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Abstract

The study aims to investigate the recommendation and revisit intentions of foreign tourists in Ho Chi Minh city, Vietnam through their
satisfaction with local foods. The study proposed the group of five attributes for food image: taste, health concern, price, serving style,
vendor/ restaurant staffs. The relationship between these attributes of food image and food satisfaction, as well as the one between food
satisfaction and behavioral intentions were investigated. To ensure a high ratio of answers, a face-to-face survey was conducted in famous
places at Ho Chi Minh city. Data with 210 foreign tourists. The study uses the methods of descriptive statistics, EFA, Cronbach Alpha and
regression. The results showed that Five attributes of food image were chosen for the research, being taste, health concern, price, serving
style and vendors/ restaurant staffs. All of these attributes showed a positive relationship with satisfaction. Among five factors, taste had the
most impact on food satisfaction. Through the analysis of several attributes of food images, this study provides managerial implications for
tourism marketers in researching the positive influence of food image on tourists' satisfaction which leads to their positive word-of-mouth and

return to the tourism place.
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1. Introduction

Tourism is now considered as a driving force for regional
development by increasing destinations' receipts, income,
employment and government revenues (Chen & Tsai, 2007),
especially in developing countries where it has created
significant impacts on people and social life. Tourism also
provides "enjoyment, variety, respite and amusement" to
traveler makers (Jaiswal, Sapra, Patil, & Lama, 2013). Many
new trends of tourism have been developed for the recent
years, which food tourism plays an irreplaceable role.
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According to the Global Report of United Nations World
Tourism Organization (UNWTO) in 2012, food tourism, while
obtaining a considerable growth and becoming the most
dynamic and creative segment of tourism, allows the rural or
developing communities to generate income and
employment opportunities locally, as well as to empower
others economic fields such as agriculture. There exists a
highly close relationship between food and tourism, which
have raised deep interest among researchers. Even though
the visit purpose does not focus on food discovery and
experience, all tourists must consume food during their trip
(Chi, Chua, Othman, & Karim, 2013). Food and its related
factors are indispensable components in the overall
traveling experience (Ardabili, Rasouli, Daryani, Molaie, &
Sharegi, 2011). Food tourists occupy a high percentage
among tourist groups and while making decision for
destination, local food plays a crucial role (Okumus &
Mckercher, 2007).

Nowadays, developing food aspects in tourism is put in
high concern by travelers makers in many countries, which
can be organized under festivals (e.g. Melbourne Food and
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Wine festival, New York Street Food Festival, ..) or
developed into country's tourism slogan (e.g. "Malaysia
Truly a Kitchen", "Thailand - Kitchen of the World", "Turkish
Delight"...). In Vietnam, this concern has been already
mentioned by Philip Kotler in 2009 during his visit in Ho Chi
Minh city. His favor for Vietham to become "the kitchen of
the world" once again confirmed the importance role of food
in various contributors of tourism of the country.

The study focused on the influence of food in tourist's
satisfaction, recommendations and revisit intentions. Five
attributes of food image were mentioned.

2. Literature Review

2.1. Local Food

In one side, according to Kim, Eves, and Scarles (2009),
local food and beverages are produced in local places,
which represent the local identity or brand. In the other side,
Nummedal and Hall (2006) stated that local foods are not
only "about locally grown products” but contains of outside
ingredients and are made locally with local identity. More
specifically, Sims (2009) clarified that local foods are
products produced "within a 30 mile radius of the target
market". Yurtseven and Kaya (2011) concluded that local
food is the best representative of intangible heritage of the
destination.

2.2. Food in Tourism

Food plays an important role in showing to tourists the
traditions of the area through its tastes and flavors (Ryu &
Jang, 2006). Thus, it builds up a general image of the
community that influences strongly the tourists' experiences.
Food, as a fundamental of tourism's products, is considered
as a more important attribute to destination attractiveness
than "climate, accommodation and captivating scenery"
(zainal, zali, & Kassim, 2010). Local foods are great
representatives of the community in terms of social,
environmental, cultural, historical and economical aspects
(Mitchell & Hall, 2006). In addition, not only being the strong
symbol of quality of life and authenticity, food plays the role
of a representative of important theme wused in
advertisements (Frochot, 2003). Food tourism creates
gastro brands for numerous countries and regions such as
France, Iltaly, California... (Jaiswal et al., 2013). In
developing countries (Vietnam, Mexico, Malaysia...), food
plays the central role of the overall experience (Paul, 2010).
In term of personal effect, food is obligatory energy source
for body functions and also unique to influence tourists'
"sensory pleasure" and their travel experience (Richards,
2002 as cited in Mak, Lumbers, & Eves, 2012).

