
Exploring consumers’ domestic
gastronomy behaviour: a cross-
national study of Italy and Fiji

Shavneet Sharma and Gurmeet Singh
School of Business and Management, The University of the South Pacific (USP),

Suva, Fiji

Alberto Ferraris
Department of Management, University of Torino, Torino, Italy;

Graduate School of Economics and Management, Ural Federal University,
Ekaterinburg, Russian Federation and Faculty of Economics and Business,

University of Rijeka, Rijeka, Croatia, and

Rashmini Sharma
School of Business and Management, The University of the South Pacific (USP),

Suva, Fiji

Abstract
Purpose – The purpose of this study is to explore the factors affecting locals’ domestic gastronomic
behaviour. A conceptual framework is developed that examines domestic restaurant coolness, social return
and tourism ethnocentrism as antecedents to attitude towards domestic gastronomic tourism, while positive
word-of-mouth and domestic gastronomy behaviour are modelled as consequences.

Design/methodology/approach – The study adopts a quantitative methodology to conduct a cross-
national examination in Italy and Fiji. A total of 621 responses (Italy = 302 and Fiji = 319) were collected
through an online survey and analysed using covariance-based structural equation modelling.

Findings – The results of this study show that the positive relationship between domestic restaurant
coolness and tourism ethnocentrism on attitude is stronger for Italy. The positive relationship between social
return and attitude is only significant for Fiji. Moreover, the positive relationship between attitude towards
domestic gastronomic tourism and positive word-of-mouth is stronger for Fiji. Finally, the positive
relationship between attitude towards domestic gastronomic tourism and domestic gastronomic tourism
behaviour, while significant in both countries, depicted no significant differences in results.

Practical implications – The findings of this study highlight the need for building a cool image based on
vibrant, iconic, rebellious and authentic attributes. Marketers need to focus on local restaurants’ effective use
of social media platforms to increase the symbolic value of local restaurants. To remain competitive, there is a
need for domestic restaurants to manage and understand tourism ethnocentrism to leverage success.

Originality/value – This study contributes to the scarce domestic tourism literature. It contributes to
understanding destination coolness in the context of domestic restaurants and increases the generalisability
of the destination coolness scale. The study also adds to understanding the symbolic value in domestic
gastronomy by examining social returns from peers. It also contributes to the limited research on tourism
ethnocentrism by being the first to investigate tourism ethnocentrism in domestic travel and gastronomy
experience. Overall, the cross-national nature of the study demonstrates the difference between decision-
making behaviour between two distinct countries.
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Introduction
The tourism industry began with domestic tourism which makes a more substantial
contribution to the industry than international tourism (Bayih and Singh, 2020). Countries
and businesses further realised the importance of the domestic tourism industry during the
unprecedented COVID-19 pandemic, which placed major restrictions on international travel
(Bresciani et al., 2021). Despite its importance, research on domestic travel behaviour
remains limited (Altuntas and Gok, 2021; Arbulú et al., 2021).

Within the hospitality and tourism industry, gastronomy is an important part, as it
represents the local culture through traditions, habits and history of the geographic
locations (Kivela and Crotts, 2005; Richards, 2021). The term gastronomy relates to food
tourism and includes wine, tasting, gourmet, cuisine, gastronomy and culinary tourism
(Smith and Xiao, 2008; Iomaire, 2013; Sotiriadis, 2015). It encompasses secondary and
primary producers of food, festivals relating to food, food tasting sites and restaurants (Hall
andMitchell, 2000). In the tourism context, food’s cultural and social significance has been of
particular interest to researchers (de Albuquerque Meneguel et al., 2019; Fusté-Forné, 2021).
Gastronomy tourism has been shown to be a key attractor for tourists (de Albuquerque
Meneguel et al., 2019).

Research on domestic travel is limited as international travel has been the primary focus
of studies previously (Canh and Thanh, 2020; Adeloye et al., 2019). As the COVID-19
pandemic led to the realisation of the importance of domestic tourism, little is known about
domestic travel behaviour. Destination coolness in tourism is a new and under-researched
area in tourism (Kock, 2021). The study by Kock (2021) examined destination coolness for a
city in two Western countries. Kock (2021) called for upcoming studies to increase the
generalisability of the scale by examining it in a different country setting with different
cultures. Additionally, prior studies in tourism examined social returns in wineries (Quintal
et al., 2015), hotels (Han et al., 2010), destination selection and development (Boley et al.,
2018), with no studies examining social return in domestic tourism. Moreover, research on
ethnocentrism in the tourism context remains scarce (Kock et al., 2019). With prior studies
examining tourism ethnocentrism for tourists and residents’ tourism behaviour, tourism
ethnocentrism in domestic travel and gastronomy experience remains unexplored. Finally,
as single country studies provide limited understanding about tourist behavior in different
countries and unique culture (Sharma et al., 2020c), researchers have called for a cross-
national examination to better understand behaviour in the context of tourism as many
studies provide detailed insights (Mulvey et al., 2020; Hyun and Kim, 2020). Additionally,
Ashraf et al. (2014) has also cautioned researchers against using a single country context
which attempts to understand individuals’ adoption behaviour. National factors such as
economy, legal environment, technology and culture can have a profound impact on
behaviour (Singh et al., 2021b).

Based on the above literature gaps in the literature, the following research questions are
formulated:

RQ1. Does destination coolness influence an individual’s attitude towards domestic
gastronomic tourism?

RQ2. Does social return influence attitude towards domestic gastronomic tourism?

RQ3. Does tourism ethnocentrism influence attitude towards domestic gastronomic
tourism?

