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Abstract 
 

Traditional cuisine is a cultural element with significant potential for driving tourism development, making 

understanding the psychological mechanisms that influence tourist intentions crucial. Four dimensions of ex-

perience—novel, authentic, sensory, and social experience—were examined to determine how each contrib-

uted to the formation of behavioral intentions through cultural competence. Data were collected from 101 do-

mestic tourists who had visited Surakarta as a sample and analyzed using SmartPLS 4.0. The results showed 

that sensory and social experiences significantly influenced behavioral intention through increased cultural 

competence. Conversely, novel and authentic experiences did not show a significant mediating effect. These 

findings emphasize the importance of optimizing sensory and social aspects in designing Surakarta culinary 

tourism experiences and offer managerial implications for developing culture-based destination strategies. 

 

Keywords: Culinary Tourism, Local Food, Culinary Experience, Cultural Competency, Tourist Behavioral 

Intention. 

 

1. Introduction 

 

Indonesia is one of the countries with many differ-

ent traditional dishes. Detikfood says Indonesia has 

3,259 traditional foods across 34 provinces. This num-

ber is constantly growing because many local dishes re-

main unknown (Lestari, 2019). The various traditional 

foods in Indonesia are an essential part of the culture 

that needs to be protected. To protect this heritage, we 

need to raise tourists' awareness by teaching them about 

the cultural values in traditional meals. Mohamed et al. 

(2020) propose that highlighting the uniqueness and ap-

peal of local cuisine defines a successful approach to 

promoting a destination as a tourist destination. Kim 

and Eves (2012) also agree that food and beverage con-

sumption significantly influences the competitive mar-

keting and promotion of destinations. 

Surakarta is a city shaped by the blending of Java-

nese, Arab, Dutch, and Chinese cultures (Rohman, 

2021). It has a unique culinary scene with dishes that 

are visually appealing, tasty, and aromatic, making it a 

great place for tourists to visit (Kaushal & Yadav, 2021; 

Kemenparekraf, 2020).  In 2022, there will be 928,447 

tourists and 1,148 restaurants in Surakarta (SoloData, 

2024). Amira (2022) and Mentari (2021) said that selat 

solo, sate buntel, nasi liwet, serabi, and sate kere are the 

most famous foods in Surakarta. Pasar Gede is also an 

essential place for food and cultural interaction, thanks 

to continuous government programs to improve and 

promote it (Mbah SEO, 2024). 

Successful promotion often drives tourist behav-

ior, such as returning, recommending, leaving positive 

reviews, or buying again. These are all important for 

people to keep coming back and make the place more 

interesting (Kim & Eves, 2012; Liu et al., 2018). How-

ever, these intentions are not formed solely through 

food consumption; they are also developed through 

learning cultural values, a process called cultural com-

petence. Trying different cuisines improves people's 

cultural awareness. Lin et al. (2023) say that food helps 

people appreciate other cultures and encourages us to 

be more social. As a result, cultural competence is not 

only crucial for shaping how tourists act, but also nec-

essary for protecting culinary traditions from fading as 

culture changes. 

However, despite the rapid growth of Surakarta's 

culinary industry, this sector faces several significant 

challenges that have not been widely addressed in re-

search. Local culinary entrepreneurs often adopt mar-

keting strategies that emphasize commercial aspects 

and visual appeal over cultural values, eroding the cul-

tural identity of food. Furthermore, domestic tourists 

tend to be consumer-oriented, simply "trying" the 

dishes without understanding the cultural heritage be-

hind them. This condition results in low cultural com-

petence among tourists. It does not produce long-term 

impacts in the form of sustainable behavior such as re-

peat visits, recommendations, or culinary cultural 

preservation. This phenomenon is exacerbated by in-

tense competition among culinary destinations, further 

marginalizing cultural values. 

In tourism, food is a key motivator for visits (Di-

mitrovski & Crespi-Vallbona, 2017; Liu et al., 2018). 

Lin et al. (2023) evaluated local food consumption ex-

periences across four dimensions: novel experience, au-

thentic experience, sensory experience, and social ex-

perience, which aligns with self-determination theory, 
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suggesting that enriched experiences can enhance cul-

tural competence (Kim et al., 2020). The culinary diver-

sity of Surakarta reflects these four experiential charac-

teristics; however, no research in Indonesia has exam-

ined how these culinary experiences contribute to the 

formation of cultural competence and tourist behavior. 

