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Food day-trippers’ perceptions of regional food destination 
attractiveness: an application of distance decay theory
Guljira Manimont a, Juliet Memery a and Thilini Alahakoon b

aDepartment of Marketing, Strategy and Innovation, Bournemouth University, Poole, UK; bSchool of Advertising, 
Marketing and Public Relations, Queensland University of Technology, Brisbane, Australia

ABSTRACT
The shift towards local food consumption is creating new opportunities 
for regional food destinations. The growing market segment of ‘food day- 
trippers’ who travel to nearby destinations to experience local cuisine has 
elevated this trend. In response, destination marketers increasingly use 
local cuisine to enhance destination attractiveness and to create regional 
food hubs. Yet, it is unclear what attracts food day-trippers to these 
destinations. This paper explores destination attributes that represent 
regional food destination attractiveness and presents personal values 
that shape those attribute preferences. The Repertory Test and 
Laddering Analysis explore these connections, providing valuable insights 
into perceptual orientations influencing travel choices within this context. 
Supported by distance decay theory, findings show that despite the 
common proposition prioritising food-related attributes in food destina-
tion marketing, proximity and non-food attributes also appear important. 
Underlined by personal values such as a sense of security, these attribute 
preferences demonstrate food day-trippers’ tendency to look for novelty 
in food experiences rather than in the location. Practically, these insights 
highlight an opportunity to capitalise on repeat visitation and aid destina-
tion marketers in revisiting their value propositions to include elements 
that go beyond food.
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Introduction

An attribute that has long gained recognition as a destination brand differentiator is cuisine (Lai 
et al., 2017). Extensive research consistently highlights the benefits of food tourism and its potential 
to impact various aspects of a traveller’s journey (e.g. Lyu et al., 2020; Stone et al., 2018). From the 
theoretical perspective of leisure, these benefits could arise from casual pursuits, such as dining out 
for immediate pleasure, or more serious pursuits, such as participating in cooking classes that 
require skills and dedication (Dimitrovski et al., 2021; Veal, 2017; Williamson & Hassanli, 2020). As 
such, the benefits of food tourism extend beyond being a ‘spare time’ activity (Cleave, 2020; 
Stebbins, 2005) to an experience that allows for cultural exploration, a deeper understanding of 
heritage, the enjoyment of authentic cuisine, and the fostering of a sense of belonging through 
support for local food establishments (Karsten et al., 2015; Tsai, 2016; Xueling et al., 2023). From 
a marketing perspective, food tourism presents opportunities for destination marketing organisa-
tions (DMOs) to capitalise on unique regional offerings, thereby contributing to the economic 
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growth of local communities through leisure consumption spaces. Recognising this potential, an 
increasing number of DMOs are emphasising food-related attributes, with a focus on local cuisine 
as a key attraction (Ab Karim & Chi, 2010; Lyu et al., 2020).

Despite this attention, the shifting preferences of today’s travellers raise doubts about the 
effectiveness of relying on food-related attributes for promoting food destinations (Dimitrovski 
et al., 2021; Manimont et al., 2022). This approach carries the risk of falling into repetitive tactics 
with an overdependence on a singular destination attribute (Pike & Kotsi, 2020). Furthermore, 
concerns are raised around practical considerations, including factors such as time (Botti et al.,  
2008; Pearce, 2020) and distance (Kah et al., 2016; Wynen, 2013) which affect travellers’ interest in, 
and enthusiasm for, food experiences (Robinson et al., 2018). This concern directs attention to 
shifting consumer priorities when considering growing travel trends such as food day-tripping 
(Manimont et al., 2022).

Originating from the concept of day-tripping, food day-tripping is a trend in which individuals 
take shorter trips to nearby destinations within their surrounding region to explore local cuisine 
(Manimont et al., 2022; Nicolau et al., 2023). This trend gained considerable attention from DMOs, 
in part due to the COVID-19 pandemic, which limited travel options for many people (Fountain,  
2022; Paul et al., 2022; Wang et al., 2022). While time and distance considerations persist even in the 
absence of a pandemic, the unprecedented challenges posed by the pandemic intensified these 
constraints (Luković et al., 2023). International travel restrictions saw a shift in destination 
strategies, reinforcing the enduring relevance of local and community-centric initiatives within 
the broader travel landscape (Lebrun et al., 2021).

Given this development, the potential for local cuisine to enhance destination attractiveness has 
heightened. However, for food day-trippers, proximity and time constraints demand sacrifices 
(Manimont et al., 2022; Mckercher & Lew, 2003; Wang et al., 2022). Consequently, other destina-
tion attributes may take precedence over food-related attributes. This raises the need to revisit 
earlier propositions regarding the use of local cuisine as an overarching means of differentiation. 
Considering the emergence of food day-trippers that coincides with destinations’ reliance on local 
and community-centric initiatives in recent years, further exploration is necessary to gain 
a comprehensive understanding of what attracts food day-trippers to regional food destinations – 
an area which remains unexplored in existing literature.