2.3. Food Image

While Kim and Eves (2012) concluded that this matter can
be measured by food product and its uniqueness, place
where to consume, style of serving food as well as how
much to pay, Steptoe, Pollard, and Wardle (1995) focused
on nine following factors: health, mood, convenience,
sensory appeal, natural content, price, weight control,
familiarity and ethical concern. Lertputtarak (2012) built a
conceptual model with nineteen attributes for Thai food
image, including of: a well-known/popular cuisine in the
world, variety of food, food gives a culture experience,
ingredients, tastiness, nourishing food, unique food, food
hygiene, Thai herbs good for health, taste of Thai fruits,
attractive food presentation, deliciousness, freshness, exotic
cooking methods, variety of attractive restaurant types,
unique serving style of restaurant staff, learning local eating
habits and table manners, environment and unique style of
decoration, reasonable price/value for money.

According to Kim and Eves (2012), food image can be
divided into food product and service quality. Regarding
food product, for Kivela, Inbakaran, and Reece (2000), it
can be tested via taste, wide selection of menu and nutrition,
whereas Young and Jang (2007) cited the food presentation,
sanitation, taste, freshness and temperature. Besides of
ingredients, Ardabili et al. (2011) also focused on the
novelty or ordinariness of food.

2.4. Recommendations and Revisit Intentions

In marketing and tourism research, loyalty, the important
vision of service providers, determines the level of long-term
profits, rating by the high retention of customers (Zeithaml,
Berry, & Parasuraman, 1996). By Chen and Tsai (2007),
revisit and recommendations intentions are one main
attribute of tourists' behaviors or loyalty, together with
destination's selection, perceived value or satisfaction.
Recommendation intentions to other people are the "most
often sought types of information" for tourists (Chi & Qu,
2008). It plays a very important role in tourism marketing
due to its reliability for potential tourists (Yoon & Uysal,
2005).

2.5. The Relationship between Food Image,
Satisfaction, Recommendation and Revisit
Intention

The context of this study will focus mainly on five factors
to answer the questions proposed: taste, health concern,
price, serving style, vendors/restaurant staffs.

Taste: Among attributes of food image, taste takes the
highest ranks, which creates a strong impact on food
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consumption satisfaction and behavior (Kim et al., 2011).
Through the color, texture, freshness, food taste in general
plays a significant role in food consumption experience of
tourists (Gagic, Tesanovic, & Jovicic, 2013). Taste of food
with variety in menu enhances the overall tourist's
satisfaction in the whole trip (Johns & Pine, 2012). Specially,
novelty in food tastes has been an outstanding factor while
studying about food product quality. Besides the tastiness or
freshness, novelty can be the first and the strongest
impression of food in tourists. Mak et al. (2012) cited that
traveling is synonymous with "otherness" that gives the
sense of unfamiliarity and distinguishes cultures and origins.
They consider that trying new foods can become an
unforgettable part of their traveling experience (Ardabili et
al., 2011).

H1: Taste has positive influence on satisfaction.

Health Concern: is now placed in high rank of the most
concerned things relating to foods. Health concern is
concerned while mentioning specific ingredients and flavors
of the region, health risks, culinary setting (Cohen & Avieli,
2004). Fear of illness becomes a doubt about foods in the
visiting place (Ardabili et al., 2011). Short term effect such
as stomachache or sick, and long term one caused by
chemicals in food are strongly considered while choosing
foods (Cohen, 1986). Sanitation does thus have strong
impact on tourist's willingness to consume destination meals
(Ardabili et al., 2011).

H2: Health concern has positive influence on satisfaction.

Price: The quality of the tourism product, including food, is
measured through the value of daily price spent in the
holiday (Al-Ababneh, 2013). The relationship between how
much tourists have to pay for food with their satisfaction and
behaviors intentions was found by Kim et al. (2011). By
Gagic et al. (2013), the fairness in pricing critically
influences tourists' satisfaction.

