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Abstract: Food is an indispensable part of destination tourism resources and attractions, playing a
vital role in the marketing and promotion of the destination. Food can also be viewed as an important
brand that the destination can develop. Yangzhou has been listed as a UNESCO Creative City of
Gastronomy since 2019, and the government aims to enhance the food brand for the city. This
study attempts to assess the impact of a destination’s food brand equity on tourist satisfaction and
travel intentions, and to evaluate the potential of developing food tourism. Questionnaires were
conducted with 481 tourists, followed by semi-structured interviews with 29 tourists. A structural
equation modelling analysis addressed the positive relationships among destination food brand
equity, tourist satisfaction and travel intentions. A qualitative analysis contributes to further clarifying
the relationships of the model. Implications for theory, research and practice are discussed.

Keywords: brand equity; tourist satisfaction; travel intentions

1. Introduction

As a medium for tourists to learn about the local culture, and an important part of the
tourist experience, food is inextricably linked to tourism [1–3]. Nowadays, more and more
tourists are motivated to travel by food, which influences their choice of destination [4–6].
As one of the tourist attractions of a destination, food is the material basis for tourism
activities, offering novel experiences and opportunities for enjoyment during a visit [7,8].
In addition, food is also a tourism product that can enhance tourists’ sense of experience of
the destination, playing an important role in influencing tourist satisfaction [9,10]. Local
cuisine influences tourists’ choice of destination and plays an important role in creating
destination uniqueness [11]. From the perspective of tourism development, local cuisine
has great potential to improve the competitiveness of the destination [12,13]. Food tourism
is now an integral part of the destination marketing strategy [13]. In order to develop
tourism and contribute to the economic prosperity of the region, destinations are developing
differentiated products and building competitive advantages to attract tourists [12].

Existing research shows that building a destination brand has become a key to at-
tracting domestic and international tourists [14,15]. Research on brand management in the
tourism and hospitality literature is identified as a central theme in the tourism marketing
sector of the 21st century [16]. With particular concern to the tourism sector, it is vital for
managers to choose the right marketing strategy that will effectively enhance the brand
equity of the destination [17]. In contrast to other destination brand equity, food brand
equity not only influences tourist attitudes and future behaviours [18], but also leads to
a memorable post-trip experience [19]. Therefore, understanding how food brand equity
influences tourist satisfaction and travel intentions becomes increasingly important.
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In response to the urgency of cities as a necessary collaborative platform for promoting
cultural diversity and sustainable urban development, the UNESCO Creative Cities Net-
work was established in 2004 [20]. The network covers seven fields, including crafts and
folk arts, design, film, gastronomy, literature, media arts and music. In particular, the title
of Creative Cities in Gastronomy has been awarded to 49 cities worldwide, including five
Chinese cities (i.e., Chengdu, Macau, Shunde, Yangzhou and Huaian) on the list for their
excellence in food innovation and creativity. Due to the long history, China’s food culture
has evolved into distinctive local cuisines and corresponding eating habits, leading to a di-
versity of food cultures in general [21]. But from a local perspective, different local cuisines
have their own uniqueness [22,23], so every Chinese city has the basis and potential to build
a food brand [21]. In addition, Yangzhou, as the main birthplace of Huaiyang cuisine, one
of the four major cuisines, has rich gastronomic resources and food culture. Yangzhou was
named a UNESCO Creative City of Gastronomy on 31 October 2019 [24]. Since receiving the
title, Yangzhou has been working to enhance its food branding as a UNESCO Creative City
of Gastronomy, develop its cultural and tourism industry and spread the idea of a creative
city to provide new ideas for urban regeneration and development. Because of the unique
flavours and exquisite skills, the famous Yangzhou cuisine has been favoured by countless
diners. Therefore, Yangzhou cuisine enjoys more advantages and representativeness in
establishing its food brand equity. However, with the impact of globalization, different
kinds of cuisines are flooding into tourist destinations. Local cuisines have been impacted
and homogenization has become more prevalent [25]. There is therefore a greater need
to construct a unified and appropriate destination food brand [26], as well as to further
measure whether food tourism enjoys sufficient development value for the destination.

However, few studies have focused on destination food brand equity from a tourist
perspective; the dimensions of food brand equity and the relationships between food
brand equity, tourist satisfaction and travel intentions remain to be explored. In addition,
no previous research has paid attention to the context of a UNESCO Creative City of
Gastronomy, and whether a UNESCO Creative City of Gastronomy could build a food
brand to accelerate the development of the tourism industry is yet to be researched. It is
crucial for tourism destinations to examine the role of food brand equity in influencing
tourist satisfaction and travel intentions. Therefore, this study employed a mixed-method
sequential explanatory approach, attempts to assess destination food brand equity from
tourists’ perspective and an examination of its relationship with tourist satisfaction and
travel intentions. The purpose was to examine the real development potential of food
tourism destinations, thereby assisting in the establishment of unique food brands for the
destinations.

This study has both theoretical and practical contributions. First, this study expands
the application of brand equity theory by analysing the dimensions of food brand equity
based on tourists’ perspective, using Yangzhou, a UNESCO Creative City of Gastronomy,
as a case study, which contributes to understanding the brand equity of the UNESCO
Creative City of Gastronomy. Second, this study contributes to the tourism literature by
providing a model to assess the relationship between brand equity dimensions, tourist
satisfaction and travel intention. Third, this study employed a mixed-method sequential
explanatory approach using qualitative data to support quantitative data and provide a
more comprehensive assessment of the theoretical model. Finally, this study can provide
guidance for the development of Yangzhou’s food brand and management insights for
other UNESCO Creative Cities of Gastronomy.

Based on the above, this study is organized as follows. It first critically reviews
the existing literature related to brand equity, as well as the relationships between food
brand equity, tourist satisfaction and travel intentions. Next, the methodology adopted
for this study is discussed following the results and discussions. Then, conclusions and
implications of the research findings are presented. Last, this study discusses the limitations
and suggestions for future research.
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2. Theoretical Background and Hypotheses’ Development
2.1. Brand Equity

Aaker considers brand equity as “a collection of brand assets and liabilities” related
to consumers’ perceptions of the brand name, symbols or values offered by a product or
service [27] (p. 15). Keller defines brand equity based on the consumer perspective as
the differentiated reflection of marketing activities resulting from consumers’ knowledge
of a brand that enables them to differentiate a particular brand’s product from others of
the same type [28]. Brands add intangible and emotional value to a product or service,
which influences consumers’ perception of the brand message and therefore their decisions.
Consumers are more receptive to brand extensions when the brand has positive equity [29].
In other words, brand value is a sign that influences not only consumers’ perception of
value, but also their behaviour towards their expectations by conveying value, perceived
risk and familiarity with the brand image [30].