This paper investigates regional food destination attractiveness and how regional food destina-
tion attributes connect back to food day-trippers’ lifestyles to gain knowledge of this growing 
market segment’s preferences. This comprehension is vital as capturing travellers’ Top-of-Mind 
(ToM) awareness comes from a deep understanding of the target market’s travel preferences, 
including attributes perceived as salient for their visit (Stepchenkova & Li, 2014). A personal values 
lens is utilised for this, as it provides insights into individuals’ priorities in life, thereby providing 
a justified explanation of their preferences. Previous research shows that personal values drive food 
tourists’ behaviour (e.g. Stone et al., 2018). As food day-trippers are a sub-category of food tourists, 
an in-depth exploration into regional food destination attractiveness using personal values would 
help comprehend nuances that differentiate them as a distinct market segment.

This paper’s objectives are, first to explore salient destination attributes that represent regional 
food destination attractiveness from the food day-tripper perspective. Second, to identify perceptual 
orientations that demonstrate food day-trippers’ behaviour by exploring personal values that shape 
destination attribute preferences. Investigating these connections using Repertory Test and 
Laddering Analysis, provides insights into perceptual orientations that guide the travel choices of 
food day-trippers when considering regional food destinations.

Additionally, using distance decay theory, this paper clarifies food day-trippers’ thinking pat-
terns to explain their uniqueness as a travel segment. This distinct understanding is important as 
destination attributes and values influence travellers’ behavioural outcomes in food tourism 
settings. Practically, the knowledge of destination attributes considered salient for food day- 
trippers will help destination marketers and food establishments improve their marketing 
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campaigns and revisit value propositions going beyond the myopic practice of focusing on food. 
Overall, these findings and implications help progress regional food destination positioning, so 
attracting repeat visitation.

Study context and area

The context of this study is regional food destinations in the UK. The term ‘regional’ emphasises the 
localised nature of travel experiences (Yang & Fik, 2014), and acknowledges that food is not 
a uniform concept. This recognition is crucial for understanding the diversity within food tourism, 
and appreciating the cultural and geographical nuances that shape distinct gastronomic identities. 
Thus, the exploration of regional food destination attractiveness is inherently contextual, recognis-
ing that food plays an important role in shaping the overall traveller experience (Rousta & Jamshidi,  
2020). This, in turn, becomes a reflection of the essence of a place. The emphasis on ‘regional’ adds 
depth, authenticity, and a sense of place to the culinary narrative of a destination, making it a crucial 
and strategic choice in destination marketing. Despite the nuances that persist within food tourism, 
limited research investigates regional food destinations. Studying this context helps gain insights 
into how local cuisine can be strategically leveraged for tourism development (Calero & Turner,  
2019).

The current research focuses on Dorset and Hampshire in southern England, an area of 2,479  
miles2 (Population Data UK, 2023), often presented as sister counties in promotional efforts by 
DMOs. Dorset, with its picturesque countryside and coastline, offers a diverse range of food 
experiences. Seafood plays a prominent role in Dorset cuisine given its long coastline, with towns 
like Lyme Regis being renowned for their seafood offerings. Dorset’s agriculture sector excels in 
producing high-quality local dairy products, award-winning cheeses, and traditional ciders (Dorset,  
2023a). Dorset’s neighbour Hampshire also has a fascinating culinary history. The county is known 
for its agriculture and farming, benefiting from fertile farmland and vineyards. Hampshire is 
particularly famous for its Hampshire breeds of pork and lamb, and the rearing of free-roaming 
livestock in the New Forest (Hampshire, 2023). The choice of Dorset and Hampshire is driven by 
their prominence, collaborative marketing efforts, and the rich culinary experiences they offer.

Literature review

Food destination attractiveness

Destination attractiveness and destination image are closely related concepts that reinforce each 
other (Gartner, 1993; Gordin & Trabskaya, 2013). Destination attractiveness captures how indivi-
duals perceive and respond to a destination’s ability to fulfil specific travel needs based on a range of 
destination attributes (Pike et al., 2021). While it considers the actual travel experience, pre-visit 
destination attractiveness is a function of traveller perceptions (Alahakoon et al., 2021b). This has 
led to the recognition of destination image in influencing destination attractiveness, partly due to 
the intangibility of travel experiences. Destination image refers to mental shortcuts that individuals 
form about a destination, drawing upon their beliefs formed from promotional materials as well as 
personal experiences (Hunt, 1975; Tasci & William C, 2007). Destination image has the potential to 
influence perceived attractiveness, which in turn, can affect travellers’ decisions and behaviours.

Food shapes food tourists’ destination choice preferences (Andersson & Mossberg, 2016), with 
many DMOs and destinations promoting local cuisine as a major attraction (Ab Karim & Chi, 2010; 
Lai et al., 2017). Studies on destination image have specifically explored the connection between 
food and destination attractiveness. These studies highlight that attributes such as local cuisine, 
local food markets and festivals, vineyards, and cultural heritage enhance destination attractiveness 
(e.g. Dimitrovski et al., 2021; Williams et al., 2019). Emerging trends such as farm-to-fork 
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experiences and support for local producers (Lyu et al., 2020; Okumus et al., 2018) reinforce the idea 
that cuisine continues to drive destination attractiveness.