RQ4. Does attitude towards domestic gastronomic tourism influence positive word-of-
mouth and domestic gastronomy behaviour?
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RQ5. Do cross-national differences influence locals’ decision-making relating to
domestic gastronomy?

The theoretical contributions are as follows. First, it contributes to the limited literature on
locals’ decision-making behaviour towards domestic gastronomy. Second, it will contribute
to understanding destination coolness in domestic restaurants. Doing so will increase the
generalisability of the destination coolness scale by answering the calls for future research
by Kock (2021) to examine it in a different country setting with different cultures. Third, this
study contributes to symbolic value literature in domestic gastronomy by studying social
returns from significant others. Fourth, this study is the first to investigate tourism
ethnocentrism in domestic travel and gastronomy experience. Fifth, this study provides
cross-national insights into domestic gastronomy. It will investigate the difference in
decision-making behaviour across two distinct countries. As such, it is the first to examine
domestic tourism and gastronomy through a cross-national study. The results from this
study would enable domestic restaurant owners and markets to understand the potential of
establishing a cool image to attract more customers. By understanding the salient factors in
establishing a cool image, domestic restaurant owners and marketers will gain valuable
insights into how coolness can be established for their business. The results will also
provide insights into the importance of symbolic value for domestic restaurants. The
findings will assist in grasping how tourism ethnocentrism acts as a positive bias in
influencing attitude towards domestic restaurants and domestic restaurant visit behaviour.
This understanding would help domestic restaurants compete with foreign-owned
restaurants and government and policy marketers to increase domestic tourism.

Literature review
Domestic gastronomy
In recent years, food tourism has gained much attention with emphasis on culinary tourists,
destinations and cleanliness issues (Lee and Scott, 2015). Local culinary dishes and
experiences have become an important motivator to travel to a destination (Hall, 2015) and
have become a rewarding and cherished attraction for tourists (Fusté-Forné, 2021). The local
cuisine heavily influences tourists’ behaviour, decision and satisfaction (Björk and
Kauppinen-Räisänen, 2019). The consumption of local food with the cultural experience is
considered gastronomy (Björk and Kauppinen-Räisänen, 2016). Gastronomy defines the
identity of a destination, whereby the information and knowledge about the culture, place
identity, tradition and people are transferred in the form of culinary dishes (Ignatov and
Smith, 2006). It increases the destination appeal (Hillel et al., 2013) and adds value to the
destination, as it makes it more competitive than other areas in the geography (Kivela and
Crotts, 2005). Tourists are influenced by the authentic local dishes and the restaurant’s
environment (Björk and Kauppinen-Räisänen, 2017).

Some tourists seek memorable and positive gastronomic culinary experiences in fine-
dining, whereas others seek new and unique gastronomic experiences (Björk and
Kauppinen-Räisänen, 2017). Extant literature shows several studies on tourists exploring a
destination’s local gastronomy; however, little research has been carried on locals exploring
domestic gastronomic experience. In search of local culinary and extraordinary experiences,
locals would also engage in gastronomy tourism in their countries. This brings them closer
to their culture and roots with the authentic cultural experience. Local food promotes the
local identity and authenticity, improves health and stimulates exchange between cultures
(de Albuquerque Meneguel et al., 2019). The support of locals is of utmost importance in
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domestic gastronomic tourism. Gastronomy, together with tourism ethnocentrism, would
assist in understanding and justifying the locals’ behaviour towards exploring their local
cuisine. According to Dedeo�glu et al. (2022), COVID-19 has impacted the food consumption
and destination visit intention.

Hypothesis
Tourism literature has recently explored destination image (Afshardoost and Eshaghi,
2020), tourism ethnocentrism biases (Kock et al., 2019) and destination’s social return (Boley
et al., 2018) to comprehend the symbolic destination factors which determine destination
choice. Tourists, companies, employees and students are attracted to cool destinations that
they long to visit and stay in (Kock, 2021). Visiting cool destinations builds the social media
profiles of travellers. As such, destination coolness has a huge bearing on the decision-
making. Hotels, cities, restaurants and countries desire to be cool; however, they are
uncertain on the attributes of being cool.

The concept of destination coolness was explored in the study of Kock (2021), which
identified the attributes of a cool city and its implications on tourism. The desired attributes
of cool cities which attract travellers are the rebelliousness, authenticity, vibrance and
originality of the destination. Destination coolness is applied to the gastronomy tourism
context to explore if cool restaurants influence locals to engage in domestic gastronomy
tourism. Coolness influences the behaviours and attitudes of locals towards their city. The
study by Kock (2021) stated that tourists form positive attitudes toward cool destinations, as
this drives the visit intention and willingness to recommend the destination. For more
favourable attitudes to be generated, destinations need to increase their coolness by working
on the attributes which define coolness. In the context of this study, a domestic restaurant
that is authentic, original, vibrant and rebellious for a local to consider it cool and develop
positive attitudes about domestic tourism gastronomy. Therefore, the following hypothesis
is proposed:

H1. Domestic restaurant coolness is positively associated with attitude towards
domestic gastronomic tourism.

Boley et al. (2018) introduced the concept of social return in a study on US travellers’ visit
intention to Cuba. Social return is measured by the popularity (likes and comments) of the
content posted on social media (Deegan, 2015). The more likes, shares and comments a post
on social media receives, the greater the social return. The popularity of posted content is
important to those who are concerned about their social status (Boley et al., 2018). These
individuals want to be perceived as cool, unique and savvy amongst their social group.