H3: Price has positive influence on satisfaction.

Serving Style: From nation to nation, with different
cultures, the way of offering food vary and make difference
between destinations, which leaves unforgettable memory
to tourists about their trip (Okumus & McKercher, 2007).
Lerputtarak (2012) concluded that poor serving style
disrupted the overall experience and satisfaction, as well as
destroyed the destination reputation. The serving style
(table manner, location, physical decoration, ambiance) has
a significant effect in the overall satisfaction of customers
(Gagic et al., 2013).

H4: Serving style has positive influence on satisfaction.

Vendors/ Restaurant Staffs: Vendors/restaurant staff
attitudes is a studied factor as a very important point to
measure the level of customer service and intercultural
communication in tourism sector where people comes from
many different cultures and nations (Coleman, 1998). This
factor has a direct impact on both interior and exterior
customer satisfaction (llbery, Saxena, & Kneafsey, 2007).

H5: Vendors/ Restaurant staffs has positive influence on
satisfaction.

Satisfaction, Recommendation and Revisit Intention:
Chen and Tsai (2007), Choi and Chu (2001), Yoon and
Uysal (2005) showed that tourist's satisfaction create both
high recommendations tendency and revisit intention. Many
other authors (Baker & Crompton, 2000; Kozak, 2001; Jang
& Feng, 2007) focused on proving that the antecedent of
recommendation and revisit intention is "tourists' satisfaction
with travel experience". Baker and Crompton (2000) also
presented a causal relationship between these factors.
Regarding to them, the higher level of satisfaction would
lead to an increase of revisit intention and greater accept in
case of higher price. Thus, there would be an enhanced in
destination's reputation, which creates strong impact in first-
time visitors through word-of-mouth and media strategies.

H6: Satisfaction has positive influence on
recommendation and revisit intention.

3. Research Methodology

3.1. Research Model

A model framework is suggested as follows (Figure 1):

Taste

Health concem | H2

H6 Revisit & Recommendation
intentions

Serving style

Vendors
Restaurant

staffs

Figure 1: Model framework
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3.2. Measurement Scale

Independent Variables: The items of five independent
variables (taste, health concern, price, serving style,
vendors/ restaurant staffs) were set base on previous
relating studies and measured by Five-point Likert scale as
follows (Table 1):

Dependent Variables: the items of satisfaction,
recommendation and revisit intentions are below (Table 2):

Table 1: Measurement scale for Independent variables

3.3. Data

To ensure a high ratio of answers, a face-to-face survey
was conducted in famous places at Ho Chi Minh City where
concentrates a big number of foreign tourists with various
nationalities and tourism purposes. Many restaurants, hotels,
cafeterias are located in these streets, where tourists spend
time for relaxation or enjoying local food and beverage).

Iltems

Previous studies

Taste

TASTEL: Food is tasty

TASTEZ2: Food served is always fresh

Jaswal et al. (2013)

TASTES3: Quality of food is consistent

Kim & Eves (2012)

TASTE4: Taste of local foods is unfamiliar with my eating routine

Chi et al. (2013)

TASTES: There is a variety of local food choices

Health concern

HEALTHZ1: | haven't had any unexpected illness caused by local foods during my trip

HEALTH2: Local foods contains of much nutritional ingredients

HEALTH3: Lots of fresh local ingredients can be found in the local foods

Kim & Eves (2012)

HEALTH4: The way that food is prepared is clean

Chi et al. (2013)

HEALTHS5: The vendors/restaurant staffs are clean

HEALTHG6: Food place is in hygienic environment

Price

PRICEL1: Price is reasonable

PRICEZ2: Food is worth of money

Tan et al. (2014)

PRICES3: Billing is accurate

Rahman et al. (2012)

PRICEA4: All customers are equally treated in term of price

Serving style

SERVINGL1: The food place is well located

SERVING2: Take away service is competent and efficient

SERVING3: Speed of service is maintained during busy time

SERVINGA4: | feel relaxed in the food house/restaurant

Jaiswal et al. (2013)