Despite this sustained popularity, there is a need to expand understanding and knowledge in this 
area, given the emergence of new markets and the dynamic nature of travel preferences. Such 
change is partly due to motivations that may have evolved over time (Dimitrovski et al., 2021; Wang 
et al., 2022). More specifically, within food tourism, motivations towards local cuisine consumption 
remain contested given the role non-food-related considerations such as travel distance, duration, 
and time play in travellers’ decisions (Manimont et al., 2022) warranting further study into 
contemporary food destination attractiveness.

Proximity tourism

Consumer behaviour tends to be guided by rationality, involving the evaluation of costs, benefits, 
and personal preferences (Nicolau et al., 2023; Suriñ et al., 2017). Similar to other consumers, 
food day-trippers may consider adopting a rational approach, seeking to maximise the benefits of 
their actions before committing to travel to a destination. This rational approach extends to various 
decision-making processes, including destination selection, restaurant choice, and the allocation of 
time and resources. While emotional elements may also influence their decisions (Mayo & Jarvis,  
1981), it is reasonable to assert that rationality significantly shapes the choices made by food day- 
trippers, particularly when time and distance are key factors shaping their preferences when 
travelling for food experiences. This rational consideration contributes to the distinctive nature 
of their travel choices and enhances the overall understanding of their preferences in the context of 
food tourism.

Travel situation influences destination choice and shapes travel experiences, yet has received 
limited attention in existing literature, especially concerning food destinations (Herington et al.,  
2013; Huang et al., 2013; Kah et al., 2016; Wang et al., 2022; Wynen, 2013). One such travel situation 
is proximity tourism, which suggests that destinations geographically closer to the traveller’s origin, 
such as their current residency or country of origin, tend to be more attractive for specific types of 
travel (Jeuring & Haartsen, 2016). Preference for proximity is influenced by convenience and the 
desire to maximise limited leisure time (Cleave, 2020; Diaz-Soria, 2016; Williamson & Hassanli,  
2020). Familiarity as a result of previous visits (Tan & Wu, 2016), cultural knowledge (Huang et al.,  
2013), and media representations (Garay Tamajón & Cànoves Valiente, 2015) also push travellers 
towards geographically closer destinations.

Studies examining the attractiveness of domestic short-haul destinations provide evidence that 
travel distance greatly impacts travel decisions and subsequent behaviours, resulting in a higher 
frequency of travel to near-to-home destinations (Pike, 2009). The perceived convenience of shorter 
travel distances leads to a greater likelihood of choosing nearby destinations, as the ease of reaching 
these destinations reduces travel barriers, motivating individuals to opt for shorter trips (Wang 
et al., 2022). Such advantages result in a re-evaluation of salient destination attributes and locational 
considerations when confronted with time constraints (Diaz-Soria, 2016; Lee et al., 2012; Pearce,  
2020). A theory underlying proximity tourism is distance decay theory, a geographical concept 
positing that the attractiveness of a destination gradually decreases as the physical distance and time 
required to reach it increases (Eldridge & Jones, 1991; Lee et al., 2012). This proposition aligns with 
research on value propositions but goes beyond the issue of physical distance alone (Mckercher & 
Lew, 2003). It encompasses a broader perspective that involves weighing the cognitive trade-offs 
between the benefits (consequences) and sacrifices associated with travelling to a specific destina-
tion. The perceived value of the destination experience, along with its alignment with personal 
preferences and expectations, becomes crucial in determining the perceived cost of travel and the 
subsequent decision to invest in leisure travel expenses (Hooper, 2015).

When applying the proposition of distance decay theory to food destination attractiveness, 
consumers may place greater importance on non-context-specific destination attributes (e.g. 
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accessibility, infrastructure) compared to context-specific attributes (e.g. local cuisine, speciality 
food) because, in some travel situations, only a few ‘salient’ attributes hold significant weight in 
destination choice (Manimont et al., 2022; Robinson et al., 2018). However, research is scarce on 
this topic in relation to regional food tourism, specifically in terms of addressing the preferences of 
food day-trippers who are constrained by travel time and distance. As reliance on generic attributes 
may result in a false sense of destination attribute salience, impacting promotional effectiveness 
(Alahakoon et al., 2021a; Pike & Kotsi, 2018), exploring context-specific destination attributes is 
important.

Personal values

Personal values serve as guiding principles in individuals’ decision-making processes (Ye et al.,  
2019). They are useful for understanding underlying motivations and reasons behind individuals’ 
lifestyle choices, which subsequently influence their travel behaviour (Alahakoon et al., 2021b; Kotsi 
& Pike, 2020). One of the earliest studies on values within travel presents three US outbound leisure 
traveller segments labelled ‘security-conscious’, ‘fun and enjoyment-oriented’, and ‘experience- 
based’ (Muller, 1991). These segments exhibited varying value orientations, focusing on security, 
excitement, or warm relationships. These value orientations, in turn, explained specific reasons for 
travellers’ attribute preferences. More recent studies by Chan et al. (2022) and Kim et al. (2022), 
demonstrated this connection between personal values and attribute preferences in the context of 
food consumption. Chan et al. (2022) studied personal values associated with fast food consump-
tion, while Kim et al. (2022) explored values related to local food consumption among various 
inbound cultural groups. These studies emphasise the important role personal values play in 
shaping consumer preferences within food consumption, justifying the use of a personal values 
lens to explore attribute preferences of food day-trippers.

