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Introduction: Attention to local food among tourists is increasing day by day. However, studies on the behavior and intention of tourists towards consuming these foods are few. Limited studies in this field prompted us to help fill the research gap by doing this research.

Methods: This study aims to use the extended theory of planned behavior (TPB) by adding risk perception (RP) to investigate the tourists’ intentions towards local food (TILF) in Iran. The extended model tested 313 tourists visiting local food supplies.

Results: Results show that the extended TPB explains 87.8% of tourist intention variance. Three variables of the original TPB had positive impacts on tourists’ intentions. A notable result of this study was the realization of a negative relationship between RP and TILF.

Discussion: This research has provided recommendations to strengthen tourists’ intentions toward local foods by influencing their attitudes, mental beliefs, perceived behavioral control, and risk perception.
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1. Introduction

Despite the past 2 years, when the world was affected by the outbreak of the COVID-19 virus, it can be argued that tourism has become one of the sectors that impact the world economy. In 2018, the number of international tourists rose to 1.4 billion people (with a 5% increase), and related export income increased by 1.7 trillion dollars (1). This sector has greatly contributed to the growth of GDP and, consequently, the economic development of some countries by boosting the income of host communities (2, 3). So, tourism has motivated the economic development of countries by creating more employment and business (1). Food, as an important part of a tourist’s vacation, may cover one-third of the tourist’s expenses. This issue is one of the main factors in tourists’ decision to travel to a particular destination (4, 5).

Since food is an important factor in tourism (6–9), it is necessary to study the behavior of tourists regarding travel food to use appropriate strategies in the field of tourism management (10). In the past two decades, food tourism has been considered both a research issue in universities and an important issue in the tourism industry (11). It seems that research on the lesser-known dimensions of food tourism, such as tourists’ eating behavior, their intentions and attitudes toward local food, and similar issues, is still attractive.

The study area in the current research is Lorestan province in western Iran. This province is known as an ecotourism destination with the most famous waterfalls, valleys, mountains, natural landscapes, ancient bridges, and historical sites, in addition to a suitable climate. The most famous waterfalls of Lorestan province are Bisheh, Nojyan, Gerit, Vark, and Absefi, which accommodate most of the tourists entering this part of the country. Lorestan province in Iran is known as the land of waterfalls, with Bisheh waterfall, specifically, being known as the “bride of Iran’s waterfalls” (12). Natural, historical, and cultural tourist destinations and, on the other hand, different types of local food in Lorestan province are the reasons for the influx of many tourists to this province. Despite the high potential of the tourism sector and the variety of local food in this province, no research has been conducted on the behavior of tourists toward local food. Therefore, Lorestan province was chosen as the study area in Iran. Research on TILF can guide tourism industry planners to serve local food better. Thus, this study aims to use the extended TPB by adding RP to investigate the TILF in Lorestan province.

Tourism studies are among the research projects assisting with the growing trend of tourism around the world. Considering the subject of the present study, the concepts of tourism, local food, and tourism are explained below.


1.1. Food and tourism

Food can be a common language between tourists and hosts because, like any other language, it has the potential to help communicate and share feelings, emotions, and excitement (13). The importance of food in tourism is so high that it can symbolize the culture of a country or a nation (14). These features make it one of the ideal products to be presented as an attraction in tourist destinations (15). One of the other advantages of food when it comes to tourism is its profitability for the host community and, of course, creating pleasure and enjoyment for tourists as guests (16). Eating high-quality foods is a fundamental factor in tourists’ experinece (17). In addition to the importance of tourists’ experiences, food costs also account for a significant part of travel expenses. As a result, it constitutes between a quarter and a third of their total expenditure (18). Food tourism includes activities related to tourists’ nutrition, such as buying and eating local food products or related products. However, we believe that the collection of food from the host farms and the experience of cooking food by tourists together with the host community can also be part of food tourism. Food tourism is more than a typical buying and selling relationship. In addition to the exchange of money and food, it also involves cultural communication, familiarity with the host’s culture, the host’s knowledge of the guest’s culture, and supplier hospitality.



