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Exploring the emotions and well-being of food neophobic travelers in the consumption

of comfort food
Abstract

Some travelers feel reluctant to try novel food in foreign countries. However, limited
empirical research has been done on tourists with food neophobic tendencies and their well-
being associated with comfort food consumption. The purposes of this research were to explore
the relationship between food neophobic tendencies and perceived well-being derived from
eating comfort food and the effects of emotions on food neophobic tendencies and perceived
well-being. The influence of demographic characteristics on the perceived well-being of
comfort food consumers was also investigated. Purposive sampling was conducted at two major
international airports in Taiwan, and a total of 381 responses were collected. The results showed
that: (1) food neophobic tendencies had a positive influence on perceived well-being when
consuming comfort food on international trips; (2) emotions played a moderating effect
between food neophobic tendencies and perceived well-being; and (3) demographics and
consumption characteristics did not affect neophobic tourists’ perceived well-being. Based on

the results, suggestions for academic researchers and industry were proposed.

Keywords: Comfort food; food neophobic tendencies; perceived well-being; emotions;

international travel; Taiwan

1. Introduction

Living a quality life is essential for all humans. Most people’s activities are driven by this
very basic motivation, and tourism is no exception (Yu, Smale, & Xiao, 2021). As a result of
increasing stress unavoidable in today’s fast-paced societies (Soyka et al., 2016), comfort and
relaxation are liberally quoted as motives for traveling by tourism marketing agencies and travel
guidebooks. Food, as the primary source of energy (Troisi & Wright, 2017), is an essential

component of the travel experience (Adongo, Anuga, & Dayour, 2015; Hsu, Robinson, & Scott,
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2018). In addition, food is often associated with pleasure and enjoyment (King, 2016; Mak,
Lumbers, Eves, & Chang, 2012; Therkelsen, 2015). Like daily routines and habits, food
consumption at destinations can be seen as the “ontological comfort of home” (Giddens, 1984;
Quan & Wang, 2004), supplying tourists with a sense of comfort, relaxation, ease, and security
relieving their anxieties caused by unfamiliar environments (Quan & Wang, 2004). However,
there tend to be differences across individuals in terms of the foods that people think of as
psychologically and emotionally comforting (Spence, 2017). For example, foods with high fat
or sugar provide consolation or a feeling of well-being in certain populations (Dubé, LeBel, &
Lu, 2005; O’Conner, Jones, Conner, McMillan, & Ferguson, 2008; Spence, 2017). This implies
that important psychological variables, such as food-related personality traits can affect
people’s food consumption and choices at tourism destinations (Mak et al., 2012; Siegrist,
Hartmann, & Keller, 2013), thereby influencing their emotions and well-being (Evers,
Adriaanse, de Ridder, & de Witt Huberts, 2013; Jiang, King, & Prinyawiwatkul, 2014; Soffin
& Batsell Jr., 2019).

Two main types of personality traits, namely neophobic and neophylic tendencies
(Fischler, 1988) have been applied to identify attitudes toward food (Cohen & Avieli, 2004).
People who demonstrate neophylic tendencies tend to search for novel and strange food and
those who demonstrate neophobic tendencies, by contrast, dislike or suspect new and unfamiliar
food (Cohen & Avieli, 2004). Generally, tourists are eager for new experiences different from
those in daily life (Cohen & Avieli, 2004) including exotic and strange dishes (Ji, Wong, Eves,
& Scarles, 2016). However, as Cohen (1972) proposed, tourists require a degree of familiarity
to enjoy their experience, indicating that not all tourists tend to try exotic cuisines (Baah,
Bondzi-Simpson, & Ayeh, 2020). Since eating at unfamiliar destinations appears to be risky or
threatening (Cohen & Avieli, 2004), some who travel abroad may avoid local food (Canak¢1 &
Birdir, 2020; Tse & Crotts, 2005). The reluctance of unfamiliar food serves as a protective
function in a potentially hostile food environment (Ji et al., 2016).
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Understanding the psychological states of people who are experiencing services to
promote customer satisfaction and happiness has become a priority for tourism operators (Caru
& Cova, 2007). Customer emotions are integral to service experiences (Mcintosh & Siggs,
2005). Recently, there is greater research interest in traveler food neophilia (e.g., Baah et al.,
2020; Dimitrovski & Crespi-Vallbona, 2017), whereas food neophobia and its effects on
perceived well-being have received less attention concerning comfort food consumption in
tourism. Therefore, to fill the gap in the literature, the purpose of this research was to investigate
the relationships among food neophobia, emotions, and the perceived well-being of travelers
who consumed comfort food. Additionally, based on previous works (e.g., Canak¢1 & Birdir,
2020; Pourfakhimi, Nadim, Prayag, & Mulcah, 2020), this investigation further explored the
moderating effect on food neophobia and well-being after people consumed comfort food to
understand the benefits of comfort food more comprehensively to neophobic tourists at foreign
destinations.

1.1 Food neophobic tourists and well-being

The willingness of tourists to taste novel foods is often associated with individuality (Ji et
al., 2016; Pliner & Salvy, 2006) such as neophilia and neophobia (Fischler, 1988). Research has
shown that food neophobic tendencies are common in tourism (Wolff & Larsen, 2019).
Neophobic tourists tend to suspect or dislike unfamiliarity (Pourfakhimi et al., 2020; Veeck,
2010) and are more likely to consume familiar foods in foreign places to achieve psychological
comfort. As food consumption in tourism often occurs in unfamiliar environments (Mak et al.,
2012), such eating may provoke consumer worries about food safety and discourage them to
experience new cultures and foods at destinations (Veeck, 2010). Therefore, people are likely
to choose familiar food to reduce fear in travel (Fennell, 2017). From the perspective of a quest
for authenticity in gastronomical experiences, Ozdemir and Seyitoglu (2017) argued that
comfort seekers who expect secure and comfortable travel tend to choose familiar food so as
not to face unknown risks while authenticity seekers expect genuine local food experiences

3
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despite higher risks and uncertainty (Sthapit, 2017). Similarly, Hjalager (2004) divided culinary
tourists into four typologies based on sociology and lifestyles. Tourists with recreational
lifestyles prefer familiar food to maintain their daily regimens, sense of security and comfort at
destinations. In addition to personal and intrapersonal factors, differences between cultures
have also been found to exert a significant influence on neophobic tendencies (e.g., Chang,
Kivela, & Mak, 2010; Chitra, Adhikari, Radhika & Balakrishna, 2016). For example, most
Asians are apt to shun novel foods, while Westerners are more encouraged to engage in quests
for novel foods (Cohen & Avieli, 2004).

Along with food consumption behavior, tourists' well-being has also been an important
issue in tourism and gastronomy research (Bjork & Kauppinen-Réisdnen, 2017; Chang, 2013;
Chen, 2012; Kuo, Chen, & Chen, 2017). However, the definition of well-being in the literature
is still vague (Dodge, Daly, Huyton, & Sanders, 2012). Generally, well-being refers to
satisfaction or happiness derived from optimal functioning (McDowell, 2010). Perceived well-
being has been measured in relation to the frequency and intensity of experiencing positive
emotions, living without suffering from negative emotions such as melancholy and anxiety, and
overall life satisfaction (Liang, 2014). Lu (1998) suggested that people assess their well-being
in two dimensions, inclusive of positive feelings, such as happiness, pleasure, and ecstasy, and
life satisfaction relating to status, work, or family. Based on the above discussion, well-being
can be defined as the holistic evaluation of and feelings about people’s life (Diener & Seligman,
2004; Meiselman, 2016). Chen (2012) pointed out that feelings about certain things are likely
to affect well-being. As such, food consumption, especially comfort food may contribute to
well-being for people (Lu, 2009; Oliveira et al., 2013; Troisi, Gabriel, Derrick, & Geisler,
2015). In tourism, food consumption is not only a fundamental activity but also generates
awareness of self (Boniface, 2003). In other words, food choices on a trip may reflect people’s
self-identity and thereby determine psychological comfort (Mak et al., 2012; Ujang, 2012), and
such food-related self-identity and corresponding food choices are closely related to perceived
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well-being (Debucquet, Lombart, & Labbé-Pinlon, 2021). Tourists with food neophobic
tendencies may perceive lower well-being associated with authentic food experiences
(Pourfakhimi et al., 2020; Schnettler et al, 2013; Schnettler et al., 2017). Therefore, it can be
expected that neophobic tourists are more likely to improve their well-being by choosing
comfort food that is more in line with their personalities. Thus, the following hypothesis was
proposed:

H1. Food neophobic tendencies of outbound tourists who consume comfort food at

destinations will positively influence perceived well-being.