Previous research has shown that food experi-

ences can influence satisfaction, revisit intention, and 

broaden tourists' cultural interpretations (Fan et al., 

2022; Kim & Eves, 2012; Mohamed et al., 2020). How-

ever, the role of cultural competence as a mediating 

mechanism explaining how culinary experiences influ-

ence behavioral intentions has not been comprehen-

sively studied, particularly in the context of Indonesian 

culinary tourism. Lin et al. (2023) emphasized that cul-

tural competence grows when tourists engage with lo-

cal cuisine, as culinary experiences can broaden per-

spectives, build appreciation for cultural diversity, and 

increase willingness to interact socially. Thus, cultural 

competence not only drives tourist behavior but is also 

a crucial element in protecting culinary traditions from 

fading amid cultural change. 

This study aims to examine the impact of innova-

tive, authentic, sensory, and social experiences on cul-

tural competence and to evaluate the influence of cul-

tural competence on culinary tourists' behavioral inten-

tions in Surakarta. This study also examines how cul-

tural competence serves as a mediator between these 

four experience dimensions and behavioral intention. 

This gives us a better understanding of how experience- 

and culture-based mechanisms shape tourists' behavior. 

This investigation is anticipated to yield dual con-

tributions. Theoretically, it aims to enhance academic 

literature by introducing a relational model among var-

iables that has seldom been utilized in Indonesia’s culi-

nary tourism setting, thereby providing a reference for 

future research. In practice, the results should help local 

governments and food business owners develop plans 

to protect and promote traditional foods. By utilizing 

the qualities inherent in tourists' innovative, authentic, 

sensory, and social experiences, stakeholders can aug-

ment the appeal and sustainability of local culinary tour-

ism.     

 

2. Literature Review  

 

2.1. Self Determination Theory 

 

Self-Determination Theory (SDT), developed by 

Ryan and Deci (2020), explains that humans have a nat-

ural habit to thrive when their basic psychological needs 

are met. SDT focuses on three primary needs – compe-

tence, autonomy, and relatedness – which form the ba-

sis for motivation and behavior. When an environment 

or experience fulfills a person's need for competence, 

motivational processes intensify, resulting in more in-

ternalized behavior. 

In the context of this research, SDT is relevant be-

cause novel, authentic, sensory, and social culinary ex-

periences can enrich tourists' understanding and fulfill 

their need for competence, thereby increasing cultural 

competence. Fulfilling this competence encourages be-

havioral intentions, such as the desire to return to or rec-

ommend local cuisine. Thus, SDT provides a theoreti-

cal framework for understanding how culinary experi-

ences can shape cultural competence and ultimately in-

fluence tourist behavior. 

 

2.2. Behavioral Intention 

 

Liu et al. (2018) define behavioral intention as the 

probability that a person will engage in certain behav-

iors, such as promoting something by word of mouth, 

returning to a restaurant, or telling others about it. Kim 

et al. (2020) also describe it as the extent to which a per-

son believes they’re willing to do something. Wakefield 

and Blodgett (in Jang & Ha, 2015) argue that a good 

service environment can make people happy and ex-

cited, thereby increasing their likelihood of buying 

again and recommending the business. In general, be-

havioral intention indicates how motivated someone is 

by their experiences in a given situation. The leading in-

dicators are a desire to return and to spread positive re-

views (Kim et al., 2020). 

 
2.3. Novel Experience 

 

According to Stone et al. (2018), novelty occurs 

when travelers experience new places that make them 

feel as if they are discovering something for the first 

time. So, culinary tourists are those who travel to other 

places to try the local food (Gradianto, 2022). Ji et al. 

(2016) stated that novel experience as the feeling of 

novelty and unfamiliarity within various cultures or life-

styles, satisfying the desire for new experiences and en-

couraging tourists to try foods that taste different from 

their usual tastes. Lee and Crompton (in Ji et al., 2016) 

claimed that this motivation arises from encountering 

unfamiliar cultural, lifestyle, or geographical factors. 

Lin et al. (2023) apply this concept to local food con-

sumption, defining novel experience as the extent to 

which distinctive and original culinary encounters en-

rich eating experiences, as manifested in behaviors such 

as seeking new options, sampling unfamiliar foods, and 

exploring different cultures. 

