International Proceeding Journal on Finance, Economics, and Management
 ICOFEB2024
Volume , 2024

DOMESTIC TOURIST PERCEPTIONS OF LOCAL FOOD IN PAYAKUMBUH CITY

Verinita1, Bima Sakti2*
1 Department of Management, Universitas Andalas, Padang, Indonesia (verinitaarsya@eb.unand.ac.id)


ABSTRACT

This research aims to assess domestic tourists' perceptions of local in Payakumbuh food. The research method uses descriptive analysis by measuring each variable using a frequency distribution. The sampling technique was purposive sampling, with the criteria of having visited Payakumbuh City at least 2 times, being over 17 years old, and having tried local Payakumbuh City such as Rendang and other types of traditional food. The sample used in the research was 165 respondents. The research results show that the authenticity of Payakumbuh City food such as Rendang is perceived by domestic tourists as local food made using original regional recipes and ingredients. The tourist satisfaction variable is perceived by domestic tourists as tourist satisfaction when trying local Payakumbuh City food such as Rendang. Furthermore, the revisit intention variable is perceived by domestic tourists as the intention to visit again after trying local Payakumbuh City food.
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1. INTRODUCTION
Indonesia is an attractive country to visit for domestic and foreign tourists. Indonesia's tropical climate makes it one of the favorite tourist destinations for nature tourism, culinary tourism, and others. Tourism is considered to be a driving force in the economic sector and a foreign exchange earner for a country. Tourism refers to all elements consisting of tourists, tourist destinations, culinary delights, travel, industry, and abundant natural resources. 
West Sumatra Province in the economic sector has so far relied on the agricultural, industrial, food processing, and trade sectors. Currently, the West Sumatra Provincial Government has made tourism its mainstay sector. The tourism sector is expected to be a source of regional income and an effort to attract tourists to visit. The support from the West Sumatra provincial government has gone as well as possible and can be seen from the rapid development of tourism.
Payakumbuh City is a city located in West Sumatra Province. The city's strategic location is a land transportation route that connects West Sumatra and Riau. Payakumbuh City has a variety of tourist attractions that are of interest to local and foreign visitors. The existence of tourist attractions makes tourists feel comfortable and worth visiting. Currently, Payakumbuh City tourism is always being renewed with the aim of attracting tourists to visit and enjoy various existing destinations.
Apart from interesting tourist attractions to visit, Payakumbuh City has authentic regional food such as Rendang. In December 2018, Payakumbuh City was inaugurated as "Rendang City" just in time for the Payakumbuh City birthday celebration. Rendang is one of the most delicious culinary delights in the world. In 2011 and 2017, CNN released that Rendang was ranked first as the "50 Best Foods in the World" as the best culinary category in the world. Rendang consists of various types, such as meat rendang, mushroom rendang, tuna rendang, local rendang, and other types. Rendang is a native food from Payakumbuh City that has existed since ancient times and is passed down to this day. Apart from rendang, Payakumbuh City also has special foods such as Galamai, Batiah, Sanjai, Rice Rendang, Martabak Kubang, and Sate Dangung-Dangung. Rendang, a typical food of Payakumbuh City, can be found in Rendang Village, which is located on Jalan Tan Malaka Lampasi. In this village, Rendang is cooked using a stove and firewood, which is believed to contribute to a more delicious and distinctive taste. Research by Bima (2024) found City branding has a positive and significant effect on revisit intention among domestic tourists visiting Payakumbuh City. This shows that the higher the city branding, the higher the revisit intention among domestic tourists.
