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THE EFFECT OF SOCIAL MARKETING CAMPAIGN ON VEGETABLE AND 
FRUIT INTAKE: APPLICATION OF MOBILE PUSH NOTIFICATION

Min Sook Kyung
University of Yonsei, Korea 

Sunny Ham
University of Yonsei, Korea 

INTRODUCTION

The World Health Organization (WHO) 
(2018) emphasizes the role of vegetables and fruits 
in public health promotion. According to the 
Maternal Mortality and Mortality Weekly Report 
(MMWR) published the  Centers for Disease 
Control and Prevention, only one in ten adults 
consumed the recommended intake of vegetables 
and fruits (Lee-Kwan et al., 2017). The American 
Heart Association (2017) emphasized the 
importance of vegetables and fruits intakes to 
prevent chronic diseases, such as cardiovascular 
disease, to reduce cholesterol levels and to promote 
health. Korean Nutrient Intake Standard from 
[source] dietary intake recommendation for health 
for Koreans(2015), particularly with respect to 
vegetable and fruit intakes for healthy eating habits. 
A variety of health-related information come in 
many forms. A variety of health-related information 
is available, including information on vegetables 
and fruits. The impact of vegetable and fruit 
consumption (Sharps & Robinson, 2016) was found 
in the game rather than in education. In many 
countries, health-related information such as 
vegetable and fruit consumption is delivered to a 
large number of people in campaign forms such 
as posters, infographics and videos. Previous studies 
with samples of adults have shown that when they 
are exposed to health-related campaigns, they 
purchase such foods (Mørk et al., 2017). Tobey et 
al. (2016) resulted in a positive effect of a social 
marketing campaign on the vegetable and fruit 
consumption in low-income households. 

Many social marketing campaigns employ 
app alerts of mobile devices. Research using mobile 
text messages to promote healthy behaviors and 
weight reduction stated that mobile phones are 
popular and convenient to carry and that information 
can be delivered to the subjects in real time quickly 

(Gerber et al ., 2009). While there was no significant 
difference among the groups in terms of the effect 
of the number of reminders of mobile devices on 
stress(Morrison et al., 2017). However, this study 
is an original study because it shows the result 
according to the number of notifications.

The purpose of this study is to investigate 
the effects of mobile marketing campaigns on 
vegetable and fruit consumption. For this study, 
mobile push notification was selected as a form of 
mobile marketing campaign. The specific objectives 
of the study are 1) to examine the effect of the 
mobile push notification on self-efficacy and 
willingness to improve health, 2) to examine if the 
mobile push notification affects fruit and vegetable 
consumption, and 3) to identify the relevant number 
of mobile push notifications effective on fruit and 
vegetable.

METHOD

Design of the study
The researchers created a FV yam Campaign 

Facebook designed to stimulate the consumption of 
vegetables and fruits. Fifty college students are the 
sample of the study.  College students were selected 
as a sample of the study, because they are the most 
familiar generation for mobile devices and will be 
most suitable for social marketing campaigns 
through mobile push notifications. The FV yam 
campaign Facebook is designed to stimulate the 
consumption of vegetables and fruits. The study 
employed a pre-survey and 6-month mobile push 
alerts. The participants who participated in the FV 
yam Facebook Alerts campaign were allowed to 
participate in the post-survey. The FV yam 
Facebook Alerts campaign will take place for 6 
months. The FV yam Facebook Alerts campaign 
will be performed one per month, once a week, 
or once per day, which divides the participants into 



APTA 2019, VIETNAM, DA NANG 1st-4th July 20192

three groups. The particpants will received incetives 
of 2 Smoothie King coupons. 

Research Instrument
This study will use the questionnaire as a 

research instrument. A survey will be conducted 
twice before and after the mobile push notification 
campaign. The survey consisted in Mobile push 
notifications Social marketing campaigns include, 
Vegetables and fruit intake habits, Self-efficacy, 
Willingness to improve health, Demographic factor 
parts. 

Part 1 measures 
Mobile push notifications Social marketing 

campaigns include: type, number and content of 
campaigns. Campaign forms are preferred channels, 
consisting of online, mobile, magazine, postal, 
grocery store or restaurant. The appropriate number 
of campaigns was once / day, once / week, once 
/ month. The contents of the contents of the 
campaign are composed of what is good, and consist 
of seasonal food, health recipe, efficacy.

Part 2 measures 
Vegetables and fruit intake habits: The 

questionnaire was composed of the questionnaire 
about the actual situation of vegetable and fruit 
consumption and the intake of vegetables and fruits. 
Based on the literature on vegetables and fruit 
intake, the researchers constructed it. The 
questionnaire for the consumption of vegetables and 
fruits was based on the frequency and intake of 
vegetables and fruits in the National Food and 
Nutrition Survey. The number of vegetables and 
fruits consumed during each season was selected 
as 1 year, 1 month, 1 week, 1 day, and the intake 
was presented as 1 cup, 1 cup. The reasons for the 
consumption of vegetables and fruits include the 
reasons for eating vegetables and fruits and the 
reasons for not eating them.

Part 3 measures 
Self-efficacy: The items related to 

self-efficacy were selected as the perceived factors 
of individuals who can successfully perform the 
action to obtain positive results through the 
campaign. And whether or not they were able to 
consume adequate amounts of vegetables and fruits. 
The question is: "If you eat vegetables and fruits 
well, you can have a healthy body." "Increasing the 
intake of vegetables and fruits can make you 
healthier than you are now." "Promoting the 

consumption of vegetables and fruits to prevent 
chronic diseases. Can be made "

Part 4 measures 
Willingness to improve health: Questions 

related to willingness to promote health are about 
what kind of behavior will be done in order to 
promote normal health. Practicing willingness and 
action to promote vegetable and fruit consumption 
through campaign . The questionnaire consisted of 
interest to information related to vegetables and 
fruits, efforts to promote vegetable and fruit 
consumption, and willingness to take vegetables and 
fruits for health care. The item was composed of 
"I will choose a menu of vegetables when I eat 
out" and "I will choose fruit when I choose snack".

Part 5 measures 
Demographic factor: The questions about the 

general items used in this study were developed 
by the researchers, and reference was made to 
studies conducted by college students through 
literature review. The items include gender, age, 
grade, major, residence type, monthly allowance, 
and health status.

Data Collection
The data collection will be done two times 

before and after the campaign on FV yam Facebook. 
The pre-survey and a post-survey will measure how 
effective the campaign is, including how much 
vegetable and fruit consumption has increased since 
watching the campaign. The survey will be done 
using the Facebook message feature.

Data Analysis
Data analysis will use SPSS24.0. Data 

analysis will conduct a t-test on the self-efficacy, 
health-promoting will, and frequency of 
consumption of vegetables and fruits before and 
after the mobile push notification campaign. We will 
also conduct ANOVA analysis on the Self-efficacy, 
health promotion intention, and frequency of 
ingestion according to the number of mobile push 
notifications. Regression analysis was conducted 
according to whether Self-efficacy and health 
promotion intention about vegetables and fruit 
consumption were formed according to campaign 
before and after campaign, number of exposures, 
self-efficacy. And regression analysis of the effect 
of the increase and decrease of the vegetable and 
fruit intake and frequency.



25th Asia Pacific Tourism Association Annual Conference 3

The research hypothesis is as follows.
1) Mobile push notification has a positive 

effect on self-efficacy vegetable and fruit 
consumption.

2) Mobile push notification has a positive 
effect on willingness to improve health.

3) Self-efficacy of vegetable and fruit intake 
will affect willingness to improve health.

4) Self-efficacy of vegetable and fruit intake 
will affect vegetable and fruit intake.

5) Willingness to improve health positively 
influence vegetable and fruit intakes.

The number of mobile push notification 
moderates in the relations between mobile push 
notification and vegetable and fruit intakes.

 

Figure 1. The research hypothesis

EXPECTED FINDING

This study is expected to show the 
effectiveness of social marketing campaign through 
changes of vegetable and fruit consumption 
according to the number of mobile push notification 
exposures during 6 months. This study is a social 
contribution study to promote vegetable and fruit 
consumption through social marketing campaign 
using mobile push notification. This study sought 
to see the effect of the campaign on a certain number 
of people for the campaign for the unspecified 
number through the social marketing campaign 
using the commercialized mobile device. Social 
marketing campaigns have motivated them to have 
vegetable and fruit intake, or healthy eating habits, 
and this motivation will result in promoting 
vegetable and fruit intake and frequency. Especially, 
the appropriate number of mobile push notifications 
will have a positive result, and if it is not a proper 
number of times, that is, one notification per day 
or one notification per month, the result may be 
rather negative. This study will be evidence of the 
effectiveness of the appropriate number of mobile 
push notification campaigns based on self-efficacy 
and willingness to promote health. It will also prove 
that social marketing campaigns are effective 
marketing for social contributions. As a 
consequence, I aimed to estimate the appropriate 
frequency of Self-efficacy and health promotion 
intentions, based on continuous mobile 

notifications, assuming that people are constantly 
exposed to information about vegetables and fruits. 
The appropriate number of campaign exposures will 
be an incentive to know about the importance of 
vegetables and fruit intake, that is, a positive belief 
(self-efficacy), which will help you build a healthy 
eating habits with vegetables and fruits Will). As 
a result, it is possible to improve the intake of 
vegetables and fruits of college students, thereby 
promoting health.

In the case of industry, it will be a marketing 
necessary for healthy eating at restaurants and 
grocery stores. The implementation of these 
campaigns for socially healthy public health can 
lead to trust and visitation for customers. It will 
also be a motivation to create healthy beliefs for 
customers through healthy information provision 
and healthy menu recommendation rather than 
simply promoting restaurants or grocery stores. It 
will be an important tool of CSR.