 

2.4. Authentic Experience 

 

In the context of culinary tourism, an authentic ex-

perience is defined as a genuine interaction that respects 
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and preserves traditions and culture from the past (Liu 

et al., 2018). Clients get a one-of-a-kind experience that 

goes beyond their daily routine when they eat real food. 

Being authentic helps a restaurant stand out. It attracts 

tourists who want to try original dishes rooted in cul-

tural and traditional values passed down through gener-

ations. Jang and Ha (2015) say that conventional restau-

rants are authentic if they prepare food with ingredients 

and recipes used only by one ethnic or cultural group. 

This is often clear from the restaurant's decor, music, 

and design. Lin et al. (2023) explain that real experi-

ences in culinary tourism involve finding authentic lo-

cal food that captures the essence of local culture. Liu et 

al. (2018) say that for an experience to be truly authen-

tic, the restaurant, the food, and the service must all be 

genuine. 
 
2.5. Sensory Experience 

 
Mohamed et al. (2020) define sensory experience 

as a physical phenomenon that engages the human 
senses of sight, taste, hearing, smell, and touch during 
the act of ingesting food. Lin et al. (2023) emphasize 
that sensory experience related to consuming local food 
primarily involves touch, smell, and taste. Pollard et al. 
(in Kim & Eves, 2012) underscore that sensory percep-
tion is crucial for the psychological and physiological 
dimensions of food appreciation. Urry (in Kim & Eves, 
2012) contends that sensory experience significantly af-
fects individuals' assessments of food and beverage 
preferences, with taste often serving as the primary de-
terminant. The sensory experience of food is crucial for 
eliciting memories and shaping perceptions, leading to 
either positive or negative assessments of the dish. The 
way the food looks, smells, and tastes all tell you how it 
feels to eat it (Lin et al., 2023). 
 
2.6. Social Experience 

 
Kim and Eves (2012) say that social experience is 

the desire to connect with and have fun with friends, 
family, and others. This creates meaningful shared ex-
periences. Stone et al. (2018) highlight that social con-
nections are essential for creating unforgettable memo-
ries, as individuals often remember events with friends 
with whom they experienced them. When you eat local 
food, having traditional dinners with friends makes the 
experience more memorable. Kim and Eves (2012) 
also say that spending time with people you already 
know or meeting new ones helps you make friends, 
strengthen family ties, and meet your need for social in-
teraction. Lin et al. (2023) assert that social experiences 
influence tourists' perceptions and behaviors; for exam-
ple, when tourists interact with restaurant staff, it can be 
a social learning process that enhances their understand-
ing of local culture. Kim and Eves (2012) say that social 

experiences include meeting new people, hanging out 
with friends, and building stronger friendships. 
 

2.7. Cultural Competence 

 

Cheung et al. (2002) assert that cultural influences 

mold numerous facets of an individual's existence, en-

compassing beliefs, values, perceptions, lifestyle, atti-

tudes, and emotions. Dillard et al. (in Cheung et al., 

2002) define cultural competence as the sensitivity, 

awareness, and comprehension of cultural significance, 

where understanding indicates sufficient knowledge 

and sensitivity indicates openness and responsiveness. 

Salmeski (in Tsaur & Tu, 2019) describes it as the abil-

ity to understand various cultures quickly, translate that 

understanding into action, and interact proficiently with 

individuals from diverse backgrounds. Lin et al. (2023) 

conceptualize cultural competence as a developmental 

process in which individuals recognize, accept, and as-

similate cultural differences through cultural intelli-

gence, thereby augmenting their capacity to modify be-

havior within societal contexts. Fan et al. (2022) point 

out that successful cross-cultural interaction depends on 

understanding and using cultural knowledge. In gen-

eral, cultural competency is the capacity, awareness, 

and sensitivity to learn about and adapt to cultural dif-

ferences appropriately. Indicators include knowledge of 

local food culture and practices, adherence to consump-

tion norms and ethics, respect for local culinary tradi-

tions, and appreciation for interactions with diverse cul-

inary cultures (Tsaur & Tu, 2019). 

 

2.8. Relationships Between Concepts and Research 

Hypotheses 

 

Previous research indicates that novel, authentic, 

sensory, and social experiences significantly affect cul-

tural competency, which, in turn, influences behavioral 

intention. Lin et al. (2023) found that new experiences 

make people more culturally competent by allowing 

them to engage with local traditions, customs, and prac-

tices. Conversely, Mohamed et al. (2020) pointed out 

that enjoying local cuisine while abroad provides an im-

proved experiences that enhance cultural understand-

ing. Likewise, Kim and Eves (2012) and Liu et al. 