Research has shown that demographics can affect perceived well-being. For instance, Li
and Chen (2010) noted that demographic profiles are important predictors of consumption
preferences and perceived well-being for female spa experiences. Likewise, Chang (2012)
found significant differences in perceived well-being among different age and education levels.
The study of female self-guided travelers' well-being overseas revealed significant differences
in subjective well-being in terms of basic demographics and consumption behavior (Chu &
Yang, 2012). Thus, it is inferred that tourists perceive dissimilar levels of well-being due to
consumption behaviours and demographics. The second hypothesis was stated as follows:

H2. Outbound tourists’ perceived well-being 1s determined by consumption

characteristics and demographics.

1.2 Comfort food consumption and emotions

Tourists are curious and excited about unfamiliar places but at the same time concerned
about different climates, living conditions, health standards, and safety (Cohen & Avieli, 2004).
Accordingly, local food could be an attraction or an aversion for visitors. While people try novel
food at foreign destinations, they do not completely abandon their core foods and favorites. To
reduce the strain and anxiety resulting from contact with a new culture (Winkelman, 1994),
familiar food in a comfortable environment during travel is essential, especially for comfort
seekers (Ozdemir & Seyitoglu, 2017). Comfort food, as a result, refers to food with which
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individuals are familiar (The Oxford English Dictionary, 2009), providing psychological and
physical comfort (Wansink, Cheney, & Chan, 2003). For example, international chained-brand
products familiar to tourists are often adopted by destinations to reduce perceived risk (Fennell,
2017). From this point of view, comfort food is emotionally linked and inseparable from
memories such as home cooking (Spence, 2017) prepared in a traditional style, usually coming
from simple, ordinary recipes (Locher, Yoels, Maurer, & van Ells, 2005; Richman, 2013). For
example, the existing literature indicated that traditional food can make people relaxed, reduce
anxieties, and evoke memories, including memories of being fed by parents or grandparents,
sharing with family during childhood, or eating with someone important (Hong, 2014; Locher
et al., 2005; Ortolani, Garcia, Melo-Thomas, & Spadari-Bratfisch, 2014). To summarize,
comfort food brings to mind familiar food that represents security, home, or a link with a
specific person, place, or time with which the food has a positive association, providing
familiarity and psychological satisfaction for tourists (Spence, 2017). Comfort food
consumption is critical to tourist experience and influenced by factors such as stress, dietary
habits, and above all, personal traits.

In the context of food, emotions are indispensable to well-being (e.g., Ares, de Saldamando,
Giménez, & Deliza, 2014), and thus have drawn much attention from tourism studies (Ouyang,
Gursoy, & Sharma, 2017). Emotions are defined as a state of consciousness such as joy, sorrow,
fear, hate, or the like aroused by internal and external stimuli (Damasio, 2003) or formed from
personal experiences (Berridge & Winkielman, 2003). Emotions are direct and immediate
reactions to specific events, usually for a short period, which help people set priorities in their
lives or make decisions based on their feelings (Abro, Klein, Manzoor, Tabatabaei, & Treur,
2015). In psychology, emotions are considered an important influencing factor of human
behavior (Gross, 2015). For example, research showed that people select activities that bring
greater happiness to regulate their emotions (Cuijpers, van Straten, & Warmerdam, 2007). The
interaction between food and emotions has been noted in previous research as well (Koster &
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Mojet, 2015). Emotions influence food choices and food consumption can affect people's
emotions in turn. In addition, researchers also indicated that pleasurable emotions lead to
positive attitudes and memories in relation to tourist destinations and accommodations (Eroglu,
Machleit, & Davis, 2003; Loureiro, 2014). Overall, emotions triggered by food are influential
in shaping food preferences and food consumption behavior (Gutjar et al., 2015). This aligns
with the research by Macht (2008), which suggested that eating and emotions are highly
correlated. Robust evidence shows that positive emotions and emotional contagion increase
well-being (Chang, Huang, Han, & Chang, 2017; Chung, Chung, & Tsai, 2012). Therefore,
outbound tourists with food neophobia may try to use comfort food to regulate emotions (Dubé,
LeBel, & Lu, 2005; Evers, Marijn Stok, & de Ridder, 2010), which will affect the relationship
between their food neophobic tendencies and perceived well-being. Therefore, the following
hypothesis was proposed:

H3. Emotions of outbound tourists who consume comfort food at destinations will further

moderate food neophobic tendencies and perceived well-being.

The overall model of outbound tourists' food neophobia, emotions, and behavioral
intentions is presented in Figure 1.

[Figure 1 insert about here]

2. Methodology
2.1 Sampling design

As outbound tourists were the main target in this study, data were collected in the two
biggest international airports in Taiwan (Taoyuan and Kaohsiung). By purposive sampling
design, only tourists who had had the experience of consuming comfort food within the past
year and those aged over 18 years old were invited to participate in the survey (Chang,
2017). During four weeks in March 2018, the questionnaire was distributed in the departure
and arrival halls by researchers. The main ideas of the instrument were also explained to the
participants to avoid missing responses and errors. Given a value for a confidence level of 0.95
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and a 5% margin of error in this study, the required sample size would be 384 (Hazra, 2017).
Prior to the formal survey, a pretest (n = 58) was carried out to ensure reliability in the research.
A total of 400 respondents finished the formal survey where 381 were valid, resulting in a valid
response rate of 95.2%.
2.2 Survey instrument

To measure the three main constructs, scales were adapted from previous studies. Food
neophobic tendencies are reactions in tourists who want to consume familiar comfort foods due
to familiarity-seeking or facing other obstacles, such as getting tired of trying unfamiliar local
food. The food neophobic tendencies were measured by a 5-item scale, originally developed by
Mak et al. (2017) and Chitra et al. (2016). Perceived well-being was defined as individual
positive and subjective feelings. Six items were used for perceived well-being as identified by
Gao, Kerstetter, Mowen, and Hickerson (2017) including eudaemonic/psychological and
hedonic/subjective well-being. During travel, emotions can influence the decision-making
process of consumers. Therefore, based on the previous research by Locher et al. (2005),
emotions in the present study were conceptualized as tourists’ positive or negative emotional
status after comfort food consumption. Five items were adapted from the emotions scale
recommended by Su and Hsu (2013), which contained six items about positive and negative
emotions; one item about negative emotions being removed due to its weak consistency in the
pretest (the Cronbach’s a was lower than scholars’ suggestions of 0.6) (Cronbach,1951). The
last part of the questionnaire gathered socio-demographic data (Chang, 2017; Chung, 2015;
Tsai, Huang, & Jan, 2017) including gender, age, education level, marital status as well as the
characteristics of travel consumption based on the studies by Ritchie, Chien, and Sharifpour
(2017), Jeng (2015), Ho, Ou-Yang, and Li (2011), Wang and Tseng (2009), and the Tourism
Bureau of Taiwan (2017). The characteristics of travel consumption provide more complete
profiles of respondents such as their travel purposes, average expenditures on comfort food,
frequencies of consuming comfort food, and information sources. All scales were five-point
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Likert scales (from 1 = strongly disagree to 5 = strongly agree).