The allure of exotic culinary delights has motivated many tourists to travel and has made the tourism industry develop rapidly, providing the best dining experience from authentic culinary delights originating from a particular region so that it is well known, comfortable, consistent, and a culinary specialty. Although food had always been part of hospitality services for tourists, it was not emphasized by the tourism industry until the late 1910s. Culinary tourism influences the main inspiration for tourists, namely "the desire to try local culinary delights in an area." Research by Hall and Sharpies (2020) refines this definition into "visits to producers of either primary or secondary food, food festivals, restaurants, and certain locations where there is a place to taste food and find out the characteristics of the food production area, which is the main motivating factor in traveling.".
Research conducted by Everalt (2018) found that culinary tourism has become a different sector in travel and is not just a holiday necessity. Furthermore, Tsai (2020) researching local cuisine in Taiwan found that tourists who experienced local gastronomy expressed a higher level of interest in local food because local food unites tourists with local culture.
Food authenticity can be said to be the uniqueness of local food that is specifically found in an area and is a reflection of local culture. According to Elis et al. (2018), food authenticity is the most important aspect of the tourism experience that can be felt by tourists visiting an area. Research by Baldacchino (2018) found that the experience of tasting authentic food is a cultural phenomenon where the chef, restaurant, waiter, recipe used, and method of presentation are considered in such a way as to allow tourists to interact directly and create a local spirit in the experience. Meanwhile, Antun (2020) concluded that the authenticity of food can be seen from the cooking methods used and local ingredients that are specifically used to produce authentic food from the area, and this is something unique. As a continuation of this, food authenticity is a manifestation of a destination's cultural expression that involves attractions, traditions, local ingredients, legends, stories, and symbols that closely tie the authenticity of local food and attract foreign tourists to visit.
According to research conducted by Chang (2020), tasting native food is a unique way of exploring local culture so that it can provide tourists with clues about local people's food, how to serve food, and the taste of native food. This aims to ensure that tourists can experience an impressive experience when trying new things from authentic food. According to Beverland et al. (2020), the authenticity of local food can be an attraction for tourists who want to know how food can entice them to make return visits to the area. For tourists' dining experience, food authenticity is more important because tourists feel authenticity in the process of looking, smelling, listening, and tasting real food.
2. LITERATURE REVIEW
Zhang et al. (2019) define food authenticity as the authenticity of local food that is specific to a place and is a kind of depiction of the local culture of that area. Then, Kim et al. (2020) define food authenticity as customers' subjective belief that they get an authentic (halal) food experience at a restaurant they visit. Furthermore, Subagio (2021) defines food authenticity as the uniqueness of local food from an area that depicts local culture with the aim of providing visitors with the experience of trying food made using original recipes from generation to generation and presenting a restaurant concept that represents past culture.
Jasman J. (2020) defines tourist satisfaction as tourists' perceptions of the quality of the tourist objects visited. Then, Oliver (2021) defines tourist satisfaction as a visitor's reaction that is seen after visiting a certain object. Tourists are considered satisfied if what they feel is comparable to their expectations. Tourist satisfaction is considered an important component of the overall satisfaction received by tourists.
Nguyen Viet et al. (2020) define revisit intention as behavior after tourists make repeated visits to a location. Then, Soonsan et al. (2023) defined revisit intention as the intention to return to a certain destination.

