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Abstract : Local or regional cuisine of a place has likely a significant impact on destination 

choice and overall holiday experience of the tourists. Local food being sourced and produced 

locally and especially the street food create memorable experiences for the tourists. Street 

food is usually prepared on site and has certain unique elements like the food quality, enticing 

price and the physical environment which attracts and persuades the tourists for a sumptuous 

experience. The purpose of this study is to investigate the elements of Street food in ensuring 

satisfaction of tourists using a sample of 362 respondents for the survey in Old Delhi, India, a 

place known for its gastronomic offerings. The investigation in the study reveals that food 

quality remains an outlandish element followed by the price and physical environment for the 

tourist’s satisfaction with street food. Further, the results of the study are favorable for the 

betterment of street food management service providers and other stakeholders to actively 

involve and uplift this local treasure for the growth and development of Gastronomic tourism. 

 
Keywords: Gastronomic tourism, street food, food quality, satisfaction, physical 

environment. 

 
1. INTRODUCTION 

 
Gastronomic tourism is all about food experiences and it is growing at a fast pace over the 

last decade. Tourist destinations are focusing more on culinary tourism by offering local food 

tours and authentic gastronomic experiences (Freire & Gertner, 2021). Tourism related with 

the consumption and experience of local food is also acknowledged as Culinary or food 

tourism (Boutsioukou, 2018). 

Food has become an integral part of tourists visit to a destination and is known be an 

important trend among travellers globally (Choe & Kim, 2018). Research reveals that food 

and dining always remains a priority among tourists while selecting a destination (Choe & 

Kim, 2018; Mak, Lumbers, Eves, & Chang, 2012). Tourists prefer to consume local food to 

realize their travel experiences at a destination (Choe & Kim, 2018; Vesci & Botti, 2019). 

Local food of a place is attached with social and cultural values and when it comes to the 

street food it has a unique contribution in the traditional culinary heritage of a destination 

(Choudhury et al., 2011). 
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Street food is a type of food offered at roadside eateries, kiosks, streets and festivals having 

unique features like low pricing, convenience and its availability (Bellia et al., 2016). Street 

food is locally sourced and prepared and its availability has a deep rooted culture of a place 

attached to it and if you want to know the culture of a place, the route is through its local or 

street food. Local food can lead to learning new cultures of a place and a chance to interact 

with the locals (Hegarty & O'Mahony, 2001). 

Street food is considerably gaining attention among researchers due to its social, cultural and 

economic importance (Alimi, 2016; Basinski, 2014). 

India having a huge diversity of population is having 10 million street vendors in the entire 

country, with Mumbai accounting for 250,000, Delhi has 450,000, Kolkata, more than 

150,000, and Ahmedabad, 100,000 (Ministry of Housing and Urban Poverty Alleviation, 

Govt. of India). India is having a body called National Association of Street Vendors of 

India(NASVI) which protects and safeguards the rights of street food vendors. There is a 

huge potential for street food market in India and the government is promoting this business 

by providing incentives and loans to the street vendors under Prime Minister Street Vendor’s 

AtmaNirbhar Nidhi (PM SVANidhi) Scheme (Divya A,The Indian Express, November 

06,2020) 

 
Delhi being the capital of India is also called as a hub of street food, take down a walk in old 

Delhi area and you will come across numerous street food outlets serving snacks to main 

dishes ranging from north Indian to all other regional varieties of food. Delhi has a population 

from all different states of India and the street food here is being offered by the vendors who 

are settled in the food business since generations. Chandni chowk area of Old Delhi is worth 

enjoying its sumptuous street delicacies. Since the number of people consuming street food is 

2.5 billion globally and Delhi accounts equally with a attractive count of 0.45 million people 

who are fascinated by the street food. The motive of this study is to explore the elements of 

street food offered to the tourists in the Old Delhi area of Chandni chowk also known as the 

hub of street food in the capital and assess their satisfaction after they savor lip smacking 

variety of street food. Since the study is about tourists satisfaction with the local street food 

offered so the prime elements of satisfaction taken here are adopted from the previous 

literature (Food quality, Pricing and Physical environment). 

 
Literature review 

Street Food 

Street food is a roadside food gaining popularity in many developing countries (Alimi, 2016). 

Food and Agricultural Organisation (FAO, 2011) defines street food as ready-to-eat foods 

prepared or sold by vendors in streets without any further preparation. Street food business 

largely falls under informal or unorganised sector and includes consumers of diverse age 

groups (den Hartog et al., 2006). 

Local culinary offerings of a place have become an indispensable part of the integrated 

marketing approach adopted by the destinations globally (Rousta & Jamshidi, 2020). The 

local food is regarded as an important feature in destination selection by the tourists for 
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gratification of their experiences (Warshawsky and Vos, 2019). When it comes to local food 

consumption there are certain unique and memorable experiences that a tourist wants to enjoy 

(Quan & Wang, 2004). Street food offers affordable pricing and a large variety with diverse 

flavours and recipes to attract tourists especially a place like Old Delhi where people are 

selling it from generations and the food here is considered as a mix of culture and history 

(Sourish Bhattacharyya, The Hindu, Business line, 2017). 