(2018) contended that genuine experiences, including 

interaction with local history, food authenticity, and cul-

tural settings, cultivate enhanced cultural knowledge 

and appreciation. Furthermore, sensory experiences, 

characterized by direct involvement of human senses, 

have been demonstrated to facilitate cultural learning 

and behavioral adaptation (Kim & Eves, 2012; Lin et 

al., 2023). Social experiences are also very important 

since interacting with people from different cultures 

helps people appreciate cultural diversity, even when 
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there are differences (Kim et al., 2020; Weber et al., 

2016). 

Moreover, numerous studies have shown that cul-
tural competence positively influences behavioral in-
tention, affecting an individual's readiness to engage in 
particular actions, such as revisiting, recommending, or 
disseminating favorable experiences (Ahn et al., 2019; 
Fan et al., 2022; Tsaur & Tu, 2019). Cultural compe-
tency empowers individuals to analyze cultural infor-
mation and make well-informed behavioral choices ef-
ficiently. It also serves as a mediating factor connecting 
experiencing dimensions to behavioral intention. Ahn 
(2020) and Lin et al. (2023) propose that competence 
experience influences how people turn learning into ac-
tion. Consequently, this study posits nine hypotheses: 
H1–H4 examine the impact of the four experiential di-
mensions on cultural competence; H5 explores the ef-
fect of cultural competence on behavioral intention; and 
H6–H9 assess the mediating role of cultural compe-
tence in the relationship between each experiential di-
mension and behavioral intention. 
 

 
Figure 1. Conceptual framework 

 
3. Methods  

 
This study utilizes a quantitative research design 

including a descriptive survey format. Rachman et al. 
(2024) assert that quantitative research aims to trans-
form complex phenomena into numerical data for ana-
lytical purposes. The total population in this study is un-
known, so the small sample size was determined using 
the Lemeshow formula and a purposive sampling tech-
nique. The sampling criteria required respondents to be 
Indonesian citizens (WNI), non-residents of Surakarta 
City, have visited Surakarta within the previous six 
months with travel companions, have participated in 
culinary tourism and consumed local specialty foods in 
Surakarta, and be at least 18 years of age (legally recog-
nized as adults capable of responsibility). From No-
vember 20 to December 1, 2024, a Google Form ques-
tionnaire was distributed via Line, WhatsApp, and QR 

codes. This led to 144 people who met the sampling cri-
teria responding. 

The research instrument was a closed-ended ques-

tionnaire developed with variable indicators, measured 

on a five-point Likert scale (1 = Strongly Disagree to 5 

= Strongly Agree). The variables included Novel Expe-

rience (NE) (Ji et al., 2016), Authentic Experience (AE) 

(Liu et al., 2018), Sensory Experience (SE) (Lin et al., 

2023), Social Experience (SoE) (Kim et al., 2020), Cul-

tural Competence (CC) (Tsaur & Tu, 2019), and Be-

havioral Intention (BI) (Kim et al., 2020). Indicators 

previously shown to be reliable in earlier research were 

used to measure each variable. 

The Partial Least Squares (PLS) method was used 

to analyze the data. This is a variance-based Structural 

Equation Modeling (SEM) method designed to sim-

plify predictive analysis by following two main steps: 

the outer model evaluation and the inner model evalua-

tion. The outer model evaluation confirms that each in-

dicator is accurate and dependable. The inner model 

evaluation examines how the different parts of the re-

search model fit together. For reflective indicators of la-

tent variables, convergent validity was established 

when factor loadings were 0.5 or higher (for constructs 

with 3 to 7 indicators). Discriminant validity was eval-

uated using cross-loadings and Average Variance Ex-

tracted (AVE) values exceeding 0.5. The test was found 

to be reliable when both Composite Reliability (CR) 

and Cronbach's Alpha exceeded 0.7 (Abdullah, 2015). 

We used R-square and predictive relevance (Q²) values 

to evaluate the inner model. R-square values are split 

into four groups: very strong (>0.75), moderate (0.41–

0.75), weak (0.25–0.40), and very weak (<0.25). A Q² 

value beyond 0 signifies robust predictive relevance, 

whereas Q² < 0 shows limited ability to predict (Ghoz-

ali, 2008). 