The social value of different adventures and experiences is not equally measured (Boley
et al., 2018). Boley et al. (2018) study has proven a positive association of social return of US
travellers on visit intention to Cuba. In the same vein, Kock (2021) study confirmed that the
social return of cool cities is higher; therefore, the intention to travel to the destination is
greater. As social return leads to behavioural intention, individuals likely form a favourable
attitude towards the behaviour first before intending to engage in the behaviour. Similarly,
this study proposes that the higher the social return of engaging in domestic gastronomy
tourism, the more favourable the attitude would be towards the behaviour. Likely,
individuals displaying cultural capital to climb the social ladder (Trigg, 2001) will form
favourable attitudes about domestic gastronomy only if there is a high social return. As
such, the following hypothesis is proposed:
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H2. Social return is positively associated with attitude towards domestic gastronomic
tourism.

Local products have always been compared with the products made offshore before making
a purchasing decision. Consumer behaviour studies have demonstrated that ethnocentrism
plays a pivotal role in choosing a local product over a foreign product (Josiassen et al., 2011;
Yildiz et al., 2018). The local products are over-estimated compared to the foreign products,
as locals perceive they are in-group with high regard (Wang and Chen, 2004). The
prescriptive beliefs of ethnocentrism have been applied to the tourism context to test if the
in-group biases apply towards domestic travel. Kock et al. (2019) study on tourism
ethnocentrism proved that highly ethnocentric residents are likely to support the local
tourism, as this will create job opportunities for locals, generate income for small businesses
and support the local economy. Highly ethnocentric travellers perceive local destinations as
much more favourable (Kock et al., 2019) without forming negative attitudes or emotions
towards foreign destinations (Pentz et al., 2017). These perceptions of ethnocentric
individuals affect the formation of attitudes (Saffu et al., 2010). According to Wu et al. (2010),
consumers ethnocentric believe that local goods are the best and form positive attitudes
towards these products. Also, a study by Qing et al. (2012) on domestic fruits demonstrated
that the association of consumer ethnocentrism on attitude is statistically significant. Lately,
the importance of gastronomy has been recognised by tourism institutions, as local food
promotes the local identity and authenticity, improves health and stimulates exchange
between cultures (de Albuquerque Meneguel et al., 2019). As ethnocentric consumers prefer
local products and tourism (Yildiz et al., 2018; Kock et al., 2019), it is likely they will prefer to
engage in domestic gastronomy. Therefore, reflecting on the studies of tourism and
consumer ethnocentrism, it is likely that tourism ethnocentrism will cause locals to develop
positive attitudes towards domestic gastronomy, as this will create jobs, avoid tourism
leakage and support local restaurants. As such, the following hypothesis is proposed:

H3. Tourism ethnocentrism is positively associated with attitude towards domestic
gastronomic tourism.

Research into attitude-behaviour has been a prominent research topic in the social sciences
while remaining important (Glasman and Albarracín, 2006). Initial studies attempted to
establish a connection between attitude and behaviour. Several studies reported low
correlations between attitude and behaviour (LaPiere, 1934). However, subsequent studies
found more sizeable correlations (Goodmonson and Glaudin, 1971; Seligman et al., 1979),
which led to more positive views on the relationships. Following this, researchers embarked
on understanding what conditions attitude influences behaviour (Fazio, 1990). This led to
studies on the moderating factors between the two variables in terms of the certainty with
which attitude was held (Fazio and Zanna, 1978), attitude’s temporal stability (Schwartz,
1978) and the internal consistency of the attitude (Norman, 1975). Additionally, Fazio (1990)
highlighted that multiple-act (general) behaviour was predicted by a broader attitude, while
specific behaviours were affected by a specific attitude. Following these researchers, the
more relevant question of how attitude guides behaviour was explored (Fazio, 1990). Several
models tried to fulfil the theoretical void and address the question (Liska, 1984) with the
theory of reasoned action considered most successful (Fishbein and Ajzen, 1977). Despite the
theory of reasoned action and its successor, the theory of planned behaviour, not foreclosing
the debate on this relationship, the models did confirm the causation between the attitude–
behaviour relationship (Kroesen et al., 2017). As such, this study examines the relationship
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of attitude towards local restaurants on word-of-mouth (WOM) and domestic gastronomic
tourism behaviour.

WOM, in tourism research, is defined as a form to actively promote a destination to one’s
social group and family (Lai et al., 2018). Customers typically engage in WOM driven by the
motivation to share social information (Alexandrov et al., 2013) or assist others (Hennig-
Thurau et al., 2004). While face-to-face interaction was required in the traditional WOM,
electronic word-of-mouth (eWOM) can reach millions of people virtually through online
mediums as a result of one-to-many or many-to-many communication (Mariani et al., 2021a).
Online channels such as social media, e-mails, service/provide review sites, websites and
virtual communities are some channels that eWOM can take (Mariani and Borghi, 2020;
Litvin et al., 2018; Mariani et al., 2021b). Consumers can take the form of both residents and
tourists that engage in WOM and eWOM (Liu et al., 2021). Positive WOM creates a
favourable destination image and creates awareness about the destination (Phillips et al.,
2013). Extant studies have confirmed that satisfaction of tourists influences intention to
engage in positive WOM (Khuong and Van Nga, 2018; Meng and Han, 2018). With a
favourable attitude pertaining to a specific behaviour, it is more likely a person can spread
positive words about that behaviour. Bonn et al. (2007) stated that visitors who have formed
favourable attitudes towards a destination will increase the likelihood to recommendation to
other travellers. In another study on service bundles, attitude influences the WOM intention
(Ranaweera and Karjaluoto, 2017). In the context of gastronomy tourism, tourists’ attitude
towards gastronomy is highly favourable, as they love experiencing new cuisine (L�opez-
Guzm�an et al., 2017). A study in the restaurant environment also confirmed that a
favourable consumer brand attitude leads to positive WOM (Foroudi et al., 2021). The
favourable attitude towards gastronomy influences friends and families to recommend the
festival to others. Therefore, in this study, the favourable attitude towards domestic
gastronomy tourism is likely to result in positive WOM. Therefore, the subsequent
hypothesis is suggested:

H4. Attitude towards domestic gastronomic tourism is positively associated with
positive word-of-mouth.