1.2. Local food

Local food can be considered as eating a special food in a special tourist destination, which is a different traditional cultural experience due to the uniqueness of the food and the environmental conditions of serving the food (19, 20). According to their national, regional, and individual identities, these specialties can strengthen the image of a destination in the minds of tourists (7, 21, 22). Local food also leads to cultural exchanges between the host community and the visitors, as characteristics such as cultural and environmental authenticity can be recognized in local cuisine (13). When a specific place is chosen as a tourist destination, it is necessary to test the local food of that destination to meet the dietary needs of tourists and their requirements for local experiences (23). Recently, there has been an increase in tourists’ interest in local food in holiday destinations (11). Survey results showed that among tourists visiting the Asia-Pacific region, 90, 87, and 79% seek to experience famous local food, local street food, and unique cultural food, respectively (24). From our point of view, local food can be considered food that has a different taste, ingredients, feel, and experience for tourists compared to the food they have eaten before. New feelings and experiences are achieved both because of the type of food and the special conditions of being in a new environment, which represents a new kind of culture for tourists.

Most of the primary studies on tourist food have been conducted on wine consumption (10). Getz and Brown (25) have investigated the amount and type of wine demand among tourists. Stewart et al. (26) have provided suggestions for tourism development in Canada by examining the fundamental problems related to wine and culinary tourism. The impact of food on tourists’ satisfaction with their travel and experiences at a destination has been confirmed; however, the issue of local food consumption and tourist behavior remains underexplored (4, 27). It is necessary to study food tourism from other angles. One of these interesting aspects is the investigation of the thoughts, attitudes, and behavioral intentions of tourists about these foods. Our better understanding of tourists’ intentions and behaviors will lead to better and more comprehensive food planning in the future.



1.3. Theory of planned behavior

TPB (28), an advancement of Fishbein and Ajzen’s rational theory (29), is one of the most famous theories for studying behavior. This theory is an elementary framework for explaining individual behavioral reasons (30). Smarkola (31) argued that in TPB, three variables - perceived behavioral control, mental beliefs, and attitude – have an indirect effect on behavior. The value of TPB lies in considering the relationships between individual, social, and environmental dimensions to explain people’s behavior (32). In this model, behavior is influenced by intention. Other studies show that behavioral intentions are the result of attitude, SN, and PBC (33–35). Due to the general application of this model, extensive studies have been conducted using the TPB on various topics.

Eating local food is one of the pleasures of traveling. To understand the behavior of tourists in a destination, we must know the hedonic factors (36), because identifying these factors along with understanding the values, attitudes, and beliefs of tourists helps greatly in investigating their behavior (37, 38). To understand and predict the future behavior of tourists in a destination, it is necessary to check the conditions under which local food is used by tourist (36). Therefore, food tourism or food and tourism as a main topic has been the concern of many researchers (20, 39, 40), with many of these authors believing that better decision-making in areas such as marketing and customer relationship management requires a correct understanding of tourists’ eating behaviors and preferences (41) and customer relationship management (42). The TPB is one of the models that is widely used in the analysis of people’s behavior and intentions in different fields. We have also used this model to investigate the intention of tourists toward local food. The existence of the intention variable as well as the important variables of attitude, subjective norms, and perceived behavioral control in this widely used model is one of our basic reasons for using this model. Figure 1 shows the original TPB model. To increase the explanatory power, a risk perception (RP) variable was added to the original model.
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FIGURE 1
 Research framework.



1.3.1. Attitude

Attitude indicates the positive or negative appraisal of behavior in a state (43). Attitude is the first TBP variable that affects behavioral intention (44). Any behavior is more likely to occur when a person has a positive attitude toward it (28, 45–49). On the other hand, if a person finds it useful to do something, they do it, and if they find the behavior harmful, they refuse to do it (50). People’s attitude is composed of two related components: emotional and cognitive (51). The emotional part of attitude is related to people’s feelings, and the cognitive component of attitude is related to people’s beliefs (52, 53). Thus, we will also examine attitude in tourists as an essential variable in the TPB.



