
improves one's sense of social self. Interaction value refers to the idea that eating
local food while traveling will improve interactions with locals and one's social
self-concept. Epistemic value is the idea that eating local food when traveling will
satisfy one's curiosity, create novelty, and excite their interest.
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Destination Food Attractiveness

Destination attractiveness is “the individual’s feeling, belief, and opinions about
a destination’s perceived ability to provide satisfaction in relation to his or her
special vacation needs” (Nasir et al., 2020, p. 446). According to Thio et al.
(2022), tourists are more likely to find a destination attractive if it meets their
expectations. Destination attractiveness plays a significant key in improving
destination performance and the quality of destination attributes (Raimkulov et
al., 2021). These attributes involve natural attractions, man-made attractions, and
cultural attractions. (Mohamad et al., 2019).

From this point of view, potentially, destination attractiveness is the
most influential factor in visitor destination selection, tourist loyalty and also
influence tourists’ destination preferences, destination image, and revisit
intention (Culi¢ et al., 2021). Owing to its focal point contribution to the tourism
industry context, a plethora of research has discovered the imperative of
destination attractiveness in different fields. To name a few, wineries (Mazurek,
2022), national parks (Markowski et al., 2019), tradition and cultural (Raimkulov
et al., 2021). Further, even immense studies relate destination attractiveness in
tourism fields. However, there are still scarce studies that tend to discover the
importance of local food in developing destination attractiveness (Su et al., 2020).

According to Almeida and Garrod (2017), food is one of the primary
factors that determine the tourist experience of a destination. This evidence has
contributed to the statement of Thio et al., (2022), where the scholars highlight
that tourist participation in local food consumption directly impacts their
destination selection, perception of the destination, and finally, destination
attractiveness.

HYPOTHESES DEVELOPMENT

The reputation of a destination is a significant factor in tourist loyalty (Azinuddin
et al. 2022c). A positive destination reputation can attract more visitors,
influencing their destination choice and consumption behavior while traveling
(Wang et al., 2021). Recent study revealed that destination reputation influenced
the perceived value of epistemic, conditional, and functional value (Sangthong &
Soonsan, 2023). Correspondingly, Choe and Kim (2019) and Kim et al. (2018)
found that if tourists are aware of a destination's positive reputation, they are more
likely to perceive a higher consumption value. With this in mind, the analysis
from previous literature proposes the relationship of H1 herein:

HI: Food destination reputation influences perceived value of local food
consumption
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One of the primary attractions of a tourist destination for tourists is the
local food; tourists who perceive high value when eating local food in a
destination are likely to foster destination attractiveness (Thio et al., 2022).
Equally, according to Bjork & Kauppinen-Réisdnen (2016), a destination that
lacks prominent landmarks or an attractive nature scene needs to find alternative
ways to establish an identity that entices tourists in order to boost local economic
growth. One effective option that benefits tourists and the local community is to
enhance the attractiveness of the local food culture (Batat, 2021). For this reason,
identifying the perceived value of local food consumption by tourists can enhance
the knowledge of how consumption preferences impact the attractiveness of a
food destination. As a result, the analysis of previous literature proposes a
hypothesis as follows:

H2: Perceived value of local food consumption influences food destination
attractiveness

The role of consumption value as a mediator has been examined in
various contexts through several studies, such as the role of consumption value
mediates between environmental knowledge and intention to visit green hotels
(Wang et al., 2018), consumption value mediates between consumer attitude and
sustainable buying behavior of consumers towards organic food (Jose et al.,
2022), consumption value mediates learning costs and intent to use mobile apps
(Molina-Castillo et al., 2020), to name a few.

Nevertheless, to the best of our knowledge, the mediating effect of
perceived value on the relationship between food destination reputation and
destination attractiveness is yet to be discovered in any study. Ideally, when
tourists perceive greater value in consuming local food, it strengthens the
relationship between the destination's reputation for food and the overall
attractiveness of the destination. Local food can be an essential factor in attracting
and retaining tourists, and promoting the value of local food consumption can
enhance the overall reputation and destination attractiveness. Although no study
looked into the mediating effect of consumption value between reputation and
destination attractiveness, however, a recent study has explored the mediator
influence of consumption value where the result showed that consumption value
fully mediates between destination reputation and environmentally responsible
behavior intention (Sangthong & Soonsan, 2023). Based on this premise,
therefore current study posits the following hypothesis:

H3: Perceived Value of Local Food Consumption mediates the relationship
between Food Destination Reputation and Destination food attractiveness

© 2023 by MIP 232



PLANNING MALAYSIA
Journal of the Malaysia Institute of Planners (2023)

H3
H1 . 7 H2
Food Destination Perceived Value of Food Destination
. Local Food ]
Reputation Attractiveness