According to Eagly and Chaiken (1993) and Ajzen (1991), beliefs and behavioural intentions
are predicted by the attitude formed. The more favourable attitude one displays towards a
behaviour, the higher the likelihood of individual engaging in the behaviour (Ajzen, 1991;
Han et al., 2009; Tonglet et al., 2004). This was prevalent in a study on celebrity-owned
ventures, whereby customers’ positive attitude towards a product increased the willingness
to purchase the product (Trivedi and Sama, 2020).

Choe and Kim (2018) study on local food consumption in Hong Kong confirmed that the
favourable local food attitude of tourists is likely to influence them to visit the destination.
Another study by Chiang and Guo (2021) on gastronomy stated that a positive attitude
towards Michelin-starred restaurants strongly impacts intentions to purchase at such
restaurants. Similarly, L�opez-Guzm�an et al. (2017) confirmed a positive association of
attitude on destination visit intention for gastronomy. The immediate consequence of the
intention to visit a destination or purchase a product is the readiness to engage in the
behaviour (Ajzen, 1991). In this study, a favourable attitude towards experiencing food in
local restaurants is likely to lead individuals to engage in domestic gastronomy tourism.
Therefore, the following is derived:

H5. Attitude towards domestic gastronomic tourism is positively associated with
positive domestic gastronomic tourism behaviour.
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The conceptual framework is presented in Figure 1 that depicts the hypotheses.

Methodology
Data collection, sampling and measurement scales
The target population for this study was residents in Italy and Fiji. The reason for choosing
these two countries is as follows. First, tourism in both countries contributes substantially
towards the gross domestic product (GDP). In 2019, tourism accounted for 34% of Fiji’s GDP
(World Travel and Tourism Council, 2021) while contributing to 13.1% of the GDP of Italy
(Granwal, 2021). Second, both countries possess unique food cultures. In the case of Fiji,
tourists are appealed by the authentic Fijian food experience that includes local ingredients
such as jackfruit, breadfruit, duruka (heart of local sugar cane) and ota (wild river fern),
which are rarely seen by tourists in other countries (Berno, 2011; Madanaguli et al., 2021). In
the case of Italy, it is a “origin of food” country, where the traditional and local expertise to
grow, generate and make food is an aspect of the culture (Pizzichini et al., 2021). The country
is famous for its food experience (Pizzichini et al., 2021). Third, the two countries are distinct
in culture based on Hofstede’s dimensions [Power distance – Fiji (78) vs Italy (50);
Individualism – Fiji (14) vs Italy (76); Masculinity – Fiji (46) vs Italy (70); and Uncertainty
avoidance – Fiji (48) vs Italy (75)] (Hofstede Insights, 2021). Fourth, the countries differ in
terms of size and economy. Italy is a large, developed country, while Fiji is a small
developing island state. Data collection was conducted in September 2021. An online
questionnaire was created using SurveyMonkey. SurveyMonkey is a popular platform used
to create and host online questionnaires by prior studies (Sharma et al., 2021a; Singh et al.,
2021a; Singh et al., 2021b). To ensure that social desirability bias was minimised,
participants were informed about voluntary participation and assured about their
anonymity. Of the 638 total responses that were received, 17 were removed because of
incomplete responses or outliers (Elia et al., 2021). As a result, 621 responses remained
(Italy = 302 and Fiji = 319). Appendix 2 presents the demographic profile of the participants

Figure 1.
Conceptual model
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in both countries. The constructs were measured on a seven-point Likert scale because of its
ability to capture responses reliability (Chen et al., 2011).

All variables measured used in the scale were adapted from prior studies. The
destination coolness scale is multidimensional and consists of nine items that was adopted
from Kock (2021). The scale comprises four factors (original, rebellious, authentic rebellious,
authentic and vibrant) with each factor containing four items. Social return consisted of five
items that was adopted from Boley et al. (2018). Tourism ethnocentrism consisted of six
items that was adapted from Kock et al. (2019). Attitude towards domestic gastronomic
tourism consisted of five items that was adapted from Sharma et al. (2020c). Positive WOM
consisted of three items that was adapted from Slack et al. (2020). Restaurant visit behaviour
consisted of three items that was adapted fromAjzen (1991).

Data analysis
As the proposed research model is made of many relationships of outcomes and antecedents,
structural equation modelling (SEM) is used in line with the recommendation by Hair (2009).
From the two approaches to SEM that are available, namely, variance-based SEM and
covariance-based SEM (CB-SEM), this study used CB-SEM as theory-building is not done in
this study but rather testing of proposed hypotheses (Hew et al., 2019). Also, the data
requirements have been confirmed to be satisfactory in terms of sample size and
multivariate requirements (Henseler et al., 2009). CB-SEM popularity is used in consumer
behaviour and tourism studies (Sharma et al., 2021b; Sharma et al., 2020b; Singh et al.,
2021c).

As per Hair (2009), CB-SEM comprises a two-step process. First, the confirmatory factor
analysis (CFA) was performed, followed by SEM using AMOS 26 and SPSS 26.

Results
Common method bias
Because of the data replying on cross-sectional and self-reported data, the common method
bias (CMB) was examined to confirm the result’s robustness. To examine this, the marker
variable technique (Williams et al., 2010), common latent factor (Lindell and Whitney, 2001)
and single-factor test by Harman (Podsakoff et al., 2003) were used. All three tests confirmed
that the study’s results were not influenced by CMB.