1.3.2. Subjective norms (SNs)

The second variable that affects people’s intentions is their subjective norms. SNs are influenced by the approval or disapproval of individuals (28, 51, 54). SNs indicate how much each person values the opinions of others in the expression of their behavior (28, 55). People’s behavior is often influenced by what others do, and this influence is greater than that of those with whom they have a close relationship (28, 43, 51). Kim and Chung (56) show that SNs are influenced by the behavior and speech of important people in each person’s life. These include family members, friends, and coworkers. SNs are affected by social norms and perceived social pressure to approve or disapprove of a behavior (57). Eating behaviors and intentions in tourist destinations are usually performed in the presence of others. In other words, tourists usually travel in groups. Tourists’ SNs toward local food consumption may be influenced by their fellow travelers’ behaviors. It is necessary to check the effect of SNs on tourists’ behavioral intentions and behaviors.



1.3.3. Perceived behavioral control (PBC)

The next variable predicting intention in the TPB is PBC. PBC is people’s perception of their abilities for the comfort or difficulty of performing a behavior, which can be the result of successful and unsuccessful experiences in this field (28, 51). On the other hand, PBC refers to a person’s perception of how comfortable or challenging it is to perform a behavior (32, 58). Although it is not always possible to have complete control over opportunities, resources, time, knowledge, and skills, these factors affect a person’s intention to perform a behavior (44). If individuals have more control over their behavior, they are more likely to engage in it (57). In this study, we try to explain the role of PBC in the intention toward local food, and we believe that if people have more control over their behavior, they will more easily express their intention to consume local food.



1.3.4. Intention

In the TPB, a person’s intention to do or not do a behavior directly influences the behavior (43, 51, 59). This variable refers to a conscious plan or decision to act and attempt to behave (28). Intentions are predicted by three key factors: attitude, SN, and PBC (59). The intention of each person has a direct effect on their behavior, and this relationship also applies to the TILF. Therefore, investigating the intention of tourists will be an important issue in predicting their eating behavior. In this research, TILF is the dependent variable.




1.4. Extension of TPB

The author argued that new components and relationships will improve this theory (60). The development of the TPB model helps to increase the explanatory power of the model in predicting behavior (28, 61). Other researchers have developed it in different fields and statistical samples to increase the predictive power of this model (44, 62–65). Other studies have also developed this model in the field of tourist eating behavior and intentions (23, 66–70). Here, we attempted to use the extended TPB by adding RP to investigate the TILF towards local food in Iran.


1.4.1. Risk perception

Risk perception refers to a person’s subjective beliefs about the likelihood of a hazard occurring or its severity, timing, and consequences, which may or may not be reasonable (71). RP is a person’s estimate of the probability of a threat and its severity, which usually depends on how people perceive the situation and conditions of the danger (62). This variable is a mental structure. In this specific situation, RP shows whether tourists are afraid of the food they eat or think about how harmful eating this food could be for their health (44). Therefore, RP is an effective variable in people’s decisions when consuming a particular product (71). RP can be considered a strong predictor of intentional behavior (72).

The nature of tourism activities, both during the trip and at the destination, is associated with risk. Therefore, various interpretations of RP have been presented in the tourism and travel literature. The meaning of RP in travel is the awareness of tourists about the uncertainty and potential negative consequences of consuming travel and tourism offers (73, 74). According to Chew and Jahari (75), RP represents the thoughts of tourists about the risks during the trip, which may influence their travel decisions. Food safety, financial, weather, social, physical, psychological, health, service quality, cultural, environmental, and political factors are various categories of perceived risks during travel (73, 76–80). In a few other studies, RP includes physical or health risks (the possibility of catching an infectious disease, epidemics, food safety, and accidents), psychological risks (personal satisfaction from the travel), equipment risks (equipment-related or organizational problems), time risks (the trip could be a waste of time), and social risks (a change in the attitude of friends and relatives toward the tourist due to the trip) are categorized (81–83). Choi et al. (84) have classified the risks related to tourists’ eating habits into health, hygienic, environmental, and socio-psychological risks.

The RP variable has been added to the original TPB model. This is due to the specific characteristics of local food. Also, this is offered only in some special destinations. Tourists may feel threatened when they eat food for the first time in an unknown and new destination. The mentioned cases show the importance of the RP variable in the study of tourists’ intentions. Another reason for adding this variable is the use of other previous studies (23, 84). The higher tourists’ RP of local food, the lower their willingness to consume it. This issue has also been reported in previous studies. We also expect that tourists’ RP will have a negative effect on their intention to consume local food.