2.3 Data Analysis

Data analysis was undertaken using SPSS 21.0. First, to assess the reliability of each
construct (variable), 60 respondents were invited to participate in a pilot study according to
suggestions in prior research (Wu, 2011). The results of Cronbach's a (> 0.60) indicated
acceptable internal consistency for all constructs (Bagozzi & Yi, 1988). Furthermore, to avoid
the potential problem of common method variance (CMV), Harman’s single factor test was
used to determine whether CMV influenced the results. In the appendix, Table A1 shows that
no significant CMV was detected (Chen & Wang, 2017) as variance in the data was not largely
attributed to a single factor (36.67%). As the first step in analyzing the data, descriptive statistics
were assessed. Next, analysis of variance (ANOVA), as well as post hoc tests were used to
compare differences among the variable mean scores of respondents with varied demographics
and characteristics of travel consumption. If the results in one-way ANOVA F-tests reached
significant levels, post hoc analysis such as Tukey’s HSD method is required to uncover specific
differences between three or more group means.

In addition, Pearson's correlation analysis was performed to measure the strength and
direction of the relationships between food neophobic tendencies, emotions, and perceived
well-being. Finally, hierarchical multiple regression was employed and the enter method in
which all variables in a block are entered in a single step was selected to test the model’s
hypotheses. More specifically, in Model 1, food neophobic tendencies were first set as the
independent variable, while perceived well-being was regarded as the dependent variable. Next,
emotions were added and together with food neophobic tendencies were run in a regression to
assess their explanatory power on perceived well-being in Model 2. Finally, the interaction
between food neophobic tendencies and emotions was added creating Model 3. After
conducting hierarchical regression analysis, the model was:

9
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Y=10.394X4 + 0.346Z + 0.135XZ + 0.889

where Y was perceived well-being, X4 was food neophobic tendencies, Z was emotions

and XZ was the interaction between food neophobic tendencies and emotions.
3. Results
3.1 Demographic characteristics and differences among respondent food neophobic
tendencies, emotions, and perceived well-being

As shown in Table 1, the sample was comprised of slightly more females (n =200, 52.5%).
Nearly half (n = 168, 44.1%) of the study’s participants were aged 21-30 years, while 35.4%
were those aged between 31 and 40 years. Overall, respondents were generally well-educated
with at least a bachelor's degree (n =353, 92.7%). An overwhelming proportion of respondents
were married with or without children (n =336, 88.2%). In addition, for these participants, the
main purpose to travel abroad was sightseeing (n = 348, 91.3%). During travel, the majority of
the respondents spent NT$1,001-3,000 on comfort food (n =298, 78.2%), and self-guided tours
(n = 289, 75.9%) were more favored than guided tours (24.1%). The length of trips for most
respondents was 6 to 8 days (n = 289, 75.9%), and 64.3% traveled with friends, followed by
family or relatives (23.6%). More than 80% of participants had purchased comfort food once
or twice in foreign countries. Furthermore, the information on comfort food was accessed from
print media such as newspapers, magazines, and tourist guidebooks (38.8%) as well as through
the Internet (32.8%). In addition, the data were analyzed with one-way ANOVA and post hoc
test (Tukey’s HSD). Demographics and consumption characteristics did not exert significant
influences on food neophobic tendencies, perceived well-being, and emotions. The results are
summarized in Table 1.

[Table 1 insert about here]
3.2 Profiles of the items
The results of descriptive analysis for all variables were demonstrated in Table 2.

Respondents in this study generally showed their resistance and conservative attitude toward
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unfamiliar and strange food in foreign countries including distrust (M = 4.16, SD = 0.76) and
fear of new food (M = 4.18, SD = 0.69). As a result, new food may become a barrier to food
consumption for these travelers, who claimed themselves to be picky eaters (M = 4.07, SD =
0.70). In terms of individual’s hedonic/subjective well-being, respondents believed that their
life was close to ideal (M =4.14, SD = 0.94), leading to satisfaction with the status quo of their
life such as “I have got what I want in my life so far” (M =4.08, SD = 0.71). Additionally, items
within eudaemonic/psychological well-being including helping others, leading a meaningful
life, and fearlessness in the face of challenges in life were highly rated as well. Lastly, the
experience of eating comfort food also triggered respondent emotions, mostly positive ones.
For example, overall, they felt comfortable (M =4.17, SD = 0.70) as well as happy (M = 4.03,
SD = 0.72) rather than negative emotions such as anger (M = 1.89, SD = 0.67) or distress (M =
1.85,SD =0.61).
[Table 2 insert about here]

3.3 Correlations among food neophobic tendencies, emotions, and perceived well-being

Pearson correlation coefficients and the absolute values of correlation coefficients were
calculated as proposed by Wu (2011). Significant positive correlations existed between the three
variables of food neophobic tendencies, perceived well-being, and emotions. Food neophobic
tendencies were correlated with perceived well-being (= .524, p < 0.01). Also, food neophobic
tendencies and emotions were correlated (» = .300, p < 0.01). Additionally, the correlation
between perceived well-being and emotions was moderate (» = .454, p < 0.01) (see Table 3).
This inferred that when travelers have higher food neophobic tendencies, their perceived well-
being and emotions became more positive (e.g., happy and relaxing) after consuming comfort
food. In addition, emotions became more positive with improved perceived well-being.

[Table 3 insert about here]

3.4 Hypothesis testing

The results were shown in Table 4 and Figure 2. The total variance of perceived well-being
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explained by food neophobic tendencies and emotions was 37.2% (R?), F(2, 378) = 111.857, p
<0.001. Furthermore, in Model 3, the interaction effect of two independent variables increased
the explanatory power of the model to 37.9% and explained 0.7% of the change in explanatory
power (AR?) significantly, F(1, 377) = 4.181, p < 0.05. In regards to main effects, food
neophobic tendencies exerted a positive influence on perceived well-being (5 =.422, p <0.001).
That is travelers with higher food neophobic tendencies perceived higher well-being in their
life, supporting hypothesis (H1). However, there were no significant differences among variable
mean scores of respondents' perceived well-being according to the post-hoc test. Consequently,
the second hypothesis (H2) was not supported. Perceived well-being was also influenced by
emotions positively (f = .339, p <0.001), and the path coefficient value from the interaction
between food neophobic tendencies and emotions to perceived well-being was .084, reaching
a significant level (p <0.05). This implies that emotions triggered from comfort food experience
will further enhance the relation between food neophobic tendencies and perceived well-being.
As a result, the third hypothesis (H3) was supported. Simple slope tests indicated that food
neophobic tendencies had a stronger effect in higher emotions group (B = 0.457, p < 0.001)
than lower emotions group (B = 0.331, p <0.001) (see Figure 3).

In summary, based on the results of the regression, two hypotheses were supported.
outbound tourists with food neophobic tendencies had greater perceived well-being when
eating comfort food. Emotions had a moderation effect after consuming comfort food,
indicating that positive emotions after consumption of comfort food had a positive impact on
food neophobic tendencies and perceived well-being.