Contextually, existing literature lacks an explanation of attribute preferences and value orienta-
tions of food day-trippers, who rely on local knowledge but are constrained by limited time and 
distance. To address this gap, further research is necessary to investigate the value orientations of 
food day-trippers to help comprehend underlying reasons for their destination attribute 
preferences.

Methodology

Research approach

To explore food day-tripper preferences in the context of regional food destinations, a qualitative 
research design with the Repertory Test technique with Laddering Analysis was adopted, closely 
aligning with the methods used by Alahakoon et al. (2021b) and Pike (2012).

Repertory testwith laddering analysis

The Repertory Test has its theoretical foundations in Personal Construct Theory (PCT). First 
introduced by Kelly (1955), PCT assumes alternate constructions whereby individuals keep 
revising their interpretations of the environment. Based on this assumption, PCT presents the 
notion that individuals like ‘scientists’ create ways of seeing the world and test them as they 
progress through life. These ways of seeing are labelled as constructs, defined as how ‘some 
things are construed as being alike and yet different from others’ (Kelly, 1991, p. 74). Constructs 
are subjective, and finite in number, but coincide with other constructs allowing for common-
alities. It is these propositions that allow the aggregation of attributes elicited through the 
Repertory Test to conclude food day-trippers’ destination attributes (i.e. constructs), in the case 
of this paper. Application of the Repertory Test to food tourism is scarce but has previously 

LEISURE STUDIES 5



been used to study motivational factors (Mak et al., 2013) and image attributes (Chang & Mak,  
2018). These studies show the applicability of the Repertory Test to food tourism, but there 
remains a notable gap in research, particularly in exploring the contemporary behaviours of 
food travellers.

Laddering Analysis serves as a useful add-on to the Repertory Test to understand reasons for 
individuals’ attribute preferences in that it links attributes to individuals in a systematic approach, 
establishing meaningful links between them (Reynolds & Gutman, 1988). First introduced by 
Hinkle (1965), it takes a similar approach to marketing literature’s means-end theory (Gutman,  
1982). As one of its main outputs, Laddering Analysis presents Hierarchical Value Maps (HVMs), 
building links between attributes, consequences, and values, highlighting perceptual orientations 
within a consumption context (Reynolds & Gutman, 1988). Laddering Analysis has been applied to 
food tourism to understand culture-based influences on food preferences (Kim et al., 2022), fast- 
food preferences (Chan et al., 2022) and food cultural inheritance (Lee et al., 2018). Personal values 
are conceptualised using a selection of items that outline individuals’ priorities in life, and one such 
measurement battery is presented by Rokeach (1973). Rokeach identifies values as being classified 
into instrumental values, which serve as day-to-day guiding principles, and terminal values, which 
define the desired end states of existence. Terminal values formed conceptual foundations in 
means-end theory (Gutman, 1982) and have been applied in tourism to explain differences in 
travel choices and behaviour (Pitts & Woodside, 1986) making them methodologically and con-
textually relevant for this study.

Sample and sample recruitment

This study recruited self-identified ‘foodies’ as its sample. Foodies are broadly recognised as 
individuals who are ‘food lovers’ and travel for food experiences (Getz & Robinson, 2014). 
However, given the scope of exploring food day-trippers, a focus on local food experiences was 
maintained. The counties of Dorset and Hampshire in the United Kingdom, food destinations with 
value propositions built around local produce, were set as sites for participant recruitment.

Sample recruitment used a combination of personal contacts and snowballing. Residents of 
Dorset and Hampshire who were 18+ years of age and who self-identified as foodies were recruited. 
In keeping with past similar studies (e.g. Alahakoon et al., 2021b), the sample size was 20. This 
number was deemed sufficient as the data saturation point of this study was nine aligning with the 
commonly accepted numbers of 8–10 for Repertory Tests (Pike & Kotsi, 2020). Table 1 outlines 
sample characteristics.

Elements and element selection

Elements or objects of interest for this study are regional food destinations. Following the same 
selection criteria as for the main sample, three participants took part in pilot interviews, conducted 
to identify popular regional food destinations within the counties of Dorset and Hampshire. It is 
noteworthy that the insights obtained from the pilot interview participants were highly informative; 
therefore, these participants were included as part of the final sample size of 20. Findings from the 
pilot interviews identified destination brands through the Top-of-Mind (ToM) open-ended ques-
tion (i.e., What destination comes to mind when considering going somewhere in Dorset or 
Hampshire for a food experience?) with answers aggregating into nine destinations. Accordingly, 
1. Bridport, 2. Christchurch, 3. Dorchester, 4. Lyme Regis, 5. Lymington, 6. Poole, 7. Romsey, 8. 
Southsea, and 9. Winchester were finalised as elements. Nine elements were considered to reflect 
a realistic destination choice set (Pike, 2012). Input from the pilot interviews was later cross- 
examined with online destination marketing material for confirmation. Following this it was clear 
that the selected elements were positioned as food destinations. For example, Lyme Regis was 
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a known ‘foodie’s paradise’ (Dorset, 2023b) while Christchurch hosts an annual food festival 
(Tourism, 2023) attracting foodies from across local regions.