Regarding tourist satisfaction, the specific literature on street food is scarce and does not 

clearly specify as to what are the determinants of satisfaction. However, based on the 

prevalent literature on local and street food consumption (Hau & Omar, 2014; San et al., 

2020; Azhar et al., 2018, Liu et al., 2020; Santos et al., 2012, Henderson’s, 2011; Loriato and 

Pelissari, 2017), the present study has incorporated three imperative elements to probe 

satisfaction of tourists with street food of Delhi (food quality, price and physical 

environment) which will be explored further here in this work. 

 
Food quality and satisfaction: 

The food quality having varied dimensions like taste, flavour, aroma, presentation and 

ingredients used is considered to be the most prized element by the tourists during local food 

consumption as it pleases all the senses (Baldwin, 2018; Kesimoğlu, 2015; Kivela & Crotts, 

2006). Taste of food contributes towards the memorable experience of tourists (Sthapit, 

2017). Street food is admired due to its freshness, taste, variety, serving temperature and the 

visual appeal (Chavarria and Phakdee-auksorn, 2017). Authentic is the buzzword when it 

comes to local food experience, food made by the locals using locally produced ingredients 

and authenticity is termed as the ‘sense of place’ (Scarpato & Daniele 2003) which means 

that while eating local or street food you are also attached to the culture of that place. The 

cuisine of a place is an identity of its culture and a central facet of learning culture (Cornejo 

Happel, 2012; Hegarty & O’Mahoney, 2001). Authentic taste of the street food and offering 

wide variety seems to be the attraction for the tourists especially in a place like Old Delhi, 

famous for its sumptuous gastronomic delights. The taste of the food is the most vital aspect 

of a cuisine and is followed by the price offered (Glanz et al. 1998), A research work by 

(Jang et al., 2009) on Asian food attributes (including Indian cuisine) found that Indian food 

is alluring, good at taste, aroma, freshness and use of seasonings. Indian street food is offered 

as a mélange of different spices, cooking methods and tastes suited to the palates of a diverse 

group of people and offered in multiple colours enhancing its visual appeal which further 

entices the tourists to experience it (Moskowitz, 1985). Visual presentation of the food acts 

both as a motivation for consumption and a determinant for satisfaction (Kim et al., 2009; 

Mak et al., 2012; Peštek & Činjarević, 2014).The satisfaction of customers is positively 

related to revisit intention and loyalty(Konuk, 2019; Rajput and Gahfoor, 2020). 

 
Price and satisfaction: 

Price is considered to be an important element in perceiving quality of food. In addition to 

other features during their search for food and places, tourists also can be price sensitive 

while comparing the price of the food in relation to its quality received  (Björk and 
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Kauppinen-Räisänen, 2019). Price during purchase is often considered as an important 

element along with quality as the price of food often ensures its quality and helps in 

developing positivity among customers (Gonçalves et al., 2016; Lai, 2015). Regardless of 

social and economic changes taking place, street food is a swanky, conventional, low-priced 

food accessible for lower-income group, offers variety of options to the consumers and eaten 

standing or with minimal sitting arrangements (Cirelli et al., 2005). Street food offers variety 

of foods linked to the local culture along with ease of consumption in terms of money and 

accessibility. Price is generally christened with correlative terms such as reasonable price, 

value for money, return on investment, price in relation to quality and quantity (Ab Karim 

and Chi, 2010, Horng et al., 2012, Guan and Jones, 2015; Mgonja et al., 2017, Zhang et al., 

2018; Björk and Kauppinen-Räisänen, 2019; Wu and Liang, 2009, Tsai and Wang, 2017). 

There could be another possibility of tourist’s apprehension about price due to inadequate 

cultural awareness and local knowledge in terms of food availability and fair pricing (Adongo 

et al., 2015; Cohen and Avieli,2004). Street food therefore has a strong linkage with pricing 

element in terms of tourist’s satisfaction and behavioral intention. 

 
Physical environment and satisfaction 

The physical environment is an important attribute of food experience because it’s not only 

the food what a tourists looks for but the ambience, décor, seating style, surroundings, dining 

arrangements also contribute significantly for creating memorable experience and satisfaction 

(Horng et al., 2012, Chi et al., 2013, Björk and KauppinenRäisänen, 2016). Street food 

outlets are generally found in open and the tourists have a chance to interact with the service 

personnel along with the live experience of aromas coming out of food prepared in front of 

them which is generally missing in restaurants or fast food outlets and this also correlates 

with the study of Everett (2009) wherein it was argued that during a visit to a chocolate 

factory how can a tourist miss the smell of chocolate. Although there could be some 

challenges before the street food vendors pertaining to hygiene and cleanliness (Wu et al., 

2016, Henderson et al., 2012) but the true essence of eating experience lies in live cooking 

and serving. Customers at the street food outlets perceive the backend working environment 

to be clean and hygienic as the operations are visible during consumption and thus it 

enhances satisfaction and pleasure (Bhakar, 2017; Emmanuel Nondzor, 2015).The outward 

appearance or the physical environment is the first thing which a consumer comes across 

during a visit to street food outlet and it significantly influences the perception of the tourists 

about the place and remains a constant element of satisfaction (Boo, 2017; Githiri, 2016; 

Omar et al., 2014). 