[Table 4 insert about here]
[Figure 2 insert about here]
[Figure 3 insert about here]
4. Discussion
The research examined the relationship between food neophobic tendencies and the
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perceived well-being of tourists who consumed comfort food and explored the effect of
emotions on neophobic tendencies and perceived well-being. When traveling abroad,
neophobic tourists prefer their familiar home comforts over the unfamiliar tourist services of
locally owned businesses (Juan-Vigaray & Sarabia-Sanchez, 2013; Ng, Lee, & Soutar, 2007).
In other words, they are more likely to remain within the tourist bubble (Cohen, 1972). In this
regard, comfort food might be consumed once they experience negative emotions or pressures
at strange destinations (Blasche, Weissensteiner, & Marktl, 2012; Fennell, 2017; Van Strien,
Gibson, Banosa, Cebolla, & Winkens, 2019). Besides, tourists have their food preferences and
choices, which were proven to influence satisfaction with life (Schnettler, Miranda, Sepulveda,
& Denegri, 2011; Schnettler et al., 2012) and well-being (Gong, Li, Xie, & Tan, 2020). Tasty
food choices, particularly high-fat and high-sugar foods make people happy. For example, ice
cream on a hot summer day is a better mood booster than other foods (Bublitz, Peracchio, &
Block, 2010; Mujcic & Oswald, 2016). However, to date, the relationship between food
neophobic tendencies and perceived well-being has remained unclear in the field of tourism.

As well-being has attracted significant attention in both academia and everyday life (Lim
& An, 2021), studies have shown that there is a relationship between well-being and food, and
that food is an important contributing factor in perceived well-being (Ares et al., 2015; Ares,
de Saldamando, Giménez, & Deliza, 2014). This study found that food neophobic tendencies
had a significant and positive impact on perceived well-being (H1). That is, tourists with food
neophobia perceived a higher level of well-being as such neophobic traits may contribute to
involvement in a specific food, namely comfort food, and avoidance of untried food at foreign
destinations, which may keep their well-being subsequently. The results of this study
correspond to the research of Chen (2012) and Chen and Su (2011), which empirically
investigated the role of dining in tourists’ well-being. This research further highlighted the
significance and benefits of comfort food for neophobic tourists, which has been overlooked in
previous studies.
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Second, an unexpected finding was that no significant differences were found in perceived
well-being by demographics (H2). These results contradict the work by McCabe and Johnson
(2013) and Nawijn and Mitas (2012), who suggested that consumption characteristics affect
perceived well-being associated with consuming comfort food. This study mainly focused on
neophobic travelers as well as their comfort food experiences in foreign countries, and most
respondents were married young adults with high educational levels, traveling abroad
independently with friends for sightseeing. In other words, the distribution of respondents in
this research was rather uniform, consequently leading to similar perceptions.

Finally, emotions influenced the relationship between food neophobic tendencies and
perceived well-being associated with consuming comfort food. Emotions had a moderation
effect on food neophobic tendencies and perceived well-being, which means that emotions
positively affected the food neophobic tendencies and perceived well-being of tourists
consuming comfort food (H3). Previous studies have shown that positive consumption
emotions improve perceived well-being as well as affecting purchase intentions (Gilovich,
Kumar, & Jampol, 2015; Kang & Jin, 2015; Mishra & Bakshi, 2016). This analysis was
conducted to examine the effect of comfort food consumption on the well-being of tourists,
demonstrating that emotions moderated the relationship between food neophobia and well-
being. The results revealed that tourists with food neophobia demanded comfort food to
stimulate positive emotions and thereby improve perceived well-being.

4.1 Theoretical and practical implications

Previous studies on food neophobia have mostly focused on tourist food consumption,
preferences, and cultural differences in destinations (Chitra et al., 2016). However, comfort
food can have an empathic effect on emotional attachment (Liu, 2014) and it is possible to
associate well-being through comfort food (Spence, 2017). Past research has confirmed that
travelers moderate their emotions in many ways, including seeking social support or sharing
with family, friends, and spouses/partners (Gao & Kerstetter, 2018). Positive emotions are more
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likely to lead to positive behaviors during vacations (Servidio & Ruffolo, 2016). This study
addresses the gap in previous studies on the relationship between food neophobia, comfort food,
and well-being by indicating that tourists with food neophobia experience positive effects on
well-being after comfort food access.

Restaurants and other tourism operators are concerned with tourist intentions to purchase.
This research showed that food neophobic tendencies create a barrier to food consumption for
some outbound tourists. Being comfort seekers, tourists with neophobic tendencies are likely
to avoid strange and unfamiliar local food. Comfort food plays an important role for the
neophobes at foreign destinations as well as affecting emotions which can significantly
influence well-being. To increase the willingness to purchase, restaurant operators need to
provide familiar and well-known foods based on the market and different types of travelers,
e.g., Japanese-and Korean-style breakfasts are now quite common in hotel restaurants in Asia.
4.2 Limitations and future research needs

This research targeted only Taiwanese who have traveled abroad and consumed comfort
food. Hence, the representativeness of and inferences from these data are somewhat limited.
Secondly, in terms of emotions, only five emotions were contained in this study based on Su
and Hsu (2013). Future research should consider other emotions that are influential in shaping
tourist neophobic attitudes toward local food as well as perceived well-being at foreign
destinations. Future studies are needed to explore food preferences and perceived well-being
among other national and ethnic groups due to cultural differences and eating habits. Moreover,
given that the significance of domestic tourists has been re-emphasized since COVID-19
(Volgger, Taplin, & Aebli, 2021), it is now more urgent to explore their reuse intentions due to
lower spending capacity of domestic compared to international tourists (Archer, 1978; Jafari,
1986; Sheldon & Dwyer, 2010). In this vein, potential mediators such as food involvement and
satisfaction and variables such as tourist repurchase intentions and loyalty to local food should
be considered. Qualitative methods (e.g., in-depth interviews, focus groups, and Delphi expert
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opinions) should be used for a more in-depth analysis of comfort food consumption when
traveling internationally as well as domestically.
5. Conclusion

From the perspective of food neophobia, this study explored the relationships between
tourists’ food neophobia, emotions affected by comfort food experience, and perceived well-
being. Based on the results, the findings are summarized as follows: (1) in the relationship
between tourist food neophobic tendencies and perceived well-being, food neophobic
tendencies positively affected perceived well-being; (2) in the relationship between tourist
emotions and well-being, when neophobic tourists derived positive emotions from consuming
comfort food, their perceived well-being increased significantly; (3) emotions moderated and
strengthened the relationship between food neophobic tendencies and perceived well-being,
and finally (4) no significant differences existed in perceived well-being among respondents.
Overall, this research addressed the gap in previous studies on the relationships among food
neophobia, comfort food, and well-being by indicating that tourists with food neophobia
experienced positive effects on well-being after comfort food consumption. The findings offer
insights for guiding future research on food neophobia and comfort food in tourism.
Appendix A

See Table A1

16



0oONd Ol hOWN PR

11
12
13
14

15
16

17
18

19
20

21
22

23
24

25
26
27

28

29
30
31

32
33
34

35

36
37
38

39
40

41
42

43

References

Abro, A. H., Klein, M. C., Manzoor, A. R., Tabatabaei, S. A., & Treur, J. (2015). Modeling the
effect of regulation of negative emotions on mood. Biologically Inspired Cognitive
Architectures, 13, 35-47.

Adongo, C. A., Anuga, S. W., & Dayour, F. (2015). Will they tell others to taste? International
tourists’ experience of Ghanaian cuisines. Tourism Management Perspectives, 15, 57-64.

Archer, B. (1978). Domestic tourism as a development factor. Annals of Tourism Research,
5(1), 126-141.

Ares, G., de Saldamando, L., Giménez, A., & Deliza, R. (2014). Food and wellbeing. Towards
a consumer-based approach. Appetite, 74, 61-69.

Ares, G., de Saldamando, L., Giménez, A., Claret, A., Cunha, L. M., Guerrero, L., de Moura,
A. P, Oliveira, D. C. R., Symoneaux, R., & Deliza, R. (2015). Consumers' associations
with wellbeing in a food-related context: A cross-cultural study. Food Quality and
Preference, 40(Part B), 304-315.