Reliability and validity
Using CFA confirmed a good model fit for the measurement model of the full sample (x 2/
df = 3.37, CFI = 0.96, TLI = 0.94 and RMSEA = 0.05), Italy (x 2/df = 3.01, CFI = 0.94, TLI =
0.92 and RMSEA = 0.05) and Fiji sample (x 2/df = 2.74, CFI = 0.95, TLI = 0.93 and
RMSEA = 0.03) (Hair, 2009). The measurement model result provides the item loadings for
each item in the three samples (full sample, Italy sample and Fiji sample). The item loads for
all factors were higher than 0.70, confirming its appropriateness in measuring the construct.
This satisfied the criteria recommended by Hair (2009). Also, Appendix 3 confirms that the
composite reliability was above the recommended 0.70 (Hair, 2009), which provides evidence
for the construct’s internal reliability. The average variance extracted (AVE) was also
higher than 0.50 (Appendices 4 and 5) (Hair, 2009). These results confirm convergent
validity. Additionally, discriminant validity was confirmed, as the AVE’s square roots were
higher than the related coefficients (Fornell and Larcker, 1981). These results are presented
in Appendices 4 and 5. This was further confirmed, as the AVE values were more than
maximum shared squared variance (MSV) and average shared squared variance (ASV)

IJCHM



(Fornell and Larcker, 1981). As per the association (pair-wise), the values between constructs
were higher than 0.80 (Kline, 2015).

For the survey instrument, the content and face validity of the model was also examined
(Connell et al., 2018). Three experts in the field of tourism, information system and
marketing were approached for their opinion and feedback to establish content validity
(Rubio et al., 2003). Minor changes were made based on the suggestion received. Face
validity was ensured by conducting the pilot test with 25 participants. This was done to
enhance the research quality and the questionnaire.

Structural model
Using CB-SEM, path analysis was performed that derived good model fit for Italy (x 2/df =
3.28, CFI = 0.95, TLI = 0.93 and RMSEA = 0.03) and Fiji (x 2/df = 3.61, CFI = 0.93, TLI =
0.92 and RMSEA = 0.04) (Hair, 2009). The hypotheses were tested using the probability
values and regression weights. Four of the five hypotheses were supported. For the Italy
sample, the following results were derived.H1: b = 0.63, p< 0.001;H3: b = 0.28, p< 0.001;
H5: b = 0.37, p< 0.001; andH6: b = 0.41, p< 0.001. The Fiji sample derived the following
results. For the Fiji sample, the following results were derived. H1: b = 0.46, p < 0.001; H2:
b = 0.53, p< 0.001;H3: b = 0.44, p< 0.001;H5: b = 0.40, p< 0.001; andH6: b = 0.52, p<
0.001. All five hypotheses were supported.

To better understand the difference between the two countries, additional analysis was
performed to ascertain the paths that were non-variant. The magnitude and significance
based on the path analysis to establish the direction and power of the relationship varied
between Italy and Fiji. Table 1 presents the results.

Discussion and conclusions
H1 that hypothesised a positive association between domestic restaurant coolness and
attitude towards domestic gastronomic tourism was supported by results from both Italy
and Fiji. This result is consistent with the seminal work by Kock (2021) that found coolness
to influence the behaviours and attitudes of locals towards their city. However, this result
was stronger with the Italy sample than the Fiji sample. This implies that individuals in
Italy perceive higher domestic restaurant coolness, which strengthens their attitude towards
domestic gastronomic tourism. This could be because Italian food represents one of the most
popular cuisines globally (Leong et al., 2020) with uniqueness and rich cultural and
traditional elements.

H2 hypothesised a positive association between social return and attitude towards
domestic gastronomic tourism. This result highlighted that the relationship is only
significant with the Fiji sample. Prior studies by Boley’s et al. (2018) and Kock’s (2021) have
confirmed that social return influence travel intention. This implies that individuals in the
Fiji sample are driven towards domestic gastronomic tourism by social return which could
be derived from sharing experiences on social media sites (Mittal et al., 2021). Such actions

Table 1.
Results

Path Italy beta Fiji beta D in beta D in p-value Interpretation

H1 0.63 0.46 0.17 0.047 The positive relationship is stronger for Italy
H2 0.06 0.53 �0.21 0.87 The positive relationship is only significant for Fiji
H3 0.28 0.44 �0.16 0.098 The positive relationship is stronger for Fiji
H4 0.37 0.40 �0.03 0.039 The positive relationship is stronger for Fiji
H5 0.41 0.52 �0.11 0.092 There is no difference
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enable individuals to climb the social ladder (Trigg, 2001). The insignificant result for the
Italian sample could be because Italian considers local cuisine part of their normal diet; and
thus, engaging in domestic gastronomic tourism does not yield social return.

H3 hypothesised a positive association between tourism ethnocentrism and attitude
towards domestic gastronomic tourism was found significant with both the Italy and Fiji
samples. This result is consistent with prior studies on consumer behaviour studies that
have demonstrated that ethnocentrism plays a pivotal role in choosing a local product
(Josiassen, 2011; Yildiz et al., 2018). Highly ethnocentric travellers perceive local destinations
to be much more favourable (Kock et al., 2019). Despite the result being significant for both
countries, the relationship was stronger for the Fiji sample. This could be explained by the
higher degree of collectivism dimension for Fiji over Italy. Studies have shown that
collectivist cultures prefer local brands and products (Han and Guo, 2018; Lee et al., 2017).
Additionally, as Fiji is a developing country compared to Italy, ethnocentric tendencies are
higher compared to developed countries (Chan et al., 2010; Lee et al., 2017). Thus, these
reasons could explain the stronger positive association between ethnocentrism between
tourism ethnocentrism and attitude towards domestic gastronomic tourism.