Abdullah (2015) states that hypothesis testing is 

utilized to assess the validity of a suggested hypothesis. 

A hypothesis is a provisional assumption awaiting fur-

ther validation. This study employs a t-test with the 

bootstrapping approach in SmartPLS to evaluate the 

hypotheses. The bootstrapping method is used to find 

the value of the t-statistic. This study's hypothesis test-

ing has a 95% confidence level and a one-tailed t-table 

value of 1.645.  

 
4. Result  

 

4.2. Descriptive Analysis 

 

Of the 144 people who answered the survey, 43 

were excluded because they didn't meet the age, resi-

dency, or recent experience requirements for visiting 

Surakarta and trying its traditional foods. After remov-

ing two invalid datasets, 101 valid responses were used 
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for the analysis. The sample had almost equal numbers 

of men and women: 52 men (51.5%) and 49 women 

(48.5%). This shows that the representation was bal-

anced. 

Most respondents (70.3%) were aged 18–25, cat-

egorized as Generation Z, followed by 10.9% Millenni-

als (aged 26–40) and 18.8% Generation X (aged over 

40). Crosstab analysis showed that Generation Z re-

spondents were evenly distributed across both genders, 

confirming that the study sample was primarily com-

posed of young adults. 

 
Table 1. Crosstab analysis of age range and gender 

Age Group Male Female Total 

18-25 years 

(Gen Z) 
40 32 72 

26-30 years 

(Millennial) 
3 2 5 

31-35 years 

(Millennial) 
 2 2 

36-40 years 

(Millennial) 
3  3 

Over 40 years 

(Gen X) 
6 13 19 

Total 52 49 101 

 

The majority of respondents had a bachelor’s de-

gree (50.5%) or completed senior high school (45.5%), 

with only 3.9% holding a diploma and minimal post-

graduate education. Based on respondents' origin, the 

majority were from East Java (38.6%), followed by 

Central Java, West Java, DKI Jakarta, and Yogyakarta 

(9.9%–18.8%), while a few of the others are from Ban-

ten, East Kalimantan, Bali, and West Nusa Tenggara, 

primarily because the distance from Surakarta is pretty 

far. 

Questionnaire data showed that out-of-town tour-

ists most frequently consumed Serabi Solo (75.7%) and 

Nasi Liwet (71.8%). Other popular dishes, including 

Timlo Solo, Selat Solo, Sate Buntel, Sosis Solo, 

Tengkleng, and Tongseng, were enjoyed by over 25% 

of respondents, showing high popularity. In contrast, 

dishes such as Sate Kere, Brambang Asem, Bubur 

Lemu, Tahu Acar, Lenjongan, Balung Kethek, and Ta-

hok were consumed by fewer than 25%, indicating less 

familiarity. Meanwhile, 7.7% of respondents men-

tioned other dishes such as Semar Mendem and Nasi 

Langgi, highlighting the wide range of food preferences 

among tourists. 
 

4.3. Evaluation 
 

The results of the outer model testing indicate that 

all constructs meet the criteria for convergent validity 

and reliability (Abdullah, 2015). The Average Variance 

Extracted (AVE) values for all constructs were above 

the threshold of 0.50, indicating that each construct ad-

equately explained the variance of its indicators. Fur-

thermore, the Composite Reliability (CR) and 

Cronbach's Alpha values for all constructs were rec-

orded above 0.70, indicating that each construct has 

strong internal consistency and reliability. Thus, all con-

structs in this study have met the requirements for va-

lidity and reliability and can be used in subsequent 

structural model analysis (Table 3). 
 