Several scholars have identified the dimensions of brand equity. Aaker classifies
the dimensions of brand equity as brand image, perceived quality, brand loyalty and
brand awareness to increase customer satisfaction, which is beneficial to the company’s
growth [27]. Oh and Hsu proposed that brand value has several dimensions, including
brand awareness, brand loyalty, brand image, perceived quality, utilitarian value, man-
agement trust, brand choice intention and brand reliability [31]. Horng et al. studied the
relationships among the sub-dimensions of brand equity chosen by foreign tourists, such as
brand loyalty, brand image, perceived quality and brand awareness [19]. Liu investigated
the interrelationships between brand assets, and suggested that brand image mediates
between brand awareness and utilitarian value [17]. These qualitative and quantitative
studies have focused on or extended different aspects of Aaker’s concept [32], and his
theory has been widely applied to research in a variety of fields such as hotels [33,34],
tourism [35,36], destinations [37,38] and retail [39,40].

Brand equity is considered to be an important factor in creating a competitive advan-
tage in the market and differentiating marketing strategies [34,37,41]. As the importance
of brand equity increases, its field of application extends from marketing strategies to
travel intentions for tourism and hospitality destinations. Several scholars have identified
brand equity significance for tourism destination management [36,38,42]. It remains to be
explored whether culinary brand equity generates positive marketing effects in the context
of a UNESCO Creative City of Gastronomy, and how to determine the scale of the brand
equity.

Food is one of the research objects in the field of tourism and destination studies. The
uniqueness of Yangzhou’s food enables tourists to distinguish Yangzhou from other tourist
cities. According to a survey conducted by the Yangzhou Municipal Government, 43.64%
of the interviewees come to Yangzhou for the main purpose of traveling to taste food [43].
After Yangzhou was awarded the title of UNESCO Creative City of Gastronomy, 63.64% of
the interviewees increased their willingness to travel to Yangzhou, and 29.09% generated
their willingness to travel to Yangzhou [43].

The recognition of UNESCO has had a significant positive impact on the World Her-
itage Site, and provided direction for building and developing its brand [44,45]. The
Creative Cities Network project a city’s cultural assets onto a global stage. There is a trend
within the network for cities to use membership of the UNESCO Creative Cities Network
as a quality label for themselves, to attract financial flows and to improve their position
in global city rankings [46]. The UNESCO Creative City’s designation enhances a city’s
soft power, builds its image and attracts domestic and international resources [47]. In the
process, those cities named as Creative Cities of Gastronomy for food have a unique ad-
vantage to grow in the tourism industry by creating food brands. However, the challenges
to be managed in a destination’s food brand involve the absence of centralized control
over products and services delivered by numerous restaurants to individual tourists. The
proactive coordination through a government has been reported to provide benefits [48].
Research has shown that becoming a UNESCO Creative City of Gastronomy helps to
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promote the culture of a destination through food, enhances the image of the destination
and ultimately creates economic, cultural and social value for the city [49]. Yılmaz et al.
showed that joining the UNESCO Creative Cities Network increased the reputation and
visibility of gastronomic cities [50]. Pearson and Pearson noted an increase in the number
of gastronomic tourists in cities that were awarded as a UNESCO Creative City of Gas-
tronomy [49]. It is therefore of significant value to explore what impact food brand equity
of a UNESCO Creative City of Gastronomy has had on tourists. This study attempts to
evaluate the specific value of food as a destination brand asset and its role in relation to
visitor satisfaction and travel intentions by adopting Aaker’s dimensional division of brand
equity [27].

2.1.1. Brand Image

Brand image refers to the perception of a brand in the minds of consumers, which
is regarded as the rational or emotional perception of a specific brand by consumers [51].
Lassar et al. suggested that brand image is more popular than any other social aspect [52].
Brand image has also been identified as an important source and a key aspect of brand
equity [28,33,38]. Cai argues that brand image building is an important component of the
destination brand model [53]. Tourists create an association that combines brand image
with perception, which creates a specific brand image [54]. Gartner states that the more
familiar consumers are with a brand, the higher the brand equity will be [55]. At the
same time, the more unique and favourable images consumers have in their memory, the
stronger their association will be with that brand. Tourism destinations make extensive use
of imagery in promotional materials to raise awareness of the characteristics that distinguish
them from their competitors. This study speculates that the food brand image constructed
by a UNESCO Creative City of Gastronomy may become an important component of food
brand equity. Consequently, the first hypothesis was proposed:

H1: Brand image positively influences the brand equity of a UNESCO Creative City of Gastronomy.

2.1.2. Perceived Quality

Perceived quality is one of the important dimensions and an important attribute of
brand equity [28,32,52]. Lewis and Chambers define perceived quality as a visitor’s judge-
ment that is derived from a comparison between the visitor’s expectations and perceptions
of service performance [56]. Tourism researchers often use perceived quality as a way
to conceptualize brand equity [37,57,58]. According to Huang and Huang, destination
brand perceived quality, the subjective judgement and satisfaction level of tourists towards
the brand, is a comparison between the quality tourists expect from a destination before
they arrive and the actual perceived quality developed after a series of travel experiences
once they arrive, and is a subjective judgement and satisfaction level of tourists towards
the brand [59]. Low and Lamb state that a high-quality brand can promote consumer
purchases and influence tourists’ preferences [60]. Konecnik and Gartner identify brand
quality as the main dimension of tourist-based brand equity in tourism destinations [38].
In addition, studies have also shown a positive relationship between perceived quality and
tourist travel intentions [61]. In a UNESCO Creative City of Gastronomy, the ability of
food consumption and food tourism experiences to meet visitor expectations is a measure
of perceived quality, as well as a key component of a destination’s culinary brand equity.
Accordingly, the following hypothesis was formulated:

H2: Perceived quality positively influences the brand equity of a UNESCO Creative City of
Gastronomy.

2.1.3. Brand Awareness

Brand awareness is a fundamental component of brand equity [27,35,51], which reflects
the prominence of a brand in the minds of tourists [32]. Recalling and understanding the
brand have a significant impact on tourists’ choices [62]. Destination marketing aims to
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increase tourists’ awareness of a destination through advertising and the creation of a
unique brand [63]. Aaker states that brand awareness is an ability that tourists identify
a brand, which can have an impact on their decision making [27]. The higher the brand
awareness is, the more dominant it will be in the market [64]. In addition, Xu and Mo found
that tourism destination brand awareness has a significant impact on destination brand
equity [65]. In addition, brand awareness is considered to be the first step in building brand
equity and it further contributes to increase brand equity over time [66,67]. Increasing
brand awareness among visitors to a UNESCO Creative City of Gastronomy will help
increase the destination’s gastronomic brand equity. Brand awareness is an important
component of food brand equity. Therefore, an hypothesis was formulated as follows:

H3: Brand awareness positively influences the brand equity of a UNESCO Creative City of
Gastronomy.