Therefore, physical environment plays a vital role in sustaining current customers and 

alluring fresh ones. Furthermore, an effective and adequately designed outlet is treated as an 

important element in influencing customers pre-purchase and post purchase determination 

along with quality satisfaction about the delivery of products and services (Bitner, 1992). 
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2. METHODOLOGY 

 
This study is anticipated to test the effects of food quality, price, and physical environment on 

customer satisfaction toward street food outlets in Old Delhi. Along with the hypotheses 

developed from the previous literature, an initial framework was constructed for taking up 

this work further (Figure: 1). Variables studied in this research are latent and are measured 

using a questionnaire with statements in context to street food consumption and satisfaction. 

The questionnaire had four statements for food quality, five statements for price and six 

statements for the physical environment ensuring at least four items for each variable so as to 

ensure minimum number of items required for content validity (Hair et al., 2010) and to 

provide minimum coverage of the construct's theoretical domain. Although there is scarce 

literature on tourist’s satisfaction with street food but few studies of the same domain and 

others from the previous studies bridging food consumption and tourist’s satisfaction have 

been taken and are presented with their source in Table: 1 
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Table: 1 Measurement scale for Independent variables and sources (from previous 

studies) 

Variable Statement Source 

Food Quality Taste of street food is 

authentic 

Sthapit, 2017, Glanz et al. 

1998;Chavarria and Phakdee- 

auksorn, 2017;Jang et al. 

2009;Chavarria and Phakdee- 

auksorn, 2017, Kim et al., 

2009; Mak et al., 2012; 

 Street food is fresh and 

served quickly 

 Street food is attractive in 

presentation 

 Street food has variety in the 

menu 

Price Street food is affordable Zhang et al., 2018; 

Björk and Kauppinen- 

Räisänen, 2019, Tsai and 

Wang, 2017 

 Street food offers good 

quality at reasonable price 

 Street food offers value for 

money 

 Price always remains an 

attraction to consume street 

food 

 I am satisfied with the price 

of street food 

 

Physical Environment I prefer clean and hygienic 

environment in street food 

Boo, 2017; Githiri, 2016; 

Omar et al., 2014; 

Bhakar, 2017; Emmanuel 

Nondzor, 2015 

 The street food served was 

clean and hygienic 

 Street food is prepared live 

and I can closely watch 

ingredients    used    in 

preparation 

 I can interact with the vendor 

for my preferences 

 There is adequate 

arrangement for water and 

food disposal 

 I am satisfied with the food 

safety and handling of street 

food 

Source; Elaborated by author 

 
A survey instrument was utilized for obtaining the responses from customers of Street food 

outlets in Chandni chowk area of Old Delhi. A total of 362 questionnaires were distributed 
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using convenience sampling technique. Sample size used in this work is considered 

acceptable as per suggested by Krejcie and Morgan (1970) and it conforms to the 

requirements of AMOS applied here for data analysis. The questionnaire was reviewed by 

four tourism experts and was also presented to five potential respondents for its content and 

face validity (Nunnally and Bernstein, 1994). The items were measured using a five-point 

Likert scale that ranges between 1 = “strongly disagree” and 5 = “strongly agree”. 

 
Data analysis 

Eleven different street food outlets famous for their gastronomic delights were included in 

this work and their selection was made on the basis of online reviews on Trip advisor (Delhi 

food walks) and NDTV food for best street delicacies of Chandni Chowk area in Old Delhi. 

Data was collected from a total of 346 respondents and 16 questionnaires were not usable for 

the study due to unavoidable reasons. The method involved was descriptive statistical 

analysis, and structural equation modeling using SPSS Amos version 20.0. 

 
Table: 2 Respondents’ profile 

Gender (n = 346) Frequency Percentage 

Male 166 48% 

52% Female 180 

Age 

Under 20 years 8 2.5% 

79.1% 

10.6% 

6.7% 

1.1% 

21–35 273 

36-50 37 

51-65 24 

Above 65 years 4 

Education 

Master Degree 29 8.2% 

53.6% 

32.8% 

5.4% 

College Degree 185 

High School degree 113 

Others 19 

Income Level 

Rs. 10,000-20,000 40 11.5% 

16.7% 

58.5% 

9.4% 

3.9% 

20,001-30,000 57 

30,001-40,000 202 

40,001-50,000 33 

Higher than Rs. 50,000 14 

 
Out of the total 346 respondents, 52% were female, and 48% were male. In terms of age, 

79.1% of the respondents were between 21 and 35 years old, 10.6% were between 36 and 50, 

6.7% were between 51 and 65, 2.5% were under 20 years old, and 1.1% were above 65 years 

old. 53.6% of the respondents had a college degree, followed by high school degree (32.8%), 
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master’s degree (8.2%), and the other (5.4%). Furthermore,11.5% of the respondents had a 

monthly income between 10000 and 20000 rupees, followed by 20001–30,000 (16.7%), 

30,001-40,000 (58.5%), 40,001–50,000 (9.4%), and higher than 50,000 (3.9%). 

