Food Research 10 (3) :

Journal homepage: https://www.myfoodresearch.com

FOOD
RESEARCH

294 - 301 (June 2026)

Exploring the role of food quality and price in shaping tourist behavioral
intentions

"Utama, L.D., 'Sari, D., 'Helmi, A. and *Sembada, A.Y.

'Management Department, Faculty of Economic and Business, Padjadjaran University, Bandung, Indonesia
’Department of Management and Marketing, Swinburne University of Technology, Australia

Article history:
Received: 27 March 2025
Revised: 22 May 2025
Accepted: 29 July 2025
Published: 13 June 2026

Abstract

Motive, meal quality, price, and behavioral intention are the variables. This study aimed to
examine Indonesian street food tourism. This research used stratified random sampling

and included 386 individuals who met the research criteria, which included frequent travel
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and consumption of street food. Smart-PLS was used to analyze data and determine the
direct and indirect effects among the variables. Motivation greatly affects food price, but
little affects behavioral intention. Food quality, rather than price, is the most critical
element of behavioral intention. The study highlights the need to increase the standard of
food quality and modify pricing strategies to match the expectations of tourists to promote
word-of-mouth advertising and repeat business. Vendors, marketers, and legislators in
Indonesia may use the study's findings to secure the culinary tourism industry's future and

1. Introduction

Creative businesses, especially in the food and
beverages sectors, have become significant drivers of
economic growth, innovation, and cultural enrichment
worldwide, including in Indonesia (Dewatmoko and
Herwany, 2016; Durmasema et al., 2020). This trend
may reflect the increasing consumer demand for unique
experiences that merge creativity with social and cultural
values (Oh et al., 2007; Lai et al., 2020). Entrepreneurs
have leveraged this shift by emphasizing innovative food
offerings, unique brand identity, and storytelling.
Nowadays, street food has emerged as a key avenue
because it offers cultural and culinary experiences,
combining affordability, accessibility, and local
immersion (Mohamad et al., 2022; Jeaheng et al., 2023).
Indonesia, with its unique cultural diversity, has a rich
culinary heritage that holds strong potential to promote
cultural tourism through street food, especially as the
nation works toward economic recovery in the aftermath
of the COVID-19 pandemic.

The pandemic fundamentally shifted consumer
priorities in choosing foods and shaping tourist behavior
by emphasizing overall food quality, safety, and hygiene
(Gaffar et al., 2022). The pandemic has led to increased
consumer awareness of food safety, which is essential
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for the street food sector, as it traditionally thrives on its
cultural authenticity but often struggles with perceptions
of cleanliness and safety (Muskat et al., 2019; Huynh-
Van et al., 2022). These consumer shifts highlight both
the challenges and opportunities for street food vendors
to secure food quality standards to meet the expectations
of more cautious and selective consumers.

Food safety practices have become increasingly
important for reinforcing consumer preference in street
food, which is a vital part of the local economy and
cultural landscape in Indonesia (Shafieizadeh et al.,
2021; Gaffar et al., 2022). Despite its urgency, studies
show that many street food vendors lack adequate
knowledge and practices related to food safety, which
can lead to health risks for consumers (Letuka et al.,
2021). In response to post-pandemic concerns, the
government has implemented policies aimed at
supporting small vendors and revitalizing domestic
tourism on supporting small vendors and stimulating
domestic tourism through promotion programs designed
to enhance local food destinations such as street food
(Kemenparekraf, 2021b; Hutauruk, 2022).

Besides the safety aspects, food quality also has a
critical determinant influence on tourist behavior.
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Factors such as taste aspect, ingredient sourcing,
freshness, and presentation directly influence tourists'
perceptions of value, satisfaction, and their willingness
to engage in repeat purchases or recommendations
(Shafieizadeh et al., 2021). Recent trends also show a
growing interest in sustainable and culturally authentic
food experiences, where tourists seek to connect with
local traditions, support small-scale vendors, and
contribute to economic viability which also underscore
the importance understanding tourist motivations within
this kind of tourism to meet their expectations (Prayag et
al., 2017; Muskat et al., 2019; Wani et al., 2024). Price
also mentions other aspects that need to be considered in
terms of street food tourism. Many of tourist often price-
conscious and evaluate whether the cost of the food is
aligned with their overall experience (Agyeiwaah et al.,
2019). Tourists who are highly motivated to explore
local food often expect the price of food to reflect its
value, particularly in terms of quality and authenticity
(Mohamad et al., 2022; Iso-Ahola and Baumeister, 2023;
Jeaheng et al., 2023).