Future research may link different forms of 
campaign to tailored information tailored to the 
health status and location of the customer. For 
example, it can be a popular and highly utilized 
campaign by recommending stores and menus that 
can eat vegetables and fruits, and introducing 
seasonal vegetables and fruits at grocery stores. As 
a result, social marketing campaigns in this study 
will contribute to healthy eating habits, and will 
contribute to the prevention of diseases and improve 
public health.
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TOURISM AND GENDER EQUALITY IN A RURAL MINORITY COMMUNITY 
IN MENA THE CASE STUDY OF SIWA OASIS

 

Mina Shafiek
University of Wakayama, Japan

INTRODUCTION

Problem statement
Due to the nature of tourism as part of 

globalization, tourism may affect demographic 
characteristics, social structure, economic activities, 
social values and attitudes, culture and lifestyle 
(Harry, 2009). There are many studies suggested 
that tourism might cause changes in gender roles, 
especially in developing countries. Tourism 
development in Republic of Dominican and turkey 
suggest that tourism caused a change in the customs 
and traditions allowing women to participate in 
tourism (Duffy, Kline, Mowatt, & Chancellor, 2015; 
Tucker, 2007). Despite the fact, many studies 
investigated women participation in tourism 
development and how it might aid women 
empowerment. However, those studies are mainly 
focused on women in developing countries, or rural 
areas in Asia, the Middle East region has not been 
investigated yet. 

It is essential to understand the different 
characters in the Middle East and North Africa 
community (MENA). MENA is always seen as one 
group, in the fact Islam is the dominant religion 
in the MENA region, but MENA is consist of many 
minorities such as Kurd in Iraq, Christian minorities 
in Syria, Copt in Egypt and Amazigh in North 
Africa. There is an essential need to accommodate 
the difference of the culture and tradition in 
developing country, especially in the Middle East 
region as Edward Said has supported the idea of 
opening up for socio-economic rationalities outside 
the European and North American logic (Said, 
2006). The impact of tourism development on the 
social-culture on each host community might be 
different than others.

Research justification
Tourism as an economic sector has been 

grown rapidly during the last decades especially in 
developing countries and Egypt one of those 

countries. The tourism sector in Egypt has started 
after peace with Israel (Standl, 1989). Since that 
time the Egyptian economic planners recognised the 
importance of inbound tourism as one of the 
economic sectors. Many cities were explicitly 
established for tourism activities, especially in the 
south part of the Sinai Peninsula and the Red Sea 
region. Regardless of the tourism development 
process was limited in a few destinations, Such as 
historical area marine resort areas, the open door 
policies for mass tourism has many effects, 
including the Egyptian society. For example, rural 
area around Giza pyramids has been urbanised, and 
Hurghada which was a small fishing village turned 
to be a marine resorts destination. The impact of 
tourism on the tourist destinations has been noticed, 
especially in the Red Sea region many research had 
been done investigating the negative environmental 
impact of tourism in marine life (Hilmi & Safa, 
2012). 

The cultural, social and economic impact of 
tourism on the Egyptian society has not been studied 
enough, most of tourism PhD thesis concentrated 
on the general topics, not a specific destination. 
Also, tourism attractions do not receive any 
attention from PhD researchers (Afifi, 2009). Few 
studies have been done looking for the impact of 
tourism on the local community indicated that 
tourism has impacted the economic benefits and 
enhancing the living stander (Eraqi, 2008; Steiner, 
2006). However, the socio-cultural impact of 
tourism on the life of the host community is essential 
to be studied to understand the efficiency of the 
tourism development process. 

Purposes of study
A few studies are focused on the small 

minorities communities in Egypt. Siwa oasis people 
are one of the Egyptian minorities; they live in Siwa 
oasis, western desert. It is a rural area; they rely 
on dates from palm trees as a source of income. 
This community was opened for tourism 
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development during the open door policy in the 90s. 
Siwa oasis people now started to enjoy the benefits 
of tourism, jobs in hotels, shops. Income from 
handmade crafts (Vale, 2015). Siwa oasis women 
do not work outdoors, that allowed them to develop 
their handmade craft skills and also to conform to 
the Islamic tradition to keep women separated from 
the public sphere. Until now Siwa oasis women rely 
on their husbands to go shopping. However recently 
during the preparation of an initiative festival called 
Date Palm festival, and due to the lack of labours, 
women are allowed to work outdoors drying, and 
packaging dates at dates factories (Kamal, 2019).

Many papers investigate the barriers and 
opportunities for women in tourism. However, in 
MENA region societies which are located in the 
so-called patriarchal belt, men are in domain 
position (Kandiyoti 1988). Due to the importance 
of men's roles in changing the gender roles and 
women empowerment (Cole, 2018), This paper 
discusses tourism process in Siwa oasis and 
socio-cultural change in Siwa oasis by exploring 
tourism impact in changing men's perception of 
women roles within Siwa oasis community.

LITERATURE REVIEW

Theoretical background
Tourism can offer opportunities to empower 

women and achieve gender equality by giving 
economic values to invisible works often done by 
women. Such work may include tasks related to 
intangible cultural heritage (e.g., crafts, food, 
artifacts), which in fact serves as important tourism 
resources. For rural and/or minority communities 
in particular, valuing ICH is a way to enhance not 
only cultural identity but also socio-economic status 
(providing job) of knowledge and skill keepers, who 
are often women. A ‘cultural avenue’ exists for 
women’s empowerment, but at the same time 
obstacles exist in some societies for women’s social 
participation including tourism. The community 
based tourism has been investigated by many 
scholars, community-based tourism has been 
provided a positive impact in opening a chance for 
women to work and participate in the tourism 
industry, which might facilitate equal distribution 
of outcomes while fulfilling the objectives of 
sustainable tourism (Okazaki, 2008).

The most typical explanation of the situation 

of women in the Arab world is due to what is 
mentioned in the Quran and Shari’a about women. 
As most of the Arab countries utilising the Quran 
and Shari’a as an ideological justification for their 
perspectives, it also can be seen from political 
perspectives. Another reason can be the education 
level in Arab countries are so low compared with 
western countries, and that is due to a long time 
of colonialization and war which prevent those 
countries from developing. Egypt is one of the 
Middle East countries where the patriarchy system 
strongly exists. Patriarchy means the rule of the 
patriarch. Now it refers to male domination and 
power relationship between man and women in 
which the men dominate women (Bhasin, 2006).

Women's rights in Muslim societies
In many cultures and tradition, not only 

Islam, women are discriminated due to biological 
reasons, giving men superiority over women. In 
Islam there many interpretations of the Quran 
regarding this point. However, Anwer related that 
to the early Islam era when Muslim exegetes and 
philosophers have utilized the Quran to justify their 
belief in male superiority, that means, the 
interpretation of Quran has been mixed with the 
local culture and beliefs of the surrounding tribes, 
keeping the patriarchal perception (Anwer, 2009). 
On the other hand, many Islamic feminists 
investigated Islam, not the west that first proposed 
gender equality, including inherit and own property 
(Lovat, 2012). In early Isalm women were active 
participants, they can lead such as Aisha often 
prefixed by the title of Umm al Muminin “Mother 
of the believers” also other were able to fight such 
as Om Emaruh. In contrast to the secular feminists 
who are constituted by secular nationalist and 
human rights and democracy (Badran, 2005), the 
Islamic feminists believe that to recover women 
voice is no more than the recovery of Islam itself 
(Lovat, 2012). Hence religion is subject to change, 
to understand in different ways by many 
interpreters. In Golley, 2004 mentioned, “gender 
relations can be analysed in terms of religion when 
the latter is conceptualized within the relevant 
socioeconomic and political context”. As most of 
the MENA region countries governments utilising 
Islam as an ideology, gender relation studies should 
not neglect its impact.  
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Women in Egypt 
Women rights in the MENA region are still 

violated. The reasons behind the inequality are all 
related to the nature of this region. The nature of 
this region is dyed with religion due to most Arab 
governments utilizing Islam as an ideology, 
evidently in Egyptian society during the last century. 
Egypt the most populous country in the MENA 
region. Egypt has a long history with feminists and 
modernization movements. Even though Egypt was 
the first country in the Middle East region started 
calling for women rights. This study focuses on 
Egypt the most populous country in the MENA 
region. Not only because of the population but as 
also, Egypt has a long history with feminists and 
modernisation movements which struggled for more 
rights for women such as marriage, divorce and 
inheritance, yet nothing has been changed. However 
other countries such as Tunisia, Syria and Iraq have 
been more successful than Egypt (Golley, 2004). 
The Middle East region was colonized by western 
countries by the end of the 18th century and the 
begging of the 19th century, since then the national 
liberation movement has started, and Egypt was one 
of the first countries sought for liberation. The first 
national movements against the British colonization 
in Egypt was in 1919 leaded by Saad Zaghloul. 
It was the first time for Egyptian women to 
participate in such kind of movements (Ramdani, 
2013). Some scholars have argued that the feminist 
movement is imported to the Arab world and it is 
not relevant to the Arab culture. However, Golley 
argued that the feminist’s movements in the Arab 
world had been affected by other movements such 
as nationalism and colonialism (Golley, 2007). By 
the late twentieth century; During the Nasser era 
and his idea about Arab socialism, nationalisation, 
and with the promise that all college graduates could 
work, women had benefited from that by joining 
the workforce, women started to work at factories, 
hospitals, and schools. With the beginning of the 
Mubarak era and with his strategy in privatising 
the national companies, the private sector jobs have 
been increased which require long hours of work 
and fewer benefits than the governmental jobs. The 
number of working women has been decreased. 

Proposed Methodology
Women’s involvement in social movements 

has been one of the major reasons behind changing 

gender roles and male-dominated cultural contexts, 
and Due to the nature of this research based on 
the entire culture of a specific location which is 
Siwa oasis, the study will utilize the ethnographic 
approach. Direct observation and semi-structured 
interviews are the research methods to explore this 
topic more broadly. The researcher is planning to 
visit Siwa oasis during the date palm festival which 
an initiative festival, it has been held since 2015. 
This festival has helped in raising the economic 
benefit for dates growers and invited wide 
participation from the local communities. The 
period after and during the festival is the busiest 
time for Siwa oasis, during this time from the year, 
most of Siwan men are busy in harvesting and 
preparing for the festival. The researcher found 
during the fieldwork in 2015 that Siwa oasis women 
have started to work out the door in dates factories 
which a new phenomenon in such kind of 
conservative societies.