Consumption

Figure 1: Research Framework

RESEARCH METHODOLOGY

The study employed a quantitative research framework and adopted a cross-
sectional methodology to gather data from tourists who visited Melaka. Melaka
is comprised of three districts, namely Jasin, Melaka Tengah, and Alor Gajah.
The location of the research setting for present study was focused in Melaka
Tengah as is illustrated figure 2. The data was collected through an online
platform and the study population was purposively sampled. The primary
segment of the survey encompasses the respondents' demographic characteristics,
travel patterns, and behaviors. Subsequently, it focuses on identifying their most
preferred local food in Melaka. The subsequent section measures food destination
reputation (Artigas, 2015), the perceived value of local food consumption (Choe
& Kim, 2019), and destination attractiveness (Guan & Jones, 2014). The
constructs were assessed using a Likert scale consisting of five points, ranging
from 1 (indicating strong disagreement) to 5 (indicating strong agreement) (see
Appendix 1). This study utilized G*Power Version 3.1.9.6 software to analyze
and calculate the minimum sample size. Based on the calculations, a sample size
of 120 (N=120) is needed for this study. One hundred and thirty (n = 134) four
completed responses were collected with the majority of responses being female
tourists (67.2%). The findings of this study are consistent with other recent
research, which also reported many female tourists visiting Georgetown as a
UNESCO World Heritage Site (Noraffendi & Rahman, 2020). The reason for this
demographic imbalance can be attributed to the worldwide phenomenon of
women comprising the primary consumer base for both leisure and business
travel. Additionally, women's prevalence in solo trips is growing rapidly,
especially in Asian nations such as Malaysia, as highlighted by Awang and Toh
(2018) and Singh and Gupta (2021). Additionally, the study found that 88% of
the participants were between the age of 18 and 34, with the majority traveling
for leisure purposes (76.1%).

This study employed the Partial-least Square-Structural Equation
Modeling (PLS-SEM) technique to examine the proposed model and test the
hypotheses. PLS-SEM was preferred in this research due to two main reasons.
Firstly, the study aimed to explore the subject matter rather than confirm existing
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theories. Secondly, the collected data exhibited a non-normal distribution, which
had already been reported in prior studies (Hanafiah, 2020). Additionally, PLS-
SEM is known to be effective in evaluating the intricate relationships among the
constructs due to its strong and reliable ability to estimate structural models.

Sungai Ldang
Recraations! Fares?

Source: Official Portal
of Melaka State
Government

Figure 2 The research setting for this study — Melaka Tengah

ANALYSIS AND DISCUSSION

Assessment of Measurement Model

According to Hair et al. (2019), the measurement models are assessed based on
the constructs' reliability, convergence validity, and discriminative validity.
Factor loadings, composite reliability (CR), Cronbach's alpha, and average
variance extraction (AVE) can all be used to evaluate the constructs' reliability.
As long as a construct's dependability value is more than the 0.7 minimum
criterion, it is considered dependable (Hair et al., 2019). Convergent validity was
attained for all variables, as evidenced by the item loadings and AVE statistics
for each reflective indicator being greater than the suggested threshold (Hair et
al., 2011). Using the Heterotrait-Monotrait (HTMT) ratio of correlation,
discriminant validity was evaluated. The threshold value of 0.90 was not reached
by any of the HTMT values for the latent variables, as presented in Table 1.

Table 1: Heterotrait-monotrait ratio (HTMT)

Construct FDR FDA PVLFC
FDR

FDA 0.619

PVLFC 0.780 0.699
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Assessment of Structural Model and Hypotheses Testing

Given the satisfactory evaluation of the measurement model, the researchers
(Hair et al., 2019) proceeded to examine the statistical significance of path
coefficients, as well as the coefficient of determination (R2) and blindfolding-
based cross-validated redundancy measure (Q2) of the structural model. The
results indicate that the influence of FDR on PVLFC (R2 =0.52) and PVLFC on
FDA (R2 = 0.42) can be considered moderately predictive. However, when
considering the Q2 values presented in Table 2, it is evident that the model lacks
sample predictive relevance for both variables in the path model, as the Q2 values
were close to zero.

Table 2: Structural model assessment

Construct R? Q?
PVLFC 0.52 0.30
FDA 0.42 0.31

Following that, the evaluation of the relationship between the
components in the structural model was conducted using the path coefficients (J3)
and significance levels (P) in accordance with the methodology described by Hair
et al. (2011). The estimation of the structural model’s path coefficient results in
Table 3 reported that FDR (H1: B = 0.728***; t = 15.662; P = 0.000) significantly
affects PVLFC, while PVLFC (H2: = 0.658***; t = 11.427; P = 0.000) also
significantly affecting FDA. This means H1 and H2 are supported. In terms of
the indirect effect of FDR on FDA through PVLFC as a mediator, the result is
statically significant (H3: p = 0.479***; P = 0.000). Hence, H3 is supported.

Table 3: Hypotheses testing

Path Analysis Path T Statistics P Values Result
Coefficient, f§

H1: FDR - 0.728%** 15.662 0.000 Significant

>PVLFC

H2: PVLFC - 0.658%** 11.427 0.000 Significant

>FDA

H3: FDR - 0.479%** 9.276 0.000 Significant

>PVLFC->FDA
Note: *** (p <0.001).