To present these elements to participants, sequential sets of triads, that is, a combination of three 
elements at a time, were used. The order of triad presentation followed the balanced incomplete 
design formula (Burton & Nerlove, 1976). This formula originally produced 84 triad combinations 
which were narrowed down to 24 for practical reasons as proposed by Pike (2012). All interviews 
were conducted online via Zoom, and triads were presented in the form of PowerPoint slides 
following the steps outlined in Alahakoon et al. (2021a).

Data collection

Interviews were conducted between April to May 2022 via Zoom to enable audio/visual interactions. 
They were conducted in two parts where firstly, participants were questioned about their self-identified 
foodie status and top-of-mind regional food destination choices. This was followed by the Repertory 
Test and Laddering Analysis. To ensure rigour ‘no repeat rule’ and ‘no wrong answer’ conditions were 
emphasised (Pike & Kotsi, 2016). Participants were then presented with triads of destinations, with the 
question ‘when thinking about local destinations to visit for food experiences in Dorset or Hampshire for 
a day trip, in what important way are two of these alike, but different to the third?’. This facilitated 

Table 1. A summary of sample characteristics.

Frequency (n) Percentage (%)

Residency
Dorset 14 70
Hampshire 6 30
Total 20 100

Gender
Female 12 60
Male 8 40
Total 20 100

Age
18–24 years 3 15
25–34 years 10 50
35–44 years 5 25
45–54 years 1 5
55–64 years 1 5
Total 20 100

Marital status
Married 7 35
Engaged/de facto 6 30
Single 7 35
Total 20 100

Dependent children at home
Yes 4 20
No 16 80
Total 20 100

Employment status
Full-time employed 11 55
Self-employed 6 30
Full-time student 3 15
Total 20 100

Income status
Prefer not to say 2 10
Under £10,000 3 15
£10,000-£19,999 1 5
£20,000-£34,999 8 40
£35,000-£49,999 3 15
£50,000-£74,999 2 10
£75,000-£99,999 1 5
Total 20 100
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attribute elicitation. For each attribute considered as important, the follow-up question of ‘why is that 
important to you?’ was posed to ladder up to consequences and personal values (Reynolds & Gutman,  
1988). This process of triad presentation and follow-up questions was repeated until the participant 
could not elicit any new attributes indicating saturation. Interviews averaged a duration of 20 minutes 
with each participant facing an average of six triads.

Data analysis and research findings

Regional food destination attractiveness

Responses to the Repertory Test formed the basis on which destination attributes salient for food day- 
tripping were elicited. The laddering process produced explanations of the reasoning behind those 
preferences. Specifically, these explanations followed an attribute (A) → consequences (C) → personal 
values (V) sequence to identify perceptual orientations that form the foundation of food day-tripper 
preferences. The inquiry took a thematic analysis format together with frequency counts (Pike, 2012). 
Hierarchical Value Maps (HVM) visualised perceptual orientations (Reynolds & Gutman, 1988).

A HVM is specifically useful in demonstrating how an individual’s personal values translate to 
their consumption, in this case, food day-tripping. This process of analysis resulted in N =  
10 personal values, N = 10 consequences, and N = 12 destination attributes as applicable to regional 
food destinations from food day-trippers’ perspective. Table 2 highlights codes and themes and 
their respective frequencies for A, C, V separately.

Table 2. Themes and relevant codes.

Category Label
Frequency 
(out of 20) Description Examples of raw codes

Personal 
values

V23 15 Happiness Everyone enjoys a day out, feels special about novelty dining 
experiences, helping others (locals) makes me happy, feels 
good to have great fresh seafood, nostalgic brings back 
holiday and childhood memories, pleasing to the eye

V24 12 Excitement The excitement of the unknown, stepping out of my comfort 
zone, newness gives me excitement, changing a bit of the 
environment makes me feel energised

V25 12 Comfortable life Minimal effort required, more convenient, effortless, makes my 
life easier, everything is at ease, feel at ease and more 
comfortable

V26 11 Sense of security Feel less worried and more reassured, more confident and safer 
with the same destination choice, it gets easy to make 
a decision, eliminates uncertainty, gives a sense of security to 
my own decisions

V27 10 Wisdom Learning more about the food and culture, fresh perspective by 
being close to nature, reconnecting to the history of the 
place, learning about the past and people, broaden my 
mindset by learning new things

V28 8 Inner harmony Convenience creates calmness, feel disconnected from 
normal day-to-day life, feel light and relaxed, improves my 
focus when I feel calm

V29 8 Sense of 
accomplishment

Time utilisation, saving time and money, economical/good 
value for money by visiting one place, rewarding myself, 
appreciation of my own life and self-growth, feel different, 
healthier, and lighter