Identification of Street food attributes 

For further processing of the data, reliability of the constructs was assessed by using 

Cronbach’s alpha coefficient wherein (Danesh et al., 2012 & Nunnally and Bernstein, 1994) 

states that the scale is reliable if the alpha values attained are above 0.7 and the same has 

been confirmed with the results of all the constructs in this work ranging from 0.818-0.928 

(Table: 2). 

 
Table: 3 Reliability of the constructs 

Sno. Construct Cronbach’s Alpha 

1 Food quality 0.926 

2 Price 0.862 

3 Physical environment 0.818 

 
Convergent validity was assessed through Confirmatory factor analysis (CFA) using AMOS 

version 20.0. During confirmatory factor analysis the statements having factor loadings less 

than 0.50 were removed from the measurement model and thus ensured convergent validity 

with the remaining statements. Further, there was no multicollinearity between the constructs 

as the correlation between any two constructs is below 0.10 and supports the assumptions of 

(Hair et al., 2014). 

The model was examined for its goodness of fit by applying various such methods namely 

chi-square, comparative fit index (CFI) and Root Mean Square Error of Approximation 

(RMSEA). A model is said to have appropriate goodness of fit if chi-square value is non- 

significant (Kline,2005) or ratio of chi-square and degrees of freedom is less than 4 (Mueller 

& Hancock,2018), CFI value above 0.95 (Niemand &Mai, 2018) and RMSEA value less than 

0.05 (Zhang, 2022). Applying these tests gave chi-square value as 24.25 which was 

insignificant at 5%, chi-square/DOF=2.17 which is less than 4, CFI value was 0.98 and lastly 

RMSEA value was found to be 0.02. All these findings suggest model to be of good fit. 

 
Table: 4 Impact of identified constructs on customer satisfaction 

S no. Independent 

variables 

(constructs) 

Regression 

coefficient 

(p-value) 

R square 

(adjusted R 

square) 

F value 

1 Food quality 0.763 

(0.024<0.05) 

 
62.46% 

(61.53%) 

 
25.437 

(0.0012) 2 Price 0.517 

(0.036<0.05) 

3 Physical 

environment 

0.429 

(0.041<0.05) 
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Customer satisfaction = 0.763 (Food quality) + 0.517 (Price) + 0.429 (Physical environment) 

There exists a significant relationship between food quality, price, physical environment and 

customer satisfaction. Regression coefficient shows that the impact of food quality on 

customer satisfaction is (0.763) implying that customer satisfaction will increase 0.763 units 

if the food quality is increased by one unit while others remain constant. In the same manner 

price of the street food having regression coefficient 0.517 implies that satisfaction of the 

street food customers will increase 0.517 units if the price element is observed carefully by 

the street food vendors. Regression coefficient of physical environment 0.429 shows that the 

customer satisfaction with street food will increase 0.429 units if the physical environment 

attracts the customers while others remain constant. In addition, among all the three 

independent variables food quality of the street food has the strongest influence on customer 

satisfaction followed by price and physical environment and supports the outcomes of other 

studies (Baldwin, 2018; Kesimoğlu, 2015; Kivela & Crotts, 2006) where food quality is 

considered to be the most distinctive and prized element in customer satisfaction. 

 
3. DISCUSSION AND LIMITATIONS 

 
This study indicates a number of findings and also has certain limitations for discussion that 

adds to the local street food service management and tourism literature. The central attention 

of the present study was to examine the elements of delight for the tourists consuming 

sumptuous street delicacies of Old Delhi area famous for its gastronomic delights and 

culinary culture. 

The study found that food quality stands as the most prominent underlying element in 

customer satisfaction with street food offerings followed by the price and physical 

environment. The outlets serving varied varieties of local food were part of the study and the 

results will benefit the street food outlets of Old Delhi in enhancing customer satisfaction. 

Street food of Old Delhi can be developed into tourism product and certainly the involvement 

of street food vendors with the local government and other stakeholders can create amazing 

street food experiences for the locals as well as the tourists. Street food has the versatile 

element of satisfying varied needs of the tourists and thus enables tourism development in the 

area. 

 
The present study used descriptive method and was confined to one area of a city. More 

comparative analysis of the places offering street food in the capital can be done which would 

eventually be beneficial for the stakeholders. Even qualitative studies cannot be separated 

from street food where the tourists have the freedom of expression and are not having limited 

responses to share. India having a huge diversity in terms of gastronomic delights has a 

strong potential for the development of street food and the local cuisine always remains a 

choice for the tourists. In future more studies can be undertaken for the local gastronomic 

offerings with a different sample and geographical settings. 

http://www.ijfans.org/


e-ISSN 2320 –7876 www.ijfans.org 
Vol.11,S Iss 1, 2022 

© 2012 IJFANS. All Rights Reserved, UGC CARE Listed ( Group -I) Journal Research Paper 

2097 

 

 

4. REFERENCES 

 
1. AB KARIM, S. & CHI, C. G.-Q. 2010. Culinary tourism as a destination attraction: An 

empirical examination of destinations' food image. Journal of Hospitality Marketing & 

Management, 19, 531-555. 