Theoretical and practical implications 
This is an exploratory study within the overall 

research aims to find a possible cultural avenue to 
empower the Siwan women. The three steps will 
be taken. Firstly, social changes within the Siwan 
community over the last two decades will be 
identified through oral history, focusing on .the 
role/position of Siwan women in tourism 
development. Secondly, it will examine social 
obstacles that prevent women from utilizing the 
opportunities that tourism could offer. Thirdly, the 
analysis will be made on the definition of the term 
“gender equality” from both women and men, who 
are in a dominant position. It is hoped that this 
research will contribute to the sustainable tourism 
agenda, especially gender equality promoted in the 
SDG 5. Scholars of gender equality may find this 
study valuable, as it will introduce a new 
characteristic of contemporary movements in 
achieving gender equality in tourism. It is not only 
about Siwan community but also about communities 
which might have the same features such as small 
indigenous communities in Asia, in Japan as well.
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SUSTAINABILITY AND ATTACHMENT TO REGIONAL SUSTAINABLE 
TOURISM: EVIDENCE FROM THREE PROVINCES IN THE CENTRAL 

COAST OF VIETNAM

Ly Vo Thi Cam
University of Lille, France

INTRODUCTION

1. Research context
It is true that the tourism industry in Vietnam 

is growing rapidly, becoming one of the key 
economic sectors, contributing to the increase of 
income, creating jobs and share of gross domestic 
product (Tinh, 2009). Three provinces in the central 
region of Vietnam: Hue, Da Nang, and Quang Nam 
are three localities on the heritage axis that have 
a lot of potential for tourism and this will be the 
main focus of Vietnam's tourism in the coming time. 
According to statistics of Vietnam National 
Administration of Tourism, in 2017, the number of 
international tourists to these three provinces 
reached nearly 6.5 million visitors, accounting for 
nearly 50% of total international visitors to Vietnam 
in the same period. And, the number of international 
arrivals is expected to increase sharply in 2018. 
However, over the past few years, the number of 
tourists to the three provinces has increased 
dramatically and has put pressure on the economy, 
socio-culture, and environment. Obviously, it is 
extremely necessary to have a depth study on 
sustainable tourism. Particularly, explaining the 
relation between sustainability and attachment to 
sustainable tourism. 

2. Previous studies and Research Gaps 
In recent times, there are two main studies 

groups on sustainable tourism. The first group, 
studying the theoretical framework for sustainable 
tourism. Most of the research on sustainable tourism 
studies focus on environmental protection. This 
view is also supported by Berry, Bn, & Ladkin, 
(1997), they concluded that Sustainability means 
that tourism is maintained on the basis of 
environmental protection and that human beings can 
reach the destination and intend to return once again. 
However, according to Brundtland, (1987) 

Sustainability is not only about environmental 
protection, but also on economic development and 
social equality. The second group, which studies 
the building and measurement of sustainable 
tourism indicators (Qiu Zhang, Fan, Tse, & King, 
2016; Lozano-oyola, Javier, & Gonza, 2010). 

In Vietnam, there have been some research 
undertaken about tourism based on the 
sustainability, such as “Sustainable tourism with 
poverty reduction (Pham Ngoc Thang, 2010); 
Tourism development towards sustainability in Sam 
Son, Thanh Hoa province, Viet Nam (Do Thi Nga, 
2016). These studies were conducted primarily by 
qualitative methods based on the subjective 
assessment of the authors. One of the few studies 
conducted by quantitative methods was: “The 
assessment of sustainable tourism in Lac village, 
VN (Nguyen Hung et al, n.d.). In the study of 
(Nguyen Hung et al, n.d.), the authors indicated that 
the criteria for sustainable tourism are based on 
aspects of sustainable tourism. The biggest 
limitation of this study is that the scale of 
sustainability is a subjective scale of measurement 
based on individual perceptions and is dependent 
on the demographic characteristics of the 
respondents. The data was collected from local 
people, while the majority of them were ethnic 
minorities. This may affect the results of the survey 
and the results of the sustainability assessment. 

3. Objectives of the research
From the gaps in these studies, this thesis 

pursues the following objectives: Firstly, the study 
compares the perceptions of attachment to 
sustainable tourism between local resident and 
international tourist. Secondly, the research 
examines the direct impact of sustainability on 
attachment to regional sustainable tourism. Thirdly, 
study measures the indirect impact of Destination 
image and satisfaction (local resident and tourist) 
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on the relationship between sustainability and 
attachment to regional sustainable tourism. 
Fourthly, the study examines the influence of 
social-cultural factors on the relationship between 
sustainability and attachment to regional sustainable 
tourism.

LITERATURE REVIEW

1. Theoretical framework
1.1. Sustainability: Sustainability means 

meeting our own needs without compromising the 
ability of future generations to meet their own needs. 
In addition to natural resources, we also need social 
and economic resources. Sustainability is not just 
environmentalism. Embedded in most definitions of 
sustainability we also find concerns for social equity 
and economic development (Brundtland, 1987). 
Recently, scholars have placed greater focus on the 
contradictions between the three aspects of 
sustainable tourism: economic, environmental, and 
social (Anna & Friedrichs, 2013)

1.2 Social exchange Theory: Social exchange 
theory was introduced in the 1960s by George 
Homans, and was later developed by John Thibaut, 
Harold Kelley and Peter Blau. This theory, born 
from economic concepts and exchanges, refers to 
how social interaction takes place and points to 
factors that motivate human behavior. Therefore, 
social exchange theory gives the idea that all 
relationships are formed, maintained or broken due 
to cost and benefit analysis1). 

1.3 National culture Theory (Hofstede 
1980:2010): Culture is the soul of a nation, a people, 
and a determinant of the thoughts and actions of 
individuals, organizations or communities 
(Hofstede, 2001). Hofstede's national cultural theory 
is a framework for multicultural communication. 
The six cultural dimensions include: Power distance, 
individualism-collectivism, uncertainty avoidance, 
masculinity-femininity, Long-term orientation and 
indulgence-restraint. 

1.4 Confucian values: According to 
Monkhouse, Barnes, & Hanh Pham, (2013) identify 
five Confucian values from the literature that can 
have an influence on East Asian consumers, include 
“face saving, humility, a sense of group orientation, 
respect for social hierarchy and reciprocity in 

exchange”.

2. Conceptual framework
2.1 Sustainability and attachment to 

sustainable tourism: 
Previous research has shown that local 

communities will endeavor to engage in tourism as 
they perceive the benefits of participation more than 
costs, which means that local people receive the 
positive effects of tourism are more negative (Ling, 
Jakpar, Johari, Myint, & Rani, 2011). Sustainable 
tourism, meanwhile, aims to preserve the 
environment, provide jobs, secure incomes and 
preserve and promote cultural values, which means 
sustainable tourism towards the positive impact that 
tourism brings to the local community. This implies 
that, sustainability positive affect to attachment to 
sustainable tourism

2.2 Satisfaction regard to management and 
attachment to sustainable tourism

In study of Castro, Quisimalin, Pablos, 
Gancino, & Jerez, (2017) determines that there are 
positive influences of factors such as “infrastructure, 
attention, cleanliness of the establishment and 
availability of parking; food and fun; ease of finding 
places and availability of service information; 
gastronomic and cultural tourism" on tourist 
satisfaction. Comparing in the literature review of 
sustainability, these factors are in the three 
dimensions of sustainability. In addition, many 
studies concluded that, when there is community 
satisfaction or tourist satisfaction, often they will 
have support to travel activities. Local residents are 
aware of the benefits of sustainability, they will 
strive to achieve sustainable tourism, with tourists 
having similar conclusions (Ko & Stewart, 2002). 

2.3 Level of involvement in sustainable 
tourism and attachment to sustainable tourism

Sustainability will positively affect the level 
of involvement of stakeholders in sustainable 
tourism. Besides, people who are highly engaged 
in sustainable tourism will have a strong attachment 
to regional sustainable tourism.

2.4. Cultural dimension, sustainability and 
attachement to sustainable tourism

Power Distance: The studies of Lynn, 
Zinkhan, & Harris, (1993) the power distance 
culture dimension is positively influence to tourists’ 

1) https://vi.psychologyinstructor.com/ly-thuyet-ve-trao-doi-xa-hoi/



25th Asia Pacific Tourism Association Annual Conference 11

tipping behavior. Tourists with high PD culture tip 
the service provider while travelling more that those 
who are from low PD culture. Farahani & 
Mohamed, (2011) concludes that tourists coming 
from countries with high power distance tend to 
follow regulations and rules at tourist destinations. 
Moreover, they often take the initiative in engaging 
in environmental activities. 

Collectivism/Individualism: The study of 
H’Mida et al., (2014) points out that Collectivism 
directly and positively relates to environmental 
concern and people with a high level of 
environmental concern are more likely to engage 
in pro-environmental behavior than are those who 
are less concerned about environmental issues. From 
a theoretical basis, it can be concluded that travelers 

from countries with high collectivism are often 
interested in using environmentally friendly 
products. 

Long-term orientation: In a long-term 
orientation, people will value persistence, prefer 
savings, arrange relationships according to status or 
social class, have the concept of shame. From a 
theoretical basis, it can be concluded that people 
with the high level of Long-term orientation positive 
moderate the effects of sustainability on attachment 
to sustainable tourism.

2.5 Confucian values, sustainability and 
attachement to sustainable tourism

In tourism, two values (face saving and group 
orientation) positive moderate the effects of 
sustainability on attachment to sustainable tourism.

Research Model

Figure 1. Conceptual model and hypotheses.

METHODS

To implement this project, the author 
combines both methods: qualitative research and 
quantitative research methods.

Qualitative Research Method: This method is 

used to answer for question 1 “Do local and 
international tourists have the same attachment to 
regional sustainable tourism?”. Particularly, to 
collecting the data, the author conducted an in-depth 
interview with semi-structured questionnaires with 
18 participants, including 9 local resident and 9 
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international tourists to three provinces of Viet Nam 
(Hue, Da Nang, and Quang Nam). The interview 
was conducted in Vietnam (face to face), last 
between 30 and 45 minutes and the whole interview 
was recorded. Quantitative Research methods: This 
method is used to answer for question 2,3 and 4. 
This study is based on a survey by questionnaire 
of international tourist who visited three provinces 
of the central coast region of Viet Nam (300-400 
respondents) and 300-400 local resident who live 
a long time in these places. SPSS and AMOS 
Software will be used for data analysis.