1.5. Literature review

Sparks (85) investigated wine tourism with the TPB model and concluded that SN and PBC affect tourists’ travel intentions for wine consumption. In addition, television programs and the Internet were important sources of information. Bond et al. (86) argued that, among the TPB variables, attitude has the greatest impact on behavior. The relationship between tourists’ attitudes toward food services/products and their behavioral intentions is usually a direct one (87, 88). The research findings of Karim et al. (89) showed that the relationship between the variables of tourists’ travel satisfaction and their willingness to recommend and revisit Malaysian food with a positive attitude is direct and significant.

Choi et al. (84) investigated the impact of consumers’ RP toward street food and its effect on their attitude toward this type of food and behavioral intention. This study found that perceived risk negatively affects consumer attitude and behavioral intention toward street food. Akkuş and Erdem (90) used the TPB model to investigate tourists’ intention toward food consumption while traveling. They showed that food tourists’ intention can be predicted simply by their attitude and SN values. However, PBC showed no effect on intention. In another study, the key motivations of the participants in a food and beverage exhibition in England were investigated. According to the results, the influence of attitude, SN, and PBC on the subjects’ intention to consume food and drinks in this exhibition was confirmed (66).

Samdin et al. (91) concluded that RP is one of the main concerns of ecotourists when deciding on a destination and affects their decisions during the trip. According to the results, RP affects tourists’ decision-making, so the priority of health and safety information is the strongest predictor. Based on the TPB, Horng et al. (67) investigated the behavior of food festival visitors. The results show that the effect of attitude, SN and PBC on visitors’ intention toward food consumption was significant. The study was most relevant to a research conducted by Zhang et al. (23) in China. This study also examined the factors influencing Chinese domestic tourists’ intention to consume local food based on the extended TPB. Their results show that attitude, SN, and PBC have positive effects on domestic tourists’ behavioral intention to consume local food. In addition, RP has a negative relationship with behavioral intention. The study by Vesci and Botti (70), which used the developed TPB, evaluated the main characteristics of local Italian culinary festivals and their effects on the attitude of visitors. The results show that food and beverage quality, staff service, and information strongly determine the participants’ attitude toward local festivals and their intention to revisit them.

Memon et al. (92) investigated the factors influencing the intention of international students to consume local food in Malaysia. According to the results of this research, the three variables of attitude, subject norms, and PBC significantly affect students’ behavior toward Malay food consumption. SN, as the strongest explainer, had the highest impact on students’ behavior.

Prapasawasdi et al. (93) revealed that attitude, SN, perceived value, and expectation factors of Thai tourists had a positive effect on how they perceived local food information.

By adding the variable of health consciousness to the TPB, Shin et al. (68) investigated the intention of consumers toward government-branded food products. The results indicate that consumers’ attitude, SN, and PBC significantly predict their intention to consume local food. However, the effect of health consciousness on consumers’ intention was not found. In research by Su et al. (69), the TPB model was used by adding two factors - food travel motivation and destination food perspective - to understand the behavioral goals of diners toward food tourism. The findings empirically show the relationship between motivation, attitude, and behavioral intention. It supports food tourism. Attitude mediates the relationship between travel food and food consumption motivation at the destination with behavioral intention. Hamid and Azhar (94) revealed that consumers’ behavioral intention to order food and beverages during COVID-19 was affected by three variables, attitude, SN, and trust, and that the effect of PBC on behavior was insignificant. Dedeoğlu et al. (95) showed in their study how international tourists’ local food consumption intentions are affected by the main variables of the theory of planned behavior (TPB). According to the results, attitude toward local food and perceived behavioral control have a positive and significant effect on the intention to consume local food.

The attitude of tourists toward local food has been investigated using other models. Another study has shown that the attitude of tourists toward local food is influenced by taste and quality, health, price, emotional value, and food prestige value (27).