2. ADONGO, C. A., ANUGA, S. W. & DAYOUR, F. 2015. Will they tell others to taste? 

International tourists' experience of Ghanaian cuisines. Tourism Management 

Perspectives, 15, 57-64. 

3. Alimi, B.A. (2016), “Risk factors in street food practices in developing countries: a 

review”, Food Science and Human Wellness, Vol. 5 No. 3, pp. 141-148. 

4. Azhar, M. E., Prayogi, M. A., & Sari, M. (2018). The role of marketing mix and service 

quality on tourist satisfaction and loyalty at Samosir. Revista de turism-studii si 

cercetari in turism, (26). 

5. Baldwin, W. (2018). Chef’s sabbatical: An analysis of chef’s gastronomic research 

through culinary tourism. International Journal of Gastronomy and Food Science, 13, 

65–72. https:// doi.org/10.1016/j.ijgfs.2018.05.006 

6. Basinski, S. (2014), “Hot dogs, hipsters, and xenophobia: Immigrant street food 

vendors in New York”, Social Research: An International Quarterly, Vol. 81 No. 2, 

pp. 397-408. 

7. Bellia, C., Pilato, M. and Seraphin, H. (2016), “Street food and food safety: a driver for 

tourism?”, Calitatea, Vol. 17 No. S1, pp. 20-27. 

8. Bhakar, S., B. (2017). Physical Environment and Employee Behavior, (1974), 141–157. 

9. Bitner, M.J. (1992). Servicescapes: the impact of physical surroundings on customers 

and employees. Journal of Marketing, 56, 57-71. 

10. BJÖRK, P. & KAUPPINEN-RÄISÄNEN, H. 2016b. Local food: a source for 

destination attraction. International Journal of Contemporary Hospitality Management, 

28, 177-194. 

11. BJÖRK, P. & KAUPPINEN-RÄISÄNEN, H. 2019. Destination foodscape: A stage for 

travelers' food experience. Tourism Management, 71, 466-475. 

12. BJÖRK, P. & KAUPPINEN-RÄISÄNEN, H. 2019. Destination foodscape: A stage for 

travelers' food experience. Tourism Management, 71, 466-475. 

13. Boo, H. V. (2017). Service Environment of Restaurants: Findings from the youth 

customers. Journal of ASIAN Behavioural Studies, 2(2), 67. 

https://doi.org/10.21834/jabs.v2i2.183 

14. Boutsioukou, K. (2018) Key trends in culinary tourism. GlobalData. 

https://sector.tov.be/wpcontent/uploads/2018/11/GlobalData_Keytrendsinculinarytouris 

m_130918.pdf [Accessed: 4 February 2022]. 

15. Chavarria, L. C. T., & Phakdee-auksorn, P. (2017). Understanding international tourists' 

attitudes towards street food in Phuket, Thailand. Tourism Management Perspectives, 

21, 66-73. 

16. CHI, C. G.-Q., CHUA, B. L., OTHMAN, M. & KARIM, S. A. 2013. Investigating the 

structural relationships between food image, food satisfaction, culinary quality, and 

http://www.ijfans.org/
https://doi.org/10.21834/jabs.v2i2.183


e-ISSN 2320 –7876 www.ijfans.org 
Vol.11,S Iss 1, 2022 

© 2012 IJFANS. All Rights Reserved, UGC CARE Listed ( Group -I) Journal Research Paper 

2098 

 

 

behavioral intentions: The case of Malaysia. International Journal of Hospitality & 

Tourism Administration, 14, 99-120. 

17. Choe, J.Y. (Jacey) & Kim, S. (Sam) (2018) Effects of tourists’ local food consumption 

value on attitude, food destination image, and behavioral intention. International Journal 

of Hospitality Management. 71, 1–10. doi:10.1016/j.ijhm.2017.11.007 

18. CHOUDHURY, M., MAHANTA, L., GOSWAMI, J., MAZUMDER, M. & PEGOO, 

B. 2011a. Socioeconomic profile and food safety knowledge and practice of street food 

vendors in the city of Guwahati, Assam, India. Food Control, 22, 196-203. 

19. Cirelli, C., Mercatanti, L., Nicosia, E. D., Porto, C. M., 2005. Il gusto del 

territoriofratradizione e globalizzazione: ilglocal food a Catania. In Palagiano, C., De 

Santis, G. (Ed.) “Geografiadell’alimentazione”. Atti VIII Seminariointernazionale di 

GeografiaMedica. Perugia, Edizioni RUX, 461-474. 