H4 that hypothesised the positive association between attitude towards domestic
gastronomic tourism on positive WOM was supported by results from both Italy and Fiji.
Prior studies found similar results. A study conducted by Bonn et al. (2007) stated that
visitors who have formed favourable attitudes towards a destination increase their chances
of recommending to other travellers. In another study on service bundles, attitude influences
word of mouth intention (Ranaweera and Karjaluoto, 2017). This implies that individuals
with a positive attitude towards domestic gastronomic tourism have a higher likelihood to
share information with others about it. Despite the relationship being significant, the
relationship is stronger for the Fiji sample. This implies that Fiji citizens are more likely to
recommend domestic gastronomy tourism than Italians. The stronger association for Fiji
compared to Italy could again be explained by the higher ethnocentric believes of Fiji than
Italian residents, which H3 has confirmed. Kock et al. (2019) showed that tourism
ethnocentrism is positively associated with positive word of mouth.

H5 that hypothesised the positive association between attitude towards domestic
gastronomic tourism on domestic gastronomic tourism behaviour was found significant for
Italy and Fiji. Choe and Kim’s (2018), Chiang and Guo (2021) and L�opez-Guzm�an et al. (2017)
confirmed a similar relationship between attitude and gastronomy behaviour. These
findings establish the attitude–behaviour relationship in this context. Thus, residents of
both countries with a positive attitude towards domestic gastronomic tourism would more
likely engage in this behaviour. No significant differences were found between the results of
both countries.

Conclusion
With limited studies conducted on domestic travel (Canh and Thanh, 2020; Adeloye et al.,
2019), there is a need to conduct more studies in this area, particularly with the COVID-19
pandemic highlighting the value of domestic travel behaviour. This study was conducted to
examine antecedents of locals’ domestic gastronomic behaviour through a quantitative
methodology that collected cross-national data of resident’s behaviour in Italy and Fiji.
Based on the analysis conducted using CB SEM, results reveal the positive association
between domestic restaurant coolness and tourism ethnocentrism on attitude towards
domestic gastronomic tourism is stronger for Italy. The positive association between social
return and attitude towards domestic gastronomic tourism was only found significant for
Fiji. Moreover, the positive association between attitude towards domestic gastronomic
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tourism and positive word of mouth was stronger for Fiji. Finally, the positive association
between attitude towards domestic gastronomic tourism and domestic gastronomic tourism
behaviour, while significant in both countries, depicted no significant differences in results.

Theoretical implications
The following theoretical implications arise. First, research on domestic travel is limited as
international travel has been the primary focus of studies previously (Canh and Thanh,
2020; Adeloye et al., 2019). However, many countries now realise the significance of domestic
tourism. This was mainly because of the COVID-19 pandemic which highlighted the
importance of domestic tourism for an industry more focused on international travellers
(Adedoyin and Soykan, 2020). With gastronomy playing a huge part in tourism, this study
contributes to understanding locals’ decision-making behaviour towards domestic
gastronomy.

Second, this study provides cross-national insights into domestic gastronomy. It
demonstrates that decision-making behaviour varies across different countries because of
many factors, including cultural differences (Ferraris et al., 2019; Filieri and Mariani, 2021).
This study is the first to provide insights into domestic tourism and gastronomy by
conducting a cross-national study. Results provide a deeper understanding of factors that
lead to differences in attitude and behaviour in different countries.

Third, studies on destination coolness are rare with few studies examining it in the
context of tourism (Kock, 2021). The study by Kock (2021) examined destination coolness for
a city in two Western countries. This study makes a meaningful contribution by applying
the destination coolness scale in domestic restaurants. This helps to better understand how
local’s behaviour is influenced by restaurant coolness which is characterised as a symbolic
asset. It also increases the generalisability of the scale by answering the calls for future
research by Kock (2021) to examine it in different country setting with different cultures.
Results confirm that destination coolness influences a local’s attitude and behaviour
towards domestic gastronomy, confirming that functional aspects such as quality and price
are not the sole motivators of attitude and behaviour. In doing so, the study helps to better
understand locals’ decision-making behaviour relating to domestic gastronomy.

Fourth, this study also adds to understanding the symbolic value in domestic
gastronomy by examining social returns from significant others. This is an important
contribution to understanding the role of the domestic tourism experience in an individual’s
self-expression (Rachao et al., 2020). With prior studies in tourism examining social returns
in wineries (Quintal et al., 2015), hotels (Han et al., 2010) and destination selection (Boley
et al., 2018), this study makes a novel contribution to understanding social return in
domestic gastronomy as well as a cross-national examination. Results support the
hypothesis that social return in domestic gastronomy varies between Italy and Fiji. This
highlights that social return varies between country and context. Fifth, research on
ethnocentrism in tourism remains scarce (Kock et al., 2019). With prior studies examining
tourists and residents’ tourism behaviour, this study makes a meaningful contribution by
being the first to investigate tourism ethnocentrism in domestic travel and gastronomy
experience. Results confirm that tourism ethnocentrism is a key motivator driving attitude
and behaviour towards domestic gastronomy tourism.

