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Abstract

The present study investigates the relationship between human perception, multisensory
gastronomic experiences, and technological mediation within the context of gastrotourism.
The research introduces the concept of G@strotourism as a perception-centered and digitally
mediated experiential tourism framework, where tourist experiences are shaped through
the interaction of sensory engagement, experiential memory, and digital technology. A
quantitative methodology was employed, with data collected from 942 international tourists
who had visited Greece at least once. EFA, CFA, and SEM analyses were conducted
to examine the relationships among pre-trip perceptions, memorable food experiences,
technologically enhanced memories, loyalty, and behavioral intention. The findings provide
preliminary evidence that technologically enhanced gastronomic experiences influence
memory formation, emotional attachment to destinations, and future tourist behavior.
The study contributes to the literature on perception-centered tourism experiences by
highlighting the roles of sensory perception, memory processes, and digital mediation
in gastronomic tourism, and by discussing their implications for tourism experiences
enhanced through digital technologies.

Keywords: gastronomy tourism; gastotourism; human perceptions; food experience;
behavioral intentions; satisfaction; destination loyalty; memorable food experiences;
technology-enhanced tourism

1. Introduction
Gastronomic tourism is recognized as a vital pillar for destination development,

significantly influencing visitor satisfaction and long-term loyalty through the cultural and
sensory appeal of local cuisine [1]. While terms like “food tourism”, “gastronomy tourism”,
or “gastronomic tourism” are often used interchangeably, gastronomy encompasses a
broader perspective, viewing food as both an art and a scientific discipline [2]. A central
dimension of gastronomic tourism is human perception, the cognitive and physiological
process through which individuals interpret sensory stimuli to influence their behavior [3].
As digital technologies become increasingly embedded in the travel process, the focus of
research is shifting toward how these tools mediate the sensory and cognitive dimensions
of the food experience [4]. However, a critical research gap exists. Specifically, the current
literature primarily addresses technology as a functional tool for information management
or consumption behavior [5,6], overlooking the deeper perceptual mechanisms that sustain
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the bond between tourists and destinations in the post-visit phase. The majority of the
existing theories often model memory as a static, passive recall of past events rather than a
dynamic process [7,8], falling to explain how the mechanisms of human perception and
sensory engagement interact with digital mediation to reactivate and enhance experiences.
This lack of a perception-centered framework prevents destinations from fully leveraging
the sensory dimensions of food to drive the long-term behavioral outcomes that may
strengthen destination competitiveness and support the long-term viability of tourism
destinations [9].

To address this gap, the present study introduces G@strotourism framework. Unlike
the traditional gastronomic tourism paradigm which focus on the consumption of culinary
products, G@strotourism proposes a hybrid physical and digital ecosystem centered on the
persistence of human perception. The primary theoretical contribution of the present study
is the introduction of the Technologically Augmented Gastro-Memories (TAGM). This
concept advances existing work on Memorable Tourism Experiences (MTEs) by arguing
that digital mediation does not just store a memory but actively reconstructs and intensifies
it, acting as a proactive psychological force that recalibrates future motivations and drives
the vividness of sensory encounters.

The novelty of this research lies in its extension of traditional satisfaction-centered
approaches through the incorporation of perception, memory reconstruction, and digital
mediation as interconnected dimensions of gastronomic tourism experiences [10]. Con-
sequently, the primary aim of the present study is to empirically examine how digital
technologies and human perception mechanisms interact across all visit phases (pre-visit,
on-site and post-visit) to shape food tourism experiences, memory recollection and long-
term loyalty behavior. By validating the G@strotourism framework, this research seeks
to provide to Destination Management Organizations (DMOs) and local authorities with
a strategic methodology for mass personalization. Ultimately, the present study aims to
provide insights into how technology-enhanced gastronomic experiences can strengthen
destination competitiveness, encourage repeat visitation, and reinforce the long-term value
of local gastronomic resources.

2. Literature Review and Previous Studies
Due to the nature of the tourism activity, tourists’ perceptions were traditionally

shaped by advertising campaigns and word-of-mouth recommendations [11]. However, the
recent technological advancements have transformed tourists’ behavior [12]. In this current
digital era, social media platforms and smartphones have emerged as the dominant sources,
used both by tourists for trip insights and by destinations for personalized targeting. The
literature systematically shows that this role is most prominent in the pre-trip phase [13].
However, a significant variation exists in how different segments of tourists utilize these
tools. For instance, according to Pabel and Prideaux, first-time visitors rely heavily on
digital platforms and social media groups for information [14], while repeat visitors often
relegate social media to a supplementary role, prioritizing their own prior knowledge [15].

The effectiveness of these digital channels is further complicated by strategic and
economic factors. As noted by Pabel and Prideaux, successful social media campaigns
require specialized strategies and high-skilled personnel. Consequently, a challenge arises
for smaller destinations which, due to limited financial resources, may experience budget
leakage without achieving effective audience engagement [16]. This complexity suggests
that the influence of digital media is not absolute but contingent on strategic planning.

At the same time, traditional information sources such as travel shows, travel fairs,
magazines and brochures, maintain a reliability advantage and continue to shape expecta-
tions and motivate tourists [16]. As Zhang and Hu [17] suggest, traditional media influence
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is rooted in cognitive evaluation. Based on this assumption, traditional media influence
the destination’s image and provide a structured narrative that allows tourists to imagine
the destination, which is often missing from the chaotic flow of social media. Traditional
media travel advertisements are very effective because they offer a pre-visit experience.
High-quality images and professional storytelling offer to tourists the opportunity to imag-
ine themselves at the destination. This mental experience often operates as a key factor in
making a final decision [18].

Building on these insights into the role of social media, smartphones and tradi-
tional media in shaping tourists’ pre-trip perceptions, the following research hypotheses
are proposed:

H1a. The use of social media and smartphones significantly influences pre-trip perceptions.

H1b. Traditional information sources significantly influence pre-trip perceptions.

Beyond social and traditional media, pre-trip perceptions are also influenced by
tourist’s own memories. Researchers agree that people interpret new places through the
lens of their previous experiences [19]. When planning a trip, travelers often use these
memories as a benchmark to make new decisions.

In this process, gastronomic experiences are especially important. Food involves
multiple senses and for this reason it creates very strong and lasting memories [20]. These
memorable food experiences act as catalysts for authenticity, increase destination loyalty
and influence future travel decisions [21]. A very interesting part of this is known as
“Gastro-nostalgia”. This occurs when the memory of food creates strong emotions and
nostalgia, which makes travelers feel more excited and have higher expectations for their
next visit [22].

Building on these insights into the role of previous food memorable experience in
shaping tourists’ pre-trip perceptions, the following research hypotheses are proposed:

H1c. Previous memorable food experiences significantly shape pre-trip perceptions.

According to the literature, modern tourists increasingly seek authentic experi-
ences, and food has become one of the strongest motivations to travel [23]. This novel
trend in tourists’ behavior has created a specific segment of travelers known as food
tourists [24]. These individuals choose a destination primarily for its food image and
overall gastronomic reputation.

For these travelers the reputation of a destination’s local cuisine is the most important
factor when they form their initial impressions and expectations. Typical examples of
food destinations with rich culinary heritage are France and Italy [23]. Wondirad and
Verheye [25] provide empirical evidence showing that gastronomy often determines the
final choice of a holiday destination. They argued that for many travelers, the culinary
heritage and identity of a place is the main reason they decide to visit it. Furthermore,
Li et al. [26] used modern analytical methods to examine how this motivation works to
create a destination’s image. They concluded that food-related motivations are key drivers
in gastronomic tourism destination image formation which in turn influences the pre-
trip perception of travelers. Based on these findings, the following research hypotheses
are proposed:

H1d. Travel motivations significantly influence pre-trip perceptions.
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There is a consistent agreement in the literature that a destination’s food heritage
is a major factor in how tourists shape their initial image of a place [27]. These pre-trip
impressions are not just static images, rather they create a set of expectations that shape
how tourists will evaluate their entire trip. These expectations often act as a mental map for
the actual visit [28]. In this context, Kutlu and Ayyildiz [29] emphasize that the destination
image is the cornerstone of creating Memorable Tourism Experiences (MTE). In their
research they argue that if the pre-trip image is strong and positive, it is more likely that
the tourists will have a deep and lasting memory of their trip.