20. COHEN, E. & AVIELI, N. 2004. Food in tourism: Attraction and Impediment. Annals 

of Tourism Research, 31, 755-778 

21. Cornejo Happel, C. A. (2012). You are what you eat: food as expression of social 

identity and intergroup relations in the colonial Andes. Cincinnati Romance Review, 

33(1), 175-193. 

22. Damini Ralleigh, The Unsung Heroes of the street: The Indian Express, March 24, 2018 

https://indianexpress.com/article/lifestyle/food-wine/the-unsung-heroes-of-the-street- 

delh-food-review-5109299/ 

23. Danesh, Seiedeh & Nasab, Saeid. (2012). The Study of Customer Satisfaction, 

Customer Trust and Switching Barriers on Customer Retention in Malaysia 

Hypermarkets. International Journal of Business and Management. 7. 

10.5539/ijbm.v7n7p141. 

24. Daniel Warshawsky & Robert Vos, 2019. "Governing at Scale: Successful Local 

Food Initiatives in the World’s Cities," Sustainability, MDPI, vol. 11(24), pages 1-4, 

December. 

25. Divya.A, Explained: Who is a Street vendor in India? What is the Street vendors act? 

The Indian Express, November, 06, 2022 

https://indianexpress.com/article/explained/street-vendor-act-pm-svanidhi-scheme- 

explained-6911120/ 

26. Emmanuel Nondzor, H. (2015). Consumer Perception and Prefernce of Fast Food: A 

Study of Tertiary Students in Ghana. Science Journal of Business and Management, 

3(1), 43. https://doi.org/10.11648/j.sjbm.20150301.16 

27. EVERETT, S. 2009. Beyond the visual gaze?:The pursuit of an embodied experience 

through food tourism. Tourist Studies, 8, 337-358. 

28. Food and Agriculture Organization of the United Nations (FAO, 2011) 

https://www.fao.org/fcit/food-processing/street-foods/en/ 

29. Freire, J.R., and R.K. Gertner. 2021. The relevance of food for the development of a 

destination brand. Place Branding and Public Diplomacy 17 (2): 193–204. 

http://www.ijfans.org/
https://indianexpress.com/article/lifestyle/food-wine/the-unsung-heroes-of-the-street-delh-food-review-5109299/
https://indianexpress.com/article/lifestyle/food-wine/the-unsung-heroes-of-the-street-delh-food-review-5109299/
https://ideas.repec.org/a/gam/jsusta/v11y2019i24p7226-d298666.html
https://ideas.repec.org/a/gam/jsusta/v11y2019i24p7226-d298666.html
https://ideas.repec.org/s/gam/jsusta.html
https://indianexpress.com/article/explained/street-vendor-act-pm-svanidhi-scheme-explained-6911120/
https://indianexpress.com/article/explained/street-vendor-act-pm-svanidhi-scheme-explained-6911120/
https://doi.org/10.11648/j.sjbm.20150301.16
https://www.fao.org/fcit/food-processing/street-foods/en/


e-ISSN 2320 –7876 www.ijfans.org 
Vol.11,S Iss 1, 2022 

© 2012 IJFANS. All Rights Reserved, UGC CARE Listed ( Group -I) Journal Research Paper 

2099 

 

 

30. Githiri, M. N. (2016). Influence of Physical Environment on Customer Satisfaction and 

Return Intention in Kenyan Rated Restaurants. Asian Journal of Social Science Studies, 

2(1), 11. https://doi.org/10.20849/ajsss.v2i1.82 

31. Glanz, K., Basil, M., Maibach, E., Goldberg, J., & Snyder, D. (1998). Why Americans 

eat what they do: taste, nutrition, cost, convenience, and weight control concerns as 

influences on food consumption. Journal of the American Dietetic Association, 98(10), 

1118-1126. 

32. Goolaup S and Mossberg L (2017) Exploring the concept of extraordinary related to 

food tourists’ nature-based experience. Scandinavian Journal of Hospitality and 

Tourism 17(1): 27–43. 

33. GUAN, J. & JONES, D. L. 2015. The Contribution of Local Cuisine to Destination 

Attractiveness: An Analysis Involving Chinese Tourists' Heterogeneous Preferences. 

Asia Pacific Journal of Tourism Research, 20, 416-434. 

34. Hancock, G.R., Stapleton, L.M., & Mueller, R.O. (Eds.). (2018). The Reviewer’s Guide 

to Quantitative Methods in the Social Sciences (2nd ed.). Routledge. 

https://doi.org/10.4324/9781315755649 

35. Hartog, Adel & Staveren, Wija & Brouwer, Inge. (2006). Food habits and consumption 

in developing countries: Manual for field studies. Food Habits and Consumption in 

Developing Countries Manual for Field Studies. 1-224. 10.3920/978-90-8686-667-0. 

36. Hau, T. C., & Omar, K. (2014). The impact of service quality on tourist satisfaction: the 

case study of Rantau Abang Beach as a turtle sanctuary destination. Mediterranean 

Journal of Social Sciences, 5(23), 1827-1827. 