Baah, N. G., Bondzi-Simpson, A., & Ayeh, J. K. (2020). How neophilia drives international
tourists’ acceptance of local cuisine. Current Issues in Tourism, 23(18), 2302-2318.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of
the academy of marketing science, 16(1), 74-94.

Batsell, W. R., Jr., Brown, A. S., Ansfield, M. E., & Paschall, G. Y. (2002). “You will eat all of
that!”: A retrospective analysis of forced consumption episodes. Appetite, 38, 211-219.

Berridge, K., & Winkielman, P. (2003). What is an unconscious emotion? The case for
unconscious liking. Cognition & Emotion, 17(2), 181-211.

Bjork, P., & Kauppinen-Réisénen, H. (2017). A destination’s gastronomy as a means for
holiday well-being. British Food Journal, 119(7), 1578-1591.

Blasche, G. W., Weissensteiner, K., & Marktl, W. (2012). Travel-related change of residence
leads to a transitory stress reaction in humans. Journal of Travel Medicine, 19(4), 243-
249.

Boniface, P. (2003). Tasting tourism: Travelling for food and drink. Ashgate.
Bublitz, M. G., Peracchio, L. A., & Block, L. G. (2010). Why did I eat that? Perspectives on

food decision making and dietary restraint. Journal of Consumer Psychology, 20(3), 239-
258.

Canake1 D. S., & Birdir, K. (2020). The relation among food involvement, food variety
seeking and food neophobia: A study on foreign tourists visiting Turkey. Current Issues
in Tourism, 23(8), 917-928.

Caru, A., & Cova, B. (2007). Consuming experience. London, Routledge.

Chang, C. W., Huang, H. C., Han, C. F., & Chang, C. M. (2017). The effect of recreational
sport participation and positive emotion on mature age residents’ subjective well-being.
Journal of Sport and Recreation Management, 14(2), 22-35.

Chang, C. Y. (2012). Exploring the relationship between religion tourism satisfaction and
subjective well-being. Journal of Tourism and Health Science, 11(1), 27-44.

Chang, C. Y. (2013). A study of the relationships among recreation motivation, leisure benefit
and satisfaction in leisure farm. Journal of Tourism and Travel Research, 8(2), 1-18.

Chang, R. C. (2017). The influence of attitudes towards healthy eating on food consumption

17



coONOY UThS WN -

11
12
13

14
15

16
17
18

19
20
21

22
23

24
25

26
27

28
29

30
31

32
33
34

35
36

37
38
39

40
41

42
43

when travelling. Current Issues in Tourism, 20(4), 369-390.

Chang, R. C., Kivela, J., & Mak, A. H. (2010). Food preferences of Chinese tourists. Annals
of Tourism Research, 37(4), 989-1011.

Chen, K. H. (2012). Experiential value, well-being, and behavioral intention of tourists at
banto (catering) festival events. Humanities and Social Science Research, 6(4), 1-25.

Chen, K. H., & Su, K. L. (2011). Study of the relationships among tourist dining experience,
place attachment, and well-being. Emerging Tourism and Hospitality Trends, 10th Asia
Pacific Forum for Graduate Students' Research in Tourism. Singapore.

Chen, K. Y., & Wang, C. H. (2017). Thesis on Statistical Analysis in Practice: The Use of
SPSS and AMOS (3 editions). Wunan Publisher.

Chitra, U., Adhikari, K., Radhika, M. S., & Balakrishna, N. (2016). Neophobic tendencies and
dietary behavior in a cohort of female college students from Southern India. Journal of
Sensory Studies, 31(1), 70-77.

Chu, C. L., & Yang, S. J. (2012). A study of women overseas backpackers’ lifestyle,
involvement and subjective well-being. Leisure Studies, 4(2), 69-85.

Chung, C. W. (2015). Study on relationship between leisure motivation, tourist value, degree
of satisfaction and loyalty of tourists in musical festival activities-with tourist features as
the moderator variables. Journal of Commercial Modernization, 8(1), 115-138.

Chung, Y. Y., Chung, S. Y., & Tsai, C. K. (2012). Nurse aides positive emotions and emotional
contagion and residents well-being in the long-term care facilities: Mediation effect of
resident emotional susceptibility. Journal of Health Management, 10(2), 150-165.

Cohen, E. (1972). Toward a sociology of international tourism. Social Research, 39(1), 164-
182.

Cohen, E., & Avieli, N. (2004). Food in tourism: Attraction and impediment. Annals of
Tourism Research, 31(4), 755-778.

Cronbach, L. J. (1951). Coefficient alpha and the internal structure of tests. Psychometrika,
16(3), 297-334.

Cuijpers, P., Van Straten, A., & Warmerdam, L. (2007). Behavioral activation treatments of
depression: A meta-analysis. Clinical Psychology Review, 27(3), 318-326.

Damasio, A. (2003). Feelings of emotion and the self. Annals of the New York Academy of
Sciences, 1001(1), 253-261.

Debucquet, G., Lombart, C., & Labbé-Pinlon, B. (2021). Depicting eaters and non-eaters of
abnormal fruits and vegetables: Reflections of self-identity and food culture. Journal of
Retailing and Consumer Services, 62, 102673.

Diener, E., & Seligman, M. E. (2004). Beyond money: Toward an economy of well-
being. Psychological Science in the Public Interest, 5(1), 1-31.

Dimitrovski, D., & Crespi-Vallbona, M. (2017). Role of food neophilia in food market
tourists’ motivational construct: The case of La Boqueria in Barcelona, Spain. Journal of
Travel & Tourism Marketing, 34(4), 475-487.

Dodge, R., Daly, A. P., Huyton, J., & Sanders, L. D. (2012). The challenge of defining
wellbeing. International Journal of Wellbeing, 2(3), 222-235.

Dube, L., LeBel, J. L., & Lu, J. (2005). Affect asymmetry and comfort food consumption.
Physiology & Behavior, 86, 559-567.

18



O 00 NoOouT AW NP

=
o

[EEGE
N =

N
g bW

=
N O

=
O 00

N NN
N = O

NN
» W

N NN
N o

NN
O

w W
— O

w W
w N

w w
(U SN

w W
N O

w W
O 0o

D
o

NN
N R

43

Eroglu, S.A., Machleit, K.A. & Davis, L.M. (2003). Empirical testing of a model of online
store atmospherics and shopper responses. Psychology & Marketing, 20(2), 139-150.

Evers, C., Adriaanse, M., de Ridder, D. T. D., & de Witt Huberts, J. C. (2013). Good mood
food. Positive emotion as neglected trigger for food intake. Appetite, 68, 1-7.

Evers, C., Marijn Stok, F., & de Ridder, D. T. (2010). Feeding your feelings: Emotion
regulation strategies and emotional eating. Personality and Social Psychology Bulletin,
36(6), 792-804.

Fennell, D. A. (2017). Towards a model of travel fear. Annals of Tourism Research, 66, 140-
150.

Fischler, C. (1988). Food, self and identity, Social Science Information. 27(2), 275-292.

Gao, J., & Kerstetter, D. L. (2018). From sad to happy to happier: Emotion regulation
strategies used during a vacation. Annals of Tourism Research, 69, 1-14.

Gao, J., Kerstetter, D. L., Mowen, A. J., & Hickerson, B. (2017). Changes in tourists’
perception of well-being based on their use of emotion regulation strategies during
vacation. Journal of Travel & Tourism Marketing, 34(1), 1-16.

Giddens, A. (1984). The constitution of society: Outline of the theory of structuration. Polity
Press.

Gilovich, T., Kumar, A., & Jampol, L. (2015). A wonderful life: Experiential consumption and
the pursuit of happiness. Journal of Consumer Psychology, 25(1), 152-165.

Gong, Y., Li, J., Xie, J., & Tan, Y. (2020). Relationship between types of food choice motives
and well-being among young and middle-aged Chinese adults. International Journal of
Consumer Studies, 44(4), 369-378.