A key point of agreement among researchers is that when these pre-trip expectations
are met or exceeded, they result in higher satisfaction and, most importantly, in memorable
food experiences [30]. Specifically, Rasoolimanesh et al. [31] argued that for tourists who
value heritage and culture, the connection between their expectations and the actual
experience is what makes a trip truly memorable. Local food, as part of destination’s
heritage, is a powerful tool in this process because it creates lasting memories through
human perception [28]. In other words, what a tourist expects to experience before leaving
home directly affects how they will remember the food after they return.

However, the complex relationship between the pre-trip perceptions and the memo-
rable food experience is revealed in the literature. Stone and Sthapit [32] provided a critical
perspective though their research, which reveals that memories are not always positive.
They argue that if there is a gap between what a tourist expects and what they experience,
it can lead to negative experiences. This suggests that pre-trip perceptions are so powerful
that they can lead to either satisfaction or disappointment, depending on the quality of the
food and service.

The phenomenon of memorable food experiences is further explained by Tung and
Ritchie [20], who argue that memorability is not accidental, instead it is a result of a
positive gastronomic image combined with the opportunity to participate in food activities.
Consequently, when tourists anticipate these experiences during the planning phase of
new trips, their minds are already primed to value and remember them [30]. Synthesizing
this evidence, we can conclude that memorable food experiences are not just about the
quality of the food during the trip, but they are a complex result of the perceptions and
anticipation formed before the trip begins [33]. Based on this connection between pre-trip
perceptions and the actual food experience the following hypothesis is proposed:

H2. The pre-trip perceptions significantly influence memorable food experiences.

Hedonism and enjoyment constitute fundamental dimensions of leisure experiences
and critical factors in determining tourist satisfaction and subsequent behavioral inten-
tions [34]. In tourism, gastronomy is a primary area where these emotions are found,
as tourists often seek to explore new foods and culinary activities [27]. There is a broad
agreement in the literature that the value of trying new food experiences helps create a
memorable experience that leads to higher levels of satisfaction [35]. As García-Pérez
and Castillo-Ortiz [36] show in their systematic literature review, these memorable food
experiences are not only about the food itself, but they are a combination of the setting, the
service and the uniqueness of the food.

Several studies have confirmed the importance of food experiences in this process. For
instance, Stone et al. [37] argued that culinary activities are directly connected to a tourist’s
memories. Similarly, Rehman et al. [38] highlighted that satisfaction with local food and
local food value are key drivers of overall satisfaction, especially when the food represents
the unique character of the destination. Furthermore, Sthapit, Bjork and Coudounaris [39]
argue that consuming local food creates positive feelings, which contribute to higher
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satisfaction levels. This suggests that the experiential nature of these activities makes the
trip more memorable, which further increases how satisfied a tourist feels [40].

However, the literature also reveals that the relationship between memorable food ex-
periences and satisfaction is complex. Stone and Sthapit [32] provided a critical perspective
of this relationship, explaining that memories are not always positive. They argued that if
a food experience is negative, due to poor quality or service, then it can still be memorable
but it will lead to dissatisfaction. This means that for a memorable food experience to result
in satisfaction, the quality of the food and the service should be in high standards so the
expectations of tourists will be meet.

Consequently, we can conclude that food-related experiential activities lead to higher
satisfaction when they combine hedonism and enjoyment with positive lasting impressions.
Based on this connection, the following hypothesis is proposed:

H3. The memorable food experiences significantly influence tourist satisfaction.

The relationship between tourist satisfaction and post-trip destination perceptions has
been widely examined in tourism literature. Post-trip perceptions are often conceptualized
within the boarder framework of the destination’s perceived image. Sadeh et al. [41] argued
that satisfaction positively influences both the perceived image and the perceived value
of destinations. Similarly, Li et al. [42] confirmed that when tourists are satisfied with
their overall stay, they develop a much stronger and more positive perceived image of the
destination after they return home.

Within the context of gastronomy tourism, satisfaction has been shown to play a
decisive role in shaping post-trip perceptions. Zhu et al. [43] highlights that the value
tourists find in their food experiences directly shapes how they perceive the destination’s
image. In the same way, Kovalenko et al. [44] explain that gastronomic experiences act as
a bridge that connects the pleasure of a meal with the final perception of the place in the
tourist’s mind. When food experiences are high-quality, they enhance the perceived image
of the destination and make tourists more likely to return.

However, the literature reveals an important point of divergence. While many re-
searchers show a strong link, some recent findings suggest that satisfaction from local food
consumption does not always change the overall perceived image of a destination [45].
This suggests that the relationship is complex and may depend on the type of destination
or the specific profile of tourists. This gap in the research highlights the need for further
investigation to understand how satisfaction transforms into a long-term perception.

According to these findings, we can conclude that while satisfaction is a major driver
of post-trip perceptions, the impact of food satisfaction specifically is a complex phe-
nomenon that needs further exploration. Based on this connection, the following hypothesis
is proposed:

H4. Tourism satisfaction significantly influences post-trip destination perceptions.

According to tourism literature, post-trip perceptions are positively associated with
technological e-memories, future behavioral intentions, and loyalty. Technological e-
memories refer primarily to the digital records, such as photos, videos and social media
posts that tourists create to document their journeys [46]. These digital traces are not
just files, but they act as a digital extension of human memory allowing people to store,
organize, share and recall their experiences in a permanent way [47].

Looking at the role of technology, social media are often used prior to a trip to find
practical information. However, their use is even more important in the post-trip phase.
During this stage, tourists use social media platforms to share their experiences and rate the
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attractions they visited [48]. Research shows that digital tools, such as podcasts featuring
post-trip stories, can positively influence how audiences perceive a destination [49].

In gastronomy tourism, this digital sharing is a way of remembering together. Wood
et al. [50] argue that sharing festival and food experiences helps groups build a collective
memory. Furthermore, Moreno-Lobato et al. [9] concluded that in food festivals, memory
is formed through both emotional and intellectual mechanisms. Modern technologies like
augmented reality (AR) now allow tourists to recall their past food experiences, making
the overall memory stronger and longer lasting [51].

However, there is a critical perspective on the role of technology among the literature.
While digital tools can help us remember, there is a risk of what is called “digital amnesia”.
According to this approach, relying too much on technology to record a trip, including
taking as many photos as possible, might erode or weaken our real memory [52]. Similarly,
Sthapit et al. [53] highlight that digital-free tourism experiences, where tourists stay away
from technology, can sometimes lead to even more powerful and authentic experiences.

Technology can either enhance the memories of tourists or, if used too much, distract
from the actual experience. However, we can conclude that post-trip perceptions are the
main driver for creating technological e-memories. This relationship has a positive impact
because positive perceptions act as a catalyst that encourages tourists to document and
share their best memories. When a tourist perceives a food experience as high quality
and unique, they feel a natural desire to preserve this feeling. The use of digital tools
transforms the fleeting moment into a permanent digital asset that they can recall anytime.
Evermore, tourists share positive e-memories to communicate their status on their social
media. Even with the risk of digital amnesia, the emotional strength of a positive perception
often outweighs the distractions of technology. Therefore, the more positive the post-trip
perception, the more likely the tourist is to use technology to enrich, extend, and protect
that memory. Based on this connection, the following hypothesis is proposed:

H5a. Post-trip perceptions are positively influence technological e-memories.

Beyond shaping technological e-memories, post-trip perceptions are also a critical
determinant of tourists’ behavioral intentions. While satisfaction is often felt during the
experience, post-trip perceptions represent the lasting impression and the overall evaluation
that remains once the tourist returns home. Positive evaluations of a destination influence
tourist’s willingness to revisit, recommend the experience, and engage in similar activities
in the future. Kim et al. [54] emphasize that the way a trip is remembered and re-evaluated
after its conclusion is a more stable predictor of future behavior than the fleeting emotions
felt during the stay.

According to this approach, a positive post-trip perception allows tourists to mentally
think themselves back into the destination [55]. In the context of gastronomy tourism,
Angelakis et al. [56] argued that for destinations with strong culinary identity, like Crete,
the post-trip food image becomes a dominant factor in the decision-making process for
future trips. Similarly, Jiang et al. [57] highlight that when a destination is perceived as a
gastronomic brand after the visit, it creates a much stronger reason for repeat visitation.