37. Hegarty, Joseph & O'Mahony, Barry. (2001). Gastronomy: A phenomenon of cultural 

expressionism and an aesthetic for living. International Journal of Hospitality 

Management. 20. 3-13. 10.1016/S0278-4319(00)00028-1. 

38. HENDERSON, J. C., YUN, O. S., POON, P. & BIWEI, X. 2012. Hawker centres as 

tourist attractions: The case of Singapore. International Journal of Hospitality 

Management, 31, 849-855. 

39. Henderson, J.C. (2011), “Cooked food hawking and its management: the case of 

Singapore”, Tourism Review International, Vol. 14 No. 4, pp. 201-213. 

40. HORNG, J.-S., LIU, C.-H., CHOU, H.-Y. & TSAI, C.-Y. 2012. Understanding the 

impact of culinary brand equity and destination familiarity on travel intentions. Tourism 

Management, 33, 815-824. 

41. Jang, S., Ha, A., & Silkes, C. (2009). Perceived attributes of Asian foods: from the 

perspective of the American customers. International Journal of Hospitality 

Management, 28, 63-70. 

42. Kesimoğlu, A. (2015). A reconceptualization of gastronomy as relational and reflexive. 

Hospitality & Society, 5(1), 71–91. https://doi.org/10.1386/hosp.5.1.71_1 

43. KIM, Y. G., EVES, A. & SCARLES, C. 2009b. Building a model of local food 

consumption on trips and holidays: A grounded theory approach. International Journal 

of Hospitality Management, 28, 423-431. 

http://www.ijfans.org/
https://doi.org/10.20849/ajsss.v2i1.82
https://doi.org/10.4324/9781315755649


e-ISSN 2320 –7876 www.ijfans.org 
Vol.11,S Iss 1, 2022 

© 2012 IJFANS. All Rights Reserved, UGC CARE Listed ( Group -I) Journal Research Paper 

2100 

 

 

44. Kivela, J., & Crotts, J. C. (2006). Tourism and gastronomy: Gastronomy’s influence in 

how tourists experience a destination. Journal of Hospitality & Tourism Research, 

30(3), 354–377. https://doi.org/10.1177/1096348006286797 

45. Kline, Rex. (2005). Principles and Practice of Structural Equation Modeling (2nd 

Edition). 

46. Konuk, F. A. (2019). The influence of perceived food quality, price fairness, perceived 

value and satisfaction on customers’ revisit and word-of-mouth intentions towards 

organic food restaurants. Journal of Retailing and Consumer Services, 50, 103-110. 

47. Krejcie, R. V., & Morgan, D. W. (1970). Determining Sample Size for Research 

Activities. Educational and Psychological Measurement, 30(3), 607–610. 

https://doi.org/10.1177/001316447003000308 

48. Lai IK (2015) The roles of value, satisfaction, and commitment in the effect of service 

quality on customer loyalty in Hong Kong–style tea restaurants. Cornell Hospitality 

Quarterly 56(1): 118–138. 

49. Liu, Y., Song, Y., Sun, J., Sun, C., Liu, C., & Chen, X. (2020). Understanding the 

relationship between food experiential quality and customer dining satisfaction: A 

perspective on negative bias. International Journal of Hospitality Management, 87, 

102381. 

50. Loriato, H.N. and Pelissari, A.S. (2017), “Atributos determinantes na decisão de 

compra e satisfação dos clientes: um estudo em estabelecimentos que comercializam 

comida de rua”, Revista Brasileira de Pesquisa em Turismo, Vol. 11 No. 1, pp. 109-132 

51. MAK, A. H. N., LUMBERS, M., EVES, A. & CHANG, R. C. Y. 2012. Factors 

influencing tourist food consumption. International Journal of Hospitality Management, 

31, 928-936. 

52. Mak, A.H., Lumbers, M. and Eves, A. (2012) Globalisation and Food Consumption in 

Tourism. Annals of Tourism Research, 39, 171-196. 

https://doi.org/10.1016/j.annals.2011.05.010 

53. MGONJA, J. T., BACKMAN, K. F., BACKMAN, S. J., MOORE, D. D. & HALLO, J. 

C. 2017. A structural model to assess international visitors' perceptions about local 

foods in Tanzania. Journal of Sustainable Tourism, 25, 796-816. 

54. Moskowitz, H. R. (1985). New Directionsfor Product Testing and Sensory Analysis of 

Foods. Food And Nutrition Press, Trumbull, CT 

55. NDTV FOOD: 12 Best Street Food Places in Old Delhi https://food.ndtv.com/lists/best- 

street-foods-in-old-delhi-747982 

56. Nunnally, J.C. and Bernstein, I.H. (1994) The Assessment of Reliability. Psychometric 

Theory, 3, 248-292. 

57. Omar, N. A., Juhdi, H., Ahmad, M., & Nazri, M. A. (2014). Factors Influencing 

Consumers’ Satisfaction of Indian Muslim (Mamak) Restaurants in Malaysia - 

Malaysian Journal of Consumer and Family Economics. Malaysian Journal of 

Consumer and Family Economics, 17(November). 