This study aimed to investigate food quality,
perceived price, and tourist motivation influencing the
behavioral intentions of domestic tourists in Indonesia’s
street food tourism. This research is particularly relevant
given the significant gap in understanding the
motivations and behavior of domestic tourists in the
street food context (Jeaheng et al., 2023), especially in
emerging economies like Indonesia. By addressing these
dimensions, this research contributes to bridging the
knowledge gaps and provides actionable insights for
food vendors and policymakers to support the recovery
and sustainability of Indonesia’s tourism sector.

2. Materials and methods
2.1 Methodology

This study was conducted using a quantitative
approach. A stratified random sampling technique was
utilized to ensure the sample was representative of the
population and sampling error was also minimized
(Sekaran and Bougie, 2019). The stratified sampling
process involved three key criteria: 1) Millennial
generation was targeted because this group was known
for its significant impact on global and Indonesian

Table 1. Stratified sampling frame of research.
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tourism (Kemenparekraf, 2021a; Jha and Chopra, 2022),
2) Individuals who visited street food vendors at least
twice a month also selected, 3) Individual who traveled
at least twice a year were included.

2.2 Sample size

Approximately 734 million domestic tourist
travellers in 2022 were reported by National Statistical
Bureau of Indonesia. A confidence level at 95% (Z-score
= 1.96) with a margin of error of £5% were applied. The
sample size was calculated using the following formula
(Horng et al., 2012; Jiang et al., 2017):

N
1= Nx (2d/Z(q2))? + 1

= 384.16

As a result, a minimum of 384 respondents was
obtained and was rounded up to 385. A large number of
samples was determined to meet the diversity of
Indonesia’s domestic tourist population, which includes
a broad range of geographic and socio-economic
characteristics. Therefore, a larger sample size was
considered to achieve reliable results and maintain
acceptable sampling error levels (Hair et al., 2019;
Sarstedt et al., 2022).

Data collection was conducted between November
2023 and January 2024. A total of 386 valid responses
were obtained from five provinces in Indonesia, such as:
East Java, West Java, Central Java, Jakarta, and South
Sulawesi. These provinces represented 71.41% of the
tourist population. The distribution of respondents across
these provinces was calculated based on the proportional
representation of tourists in each region, as shown in
Table 1.

2.3 Construct of variable

Data were collected using structured questionnaires
with a 7-point Likert scale, where 1 represented
“strongly disagree” and 7 represented “strongly agree.”
The questionnaire was designed to collect detailed data
on respondents’ travel habits food
consumption patterns.

and street

Partial Least Squares Structural Equation Modelling
(PLS-SEM) was selected for data analysis because it was
considered appropriate for predictive and exploratory

Province Number of tourists Proposition Sample size  Collected
East Java 198,913,339 198,913,339/524,742,487 X 384 146 136
West Java 128,667,116 128,667,116/524,742,487 X 384 94 85
Central Java 103,991,668 103,991,668/524,742,487 X 384 76 71
Jakarta 63,081,040 63,081,040/524,742,487 X 384 46 57
South Sulawesi 30,089,324 30,089,324/524,742,487 X 384 22 37
Total N=524,742,487 384 386
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research that aimed to explain complex cause-effect
relationships rather than confirm an established theory
(Hair et al., 2019; Sarstedt et al., 2022). PLS-SEM was
also considered suitable because of its robustness in
handling models with multiple constructs, mediating
variables, and indirect effects, which was aligned with
the purpose of this study. In addition, PLS-SEM could be
applied to non-normal data distributions, smaller or
moderate sample sizes, and formative or reflective
measurement models (Henseler et al., 2015; Sarstedt et
al., 2022).

The food quality aspect was measured using seven
indicators covering core quality, external quality, and
delivery (Han et al., 2019; Shafieizadeh et al., 2021).
Price was evaluated using three indicators, including
reasonable prices (Han et al., 2019; Jeaheng et al., 2023).
Motivation was measured with the two dimensions of
push and pull motivation (Yoon and Uysal, 2005; Smith
et al., 2010; Agyeiwaah et al., 2019; Iso-Ahola and
Baumeister, 2023). Lastly, four indicators was also used
to assess the respondent's satisfaction with the cost of
street food (Han et al., 2019; Muskat et al., 2019).