However, this relationship is far from straightforward. The literature suggests that
post-trip perceptions are not isolated from other the other phases of the trip experience.
Björk and Kauppinen-Räisänen [58] claimed that while local food experiences serve as
fundamental pillars in shaping positive memorable experiences, they must be supported
by overall destination quality. They point out that if the post-trip evaluation reveals a gap
between the good food and poor infrastructure, then the overall perception may become
fragmented. In such cases, a positive food perception along might not be enough to trigger
a revisit. Furthermore, Rousta and Jamshidi [59] examine the food tourism value which is
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the balance between the cost and the quality of the food experiences. They concluded that
if the post-trip perceived value is low, tourists may perceive the experience as a one-time
event rather that a reason to return.

Thus, it can be concluded that post-trip perceptions are the final processed version of
the trip in the tourist’s mind that determines their future actions. Based on this evidence,
the following hypothesis is proposed:

H5b. Post-trip perceptions are positively influence behavioral intentions.

Building on the established role of post-trip perceptions in shaping technological e-
memories and future behavioral intentions, it is equally important to consider their impact
on destination loyalty. Loyalty is not merely a repeated visit, but it is often shaped by the
positive relationship between tourists’ expectations and the processed post-trip perceptions
they form after returning home [60]. In tourism literature, destination loyalty is defined
as the extent to which tourists perceive a destination as a recommended place and feel an
emotional commitment to it.

According to Respati et al. [61], revisit intentions and loyalty are rooted in the cognitive
evaluation of the trip’s attributes. Therefore, positive post-trip perceptions strengthen the
emotional response that tourists have when thinking back to their stay in a destination.
Tosun et al. [62] highlight that this emotional response, combined with the perceived
service quality acts as a key pillar of loyalty. This is particularly true in gastronomy tourism,
where memory of local flavors creates a unique sensory impression that distinguishes the
destination from competitors.

Furthermore, Zhang et al. [63] suggest that when post-trip perceptions of tourists are
characterized by memorability, the likelihood of developing long-term loyalty increases
significantly. This is consistent with the findings of Abdilla et al. [64] whose systematic
review confirms that destination satisfaction and the subsequent positive re-evaluation of
the trip are the most consistent predictors of revisit intentions. However, Um et al. [65] point
out in their analysis of the antecedents of revisit intention that loyalty is also influenced by
the perceived attractiveness of the destination during the post-trip phase. If the post-trip
perception remains vivid and attractive, the tourist moves from a simple intention to return
to a state of true loyalty. Although loyalty can change over time, there is strong evidence in
tourism literature of the positive relationship between post-trip perceptions and levels of
loyalty over the last decades [66]. Based on this evidence, the following research hypotheses
are proposed:

H5c. Post-trip perception positively influencing loyalty.

In the post-trip phase, the essential role of Information and Communication Technolo-
gies (ICTs) has been widely recognized in shaping tourists’ memories and influencing their
future behavior. Travel photographs, blogs and vlogs have become common digital artifacts,
enabling travelers to communicate their experiences. Studies reveal that such practices
are more common among younger, well-educated individuals with higher incomes [67].
Research also shows that while pre-trip communication tends to emphasize the functional
characteristics of a destination, post-trip sharing highlights psychological and personal
dimensions, reflecting a deeper engagement with the experiences [68].

The motivations behind sharing travel experiences include recognition, self-presentation,
and the pursuit of social support [69]. The proliferation of smartphones and mobile tech-
nologies has fundamentally transformed tourism, providing travelers with real-time access
to information and problem-solving tools while also facilitating the sharing of experiences
during and after their trips [70]. More recently, Neuhofer et al. [71] argue in their research
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of technology-enhanced tourism experiences that, when technology is deeply integrated
into the travel journey, it creates a more intense and memorable narrative, enhancing
technologically memories through novel sensory and gastronomic interactions.

These technologically enhanced memories act as a cognitive anchor that influences
how tourists utilize broad and diverse information channels when planning future trips.
According to Lo et al. [67], digital artifacts such as online photography serve as visual proof
that motivates tourists to cross-reference their personal digital archives with structured
information from traditional sources. In addition, Hernández-Méndez et al. [72] observe
that while digital sharing and e-word-of-mouth initiate interest, they often trigger a psy-
chological need for validation through official and structured media. This leads travelers
to consult classic sources, such as travel guides, brochures, and attend travel fairs, to
reduce perceived risk and gather detailed information to replicate the quality of their past
experiences. On this basis, the following research hypotheses are proposed:

H6a. The post-trip technologically enhanced gastronomic memories are positively associated with
tourists’ search for gastronomic information from diverse sources (e.g., travel guides, advertisements,
brochures, media) when planning a future trip.

The reinforcement of memories through digital means often creates a state of dig-
ital continuity, where the post-trip phase directly motivates the next pre-trip planning
cycle through the same technological ecosystem. In gastronomy tourism, bloggers and
influencers have a crucial role in this cycle, as they inspire taste awareness and stimulate
desire, significantly influencing readers’ willingness to patronize specific gastronomic ex-
periences [73]. Latip et al. [74] argued that particularly in culinary heritage destinations
travelers behave within a continuous digital loop, consuming and generating content that
anchors their future intentions.

More recently, augmented reality (AR) and gamification have introduced novel ways
to enrich tourists’ sensory and gastronomic experiences, creating deeply embedded techno-
logically augmented memories [51]. The transition from remembering a trip to planning
the next one via social media is influenced by various determinant factors, including social
influence and effort expectancy [75]. Recent quantitative research suggests that social media
is no longer a supplementary tool but a primary driver in the trip-planning phase [76], even
for smaller regional or gastronomic destinations where digital presence is key to attracting
returning visitors [14]. Taken together these findings, the reliance on smartphones and
gastronomic applications is a direct outcome of the technologically mediated nature of the
original experience, leading to the following hypothesis:

H6b. The post-trip technologically enhanced gastronomic memories are associated with tourists’
use of social media and gastronomic applications on smartphones when planning a future trip.

Every destination seeks to cultivate loyal visitors, as loyalty not only motivates repeat
travel but also enhances the overall value of the tourism experience. Destination loyalty is
typically expressed through tourists’ increased likelihood of recommending a destination
or revisiting it. However, destination loyalty is not merely a behavioral outcome of a
previous visit, it functions also as a powerful psychological driver that actively shapes the
motivation for future travel. When tourists develop loyalty toward a destination, this bond
acts as a filter through which past experiences are processed and recalled. According to
Chi and Qu [77], loyalty enhances the positive image of a destination, creating a cognitive
environment where previous experiences are consistently valued. This internal process
encourages tourists to retrieve their memories, with loyalty serving as the catalyst that
elevates these recollections into active push and pull motivation factors.
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Yoon and Uysal [78] suggest that the structural relationship between motivation and
loyalty is reciprocal. This suggests that while motivations lead often to a visit, the resulting
loyalty recalibrates the tourist’s internal needs for future travel planning. In the context of
gastronomy tourism, loyalty has been positively associated with the push motivation factors
in contexts such as creative tourism [79], and wine tourism [80], where prior experiences
and satisfaction act as motivators. Gursoy, Chen and Chi [81] further suggested that
post-trip behaviors are directly shaped by tourists’ satisfaction and experiences, which
in turn can influence motivation for future trips. In addition, Angelakis et al. [56] have
demonstrated that loyal food tourists use their prior positive experience as a benchmark,
transforming stored memories into a primary motivation to return and experience again
those sensory outcomes. Furthermore, Wang and Li [82] confirm that loyalty is a dominant
factor that influences future behavioral intentions, effectively bridging the gap between a
past memory and the motivation for a subsequent trip.

Loyalty ensures that memories remain active and meaningful over time. It acts as
a catalyst that transforms a passive mental record into a dynamic force of attraction and
behavioral influence. On this basis, the following research hypothesis is proposed:

H7a. Loyalty is positively associated with tourists’ motivations for future travel to the
same destination.

Equally important is the connection between loyalty and the persistence of memo-
rability, which contributes to the long-term attractiveness and continuity of gastronomic
destinations. Traditional approaches often view memorable food experiences as a precursor
to loyalty. However, recent research suggests that there is a dynamic relationship between
them. More specifically, a reverse relationship where loyalty acts as a primary driver for
memory recollection occurs. According to Sthapit et al. [83], the memory of local food
experiences must be perceived as an extended construct that is continuously reconstructed
after the trip to a destination. For loyal tourists, this reconstruction is not accidental; their
ongoing psychological commitment to the destination ensures that past gastronomic experi-
ences remain as a core element of their identity, enhancing the vividness of these memories
over time.