58. PEŠTEK, A. & ČINJAREVIĆ, M. 2014. Tourist perceived image of local cuisine: the 

case of Bosnian food culture. British Food Journal, 116, 1821-1838. 

http://www.ijfans.org/
https://doi.org/10.1177/1096348006286797
https://doi.org/10.1177/001316447003000308
https://doi.org/10.1016/j.annals.2011.05.010
https://food.ndtv.com/lists/best-street-foods-in-old-delhi-747982
https://food.ndtv.com/lists/best-street-foods-in-old-delhi-747982


e-ISSN 2320 –7876 www.ijfans.org 
Vol.11,S Iss 1, 2022 

© 2012 IJFANS. All Rights Reserved, UGC CARE Listed ( Group -I) Journal Research Paper 

2101 

 

 

59. Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: An 

illustration food experience in tourism. Tourism Management, 25(3), 197–305 

60. Rajput, A., Gahfoor, R.Z. Satisfaction and revisit intentions at fast food 

restaurants. Futur Bus J 6, 13 (2020). https://doi.org/10.1186/s43093-020-00021-0 

61. ROUSTA, A. & JAMSHIDI, D. 2020. Food tourism value: Investigating the factors that 

influence tourists to revisit. Journal of Vacation Marketing, 26, 73-95. 

62. San, O. T., Teh, B. H., Kasbun, N. F., Mahroeian, H., Hossain, M. I. (2020). Electronic 

Commerce Adoption among Malaysian SMEs. Journal of Critical Reviews. 7(19), 555- 

565. 

63. Santos, V.A., Santos, M.P., Matos, V.D., Lôbo, L.N., Freitas, F. and Silva, I.D. (2012), 

“Perfil dos consumidores de alimnetos de rua”, Revista Baiana de Saúde Pública, Vol. 

36 No. 3, pp. 777-791. 

64. Scarpato, R., & Daniele, R. (2003). New global cuisine: tourism, authenticity and sense 

of place in postmodern gastronomy. In C. M. Hall, L. Sharples, R. Mitchell, N. 

Macionis & B. Cambourne (Eds.), Food tourism around the world: Development, 

management and markets. Oxford: Butterworth-Heineman. 

65. Sourish Bhattacharyya Delhi’s Street Food- A taste of history and culture too, The 

Hindu business line, 2017 

https://www.thehindubusinessline.com/news/variety/Delhi%E2%80%99s-street-food- 

%E2%80%94-a-taste-of-history-and-culture-too/article20534579.ece 

66. Sthapit, E. (2017). Exploring tourists’ memorable food experiences: A study of visitors 

to Santa’s official hometown. Anatolia, 28(3), 404-421. 

67. Trip advisor: Delhi food walks: user reviews 

https://www.tripadvisor.in/ShowUserReviews-g304551-d3447124-r455378696- 

Delhi_Food_Walks-New_Delhi_National_Capital_Territory_of_Delhi.html 

68. TSAI, C.-T. & WANG, Y.-C. 2017. Experiential value in branding food tourism. 

Journal of Destination Marketing & Management, 6, 56-65. 

69. Vesci, M., & Botti, A. (2019). Festival quality, theory of planned behavior and 

revisiting intention: Evidence from local and small Italian culinary festivals. Journal of 

Hospitality and Tourism Management, 38(May 2017), 5–15. 

https://doi.org/10.1016/j.jhtm.2018.10.003 

70. WU, C. H.-J. & LIANG, R.-D. 2009. Effect of experiential value on customer 

satisfaction with service encounters in luxury-hotel restaurants. International Journal of 

Hospitality Management, 28, 586-593. 

71. WU, K., RAAB, C., CHANG, W. & KRISHEN, A. 2016. Understanding Chinese 

tourists' food consumption in the United States. Journal of Business Research, 69, 4706- 

4713. 

72. ZHANG, H., LI, L., YANG, Y. & ZHANG, J. 2018. Why do domestic tourists choose 

to consume local food? The differential and non-monotonic moderating effects of 

subjective knowledge. Journal of Destination Marketing & Management, 10, 68-77. 

http://www.ijfans.org/
https://doi.org/10.1186/s43093-020-00021-0
https://www.thehindubusinessline.com/news/variety/Delhi%E2%80%99s-street-food-%E2%80%94-a-taste-of-history-and-culture-too/article20534579.ece
https://www.thehindubusinessline.com/news/variety/Delhi%E2%80%99s-street-food-%E2%80%94-a-taste-of-history-and-culture-too/article20534579.ece
https://www.tripadvisor.in/ShowUserReviews-g304551-d3447124-r455378696-Delhi_Food_Walks-New_Delhi_National_Capital_Territory_of_Delhi.html
https://www.tripadvisor.in/ShowUserReviews-g304551-d3447124-r455378696-Delhi_Food_Walks-New_Delhi_National_Capital_Territory_of_Delhi.html
https://doi.org/10.1016/j.jhtm.2018.10.003