THEORETICAL AND PRACTICAL IMPLICATIONS

Contributions to the theory: The study will 
contribute to the enrichment of the definition of 
sustainable tourism, based on the perception of 
sustainable tourism from the perspective of the main 
stakeholders (local resident and tourists). Or even, 
with the same stakeholders but from different 
geographic regions, different cultural influences will 
have different perceptions of sustainable tourism 
and attachment to sustainable tourism. In addition, 
much of the recent research focused on a single 
destination, the study of sustainable tourism in the 
region is not yet available. Hue, Da Nang, and 
Quang Nam are the three provinces locate in the 
central coastal region of Vietnam. Research 
approach to mixing methodology, combining both 
quantitative and qualitative research in thesis. With 
this approach, research has overcome the limitations 
of conducting qualitative or quantitative research 
approaches. Moreover, the study of the impact of 
cultural and social factors (the values of 
Confucianism, national culture) on sustainable 
tourism attachment is a new direction in tourism 
research. In Vietnam, there has been no in-depth 
study on attachment to sustainable tourism in these 
provinces. 

Contributions to management
Research has a very high practical 

significance in destination management and tourism 
marketing for the region. Tourism companies, 
governments and local authorities can use this result 
to investigate the sustainability of destinations. The 
results of questions 1 and 2 will help local 
authorities, as well as tourism companies, find 
solutions to encourage local people and tourists to 

participate in activities towards sustainable tourism. 
Besides, it helps to limit and resolve conflicts (if 
any) between these two objects. In addition, the 
research results (question 3) suggest tourism 
companies incorporate local authorities to come up 
with solutions to attract tourists to and back, 
stimulate the participation of local resident in 
tourism activities. Finally, the study of the impact 
of socio-cultural factors (question 4) will help tour 
operators to provide appropriate service policies for 
each tourist towards sustainable tourism practice at 
the destination; as well as help local authorities 
develop appropriate policies to raise people's 
awareness of sustainable tourism practices. The 
result is to create an attractive and sustainable 
destination where it is possible to attract tourists 
to and back; The life of the resident at the destination 
is improved both mentally and physically.
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A PRELIMINARY INVESTIGATION ON THE VIABILITY OF 
FARM-TO-TABLE IN THE PHILIPPINE RESTAURANT SCENE
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University of the Philippines, Philippines

INTRODUCTION

In the past, people acquired food from local 
farmers and suppliers within the vicinity where they 
resided. People knew who grew the crops that they 
used to produce meals for their families. There was 
a connection between the food, the farmer, and the 
consumer. They built relationships when they 
interacted with each other in the local market or 
directly in the farms themselves. As the world 
succumbed to urbanization, mass-produced food 
items became plentiful. Changes in lifestyle, family 
dynamics, and social demographics gave rise to 
convenience food items that are moved in mass 
quantities and sold in big chains of supermarkets 
and stores. The advent of high technology and more 
efficient modes of transportation provided easy 
access to food products from other countries. 
Moreover, with the intervention of science, fresh 
produce which were seasonal before are now made 
available the whole year; hence, erasing the notion 
of seasonality. 

As a result, people nowadays can buy what 
they want, when they want, even from far away. 
This gave rise to a big disconnect between what 
nourishes people and those who grew such produce 
which provide the necessary nourishment. Because 
of this, people now fail to see and appreciate the 
value of the food they consume (Rice, 2015). 
Moreover, the carbon footprint created by each 
industrial manufacturer and transporter is climbing 
fast to an alarming rate. The practices that are being 
done are hardly sustainable as they contribute to 
greater waste production. If only for these reasons, 
there is a need to create awareness that there are 
more environment-friendly ways to both the 
consumption and production of food.  Sustainable 
approaches to procuring food is slowly catching on. 
The farm-to-table approach has the potential to 
become common practice in the Philippine 
restaurant industry especially if it is seen as a viable 
means of resource provision.

Farm-to-table is a philosophy that is embraced 
by farmers and consumers who aim to support 
locally available and seasonal produce while 
upholding sustainable practices in production and 
consumption. It promotes cooperation between 
farmers and consumers by fostering symbiotic 
relationships within a community or locality. 
Furthermore, farm-to-table upholds good 
environmental practices which may contribute in 
lessening the problems concerning climate change. 

This paper aims to investigate the 
farm-to-table phenomenon that has permeated the 
Philippine food service scene. Apart from the 
history and development of farm-to-table, the 
researcher intends to examine the financial viability 
and raw material sustainability of the farm-to-table 
approach in the commercial restaurant setting in the 
Philippines. Furthermore, this study aims to define 
the concept of hyper-locality and compare it with 
the farm-to-table concept with regards to sourcing 
of supplies, the benefits and challenges of each 
approach, and the financial implications of the two 
approaches in running a restaurant business. 

LITERATURE REVIEW

Farm-to-table helps keep the produce in the 
area or nearer the area where it was grown or 
produced. This reduces the carbon footprint of 
restaurants and individuals who buy locally, which 
may contribute positively in environmental 
problems especially if done on a bigger scale. In 
addition, keeping the exchange locally may have 
a positive impact on the local economy by “putting 
the money directly into the farmer’s hand” (Coe, 
2017). More importantly, farm-to-table encourages 
buyers to know get to know their farmers and 
growers which can lead these people to develop 
a relationship and ultimately, a sense of community 
is fostered (Coe, 2017).

The term local means procuring products 
from within a 400-mile radius from one’s place. 
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A locavore is a person who makes a conscious effort 
to purchase and eat locally produced food (Coe, 
2017). These locally harvested foods do not require 
life-extending chemicals; they taste better and retain 
more nutrients as they are consumed almost 
immediately after harvesting. Moreover, eating 
locally means eating seasonally. Chefs can make 
use of produce that are naturally in season. 
Consequently, they can produce flavorful dishes that 
make use of ingredients at their prime. In addition, 
fresher seasonal produce retain higher levels of 
nutrients which can be lost during lengthy storage 
or transport (Coe, 2017).

The farm-to-table concept has been around 
since the time man learned how to plant and grow 
crops. In earlier times, families would tend their 
own farms and picked the ingredients they needed 
in preparing a meal just when they were ready to 
use them. Now that there is rising concern for the 
environment, the farm-to-table concept is being 
adopted once again, not just by individual families 
but also by restaurants around the globe. For these 
establishments, farm-to-table mean several things, 
such as; sourcing out locally, considering the 
seasonality of the produce, knowing where the 
ingredients come from, and ultimately, farm-to-table 
boils down to cutting out the middle man in the 
chain of supply. If taken within this context, 
restaurants and other food service operations reduce 
the cost of acquiring goods because they get their 
needs direct from the source.

Even though the farm-to-table supporters and 
practitioners believe in the philosophy, they aware 
that embracing this way-of-life has both its pros 
and cons. In going farm-to-table, the restaurant 
operator has a clearer picture of how the raw 
materials such as meat, fish, poultry, fruits, and 
vegetables are produced, handled, and processed. 
Because they are in constant communication with 
the farmers, producers, and ranchers, the restaurant 
operators develop a solid relationship with these 
providers. Moreover, they come to realize that the 
environment where their restaurants exist, dictates 
the menu that they can offer (Diab, 2016).

On the other hand, embracing farm-to-table 
entails hard work and commitment. The restaurant 
operators have less time to spare as they 
continuously maintain an environmentally sound 
farm, if they own one; or maintaining a good 
relationship with the farmers and constantly 

checking on the integrity of the farms that they are 
in partnership with. Furthermore, it requires more 
money to source out unhurried, all-natural, and 
sustainable ingredients than getting the needed 
supplies from a distributor (Diab, 2016). But despite 
these cons, farm-to-table is changing the food 
service industry as it provides opportunities for 
smaller businesses to flourish. The money spent on 
procuring the goods are placed directly into the 
farmer’s hands rather than in numerous channels 
of distribution. Also, farm-to-table is changing the 
habits of consumers as they are made aware via 
the restaurant’s or food service’s menu, of the 
relationship between agricultural production, 
technology, and food quality. Lastly, farm-to-table 
is shedding light on food quality, which is one of 
the philosophy’s cornerstones. It shifts the focus 
on local suppliers who can immensely decrease the 
distance between a food service operation and the 
resources that they need. Shorter delivery routes 
have paved the way for more accessible high-quality 
goods that can get to their destination still in that 
optimum stage (Harmon, 2017).

Ever since the farm-to-table movement slowly 
penetrated the restaurant industry, there have been 
several restaurant owners who brought the 
farm-to-table philosophy to the next level by going 
hyper-local. A hyper-local restaurant is a food 
service business that grows produce on their own 
property, usually in the form of a backyard or 
rooftop garden. This concept of food sourcing stems 
from the desire of restaurant operators to attain 
vertical integration, which is achieved when a 
business has controls over the whole food service 
value chain; from the input, throughput, and output 
(De Chabert-Rios, 2016). The development of 
hyper-local restaurants was brought about by 
hyper-local farming which refers to small-scale 
subsistence agriculture. In this type of farming, the 
farmers produce just enough for themselves without 
the use of fossil fuel machines nor the addition of 
preservatives and use of pesticides. Similarly, 
restaurants who mimicked this technique, produce 
less waste and spend less money on produce which 
could lead to an increase in revenue. Restaurants 
which opted to go hyper-local with their product 
sourcing were driven by the desire among customers 
for fresher and more sustainable food selections. 
These restaurants found this philosophy useful in 
incorporating principles of sustainable development, 
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which gives emphasis on the equal importance of 
economic growth and environmental responsibility, 
in their business operations (De Chabert-Rios, 
2016).  

The farm-to-table philosophy is very much 
welcome in the Philippine culinary scene as the 
Philippines is primarily an agricultural country. 
Long ago, Filipinos tended farms from which they 
sourced out the ingredients that they need for 
cooking. According to Cathy Feliciano-Chon, a 
marketing consultant based in Hong Kong, Filipinos 
unconsciously let go of their provincial past when 
the country was hit by rapid urbanization. This 
means that to fully understand traditional and 
contemporary Philippine food culture, it is 
inevitable to return to the farming way-of-life (Wu, 
2017). Food and culinary historian, Ige Ramos 
corroborates what Feliciano-Chon had said about 
the Philippines being an agrarian country. 

According to Ramos, Filipino cuisine has always 
been about the farm-to-table philosophy. He claims 
that this has been the way-of-life of Filipinos but 
that the people just had no proper name to call it 
(Wu, 2017). It has been common practice for 
ingredients to be bought from the local market, or 
grown by the individuals themselves, and cooked 
straight away in homes and in restaurants. 