3. Results and discussion
3.1 demographic profile of respondents

Table 2 delineates the demographic contours of our
participants, aligning closely with the profile of domestic
tourists in Indonesia as delineated by the National
Statistical Bureau of Indonesia (BPS, 2023). This
similarity underscores the representativeness of our
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trends in domestic tourism. Such alignment not only
validates the relevance of our study to the current
dynamics of domestic tourism in Indonesia but also
emphasizes the youthful passion driving this sector.

Moreover, the socio-economic composition of our
respondents, predominantly from the middle-class (SES
B to SES C2), aligns with the findings from the World
Bank (2019), which identifies this demographic as
prolific travellers (World Bank, 2019). This correlation
further substantiates the representativeness of our
sample, suggesting that our findings could offer
insightful reflections on the travel behaviors and
preferences of Indonesia's burgeoning middle class.

Additionally, the frequent patronage of street food
among our respondents aligns with the cultural fabric of
Indonesian tourism, where culinary experiences
constitute a significant aspect of the travel experience.
This observation not only enriches the demographic
profile of our study's participants but also aligns with our
research objectives.

3.2 Validity and reliability measurement

The measurement model assessment is presented in
Tables 3 to 5. The outer loading of each indicator of a
variable can be seen in Table 3 shows a score above 0.7
after the elimination of indicators with loadings below
0.7. The result exceeds the minimum thresholds,
indicating that the indicators demonstrate internal
consistency. Table 4 presents the Cronbach's Alpha
coefficients ranging from 0.717 to 0.925, indicating

research  sample, particularly  highlighting  the strong internal consistency reliability within each
predominance of Millennials and Generation Z from construct. The composite reliability (CR) values
Java Island, a demographic cluster that mirrors national exceeded the recommended threshold of 0.7,
Table 2. Respondent profile.
Gender Occupations
Male 34% 132 Full-time worker  29% 113
Female 66% 253 Part-time worker 8% 32
Age range Student 30% 115
18-24 50% 191 Entrepreneur 16% 61
25-30 25% 99 Other 17% 64
31-35 14% 54 Socio-Economic Status
36-40 8% 29 SES A 9% 34
41-45 2% 7 SES B 15% 59
46-50 1% SES Cl1 16% 63
Domicile SES C2 26% 100
Greater Jakarta  10% 39 SES D 24% 92
West Java 22% 83 SES E 10% 37
Central Java 29% 110 Eat Street Food per Week
East Java 21% 81 1 - 2 Times 39% 150
Makassar 9% 34 3 -4 Times 55% 213
Yogyakarta 10% 37 >4 Times 6% 22
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Table 3. Outer loadings of indicators.

BI FQ M P Pull Push
BI1 0.875
BI2  0.936
BI3 0.923
CQ1 0.834
CcQ2 0.797
CQ3 0.806
CQ4 0.794
DAI 0.743
DA2 0.794
DA3 0.742
EQ1 0.812
EQ2 0.732
Pl 0918
P2 0.935
P3 0.944
Pulll 0.896
Pulll 0.808
Pull3 0.869
Pull3 0.724
Push2 0.818
Push2 0.727
Push3 0.774
Push3 0.701
Pushl 0.827
Pushl 0.750
Table 4. Construct validity and reliability.
Average
Cronbach's Compositer variance
Alpha A Reliability extracted
(AVE)
BI 0.898 0.898 0.936 0.831
FQ 0.922 0.923 0.935 0.615
M 0.797 0.803 0.860 0.552
P 0.925 0.925 0.952 0.869
Pull 0.717 0.723 0.876 0.779
Push 0.731 0.732 0.848 0.650

Table 5. Discriminant validity-Fornell-Larcker criterion.

BI FQ M P Pull  Push
BI 0912

FQ 0761 0.785

M 0726 0743  0.866

P 0675 0769 0787 0.932

Pull 0654 0811 0810 0.848 0.883

Push  0.634 0730 0701 0561 0569 0.806

corroborating the reliability of the measurement model.
Average variance extracted (AVE) values ranged from
0.552 to 0.869, surpassing the acceptable threshold of 0.5
and suggesting satisfactory convergent validity.
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Furthermore, the Fornell-Larcker criterion, as
represented in Table 5, demonstrated discriminant
validity, with the square roots of the AVE for each
construct consistently exceeding their correlations with
other constructs (Fornell and Larcker, 1981; Henseler et
al., 2015). These findings align with prior research,
underscoring the reliability and wvalidity of the
measurement model employed in this study (Hulland,
1999; Hair et al., 2019).