Furthermore, loyalty is a recollection process that also serves as a protective mecha-
nism for the destination’s reputation over the time. For instance, Stone and Sthapit [32]
argued that travel memories are not always positive and they can include negative culinary
experiences. Nonetheless, loyalty often exhibit as a form of cognitive resilience where the
existing bond with a destination allows tourists to prioritize positive recollections while
contextualizing the impact of negative ones. In such approach, loyalty acts as the filter that
preserves the memorable status of the destination’s gastronomy, even when faced with
occasional inconsistencies.

The impact of loyalty on tourists’ memorability extends beyond simple recall to in-
fluence future tourists’ preferences. Emadlou et al. [84] argued that when loyalty anchors
the recollection of memorable food experiences, it fosters the development of responsible
tourists. This occurs when tourists actively recall sensory and cultural experiences, strength-
ening their emotional connection with the destination’s culinary heritage. Consequently,
loyalty acts as the catalyst that transforms a passive mental record into a dynamic and
meaningful force that ensures the long-term memorability of the gastronomic experience.
On this basis, the following research hypotheses are proposed:

H7b. Loyalty is positively associated with tourists’ previous memorable food experiences.

Figure 1 presents the hypothesized model of the present study.
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Figure 1. Hypothesized model of the present study.

3. Materials and Methods
This study used quantitative research. For this reason, a literature-based questionnaire

was developed. Items were adapted from previous studies and were refined to align with
the context of the present research. The questionnaire consisted of four sections. In the
first section participants’ demographic profile was collected. The second section comprised
43 items measuring the participants’ perceptions prior to their trip to Greece, as well as the
factors influencing those perceptions. The third section included 18 items assessing the
experience and the satisfaction levels of participants during their trip. The fourth section
includes 30 items measuring participants’ perceptions after their trip in Greece.

The questionnaire was administered in English to ensure accessibility for a diverse
international sample of tourists visiting Greece. Since all items were adapted by English-
written articles, no translation was necessary, thereby preserving the linguistic and concep-
tual consistency of the original scales. Content validity was established through a rigorous
review process by four academic experts. To ensure both thematic and methodological
accuracy, the experts were selected based on their specialized backgrounds in tourism
management, consumer behavior, and advanced quantitative analysis. Their feedback
led to minor linguistic refinements to ensure the instrument was optimized for the target
population before final administration. All items were measured on a 7-point Likert scale,
where 1 indicates “totally disagree” and 7 indicated “totally agree”.

In the present study, a convenience sampling method was applied. This method
involves selecting research participants based on specific characteristics that serve the
purpose of the research. Data were collected from tourists that were required to be over
18 years old and classified as inbound tourists in Greece. They were recruited during their
departure from Greece, specifically at international exit points: the Athens International
Airport “Eleftherios Venizelos” and Kalamata State Airport “Captain Vassilis Konstanta-
kopoulos”. This approach was chosen because participants departing Greece would have a
more complete and informed perspective of the tourism experience that the country offers
as a gastronomic destination, having just concluded their visit.

Although convenience sampling introduces limitations regarding absolute representa-
tiveness, its use is widely justified in tourism research conducted at transit and exit points
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due to high operational accessibility and the unique ability to capture a large, international,
and active tourist population [85]. To maximize tourist diversity and mitigate geographical
concentration bias, the two selected hubs represent contrastive entry/exit gates. Athens
International Airport serves as the nation’s primary, high-volume international gateway
attracting a globally diverse demographic, while Kalamata State Airport acts as a prominent
regional hub capturing specialized, experiential charter tourists. This dual-location strategy
helps capture a wider spectrum of nationalities, travel purposes, and culinary profiles.

The survey was conducted between July and October 2022. A total of 1370 question-
naires were shared and 1045 were completed. More particularly, at Athens International
Airport 700 questionnaire were shared, of which 488 were completed, resulting in almost
70% response rate. At Kalamata State Airport, 670 questionnaires were shared, with
577 completed, corresponding to an 86% response rate. Overall, the study achieved a
total 76% response rate based on the total questionnaires that initially were shared. All
ethical guidelines were followed to ensure the anonymity and confidentiality of the par-
ticipants’ data during the completion of the questionnaire. In addition, participants were
informed that they were allowed to discontinue their participation in the survey at any
time. Crucially participants were explicitly assured of their anonymity to minimize social
desirability bias, the sections of the questionnaire were psychologically separated using
different introductory headers, and scale items were carefully refined during the expert
review phase to eliminate ambiguous phrasing.

Ultimately, after completing the data collection phase, researchers checked the dataset
for any missing information in the questionnaires to ensure the reliability and validity of
the measurement tool. As a result, 103 questionnaires were found to contain incomplete or
missing responses and were excluded from further analysis. Consequently, 942 completed
questionnaires were used to address the research questions of the study.

4. Analysis and Results
The analysis of the present study followed a three-step approach, including Ex-

ploratory Factory Analysis (EFA), Confirmatory Factory Analysis (CFA), and Structural
Equation Modeling (SEM) [86]. Initially, Raynald’s SPSS tool was employed to randomly
split the full dataset in two equal sub-samples (n = 471) [87]. Moreover, splitting the
data was applied to avoid collecting non-comparable samples in different periods [88].
These sub-samples followed the recommended 1:5 item-to-respondents ratio and met the
minimum sample size of 300 respondents [89].

Firstly, EFA was conducted using the IBM SPSS Statistics 26 software package (Sta-
tistical Package for the Social Science), on the first sub-sample of the data to identify the
latent variable [90]. This was followed by a CFA, using SPSS AMOS v23, on the second
sub-sample to validate the factor structure derived from the EFA software [91]. Finally, to
answer the research questions, SEM approach was applied. SEM help the researchers to
access and validate the relationships between the latent construct that were identified and
confirmed in the previous stages of the analysis [91].

4.1. Socio-Demographic Profile of the Respondents

Table 1 presents the socio-demographic characteristics of the total dataset. According
to the results, most of the respondents were females (52.8%), most commonly falling within
the 36–45 age group (29.9%), and holding a university degree (43.9%) or a master’s degree
(26.9%). In terms of accommodation preferences, the majority of the respondents chose to
stay in rooms to let (30.3%) or in four-star hotels (24%). Furthermore, the vast majority of
participants reported have visited Greece more than once (78.8%), indicating a high level of
repeat visitation and a strong connection to Greece as a tourism destination. Regarding
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this specific finding, it should be noted that while such a profile may influence pre-trip
expectations, it aligns with the study’s aim to examine long-term loyalty and the reactivation
of gastronomic memories. This sample provides a robust basis for testing the feedback loops
between loyalty and memory, which are central pillars of the G@strotourism framework.

Table 1. Socio-demographic profile of the total database.

Variable Frequency Valid Percent Variable Frequency Valid Percent
Gender Type of Accomodation

Male 445 47.2% 5* hotel 69 7.3%
Female 497 52.8% 4* hotel 226 24%

Education 3* hotel 92 9.8%
Primary
school 12 1.3% 2* or 1* hotel 19 2%

High school 111 11.8% Boutique hotel 126 13.4%
University

degree 414 43.9% Rooms to let 285 30.3%

Technical
certification 18 1.9% Relatives house 61 6.5%

College
degree 93 9.9% Other type of

accommodation 65 6.8%

Master’s
degree 253 26.9% Repeat visit to Greece

PhD degree 37 3.9% Yes 742 78.8%
Other 4 0.4% No 200 21.2%

Age
18–25 124 13.2%
26–35 190 20.2%
36–45 275 29.9%
46–55 239 25.4%
56–65 73 7.7%
>65 41 4.4%

Source: SPPSOutput.