SERVINGS: | am served exactly what | order

SERVINGS6: Table setting & serving offer special experience

Vendors/ Restaurant Staffs

VENDORZ1: Vendors/restaurant staffs are friendly

VENDORZ2: Vendors/restaurant staffs assure to correct something wrong

Sanchez et al. (2006)

VENDORS3: Vendors/restaurant staffs are willing to explain menu items, ingredients or method of cooking

Tan et al. (2014)
Chi et al. (2013)

VENDORA4: Vendors/restaurant staffs are sensitive to individual needs

VENDORS: Vendors/restaurant staffs do not pressure me in decision making

Table 2: Measurement scale for dependent variable

Item

Previous studies

SATISFACTION: In which level is your overall satisfaction about local food in Ho Chi Minh city?

RECOMMEND1: How likely would you choose Ho Chi Minh city again for one of your upcoming trip?

families/friends/colleagues?

RECOMMEND?2: How likely are you willing to recommend local foods in Ho Chi Minh city for your

Lertputtarak (2012)

families/friends/colleagues?

RECOMMEND3: How likely are you willing to recommend Ho Chi Minh city as a tourist destination for your
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These relating conditions relating for participants are set:
being foreigners, having experienced local foods in Ho Chi
Minh city during the trip, understanding English. 210
questionnaires were distributed in around a month. Due to
face-to-face interview where interviewer directly interacts
with respondents during survey time, all 210 questionnaires
were collected. Nine of them were unusable due to missing
of information. 201 complete answers were valid and usable
for data analysis. Thus, the response rate remains at 96.7%.

4. Results
4.1. Descriptive Statistics

Below Table 3 shows that for:

Health: The overall mean of this factor is 3.17, meaning
that the majority of respondents feel satisfied with health
concern of local foods.

Price: The overall mean of this factor is 3.26, indicating a
relatively high satisfaction level of tourists towards price of
foods.

Vendor/ Restaurant staffs: The overall mean (3.16)
indicates a quite high satisfaction level but is considered the
smallest overall mean among independent variables.

Taste: The overall mean of this factor is the highest
among independents ones (3.71).

Serving style: The overall mean of this factor is 3.54,

TASTE1 201 1 5 3.88 1.200
TASTE2 201 1 5 3.84 1.206
TASTE3 201 1 5 3.83 1.162
TASTE4 201 1 5 3.42 1.177
TASTES 201 1 5 3.59 1.106
SERVING1 (201 1 5 3.56 1.052
SERVING2 |201 1 5 3.51 .996
SERVING3 (201 1 5 3.73 1.038
SERVING4 (201 1 5 3.67 1.158
SERVINGS (201 1 5 3.61 1.053
SERVING6 (201 1 5 3.16 .958
SATISFACTION (201 1 5 3.20 1.123
RECOMMEND1 |201 1 5 3.14 1.185
RECOMMEND?2 |201 1 5 3.05 1.117
RECOMMEND3 |201 1 5 2.85 1.144

4.2. Cronbach’s Alpha with Scales before EFA

Taste: After first time of statistics running, Cronbach’s
Alpha (0.787) is acceptable (higher than 0.7). Item TASTE3
had Item-Total Correlation at 0.208 (< 0.3). Thus, TASTE3
was removed. After having removed TASTE3 (with
Cronbach Alpha if item is deleted = 0.853), new Cronbach’s
Alpha was 0.853 (acceptable). All items have Item-Total
Correlation higher than 0.3 in Table 4.

Table 4: Result of Cronbach’s Alpha analysis

indicating a high satisfaction level of tourists.

Satisfaction and Recommendation and revisit intentions CorrecT::)etglltem- sg%’;ﬁ?ﬁgfn Cronbach’s
respectively have means at 3.20 and 3.01. Celkiian Deleted Alpha
Table 3: Mean and Standard deviation W TASTEL 765 781