2.1.4. Brand Loyalty

Brand loyalty, a core component of brand equity, is defined as the attachment of
tourists to a brand [27]. Lassar et al. state that brand equity arises from consumers’ trust
in brands over their competitors [52]. This trust translates into consumer loyalty and
their willingness to pay a premium for the brand. The concept of loyalty is widely used
in marketing strategies to measure consumers’ willingness to make repeat purchases or
referrals [68]. However, the study of destination brand loyalty in the tourism, hospitality
and leisure industries only began to be mentioned a decade ago. Destination brand loyalty
has become an important topic for scholars to explore its relationship with perceived value,
brand quality and consumer engagement [37,69]. The main goal of destination brand
management is to build tourists’ loyalty. Brand loyalty benefits travel destinations in that
tourists may revisit or recommend the destination to other potential tourists, such as friends
or family [70]. Thus, brand loyalty, a core component of brand equity, measures the extent
to which visitors are emotionally attached to the brand of a UNESCO Creative City of
Gastronomy [62]. Thus, the following hypothesis was proposed:

H4: Brand loyalty positively influences the brand equity of a UNESCO Creative City of Gastronomy.

2.2. The Impact of Brand Equity on Tourist Satisfaction and Travel Intentions

Satisfaction refers to the fact that satisfaction will increase when the expectations are
met, namely a product or service meets or exceeds consumers’ expectations [71]. Tourist
satisfaction is closely related to brand equity [72]. Iglesias and Guillen analysed the impact
of quality and price on customer satisfaction and found that customers’ perception of quality
had a significant influence [73]. Keith et al. argue that tourists’ perceived quality of a brand
can satisfy their own needs and generate repeat purchase behaviour [74]. At the same time,
brand awareness helps to encourage tourists to buy brand products, increasing the status
of the brand in their minds [32], and their ability to distinguish and identify brands [14].
When brand awareness is high, the demand for that particular brand increases [75]. Based
on these studies, higher food brand equity can be obtained from the brand image, perceived
quality, brand awareness and brand loyalty, which is likely to increase tourist satisfaction.
Hence, the following hypothesis is presented:

H5: Brand equity of a UNESCO Creative City of Gastronomy positively influences tourist satisfac-
tion.

Tourists’ travel intention is the result of tourists’ perception from the tourism experi-
ence [76]. As interest in the food resources of tourist destinations increases, gastronomy
plays an increasingly important role in enhancing the differentiation of tourist destina-
tions and increasing the willingness of tourists to visit the destinations [77]. According
to statistics, food has become one of the most important reasons for Yangzhou to attract
foreign tourists. Therefore, it is crucial to specifically explore the impact of Yangzhou food
brand equity on tourist travel intentions. Camarero et al. argue that tourist destinations
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aim to create a unique and effective image and identity to encourage loyalty intentions
among tourists so that these tourists become loyal [36]. When a brand image is created and
generally accepted in the minds of tourists, it leads to a range of positive effects, generating
positive expectations of quality, reliability and trust, which are then transferred from the
brand image to travel intentions [77]. Murphy et al. argue that perceived quality can have a
positive impact on perceived tourism value and travel intentions [78]. Kim and Kim argue
that brand awareness is an important factor in generating an important prerequisite for
tourist value and contributing to brand equity [33]. Lin studied consumer travel behaviour
and demonstrated that brand loyalty positively influences travel intentions [62]. In sum-
mary, there are positive relationships among all four dimensions of the food brand equity
of a UNESCO Creative City of Gastronomy and tourist travel intentions. Consequently,
this work proposes the following hypothesis:

H6: Brand equity of a UNESCO Creative City of Gastronomy positively influences tourist travel
intentions.

2.3. The Impact of Tourist Satisfaction on Travel Intentions

A review of previous research has shown that tourist satisfaction has a significant
impact on increasing travel intentions [79]. Ravald and Grönroos identified tourist satis-
faction as one of the most important factors in generating travel intentions, with satisfied
tourists generating a greater degree of travel intentions than unsatisfied tourists [80]. Chi
and Qu used Eureka Springs, Arkansas, USA as a case study to investigate the structural re-
lationship between destination image, attribute satisfaction, overall satisfaction and tourist
travel intentions, and found that destination image has an indirect effect on tourist travel
intentions mainly through the mediating role of attribute satisfaction and overall satisfac-
tion [81]. Tourist satisfaction can increase travel intentions towards a brand and generate
repeat purchase intentions [79,82]. From a food tourism perspective, maximising tourists’
satisfaction with a UNESCO Creative City of Gastronomy is a key factor in ensuring travel
intention. Therefore, the following hypothesis was proposed:

H7: Tourist satisfaction of a UNESCO Creative City of Gastronomy positively influences tourist
travel intentions.

In summary, a research model of the relationship among brand equity, tourist satisfac-
tion and travel intentions can be derived, as shown in Figure 1.
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3. Methodology

This study employed a mixed-method sequential explanatory approach [83], using a
quantitative research approach in the first phase with subsequent qualitative data used in
the second phase to explain the quantitative results. The purpose of the initial quantitative
phase was to validate the relationships between destination food brand equity, tourist
satisfaction and travel intentions. The content of the semi-structured interviews was
analysed during the qualitative phase to further clarify the relationships of the model.
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Using a combination of quantitative and qualitative methods allows for a more complete
analysis of the research problem, where the weaknesses of one method are offset by the
strengths of the other, and can provide more comprehensive knowledge for theory and
practice [84].

3.1. Phase 1: Quantitative Research

In the initial stage, the empirical study used quantitative methods to test the conceptual
model and its hypotheses. The quantitative procedures used in this study are described
below.

3.1.1. Measurements and Questionnaire Design

The questionnaire consisted of three main sections. The measurement scales in each
section were drawn from previous studies for relevant research context and modified to
fit the current study. The first section asked interviewees to indicate their perceptions
of the four dimensions of the City of Gastronomy brand equity: brand image, perceived
quality, brand awareness and brand loyalty. The second section asked interviewees to
rate their satisfaction with the tourism they felt in the City of Gastronomy. The third
section asked interviewees to express their travel intentions for that destination. Each
variable measured a question using a seven-point Likert scale, ranging from completely
disagree = 1 to completely agree = 7. The specific measurement items are shown in Table 1.
The final section examines the demographics of the interviewees, including gender, age
and education level.

Table 1. The final items for the main survey.