This study examines on how tourists' behaviors contribute to the
attractiveness of food destinations by creating a comprehensive model that relates
the food destination reputation (FDR), the perceived value of local food
consumption (PVLFC), and the food destination attractiveness (FDA) among
tourists in Melaka, Malaysia. This is one of the central theoretical contributions
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of the study given the scarcity of empirical evidences that confirm the
interrelationship between the above-mentioned variables. The research focuses
on how PVLFC acts as a mediator between FDR and FDA, in better understand
the mechanisms behind the factors that shape food destination attractiveness. The
study finding shows that PVLFC significantly mediates the relationship between
FDR and FDA. Although not explicitly investigated in the past literature, to a
certain extent, the significant result between FDR and PVLFC is similar to the
empirical insight by Sangthong and Soonsan (2023), where functional, epistemic,
and conditional values are shaped by the former construct. This is also the case
regarding the dynamics between PVLFC and FDA, where (Thio et al., 2022)
revealed that tourists’ destination attractiveness increased when tourists
perceived the high value of local food consumption. This finding is also
consistent with previous studies (Guan & Jones, 2014), tourists who attach
significant value to local food while visiting a destination are more likely to
contribute to the overall attractiveness of the destination. In essence, a
destination's local cuisine plays a role in determining its attractiveness. Thus far,
this is another important theoretical contribution where this study expands the
understanding of the relationship between destination reputation on other values
in consumption values. As mentioned before, the previous study indicates that
destination reputation has the effects on functional, epistemic, and conditional
value (Sangthong & Soonsan, 2023). While this study has demonstrated that in
the realms of food, destination reputation significantly impacts other
consumption values: taste, health, price, emotion, prestige, and interaction. With
this in mind, the present empirical findings contribute to a deeper understanding
by proving the connection between food destination reputation, the perceived
value of local food consumption, and the food destination attractiveness of
Melaka as a tourist destination.

For local food producers, the present empirical finding enhances the
understanding of food business practitioners regarding the impact of food tourism
in attracting tourists. An outstanding food destination reputation enhances the
attractiveness of local cuisine, eventually enriching tourists' experiences while
visiting the destination. A positive perception of the local food consumption value
among domestic tourists further mediates and amplifies the destination's
attractiveness. For destination stakeholders, this study suggests elevating the
image of local regions' cuisines in the way to promote unique and distinctive food
offerings as well as actively organizing a cultural and food festival with the aim
to convey and attract more visitors.
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CONCLUSION

The current research proposed the analysis of food destination reputation towards
food destination attractiveness through the mediation impact of perceived value
of local food consumption. Destination reputation is widely acknowledged as
being able to elucidate tourists' attitudes and behaviors, in addition it also has the
potential to influence their intentions to revisit and their levels of satisfaction. In
relation to PVLFC as a mediator, it is clearly defined that food destination
reputation can promote the overall local food consumption value. In the view of
epistemic value, for instance, this value allows tourists to gain new experiences
when consuming local food (Choe & Kim, 2019; Wong et al., 2018). Due to
Melaka's local food reputation, which is closely associated with its multicultural
and food-centric heritage, can offer a wide range of varieties and epistemic value,
particularly for tourists interested in exploring unique culinary experiences. This
can be seen through the marriage between Malay and Chinese individuals in
Melaka and Penang saw the emergence of a distinct culture known as Baba and
Nyonya, or Peranakan Chinese (Straits Chinese) (Ng & Karim, 2016). This
unique fusion resulted in the creation of a hybrid culinary heritage called the
Nyonya food (Omar & Omar, 2018). With this in mind, Melaka’s food
destination reputation certainly contributes to novel experiences when consuming
local food product and enhance the epistemic value. The authentic flavors of
Melaka's local dishes and their unique presentation, which reflects the local
culture, make them undeniably appealing in terms of taste value. Emotional and
interaction value, where excitement, happiness, pleasure, and romantic feelings
might induce, especially when it comes to a situation where the tourists
experience local food that is considered novel and peculiar for the tourists. While
enjoying the food with friends and relatives promotes the interaction value while
consuming local foods. Furthermore, foods consumed on special occasions,
especially during travel such as Christmas, New Year, or special events
associated with unique foods offering will inflict stronger positive emotions as
these are considered “memorable meals”. In light of this, it is reasonable to
conclude that the food destination's reputation will foster its attractiveness when
tourists are associated with the high perceived value of local food consumption.

Although the current study advances the understanding of the attractiveness of
food destinations, however it has its limitations. To broaden the understanding,
additional mediating elements can be taken into account including food
familiarity, food neophobia, and varied food cultural backgrounds of local food
consumption among domestic and international tourists visiting Melaka. This
enables more targeted planning and development initiatives. Furthermore, since
more information may be acquired, undertaking a qualitative study may be
worthwhile which could help improve the destination attractiveness in Melaka,
Malaysia. The qualitative approach would allow for a more holistic exploration
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of tourists' motivations, preferences, and behaviors related to local food
consumption. Tourism stakeholders are able to develop tailored strategies to
elevate the destination's appeal.
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