With all the recent developments in 
farm-to-table, the question is how can this approach 
be viable and sustainable in terms of supply 
management for the restaurant industry. 
Furthermore, between simple farm-to-table and 
hyper-locality, which of the two is more achievable 
for the restaurants in the Philippines? Should 
farm-to-table and hyper locality be mutually 
exclusive of each other, or can they go hand-in-hand 
in achieving a more sustainable and financially 
viable restaurant operation?

Philippine Restaurant 
Industry

Farm-to-table

Sustainability and 
Financial viability

Hyper-locality

Figure 1. Proposed Research Model

PROPOSED METHODOLOGY

A case study methodology complemented by 
participant observation for data gathering will be 
used for the study. Three restaurants in operation 
within and in the outskirts of Metro Manila which 
are currently employing farm-to-table methods of 
supply-sourcing will be chosen via convenience 
sampling. The researcher will investigate the 
benefits, challenges, issues, motivating factors, and 
the financial implications that the farm-to-table 
philosophy has in the restaurant business. Each of 
the three restaurants’ operations will be observed 
over a period of 15 days and key people will be 
asked to answer structured questionnaires as well 
as be interviewed using a set of pre-determined 
questions. Other information that will emanate from 

the discussion will be considered if deemed useful 
in the study. 

FINDINGS

The study has yet to be conducted. As of this 
writing, no findings are yet available.

CONCLUSION

The farm-to-table philosophy has been a part 
of Filipino culture since even before Hispanic times. 
With the advent of urbanization, what used to be 
a way of life slowly began to take a back seat in 
the Philippines. But with the rising concern for the 
environment and global warming, young chefs and 
agriculturists have gone back to the ways that were 
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ingrained in the Filipino culture. Though it is true 
that currently, steep prices in maintaining an 
all-organic and sustainable farm has been keeping 
the farm-to-table movement from becoming 
mainstream, people should be made aware of the 
benefits it can bring about, not only in the local 
economy, but also in the health and well-being of 
everyone. It would help if an understanding of how 
organic farmers grow and harvest their crops is 
brought to light. At present, lowering prices of local 
and organic produce as well as restaurant prices, 
is not advisable as this may cause deficits from 
among both sides of the restaurant and farming 
business. However, if the farm-to-table is not 
introduced to the mass market, then it will lose its 
chance to become mainstream soon. Slowly but 
surely, an awareness of the farm-to-table philosophy 
must be brought back to the consciousness of the 
public. 
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INTRODUCTION

The objective of this study is to improve the 
franchise restaurants’ service quality by using service 
blueprint and FMEA (Failure Modes and Effects 
Analysis) model so that ultimately increasing 
customers’ satisfaction and restaurant’s profitability. 
According to economic growth and the change in 
standards of living have caused changes in customer 
consumption patterns. Customer needs are satisfied 
not only with physical goods but also by invisible 
services, and their expectation of good service has 
been increased, therefore the improvement of service 
quality becomes an important competitive concern in 
many service industries Fitzsimmons & Fitzsimmons, 
2001). Thus service process design is one of the 
effective methods that attracting and keeping 
customers who are satisfied, loyal but who are also 
profitable. 

In the last few decades, franchising has 
become a main operating form of restaurant 
management in South Korea and many restaurants 
in the country have adopted franchising as their way 
to success for reducing the risk of failure. The rapid 
growth of franchising has attracted the interest of 
researchers from a variety of academic fields that 
many franchising studies on restaurants have 
focused on just service quality or motivation not 
on the quality of entire service process (Alon, 2001; 
Pai et al., 2018; Pun & Ho, 2001; Shane, 1998; 
Wall &Berry, 2007). However, despite the 
importance of service design, little investigation has 
occurred on whether improved service process by 
service designing actually contributes to a 
customer’s satisfaction and restaurant’s financial 
performance. To achieve this goal the research will 
use a service blueprint and FMEA model.

Service blueprint is a definition of the service 

delivery system that allows management to test the 
service concept on paper before final commitments 
are made (Chuang, 2007). It also facilitates problem 
solving and creative thinking by identifying 
potential points of failure and highlighting 
opportunities to enhance customers’ perception of 
the service (Chuang, 2007). Moreover, to minimize 
and overcome service failures, research on service 
failure recovery strategies and actions was proposed 
in many studies (Lewis & McCann, 2004; Ronald 
et al., 2003; Mattila & Patterson, 2004; Wong, 
2004).

The study also will use FMEA to analyze 
operational defects, which is widely known as a 
proactive method that logically predicts the potential 
failure modes of a service system. FMEA is a 
systemized group of activities that intent to 
recognize and evaluate the potential failure of a 
product or process identify actions that could 
eliminate or reduce the likelihood of the potential 
failure and document the entire process (Johnson, 
2002). The focus of FMEA is mainly on the 
prioritization and risk assessment of detected failure 
modes, starting by identifying all potential failures 
and computing the Risk Priority Number (RPN) of 
three criteria: Rate of Severity(S), Probability of 
Occurrence(O), and Detection Difficulty Rate(D) 
(Kmenta and Ishii, 2000). The product of three 
criteria is the RPN of each modules (S*O*D=RPN). 
Then, adequate corrective actions are provided for 
the modules, especially concentrating on the 
modules with highest RPN (RPN values higher than 
the third quartile value(Q3) of the total data set). 
This method was proven to be effective in solving 
reliability problems and studying failures of the 
service industry, to eliminate and prioritize potential 
failures and increase customer satisfaction (Hensley 
& Utley, 2011). 



25th Asia Pacific Tourism Association Annual Conference 19

This paper aims at combining the uses of 
service blueprint and failure analysis in a franchise 
restaurant to prevent the critical failures from 
occurring and reduce the risk of service failures so 
that increase overall customers’ satisfaction and 
firm’s profitability. The proposed failure-free 
service process design model is shown in Figure 

1 (Chuang, 2007). In the model, a service blueprint 
needs be developed, first to identify the potential 
fail points and failure modes for both front office 
and the back office activities. Based on the blueprint, 
the FMEA tool will applied to prioritize the critical 
potential failure modes.

Figure 1. Proposed Failure-Free Service Design Model (Chuang, 2007).

PROPOSED METHODOLOGY

The research will be designed as three major 
stages. First, develop a blueprint map with 
operational failure modes in three dimensions 
respectively (eating in the restaurant, take out 
process and delivery process) to visualize and find 

out the entire process problems that restaurant has. 
Second, analyze the modes using FMEA for 
prioritization. Then develop the solutions and give 
possible suggestions to solve the service failures. 

The research will be conducted in both 
qualitative and quantitative methods. To develop 
blueprinting process, Focus Group Interview(FGI) 
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inviting customers, restaurant manager will be used. 
Through this interview, entire service process with 
failure modes will be found and this process will 
be developed into a service blueprint. After this 
finding, a structured questionnaire based on the FGI 
results will distributed to employees of the sample 
stores and the Severity, Occurrence, and Detection 
rate were measured using a 5-point rating scale. 

This research referred to the study of Kmenta 
& Ishii (2000) to define Severity, Occurrence and 
Detection. Severity measured “how serious are the 
end effects,” occurrence asked, “how likely is the 
cause to occur and result in the failure mode,” and 
detection analyzed “how likely is the failure to be 
detected before it reached the customer.” Risk 
Priority Number (RPN) will be computed for each 
mode, and the values will be prioritized by their 
rankings. The third quartile (Q3) will be computed 
as the reference value of the data set. 

The FMEA procedure can be summarized as 
follows (Cotnareanu, 1999; Johnson, 2002; Lore, 
1998). Firstly, identify all potential failure modes 
of the service system. Then relate the possible 
caused, effects and hazards of each failure. 
Continuously, prioritize the failure modes relative 
to their probability of occurring, criticality (or 
severity) of failure, and ease of detection. Finally, 
provide suitable follow up or corrective actions for 
each type of failure mode (Chuang, 2007). 
Demographics will have general requirements such 
as nationality, age, gender, employment status, 
residence term and household income.

EXPECTED FINDINGS & IMPLICATIONS

The research will provide the improved 
service blueprint for the franchise restaurant by 
conducting the restaurant’s practices. The restaurant 
service process could start from when customers 
making reservation or arriving at the restaurant. This 
would be followed by the typical service process 
of casual restaurant: seating, ordering, waiting, 
eating, and paying (Min  & Min, 2011). Then 
visualizing the process, several failure points will 
be detected and illustrated in the service blueprint. 
This failure points could be found clearly when the 
service quality gaps between customers and 
employees appears. After the failure modes will be 
defined, RPN of each failure modes will be 
computed based on the value of each Severity, 

Occurrence and Detection categories. The results 
will be expected to find out the weakness of the 
franchised restaurant system and to suggest the ways 
and means to persist service quality.

As combing the service blueprint and the 
failure mode analysis in the service design stage, 
this research will provide a guide to reduce the 
potential service failure and suggest suitable actions 
for improving the restaurant overall service process. 
By using these results, it is expected that the 
restaurant could develop their ideal service process 
and apply it in practical way so that the customers’ 
satisfaction and the restaurant’s profits would 
ultimately increase. 
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INTRODUCTION

Many tourism researchers have developed 
models and typologies to predict general patterns 
of tourist behavior, however, there is room for 
understanding of tourist dynamics. An 
understanding of the time perspective of tourist, in 
combination with other psychographic factors, can 
give researchers and practitioners a better 
understanding of tourist behaviour (Bergadaa, 
1990). The concept of time perspective (TP) is 
based on the idea that people place emphasis on 
the past, present or future (Zimbardo & Boyd, 
1999). For instance, some people are “dwelling in 
the past” (past oriented), and others viewed as 
“living only for the moment” (present-oriented), 
and still others seen as “planning for future” 
(future oriented). Time perspective is widely 
regarded as an important psychographic factor 
(Shores & Scott, 2007) because thinking about the 
past, present, and future affects current attitude, 
decisions, and behaviours (e.g., Bergadaa, 1990; 
Garcia & Ruiz, 2015; Lu, Hung, Wang, Schuett, 
& Hu, 2016; Shores & Scott, 2007). 