Dimension Items References

Brand image

BI1: The actual experience of dining in Yangzhou is consistent with my
impression of Yangzhou cuisine Konecnik and Gartner [38],

Horng et al. [19],
Grace and O’ Cass [85]

BI2: Yangzhou has a rich, diverse, unique and enticing cuisine
BI3: Yangzhou has a rich and long-standing food culture

BI4: A visit to Yangzhou is a great opportunity to sample the local cuisine

Perceived quality

PQ1: Clean and tidy dining environment in Yangzhou Boo et al. [37],
Konecnik and Gartner [38],

Horng et al. [19]

PQ2: Quality restaurant services in Yangzhou
PQ3: Reasonably priced food tours in Yangzhou

PQ4: Yangzhou offers high-quality cuisine

Brand awareness

BA1: Yangzhou cuisine enjoys an excellent reputation Boo et al. [37],
Yoo and Donthu [35],

Oh [86],
Bilgin [87],

Horng et al. [19]

BA2: Yangzhou cuisine enjoys a high reputation
BA3: I can quickly name the typical food of Yangzhou

BA4: When I think of cuisine, I immediately think of Yangzhou cuisine

Brand loyalty
BL1: I would recommend others to come to Yangzhou for a food tour Horng et al. [19],

Arnett et al. [88],
Boo et al. [37]

BL2: I like to come to Yangzhou for food tours
BL3: I am very confident about the future of Yangzhou cuisine

Tourist satisfaction

S1: The travel experience in Yangzhou brought me a high level of
satisfaction

Baker and Crompton [89],
Chen and Tsai [90]

S2: A visit to Yangzhou is a joy
S3: It is a wise choice to visit Yangzhou

S4: My experience in Yangzhou met my expectations

Travel intentions

TI1: I would recommend Yangzhou to others to visit and try Yangzhou
food Lam and Hsu [91],

Yoo and Donthu [35],
Žabkar et al. [92]

TI2: I will actively promote visiting Yangzhou and tasting Yangzhou food
TI3: I hope to come back to Yangzhou to visit and taste the food
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3.1.2. Data Collection

Before the formal research, 100 questionnaires were conducted for a pre-study in
order to determine the reasonableness of the reserved question items. The formal research
was conducted from March to April, 2022, and researchers invited tourists to fill in the
questionnaire near famous restaurants in Yangzhou. Considering the potential impacts
of the COVID-19 restrictions on tourist travel behaviours, the data for this study were
collected over a longer period of time, covering eight weekends from March to April. To
avoid subjectivity in the selection of interviewees, the study adopted the Brunt interval
sampling method (Next-to-pass) [93], where the selected interviewees passed the screening
questions. A total of 500 questionnaires were distributed and 481 valid questionnaires were
returned, with a return rate of 96.20%.

3.1.3. Data Analysis

To test the proposed hypotheses, the study used SmartPLS 3.0 software based on
partial least squares to validate the structural equation model (SEM). Prior to testing the
model, the samples were screened for missing values and outliers and subjected to a
descriptive statistical analysis using SPSS 22.0 software. The reasons for using PLS-SEM
rather than the widely used AMOS software in this study are 1. PLS-SEM is able to estimate
the full range of path coefficients and multiple individual loadings simultaneously, thus
allowing researchers to avoid biased and inconsistent parameter estimates [94]; 2. The
PLS-SEM method does not require the data to obey a multivariate normal distribution
and is able to handle different sample sizes; 3. In contrast to AMOS, which can only deal
with reflective indicators, PLS-SEM is able to deal with two different types of indicators,
formative and reflective [95]. As the brand equity in this study assumes that the brand
equity in the model is a formative indicator, the PLS-SEM method is required.

3.2. Phase 2: Qualitative Research

In the second phase, this study used qualitative interviews to gain more insight into
the quantitative findings from the first phase. Specifically, the aim of study 2 was to
gain a deeper insight of why and how brand equity of the UNESCO Creative City of
Gastronomy was connected to tourist satisfaction and travel intentions. Creswell argues
that the analysis order enables researchers to gain a better understanding by examining
different examples [96].

3.2.1. Data Collection

After the completion of the quantitative questionnaire, the interviewees were invited
to participate in semi-structured interviews so that the researcher could gain a deeper
understanding of the tourists’ thoughts. Specifically, during the data collection of the
questionnaire, each tourist was asked about their willingness to take part in further inter-
views. In total, 29 tourists expressed their willingness to participate in the interview. The
entire interview process was recorded using a tape recorder. The questionnaire provided
semi-structured questions that allowed interviewees to express their views openly (see
Appendix A for details). This study also pre-studied the information gathered from the
semi-structured interviews to assess the fluidity of the questions, refine the wording of the
questions and eliminate any weaknesses in quality. The average duration of the interview
was 25–30 min. According to the rule of theoretical saturation, interviews were stopped
when no more new information emerged [97].

3.2.2. Data Analysis

The audio files obtained from the interviews were transcribed and analysed using
NVIVO 12.0. This study conducted the content analysis of the obtained text data after semi-
structured interviews. A content analysis is a common method of observational research in
a social science that applies to evaluate the symbolic content of all forms of recorded com-
munication systematically [98]. A content analysis can provide qualitative explanations for
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the path relationships of structural equation models that make the researchers thoroughly
understand the quantitative analysis of a Phase 1 [99].

4. Results
4.1. Profile of Samples

In terms of the composition of the sample (Table 2), the proportion of men and women
is 48.44% and 51.56%, respectively, with little difference between the proportions of men
and women. In terms of age, the majority are between 19 and 40 years old, of which 33.26%
are between 19 and 25 years old, 30.15% are between 26 and 30 years old, 15.59% are
between 31 and 40 years old and the rest account for 21.00%. In terms of education level,
the sample was well educated, with 76.51% of interviewees having at least a university
degree, which may be influenced by the expansion of higher education in China [100].

Table 2. Demographic characteristics of sample (n = 481).

Demographic Characteristics f %

Gender
Male 233 48.44

Female 248 51.56
Age 19–25 160 33.26

26–30 145 30.15
31–40 75 15.59
41–50 46 9.57
51–60 32 6.65

More than 61 23 4.78
Education Middle School and below 38 7.90

High School 75 15.59
Associate/Undergraduate Degree 345 71.73
Postgraduate Degree and above 23 4.78

4.2. Common Method Bias

SPSS 22.0 was used for a common method bias test. Common method bias is a
systematic error of artificial covariation between predictor and calibration variables that
seriously confounds study results and potentially misleads conclusions. To ensure that this
study is not affected, both procedural and statistical controls were employed. In terms of
statistical control, this study used the Harman single-factor analysis in the data analysis,
which was designed to ensure that the variance of the data was not explained by a single
factor [101]. The results showed that the variance explained by a single factor was 29.076%,
which was within the acceptable threshold (40%), meaning that a single factor did not
account for most of the variance. Therefore, differences in commonly used methods are not
considered in the data.