1.6. Research gap

The literature review related to the topic of this research shows that only two studies by Dedeoğlu et al. (95) and the study by Zhang et al. (23). The rest of the studies are in fields close to this topic. For example, examining the relationship between the variables of tourists’ travel satisfaction and their greater willingness to recommend and visit again with a positive attitude toward local food is one of these cases. Some of these studies have focused on the intention to consume government-branded food, street food, or beverages. Some other studies have been conducted in statistically different communities than tourists, such as international students in the host country. A number of other studies have been conducted to investigate the intention or attitude of visitors to festivals and food exhibitions.

The attractiveness of local food and the intention of tourists to consume these products are so great that the limited number of studies mentioned in this field does not seem sufficient. This shows that we are still facing a lack of comprehensive research in the field of scientific literature related to this issue. The current research is an attempt to fill a part of the deep gap that exists regarding local food.



1.7. Hypotheses of the original and extended TPB models

We have proposed five hypotheses H1–H3. These hypotheses are presented based on the variables of the original TPB model and the relationships among these variables. Also, based on the information provided about the RP of the extended TPB model, the H4 hypothesis is proposed (Figure 1). The hypotheses are formulated as follows:


H1: Tourists’ attitude has a positive and significant effect on TILF.

H2: Tourists’ SN has a positive and significant effect on their TILF.

H3: Tourists’ PBC has a positive and significant effect on their TILF.

H4: Tourists’ RP has a negative and significant effect on their TILF.
 




2. Methodology


2.1. Study area

The study area in the current research is Lorestan, a province in western Iran. The research was conducted in 2021. Lorestan province is located between the latitudes of 32° 30′ and 48°1′ N and the longitudes of 55°17′ and 61° 15′ E. The surface of this province is 28,064 km2 (44). Figure 2 displays its location.

[image: Figure 2]

FIGURE 2
 Survey locations for the study (12).




2.2. Samples, sample size determination, and sampling

The samples of this research include tourists who have traveled to areas of Lorestan province where local food is served. For better distribution of samples in terms of time, the middle month of each season in 2021 was selected. Samples were therefore taken in February, May, August, and November. According to the tourist office of Lorestan province, the number of these tourists was estimated to be 110,000. Using Cochran’s formula, the number was estimated at 300. However, 313 questionnaires were completed for greater accuracy. For better spatial distribution of the samples, five cities from the north, south, center, west, and east were selected from 10 cities in Lorestan province. Two local food restaurants were selected from each city. Then, approximately 30 tourists were selected from each restaurant during the mentioned months. Data were collected through a questionnaire and face-to-face interviews with tourists.



2.3. Measurements

A survey questionnaire was designed that consisted of the following two parts: (a) tourist demographics, (b) questions related to measuring the variables of attitude (4 items), SN (3 items), PBC (3 items), intention (3 items), and RP (3 items). All items were measured with a 5-point Likert scale (96).



2.4. Reliability and validity of the questionnaire

We asked a team of tourism office employees and tour guides to identify the flaws in the questionnaire. Therefore, before entering the interview stage with the samples, the validity of the questionnaire was confirmed by this team. The reliability of the scales used in the questionnaire was also confirmed by the value of Cronbach’s alpha coefficient, which was above 0.7. The suitability of the collected data for structural equation modeling (SEM) was done using confirmatory factor analysis. Table 1 shows that the goodness of fit evaluation indices are sufficient in both measurement models.



TABLE 1 Summary of goodness of fit indices for the measurement model.
[image: Table1]

Table 2 shows the diagnostic validity results. The mean of the variance extracted for the research structures (0.81 < AVE < 0.87) was greater than the correlation between them (0.52 < r < 0.78). This result showed that the diagnostic validity of the structures in the proposed research model was confirmed.



TABLE 2 Correlations with the square roots of the AVE.
[image: Table2]



2.5. Data analysis

The collected data were analyzed with SPSS20 and Smart PlS software. In the descriptive statistics, the demographic and travel characteristics of tourists are described using statistics such as frequency and percentage. SEM is one of the statistical techniques suitable for investigating the relationship between several variables in a model (97). We also used this method for hypothesis testing on both models. This analysis was done using PLS software. The main reason for using SEM is that this is a complete method to test the hypothesis of a study. The second reason for using this method is that we can report the measurement error (98). In this method, the relationship between hidden and observed variables, and also among some hidden factors are investigated by determining the intensity of their internal relationships in the set of equations (99).