Gross, J. J. (2015). Emotion regulation: Current status and future prospects. Psychological
Inquiry, 26(1), 1-26.

Gutjar, S., de Graaf, C., Kooijman, V., de Wijk, R. A., Nys, A., Ter Horst, G. J., & Jager, G.
(2015). The role of emotions in food choice and liking. Food Research International, 76,
216-223.

Hazra, A. (2017). Using the confidence interval confidently. Journal of Thoracic Disease,
9(10), 4125-4130.

Hjalager, A. M. (2004). What do tourists eat and why? Towards a sociology of gastronomy
and tourism. Tourism, 52(2), 195-201.

Ho, K. T., Ou-Yang, Y., & Li, C. Y. (2011). The hierarchy effects model of consumer
experiences for SPA. Chia-Nan Annual Bulletin, 37, 612-624.

Hong, L. C. (2014). Wu Mama pork chops line on the table: Initial aspiration in Taiwanese
food brand of Wonmi. Ryori Taiwan, 16, 24-29.

Howard, R. W. (2007). Five backpacker tourist enclaves. International Journal of Tourism
Research, 9(2), 73-86.

Hsu, F. C., Robinson, R. N., & Scott, N. (2018). Traditional food consumption behaviour: The
case of Taiwan. Tourism Recreation Research, 43(4), 456-469.

Jafari, J. (1986). On domestic tourism. Annals of Tourism Research, 13(3), 491-496.

Jeng, C. R. (2015). A study of travel motivation, satisfaction and revisit intention in religious
tourism: The Dajia Mazu Temple. Journal of Tourism and Leisure Management, 3(1),
239-2347.

19



oONd OUlh WN R

11
12

13

14
15

16
17
18

19
20
21

22
23
24

25
26

27
28
29

30
31

32
33

34
35
36

37
38
39

40
41
42

43
44

Ji, M., Wong, 1. A., Eves, A., & Scarles, C. (2016). Food-related personality traits and the
moderating role of novelty-seeking in food satisfaction and travel outcomes. Tourism
Management, 57(6), 387-396.

Jiang, Y., King, J. M., & Prinyawiwatkul, W. (2014). A review of measurement and
relationships between food, eating behavior and emotion. Trends in Food Science &
Technology, 36(1), 15-28.

Juan-Vigaray, M. D., & Sarabia-Sanchez, F. J. (2013). The acculturation of international
residential tourists and their shopping behaviours. Tourism Management, 36, 115-118.

Kang, J. H., & Jin, B. (2015). Positive consumption emotion to purchase intention cross-
cultural evidence from China and India, In Robinson, Jr. L. (Eds.), Marketing Dynamism
& Sustainability: Things Change, Things Stay the Same.... Developments in Marketing
Science: Proceedings of the Academy of Marketing Science (pp. 655-658). Springer.

King, S. C. (2016). Emotions elicited by foods. Emotion Measurement, 455-5009.

Kline, R. B. (1998). Software review: Software programs for structural equation modeling:
Amos, EQS, and LISREL. Journal of Psychoeducational Assessment, 16(4), 343-364.

Koster, E. P., & Mojet, J. (2015). From mood to food and from food to mood: A psychological
perspective on the measurement of food-related emotions in consumer research. Food
Research International, 76(5), 180-191.

Kuo, Y. N, Chen, W. Y., & Chen, A. (2017). A study of the relationship between adventure
recreation behavior and well-being on the sport tourists: A case study of Sun Moon Lake
international swimming carnival. Takming University Journal, 40(2), 15-26.

Li, C. J., & Chen, K. W. (2010). A study on the relationship between women’s leisure
experience and well-being taking: An example of spa experience. Journal of Health
Management, 8(2), 163-182.

Liang, T. C. (2014). Analysis of happiness of rural residents: A case study surrounding
countryside of Hu-Wei town. Journal of National Formosa University, 32(2), 1-12.

Lim, H. R., & An, S. (2021). Intention to purchase wellbeing food among Korean consumers:
An application of the Theory of Planned Behavior. Food Quality and Preference, 88,
104101.

Lin, J., Cui, Q., Xu, H., & Guia, J. (2020). Health and local food consumption in cross-
cultural tourism mobility: an assemblage approach. Tourism Geographies.

Liu, G. S. (2014). The creative study of healing travel illustration (Master of Design).
National Taichung University of Science and Technology, Taichung, Taiwan.

Locher, J. L., Yoels, W. C., Maurer, D., & van Ells, J. (2005). Comfort foods: An exploratory
journey into the social and emotional significance of food. Food and Foodways, 13(4),
273-297.

Loureiro, S. M. C. (2014). The role of the rural tourism experience economy in place
attachment and behavioral intentions. International Journal of Hospitality
Management, 40, 1-9.

Lu, L. (1998). The meaning, measurement, and relevant factors of happiness among Chinese
people, Proceedings of the National Science Council, Republic of China, Part C:
Humanities and Social Science Research, 8(1), 115-137.

Lu, P. H. (2009). Exploring tourist experience and well-being in health tourism(Doctoral
dissertation). Department of Humanity and Home Economics, National Taiwan Normal

20



0O Nou AW N

Yo}

==
= O

=
w N

=
(G2~

N R R R
O VOO NO

N NN
WN -

NN
[0 I =

NN
N O

NN
O 00

w w w wWwww
v W N O

w W
N O

w w
O 0o

H D
= O

D
N

43

University, Taipei City, Taiwan.
Macht, M. (2008). How emotions affect eating: A five-way model. Appetite, 50(1), 1-11.

Mak, A. H., Lumbers, M., Eves, A., & Chang, R. C. (2012). Factors influencing tourist food
consumption. International Journal of Hospitality Management, 31(3), 928-936.

Mak, A.H., Lumbers, M., Eves, A., & Chang, R.C. (2017). The effects of food-related
personality traits on tourist food consumption motivations. Asia Pacific Journal of
Tourism Research, 22(1), 1-20.

McCabe, S., & Johnson, S. (2013). The happiness factor in tourism: Subjective well-being
and social tourism. Annals of Tourism Research, 41, 42-65.

McDowell, 1. (2010). Measures of self-perceived well-being. Journal of Psychosomatic
Research, 69(1), 69-79.

Mcintosh, A. J., & Siggs, A. (2005). An exploration of the experiential nature of boutique
accommodation. Journal of Travel Research, 44(1), 74-81.

Meiselman, H. L. (2016). Quality of life, well-being and wellness: measuring subjective
health for foods and other products. Food Quality and Preference, 54, 101-109.

Mishra P., & Bakshi M. (2016). Consumption emotion, satisfaction and word of mouth: A
structural study of demographic correlates consumption emotion, satisfaction. In
Campbell C., Ma J. (Eds.) Looking forward, looking back: drawing on the past to shape
the future of marketing. Developments in marketing science (pp. 112-115). Proceedings
of the Academy of Marketing Science, Springer.

Mujcic, R., & Oswald, A. J. (2016). Evolution of well-being and happiness after increases in
consumption of fruit and vegetables. American Journal of Public Health, 106(8), 1504-
1510.

Nawijn, J., & Mitas, O. (2012). Resident attitudes to tourism and their effect on subjective
well-being: The case of Palma de Mallorca. Journal of Travel Research, 51(5), 531-541.

Ng, S. L., Lee, J. A., & Soutar, G. N. (2007). Tourists' intention to visit a country: The impact
of cultural distance. Tourism Management, 28(6), 1497-1506.

O'Conner, D. B., Jones, F., Conner, M., McMillan, B., & Ferguson, E. (2008). Effects of daily
hassles and eating style on eating behavior. Health Psychology, 27, 20-31.