4.3. Measurement Model

A measurement model and structural model were used in the two-step approach to
analyse the theoretical model presented in this study. The measuring model was assessed
in order to confirm the formative and reflective constructs. The validity and reliability of
constructs with reflecting measurement model requirements are shown in Table 3 below.
Based on internal consistency reliability, indicator reliability, convergent validity and
discriminant validity, the reflective construct’s reliability and validity were evaluated.

Firstly, as shown in Table 3, Cronbach’s alpha and composite reliability values of the
constructs all exceeded 0.80, which met the criterion of greater than 0.7 [102], indicating
that the scale had a good internal consistency. Secondly, the item loadings of each indicator
are distributed between 0.812 and 0.871, which all meet the requirements of the indicator
reliability test, manifesting that the reliability of each measurement item was high. Thirdly,
the average variance extracted (AVE) of each dimension ranges from 0.674 to 0.724, all
meeting the requirement of greater than 0.5 [103], demonstrating that the quantitative scale
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had a high convergent validity and the reliability of each latent variable was high. Lastly,
based on Fornell and Larcker’s criterion, the correlation coefficients between all latent
variables and other latent variables are less than the square root of each AVE, satisfying
the requirements of convergent and discriminant validity tests (as shown in Table 4) [104].
Therefore, the reflective constructs of the model have a satisfactory discriminant validity.

Table 3. Assessment of the reflective measurement model.

Dimensions Items Loading Cronbach’s
Alpha

Composite
Reliability

Average Variance
Extracted

Brand image

BI1 0.814

0.838 0.892 0.674
BI2 0.833
BI3 0.812
BI4 0.824

Perceived quality

PQ1 0.832

0.861 0.906 0.706
PQ2 0.835
PQ3 0.835
PQ4 0.859

Brand awareness

BA1 0.828

0.873 0.913 0.724
BA2 0.851
BA3 0.871
BA4 0.854

Brand loyalty
BL1 0.861

0.804 0.884 0.718BL2 0.847
BL3 0.834

Table 4. Discriminant validity.

BA BI BL PQ

BA 0.851
BI 0.808 0.821
BL 0.774 0.815 0.847
PQ 0.805 0.801 0.834 0.840

Note: The square root of AVE is shown in bold on the diagonal of the matrix.

In contrast to reflective indicators, formative indicators must avoid high levels of
covariance because it will affect the relevance of weights [105]. The variance expansion
factor (VIF) values for formative indicators ranged from 1.654 to 2.710, which is below the
threshold of 5 [106], indicating that there was no potential co-linearity in the formative
constructs studied. This study investigated the issue of co-linearity between latent variables.
As a result, the evaluation can go on to the structural model since the assessments of the
reflective and formative measuring models are both adequate.

4.4. Structural Model

The endogenous latent variables were evaluated using the explainable variance (R2)
as the basic evaluation criterion. Chin pointed out that when the explainable variance R2
value is greater than 0.33, it has a moderately strong explanatory power [106]. According
to the calculation results of the bootstrapping method in this study, as shown in Table 5,
the R2 values for the latent variables range from 0.746 to 0.772, all of which are greater
than 0.33. Therefore, the structural model has a sufficient predictive validity. The Stone–
Geisser’s Q2 value was calculated using the blindfolding technique to test the predictive
relevance of the model [107]. When the Q2 value of a model is greater than 0, the predictive
relevance of the change model is confirmed. Meanwhile, a bootstrap method based on
5000 resamples was used to test the significance level of the analysis. The t-values in the
measurement model were distributed between 28.956 and 65.394, indicating a high level of
significance of the observed variables. The t-values in the structural model were distributed
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between 3.992 and 61.476, with each path being more significant. The structural results of
the proposed model are presented in Table 6 and Figure 2.

Specifically, brand image was shown to have a positive impact on brand equity, sup-
porting Hypothesis 1 (β = 0.278, p < 0.01). Hypothesis 2 assumes the perceived quality
has a significant impact on brand equity. The results supported Hypothesis 2 (β = 0.291,
p < 0.01). Brand awareness positively influences brand equity (β = 0.292, p < 0.01), sup-
porting Hypothesis 3. In addition, brand loyalty had a positive impact on brand equity
(β = 0.212, p < 0.01), supporting Hypothesis 4. Hypotheses 5, 6 and 7 predicted the rela-
tionship between brand equity and tourist satisfaction as well as travel intentions. The
results supported Hypothesis 5 at β = 0.864, p < 0.01; Hypothesis 6 at β = 0.621, p < 0.01;
and Hypothesis 7 at β = 0.285, p < 0.01.

Table 5. Coefficients of determination (R2) and prediction variance (Q2) of the construct.

Endogenous Latent Construct Coefficients of
Determination (R2) Predictive Relevance (Q2)

Tourist satisfaction 0.746 0.547
Travel intentions 0.772 0.580

Table 6. Results of structural model and hypotheses’ testing.

Hypothesized Relationships Coefficient Results

H1: Brand image → Brand equity 0.278 *** Accepted
H2: Perceived quality → Brand equity 0.291 *** Accepted
H3: Brand awareness → Brand equity 0.292 *** Accepted

H4: Brand loyalty → Brand equity 0.212 *** Accepted
H5: Brand equity → Tourist satisfaction 0.864 *** Accepted
H6: Brand equity → Travel intentions 0.621 *** Accepted

H7: Tourist satisfaction → Travel intentions 0.285 *** Accepted
Note: *** Significant at p < 0.01.
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4.5. Qualitative Insights into the Quantitative Findings

The test results provide empirical data to support the hypothesised paths in this
structural equation model. In order to further elucidate the internal mechanisms of the
path relationships and better interpret the model fitting results, this study is complemented
by a qualitative analysis of the content of semi-structured interviews to make up for the
shortcomings of the quantitative study.

4.5.1. Profile of Interviewees

Table 7 summarizes the profile information about the interviewees who participated
in the qualitative study. In particular, the gender, age, education level and occupation are
described in the table.
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Table 7. Profile of qualitative study interviewees (n = 29).