3. Results


3.1. Tourist demographics

The demographics of tourists are presented in Table 3. Women are 12.4% more than men. A little more than a quarter (26.5%) of tourists are between 36 and 45 years old. Only 17.9% are over 55 years old. Married tourists travel more than single tourists to this area (66.1 to 33.9%). Approximately 60% of tourists have a bachelor’s degree or higher. Only 3.5% are illiterate. Compared to other occupations, private sector employers are more receptive to the study area as a tourist destination (42.5%). The monthly household income of approximately 47.3% of tourists is between US $300 and $500.



TABLE 3 Tourist demographics (N = 313).
[image: Table3]


3.1.1. Measurement model

The appropriateness of the two original and extended models in this study was validated by confirmatory factor analysis (CFA). The results in Table 4 show that both models have an appropriate fit. The t-values for all the standardized factor loadings (λ) in all the selected indicators show that the relationships between all indicators and each related construct are significant (with a 0.01 level of error and p < 0.01). Based on these results, the selected indicators were confirmed in each of the measurement models. In other words, appropriate indicators were selected to measure the latent variables of both models. Table 4 shows that the values of AVE, CR, and α are greater than 0.5, 0.6, and 0.7, respectively. These results confirm the convergent validity and reliability of all the latent variables in the proposed model (Table 4). The comparison of all models’ goodness of fit indices with respect to the recommended value also indicates the appropriate goodness of fit of both models (see Table 1: SRMR <0.10, D_G1 > 0.05, D_G2 > 0.05, NFI > 0.90, RMS_Theta ≤0.12).



TABLE 4 The goodness of fit of the models.
[image: Table4]



3.1.2. Structural model

The results related to the validation of both models have been presented in paragraph 3.4.1. After validating the results of the measurement models, the results of the original and extended TPB models presented below.



3.1.3. Original TPB model

The results of Figure 3 show that the variables of attitude, SN, and PBC can explain 87% of the variance of c TILF (Figure 3). All three variables are positively and significantly correlated with this variable. These variables, in order of importance, are attitude, SN, and PBC are important in order. Based on these results, the hypotheses of the original model (H1–H3) are confirmed (Table 5).

[image: Figure 3]

FIGURE 3
 Original TPB structural model with standardized path coefficients.




TABLE 5 Hypothesis research results and structural models.
[image: Table5]



3.1.4. Extended model

The results of Figure 4 show that in the developed model, 87.8% of the variance was explained by TILF. The effect of RP on TEF is significant. The value of the T-Values for this variable is more than 1.96 (98). The value of the coefficient between the two variables is also negative. The results show that there is a negative and significant relationship between this variable and the TILF (Table 5; Figure 4).

[image: Figure 4]

FIGURE 4
 Extended TPB structural model with standardized path coefficients.






4. Discussion

Many researchers investigating people’s behavior on different topics use TPB. The basic reason is the ability of the theory elements to predict tourists’ intention. Therefore, the original TPB was used to explain TILF. In addition, we tried to develop the explanatory power of the original model by adding the RP variable.

The SEM analysis revealed that attitude, SN, PBC, and RP in the extended model explained 87.8% of the variance of TILF. The findings indicated that these variables explained tourists’ intention. All three variables in the original model were positively and significantly correlated with TILF. The extended model also showed that the RP variable had a negative and significant effect on TILF. Therefore, a new TPB model for the investigation of tourists’ intention was proposed. The results of the hypothesis testing are discussed in the following order:

H1: Tourists’ attitude toward local food has a positive and significant effect on TILF. As the positive effect of the attitude variable on behavioral intention has been reported in other studies (23, 67, 87, 88), the direct impact of this variable on TILF is confirmed in our research. Bond et al. (86) believe that, among the TPB variables, attitude has the greatest impact on behavior. Attitude is a vital explanatory variable in direct intention analysis. This is because the positive or negative attitude of each person toward a topic can be an important intellectual basis for deciding whether or not to choose that topic. This issue may be more apparent in the field of travel food choices for tourists. In addition to having an effect on the health of tourists during the trip, travel food will lead to the creation of an experience and imagination in the minds of tourists. Karim et al. (89) showed that a positive attitude toward travel food increases tourists’ travel satisfaction and their willingness to revisit the destination.