4.2. EFA

To ensure the validity and reliability of the study’s instrument, it was deemed essential
to perform an EFA [92]. Accordingly, the EFA was conducted using the principal axis
factoring method with Promax rotation and Kaiser normalization. A minimum factor
loading threshold of 0.5 was applied to determine item retention within each factor. Ini-
tially, 30 items did not meet the loading criteria and were deleted from the rest of the
analysis. The removal of these 30 items was a necessary step to refine the instrument
and achieve statistical parsimony. The majority of these items were excluded primarily
due to poor factor loadings (<0.50) or the presence of significant cross-loadings between
items [93]. Following this approach, achieving unidimensionality through EFA and CFA is
a prerequisite before proceeding to SEM. Eliminating items that do not meet the required
loading thresholds ensures that the latent constructs are measured with precision and that
the structural relationships in the SEM are not biased by measurement error.

Ultimately, eleven factors were identified from the EFA, explaining the 72.85% of the
total variation. The adequacy of the sample and the appropriateness of the factor analysis
were confirmed by the Kaiser index (Kaiser-Meyer-Olkin = 0.951) and Bartlett’s test of
sphericity (chi-square = 51,282.45; p-value < 0.000). In addition, to further ensure the
reliability of the extracted factors, Cronbach’s a coefficients were calculated. All factors
demonstrated Cronbach’s a value over the recommended threshold of 0.7, confirming the
internal consistency and reliability of the study’s instrument [94]. Table 2 presents the
extracted results of EFA and a detailed list of items and references that was finally used.
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Table 2. Results of the EFA.

Factors
Items 1 2 3 4 5 6 7 8 9 10 11

Bx38: I use my smartphone to check
posts on social media about food
services to purchase [95]

0.912

Bx34: I use of smartphone and social
media because they provide real time
information while making
decisions. [95]

0.912

Bx37: I am affected by the comments
posted on social media concerning
tourism services. [95]

0.905

Bx35: I use smartphone map services
for better overview of the destination
while feeling independent. [70]

0.876

Bx36: I check local food related
pictures on social networking sites [95] 0.872

Bx41: The use of smartphone apps
helps me create memorable
experienced during my food trips [37]

0.821

Bx40: The use of my smartphone apps
(translation, maps) helps me have a
better appreciation about a food
destination [49]

0.796

Bx27: Search real time information on
destination by using new technologies
(smartphone apps) [95]

0.779

Bx29: Using posts and comments of
people on social media while deciding
for my trip [95]

0.756

Bx32: Technology and smartphones
help me plan my trip activities before
my food trip [96]

0.729

Bx31: Technology and smartphones
help me personalize my trip [97] 0.729

Bx28: Using social media suggestion
and internet for my food choices [95] 0.679

Bx33: During my trip, I mainly use my
smartphone for simple
communication [98]

0.668

Bx43: During my trip, I recommend
local food by uploading pictures and
comments on social media [95]

0.664

Bx30: Purchasing services by using
m-Commerce (buy tickets, meals,
restaurant reservations) [95]

0.616

Bx39: I always take pictures with my
smartphone while dinning in a
memorable restaurant [96]

0.574

Bx86: When I get home, I will try to
find in stores or online some Greek
dishes or ingredients [99]

0.996

Bx85: I plan to adapt some Greek
techniques & local ingredients into my
own recipes [100]

0.929

Bx87: Memorable local food I tried
made me curious to search for more
when I get home [99]

0.890

Bx84: I will prepare some unique
Greek recipes when I meet my family
back home [99]

0.850

Bx91: During my trip I try local Greek
food I can easily find at home [99] 0.801
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Table 2. Cont.

Factors
Items 1 2 3 4 5 6 7 8 9 10 11

Bx88: After my trip certain local food
related ingredients became my
favorite [99]

0.791

Bx89: After this trip I would like to do
some more search on local food and
local culture [101]

0.754

Bx90: I would search for Greek food
ingredients if they have quality and
reasonable price. [100]

0.729

Bx92: I will suggest Greek food and
local ingredients I tried as
healthy [100]

0.604

Bx54 Good service contributed to the
overall quality of my visiting
experience [102]

0.734

Bx52: Local food is considered healthy
and tasty [103] 0.693

Bx53: I enjoyed a large selection of
restaurants & local food
specialties [99]

0.676

Bx56: In my stay in Greece, I felt safe
and secure. [104] 0.668

Bx51: Local food was reasonably
priced [105] 0.652

Bx55: Interaction with locals during
food events helped me experience
culture better. [106]

0.590

Bx70: Local food I tried, will enhance
my future Greek food experience back
home [37]

0.809

Bx71: I will be thrilled to discover
Greek gastronomic “diamonds” back
home for the right price [105]

0.744

Bx69: While on vacation, the local
Greek food I tried was better than
what I thought [101]

0.737

Bx76: Local food exceeded our
expectations so we will try to find it
back home [99]

0.605

Bx73: My food trip experience will
guide meto future trips to Greece [107] 0.594

Bx25: Feeling better of my previous
experience on local food
actions/events [101]

0.912

Bx26: Related to other experience this
time local food will be superior to
other times [35]

0.713

Bx24: Knowledge that Greek food is
related to local culture and
tradition [35]

0.652

Bx23: Novelty about previous good
food experience [35] 0.610

Bx7: Mass media (T.V., Shows,
etc.) [108] 0.884

Bx8: Government reports and guides
related to food [108] 0.826

Bx6: Several information from
advertisements [108] 0.722

Bx96: Food pictures with my
smartphone will help me remember
unique lifetime experiences
forever [98]

0.771
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Table 2. Cont.

Factors
Items 1 2 3 4 5 6 7 8 9 10 11

Bx98: My smartphone can help me
re-experience memorable food
moments from my trips [98]

0.762

Bx97: Smartphones video can help the
preservation and dissemination of rear
food practices [98]

0.717

Bx95: Smartphones empower you to
take video while on vacation and
execute food preparations back
home [109]

0.676

Bx94: We took pictures of products
during our trip that will help us find
them back home [99]

0.649

Bx93: Smartphones pictures will help
me suggest effectively this food trip to
others, back home [99]

0.577

Bx66: During my vacation I was
interested mainly in food related
activities that I will remember for long
time [101]

0.789

Bx65: My participation on memorable
food activities and meals gave
meaning to the local culture and way
of life [110]

0.778

Bx64: Cooking and memorable food
activities, relieved stress during the
trip [110]

0.739

Bx67: I will never forget how locals
prepare certain foods during our
stay [37]

0.670

Bx13: Relax and enjoy local
cuisine [111] 0.948

Bx12: Good taste, look and smell of
local cuisine [112] 0.734

Bx14: Combine local cuisine with local
culture [37] 0.682

Bx21: Memorable Décorand
Atmosphere [37] 0.796

Bx20: Gastronomic Image food and
prestige of destination [112] 0.631

Bx22: Good Value for Money [105] 0.524
Bx81: During my trip, the service
quality made meal experience
unforgettable [78]

0.840

Bx80: I will remember the décor and
the atmosphere of certain restaurants
or food sites [113]

0.680

Bx82: During my trip, food activities
gave me great joy & pleasure, I will
share with others [78]

0.636

Cronbach’s 0.943 0.924 0.872 0.877 0.850 0.886 0.946 0.879 0.812 0.805 0.860
Source: SPPS Output.

The first factor was labeled “Smart Phones and social media—SPSM” (16 items). The
second factor was “Behavioral Intentions—BI” (9 items). The third factor was “Satisfaction—
SAT” (6 items). The fourth factor was “Post-trip Perceptions—POSTTPR”, (5 items) The
fifth factor was “Previous Memorable Food Experiences—PMFE”, (4 items). The sixth
factor was “Information Sources—IS” (3 items). The seventh factor was “Technological
e-memories—TECHME” (6 items). The eighth factor was “Memorable Food Experience—
MFE” (4 items). The ninth factor was “Motivation—MOT” (3 items). The tenth factor was
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“Pre-Trip Perceptions—PRETPR” (3 items). Ultimately, the eleventh factor was “Loyalty—
LOYAL” (3 items).

4.3. CFA

After extracting acceptable results from EFA, we conducted a CFA on the second
sub-sample of the dataset using IBM AMOS 24.0 (IBM Corp., Armonk, NY, USA) soft-
ware. However, since all data were collected through a self-reported questionnaire,
common method bias (CMB) was assessed before proceeding with the CFA. To this
end, Harman’s single-factor test was performed [114]. All items were loaded into an
unrotated Exploratory Factor Analysis, and the results indicated that the first extracted
factor accounted for 36.67% of the total variance which is below the 50% of the recom-
mended threshold. Therefore, common method bias did not pose a significant threat to
the validity of the results.