Table 2. Outer loading value 

Variable Indicator 
Outer 

Loading 
Description 

Novel Expe-

rience 

NE1 0,771 Valid 

NE2 0,763 Valid 

 NE3 0,844 Valid 

Authentic 

Experience 

AE1 0,655 Valid 

AE2 0,683 Valid 

AE3 0,778 Valid 

AE4 0,820 Valid 

 AE5 0,825 Valid 

 AE6 0,766 Valid 

 AE7 0,813 Valid 

 AE8 0,704 Valid 

 AE9 0,616 Valid 

Sensory Ex-

perience 

SE1 0,786 Valid 

SE2 0,886 Valid 

 SE3 0,855 Valid 

Social Expe-

rience 

SoE1 0,713 Valid 

SoE2 0,818 Valid 

 SoE3 0,843 Valid 

 SoE4 0,867 Valid 
Cultural Com-

petence 
CC1 0,850 Valid 

CC2 0,820 Valid 

CC3 0,788 Valid 

 CC4 0,763 Valid 

 CC5 0,797 Valid 

Behavioral 

Intention 

BI1 0,841 Valid 

BI2 0,819 Valid 

BI3 0,821 Valid 

 BI4 0,824 Valid 

 BI5 0,820 Valid 

Note: NE: Novel Experience, AE: Authentic Experience, SE: Sen-

sory Experience, SoE: Social Experience, CC: Cultural Competence, 

BI: Behavioral Intention 

 

Discriminant validity was assessed by examining 

the cross-loadings of each indicator. The results of the 

cross-loading analysis indicate that all indicators load 

most strongly on their respective constructs. Indicators 

AE1–AE9 have loadings on the AE construct between 

0.616 and 0.825, while indicators BI1–BI5 show load-

ings of 0.819–0.841 on the BI construct. In the Cultural 

Competence (CC) construct, indicators CC1–CC5 have 

the highest loadings, ranging from 0.763 to 0.850. Sim-

ilarly, indicators NE1–NE3 have loadings of 0.763–

0.844 on the NE construct, indicators SE1–SE3 have 



162 PETRA INTERNATIONAL JOURNAL OF BUSINESS STUDIES, VOL. 8, NO. 2, DECEMBER 2025: 157 – 165 

 

loadings of 0.786–0.886 on the SE construct, and indi-

cators SoE1–SoE4 show the highest loadings of 0.713–

0.867 on the SoE construct. Overall, all indicators are 

shown to be more strongly associated with their respec-

tive constructs, thereby fulfilling the discriminant valid-

ity criterion based on cross-loadings. 

 
Table 3. Composite Reliability (CR), Cronbach’s Alpha (CA), 

and Average Variance Extracted (AVE) 

Variable CA rho_a rho_c AVE 
Authentic Ex-

perience 
0,901 0,917 0,917 0,553 

Behavioral In-

tention 
0,884 0,914 0,914 0,681 

Cultural Com-

petence 
0,864 0,901 0,901 0,647 

Novel Experi-

ence 
0,706 0,836 0,836 0,630 

Sensory Expe-

rience 
0,796 0,881 0,881 0,712 

Social Experi-

ence 
0,827 0,886 0,886 0,661 

 

 

Figure 3. Outer model using SmartPLS 4.0 

 

The results of the coefficient of determination test 

indicate that the independent variables explain the de-

pendent variable at a moderate level. The R² value for 

Behavioral Intention is 0.444, indicating that 44.4% of 

the variation in behavioral intensity is described by the 

variables that influence it. Meanwhile, the culinary ex-

perience dimension has an R² of 0.569, accounting for 

56.9% of the variance in cultural competence. Both 

value ranges fall within the moderate explanatory 

power range, so the model can be said to have adequate 

explanatory power. Besides, the Q² value of 0.457 indi-

cates that the model demonstrates good predictive rele-

vance. 

The results showed that Novel Experience and 

Authentic Experience did not have a significant effect 

on Cultural Competence (H1 and H2 were rejected). In 

contrast, Sensory Experience (β=0.182; p<0.05) and 

Social Experience (β=0.467; p<0.001) were found to 

have a positive, significant effect on Cultural Compe-

tence. In addition, Cultural Competence had a positive 

and significant impact on Behavioral Intention (β = 

0.666; p < 0.001). Cultural Competence does not medi-

ate the relationship between Novel Experience or Au-

thentic Experience with Behavioral Intention (H6 and 

H7 were rejected). However, Cultural Competence was 

found to significantly mediate the relationships between 

Sensory Experience (β=0.121; p<0.05) and Social Ex-

perience (β=0.311; p<0.001) and Behavioral Intention. 
 