The results of this research show that people’s attitude has a direct effect on their behavioral intention. Educational programs in some media, including TV and Radio can be helpful to change the attitude of tourists to local food in the long term. People’s attitude is changed by making educational programs about local food and broadcasting them in public media such as radio and television in the long term. Some measures to change the attitude of tourists in the short term can be undertaken when tourists arrive in the studied province, such as distributing brochures about local foods in Lorestan province, reliable and healthy stores selling these, etc. One of the fundamental suggestions of this research is the establishment of a food and tourism television channel at the national level that only presents tourist sites, rituals, and customs of Iranian ethnic groups and their regional foods. The study by Vesci and Botti (70) also showed that information strongly determines the participants’ attitude toward local food festivals and their intention to revisit a destination.

H2: Tourists’ SN toward local food has a positive and significant effect on TILF, which is in agreement with the findings of Duarte Alonso et al. (66) and Zhang et al. (23). Memon et al. (92) also reported that the SN variable, as the strongest explainer, has the greatest impact on the behavior of international students to consume local food in Malaysia. Family, friends, travel companions, and influential people in each person’s life determine the strengths and weaknesses of their SNs. Usually, the parents in each family decide the type of food to be consumed on the trip. Improving the parents’ beliefs about local food will have a positive effect on the SNs of their family members. According to Sparks (85), television programs and the Internet are important sources of information to strengthen tourists’ SN. In addition, it is possible to improve tourists’ SN to consume local foods in Lorestan province through a number of activities. These include establishing restaurants that serve local food and drinks, supporting restaurants that are active in selling traditional food, and creating a permanent booth in all tourism exhibitions that introduces local food and local souvenirs from Lorestan province.

H3: Tourists’ PBC toward local food has a positive and significant effect on TILF. The effect of PBC on tourists’ intention to consume local food has been confirmed in most studies (23, 66–68, 95), and not confirmed in some studies (90, 94).

PBC shows the intensity and weakness of people’s control over their intentions and behavior, and the extent to which people can control their behavior toward a specific issue. This variable indicates that a person has sufficient authority to perform or not perform a behavior. The results of this research show that the more people have the choice of their travel food during the trip, the greater their desire to consume local food. This work also shows that the local cuisine of Lorestan province attracts tourists. An important point is the influence of parents on children’s food choices. Usually, in societies like Iran, parents decide the food for the whole family. According to this result, it is recommended to promote the culture of “freely ordering food by each person” among tourists through mass education and media. Another suggestion is that by diversifying the list of local and new food in the restaurants of Lorestan province, the possibility of ordering food is provided to all family members of tourists and travelers. In this case, people can decide which food to choose on their trip. This issue requires training of restaurant owners, hoteliers, and managers of local food distribution centers by the Cultural Heritage and Tourism Organization of Lorestan Province.

H4: Tourists’ RP toward local food has a negative and significant effect on TILF. As mentioned in Section 1.4.1, RP refers to people’s subjective beliefs about the likelihood of a hazard occurring or its severity, timing, and consequences. This variable deals with the level of risk felt by tourists when eating travel food. This unpleasant feeling is caused by their fear of getting sick, the poor taste and quality of food, or the incompatibility of the local food with their food taste. If tourists feel that eating food is dangerous to their health, they will probably refrain from eating it. Even their desire to choose that food will decrease. Samdin et al. (91) argued that health and safety are the strongest Therefore, the results of the present study are not far from reality. Other researchers also confirm this conclusion in their research about local food and other edibles (23, 84). The main recommendation of the current research is to ensure that the local food is healthy and to reassure tourists of its good quality in tourist destinations. It is very important to implement this because many tourists may be experiencing local food for the first time, and the healthiness of these products is unknown to them. Tourism organizations and the Ministry of Health must supervise the preparation of local food in tourist destinations. It is also necessary to provide information about what is offered, such as the presence of raw ingredients, its calorie content, whether it is organic or not, cooking methods, and so on, through brochures or postings on restaurants’ websites. Training restaurant owners about local food and, especially, their cooks to prepare healthy local food can be useful in this field.