3. METHODOLOGY
               This research aims to determine the effect of food authenticity on revisit intention, which is mediated by tourist satisfaction. The research method used is quantitative. This research uses SmartPls 4.0 assistance in processing data. The unit of analysis used is domestic tourists who have visited Payakumbuh City at least twice. The population in the study were all domestic tourists who visited Payakumbuh City and had tasted typical Payakumbuh City food such as Rendang and other traditional foods. This research uses non-probability sampling with a purposive sampling approach. There were 140 samples of respondents in this study.
4. RESULTS AND DISCUSSION
Researchers found that the most respondents were tourists with a domicile. The characteristics of respondents based on domicile are dominated by respondents who live in Riau with 92 respondents or 56% and the respondents with the lowest domicile come from South Sumatra, Bali and Yogyakarta with 1 respondent or 0.61%. This shows that visits by Indonesian tourists to Payakumbuh City are dominated by tourists who live in the Riau area. This is because Payakumbuh City is an access route from Riau to West Sumatera Province.
Researchers found that the most respondents were tourists from the Origin province. The characteristics of respondents based on domicile are dominated by respondents from the province of Riau with 92 respondents or 56% and respondents with the lowest domicile coming from South Sumatra, Bali and Yogyakarta with a total of 1 respondent or 0.61%. This shows that visits by Indonesian tourists to Payakumbuh City are dominated by tourists who live in the Riau.
Researchers found that the most respondents were tourists with the last education of Senior High School namely, there were 96 respondents with a percentage of 58.18%. Then in second place are respondents with the latest Bachelors Degree (S1), namely 52 respondents, or 31.52%. There are 11 respondents, or 6.67%, with the last Magister (S2) in education. There are 5 respondents, or 3.03%, with the last Diploma (III) education. And the last, 1 respondents, or 0.61%.
Researchers found that the most respondents were domestic tourists with jobs as Students, namely 96 respondents with a percentage of 58.18. Then, in second place are Private Employees, namely 20 respondents, or 12.12%. There are 9 respondents, or 5.45%, who are TNI/POLRI. There are 9 respondents, or 5.45% who are Others. There are 8 respondents, or 4.85%, who are BUMN/BUMD. There are 6 respondents, or 3.64% who are Lecturers. There are 5 respondents, or 3.03% who are housewives. There are 5 respondents, or 3.03% who are Self Employees. There are 4 respondents, or 2.42% who are PNS/ASN. And the last, there are 3 respondents, or 1,82% who are Student School.
Researchers found that the most respondents were tourists with an income of Rp. 1.000.000 - 3.000.000 and Rp 3.000.001 - 5.000.000 namely 53 respondents with a percentage of 32.12%. Then in second place are respondents with income < Rp. 1.000.0000 namely 47 respondents or 28,48%. There are 6 respondents, or 3,64%, with an income of Rp. 5.000.001 - 7.000.000. There are 4 respondents, or 2.42% with an income > Rp. 9.000.001. And the last, 2 respondents, or 1.21% with an income Rp. 7.000.001 - 9.000.000. This research is dominated by respondents with an income range Rp. 1.000.000 - 3.000.000 and Rp 3.000.001 - 5.000.000.
Researchers found that most respondents were tourist with an “Source destination in Payakumbuh City” in Social Media (Instagram, WhatsApp, Twitter, and Facebook) of 82 respondents or 49.70% and followed by knowing the source of Payakumbuh city destinations from the family of 56 or 33.94% and other. This indicates that social media plays a very important role for respondents in finding tourist destinations in Payakumbuh City.
Researchers found that the most respondents were tourists with an objective of visit dominated by Holiday of 94 respondents or 56.97%. This indicates that respondents visited the city of Payakumbuh for holidays and to enjoy natural and culinary tourism destinations. Researchers found that the most respondents were tourists with a visit dominated by Family of 98 respondents or 59.39%. This indicates that the respondent visited Payakumbuh city with his family.
Researchers found that the most respondents were tourists with a main attraction dominated by Alam/Ngalau of 66 respondents or 40%. This shows that Nature/Ngalau is an attraction for respondents when visiting Payakumbuh City. Ngalau provides beauty that makes tourists feel happy with its natural appearance.
Researchers found that the most respondents were tourists with mode transportation dominated by private transportation of 112 respondents or 67.88%. This shows that private transportation is the choice of respondents when visiting Payakumbuh City.
Researchers found that the most respondents were tourists with a Long of Stay dominated by > 5 days of 52 respondents or 31.52%. This indicates that the respondent visited Payakumbuh City for more than 5 days.
Researchers found that the most respondents were tourists with a Destination favorite dominated by Ngalau Indah of 39 respondents or 23.64%. This shows that Nature/Ngalau is an attraction for respondents when visiting Payakumbuh City. Ngalau provides beauty that makes tourists feel happy with its natural appearance.
Descriptive analysis aims to see respondents' responses to question items on city branding (X1), city image (X2), food authenticity (X3), tourist satisfaction (Z), and revisit intention (Y) on questionnaires that have been distributed on a Likert scale. A total of 165 respondents' answers were processed with Microsoft Excel. Descriptive analysis in this study uses the frequency distribution method.
Table 1 Respondents Response on Food Authenticity
	Code
	Statements
	Answers
	Total
	Mean