Despite the concept of time perspective has 
been fully situated in service marketing, consumer 
research, leisure, and psychology, little is currently 
known about the significance of time perspective 
in the tourism literature. Oppermann (2000) 
pointed out that previous research has rarely 
addressed temporal issues related to destination 
revisit. Indeed, to date no empirical study has been 
found that identify how time perspective and 
revisit intention are related. Follow this line of 
thought, it is not surprised that there is lack of 
empirical study to identify possible factors that 
mediate the hypothesized associated between time 
perspective and revisit intention. Bergadaa (1990) 
suggested time perspective exerts it influences on 
travel consumption via enhanced motivation and 
attitude. Likewise, no study has tested the 
mediating roles of motivation and attitude in 

explaining the relationship and behavioral 
consequences of time perspective. Against this 
backdrop, this study aims to fill this gap by 
examining the relationships among time 
perspective, travel motivation, attitude and revisit 
intention. More specifically, the purposes of this 
study are: (1) to investigate the impacts of various 
time perspectives on travel motivation and on 
revisit intention; (2) to examine the influences of 
various time perspectives on attitude toward 
revisiting a destination and on revisit intention; (3) 
to explore the relationship among travel 
motivation, attitude on revisit intention and revisit 
intention; and (4) to measure the extent to which 
tourist attitude and motivation mediate the impact 
of time perspectives on revisit intention. 

MODEL PROPOSTIION

Time perspective, attitude and motivation
It is commonly agreed that a definition of 

time perspective consists of three temporal 
categories. Zimbardo, Keough and Boyd (1997, 
p.1008) defined time perspective as “the manner 
in which individuals, and cultures, partition the 
flow of human experience into distinct temporal 
categories of past, present and future”. When a 
tendency develops to habitually overemphasize one 
of these three temporal frames, it may shape goal 
setting and predict subsequent behaviour (Garcia & 
Ruiz, 2015). In general, a future time oriented 
persons tend to strive “for future goals and reward” 
(Zimbardo & Boyd, 1999) and place an emphasis 
on planning (Shell & Husman, 2001), because their 
decisions are made based on the cost-benefit 
analysis of the anticipated consequences of events 
(Lu et al., 2016). The opposite holds for those with 
a dominant present orientation, who tend to focus 
on the here and now, and are inclined to form goals 
and adopt behaviour that satisfies immediate needs. 
Past oriented individuals tend to act in response to 
recurrent situations that reflect their past 
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experiences (D’Alessio, Guarino, DePascalis & 
Zimbardo, 2003). These three temporal categories 
contribute uniquely to an individual’s time 
perspective. 

It has been suggested that time perspective 
influences behaviour via motivation and attitude, 
which is viewed as an internal factor that stimuli 
and affects human actions (Bergadaa, 1990; 
Zimbardo et al., 1997). Bergadaa (1990) proposes 
a mode of cognitive temporal system in which time 
perspective influences individuals’ motivations, 
attitudes, and how they organize and choose 
products / services. In the case of travel products, 
Bergadaa (1990) found that present oriented 
individuals prefer relaxing holidays in which they 
experience peace and quiet; while future oriented 
individuals want to enrich themselves intellectually, 
and prefer holidays that offer something new to 
enhance themselves. The most recent studies that 
have applied the time perspective to the context of 
tourism is by Lu et al. (2016). They examined the 
relationship among time perspective, travel 
motivation, and travel intention from Chinese 
tourists’ perspective. Although their findings 
confirmed there are positive relationships between 
time perspectives and travel motivation, it addressed 
only the respondents’ present time and future time 
perspective; the past perspective was not explored. 

Time perspective and revisit intention 
Revisit intention refers to tourist willingness 

or plans to visit the same destination again (Cole 
& Scott, 2004). It is generally accepted that the 
greater individual’s intention to travel, the more 
likely the tourist will be motivated to travel. 
Therefore, it is essential to understand re-visit 
intention in order to comprehend and influence 
travel behaviour. Prior leisure studies found 
empirical support for the effect of time perspective 
on intention to participate leisure activities. Philipp 
(1992) examined whether time perspective was 
related to participation in leisure activities. A 
significant relationship between time perspective 
and activity preferences was confirmed. Future 
oriented individuals were found to participate in 
many leisure activities. Garcia and Ruiz (2015) 
provided empirical evidence that temporal 
orientation has systemic effects on recreation leisure 
choices. Past oriented people were more closely to 
the activities that involve the creation and 
maintenance of social networks, while present 
oriented is more associated with outdoor activities. 
Future oriented preferred personal development 
activities. The more direct evidence in tourism field 
is suggested by Lu et al. (2016). They confirmed 
both present and present time perspective have a 
significant relationship on senior’s travel intention. 

Figure 1. Research model of this study
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PROPOSED METHODOLOGY

The sequential mixed method approach 
corresponds well to the research objectives of this 
study. In the first stage, a thorough review of the 
relevant literature is conducted to specify the 
domain of each construct and the relationships 
among constructs. Results obtained from the 
literature review are evaluated and transformed into 
the proposed conceptual model. Focus group and 
expert panel opinions are invited to ensure the items 
derived from the literature are appropriate and 
relevant.

The second stage involves conducting a pilot 
study to fine-tune the measurement instrument. 
Based on results of the pilot study, the instrument 
will be refined for reliability and validity 
improvement. A cross-sectional survey among 
Hong Kong residents who have travelled abroad for 
pleasure for more than one day in the past six 
months, using the finalized questionnaire will be 
conducted. Target respondents will be selected 
based on quota sampling. The proportion of Hong 
Kong residents is determined on the basis of the 
total population of Hong Kong, provided by Census 
and Statistics Department (2017). Data analysis will 
be conducted using the SPSS and LISREL. 
Exploratory factor analysis is used for item 
reduction and to identify the dimensionality of the 
important research concepts. Confirmatory factor 
analysis is conducted to test the goodness-of-fit of 
each measurement mode. Finally, structural 
equation modelling will be used to estimate the 
hypothesized relationships among latent variables 
and the overall goodness-of-fit of the proposed 
structural model.

PROJECT SIGNIFICANCE AND VALUE

This paper provides a review of various 
theoretical models (Ajzen, 1991; Bergadaa, 1990) 
in order to propose and test an integrated model 
that analyzes how time-perspectives (past, present, 
and future) have influences on tourist motivation, 
attitude toward re-visit, and revisit intention. In this 
regard, this study is expected to make significant 
academic and practical contributions. 

First, this study serves as pioneer in applying 
a concept of time perspective to the tourism context. 

This research presents a comprehensive evaluation 
of Hong Kong residents’ time perceptions and its 
consequences of behaviour by developing and 
estimating a hierarchical and multidimensional 
model. More specifically, the pre-purchase 
motivation and attitude towards a destination are 
going to explore during the pre-trip process. The 
present study further addresses Lu et al.'s (2016) 
call for further research to better understand the 
relationship between past-time perspective and 
travel behaviour. This provides a new and fertile 
ground for researchers who are interested in 
understanding the leisure-time travel behaviour. In 
addition, this study takes into consideration the 
relationships among time-perspective, travel 
motivation, and behavioral intention based on the 
cognitive temporal system proposed by Bergadaa 
(1990), which has long been ignored in the tourism 
literature. A further contribution of the work is that 
this study demonstrates an effective approach to 
measure tourist motivation. This study uses a 
mixed-method design of qualitative and quantitative 
approaches with a triangulation of data collection 
(focus group, expert panel, and survey), specially 
as Fodness (1994) suggested that mixed methods 
results in a comprehensive measurement in 
understanding tourist motivation. This measurement 
can help destination manger and other professionals 
to understand the importance of the motivation 
among Hong Kong residents in predicting 
consequences of behaviour. It is also anticipated that 
the instrument can be used by other researchers to 
develop and verify tourists’ behaviour. Last by not 
least, faced with growing global competition, 
destination marketing organizations (DMO) are in 
constant battle to attract travelers. The findings of 
this study would inform empirical value to 
destination building and planning for DMOs as well 
as competitive strategies of other overseas 
destinations interested in Hong Kong market if they 
want to survive and gain competitive advantage in 
such an intense competition environment.  
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INTRODUCTION

Attributes of tourism product are often 
described as intangible, inseparable,  experienced, 
and non-transparent, and as a result, purchase of 
a holiday in itself is a risk (Maser & Weiermair, 
1998; Williams & Baláž, 2013). To relieve perceived 
risk(PR) and improve decision-making, travelers 
often search for information through different 
media, including word-of-mouth, recommendation 
of family, or reading related information (Kim et 
al., 2009). With the development of 
consumer-generated content (CGC), electronic 
word-of-mouth (eWOM) from peer customers is 
becoming a new tool in the reduction of PR in 
travelers. Online travel agents (OTA) and various 
travel websites are examples of such tools for 
travelers to search for information and reduce their 
perceived risk. While the causal relationship 
between PR and information searching has been 
identified by previous studies (Maser & Weiermair, 
1998), most have only focused on the classification 
of information content (Fodness & Murray, 1997; 
Pennington-Gray & Schroeder, 2013) and source 
(Capella & Greco, 1987; Kerstetter & Cho, 2004). 
Thus, limited attention has been paid to the effect 
of information on PR and how PR influence 
information processing and adoption. Regarding the 
relationship between information searching and PR, 
this research integrates PR in travel into the 
Information Adoption Model (IAM) (Sussman & 
Siegal, 2003), which draws from the Elaboration 
Likelihood Model, also known as ELM (Petty, R. 
E., & Cacioppo, 1986). With this, two research 
questions are considered as follows.

RQ1: Can eWOM on travel websites eliminate 
Chinese travelers’ PR towards a destination? If so, 
how is this done?

RQ2: How does PR influence Chinese 
travelers’ information processing, adoption, as well 

as intention to visit a destination?

LITERATURE REVIEW

Elaboration Likelihood Model (ELM)
The ELM is a dual process theory of attitude 

formation and change introduced by Petty and 
Cacioppo (1986), suggesting that an audience can 
be influenced and persuaded by information through 
two routes: the central route and peripheral route. 
Central route processing involves the information 
seeker analyzing the quality of received information, 
and requires a higher level of elaboration. In 
contrast, peripheral route processing, which requires 
a lower level of elaboration, involves the 
information seeker judging the credibility of the 
information provider, in other words the source 
credibility. Theoretically, people may elaborate a 
message purely through either the central or the 
peripheral route. Nevertheless, with the application 
of ELM into tourism products, people elaborate 
travel-related messages with an attitude not 
completely biased towards one route or 
another(Chung, Han, & Koo, 2015; Jun & Vogt, 
2013). However, the route which has a more 
powerful influence varies across different studies. 
Thus, this research aims to compare the effect of 
the two routes.