v . vy = TASTE2 762 782 | oen
nimum Maximum | Mean | - peigtion < | TASTE4 650 831
HEALTH1 201 1 5 3.19 1.256 TASTES .601 .849
HEALTH2 201 1 5 3.30 1.225 HEALTH1 .640 761
HEALTH3  |201 1 5 3.07 1.168 E HEALTH2 .631 .764
HEALTH4 201 1 5 3.23 1.044 5 HEALTH4 .640 .766 .811
HEALTH5 201 1 5 2.99 1.378 e HEALTH5 .580 784
HEALTH6 201 1 5 3.24 1.093 HEALTH6 523 .796
PRICE1 201 1 5 3.17 .955 PRICE1 .559 .809
PRICE2 201 1 5 3.36 1.115 5 PRICE2 713 .738 820
PRICE3 201 1 5 3.26 1.037 & PRICE3 .609 .788 '
PRICE4 201 1 5 3.26 1.051 PRICE4 .691 749
VENDOR1 |201 1 5 3.05 .955 SERVING1 .610 .804
VENDOR2 |201 1 5 3.40 1.040 % SERVING2 .595 .808
VENDOR3 201 1 5 3.14 917 E SERVING3 .645 794 .832
VENDOR4 201 1 5 2.86 1.036 @ SERVING5 .619 .802
VENDOR5 201 1 5 3.35 1.072 SERVING6 .689 .783
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VENDOR1 687 825 Table 5: Rotated component matrix for independent variables
% VENDOR?2 576 .853 Component
2 VENDOR3 743 812 .857 1 2 3 4 5
g VENDOR4 .648 .834 VENDORS3 .834
VENDORS5 726 .814 VENDORS5 752
o RECII\IODI\]/-IME 666 659 VENDOR4 749
| VENDORL1 .740
s RECOUME 620 710|784 VENDOR2 661
8 SERVING6 .818
w RECOMME
12 ND3 584 748 SERVING1 765
SERVING3 .756
Health: After first time of statistics running, Cronbach’s SERVING2 746
Alpha (0.776) is acceptable (higher than 0.7). But item SERVING5 737
HEALTHS3 had Item-Total Correlation at 0.225 (< 0.3). Thus, PRICE2 817
HEALTH3 was removed. After having removed HEALTH3 PRICEA 794
(with Cronbach Alpha if item is deleted = 0.811), new PRICE3 662
Cronbach’s Alpha was 0.811 (acceptable). All items have PRICEL 518
Item-Total Correlation higher than 0.3 in Table 4.
Price: After first time of statistics running, Cronbach’s HEALTHA 746
Alpha (0.820) is acceptable (higher than 0.7). All items have HEALTHS 745
Item-Total Correlation higher than 0.3 in Table 4. HEALTH2 739
Serving style: After first time of statistics running, HEALTH1 698
Cronbach’s Alpha (0.775) is acceptable (higher than 0.7). HEALTHG 634
But item SERVING4 had Item-Total Correlation at 0.175 (< TASTES .801
0.3). Thus, SERVING4 was removed. After having removed TASTE1 753
SERVING4 (with Cronbach Alpha if item is deleted = 0.832), TASTE2 751
new Cronbach’s Alpha was 0.832 (acceptable). All items TASTE4 694

have Item-Total Correlation higher than 0.3 in Table 4.

Vendors/ Restaurant staffs: After first time of statistics
running, Cronbach’s Alpha (0.857) is acceptable (higher
than 0.7). All items have Item-Total Correlation higher than
0.3in Table 4.

Recommend and Reuvisit intentions: After first time of
statistics running, Cronbach’s Alpha (0.784) is acceptable
(higher than 0.7). All items have Item-Total Correlation
higher than 0.3 in Table 4.

4.3. Exploratory Factor Analysis (EFA)

Independent Variables: The EFA was used to indicate the
underlying dimensions of Food image and Satisfaction. For
Food image, all factors had eigenvalue above 1.0, which
explained 65.256% of the total variance. The rotated
component matrix (Table 5) presented the factor structure
with all items loaded on their designated dimensions. All
variables provided sufficient explanation. The total variance
explained by the five factor solution was relatively high at
65.256%, indicating that these variables were highly related
to each other. This result supported to measure the validity
of measurement of the five attributes of the studied model.

Five groups of factor were presented after the solution.
Iltems of same factor were grouped into same group,
meaning that these items were well used to define the
factors:

Factor 1 (Vendor) includes variables:
VENDORS5, VENDOR4, VENDOR1, VENDOR?2.

Factor 2 (Serving style) includes variables: SERVINGS,
SERVING1, SERVING3, SERVING2, SERVING5.

Factor 3 (Price) includes variables: PRICE2, PRICE4,
PRICEL1, PRICE3.