Next, the researchers used the structure identified in the EFA to develop the structure of
the latent variable for the CFA. The analysis was performed using the Maximum Likelihood
method to evaluate the validity and reliability of the constructs within the measurement
model. Initially, the model fit in data was assessed through fit indices including item
loading (>0.5) and p-value (<0.05), RMSEA, CFI, TLI, GFI and SRMR [115]. The preliminary
analysis did not yield satisfactory results; therefore, to improve the model’s performance,
modification indices were consulted. Following a cautious approach, covariances were
added between the error terms of specific items within the same latent construct that
exhibited high redundancy. Following Hair et al. [116] recommendations, error terms were
only covaried when theoretically justifiable, reflecting shared variance due to similar item
phrasing, and no cross-construct covariances were permitted. Additionally, three items that
did not meet the required loading threshold (>0.5) were removed to improve the model
fit [117].

According to the final analysis, the measurement model fits the data well. Specifically,
the Cronbach’s a for each latent variable was considered very good, ranging from 0.808
to 0.957. Regarding the validity and reliability of the model, fit indices were within the
recommended thresholds, except for the Goodness of Fit Index (χ2/df = 3.24, p < 0.001,
RMSEA = 0.049, SRMR = 0.046, CFI = 0.929, TLI = 0.921, GFI = 0.889). It is important to note
that the GFI is influenced by the sample size; therefore, even if the recommended values
are not achieved, it should not be solely used to reject the overall model fit [91]. Table 3
shows the results of the CFA.

Regarding composite reliability (CR), the recommended threshold is above 0.70
(CR > 0.70). In the present analysis, all latent constructs exceed the minimum criterion,
indicating that the constructs are measured consistently. The average variance extracted
(AVE) was examined to assess convergent validity, with values exceeding the recommended
threshold of 0.50 (AVE > 0.5) [118]. Additionally, discriminant validity was successfully
established using the Fornell–Larcker criterion, as the square root of the AVE for each latent
construct was consistently higher than its highest correlation with any other construct.
Table 4 presents the extracted results of the convergence and discriminant validity of the
measurement model.
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Table 3. Results of the CFA.

Latent
Construct Indicator Estimate Std. Error p-Value R2 Cronbach’s

a
Bx38 0.797 0.053 0.000 0.635
Bx34 0.821 0.053 0.000 0.674
Bx37 0.778 0.054 0.000 0.605
Bx35 0.787 0.054 0.000 0.620
Bx36 0.801 0.055 0.000 0.641
Bx41 0.765 0.054 0.000 0.585
Bx40 0.686 0.053 0.000 0.471
Bx27 0.854 0.052 0.000 0.730
Bx29 0.850 0.051 0.000 0.723
Bx32 0.849 0.052 0.000 0.720
Bx31 0.734 0.054 0.000 0.538
Bx28 0.841 0.052 0.000 0.708
Bx43 0.867 0.051 0.000 0.752
Bx30 0.689 0.056 0.000 0.474

SPSM

Bx39 0.782 0.055 0.000 0.611

0.957

Bx86 0.808 0.041 0.000 0.652
Bx85 0.819 0.042 0.000 0.671
Bx87 0.854 0.043 0.000 0.729
Bx84 0.860 0.042 0.000 0.739
Bx91 0.878 0.042 0.000 0.772
Bx88 0.876 0.043 0.000 0.767
Bx89 0.836 0.041 0.000 0.699
Bx90 0.807 0.044 0.000 0.651

BI

Bx92 0.733 0.040 0.000 0.537

0.948

Bx54 0.714 0.034 0.000 0.510
Bx52 0.730 0.037 0.000 0.533
Bx53 0.810 0.033 0.000 0.656
Bx56 0.733 0.037 0.000 0.538

SAT

Bx55 0.657 0.034 0.000 0.432

0.860

Bx70 0.713 0.041 0.000 0.509
Bx71 0.778 0.039 0.000 0.606
Bx69 0.766 0.046 0.000 0.586
Bx76 0.732 0.042 0.000 0.536

POSTTPR

Bx73 0.789 0.042 0.000 0.623

0.879

Bx25 0.780 0.039 0.000 0.608
Bx24 0.863 0.037 0.000 0.745PMFE
Bx23 0.701 0.045 0.000 0.492

0.850

Bx7 0.856 0.053 0.000 0.733
Bx8 0.844 0.052 0.000 0.713IS
Bx6 0.731 0.054 0.000 0.534

0.886

Bx96 0.872 0.051 0.000 0.760
Bx98 0.917 0.049 0.000 0.841
Bx97 0.917 0.050 0.000 0.841
Bx95 0.893 0.049 0.000 0.798
Bx94 0.931 0.049 0.000 0.867

TECHME

Bx93 0.912 0.051 0.000 0.831

0.961

Bx66 0.813 0.042 0.000 0.662
BX65 0.805 0.040 0.000 0.648
BX64 0.818 0.044 0.000 0.669MFE

BX67 0.812 0.044 0.000 0.659

0.865

Bx13 0.747 0.038 0.000 0.558
Bx12 0.878 0.036 0.000 0.772MOT
Bx14 0.741 0.041 0.000 0.549

0.802

Bx21 0.798 0.049 0.000 0.636
Bx20 0.812 0.045 0.000 0.660PRETPR
Bx22 0.707 0.046 0.000 0.499

0.808

Bx81 0.791 0.039 0.000 0.626
Bx80 0.856 0.036 0.000 0.733LOYAL
Bx82 0.871 0.038 0.000 0.759

0.863
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Table 4. Results of the convergence and discriminant validity.

Latent
Construct 1 2 3 4 5 6 7 8 9 10 11 AVE CR

SPSM 0.795 0.633 0.970
BI 0.347 0.831 0.691 0.953

SAT 0.183 0.330 0.730 0.534 0.851
POSTTPR 0.449 0.630 0.350 0.756 0.572 0.870

PMFE 0.231 0.345 0.357 0.361 0.784 0.615 0.826
IS 0.409 0.325 −0.014 0.301 0.184 0.812 0.660 0.843

TECHME 0.601 0.476 0.163 0.464 0.215 0.368 0.907 0.826 0.965
MFE 0.184 0.552 0.460 0.473 0.365 0.262 0.284 0.812 0.659 0.886
MOT 0.166 0.240 0.382 0.257 0.458 −0.141 0.072 0.277 0.791 0.626 0.833

PRETPR 0.371 0.263 0.273 0.317 0.297 0.338 0.251 0.138 0.112 0.774 0.599 0.817
LOYAL 0.136 0.423 0.386 0.395 0.430 0.113 0.282 0.604 0.409 −0.078 0.840 0.706 0.878

4.4. SEM

The results of CFA confirmed that the measurement model fits the data. In the final
step of the analysis, researchers conducted Structural Equation Modeling (SEM) to examine
the relationships between the latent constructs and to answer the research questions.

The analysis was performed using Maximum Likelihood method. According to the
final analysis, the structural model fits the data well, with fit indices within the recom-
mended thresholds (χ2/df = 3.82, p < 0.001, RMSEA = 0.055, SRMR = 0.066, CFI = 0.908,
TLI = 0.901, GFI = 0.940), confirming the goodness of fit of the model. Table 5 presents the
results of SEM.

Table 5. SEM hypothesis test.

Relationship Hypothesis Estimate Std. Error z-Value p-Value
H1a: Smartphones & Social Media → Pre-Trip

Perceptions 0.018 0.022 0.796 0.426 Rejected

H1b: Information Sources → Pre-Trip Perceptions 0.249 0.027 9.210 <0.001 Confirmed
H1c: Previous Memorable Food Experiences →

Pre-Trip Perceptions 0.475 0.042 11.243 <0.001 Confirmed

H1d: Motivation → Pre-Trip Perceptions 0.280 0.050 5.648 <0.001 Confirmed
H2: Pre-Trip Perceptions → Memorable Food

Experience 0.746 0.072 10.322 <0.001 Confirmed

H3: Memorable Food Experiences → Satisfaction 0.343 0.026 13.102 <0.001 Confirmed
H4: Satisfaction → Post-Trip Perception 0.555 0.056 9.973 <0.001 Confirmed

H5a: Post-Trip Perceptions → Technological
e-memories 0.974 0.066 14.692 <0.001 Confirmed

H5b: Post-Trip Perceptions → Behavioral Intentions 0.952 0.051 18.669 <0.001 Confirmed
H5c: Post-Trip Perceptions → Loyalty 0.665 0.045 14.864 <0.001 Confirmed

H6a: Technological e-memories → Information Sources 0.432 0.030 14.183 <0.001 Confirmed
H6b: Technological e-memories → Smartphones &

SocialMedia 0.713 0.029 24.611 <0.001 Confirmed

H7a: Loyalty → Motivation 0.386 0.041 9.397 <0.001 Confirmed
H7b: Loyalty → Previous Memorable Food

Experiences 0.608 0.048 12.605 <0.001 Confirmed

Source: SPSS AMOS.