Table 4. Hypothesis testing results 

Variable 
Path Co-

efficient 

T-statis-

tics 

P-

value 

Descrip-

tion 

NE → CC 0.101 0.958 0.169 
H1 re-
jected 

AE → CC 0.130 1.106 0.134 
H2 re-
jected 

SE → CC 0.182 1.829 0.034 
H3 ac-
cepted 

SoE → 
CC 

0.467 4.996 0.000 
H4 ac-
cepted 

CC → BI 0.666 9.998 0.000 
H5 ac-
cepted 

NE → CC 
→ BI 0.067 0.951 0.171 

H6 re-
jected 

AE → CC 
→ BI 0.087 1.086 0.139 

H7 re-
jected 

SE → CC 
→ BI 0.121 1.735 0.041 

H8 ac-
cepted 

SoE → 
CC → BI 0.311 4.240 0.000 

H9 ac-
cepted 

 

5. Discussion  

 
In this study, it was found that novel and authentic 

experiences did not have a significant effect on cultural 
competence, whereas sensory and social experiences 
did. Furthermore, cultural competence had a significant 
positive impact on behavioral intention, and its mediat-
ing role was significant only for the relationships be-
tween social experience, sensory experience, and be-
havioral intention. 

Based on Table 4, the findings indicate that novel 
experiences do not significantly affect cultural compe-
tence (p = 0.169; T = 0.958), suggesting that tourists in 
Surakarta did not achieve significant growth in cultural 
understanding through these experiences. This finding 
differs from that of Lin et al. (2023), which found that 
novel experiences are linked to cultural competence be-
cause they help people better understand other cultures 
by engaging with local customs and traditions. The dif-
ference may be because most of the people who an-
swered live in Java and have similar cultural back-
grounds, which makes Surakarta's experiences less 
unique. Kaushal and Yadav (2021) claim that unique 
experiences are essential for getting noticed, while Kim 
et al. (2020) highlight the significant impact of cross-
cultural differences in helping people learn about food 
and culture. 
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Similarly, the effect of authentic experience on 

cultural competence was not significant (p = 0.134; T = 

1.106). In contrast, Liu et al. (2018) found that food au-

thenticity and environmental authenticity enhance an 

individual’s familiarity and cultural understanding. In 

our study, although the mean score for authentic expe-

rience was relatively high (4.13), the authenticity re-

spondents perceived was not sufficiently novel to stim-

ulate more profound cultural curiosity. Because most 

respondents originated from Java, their cultural distance 

from Surakarta may have been too small for authentic 

experiences to register as significantly different. It is 

possible that some participants had previously sampled 

Surakarta cuisine in their home cities, which might have 

reduced the sense of encountering something genuinely 

new. 

In contrast, sensory experience showed a positive 

and significant influence on cultural competence (p = 

0.034; T = 1.735). This suggests that sensory triggers, 

such as taste, smell, and visual presentation, during the 

consumption of Surakarta’s local culinary offerings 

contributed to improving tourists’ cultural competence. 

Respondents rated items relating to sensory experience 

(SE1, SE2, SE3) very favourably, indicating that sen-

sory engagement with local foods creates meaningful 

impressions, thereby increasing appreciation for local 

culinary culture. Sensory experiences involving smell, 

taste, and the visual appearance of food help create a 

positive impression for tourists, making it easier for 

them to mingle and appreciate Surakarta's traditional 

food; these various sensory stimuli, overall, contribute 

to the development of cultural competence in Surakar-

ta's culinary culture. This finding aligns with Kim and 

Eves (2012) and Lin et al. (2023), who argue that sen-

sory appeal is an effective path to cultural learning in 

tourism contexts. 

Social experience likewise showed a strong posi-

tive influence on cultural competence (p = 0.000; T = 

4.996). The high average scores on indicators such as 

SoE2 (mean 4.13) and SoE4 (mean 4.18) suggest that 

sharing meals, engaging in conversation, and interact-

ing socially during culinary experiences in Surakarta 

strengthened interpersonal ties and fostered cultural un-

derstanding. The role of social experience in increasing 

cultural competence emerges through interactions that 

facilitate the exchange of information and perspectives 

across cultures, thereby encouraging the formation of 

new thought patterns. This supports the findings of Kim 

et al. (2020) and Weber et al. (2016), who note that so-

cial interaction helps people talk about and reflect on 

different cultures, thereby boosting cultural compe-

tence. 

The study also found that cultural competence had 

a significant and positive influence on behavioral inten-

tion (p = 0.000; T = 9.998). The high mean values for 

items CC4 (4.46) and CC5 (4.27) indicate that tourists 

who respected the cultural values embedded in tradi-

tional foods and enjoyed interacting with different cul-

tures were more likely to exhibit positive behavioural 

intentions, such as leaving favourable reviews, revisit-

ing the destination, and repurchasing local products. 

