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Abstract

This research article aimed to (1) examine the levels of perceived value, image, and
culinary tourism intention, and (2) investigate image as a moderating variable linking
perceived value and culinary tourism intention. A questionnaire was used as the research
instrument to collect data from a sample of 385 tourists in the lower central region
provinces, obtained through non-probability sampling using convenience sampling method.
Statistical methods employed for data analysis included frequency, percentage, mean,
standard deviation, coefficient of variation, and Structural Equation Modeling (SEM) using
Partial Least Squares (PLS) with the ADANCO 2.7 software.

The research findings revealed that (1) tourists perceived value, image, and culinary
tourism intention at the highest level, with perceived value having a mean of 4.27 (S.D. =
0.428), image having a mean of 4.26 (S.D. = 0.445), and culinary tourism intention having a
mean of 4.26 (S.D. = 0.426); and (2) image played a moderating role in linking the relationship
between perceived value and culinary tourism intention. The analysis of total effects showed
that perceived value (TE = 0.940) and image (TE = 0.825) had statistically significant total
effects on culinary tourism intention (TE = 0.877), reflecting that both perceived value and

image are important factors influencing tourists' culinary tourism intention.

Keywords: Perceived Value, Image, Tourism Intention, Food Tourism Intention
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waznsnduNEout (Khoshkam et al, 2022; Sujood et al., 2023; Hidayat et al., 2024) pg1slsh
p1a AuduiusiinandlfiAntuegia Sudunss mnustuegfunszuaunisiuduasyszaunisal
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mssmdulaidenuvdsioniisivesinvieadivastsioidles (Ullah et al, 2022; Badoni et al,, 2024;
Zulvianti et al., 2022)

wineATeRiusldlinuauleduanuduiussenitequaniisug Uszaunisaionmns
wazausislavieiisndsormangraniennng uissasUsngdesitndsosdaruiiididny nanie
NuITgdulngFresursunuimvesnindnuallugiusdiulsdaseusediuysdrnu (Mediator)
11NNINTRANTIUNUMTRIn N nuailugiugdaul iy (Moderator) fanunsauiusedu
Arwdutusssrinnmuariisuiuazanudslaviondiondsemsld eravilinisesunenginssuns
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anuduiusseninsauaiisuiiazanuitlaieadendsenms nsfnwiniaiiazdie s
Forhnadmquisumsvieaiivndsemns uazlitorunudeUssdndiamsailuszgndliluns
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dwiuindadonuaniizug S 5 9o amdnval druau 5 do uazAuRslaefieandeoimis
$1uau 10 Yo Tnsdmumnasinsliasuuusousssiu 1 eseiu 5 Tesefuazuuu 1 vaneds wiy
shetienfian wazszduaziuy 5 visnels Wudesnndign dodnudinandneglusziunsiadeya
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wUsegradussuunazdaiau
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1) Anwenans uwiAnnagnguiitisafua ndnwel ﬂmﬁ’]ﬁ%’uiuazmm&u’ﬂﬂ
veufivnfens uazeuiteiiiendes iethuaaduiewsudsuazduild s
2) afauvuasumauazdemauliinseunquiusfirmunnuiuiisie
3) 131LLwaaummﬁa%w%uﬁwammawmwﬁﬁ’uﬁwiq@mgéﬁﬁi’mu 3 YU AsIERU
AuamEuAuAsIdaion (Content Validity) Tedoiflefinnsanmiuaenadessevinedosion
fudnusidesnsin Insinasilunsidendemaiuasinnsanawiededanuiien 10C lidesniy
0.5 ImEf[,uﬂﬂﬁi’]’m%’jqﬁjlﬁ%’aﬁwmmgﬁ 0.67-1.00 »)nTaA1913 (Hambleton & Cook, 1977)
4) thuvudeunuiikunmuamiuauasLdudeuvimaneadau Tryout fu

CY |

tnvisaiealudminnianataneuans fiuenimiloannguitegiadiuiu 30 au tiethAneuin
3Lﬂiﬁzﬁ@mmwmmquaaumuﬁy’mﬁ’u Tnn1sviduuszansueany (Alpha Coefficient)
v09Asauth (Cronbach) Fewan1siaszsidulssansueanives Cronbach (Cronbach’s Alpha
Coefficient) YodusagsuUsmsiAdaud 0.70 uld (Hair et al., 2006; Nunnally, 1978) FaA
#uvUs¥ans Cronbach’s Alpha Tun133dendsiiogd 0.958-0.960 Fagendn 0.7 wanainaiesiio

a1unsanlUlala (Hair et al, 2014)