The empirical results indicate that almost all the relationships between the latent
factors confirm their statistical significance. The only relationship that shows a statistically
non-significant relationship is that between the “Smartphones & Social Media” construct
and the “Pre-Trip Perceptions” construct (Table 5). Figure 2 visualizes the results of the cal-
culation of the regression coefficient values and their significance for better understanding.
Notably, the standardized path coefficients for H5a (β = 0.974) and H5b (β = 0.952) exhibit
exceptionally high values. However, the measurement model results presented in Table 4
demonstrate that the square root of the AVE for post-trip perceptions (0.756) exceeds its
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correlation coefficients with both technological e-memories (0.464) and behavioral inten-
tions (0.630), confirming that these constructs capture distinct empirical structures and that
discriminant validity is fully established.

 

Figure 2. SEM results, *** p < 0.001.

5. Conclusions
The present study contributes to the expanding literature on gastrotourism by introduc-

ing and empirically validating the concept of G@strotourism as a perception-centered and
technologically mediated experiential tourism framework. The findings demonstrate that
gastronomic tourism experiences are not exclusively consumption-based or satisfaction-
driven phenomena, but rather complex multisensory experiences dynamically shaped
through the interaction of human perception, emotional engagement, experiential memory,
and digital mediation.

One of the most important findings of the study is that previous memorable food
experiences and travel motivations significantly influence tourists’ pre-trip perceptions.
This finding confirms that expectations are not simply rational or cognitive evaluations of a
future trip, but dynamic emotional and sensory simulations of anticipated experiences. The
result is strongly aligned with embodied cognition theory [119], which argues that cognitive
processes are deeply rooted in bodily sensory experiences, as well as reconstructive memory
theory [120], according to which individuals mentally reconstruct previous emotional and
sensory experiences to interpret and anticipate future events. Tourists appear to reactivate
previous gastronomic memories and emotionally charged sensory representations when
forming expectations regarding future destinations. Consequently, gastronomy functions
not only as a cultural attraction but also as a mechanism of emotional anticipation and
experiential imagination.

At the same time, the findings revealed that smartphones and social media did not
significantly influence pre-trip perceptions. This result partially contradicts dominant
smart tourism literature, which often positions digital media as primary drivers of des-
tination image formation. However, in the context of gastrotourism, tourists may seek
deeper forms of authenticity and experiential credibility that cannot always be adequately
transmitted through fragmented digital content. Therefore, traditional information sources
continue to maintain symbolic authenticity and cognitive legitimacy within gastronomic
tourism contexts.
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The confirmation of Hypothesis H2 demonstrates that pre-trip perceptions signif-
icantly influence memorable food experiences. This finding suggests that memorable
gastronomic experiences may begin to develop before tourists physically encounter a
destination. Rather than being exclusively consumption-based outcomes, memorable
food experiences appear to emerge through a process of cognitive anticipation, emotional
preparation, and sensory imagination. This perspective contributes to broader discussions
within experiential tourism literature that view tourism experiences as temporally extended
phenomena rather than events con-fined to the period of travel. In addition, this finding
strongly supports expectancy-confirmation theory [121] according to which tourists expe-
rience greater satisfaction and memorability when actual experiences confirm or exceed
pre-existing expectations. The results suggest that tourists who develop strong anticipa-
tory perceptions regarding local gastronomy, authenticity, and cultural identity are more
likely to experience emotionally intense and memorable gastronomic encounters during
the trip. In this sense, memorable food experiences are not formed exclusively during
consumption but are partially constructed before the trip through cognitive anticipation
and emotional preparation.

Furthermore, the confirmation of Hypothesis H3 demonstrates that memorable food
experiences significantly influence tourist satisfaction. This result reinforces previous stud-
ies arguing that gastronomic experiences represent one of the most emotionally powerful
dimensions of tourism experiences. More importantly, the findings indicate that tourist
satisfaction is not shaped solely through functional evaluations of service quality, but
through multisensory engagement, emotional intensity, and experiential immersion. The
study therefore provides empirical support for the inclusion of perception, multisensory
engagement, and memory processes as complementary dimensions alongside satisfaction
in understanding gastronomic tourism experiences.

Particularly significant are the findings regarding post-trip perceptions and techno-
logically enhanced gastro-memories. From a theoretical perspective, this finding supports
recent arguments that digital technologies should not be viewed solely as communication
or information tools. Instead, they appear to function as active components of the tourism
experience itself, participating in the continuous reconstruction and reinforcement of ex-
periential memories. This interpretation extends existing discussions in smart tourism
research by emphasizing the role of technology in sustaining emotional engagement long
after the physical trip has ended. In addition, the results demonstrate that post-trip percep-
tions positively influence technological e-memories, behavioral intentions, and destination
loyalty. This finding reinforces the theory of digital memory mediation and suggests that
digital technologies now constitute an active component of the tourism experience rather
than merely communication or information tools [122]. Through smartphones, social media
platforms, photographs, videos, and gastronomic applications, tourists continuously re-
construct and emotionally reactivate their experiences after the trip. Consequently, digital
technologies function as mnemonic reinforcement mechanisms that prolong emotional
attachment to destinations and maintain experiential continuity over time.

The findings concerning technologically enhanced gastro-memories further confirm
that digital mediation extends the experiential life cycle of tourism experiences. Hypoth-
esis H6b demonstrated that technologically enhanced gastronomic memories positively
influence tourists’ use of social media and gastronomic applications during future trip
planning. This finding indicates that tourists increasingly operate within a continuous
digital experiential ecosystem, where post-trip memory reconstruction directly shapes fu-
ture behavioral intentions and information-seeking behavior. The result is consistent with
recent digitally mediated tourism theories suggesting that technology creates an ongoing
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cycle of emotional engagement, experiential continuity, and destination interaction beyond
the temporal boundaries of the trip itself.

Another important contribution of the study concerns the dynamic relationship be-
tween loyalty, motivation, and memory reconstruction. Although traditional tourism
literature usually conceptualizes motivation as an antecedent of loyalty, the findings of
the present study suggest that, in gastrotourism, loyalty also functions as a feedback
mechanism influencing future travel motivations. This result is theoretically consistent
with self-reinforcement theory [123], and experiential attachment theory [124] according
to which emotionally intense and meaningful experiences create long-term psychological
bonds with destinations. Loyal tourists do not simply express an intention to revisit a desti-
nation, but develop enhanced motivational drivers associated with gastronomic identity,
nostalgia, emotional attachment, and the pursuit of experiential continuity.

Similarly, the confirmation of Hypothesis H7b demonstrates that loyalty positively
influences tourists’ recall and emotional reconstruction of previous memorable food experi-
ences. Importantly, loyalty does not alter the original experience itself, but rather influences
the retrospective interpretation, emotional encoding, and mnemonic reconstruction of
that experience over time. This finding is highly compatible with reconstructive memory
theory [125], selective recall theory [126], and the phenomenon of rosy retrospection [127].
Tourists who develop stronger emotional bonds with a destination tend to recall previ-
ous gastronomic experiences with greater emotional intensity and more positive affective
content. Loyalty therefore acts as a psychological filter that selectively reinforces positive
sensory and emotional memories while minimizing negative experiential aspects. This
observation further suggests that loyalty may operate not only as a behavioral outcome
but also as a cognitive mechanism through which tourists continuously reinterpret past
experiences. Such a perspective challenges linear tourism models in which experiences lead
to loyalty and instead support a more dynamic view characterized by ongoing interactions
between memory, emotion, and destination attachment. In this sense, destination loyalty
functions not only as a behavioral outcome of previous experiences but also as an active
mechanism for reconstructing and emotionally reinforcing those experiences.