V30 5 Freedom Gaining more freedom, appreciation of nature makes me feel 
free, being able to do different things means being free, 
being able to choose from a variety of food choices

V31 3 A world of beauty Appreciation of nature by looking into the sea, the beauty of 
nature

V32 2 Sense of belonging Helping others makes me feel good to develop true friendships 
and a sense of belonging, I can help others

Consequences C13 15 Engaging in new food 
experiences

Discover new different places (restaurants/cafes) to try, 
opportunity to experience the British inspired cuisines, being 

(Continued)
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Attributes were further condensed based on the similarity of perceptions to elicit four 
broader attribute categories representing regional food destination attractiveness. These 
broader categories serve as the highest level of themes for this study. These consist of 1) 
proximity-based attributes (i.e. A1 comfortable distance from home, A2 proximity to sea/ 
beach), 2) non-food related experiential attributes (i.e. A3 history, A5 natural landscape and 
attractions, A10 lots to see and do), 3) food-related experiential attributes (i.e. A9 local 
markets, events and festivals, A11 high-end and quality of restaurants and cafes, A12 local 

Table 2. (Continued).

Category Label
Frequency 
(out of 20) Description Examples of raw codes

able to expect fresh and premium seafood from local 
producers, more food options to explore at the markets

C14 14 Developing a feeling of 
security/freedom

Know what to expect, less stressful and time required for 
planning, easy to make the decision, feel confident to go on 
my own, feel safer there, know good places to (re)visit

C15 11 More time at the 
destination

Less time spent travelling, more time to be spent with other 
activities, possibility to visit more often, more time to spend 
at the destination from day to night

C16 10 Escaping from routine 
life

Discover new locations and learn new things, take a break from 
routine, makes me feel relaxed from the busy everyday life, 
feel like I am on a holiday, feel unplugged

C17 10 Opportunity to see/do 
more

A variety of outdoor activities, more heritage sites to visit, the 
opportunity to do different things at a destination, walk by 
the river, every family member can enjoy a nice day out

C18 7 Reconnecting with 
history and origins

Reconnecting to the origins, the opportunity to learn and 
reconnect to the past and origins, feel connected to the past 
through architecture

C19 4 Appreciating the 
nature

Enjoy a scenic viewpoint from a lookout, reconnect to nature, 
appreciate the nature

C20 3 Good value for money Good value for money considering the time and money spent 
when travelling, quality food offerings, worth paying, 
a variety of fresh and good quality seafood

C21 2 Connecting with locals Opportunity to support and help independent shops and local 
farmers

C22 2 Refresh/recharge/relax Feel more relaxed in the sun, little breaks to feel more revived, 
makes me feel more alive

Attributes A1 15 Comfortable distance 
from home

Closer to home, closer to where I live, nearer to me, not too far 
away, short-distance driving,

A2 12 Close to the sea/beach Seaside town, by the beach, closer to the beach, seafront, 
coastal town

A3 10 History Historic town, ancient buildings, heritage and rustic, traditional 
town, old markets

A4 9 Previously visited Previously visited, have previously visited
A5 8 The natural landscape 

and attractions
Nice scenery, closer to the forest, countryside, famous nature 

attractions, British countryside, natural beauty, scenic
A6 7 Familiarity Familiar destination, familiarity, more familiar
A7 7 Not previously visited Not previously visited, have not previously the destination 

before
A8 6 Urban and city 

atmosphere
Upscale towns, city life, nightlife, high streets, busy towns, 

major towns, urban life, bigger town size
A9 5 Local markets, events, 

and festivals
Music events, market town, local markets, festivals, food events

A10 5 Lots to see and do A variety of outdoor activities, more to see and do at 
a destination, family-friendly activities available

A11 5 High-end and quality 
of restaurants and 
cafes

Upscale restaurants, quality unique restaurants, higher-end 
restaurants, good quality

A12 5 Local speciality stores 
and food

Traditional British restaurants, locally sourced produce, local 
shops, seafood
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speciality stores and food) and, 4) novelty-familiarity considerations (i.e. A4 previously visited, 
A6 familiarity, A7 not previously visited).

Personal values and food day-tripper attribute preferences

Personal values have been used to understand travel motivations (Alahakoon et al., 2021b; Ye 
et al., 2019) and preferences (Muller, 1991). The consideration of attribute, consequence, and 
personal value links serve a similar purpose in that they allow an understanding of indivi-
duals’ perceptual orientations or ways of thinking regarding specific consumption situations 
(Reynolds & Gutman, 1988). As can be seen from Figure 1, the visualisation through 
a Hierarchical Value Map (HVM) offers an overview of how personal values drive attribute 
preferences among the entire sample of food day-trippers (n = 20) concerning regional food 
destinations.

For better comprehension, individual HVM clusters were developed based on the earlier 
identified attribute categories presenting, 1) proximity-based, 2) non-food-related experiential, 3) 
food-related experiential, and 4) novelty-familiarity considerations. This categorisation enhances 
comprehension by presenting the dominant perceptual orientations in this context.