3.3 Path analysis

Table 6 and Figure 1 present the analysis of the
direct and indirect measurements of the proposed model
in this research. Motivation is vital in affecting tourist
perceptions of food quality, price, and, ultimately,
behavioral intentions in the context of street food tourism
experiences. The analysis reveals a strong direct impact
of motivation on food quality (Path Coefficient = 0.866,
p < 0.001), suggesting that tourists with higher intrinsic
and extrinsic motivations are more likely to perceive
street food as high in quality across core attributes (e.g.
taste, freshness), external attributes (e.g. presentation,
ambiance), and delivery components (e.g. service
quality) (Smith et al., 2010; Agyeiwaah ef al., 2019).

Q1 Q4 DA1 DAZ EQ2

e P

0743
0.834.0.797_0.806 orss o754 0742 081270732

Push? \ //
*0818
Push3  +0.774-]
0,827 \
«
Push N
push 0. 900 0866 Food Quality 0.557
81
Motivation o 375"
0.130 0936+ B2
0923,
813
0870 AN -
Pull Motivation o 2o 0144 Behavioral
*0.896_ Intention
408697
Pul3
pull
Motivation ’ AN
0918 FHR 0944
N i N

P1 P2 P3

Figure 1. Path analysis result.

However, the direct effect of tourist motivation on
behavioral intention is not significant (Path Coefficient =
0.130, P > 0.001), which means that motivation alone
may not have a direct impact on tourist behavioral
intention. Instead, motivation can promote behavioral
intentions indirectly through mediating variables such as
food quality and perceived price (Muskat et al., 2019;
Soltani 2020). Tourists who may also be
influenced by cultural understanding, relaxation, and the
overall dining experience are more likely to provide
positive feedback on their meal experiences. This result
is consistent with a previous study, suggesting that
culinary tourists' motives are closely related to their
pleasure and loyalty, implying that enhancing tourist
motivations may indirectly improve perceptions of food
quality and behavioral engagement (Agyeiwaah et al.,
2019; Iso-Ahola and Baumeister, 2023).

et al.,
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Table 6. Measurement for direct and indirect effects of the model.

Original sample (O) Standard deviation (STDEV) T Statistics ((O/STDEV|) P values
FQ -> BI 0.557 0.088 6.323 0.000
M > BI 0.130 0.073 1.778 0.076
M ->FQ 0.866 0.017 50.644 0.000
M ->P 0.787 0.022 35.938 0.000
M -> Pull 0.870 0.015 59.396 0.000
M -> Push 0.900 0.013 69.199 0.000
P -> BI 0.144 0.071 2.027 0.043
M ->FQ -> BI 0.482 0.079 6.113 0.000
M ->P > BI 0.114 0.056 2.016 0.044

The direct impact of food quality on behavioral
intention is significant (Path Coefficient = 0.557, P <
0.001), highlighting that tourist perceptions of flavor,
freshness, presentation, and service in street food tourism
context significantly influence to predict their likelihood
of returning to or recommending street food vendors
(Mohamad et al., 2022; Jeaheng et al., 2023), similar
with the studies in culinary experiences that show a
significant impact of food quality on visitors' inclinations
to return (Gaffar et al., 2022; Mohamad et al., 2022).
Price also shows a significant effect but a weaker direct
association with behavioral intention (Path Coefficient =
0.144, P = 0.043), indicating that tourists' judgments of
fair pricing substantially contribute to their motivation to
intention or recommend (Jeaheng ef al., 2023). However,
this price effect is smaller than that of food quality,
suggesting that tourists prefer value over cost in culinary
experiences (Konuk, 2019; Muskat et al., 2019).

Motivation also has a considerable influence on price
perception (path coefficient = 0.787, P < 0.001). Highly
motivated tourists see price as an important component
of their total value evaluation, showing that they are
price-sensitive and anticipate meal pricing at street food
to reflect quality, authenticity, and variety (Jeaheng et
al., 2023). These findings are congruent with the results
of a previous study that discovered tourists' views of
pricing fairness are impacted by their motives and
expectations level for food quality. Thus, motivated
visitors are likely to recognize the value of street food
offers, as long as they meet their expectations for quality
and authenticity (Shafieizadeh et al., 2021; Jeaheng et
al., 2023).