Information Adoption Model (IAM)
As indicated by Chung et al. (2015), “ELM 

offers useful insights into understanding how people 
are influenced by information. However, it could 
not fully explain how people take a particular action 
such as information adoption” (p. 906). Based on 
this lack of explanation, Sussman and Siegal (2003) 
proposed the IAM which extended the ELM by 
integrating the adoption theory suggested by Davis' 
(1989), Technology Acceptance Model. IAM asserts 
that an individual can be persuaded on the basis 
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that received information is useful by argument 
quality through the central route, and by source 
credibility through the peripheral route. The 
individual’s perceived usefulness of information is 
a predictor of whether they will adopt said 
information.

Although numerous previous studies have 
confirmed the applicability of IAM in explaining 
travel information processing, only a minority have 
evaluated the relationship between PR and 
information adoption. Moreover, current research 
seldom acknowledges the realistic behavior 
intention (i.e. intention to visit a destination) after 
processing the eWOM on travel websites. As such, 
these issues will be discussed in this study in the 
context of Mainland Chinese travelers.

Following the dual-route postulated in the 
IAM, argument quality and source credibility are 
two significant information variables which can 
evoke individuals to adopt information. Argument 
quality refers to the persuasive strength of 
arguments embedded in an informational message 
while source credibility is defined as the extent to 
which an information source is perceived to be 
believable, competent, and trustworthy by 
information recipients (Bhattacherjee & Sanford, 
2006). Considering above, this study predicts that 
argument quality and source credibility has a 
positive impact in eliminating Chinese travelers’ 
PR. Hence:

H1: (a) Argument quality and (b) source 
credibility of eWOM on travel websites have a 
negative effect on Chinese travelers’ PR.  

Perceived usefulness is “the user’s subjective 
probability that using a specific application system 
will increase his or her job performance” (Davis, 
1989 p. 985). Based on Davis(1989), Sussman and 
Siegal (2003) developed perceived technology’s 
usefulness into perceived information usefulness 
and proved that argument quality and source 
credibility have a positive effect on perceived 
information usefulness. Moreover, when people 
believe the information is useful and helpful, they 
will adopt the information actively. Therefore, the 
following hypotheses are issued:

H2: (a) Argument quality and (b) source 
credibility of eWOM on travel websites have a 

positive impact on perceived usefulness of eWOM.
H3: Perceived information usefulness has a 

positive effect on information adoption.

Although previous studies have found eWOM 
information on social media has significant 
influence on consumers’ purchase intention (Wang, 
Yu, & Wei, 2012), few studies have shed light on 
whether or not eWOM on travel websites influences 
travelers’ intention to visit, particularly when they 
consider eWOM is useful and adopt the information. 
Accordingly, this study assumes that:

H4: Information adoption has a positive 
impact on intention to visit.

Perceived risk in tourism
A key forerunner in the research of PR in 

consumer behavior was Bauer (1960), who observed 
that consumers’ decision-making-involved risk is 
caused by uncertain consequences or outcomes of 
purchases. Extending the concept of PR into the 
field of tourism, Tseng & Wang (2016) explain PR 
as potential tourists’ perception of the possible 
uncertain negative outcomes from travel. 
Considering the above prior literature, this study 
defines PR as a traveler’s subjective assessment of 
the uncertainty and negative outcomes of choosing 
any given destination.

To reduce PR and improve decision-making, 
tourists tend to make diligent effort in searching 
for information. Maser and Weiermair (1998) 
demonstrate that a higher perceived risk in tourists 
correlates to a higher amount of information they 
search for. As indicated by Tseng and Wang (2016), 
because travel websites present diverse and 
sufficient information, they have become a major 
travel information source for tourists’ decision 
making. Thus, it is not hard for tourists to find 
information they want to satisfy their needs, which 
means that tourists can more easily perceive 
information usefulness. Notwithstanding the easy 
perception of information usefulness, due to 
travelers’ high PR in travel services, it is still 
relatively difficult for them to make decisions. 
Hence:

H5: PR has a positive effect on perceived 
usefulness of eWOM on travel websites.

H6: PR has a negative effect on information 
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adoption. 
H7: PR has a negative effect on intention to 

visit.

When potential tourists perceive significant 
travel risk, they tend to engage in extensive 
information search, and as such, high quality 
information is vital for them to alleviate the greater 
PR (Tseng & Wang, 2016). The characteristics of 
high-quality information can be defined as relevant, 
timely, accurate and comprehensive, which are 
similar to the qualities of the central route in ELM. 

Hence, the following are proposed:

H8(a): PR has a positive moderating effect 
on the relationship between argument quality and 
the perceived information usefulness.

H8(b): PR has a negative moderating effect 
on the relationship between source credibility and 
the perceived information usefulness.

Research Model
Based on the discussion above, this study’s 

research model is showed in Figure 1.

Fig. 1. Research model

PROPOSED METHOLOGY

A web-based questionnaire will be distributed 
among Mainland Chinese people who have utilized 
travel websites in choosing destinations. Based on 
existing literature, measurement will be developed. 
A pre-test at a university in Shanghai will be 
conducted to test the good-of-fit of the 
measurement. After the formal data collection, the 
valid samples will be screened from the respondents 
who have chosen travel destinations through 
websites. Subsequently, the research model fit will 
be estimated through structural equation modelling 
(SEM).

THEORETICAL AND PRACTICAL IMPLICATIONS

While ELM has been extended in different 
ways, the relationship between PR and ELM has 
not been identified completely. This research aims 
to give a clearer outline of the relationship between 
PR and ELM. Moreover, it aims to clarify how 
eWOM influences Chinese travelers’ PR and in turn, 

how PR affects travelers’ information processing. 
In practice, this research is expected to provide 
target-marketing advice to travel websites, 
Destination Management Organizations (DMOs). 
Specifically, we aim to assess the type of 
information styles preferred by Chinese travelers, 
and how the information styles change according 
to different levels of PR. Based on this assessment, 
the communication styles between practitioners and 
Chinese travelers will be considered, and put 
forward for consideration the means by which the 
DMO can manage Chinese travelers’ PR.
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INTRODUCTION

Social media has dramatically changed the 
paradigm of communication and marketing 
particularly in travel and hospitality industry. Due 
to their characteristics as experiential consumers, 
travelers are more likely utilize social media in terms 
of posting, sharing, and commenting their trip 
experiences (Hays, Page and Buhalis, 2013). A 
recent market report, for example, shows that over 
97% of millennials share photos and videos of their 
travels online, especially through social media to 
inspire other users (Carnoy, 2017). Since travel is 
information-intensive industry which deals with 
intangible services and goods (Almobaideena, 
Krayshana, Allanb and Saadeh, 2017), travelers 
prefer to use social media rather than other types 
of channels in order to search, organize, share and 
annotate more vivid and trustful information and 
experiences (Leung, Law, Hoof and Buhalis, 2013). 
The market report (Carnoy, 2017), also shows that 
89% of millennials plan travel activities based on 
social media contents posted by their peers. 

The research on the motivation for using social 
media has been developed based on traditional 
consumer motivational theories such as utilitarian, 
hedonic needs or communication theories. However, 
recent studies more focus on ostentatious 
consumption or display to explain social media users’ 
behaviors. A number of studies examines self-esteem 
(Gonzales & Hancock, 2011), self-image, 
self-control (Wilcox & Stephen, 2013), and needs 
for prestige (Podoshen & Andrzejewski, 2012) to 
understand the degree of social media usage. When 
people engage in social media, they manipulate the 
information (e.g., photos, videos, and comments) 
to be shared, so they present positive or augmented 
images of themselves among their friends or peers. 
Such positive information or glamourous images 
creates positive feedback, which enhances one’s 

self-esteem or self-image (Gonzales & Hancock, 
2011). In the context of tourism, this self-displaying 
behaviors on social media are more noticeable. The 
high percentage of user-generated travel postings 
on social media indicate that a majority of travelers 
who post their travel photos or stories have these 
ostentatious motivations. Based on the recognition, 
this study extends the realm of travelers’ motivations 
for posting travel experiences on social media by 
adopting conspicuous consumption theory. More 
specifically, the purposes of this study are to 1) 
identify the salient motivational factors on traveler 
social media usage, 2) compare the impact of ‘general 
motivations’ and ‘conspicuous motivations’ for 
posting selfies and social media usage, and 3) 
examine the moderating role of gender between 
motivational antecedents and user intention. 

LITERATURE REVIEW

General motivations for posting selfies on 
social media. General motivations for using social 
media has been examined by many researchers. 
Stafford, Stafford and Schkade (2004) found that 
the Internet is used for obtaining information, 
entertainment, and even interpersonal 
communication and social networking. According 
to Shao (2009), user-generated media is employed 
for different purposes such as information, 
entertainment, mood management, social 
connections and cyber communities, self-expression 
and self-actualization. Krishnamurthy and Dou 
(2008) argued two domains of motivations: rational 
motives (e.g., knowledge-sharing and advocacy), 
and emotional motives (e.g., social connection and 
self-expression). Park, Kee and Valenzuela (2009) 
examined four motives for social media usage: 
socializing, entertainment, self-status seeking, and 
information. On top of that, motivations for posting 
selfies on social media included attention seeking, 
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communication, archiving, and entertainment 
(Sung, Lee, Kim and Choi, 2016).

Travelers’ motivation for using social media. 
In tourism literature, a majority of social media 
studies examine either its effects as information 
channel or traveler information search behavior. The 
studies show that major changes related to traveler 
behavior with respect to pre-travel, actual travel and 
post-travel behavior have been triggered by the 
widespread use of social media (e.g., Parra-López, 
Gutiérrez-Taño, Díaz-Armas and 
Bulchand-Gidumal, 2012). More specifically, it is 
noted that travelers, first, collect information 
regarding their travel plans in the pre-travel stage, 
second, add more specific information about 
activities or resources during the travel, and finally 
share their experiences with social media peers after 
trip. As such, travelers share their experiences as 
well as knowledge-related aspects in social media 
(Munar & Jacobsen, 2014). 