Overall, the findings strongly support the central theoretical proposition of
G@strotourism: that gastronomic tourism should be conceptualized as a multisensory,
perception-driven, and technologically mediated experiential ecosystem. Human per-
ception, emotional engagement, memory reconstruction, digital mediation, and sensory
immersion dynamically interact in shaping tourist satisfaction, loyalty, future motivations,
and behavioral intentions. While sustainability was not explicitly operationalized within
the empirical model, the observed relationships between memorable gastronomic experi-
ences, loyalty, and future behavioral intentions suggest possible implications for sustainable
destination development. However, such implications remain theoretical and should be
examined more directly in future research through the inclusion of sustainability-related
constructs and indicators. These results seem to theoretically support the transition from
conventional forms of gastronomy tourism to more digitally mediated and multisensory
experiential tourism frameworks. From this perspective, the concept of G@strotourism
is proposed not simply as a technological extension of food tourism, but as a perception-
centered tourism ecosystem in which the gastronomic experience is dynamically shaped
through interaction human perception, experiential memory, digital technology, and emo-
tional engagement. In contrast to traditional forms of gastronomy tourism, where the
experience is mainly limited to physical consumption and presence at the destination,
G@strotourism seems to extend the gastronomic experience before the trip, during the
trip, and even after the completion of the tourist experience, through continuous digital
interaction and mnemonic reactivation.
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5.1. Practical Implications

The findings of this study provide important practical implications for Destination
Management Organizations (DMOs), hospitality businesses, and policy makers seeking to
strengthen destination competitiveness through gastronomic tourism. The study suggests
that destinations should move beyond conventional food promotion strategies focused
solely on authenticity or quality and invest in the design of multisensory and emotion-
ally enriched gastronomic experiences. Atmosphere, storytelling, local culture, esthetic
presentation and experiential interaction should be strategically integrated to enhance
visitors’ emotional engagement and experiential value. In this respect, sensorial marketing
strategies can function as important mechanisms for strengthening experiential immersion,
destination differentiation and memorable visitor experiences.

At the same time, the findings highlight the strategic role of digital technologies in
extending and intensifying the gastronomic experience beyond physical journey. Social me-
dia, mobile applications, immersive AR/VR technologies and digital storytelling platforms
should not function merely as promotional tools, but as mechanisms for emotional activa-
tion, memory reinforcement and long-term visitor–destination connection. For example,
DMOs could develop destination-specific gastronomic communities, mobile applications
that allow visitors to archive and revisit food experiences, digital recipe libraries linked
to local producers, or post-trip storytelling campaigns that encourage visitors to share
and reactivate their gastronomic memories. Such initiatives may help maintain visitor
engagement beyond the trip itself and strengthen long-term destination attachment. In this
context, technologically enhanced gastro-memories emerge as a critical factor influencing
tourist loyalty, destination attachment and future behavioral intentions.

Furthermore, the results emphasize the growing importance of personalized and
perception-driven tourism experiences. DMOs and tourism businesses can leverage data-
driven personalization and digitally adaptive experiences tailored to visitors’ sensory
preferences, motivations and experiential expectations, thereby enhancing differentiation
and competitive advantage.

Finally, although sustainability was not directly examined in the present study, the
findings suggest that technologically enhanced gastronomic experiences may contribute
to broader sustainable tourism objectives. The positive relationships identified between
memorable food experiences, destination loyalty, and future behavioral intentions indicate
that meaningful gastronomic experiences can strengthen long-term visitor–destination
relationships and encourage repeat visitation. Such outcomes may support destination
resilience, reinforce local cultural identity, and enhance the long-term value generated
by gastronomic tourism. Nevertheless, these potential sustainability benefits should be
interpreted with caution, as sustainability-related outcomes were not explicitly measured
in the present research. Future studies could investigate these relationships more directly
by incorporating sustainability-focused constructs and indicators into the proposed frame-
work. Consequently, tourism stakeholders and policy makers should integrate digitally
enhanced multisensory gastronomic experiences into broader destination branding, experi-
ential innovation and sustainable tourism development strategies to enhance long-term
competitiveness and sustainable destination growth.

5.2. Theoretical Contributions

This study contributes to the literature on gastronomic tourism by proposing
G@strotourism as a perception-driven and technologically mediated experiential frame-
work that broadens existing satisfaction-based perspectives. The findings suggest that
gastronomic tourism experiences are dynamically co-created through the interaction of mul-
tisensory stimulation, emotional engagement, embodied cognition and digital mediation,
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thereby extending experiential tourism theory toward a more holistic and human-centered
interpretive perspective. More specifically, the findings indicate that gastronomic tourism
experiences are subjectively constructed through the unique cognitive, emotional and
sensory characteristics of everyone. Personal memories, cultural background, embodied
experiences and emotional states influence how tourists perceive, interpret and remem-
ber gastronomic encounters, while technological mediation functions as an adaptive and
personalized experiential mechanism rather than a standardized digital tool.

An additional contribution of the proposed framework is the explicit integration of
multisensory perception into the study of gastronomic tourism experiences. Although
previous MTE research has extensively examined memorability, satisfaction, and behavioral
outcomes, less attention has been paid to the sensory processes through which experiences
are perceived, encoded, and subsequently reconstructed in memory. The G@strotourism
framework suggests that memorable gastronomic experiences emerge from the interaction
between sensory stimuli, emotional responses, and cognitive interpretation. In this view,
taste, smell, visual esthetics, atmosphere, and social interaction are not merely attributes of
an experience; they are key mechanisms through which meaning is created and memories
are formed.

Building upon this multisensory perspective, the study introduces the concept of
technologically enhanced gastro-memories (TAGM), which conceptualizes digital tech-
nologies not merely as informational or promotional tools, but as active mechanisms of
experiential amplification, emotional reactivation and memory enhancement. In this regard,
the study extends reconstructive memory theory within tourism studies by demonstrating
that digitally mediated interactions continuously reshape tourists’ mnemonic and emo-
tional associations with destinations before, during and after travel experiences through
digital interaction.

Furthermore, the research shifts the theoretical focus of gastronomic tourism from
static post-consumption evaluations toward dynamic experiential ecosystems characterized
by continuous interaction between tourists and hybrid physical–digital environments that
coexist and continuously influence tourist perceptions and behaviors.

This perspective enriches the literature on Memorable Tourism Experiences by em-
phasizing personalization, multisensory immersion and the evolving role of technology
in shaping tourist behavior, destination attachment, tourist loyalty and future behavioral
intentions. Furthermore, the findings reinforce the theoretical importance of multisensory
intensity as a fundamental component in the creation of unique, unforgettable, emotionally
enriched experiences that foster long-term visitor–destination relationships, highlighting
the transformative role of technologically enhanced experiential tourism in contemporary
destination development and sustainable tourism competitiveness.

5.3. Limitations and Future Research Directions

Despite its contributions, this study presents certain limitations. Initially, the use
of convenience and purposive sampling at specific international airports may limit the
generalizability of the findings to the broader tourist population, such as those entering
by sea or land. Furthermore, because the sample relied heavily on repeat visitors, the
validated gastrotourism framework inherently reflects the pre-existing perceptions, estab-
lished expectations, and specific memory reconstruction processes characteristic of repeat
tourists. Consequently, the findings should not be interpreted as universally applicable, as
first-time tourists, whose decision-making and imagery formation are driven by different
motivational triggers, may interact differently with the model’s paths. Future research
should utilize broader, more diverse samples to explicitly compare first-time versus repeat
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visitor cohorts, and incorporate mixed-methods approach to combine qualitative depth
with quantitative robustness.

In addition, the cross-sectional design prevents a full understanding of the temporal
evolution of technologically enhanced gastro-memories. Future longitudinal studies are
needed to examine how these memories influence destination relationships over time.
Additionally, as this study relied on self-reported data, future research could integrate
neurogastronomy and sensory marketing techniques to provide more objective insights
into emotional connections.

Finally, while this research focused on current digital mediation, future studies should
explore the evolving role of technology in both real and metaverse environments. Given
the impact of pre-visit perceptions, further analysis is encouraged regarding VR, AR,
and influencer endorsements. Updating survey instruments to include XR and MR tech-
nologies will ensure that findings remain relevant to the rapidly evolving immersive
gastronomic landscape.
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