Figure 2 illustrates the proximity-based attribute cluster. The dominant orientations include: 
a comfortable distance from home, which leads to more time at the destination, ultimately resulting 
in a comfortable life.

Figure 1. The full hierarchical value map (HVM). Note: A = Attributes; C = Consequences; V = Personal Values. The different types 
of lines refer to varying degrees of dominance, with linkages of 10 or more considered the most dominant. Links related to C21 
and V32 are not presented as they were below the cut-off point of 2 (Pike, 2012).
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For the non-food experiential attribute cluster as demonstrated in Figure 3, history, which allows 
for a reconnection with the past and origins, leading to wisdom appears dominant.

Interestingly, within the food-related experiential attribute cluster no A, C, V linkage emerged as 
dominant as shown in Figure 4.

Lastly, when considering novelty-familiarity considerations, familiarity fostering security 
and freedom, contributing to a general sense of security is found to be important 
(Figure 5):

Figure 2. The modified HVM - proximity-based attributes.

Figure 3. The modified HVM - non-food related experiential attributes. Note: A8 Urban and city atmosphere was removed from 
this presentation given the A→C→V cut-off point of 1
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These perceptual orientation clusters indicate food day-trippers’ tendency for habitual con-
sumption behaviours. However, varying personal values dominate those behaviours. With these 
insights, this study supports the proposition that food tourists are heterogeneous (Robinson & Getz,  
2013).

Discussion

The Repertory Test results confirm that from the day-trippers’ perspective, regional food destina-
tion attractiveness is largely represented by proximity, in that a comfortable distance from home 
and being close to the sea/beach emerged as salient. This is followed by non-food-related experi-
ential considerations dominated by history, so aligning with extant studies proposing culture and 
heritage contribute to food tourists’ choice of destination (Kim et al., 2022; Robinson & Getz, 2014). 
These preferences are driven by the values of comfortable life and wisdom respectively. This differs 

Figure 4. The modified HVM - food-related experiential attributes.

Figure 5. The modified HVM - novelty-familiarity considerations.
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from previously reported emotional values comprising pleasure and happiness having the strongest 
influence on travellers’ food purchase involvement (Stone et al., 2018). It is however noteworthy 
that happiness is a value driver for food day-trippers when considering food-related experiential 
attributes. A further point of comparison lies in findings related to cultural tourism where exposure 
to culture including food, was connected to the values of identification and cultural intimacy and 
self-realisation and development (Zhao & Agyeiwaah, 2023). Food day-trippers also echoed similar 
value drivers through wisdom and a sense of accomplishment, showing they have value prioritisa-
tions that align with cultural tourists.

Novelty considerations among food day-trippers were conflicted. The majority recognised 
previous visitation and familiarity as representing regional food destination attractiveness, whilst 
some preferred newer destinations, closely reflecting Özdemir and Seyitoğlu’s (2017) findings that 
categorised food tourists in a continuum of authenticity seekers, moderates, and comfort seekers. 
Of interest, this study found regional food destination attractiveness seemingly depends on non- 
food-related attributes as opposed to the suggestion that gastronomic image depends on food- 
related attributes such as flavour profile, cooking method and ingredients, distinctiveness, and 
health and safety (Chang & Mak, 2018). Therefore, findings demonstrate that food day-tripping is 
a form of casual leisure pursuit that offers individuals the opportunity to escape from their daily 
routines and engage in leisure activities within a short timeframe, aligning with distance decay 
theory (Hooper, 2015; Jara-Díaz et al., 2008; Mckercher & Lew, 2003; Stebbins, 2001, 2005).

Accordingly, through the lens of distance decay theory, findings highlight a cognitive trade-off 
between the perceived benefits of a regional food destination, and the time and effort required to 
travel to that destination. This supports previous research regarding the influence of time and 
distance on destination attractiveness (Diaz-Soria, 2016; Jeuring & Haartsen, 2016). Thus, food day- 
trippers prioritise proximity over food-related attributes. Consistent with prior research on the role 
of familiarity in destination choice and value perceptions, the novelty-familiarity perceptual 
orientation suggests that visiting familiar food destinations outweighs the opportunity to seek 
and engage in new food experiences (Horng et al., 2012; Manimont et al., 2022). This is due to 
a desire to maintain a sense of security and comfort resulting in a lack of willingness to take risks 
associated with travelling to farther destinations to try new foods, which somewhat contradicts how 
the term ‘foodies’ is defined in previous studies (Hooper, 2015). In essence, it is posited that the 
preferences of food day-trippers are primarily influenced by proximity. As food day-tripping is 
considered a casual leisure activity, security and comfort seemingly take precedence over dedication 
to exploring new culinary experiences (Cleave, 2020).

Conclusion

Food tourism continues to grow in popularity. While much attention is given to international food 
tourism and long-haul food travel, there is an overlooked niche: food day-trippers. Considering 
food day-tripping as a form of casual leisure pursuit, this study examined what attracts food day- 
trippers to regional food destinations. Notable contributions of our research are the identification of 
destination attributes that represent regional food destination attractiveness and the development 
of HVMs that demonstrate perceptual orientations, providing beneficial insights into food day- 
tripper decision-making. Understanding HVMs is crucial as they illuminate how regional food 
destination attributes not only offer benefits but also align with the target audience’s priorities in 
life. This nuanced understanding enables destination marketers to tailor their strategies effectively, 
ensuring a more resonant and impactful connection with the target audience.