Consumers' demand by external effects: 
conspicuous consumption. According to Leibenstein 
(1950), the demand for consumers' goods and 
services is divided into three types: the "bandwagon" 
effect, the "snob" effect, and the "Veblen" effect. 
With regard to the study, the bandwagon effect means 
the desire of people to purchase goods and services 
in order to conform with the people they wish to 

be concerned with. In addition, the study explained 
that the snob effect is the appetite of people to be 
exclusive and to dissociate themselves from others. 
Lastly, the study mentioned that the Veblen effect 
is the phenomenon of conspicuous consumption 
because the people related to this effect are willing 
to pay higher prices (Leibenstein, 1950). 

Gender as a moderating role. Since gender 
is interrelated with practically every aspect of human 
behavior (Kolyesnikova, Dodd and Wilcox, 2009), 
it plays a significant role in consumer research as 
a typical moderator. For example, when making 
judgments, females show traits of being more 
sensitive to the details of relevant information 
(Meyers-Levy & Maheswaran, 1991), while males 
tend to adhere to their way of thinking or behavior 
(Lee & Kim, 2017). Likewise, gender differences 
exist when it comes to using social media. It seems 
easier for females to share and express their emotion 
in public than males (Thelwall, Wilkinson and Uppal, 
2010). Hence, we expected that females have stronger 
motivation for using social media with respect to 
general purposes of using it such as obtaining 
information or self-expression. In this context, this 
study will regard gender as a moderating role between 
travelers’ motivation and social media use intention. 
Considering all those salient factors, we propose 
research model as follows.

PROPOSED MODEL
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IMPLICATIONS

The study investigate the social media that 
has tremendous impact on traveler behaviors by 
testing the relationship between user motivations 
and traveler social media usage. Practically, the 
results of the study will be anticipated to provide 
industrial practitioners with meaningful marketing 
insights in terms of how to utilize social media as 
a marketing and communication tool. The academic 
contributions of this paper lie in the fact that this 
study extend the frontier of traveler social media 
motivations by employing conspicuous 
consumption theory. More implications will be 
discussed in the full paper.
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INTRODUCTION

As people’s lifestyle changes, consumers put 
more values on price-consciousness, efficiency and 
proximity in food selection (Ministry of Agriculture, 
Food and Rural Affairs, 2017). Meeting such 
consumer’s consumption values, the demand for 
Home Meal Replacement (HMR) has increased 
(Kim & Byun, 2017). HMR is a product produced 
outside the home and consumed at home, thus is 
a simple alternative to the existing home meal (Kim, 
2017). As it emerges as a popular trend in the 
foodservice industry (Hong, 2017), various 
researches are being carried out in academia such 
as diversifying the customized products for 
consumers or else. First, the status of HMR in Korea 
and abroad is as follows.

The global HMR market is expected to 
register a Compound Annual Growth Rate of 7.1%. 
While North America is the largest HMR market 
in the world, it takes almost 48% of the world market 
share. In the North America, the US possesses the 
largest HMR consumers (Mordor Intelligence, 
2018). According to Canadean, the UK's 
international market research agency, the HMR 
market has been growing since 2010. The stage of 
development differs by countries. While Japan and 
Europe HMR market has already entered a mature 
stage affecting the size of the world market the U.S. 
market for HMR salads and fruit products is 
becoming common, and it continues to grow 
steadily from $6.7 billion in 2011 to $7.4 billion 
in 2015. In Japan, the consumption of lunch box 
at convenience stores has become popular, and 
demand for low-calorie lunch boxes is increasing 
(MAFRA, 2017).

In Korea, the size of HMR market was 2.25 
trillion won in 2016, which increased 34.8 percent 
from 2015. Socio-demographic changes, such as the 
increase of single-person households, women's 

economic activities, the decrease of food preparation 
time per day for women, pursuit of efficiency and 
convenience, and aging, resulted in the growth of 
HMR market (MAFRA, 2017; Kim & Byun, 2017). 
According to a five-year census by Statistics Korea, 
it is notable that the ratio of single-person 
households is expected to rise to 31.3% in 2025 
and 34.7% in 2035. The survey of consumers by 
MAFRA indicated that 'HMR' was selected as the 
latest trends along with 'Food Tech' and 
'Solo-Dining' (Her and Seo, 2018). In 2018, 'the 
spread of half-eateries' was chosen as the trend, 
predicting that consumption of HMR products will 
increase. One of the reasons for the HMR market's 
growth is that the product has been diversified and 
advanced enough to accommodate all meals at 
convenience stores (MAFRA, 2017). As solo-dining 
appears evenly throughout the entire generation, on 
average, people eat 3.9 of 10 meals alone, 41% of 
which are consumed by HMR. As the taste and 
quality of HMR increases, consumption is expected 
to increase not only in the existing targeted group, 
but also in senior households (Food Journal, 2019).

HMRs can be classified into four categories 
based on cooking time and cooking temperature 
(Costa et al., 2001). HMR classification is Ready 
to Eat (RTE), Ready to heat (RTH), Ready to 
end-cook (RTEC), and Ready to cook (RTC). RTE 
requires no prior preparation and extra cooking. 
RTH is readily available after mild heating such 
as frozen pizzas and canned soups. RTEC needs 
to be fully cooked by sufficient heating mainly as 
a frozen food. RTC is minimally prepared food but 
requires full cooking.

The growth of HMR market induced research 
in the academia and one of previous studies 
investigated HMR consumers’ attitudes and purchase 
attributes. Jang, Kim, and Il (2011) investigated the 
food-related lifestyle (FRL) segments of the HMR 
consumers, and then identified their 
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socio-demographic characteristics, and the 
differences in their intention to patronize HMR in 
the future among the FRL segments. A survey was 
conducted for adults over the age of 55 living in 
Korea. There were five FRL factors of the HMR 
consumers, which were health-seeking lifestyle, 
convenience-seeking lifestyle, taste-seeking 
lifestyle, meal-managing lifestyle, safety-seeking 
lifestyle (Buckley et al., 2007; Kim et al., 2005; 
Schlundt et al., 2003). A cluster analysis of the five 
FRL factors was conducted and identified five 
customer segments (rational group, diet unconcerned 
group, convenience-oriented group, enthusiastic 
group, unpracticed group). Significance in the 
differences in socio-demographic characteristics 
(gender, age, education level, occupation, family 
size, annual household income) and intention to 
patronize HMR service were found among the five 
customer segments. In addition, the FRL segments 
were also explored by HMR patronage motives and 
importance of HMR attributes (quality of food, menu 
and price, reliability of company, and quality of 
delivery service). The study showed significant 
differences, among the five segments, in terms of 
the reasons for patronizing HMR service, reasons 
for hesitating to patronize HMR service, and 
importance of HMR attributes. 

Kim, Lee, K., and Lee, Y. (2018) identified 
the FRLs of single-person households HMR 
consumers and analyzed their socio-economic 
characteristics and selection attributes according to 
their FRLs. The FRLs of the single-person 
households HMR consumers were categorized into 
six factors, which were gourmet-seeking lifestyle, 
health-seeking lifestyle, information-seeking 
lifestyle, economy-seeking lifestyle, quality-seeking 
lifestyle, and convenience-seeking lifestyle. A 
cluster analysis of those factors resulted in the 
identification of three clusters, utilitarians (19.3%), 
health-conscious utilitarians (22.2%), and variety 
seekers (58.5%). Significant differences were shown 
among the three clusters in terms of 
socio-demographic characteristics (gender, age, 
marital status, education level, occupation, monthly 
income). The study also found four HMR selection 
attributes, such as trend, quality, convenience, and 
economy. Differences in the socio-demographic 
characteristics and HMR selection attributes were 
found among the clusters. Koo, Kang, and Ham 
(2018) analyzed HMR consumers in Korea, and 

identified purchasing patterns of HMR (major type 
of purchase, major menu to purchase, reason to 
select certain HMR products, place of purchase, 
purchase date in a week, proper price for a meal 
per person, frequency of eating HMR in a week, 
HMR expenditure in a month, reason to purchase, 
source of information). The study also found the 
HMR attributes that the customers perceive, such 
as practicality, appearance and package, 
convenience, and variety. In addition, it also showed 
different levels of expectation-confirmation toward 
HMR attributes depends on the demographic 
characteristics of the consumers. 

Prior research investigated HMR consumers 
as a whole in terms of purchase attitudes and 
behaviors. However, little research has examined 
HMR consumers according to the different HMR 
product classification. Hence, the purpose of this 
study is to examine HMR consumers’ attitudes and 
purchase behaviors according to the four HMR 
classification, such as RTE, RTH, RTEC, and RTC. 
The specific objectives of the study are 1) to analyze 
the target group of each HMR classification based 
on their socio-demographic characteristics (gender, 
age, marital status, educational background, 
occupation, monthly income, HMR consumption 
frequency), 2) to explore the target group’s purchase 
motives and importance of HMR purchase attributes. 
The food industry would be able to identify target 
groups under HMR classification and present 
effective marketing strategies of each target market.

METHOD

The data will be collected from HMR 
consumers in Korea. The sample of the study will 
be consumers who have used HMR products within 
six months prior to the survey. An instrument of 
the study, a survey, will be developed. The survey 
will consist of three parts. Part 1 of the survey will 
ask the respondents’ HMR purchase patterns. Part 
2 of the survey will measure the respondents’ HMR 
purchase motives and the importance of purchase 
attributes. Part 3 will elicit socio-demographic 
characteristics, such as gender, age, marital status, 
educational level, occupation, and monthly income.

Statistical data analyses will be conducted 
using SPSS 24.0 for Windows. Descriptive analyses 
will be performed on all the variables. Factor 
analysis and cluster analysis will be conducted for 
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the segmentation of the HMR consumers. 
Chi-square analysis will be done to see the 
differences in the socio-demographics among the 
four HMR classification target groups. 

 
FINDINGS

There will identify specific target group for 
each classification of HMR products, and then the 
differences in the socio-demographic characteristics 
for each of the four HMR classification. The study 
also will identify different purchase motives of each 
HMR product classification. 

IMPLICATIONS OR CONCLUSION

This study could provide an understanding of 
each target group of HMR classification through 
analyzing consumers’ socio-demographic 
characteristics. This study will contribute to 
developing proper marketing strategies for each 
HMR classification market. 
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