	
	
	SD
	D
	N
	A
	SA
	
	

	FA
	Interest in food using local materials
	
	

	FA
1
	Rendang is an authentic food from Payakumbuh City that uses local ingredients
	4
(2.42%)
	1
(0.61%)
	12
(7.27%)
	46
(27.88%)
	102
(61.82%)
	165
(100%)
	4.46


	FA
	Interest in food cooked in an authentic way and traditional
	Total
	Mean

	FA
2
	Rendang is cooked in an authentic and traditional way, using a stove and firewood to maintain its original aroma
	2
(1.21%)
	4
(2.42%)
	12
(7.27%)
	56
(33.94%)
	91
(55.15%)
	165
(100%)
	4.39

	FA
	Interest in local food served in an authentic way
	Total
	Mean

	FA
3
	Rendang is served using leaves and plates made of rottan/bambu
	3
(1.82%)
	2
(1.21%)
	20
(12.12%)
	57
(34.55%)
	83
(50.30%)
	165
(100%)
	4.30

	FA
	Interest in restaurants with concept of local characteristics
	Total
	Mean

	FA
4
	The atmosphere when tasting rendang has a concept of local characteristics by sitting on the lesehan
	3
(1.82%)
	2
(1.21%)
	14
(8.48%)
	58
(35.15%)
	88
(53.33%)
	165
(100%)
	4.37

	FA
	Interest in restaurants with useful servant traditional clothing
	Total
	Mean

	FA
5
	When serving authentic food, the waiter wears traditional Minangkabau clothing
	6
(3.64%)
	8
(4.85%)
	24
(14.55%)
	46
(27.88%)
	81
(49.09%)
	165
(100%)
	4.14

	FA
	Deep emotional involvement feel eating habits local residents
	Total
	Mean

	FA
6
	Rendang has a distinctive taste, namely spicy and savory, in accordance with the eating habits of local people
	3
(1.82%)
	1
(0.61%)
	10
(6.06%)
	44
(26.67%)
	107
(64.85%)
	165
(100%)
	4.52

	Total  Mean
	
	4.36




Based on the results above, the average respondents' answers to the six  statements is 4.36, which is relatively high. The statement indicator with the highest average answer is in FA 6, “Rendang has a distinctive taste, namely spicy and savory, in accordance with the eating habits of local people” which is 4.52. This shows that Rendang has a distinctive and spicy taste. This is in accordance with the habits of the people of Payakumbuh, who are accustomed to liking spicy food. On the other hand, the statement indicator with the lowest average answer is in FA 5, “When serving authentic food, the waiter wears traditional Minangkabau clothing” which is 4.14. This shows that not all restaurants, when serving authentic food such as rendang and other traditional foods, wear brackets (Baju Kurung) for female employees and koko clothing (Baju Koko) for male employees.
Table 2 Respondents Response on Tourist Satisfaction
	Code
	Statements
	Answers
	Total
	Mean

	
	
	SD
	D
	N
	A
	SA
	
	

	TS
	Tourist overall evaluation of their past experience visiting a destination is positive
	
	

	TS
1
	I had a positive experience in Payakumbuh City
	3
(1.82%)
	3
(1.82%)
	10
(6.06%)
	49
(29.70%)
	100
(60.61%)
	165
(100%)
	4.45


	TS
	Tourist overall evaluation of their past experience visiting a destination is favourable
	Total
	Mean

	TS
2
	I had a memorable experience in Payakumbuh City
	3
(1.82%)
	2
(1.21%)
	14
(8.48%)
	61
(36.97%)
	85
(51.52%)
	165
(100%)
	4.35

	TS
	Tourist are satisfied with their past experiences visiting a destination
	Total
	Mean

	TS
3
	I am satisfied with the experience of visiting Payakumbuh City
	3
(1.82%)
	2
(1.21%)
	13
(7.88%)
	58
(35.15%)
	89
(53.94%)
	165
(100%)
	4.38

	TS
	Tourist are pleased with their past experiences visiting  a destinations
	Total
	Mean

	TS
4
	I was happy with the experience of visiting Payakumbuh City
	3
(1.82%)
	3
(1.82%)
	10
(6.06%)
	50
(30.30%)
	99
(60.00%)
	165
(100%)
	4.44