Oliveira, A., Pinto, C. C. F., Silva, C. B., Gomes, F., Pinto, G. K. S., Sousa, M. R., & Santos,
M. F. F. (2013). Brazilian comfort foods: A nutritional strategy for cancer patients
receiving palliative care. Journal of the Academy of Nutrition and Dietetics, 113(9), 29.

Ortolani, D., Garcia, M. C., Melo-Thomas, L., & Spadari-Bratfisch, R. C. (2014). Stress-
induced endocrine response and anxiety: The effects of comfort food in rats. Stress, 17
(3), 211-218.

Ouyang, Z., Gursoy, D. & Sharma, B. (2017). Role of trust, emotions and event attachment on
residents' attitudes toward tourism. Tourism Management, 63, 426-438.

Ozdemir, B., & Seyitoglu, F. (2017). A conceptual study of gastronomical quests of tourists:
Authenticity or safety and comfort? Tourism Management Perspectives, 23(3), 1-7.

Pliner, P., & Salvy, S. (2006). Food neophobia in humans. In R. Shepherd & M. Raats (Eds.),
The psychology of food choice (pp. 75-92). Wallingford: CABI.

Pourfakhimi, S., Nadim, Z., Prayag, G., & Mulcahy, R. (2020). The influence of neophobia
and enduring food involvement on travelers' perceptions of wellbeing—Evidence from

21



(o] N o bl WN e

international visitors to Iran. International Journal of Tourism Research, 1-14.

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: An
illustration from food experiences in tourism. Tourism Management, 25(3), 297-305.

Quan, S., & Wang, N. (2004). Towards a structural model of the tourist experience: An
illustration from food experiences in tourism. Tourism Management, 25(3), 297-305.

Richman, P. (2013). Comfort food: She may not have coined the term, but shes an expert
nonetheless. Retrieved from https://www.washingtonpost.com. Accessed March 12, 2018

Ritchie, B. W., Chien, P. M., & Sharifpour, M. (2017). Segmentation by travel related risks:
An integrated approach. Journal of Travel & Tourism Marketing, 34(2), 274-289.

Schnettler, B., Criséstomo, G., Sepulveda, J., Mora, M., Lobos, G., Miranda, H., & Grunert,
K. G. (2013). Food neophobia, nanotechnology and satisfaction with life. Appetite, 69,
71-79.

Schnettler, B., Hoger, Y., Orellana, L., Miranda, H., Lobos, G., Sepulveda, J., Sanchez, M.,
Miranda-Zapata, E., Denegri, M., Grunert, K. G., & Salinas-Oiate, N. (2017). Food
neophobia, life satisfaction and family eating habits in university students. Cadernos de
saude publica, 33(3), €00165615.

Schnettler, B., Miranda, H., Sepulveda, J., Denegri, M. (2011). Satisfaccion con la
alimentacion y la vida, un estudio exploratorio en estudiantes de la Universidad de La
Frontera, Temuco-Chile. Psicologia & Sociedade, 23(2), 426-435.

Schnettler, B., Miranda, H., Seputlveda, J., Denegri, M., Mora, M., & Lobos, G. (2012).
Satisfaction with life and food-related life in persons of the Mapuche ethnic group in

southern Chile. A comparative analysis using logit and probit models. Journal of
Happiness Studies, 13(2), 225-246.

Servidio, R., & Ruffolo, I. (2016). Exploring the relationship between emotions and
memorable tourism experiences through narratives. Tourism Management Perspectives,
20, 151-160.

Sheldon, P., & Dwyer, L. (2010). The global financial crisis and tourism: Perspectives of the
academy. Journal of Travel Research, 49(1), 3-4.

Shen, C. C., Tseng, T. H., & Tseng, Y. L. (2010). The relationship model of the attractions of
food and beverage tourism to tourist’s satisfaction and loyalty in rural tourism. Journal
of Rural Tourism Research, 4(1), 1-18.

Siegrist, M., Hartmann, C., & Keller, C. (2013). Antecedents of food neophobia and its
association with eating behaviour and food choices. Food Quality and Preference, 30(2),
293-298.

Soffin, M. T., & Batsell Jr, W. R. (2019). Towards a situational taxonomy of comfort foods: A
retrospective analysis. Appetite, 137, 152-162.

Soyka, F., Leyrer, M., Smallwood, J., Ferguson, C., Riecke, B. E., & Mohler, B. J. (2016,
July). Enhancing stress management techniques using virtual reality. In Proceedings of
the ACM symposium on applied perception (pp. 85-88).

Spence, C. (2017). Comfort food: A review. International journal of gastronomy and food
science, 9, 105-109.

Su, L. & Hsu, M. K. (2013). Service fairness, consumption emotions, satisfaction, and
behavioral intentions: The experience of Chinese heritage tourists. Journal of Travel &
Tourism Marketing, 30(8), 786-805.

22


https://www.washingtonpost.com/

0 Noul AW NP

The Oxford English Dictionary. (2009). Oxford English Dictionary. Oxford: Oxford
University Press.

Therkelsen, A. (2015). Catering for yourself: Food experiences of self-catering tourists.
Tourist Studies, 15(3), 316-333.

Tourism Bureau of Taiwan (2017). 2017 Annual survey report on native tourist survey.
Retrieved from http://admin.taiwan.net.tw/statistics/market.aspx?no=133. Accessed
January 6, 2021

Troisi, J. D., & Wright, J. W. (2017). Comfort food: Nourishing our collective stomachs and
our collective minds. Teaching of Psychology, 44(1), 78-84.

Troisi, J. D., Gabriel, S., Derrick, J. L. & Geisler, A. (2015). Threatened belonging and
preference for comfort food among the securely attached. Appetite, 90(9), 58-64.

Tsai, L. F., Huang, M. L. & Jan, F. H. (2017). The relationship between marketing strategy of
business district and tourists’ behavior: Tainan Haian business district as an example.
Leisure Industry Research, 15(1), 40-48.

Tse, P., & Crotts, J. C. (2005). Antecedents of novelty seeking: International visitors’
propensity to experiment across Hong Kong’s culinary traditions. Tourism Management,
26(6), 965-968.

Ujang, N. (2012). Place attachment and continuity of urban place identity. Procedia-Social
and Behavioral Sciences, 49, 156-167.

Van Strien, T., Gibson, E. L., Bafiosa, R., Cebolla, A., & Winkens, L. H. H. (2019). Is comfort
food actually comforting for emotional eaters? A (moderated) mediation analysis.
Physiology & Behavior, 211, 112671.

Veeck, A. (2010). Encounters with extreme foods: Neophilic/Neophobic tendencies and novel
foods. Journal of Food Products Marketing, 16(2), 246-260.

Volgger, M., Taplin, R., & Aebli, A. (2021). Recovery of domestic tourism during the
COVID-19 pandemic: An experimental comparison of interventions. Journal of
Hospitality and Tourism Management, 48, 428-440.

Wang, M. Y., & Tseng, L. Y. (2009). A study on the travelers' attractiveness, satisfaction and
loyalty toward for resort hotel. Journal of Commercial Modernization, 5(2), 71-86.

Wansink, B., Cheney, M. M., & Chan, N. (2003). Exploring comfort food preferences across
age and gender. Physiology & Behavior, 79(4-5), 739-747.

Winkelman, M. (1994). Cultural shock and adaptation. Journal of Counseling and
Development, 73(2), 121-126.

Wolff, K., & Larsen, S. (2019). Are food-neophobic tourists avoiding destinations? Annals of
Tourism Research, 76, 346-349.

Wu, M. L. (2011). SPSS operation and application of the practice of quantitative analysis of
questionnaire data, Taipei City, Taiwan, ROC, Wu-Nan Culture enterprise.

Yu, J., Smale, B., & Xiao, H. (2021). Examining the change in wellbeing following a holiday.
Tourism Management, 87, 104367.