The higher a person's cultural competence, the more 

likely they are to return, recommend, or share their Su-

rakarta culinary experience. This suggests that cultural 

understanding is a key factor in shaping tourist behav-

ior. These findings align with Ahn et al. (2019) and Lin 

et al. (2023), suggesting that cultural competence in-

creases motivation toward favourable tourism behav-

iours. 

Regarding mediation, the study found that the in-

direct effects of novel and authentic experiences on be-

havioural intention through cultural competence were 

not significant (Novel: p = 0.171, T = 0.951; Authentic: 

p = 0.139, T = 1.086). This finding deviates from Ahn 

(2020) and Lin et al. (2023), possibly because, in this 

study, novel and authentic experiences did not affect 

cultural competence in the first place. In contrast, the 

mediation analyses for sensory experience and social 

experience indicated significant indirect effects on be-

havioral intention through cultural competence (Sen-

sory: p = 0.041, T = 1.735; Social: p = 0.000, T = 4.240). 

These results show that sensory and social experiences 

while traveling in Surakarta improved cultural compe-

tence, which in turn led to behaviors such as wanting to 

return and leaving positive reviews. These findings in-

dicate that novel and authentic experiences are insuffi-

cient to generate cultural competence that can influence 

tourist behavior. Tourists appear to require more inter-

active, immersive, and cognitive experiences—such as 

those in the sensory and social dimensions—to truly de-

velop cultural competence and impact intentions to re-

turn, recommend, or share experiences related to local 

cuisine. 
 

5.1. Managerial Implications 
 

From a theoretical perspective, the findings are 

beneficial to local culinary business operators and the 

Surakarta municipal government. The focus is on how 

to foster tourists’ behavioural intentions, such as revis-

its, repurchases, and positive word-of-mouth, through 

enhanced cultural competence. Since behavioural in-

tention is crucial for the growth of the local culinary 

tourism sector, stakeholders should aim to cultivate 

tourists’ cultural competence: the higher the compe-

tence, the greater the potential for behavioural intention. 

According to this study, the experiential routes most ef-

fective at developing cultural competence are sensory 

and social experiences. 
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To give tourists a good sensory experience, com-

panies should preserve the original flavours of local 

dishes and present them appealingly. Restaurants and 

tourist attractions should make it easy for people to in-

teract with one another by providing friendly service 

and clear information about local culture. This helps 

tourists understand and appreciate cultural differences, 

which makes them more likely to act in ways that sup-

port others. Additionally, the following research could 

effectively expand upon these findings by exploring 

how unique and authentic experiences may be more 

distinctly differentiated or operationalized in contexts 

characterized by greater cultural distance. 

 

6. Conclusions  

 

This study revealed that novel and authentic expe-

riences had no significant impact on cultural compe-

tence, whereas sensory and social experiences had pos-

itive effects. Moreover, cultural competence had a sub-

stantial impact on behavioral intention, acting as a me-

diating variable solely in the associations between sen-

sory and social experiences and behavioral intention. 

Based on these findings, the study suggests that lo-

cal restaurant owners in Surakarta should improve how 

they present food by incorporating elements of local 

culture, maintaining authentic traditional flavors, and 

offering friendly, helpful service that educates visitors 

about the cultural significance of local food. These ef-

forts can enhance tourists' sensory experiences and cul-

tural knowledge, encouraging them to return, buy more, 

and leave positive reviews that will attract more visitors. 

To improve tourists' experiences with local food, 

the Surakarta City Government should promote the cul-

tural value of local food by hosting traditional cooking 

demonstrations, using authentic cooking tools, and 

providing training for local food entrepreneurs. Also, 

there should be a greater focus on promoting Surakar-

ta's food heritage through its history, uniqueness, and 

authenticity to attract tourists seeking profound, memo-

rable experiences. These kinds of programs are meant 

to make people remember things that will help them 

learn about other cultures and change their behavior. 

This will help Surakarta's culinary tourism industry 

grow. 

This study, however, has many limitations. Since 

most respondents were from Java Island, the findings 

may not apply widely. Future research is recommended 

to include respondents from regions outside Java, 

within Indonesia, to provide a broader view of cultures. 

Later studies should investigate the potential moderat-

ing effect of educational level on the development of 

cultural competence, as influenced by diverse aspects 

of consumption experience. 
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