	Total  Mean
	
	4.40



Based on the results above, the average respondents' answers to the four statements is 4.40, which is relatively high. The statement indicator with the highest average answer is in TS 1, “I had a positive experience in Payakumbuh City” which is 4.45. This shows that respondents had a positive experience when visiting Payakumbuh City. This is very positive, and respondents will make return visits. On the other hand, the statement indicator with the lowest average answer is in TS 2, “I had a memorable experience in Payakumbuh City” which is 4.38. This shows that when respondents visited Payakumbuh City after having a positive experience, they were not able to get an experience that met their expectations.
Table 3 Respondents Response on Revisit Intention
	Code
	Statements
	Answers
	Total
	Mean

	
	
	SD
	D
	N
	A
	SA
	
	

	RI
	Revisit
	
	

	RI
1
	I will revisit Payakumbuh City
	3
(1.82%)
	1
(0.61%)
	9
(5.45%)
	47
(28.48%)
	105
(63.64%)
	165
(100%)
	4.51


	RI
2
	I am willing to return to Payakumbuh City in the future
	2
(1.21%)
	2
(1.21%)
	13
(7.88%)
	44
(26.67%)
	104
(63.03%)
	165
(100%)
	4.49

	RI
	Worthwhile
	Total
	Mean

	RI
3
	For me visiting Payakumbuh City is useful
	3
(1.82%)
	1
(0.61%)
	20
(12.12%)
	41
(24.85%)
	100
(60.61%)
	165
(100%)
	4.41

	RI
4
	I have a good impression of Payakumbuh City as a tourist destination
	2
(1.21%)
	1
(0.61%)
	13
(7.88%)
	41
(24.85%)
	108
(65.45%)
	165
(100%)
	4.52

	RI
5
	I feel loyal to Payakumbuh City as a tourist destination of choice
	3
(1.82%)
	1
(0.61%)
	19
(11.52%)
	46
(27.88%)
	96
(58.18%)
	165
(100%)
	4.40

	RI
	Recommend
	Total
	Mean

	RI
6
	I would positively recommend Payakumbuh City to others
	2
(1.21%)
	3
(1.82%)
	13
(7.88%)
	45
(27.27%)
	102
(61.82%)
	165
(100%)
	4.47

	RI
7

	I am willing to recommend Payakumbuh City as Rendang City to family and friends for tourist purposes
	2
(1.21%)
	3
(1.82%)
	15
(9.09%)
	40
(24.24%)
	105
(63.64%)
	165
(100%)
	4.45

	RI
	Stay
	Total
	Mean

	RI
8
	I want to stay longer in Payakumbuh City
	2
(1.21%)
	8
(4.85%)
	30
(18.18%)
	32
(19.39%)
	93
(56.36%)
	165
(100%)
	4.24

	Total  Mean
	
	4.43



Based on the results above, the average respondents' answers to the eight statements is 4.43, which is relatively high. The statement indicator with the highest average answer is in RI 4, “I have a good impression of Payakumbuh City as a tourist destination” which is 4.52. This shows that when tourists visit the city of Payakumbuh, they get a good impression of it as a tourist destination. Several tourist destinations in the city of Payakumbuh give a good impression so that they can be remembered by visitors. On the other hand, the statement indicator with the lowest average answer is in RI 8, “I want to stay longer in Payakumbuh City” which is 4.24. This shows that respondents did not want to stay longer in Payakumbuh city but only wanted to enjoy the existing destination..

5. CONCLUSION
	Therefore, the Payakumbuh City government and the community must be able to evaluate and develop new strategies so that every tourist who visits Payakumbuh City has a unique tourism experience and also an unforgettable culinary tour of authentic culinary delights such as rendang and other types of culinary delights. Apart from that, the Payakumbuh City Government must be able to manage and maintain existing tourist attractions, such as cleanliness and the availability of parking for visitors who come, with the aim of making these visitors feel safe and comfortable when in Payakumbuh City. Because, when tourists are safe and comfortable in Payakumbuh City, it will provide positive things, and they will ultimately revisit the place.
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