Implications for theory and knowledge

In conceptualising regional food destination attractiveness, we took a demand-side stance to 
explore food day-trippers’ prioritisation of destination attributes that represent regional food 
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destinations. With the application of the Repertory Test and Laddering Analysis, we present 
regional destination attractiveness as consisting of proximity, non-food-related, food-related, and 
novelty-familiarity-based attributes. Theoretically, the importance of proximity is explained by 
distance decay theory which posits that destination attractiveness diminishes as distance and travel 
time increase (Eldridge & Jones, 1991; Kah et al., 2016; Wynen, 2013). This theoretical proposition 
has been applied to regional food tourism and leisure (Hooper, 2015), and this paper reinforces the 
same within the context of food day-tripping. We posit that food day-trippers consider the 
perceived benefits of a food experience in relation to the time and effort required to reach the 
destination. This is showcased by participants’ preference for new food experiences but within the 
boundaries of familiar and previously visited locations. So, despite their ‘foodie’ nature, an increase 
in distance may deter food day-trippers’ inclination to explore food experiences. This finding 
further reinforces that destination attribute preferences are circumstantial and are deeply rooted 
in the travel situation (Pike, 2012).

This research also outlines personal values that guide food day-trippers’ attribute preferences. 
For example, their need for comfort informs proximity, the quest for wisdom inspires engagement 
with history, the search for happiness inspires a preference for variety in food experiences and 
a sense of security guides the inclination towards previously visited destinations. These connections 
demonstrate food day trippers’ thinking patterns presenting them as seeking comfort, knowledge, 
experiential variety and locational familiarity. This nuanced conceptualisation offers a personal 
value-driven justification to distance decay theory, in that, we posit that together with time and 
effort trade-offs, the ability to enact personal values will determine a destination’s attractiveness.

This study draws parallels between food day-trippers and cultural tourists. One such character-
istic is food day-trippers’ preference for historical attractions underlined by wisdom (i.e. learning) 
as a personal value which showed precedence over food. Another is their preference for a holistic 
travel experience with consumption points spread across food, beaches, historical attractions, and 
nature. This preference for holistic travel experiences within short time frames may be a means to 
offset the dissonance of selecting near-home food destinations.

Implications for practice

For destination marketers and food establishments, this study presents the specific destination 
attributes to highlight in marketing campaigns, including sea/beach, history, nature, variety in 
activities, food markets/events/festivals, high-end restaurants, and speciality stores as physical 
characteristics; comfortable distance from home as a spatial characteristic; and novelty considera-
tions as an emotional association. Given the importance of non-food-related experiential attributes 
for food day-trippers, embedding the region’s historical and natural attractions alongside culinary 
ones can create a competitive advantage for regional food establishments. Furthermore, partner-
ships and co-branding opportunities would help create a wholesome experience for the food day- 
tripper. When doing so, considering the importance of personal values such as wisdom, happiness 
and a world of beauty, learning and engagement opportunities should be facilitated as part of the 
customer journey. This will ensure that food day-trippers immerse themselves in rich food 
experiences, reducing the dissonance that they may otherwise feel with their day-tripping choices.

Regarding the profile of the food day-tripper, this study uncovers that they look for an all- 
inclusive travel experience even within their limited time and space requirements. Within this 
profile, however, two subcategories manifest where some prefer familiar destinations and activities 
given their appetite for security, while others prefer novelty given their motivation for excitement 
that new experiences bring. This knowledge of food day-tripper thinking patterns enables market-
ing efforts to be tailored to suit specific market needs.

Overall, this study proposes that creating food destinations near residential areas can 
enhance destination attractiveness. By developing these localised food hubs, travellers can 
enjoy unique culinary experiences without having to travel long distances. This approach 
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aligns with sustainability goals and contributes to the support of local businesses (Diaz- 
Soria, 2016; Jeuring & Haartsen, 2016). This study further notes that the layout and design 
of geographic regions, including infrastructure, can influence the accessibility of regional 
food destinations. Limited accessibility may drive food day-trippers to choose destinations 
that are easier to get to. This emphasises the importance of spatial design in enhancing 
regional food destination attractiveness. Promoting walkability and accessibility apart from 
food-related attributes emerges as important to appeal to this emerging market of food day- 
trippers.

Limitations and further research

This study has limitations in terms of generalisability, which could be addressed by conducting 
further research with a larger sample size. There is potential to conduct quantitative research to 
investigate how proximity and clustering of food destinations influence travellers’ decisions to visit 
multiple locations within a single trip. Additionally, identifying factors that contribute to successful 
multi-destination itineraries would provide valuable insights for destination marketers and plan-
ners. Another promising avenue to explore is the use of choice experiments in the context of 
food day-tripping, which could provide valuable insights into individuals’ preferences and trade- 
offs when making decisions related to leisure activities, including their choices of food destinations.
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