Number Gender Age Education Profession

1 Female 21 Bachelor Student
2 Male 28 Bachelor Employees of private enterprises
3 Female 37 Postgraduate Teacher
4 Female 19 Secondary studies Student
5 Male 34 Bachelor Freelancer
6 Female 46 Bachelor Employees of private enterprises
7 Male 23 Bachelor Student
8 Female 45 Secondary studies Employees of private enterprises
9 Male 20 Bachelor Student
10 Male 33 Postgraduate Teacher
11 Female 50 Secondary studies Freelancer
12 Female 23 Bachelor Student
13 Female 42 Postgraduate Doctor
14 Male 34 Bachelor Freelancer
15 Male 47 Bachelor Civil Servant
16 Female 38 Postgraduate Employees of state enterprises
17 Female 45 Bachelor Freelancer
18 Male 33 Postgraduate Teacher
19 Male 27 Bachelor Employees of state enterprises
20 Female 21 Bachelor Student
21 Male 20 Bachelor Student
22 Female 46 Postgraduate Civil Servant
23 Male 32 Bachelor Employees of private enterprises
24 Female 34 Bachelor Freelancer
25 Female 26 Bachelor Nurse
26 Female 47 Postgraduate Doctor
27 Male 24 Bachelor Student
28 Male 28 Bachelor Freelancer
29 Female 34 Postgraduate Teacher

4.5.2. The Impact of Food Brand Equity on Tourist Satisfaction

The quantitative analysis of the first phase showed that food brand equity of the
UNESCO Creative City of Gastronomy shows a positive relationship with tourist satisfac-
tion. When tourists perceive and appreciate the destination culinary brand equity, their
satisfaction with the destination travel experience is likely to increase significantly. The
four dimensions of food brand equity, based on the tourists’ perspective, are closely related
to tourist satisfaction.

Food brand image consists of a variety of personal food perceptions that reflect or
do not reflect objective reality [32]. The food brand image of a UNESCO Creative City
of Gastronomy is assessed through physical factors, such as the food characteristics of
the locals or influential events that occur in the destination [108]. Brand image has a
positive impact on tourist satisfaction as it creates expectations prior to the visit and
satisfaction depends on how this expectation compares to the actual visit experience [109].
The following two quotes confirm this finding:

My impression of Yangzhou is that it is a quaint city in the south of the Yangtze River,
with fine cuisine as well as rich and long-standing food culture. During my visit to
Yangzhou, I was very satisfied with the taste of Yangzhou. (Interviewee 9, male, student)

Yangzhou has been featured on many TV programmes and is now the UNESCO Creative
City of Gastronomy. Therefore, visiting Yangzhou is a great opportunity to taste authentic
Huaiyang cuisine. After a few days of tasting, it was really good and lived up to its
reputation. (Interviewee 15, male, civil servant)

Perceived quality in this study refers to the ability of the UNESCO Creative City of
Gastronomy to meet the expectations and needs of tourists to the cuisine. Perceived quality
is a relatively stable perception of the tourism experience that affects the tourist’s experience
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of satisfaction or dissatisfaction over time [110]. Perceived quality is a prerequisite for
satisfaction, and tourists’ satisfaction will increase if the destination meets their original
expectations [111]. It is evidenced in two interviewees’ statements below:

I went to one of the famous old restaurants in Yangzhou, which was bright and cleanly
decorated with local characteristics, which caught my eye when I walked in. I am very
conscious of the hygiene of my meals, so I pay extra attention to the environment of
the restaurant. As it is an old restaurant, I was worried that the facilities might be too
old before coming here, but now it seems I was worry too much. (Interviewee 5, male,
freelancer)

We came here to experience Yangzhou dim sum and the dining environment was very
appetising and the staff were very attentive. In addition to that, the Yangzhou dim
sum has some particularly good dishes such as the thousand-layer oil cake and the jade
dumplings with reasonable price, which I was very pleased with. (Interviewee 19, male,
employee)

Brand awareness reflects a tourist’s knowledge of a UNESCO Creative City of Gas-
tronomy. The higher the brand awareness is, the more dominant the brand will be, which
can further enhance tourists’ perceptions of satisfaction. The following statements from the
interviewees are presented as evidence:

Many people around me know that Yangzhou is the UNESCO Creative City of Gas-
tronomy, and after posting the food here in my WeChat moments, many people have
commented and interacted with me, which makes me feel very fulfilled and happy. (Inter-
viewee 20, female, student)

I came to Yangzhou for food. I really enjoy experiencing the culture represented by
different cuisines. As the home of Huaiyang cuisine, Yangzhou fulfilled my requirement
to experience authentic Huaiyang cuisine. (Interviewee 25, female, nurse)

Yangzhou cuisine is so famous that there are even small restaurants in the city that
specialize in selling Yangzhou fried rice. Many people, like me, must think of Yangzhou
fried rice immediately when they think of fried rice. We were all very happy to have
authentic Yangzhou fried rice on this trip. (Interviewee 2, male, employee)

Brand loyalty is a deep attachment between tourists and a UNESCO Creative City of
Gastronomy, considered to be a reflection of tourists based on the brand experience [112].
Tourists with brand loyalty are more likely to trust a food brand when different options are
available at the same time. Some tourists explained that having chosen a trusted food brand
during their travel to a foreign place enhances the satisfaction that comes with the travel
experience, making it easy to meet expectations and increase satisfaction. It is evidenced in
two interviewees’ statements below:

I once stayed in Yangzhou for half a month and the food I ate during that time is still
unforgettable and very tasty. I didn’t hesitate to choose the local cuisine when I visited
again after so many years, and many old restaurants had the same taste as that in those
days. It was really satisfying to eat the food that I remembered from my heart, and all the
good memories came back to me. (Interviewee 11, female, freelancer)

Recognised by international organisations, Yangzhou cuisine has been featured on many
TV programmes and has become a food capital known almost nationwide, so I am very
confident about the future development of food tourism in Yangzhou. It was a very good
decision to come here now to visit and taste the traditional food. (Interviewee 18, male,
teacher)

4.5.3. The Impact of Food Brand Equity on Tourist Travel Intentions

The previous discussion shows that food brand equity of the UNESCO Creative City of
Gastronomy has a positive influence on tourists’ intentions to visit. The results of the data
analysis indicated that four components of food brand equity were significant predictors
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of tourist travel intentions, namely brand image, perceived quality, brand awareness and
brand loyalty, which is in line with previous researchers’ arguments [37,113].

Brand image, as the perception of a food brand in the minds of tourists [51], plays
a crucial role in tourists’ evaluation of a UNESCO Creative City of Gastronomy, but is
not the only dimension of food brand equity that tourists consider in the evaluation
process [38]. In this study, when the food brand image of the UNESCO Creative City of
Gastronomy becomes popular in the minds of tourists, it is naturally associated with a range
of benefits, like the positive expectations about the destination’s cuisine, thereby increasing
the intention to visit the UNESCO Creative City of Gastronomy [54]. For example, the
following statements were made by two interviewees:

I’ve been intrigued by the food here since I brushed up on Weibo that Yangzhou had
become the UNESCO Creative City of Gastronomy. As I had time during this holiday, I
brought my family along to Yangzhou. (Interviewee 14, male, freelancer)

The internet says that Yangzhou dim sum is particularly good, so we came to sample these
Yangzhou dim sum delicacies as recommended, like jadeite siu mai, big boiled shredded
dried pork and crab yellow soup buns. (Interviewee 23, male, employee)