A197199 1 LAAINANIIATIVADUAILTDLUVDLATO0TTY (Cronbach’s Alpha)

e . A
o JNEUD AU
AIUS . Y Cronbach’s nsuUana
AN k)
Alpha
ANAINTU (Perceived Value) PV1-PV5 5 0.958-0.960 GREh VY
Tulgle

Awanwel (Brand/Destination Image)  BI1-BI5 5 0.959-0.960 A1171901N
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audslavieadiendems (Food IT1-IT10 10 0.958-0.960 a111301n
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UARALATNEANTTUNITUTLAA

2) mAnneideyaiieAnmsziunuAfuie s nmdnualomnsviesiunazeaiiy
selavieaiiendsems deeads (Mean) d21089LUuLMT3 U (Standard Deviation) wagen
duUseavisnisnazans (Coefficient of Variation) 1lun1sulannuvangvesdoyan 9 ileasuuay
DOUNEANYUL YIRS

3) @dRoYuIunIeanAo984 (Inferential Statistics) 1Wun13u3snsadfulddmsu
NAABUANNAFIU (Hypothesis Testing) Lﬁammmé’uﬁuﬁmqa%’m%qmL%G}LLazmizﬁUﬂﬁaﬁﬁ
SviswarefuUsemensuarneden sefuuvainislaswEds (Structural Equation Modeling-
SEM) si1ulusunsa ADANCO 2.7 Faiflumsiinsevianniaidslassainefesuuuuideaesdon fign

U9dU (Partial Least Squares: PLS)
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WEN137998
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wsyf dulvgieeuslng susmidouns susvuivhanls date uenduaeng? Wuvesindid
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yyia savivuuasiouiu deuviudiuidudinsaudu $1uau 210 au (Sosas 54.5) Ay

TgUszasaten 1 iiefnwszAunumnsul nmanweal warauaslaviodgudemis

A15199 2 Lananiade @HuletuunnggIu AduUsEansn1snszany wavnsulanavesdysly
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fianys (Lv) ANAMUAULUS DVNSWA(EFFECT) PV BI
ausslavieadien (M) 0.769 DE N/A 0.877%*
IE 0.825%x* N/A
TE 0.825%** 0.877%*
Ananwad (BI) 0.885 DE 0.941%*x 0.000
IE N/A 0.000
TE 0.941%*x 0.000

mewie: DE; Direct Effect, IE; Indirect Effect, TE; Total Effect, N/A; Not Applicable
* ey p-value < 0.10 S0 A1 t > 1.65
** ey p-value < 0.05 W30 At > 1.96
% yigefy p-value < 0.01 39 ANt > 2.58

1. Yadoiitinalnesiusornudslaviondlonieenmis (T) nuin andnsal (B1) i5vdwa
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#slaviesiiien (M) Slewiniu 0825w
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- o Effect Boot SE Boot Boot
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AdlavioaiendaeIms 3830 0519 2791  .4815

2NP1599 4 HansageudvEnadunats wuin amdnwaldusuusifuiidenlesna
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awdnal uiulsiiufidelssauiiisuiuararusslaviondio e
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Fumswesinvieadien Instanzeg1sds mndnvaivesemsviesiuiiunumilunmsievennaaids
Uszaumsaliudedenuesulay deieiaiuainianisiuinuandansuaziiuanudalalunis
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wazanuislavesinviondioldodreiilodfy (Nsuyen, T. P. C., 2024; Ling & Cho, 2022)
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andnuaivesersviesduliiissimihidussduszneumenissann uwidadudonaname
Juussufitieidonlesszaunisal anen uazdndnuaive siufidnfunsdnaulavesinrendie
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(Niu, 2024) wazdadlsifiuqy LLﬁﬂﬂJF‘i’lﬁ%ﬁJiﬂ%ﬁuwvﬂmﬁiﬁﬂiﬁmﬁzﬂﬁ]ﬂaﬂLﬁEJ’J WAUNUINAINAIDY
wudaunBatudeldfunisiasuusiannamdnvaliuiaunssaznisdoarsifiussansam &
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v3n1s Wuladeddyidemaroninufianelawaznginssunisuteiuuszaunsaiidsuinves

Unvioafien (Artha et al, 2024; Nguyen, 2023)
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