5. Conclusion

Unlike in the past few decades, tourist food is no longer a trivial and unimportant issue. This has become a fundamental priority for tourists and tourism service providers. For example, a large part of a tourist’s travel expenses revolves around buying food, and a large part of the income of tourism service providers is obtained from the sale of food. The importance of tourist food and the attempt to answer its ambiguities make clear the need for scientific and comprehensive research in this direction. Also, local foods have become more important for tourists.

In addition, local food has a cultural value for tourists in the study location. By eating local food, tourists experience different tastes and get to know the food culture of the host community. The present research is one of the attempts to investigate the intentions of tourists toward local food. Considering the widespread use of the TPB in analyzing the behaviors and intentions of people in different fields, we also used this model to study the intentions of tourists toward consuming local food. We added the RP variable to the model, considering its importance to the issue of food safety. Few studies have been conducted to investigate tourists’ intention toward local food using the TPB and adding the RP variable. This can be considered one of the innovations of the present study. This was the first research, considering the lack of studies in this area in Iran.

Our recommendation regarding future research prospects is that other researchers conduct studies on tourist behavior using other models, such as the Health Belief Model (HBM) and the Kim and Cho model. Other models may provide different results due to different variables. Examining the intentions of tourists to eat local food by considering their individual variables, such as gender, age, education, income level, and eating habits, is also one of the other recommendations for future research.

It is necessary to mention the limitations of this research. Filling out the questionnaires by tourist can disturb them during eating food. Doing so is not pleasant for a person who wants to enjoy their food. We tried to do this while the tourists were waiting for their ordered food to be ready. For solving this problem, we waited to finish eating food. The second limitation was also related to the collection of the questionnaires. The majority of restaurateurs did not want a researcher to be present in their establishments.

The last limitation was the lack of studies that have exactly investigated tourists’ preferences for local food with the TPB model. To overcome this limitation, we had to use some relatively related studies that are indicated in the literature review section.
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Tourist Frequency Percentage

demographics

Gender
Women 176 562
Men 137 38
Age

Less than 25 a1 141
25-35 65 208
36-45 8 265
16-55 6 208
55 and over 56 179

Marital status

Single 106 339
Married 207 66.1
Education

Tliterate n 35
Primary school 27 86
Secondary school 31 99
High school 56 179
Associate degree 71 27
Bachelor’s degree or higher nz 374
Occupation

Civil servant 109 348
Private sector employee 133 425
Unemployed 7 27

Monthly household income (6,000,000 Toman = US $300)
Less than 6,000,000 116 37
6,000,001-10,000,000 148 473

More than 10,000,000 49 157
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4 Reliability an t Reliability a
Validity Validity
statistics statistics
A, 0856 2363 0857 2394
™ 0877 oy AVE: 0762 o577 912 AVE: 0.762
Atitude CR:0.928 CR:0.928
Atity 0.886 4295 039 086 4402 10806
Attty 0873 075 0873 4108
SN, 0846 2703 AVE:0773 0847 2747 AVE: 0773
SN
SN 0.889 50.59 CR:0911 0.889 5005 CR:0911
(Subjective Norm)
SN, 0.900 5954 @0.853 0900 5825 k0853
PBC PBC, 0859 4285 AVE: 0737 0859 4179 AVE:0737
(Perceived Behavioral PBC, 0.889 46.11 CR:0.894 0.889 4529 CR:0.894
Control) PBC, 0827 2504 @ 0.824 0827 25.8 <0824
- Inten, 0799 2661 AVE: 0,649 0795 2954 AVE: 069
Inten, 0.821 1993 CR:0.847 0822 1890 CR:0.847
Intention
Inten, 0797 3162 @0.730 0799 3237 @0.730
w RP, - - 0.804 2495 AVE: 0661
RP, - - - 0794 1718 CR:0.854

(Risk Perception)
RP, - - 0839 3110 0745
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