23


http://admin.taiwan.net.tw/statistics/market.aspx?no=133
https://pubmed.ncbi.nlm.nih.gov/?term=Winkens+LHH&cauthor_id=31484047

Emotions Demographics

H2

\ 4

H3
\4 - Perceived

»

Hi well-being

Food
neophobic
tendencies

1
2 Figure 1. Proposed model.
Food
neophobic
tendencies
A2 %*%
Emotions > \zglr]c T)];icé
33Q%H* )
FNT &
emotions
interaction
3
4 Note. *p <.05; ***p <.001; FNT = food neophobic tendencies.
5 Figure 2. Path coefficients of regression analysis (variance explained in italic).
PWB 5
4.5
4
3.5
3
25
" — High mean scores of emotions
r 0 emea- Low mean scores of emotions
1.5
1
0.5
0
0 1 2 3 4 5
6 FNT
7 Note. FNT = food neophobic tendencies; PWB = perceived well-being.
8 Figure 3. One-way interaction plot.
9

24



1
2
3

Table 1

Respondent characteristics and comparisons of variables among respondents using one-way
ANOVA and Tukey’s HSD (n = 381).

. . FNT PWB  Emotions
Demographics/ variables N % M = M = M =
Male 181 475 4.04 3.91 4.06
Gender Female 200 525 406 20 390 0% 410 068
Below 21 5 13 368 3.90 4.20
21-30 years 168 44.1 4.04 3.89 4.03
31-40 years 135 354 4.05 3.92 4.17
Age 41-50 years 36 94 413 101 397 161 595 198
50-60 years 18 4.7 3.93 3.64 3.98
Above 60 19 50 414 4.03 4.15
Finished junior school 9 24 402 3.69 4.04
Finished high school 19 5.0 414 3.87 4.13
Education g;g'rser‘eed a bachelor’s 329 864 404 028 392 079 409 022
F|n|_shed a master’s degree o4 63 4.09 3.87 398
or higher
Single 45 11.8 3.94 3.81 4.05
Marital status Married without children 131 344 412 251 391 110 4.10 0.19
Married with children 205 53.8 4.03 3.92 4.08
Sightseeing 348 91.3 4.04 3.89 4.08
Travel purpose {B/lijssilt?rfssfriends and 2155 4ll 0.37 4.09 2.25 4.02 0.26
Hng 12 31 4.13 4.04 4.13
relatives
Under 1,000 44 115 4.00 3.81 3.95
g(‘gsgﬁure o 1,001-3,000 298 78.2 4.06 3.92 4.09
comfort food 3,001-5,000 14 37 393 048 380 1.21 4.09 214
(NTS) 5,001-7,000 20 5.2 4.07 4.00 4.27
7,001 or more 5 13 424 3.70 3.84
Means of Self-guided tour 289 75.9 4.07 0.26 3.91 0.06 4.08 0.05
traveling abroad  Semi-guided tour 92 241 398 3.89 407
3-5 days 64 168 4.11 3.89 4.03
. 6-8 days 289 759 4.04 3.91 4.09
Trip length 9-11 days 17 45 420 "1 384 049 4p 178
12 days or longer 11 28 3.84 4.00 411
Single 25 6.6 3.97 3.81 4.06
Travel Friends 245 643 4.04 3.88 4.07
companions Family or relatives 90 23.6 4.08 044 3.95 181 4.10 0.11
Colleagues 21 55 410 4.08 4.10
Frequency of 1 95 249 412 3.89 4.04
consuming 2 227 59.6 4.01 3.91 4.10
comfort food 3 44 115 410 096 394 021 4.03 0.43
when being 4 12 3.1 4.00 3.86 4.12
abroad 5 or more 3 0.8 387 3.72 4.00
Internet 125 328 4.01 3.88 4.00
Print media (e.g.,
Sources of newspapers, magazines, 148 38.8 4.01 3.88 4.10
information on and travel guidebooks) 1.95 0.86 1.75
comfort food TV advertisement 16 4.2 4.25 3.96 4.14
Food programme 27 7.1 4.06 3.91 4.14
Friends or relatives 65 17.1 4.17 4.00 4.15

25



1  Note. N = frequencies; FNT = food neophobic tendencies; PWB = perceived well-being; M = mean
2 scores of variables; F'=F value; n = number of study participants.
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1  Table2

2 Descriptive and reliability statistics for food neophobic tendencies, perceived well-being

3 and emotions scales (n = 381).
Food neophobic tendencies

(Cronbach’s a = .696) M SD
I do not trust new food 4.16 0.76
Food looks too strange to try 3.90 0.84
I am afraid to try new food 4.18 0.69
I am a picky eater 4.07 0.70
I can eat almost any kind of foods 2.06 0.79
Perceived well-being
(Cronbach’s a = .542) M SD
Hedonic/subjective well-being
Most of my life is close to ideal 4.14 0.74
I have got what | want in my life so far 4.08 0.71
If | had to live my life again, | would not want to change anything 4.06 0.73
Eudaemonic/psychological well-being
It is important for me to challenge myself and experience new life 3.29 1.23
As described by people, | am a helpful person who is willing to share 391 0.82
time with others ' '
I am not one of those people who lead an aimless sort of life 3.94 0.84
Emotions
(Cronbach’s a = .688) M SD
Positive emotions
The experience of this consumption of comfort food made me excited 3.94 0.78
The experience of this consumption of comfort food made me happy 4.03 0.72
The experience of this consumption comfort food made me comfortable 4.17 0.70
Negative emotions
The experience of this comfort food consumption made me angry 1.89 0.67
The experience of this comfort food consumption made me distressed 1.85 0.61
4  Note. M =mean; SD = standard deviation; n = number of study participants.
5 Table3
6  Correlations among food neophobic tendencies, perceived well-being and emotions.
Variables A B C
A. Food neophobic tendencies 1
B. Perceived well-being 0.524** 1
C. Emotions 0.300** 0.454** 1
7  Note. **p <0.01; n = number of study participants.
8
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Table 4
Hierarchical regression results for the influence of food neophobic tendencies and emotions
on perceived well-being (n = 381).
Regression model B S.E. B t VIF
DV = Perceived well-being
Model 1 (AR? = 0.275***)
(Constant) 1.925 0.167 11.554
Food neophobic tendencies 0.489 0.041 0.524*** 11.980 1.000
Model 2 (R? = 0.372, AR? = 0.097***)

(Constant) 0.936 0.202 4.634
Food neophobic tendencies 0.398 0.040 0.426*** 9.973 1.099
Emotions 0.333 0.044 0.327*** 7.645 1.099
Model 3 (R? = 0.379, AR? = 0.007*)
(Constant) 0.889 0.203 4.392
Food neophobic tendencies 0.394 0.040 0.422*** 9.915 1.101
Emotions 0.346 0.044 0.339*** 7.889 1.121
Interaction 0.135 0.066 0.084* 2.045 1.020

Total R? = 0.379, Total Adj. R? = 0.374, F = 76.593, p < 0.001
Durbin-Watson = 1.848 > d, = 1.841 (k =1, n = 400, a = 0.05)

Note. *p < 0.05; ***p < 0.001; n = number of study participants; DV = dependent variable; B =
unstandardized regression coefficient; S.E.= standard error; f = standardized
regression coefficient, ¢ = t value; VIF= variance inflation faction.

Table A1
Common method variance (CMV) test.

Initial eigenvalues Average of variance extracted

Cumulative . . o. Cumulative
. o. Eigenvalue Variance % . 0
variance % variance %

Factor Eigenvalue Variance %

1 4.77 36.67 36.67 4.77 36.67 36.67
2 1.61 12.41 49.07 1.61 12.41 49.07
3 1.20 9.21 58.28 1.20 9.21 58.28
4 1.05 8.06 66.34 1.05 8.06 66.34
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