Perceived quality of food is the result of a visitor’s judgement comparing their expec-
tations of the food experience with their perception of actual service performance [114].
The higher perceived quality of the food brand by tourists can increase their intention to
recommend and revisit [60]. Some tourists explained that having a great dining experience
while travelling makes them more likely to recommend the destination to others and they
would like to come back to visit the destination themselves. One interviewee stated

The food in Yangzhou is really delicious and true to its name, living up to its reputation as
the food capital of the world. I read a lot of reviews before coming and they all recommended
coming to Yangzhou for dim sum, so I was full of anticipation before coming. I enjoyed a
lot of food on this trip and it was worth the trip. I will recommend my friends to come to
Yangzhou. (Interviewee 27, male, student)

Brand awareness plays a key role in tourists’ intention to visit [115]. In this study, the
higher the awareness is, the more dominant the food brand will be, which will influence
tourists to add that food brand to the comparison of the same type of destination choices
and ultimately influence the decision on travel intention [51], as evidenced by the following
two interviewee quotes:

When I think of Huaiyang cuisine, I think of the city of Yangzhou. We are from the north
and usually rarely get to eat authentic Huaiyang cuisine. After Yangzhou became the
UNESCO Creative City of Gastronomy, it became even more famous, and all my family
and friends know about the city’s cuisine. In order to taste the authentic Yangzhou fried
rice, crab roe soup buns and Yangzhou goose, we are ready to plan a trip here this holiday.
(Interviewee 6, female, employee)

Yangzhou is so famous for its “For River Town when willow-down and flowers reign”,
an old poem that almost everyone knows. And, having filmed this place on the show “A
Bite of China” that I watched earlier, it gave me a better understanding of Yangzhou’s
cuisine and it would be a shame not to take a trip. (Interviewee 1, female, student)

Brand loyalty is a core component of brand equity [27]. From a food tourism perspec-
tive, food brand loyalty is the attitude of tourists who make the food brand of a UNESCO
Creative City of Gastronomy their first choice or their willingness to pay a premium [116].
Tourists with high food brand loyalty will revisit or recommend the location to other
potential tourists [70]. This is supported by the following statement:

When I go back, I will recommend this place to my friends and relatives. The city of
Yangzhou gives me a good feeling and is perfect for retirement because I think the food
here is particularly health-conscious. (Interviewee 16, female, employee)
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4.5.4. The Impact of Tourist Satisfaction on Travel Intentions

The results of the quantitative data analysis showed that there is a positive relationship
between tourist satisfaction with visiting a UNESCO Creative City of Gastronomy and
travel intentions. Tourists who experience higher satisfaction during tourism are more likely
to revisit the travel destination and spread positive word-of-mouth [116]. High satisfaction
promotes an emotional bond and enhances connection with a food brand, leading to a high
level of loyalty among tourists. It is evidenced in the following statements:

During my 2 days in Yangzhou, I ate a lot of very famous food and was very satisfied
and it was worth the trip. There were two restaurants that I was very impressed with.
They were very special and I would go back if I had the chance to visit Yangzhou again.
(Interviewee 28, male, freelancer)

Coming to Yangzhou, the UNESCO Creative City of Gastronomy, eating and playing
have left a very enjoyable holiday experience. I was able to try the Yangzhou dim sum
that I had been longing for and it totally met my expectations before I came. I have rated
it very highly on review sites and hope to introduce more people to Yangzhou cuisine.
(Interviewee 13, female, doctor)

5. Discussion

This study sought to assess the role of brand equity in promoting food tourism
intentions in the UNESCO Creative City of Gastronomy by testing the relationships between
different dimensions of food brand equity, tourist satisfaction and travel intentions. Firstly,
the findings suggest that all four dimensions of brand equity (brand image, perceived
quality, brand awareness and brand loyalty) have a positive contribution to food brand
equity, which is consistent with prior studies [19,27,35,38].

Secondly, as food brand equity increases, tourist satisfaction and travel intentions
also increase. Local food in China makes a significant contribution to tourists’ travel
satisfaction [117]. Horng et al.’s study confirmed that foreign tourists’ willingness to
travel is based on their perception of Taiwan’s food brand equity, and that the brand
equity of food ultimately affects tourists’ willingness to travel, which is consistent with
the findings of this research [19]. Liu’s findings support the idea that a good brand equity
and food appeal can more significantly influence foreign tourists’ behaviour [17]. Horng
and Tsai argue that with the continuous development of food tourism, food plays an
increasingly important role in increasing destination differentiation and enhancing tourists’
satisfaction and travel intention towards the destination [77]. Many destinations seek to
use food as a key destination product to meet the growing food desires and interests of
tourists [118]. Many aspects of food add great value to destinations, including economy,
culture, destination identity and local sustainability [77]. Using mainland China as an
example, Chen and Huang confirm the potential for destinations to use local food as a
sustainable marketing tool [119]. The results of Apak and Gürbüz found that local food has
a statistically significant and positive impact on sustainable tourism [3].

Thirdly, higher tourist satisfaction leads to higher travel intention. This result is
similar to previous studies that have demonstrated the role of satisfaction in determining
tourists’ future behavioural intentions [5,33,72,120]. All aspects of a destination have a
positive impact on tourist satisfaction. Therefore, it is reasonable that food satisfaction, as
a dimension of overall satisfaction, has a significant positive effect on tourists’ intention
to visit. Meanwhile, Kivela and Crotts argue that tourists’ positive attitudes towards local
cuisine may motivate them to revisit the destination and experience the cuisine [121]. Kim
et al. noted that when tourists are satisfied with local dining, they are willing to show high
levels of travel intentions [120]. Chen and Huang assessed the potential of local food as
a destination attraction and noted the contribution of food to the development of local
areas in China [117]. Therefore, in order to build a successful food brand, a UNESCO
Creative City of Gastronomy should try to create a satisfying experience for tourists as
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satisfaction is an important factor in building a long-term relationship between tourists
and the destination.

6. Conclusions and Implications

This study employed a structural model to assess the food brand equity of a destination
from the tourists’ perspectives, and confirms its relationship with tourist satisfaction and
travel intentions. With the utilization of a mixed research approach, this study focuses
on examining the relationships between food brand equity, tourist satisfaction and travel
intentions. Brand equity significantly and positively affects tourist satisfaction and travel
intentions, and tourist satisfaction positively influences travel intentions. On this basis,
corresponding strategies and suggestions are provided for Yangzhou to better develop its
food tourism and build its food brand. The theoretical and practical implications of this
study are as follows.