Practical implications
Practical implications arise for restaurants, government, policymakers and marketers. First,
the findings of this study confirm that restaurant coolness is something that domestic
restaurant owners and marketers should desire to accomplish. The cool phenomenon can be
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used in developing, managing and marketing restaurant offerings and communications.
Restaurant marketers typically use price, location and food in communication (Singh et al.,
2021c). Based on this study confirmation, building a cool image for local restaurants would
impact locals’ attitude towards local restaurants and behaviour to visit the restaurant.
Confirming the dimensional structure of domestic restaurant coolness (vibrant, iconic,
rebellious and authentic) provides restaurants with the tool in developing the cool image.

Second, this study confirms the importance of symbolic value in locals’ attitude towards
local restaurants and restaurant visit behaviour. Social return is a tool that local restaurant
marketers can use in combination with social media platforms to increase the symbolic
value of local restaurants. Local restaurants social media posts can convey prestige and
status through their post media posts. This approach will enable the local restaurant
experience and marketing message to translate into the symbolic value that locals would be
attempting to portray for their significant others. The findings highlight the importance for
marketers to focus on symbolic aspects rather than just the functional aspects like price.
Local restaurant marketers must harness the power of social media and create a buzz about
the symbolic value of local restaurants in enhancing locals’ attitudes towards domestic
restaurants and restaurant visit behaviour. The local restaurant experience for residents
must be worth sharing on the social media platform.

Third, tourism ethnocentrism is a key factor confirmed by this study influencing an
individual’s attitude and behaviour towards the domestic restaurant. For restaurants marketers,
it may serve as a silver bullet to influence residents’ attitude and restaurant visit behaviour
towards local restaurants. Tourism ethnocentrism bias in individuals can result in competitive
advantages for local restaurants motivating residents to visit such restaurants for reasons others
than quality or price value. Customers’ normal evaluation of restaurants can be overridden
because of ethnocentric tourism beliefs leading to more favourable attitudes and behaviour
towards local restaurants by residents. Given the competition from foreign restaurants and
international franchises, domestic restaurants must manage and understand tourism
ethnocentrism to leverage success. Foreign restaurants in the country also need to be aware of
tourism ethnocentrism’s intangible power and influence as a barrier for local customers, which is
challenging to overcome using conventional marketing strategies. Therefore, marketers of local
restaurants can use local or native imagery to attract residents. This marketing approach can be
advantageous for small local restaurants to remain competitive over foreign restaurants.
Government departments and policymakers need to show the importance of supporting local
restaurants as domestic tourism. This can be done by emphasising the socio-economic impact
and benefits to the country in creating employment, avoiding tourism leakage and supporting
local restaurants’ growth. For example, the “Love our locals” program in Fiji during the COVID-
19 pandemic was geared towards getting locals to engage in local tourism. Marketers need to
ensure that locals are given significance and equal treatment in restaurants to enhance positive
word ofmouth and domestic gastronomy behaviour.

Limitations and future research
Future directions for research are proposed based on this study’s shortcomings. First, this
study relied on self-reported data, which has certain limitations because of biases resulting
from retrospective recall or social desirability bias. As such, mix-methodological approach
or real-time and objective data can be used by future studies. A combination of qualitative
and quantitative methodology will be beneficial because of the limited literature on domestic
gastronomy and provide for a more robust analysis. Second, the generalisability of this
study’s result must be done with caution as a non-probability sampling technique is used.
Therefore, future studies should consider other procedures for sampling to refine and
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validate this study’s result. Third, despite Italy and Fiji being a good comparison between
developed and developing countries, caution should be exercised when examining
behaviour between two countries (Sharma et al., 2020a). Future studies can use espoused
cultural value dimensions to examine differences in culture.
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Appendix 1

Table A1.
Survey items

Authentic Local restaurants are authentic
Local restaurants do not seem artificial
Local restaurants are true to its roots

Rebellious Local restaurants are non-conformist
Local restaurants have revolutionary spirit
Local restaurants are edgy

Original Local restaurants are original
Local restaurants are stands apart from the crowd
Local restaurants are iconic

Vibrant Local restaurants are outgoing
Local restaurants are vibrant
Local restaurants are lively

Social return Visiting local restaurants makes me look cool
Visiting to local restaurants makes me more popular
Visiting to local restaurants makes me look savvy
Visiting to local restaurants makes me stand out
Visiting to local restaurants makes me look unique

Tourism ethnocentrism Locals should support the local economy by visiting local restaurants in
their home country
Locals should feel a duty to visit local restaurants
Everyone should support the local economy by spending at local
restaurants in their home country
Every time a local decides to spend at local restaurants in their home
country, it makes their future a little bit brighter
It comes down to all locals to spend their home country and support their
country
Locals should visit local restaurants in their home country because this
secures jobs in home country

Attitude Visiting local restaurants is a good idea
Visiting local restaurants is a wise idea
I like the idea of visiting local restaurants
Visiting local restaurants is a pleasant idea
Visiting local restaurants is appealing

Social return Visiting local restaurants makes me look cool
Visiting to local restaurants makes me more popular
Visiting to local restaurants makes me look savvy
Visiting to local restaurants makes me stand out
Visiting to local restaurants makes me look unique

Positive WOM I talk up local restaurants to people I know
I bring up local restaurants in a positive way in conversations about tourist
destinations
In social situations, I often speak favourably about local restaurants as a
tourist destination

Restaurant visit behavior I often visit local restaurants for dining
I often visit local restaurant bar for drinks
I often visit local restaurants for beverages (for example, coffee, tea, etc.)
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Appendix 2

Table A2.
Respondent’s

demographic profile

Demography Category
Italy Fiji

Frequency (%) Frequency (%)

Age Less than 18 –
18–20 years 46 15.23 94 29.47
21–30 years 212 70.2 187 58.62
31–40 years 26 8.61 35 10.97
41–50 years 12 3.97 2 0.63
51–60 years 6 1.99 1 0.31
61 and above
Do not wish to indicate