The indirect effect of motivation on behavioral
intention via food quality (Path Coefficient: 0.482, P <
0.001) underlines that motivated tourists are more likely
to have greater behavioral intentions when they perceive
high quality meal from street food (Yoon and Uysal,
2005; Agyeiwaah et al., 2019; Shafieizadeh et al., 2021).
Furthermore, motivation's indirect impact on behavioral
intention via perceived price (Path Coefficient = 0.114, P
= (.044) means that price perceptions are important, but
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the influence is secondary to that of food quality (Konuk,
2019; Muskat et al., 2019).

This study offers insight for both academicians and
industries. Current research has often focused on various
aspects of culinary tourism, such as the influence of food
-related personality traits on satisfaction and loyalty, or
the impact of food quality satisfaction on behavioral
intentions (Konuk, 2019; Jeaheng et al., 2023). However,
a comprehensive understanding of the interplay between
motivation, food quality, price, and behavioral intention
has been lacking (Agyeiwaah et al., 2019; Iso-Ahola and
Baumeister, 2023). Addressing this gap, this study
provides a holistic perspective on the factors that drive
culinary tourism experiences and outcomes. The findings
reveal that motivation strongly impacts food quality and
price perceptions but does not directly affect behavioral
intention (Agyeiwaah et al., 2019). This suggests that
motivation influences behavioral intentions indirectly,
primarily through its impact on food quality and, to a
lesser extent, price (Jeaheng et al., 2023). This highlights
the central and essential role of food quality in shaping
tourists' behavioral outcomes, such as their likelihood of
returning or recommending street food vendors (Gaffar
et al, 2022; Jeaheng et al., 2023). Therefore,
stakeholders in the culinary tourism sector should
prioritize the quality of food, as this is a more critical
factor than pricing in influencing favorable behavioral
outcomes (Rousta and Jamshidi, 2020; Hiamey et al.,
2021).

4. Conclusion

This research study thoroughly comprehends the
connections between price, food quality, motivation, and
behavioral intention in the context of culinary tourism,
with a particular emphasis on street food experiences.
The results emphasize that motivation strongly
influences food quality and price, indicating that push
and pull motivations significantly influence tourists'
evaluations of food quality and pricing. Nevertheless,
motivation does not directly influence behavioral
intention, suggesting that its effects are primarily

© 2026 The Authors. Published by Rynnye Lyan Resources
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mediated through food quality and, to a lesser extent,
price. Reinforcing its central role in promoting tourist
satisfaction and loyalty, food quality emerges as the most
influential factor in shaping behavioral intention. The
impact of price on behavioral intention is ancillary to
that of culinary quality, underscoring the fact that
vacationers prioritize quality over affordability.

This research has limitations despite its virtues. The
emphasis on domestic tourists in Indonesia may limit the
findings' generalizability to international visitors or other
cultural contexts. Furthermore, the study's cross-
sectional design depicts relationships at a specific point
in time and does not consider changes in visitor behavior
over time. Finally, the absence of moderating variables,
such as demographic factors, limits a more sophisticated
understanding of the potential variations in these
relationships among different segments of the visitor
population.

Future research should address these limitations by
undertaking cross-cultural comparisons to validate the
findings across diverse contexts and expanding the study
to include international visitors. Longitudinal studies
recommend capturing the tourist behaviors and their
preferences as they change over time. Furthermore,
investigate the moderating variables, including income,
gender, and age, could provide a comprehensive
understanding of tourist behavior. Incorporating
qualitative methodologies, such as interviews or focus
groups, would also complement quantitative findings by
providing more comprehensive insights into the
motivations and expectations among visitors.

The results of this study have practical implications
for policymakers, tourism marketers, and street food
vendors. The results underscore the significance of
upholding high standards of food quality, including
hygiene, presentation, flavor, freshness, and service
delivery, for vendors. It is also important to prioritize
value-based pricing strategies to attract price-sensitive
tourists with high expectations of quality and
authenticity. Marketers can also implement targeted
campaigns emphasizing street food's cultural and
experiential value for tourists' intrinsic and extrinsic
motivations. Street food's appeal as a distinctive culinary
tourism experience can be improved by emphasizing
quality attributes, including hygiene and ambience.
Supporting vendors through infrastructure enhancements
and training programs, such as establishing clean and
organized street food zones, can enhance the overall
street food experience, attract more tourists, and
stimulate the local economy for policymakers.
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