6.1. Theoretical Implications

The results of this study contribute to the existing literature. First, this study con-
tributes to understanding the brand equity of the UNESCO Creative City of Gastronomy.
From the available studies, scholars have expanded their research on the topic of brand eq-
uity to tourism, hospitality, sports and social networks [38,122–124]. However, few studies
have analysed brand equity in the food domain. Up until now, no scholars have focused
on the brand equity of a UNESCO Creative City of Gastronomy. This study expands the
application of brand equity theory by analysing the dimensions of the brand equity of
gastronomy based on tourists’ perspective, using Yangzhou, a UNESCO Creative City of
Gastronomy, as a case study.

In addition, this study will help researchers and practitioners to better understand
food brand equity based on empirical data. By providing a model to assess the relationship
between brand equity dimensions, tourist satisfaction and travel intention, this study
contributes to the tourism literature. By analysing the role of food brand equity dimensions
in influencing tourist satisfaction and travel intention, this study provides a framework for
researchers and related industry staff to visualize and understand the link between food
brand equity, tourist satisfaction and travel intention.

Third, inspired by Truong et al.’s encouragement of mixed methods in tourism and
hospitality, this study implemented a mixed-method sequential explanatory approach
in Yangzhou, a UNESCO Creative City of Gastronomy [125]. This study supported the
quantitative data with qualitative data and used semi-structured interviews to gain insight
into tourists’ thoughts, providing an important addition to explain the pathways of action
between model variables and a more comprehensive assessment of the theoretical model.
This led to more rigorous and scientific conclusions of this study.

6.2. Practical Implications

This study can provide guidance for the development of a food brand in Yangzhou,
and provide practical implications for other UNESCO Creative Cities of Gastronomy.
Tourist satisfaction and travel intentions are based on tourists’ perceptions of food brand
equity. Therefore, Yangzhou’s food brand equity will ultimately influence tourists’ travel
intentions to visit Yangzhou. Keller argues that actively developing brand equity will
yield better market benefits, and managers should focus on product and service brand
differentiation [28]. The analysis provides recommendations for destination marketers on
how to effectively use a food brand to retain and attract tourists.

First, destinations need focus on enhancing the food brand image. From this study,
Yangzhou should make full use of its resources and cultural advantages to further develop
its inherited famous dishes to create a distinctive food brand image to attract tourists [9,21].
The brand image constructed by the destination has a positive impact on the perceived
value of the destination, which is an important component of brand equity [126]. By
developing competitive specialties and services, Yangzhou can be associated with the
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image of Yangzhou cuisine as perceived and remembered by tourists, thus increasing its
differentiation from other similar regions.

Second, it is significant to improve the perceived value of brand assets—not only the
food itself but also the intangible services and tangible environment. Yangzhou should
standardize the production process of cuisine, and improve the requirements for raw mate-
rial intake so as to guarantee the quality and unique flavour of cuisine. In addition, service
personnel in the catering industry ought to be trained regularly, improving their service
awareness and level as well as realising the simultaneous enhancement of service specialisa-
tion and personalisation. At the same time, it is important to create an overall harmonious
dining environment, construct themed restaurants with local cultural characteristics and
focus on the protection of traditional food resources, especially long-established catering
enterprises. The design style and internal furnishings of dining venues should be consistent
with local food and cultural characteristics. Through some storytelling exhibitions about
Yangzhou cuisine [127,128], tourists can feel the cultural connotations.

Third, efforts should be made to enhance brand awareness by continuously developing
various activities related to the food brand. Unique branding activities can increase brand
equity and create a competitive advantage in the tourism industry. Based on the positive
relationship between an information search and food tourism engagement, destinations
can use a range of different information access channels to distribute information [129].
A multi-channel approach should be used to promote Yangzhou cuisine, such as publish-
ing brochures and magazines about Yangzhou’s food culture and speciality restaurants,
shooting related documentaries or TV programmes and developing good relationships
with travel agents [72]. It plays a significant role to work on positive word-of-mouth
promotion of the Yangzhou cuisine to increase people’s willingness to the experience. It
is also important to select tourists who have experienced Yangzhou cuisine for feedback,
record the issues they mentioned, deal with them in a timely manner and monitor the
evaluation to reduce negative word-of-mouth publicity about Yangzhou cuisine so as to
improve its reputation among tourists.

Fourth, destinations should be committed to building brand loyalty among tourists
and creating special experience programmes for the cuisine. The interactive experience of
food can increase the participation and interactivity of tourists, making them subjectively
more willing to get to know and experience Yangzhou cuisine in depth, increasing their
satisfaction with the experience and thus their willingness to revisit the same place. At the
same time, the existing food resources in Yangzhou are analysed and planned rationally
to provide a unique experience for tourists by creating special food tourism routes. To
change the single mode of dining in the past, modules of explanation, demonstration and
interaction can be added to provide tourists with audio–visual enjoyment beyond tasting
the food. This can increase their experience and knowledge of traditional culture, as well
as create fond memories for tourists.

7. Limitations and Future Research

Despite the research contributions, several limitations of this study need to be consid-
ered to provide direction for future research. First, this study had a small age of interviewees
during the quantitative phase, which may be overrepresented in the data set. More valid
and reliable results could have been observed if the sample had been well distributed.
Future studies should take care to balance the number of respondents in different age
groups to avoid the resulting bias.

Second, this study was conducted in the UNESCO Creative City of Gastronomy of
China, and there is concern that the results are not a better representative of a UNESCO
Creative City of Gastronomy in other countries. Future studies could be replicated in
other countries’ UNESCO Creative City of Gastronomy. In addition, the interviewees who
participated in this study were limited to domestic Chinese tourists. The sample may not
validate the broader generalizability of the results. The theoretical model in this study
could be tested in the future with a different sample from different destinations or regions.
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Finally, future research could extend the model so that additional factors play a
mediating or moderating role in the relationship between brand equity, tourist satisfaction
and travel intentions to elucidate other relationships not explored in the current paper.
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Appendix A

Core interview questions
We would like to seek your opinion on the following:

1. It is widely believed that the UNESCO Creative City of Gastronomy’s brand equity
(e.g., brand image, perceived quality, brand awareness, brand loyalty) increases tourist
satisfaction. Do you agree? If yes/no, why?

2. It is generally believed that the UNESCO Creative City of Gastronomy’s brand equity
(e.g., brand image, perceived quality, brand awareness, brand loyalty) enhances tourist
travel intentions. Do you agree? If yes/no, why?

3. It is widely believed that tourist satisfaction with the UNESCO Creative City of
Gastronomy increases their travel intentions. Do you agree? If yes/no, why?

4. In terms of overall brand equity, it is widely accepted that there are four main compo-
nents: brand image, perceived quality, brand awareness and brand loyalty. In your
opinion, what is the most important component(s) that have the greatest impact on
your satisfaction and travel intentions? (Can choose more than one if necessary)

5. With the impact of globalization and the influx of different kinds of cuisines into
destinations, do you think UNESCO Creative Cities of Gastronomy can continue to
maintain the uniqueness of its food brand equity?
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