Factor 4 (Health) includes variables:
HEALTHS5, HEALTH2, HEALTH1, HEALTHSG.

Factor 5 (Taste) includes variables: TASTES5, TASTEL,
TASTEZ2, TASTE4

Dependent variables: The KMO for overall value was
0.694 and Bartlett's test was significant at 0.00. These
numbers concluded that the data was suitable for factor
analysis. For Recommend and revisit intentions, all factors
had eigenvalue above 1.0, which explained 69.846% of the
total variance. Only one group was presented after the
solution.  Factor Recommend includes variables:
RECOMMEND1, RECOMMEND2, RECOMMEND3.

VENDORS,

HEALTH4,
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4.4, Correlation Matrix

In the first correlation, all correlations among variables
were significant at p< 0.01. Taste, Price and Health were
highly correlated to Satisfaction (respectively r= 0.631,
0.569, 0.547).

4.5. Regression Analysis
4.5.1. Testing Hypothesis H1 to H5

The five main hypotheses were tested using hierarchical
regression analysis. Taste was entered firstly, followed by
Serving, Health, Price and Vendor.

The results show that the multiple correlation was quite
high (R=0.762). The adjusted R2 was also relatively high
magnitude (R2=0.581), indicating that a large proportion of
the variability in satisfaction was accounted for by the
multiple regression model. The first regression analysis
showed the result of R square index at 0.581, meaning that
the regression of five independent variables has a vary of
58.1% of Satisfaction (Table 6).

Table 6: Coefficients of regression results

intentions. The hypothesis 6 was also supported, indicated
by B=0.615 and t = 14.616 of Satisfaction (Table 7).

Table 7: Coefficients of regression results

Unstandardized| Standardized Collinearity
Coefficients | Coefficients ) Statistics
Model S t [Sig.
B ' Beta Tolerance| VIF
Error
(Constant) 1.047 | .143 7.336 |.000
SATISFACTION | .615 | .042 .720 14.616(.000f 1.000 |[1.000

a. Dependent Variable: RECOMMEND

4.5.3. Findings and Discussion

This research presented the results regarding the factors
affecting food satisfaction, recommendation and revisit
intentions. And it also provided reliable scales to measure
factors include taste, health concern, price, serving style
and vendors/ restaurant staffs.

Taste: Regression result supported the hypothesis “H1:
Taste has positive influence on satisfaction”, is consistent
with previous researches of Lertputtarak (2012), Kim and
Eves (2012), Namkung and Jang (2008). With the highest
coefficient in the regression analysis, consistent with the

Unstandardized|Standardized Collinearit . .
- - e conclusion of Lertputtarak(2012), taste contributes the most
Coefficients | Coefficients ) Statistics ) ; .
t | Sig. important role to the overall food satisfaction.
Std. Toleranc -
B | gor | Be2 e |VIF Health Concern: Regression result supported the
(Constant) -1.370 | .324 -4.229| .000 hypothesis “H2: Health has positive influence on
VENDOR| .185 | .080 133 2.319|.021| .658 (1519 satisfaction”, consistent with previous researches of
HEALTH| .310 | .066 251 4.673|.000| .743 [1.345 Lertputtarak (2012), Steptoe et al. (1995), Namkung and
SERVING| .154 | .069 .108 2.2441.026| 921 |1.086] Jang (2008). With the second highest coefficient (0.031) in
PRICE | 279 | .077 -209 3.649|.000| .659 |1.518  the regression analysis, also consistent with the conclusion
TASTE | 418 | 067 363 |6.209|.000| .628 [1.592| of |ertputtarak (2012), health contributes one of the most
a. Dependent Variable: SATISFACTION important roles to the overall food satisfaction.
. . . Price: Regression results supported the hypothesis “H3:
The regression coefficient was examined to observe . L . - ) .
; ) Price has positive influence on satisfaction”, consistent with
these relationships. The result showed that Taste .
L ; . . previous researches of Lertputtarak (2012), Steptoe et al.
significantly influenced Satisfaction (B=0.418, t=6.209).