Gender Female 136 45.03 168 52.66
Male 166 54.97 151 47.34
Others
Do not wish to indicate

Educational level Primary education 2 0.66 – –
High school education 2 0.66 7 2.19
Diploma/Certification 75 24.83 88 27.59
Bachelors’ education 138 45.7 151 47.34
Postgraduate education 81 26.82 67 21
Others 4 1.32 6 1.88
Do not wish to indicate

Income I do not earn an income 121 40.07 109 34.17
Under $15,000 76 25.17 144 45.14
$15,000–$29,999 47 15.56 61 19.12
$30,000–$44,999 27 8.94 4 1.25
$45,000–$59,999 18 5.96 1 0.31
$60,000–$74,999 9 2.98 –
$75,000–$89,999 –
$90,000þ 4 1.32 – –
Do not wish to indicate
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Appendix 3

Table A3.
Measures and factor
loadings

Factor and item description
Italy Fiji

SL SMC SL SMC

Authentic
ATH1 0.86 0.74 0.73 0.533
ATH2 0.79 0.624 0.82 0.672
ATH3 0.86 0.74 0.77 0.593
Rebellious
RBL1 0.75 0.563 0.71 0.504
RBL2 0.72 0.518 0.78 0.608
RBL3 0.74 0.548 0.72 0.518
Original
ORL1 0.82 0.672 0.76 0.578
ORL2 0.79 0.624 0.73 0.533
ORL3 0.85 0.723 0.81 0.656
Vibrant
VBN1 0.74 0.548 0.84 0.706
VBN2 0.85 0.723 0.72 0.518
VBN3 0.88 0.774 0.75 0.563
Social return
SRT1 0.78 0.608 0.85 0.723
SRT2 0.85 0.723 0.88 0.774
SRT3 0.74 0.548 0.75 0.563
SRT4 0.76 0.578 0.73 0.533
SRT5 0.85 0.723 0.77 0.593
Tourism ethnocentrism
TTN1 0.75 0.563 0.72 0.518
TTN2 0.79 0.624 0.77 0.593
TTN3 0.83 0.689 0.88 0.774
TTN4 0.81 0.656 0.86 0.74
TTN5 0.81 0.656 0.84 0.706
TTN6 0.85 0.723 0.89 0.792
Attitude
ATT1 0.89 0.792 0.83 0.689
ATT2 0.75 0.563 0.72 0.518
ATT3 0.82 0.672 0.82 0.672
ATT4 0.87 0.757 0.75 0.563
ATT5 0.78 0.608 0.76 0.578
Social return
SRT1 0.79 0.624 0.76 0.578
SRT2 0.73 0.533 0.77 0.593
SRT3 0.83 0.689 0.81 0.656
SRT4 0.84 0.706 0.79 0.624
SRT5 0.83 0.689 0.81 0.656
Positive WOM
PWM1 0.93 0.865 0.91 0.828
PWM2 0.82 0.672 0.8 0.64
PWM3 0.88 0.774 0.82 0.672
Restaurant visit behaviour
RVB1 0.86 0.74 0.77 0.593
RVB2 0.91 0.828 0.85 0.723
RVB3 0.85 0.723 0.79 0.624
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Appendix 5
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Table A4.
Discriminant

validity – Italy

Variables CR AVE MSV ASV ATN ORG REB VIB SRT TEN ATT WOM DGB

ATN 0.88 0.7 0.36 0.18 0.73
ORG 0.71 0.46 0.32 0.29 0.48 0.81
REB 0.78 0.54 0.23 0.15 0.18 0.17 0.77
VIB 0.87 0.68 0.33 0.25 0.47 0.14 0.34 0.84
SRT 0.9 0.64 0.32 0.12 0.41 0.38 0.47 0.22 0.87
TEN 0.92 0.65 0.22 0.11 0.48 0.29 0.42 0.12 0.36 0.89
ATT 0.91 0.68 0.34 0.19 0.23 0.38 0.18 0.17 0.37 0.35 0.87
WOM 0.91 0.77 0.38 0.15 0.45 0.45 0.47 0.33 0.42 0.38 0.33 0.78
DGB 0.91 0.76 0.31 0.12 0.37 0.46 0.37 0.28 0.25 0.34 0.48 0.39 0.74

Notes: The boldfaced diagonal elements are the square root of the variance shared between the constructs
and their measures. Off-diagonal elements are the correlations between constructs

Table A5.
Discriminant
validity – Fiji

Variables CR AVE MSV ASV ATN ORG REB VIB SRT TEN ATT WOM DGB

ATN 0.82 0.6 0.21 0.15 0.75
ORG 0.81 0.59 0.32 0.17 0.41 0.77
REB 0.78 0.54 0.35 0.21 0.36 0.13 0.72
VIB 0.82 0.6 0.25 0.26 0.21 0.39 0.24 0.84
SRT 0.9 0.64 0.32 0.19 0.46 0.17 0.15 0.39 0.86
TEN 0.93 0.69 0.28 0.17 0.29 0.12 0.14 0.31 0.36 0.75
ATT 0.88 0.6 0.34 0.19 0.37 0.48 0.31 0.23 0.14 0.37 0.78
WOM 0.88 0.71 0.29 0.18 0.43 0.32 0.34 0.22 0.34 0.41 0.21 0.72
DGB 0.85 0.65 0.22 0.22 0.24 0.44 0.21 0.38 0.43 0.28 0.14 0.29 0.83

Notes: The boldfaced diagonal elements are the square root of the variance shared between the constructs
and their measures. Off-diagonal elements are the correlations between constructs
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