Thus, hypothesis 1 was supported. Health concern also
show a significant influence on Satisfaction (B=0.310,
t=4.673), which supported hypothesis 2. Satisfaction was
also affected Price and Serving style (respectively B=0.279
and 0.154, t=3.649 and 2.244). Thus, hypothesis 3 and 4
were supported. Lastly, Vendors/ restaurant staffs also
influenced the overall Satisfaction (B=0.185, t=2.319)
therefore hypothesis 5 was supported.

4.5.2. Testing Hypothesis H6

The regression analysis showed the result of R square
index at 0.518, meaning that the regression of Satisfaction
has a vary of 51.8% of Recommendations and revisit

(1995), Kim and Eves (2012). A positive coefficient of price
proves a positive relationship between this attribute with
satisfaction.

Serving Style: Regression results supported the
hypothesis “H4: Serving style has positive influence on
satisfaction”, consistent with previous researches of
Lertputtarak (2012), Steptoe et al. (1995), Kim and Eves
(2012). A positive coefficient of serving style proves a
positive relationship between this attribute with satisfaction.

Vendors/Restaurant Staffs: Regression results supported
the hypothesis “H5: Vendors/ Restaurant staffs has positive
influence on satisfaction”, consistent with previous
researches of Lertputtarak (2012), Kim and Eves (2012). A
positive coefficient of vendors/ restaurant staffs proves a
positive relationship between this attribute with satisfaction.
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Recommendation and Revisit Intentions: Regression
results supported the hypothesis “H6: Satisfaction has
positive influence on recommendation and revisit intentions”
was supported. A positive coefficient of satisfaction proves a
positive  relationship  between this attribute  with
recommendation and revisit intentions.

The relationships between the attributes showed in the
model framework were also well studied. Comparing with
the reviewed theory and model framework, the data findings
proved all hypothesis set. Five chosen attributes of food
image have strongly positive impact on food satisfaction of
tourists (Namkung & Jang, 2008; Kim & Eves, 2012;
Lertputarak, 2012). Then the overall satisfaction creates
impact on decision of recommendation and revisit of tourists
(Chi et al.,, 2013). The presented model showed 76.2%
variance in satisfaction. Compared with some others
variance numbers in previous researches (72.3% from Tan
et al.,, 2014; 59.51% from Chi et al., 2013), it can be
concluded that the model performed well in predicting food
satisfaction of tourists.

5. Conclusions and Recommendations

This study aims to gain deeper knowledge about the
satisfaction of foreign tourists with the food image of local
foods in Ho Chi Minh city which leads to their behavioral
intentions. The food image was specially focused. Five
attributes of food image were chosen for the research, being
taste, health concern, price, serving style and
vendors/restaurant staffs. All of these attributes showed a
positive relationship with satisfaction. Among five factors,
taste had the most impact on food satisfaction. This result is
consistent with findings for food image from Kim and Eves
(2012), and Namkung and Jang (2008).

Through the analysis of several attributes of food images,
this study provides managerial implications for tourism
marketers in researching the positive influence of food
image on tourists' satisfaction which leads to their positive
word-of-mouth and return to the tourism place.

Based on the survey result as well as tourists' feedback,
the researcher proposed some below recommendations for
tourism marketers:

Design more special marketing program to promote local
foods: To attract foreign tourists, more marketing campaign
should be launched through media channels. The image of
local foods should be created based on their attributes
(tastiness, freshness, lots of choices, healthiness, with a
worthy value, special serving style). An official website or
magazine for local foods experience in Ho Chi Minh city can
be considered as the official source for necessary and
trustworthy information. Also, marketers should focus to

motivate tourists to try local foods during their trip by
organize food festivals, cooking class or food testing events.

Cooks/ chefs training: as per the research result, food
taste plays the most important role in affecting tourists'
satisfaction. Thus, keeping the traditional taste to show the
destination identity and to enrich tourist' experiences is
significantly important for cooks and restaurant chefs. Thus,
tourism marketers should encourage cooks and chefs to
participate in knowledge and skill trainings to produce better
food products in terms of taste, appearance, smell.

Food safety training and supervising: Food safety is now
a big concern, not only for foreign tourists but also for local
Vietnamese people. According to the research result in term
of health concern, the origin of food ingredients, the
environment of food place strongly affects to food quality
and satisfaction. Thus, the authorities should pay more
attention to the solutions of supervision the cooking process
and ingredients' origin.
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