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Abstract. This study investigated the determinants of tourist satisfaction
in Lake Sebu, South Cotabato, focusing on the gastronomic promotional
mix and service quality. Utilizing data from 390 local tourists across
accredited restaurants, the research indicates a high level of overall
satisfaction, particularly regarding food quality, the physical
environment, and price perception. Conversely, accessibility was
identified as a significant area for improvement. The analysis of the
gastronomic promotional mix revealed that while tourism advertisement,
publicity, and sales promotion are perceived as effective, public relations
and personal selling require further refinement to maximize impact.
Regarding service quality, respondents provided positive feedback on
assurance, responsiveness, and empathy; however, the dimensions of
tangibility and reliability received lower relative scores. Correlation
analysis confirms a significant positive relationship between both the
gastronomic promotional mix and service quality with tourist satisfaction.
Notably, regression analysis reveals that service quality serves as the
primary driver of the tourist experience. These findings suggest that
stakeholders in Lake Sebu should prioritize the enhancement of service
delivery—specifically focusing on reliability and tangibility—to foster
positive long-term perceptions. While promotional strategies remain
essential for attracting visitors, success depends on aligning these
marketing efforts with actual service experiences. To exceed guest

tangibility, price perception, food quality,
physical environment, accessibility,security and
safety, Lake Sebu, South Cotabato,

expectations and cultivate lasting customer loyalty, the local industry
must ensure that the "Lake Sebu brand" promised in promotions is
consistently delivered through high-quality, reliable service. This holistic
approach will strengthen the region's position as a premier culinary and
cultural destination.

Introduction

The literature highlights a common issue in tourism destinations where promotional claims about authentic cuisine and
cultural dining experiences are not always supported by consistent service quality. A destination may effectively market its
culinary heritage, but problems such as inconsistent food preparation, poor service standards, and insufficient staff training
may lead to negative tourist experiences. This issue is particularly evident in developing tourism areas like the Philippines,
where rich culinary traditions exist but tourism infrastructure and service delivery remain less developed (Park, 2020;
Magalong et al,, 2020). In Lake Sebu, known for its unique T’boli culture and local dishes such as tilapia, there is significant
gastronomic potential, yet observations suggest the need for a more structured and professional approach in promoting
and delivering culinary tourism experiences.

The study is grounded in the growing competition among tourism destinations and the need for Lake Sebu to strengthen
its tourism sector to maintain sustainability and competitiveness. When promotional strategies are not aligned with actual
service quality, it may lead to tourist dissatisfaction, negative word-of-mouth, and a decline in the destination’s competitive
advantage (Lee etal.,, 2019). Thus, the research assumes that an effective gastronomic promotional mix can improve service
quality dimensions such as tangibles, reliability, responsiveness, and assurance, which are directly linked to tourist
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satisfaction. By analyzing the relationship among the promotional mix, service quality, and tourist satisfaction, the study
aims to provide a clearer understanding of how these variables interact within the context of Lake Sebu tourism.

Existing literature also indicates a strong positive relationship between authentic gastronomic promotion and tourist
satisfaction, particularly when supported by high-quality service delivery. Promotional strategies that emphasize cultural
authenticity, such as the T’boli heritage and indigenous tilapia dishes, help shape positive tourist expectations and
experiences when combined with knowledgeable staff, clean facilities, and culturally immersive environments (Kim, 2017;
Sutiadiningsih, 2024; Park et al., 2022). Consequently, effective gastronomic promotion not only enhances tourist
satisfaction but also strengthens the destination image and encourages repeat visits, contributing to the sustainable
development of Lake Sebu’s tourism industry leading to improved organizational performance and competitiveness.

Methodology

The study used a quantitative, non-experimental descriptive-correlational research design to examine tourist satisfaction
in Lake Sebu. This design allowed the researcher to describe the current level of tourist satisfaction, the effectiveness of the
gastronomic promotional mix, and the quality of service provided. It also examined the relationship between these
variables without manipulating them, making the approach practical and appropriate for understanding how they naturally
interact. The research locale of the study was in Department of Tourism (DOT)-accredited restaurants located in Lake Sebu,
South Cotabato, a well-known ecotourism destination recognized for its cultural heritage and culinary attractions,
particularly its tilapia dishes. The location was selected because it provides a suitable environment to investigate how
gastronomic promotion and service quality influence tourist satisfaction.

The research respondents were 390 local tourists in the Philippines who visited Lake Sebu and had recently experienced
dining in at least one DOT-accredited restaurant. Participants were required to be 18 years old or above, have visited the
destination within the last six months, experienced gastronomic promotions such as brochures or social media
advertisements, and consumed local food products or signature dishes. To analyze the collected data, the study used several
statistical tools, including descriptive statistics such as the mean and standard deviation to summarize responses, as well
as inferential statistics. Pearson’s Product-Moment Correlation Coefficient was used to determine relationships between
variables, while regression and multiple regression analyses were applied to identify which factors significantly influence
tourist satisfaction.

Results and Discussion

Indicators Mean Std. Deviation Interpretation
Tourism Advertisement 432 0.76 Very High
Tourism Publicity 4.20 0.54 Very High
Tourism Public Relation 3.88 0.60 High
Tourism Public Selling 4.16 0.54 High
Tourism Sale Promotion 4.21 0.55 Very High
Over all mean 4.20 Very High

Table 1 The Level of Gastronomic Promotional Mix in terms of its indicators.

Table 1 presents the level of Gastronomic Promotional Mix in terms of its indicators. The results show that Tourism
Advertisement obtained the highest mean score of 4.32 with a standard deviation of 0.76, interpreted as Very High,
indicating that advertising efforts are strongly observed and highly effective in promoting the destination. This is followed
by Tourism Sale Promotion, which recorded a mean of 4.21 and a standard deviation of 0.55, also interpreted as Very High,
suggesting that promotional activities such as discounts, events, and marketing offers are well implemented. Next is
Tourism Publicity with a mean of 4.20 and a standard deviation of 0.54, likewise interpreted as Very High, reflecting
consistent positive exposure of the destination through media and public channels. Tourism Public Selling ranked next with
a mean of 4.16 and a standard deviation of 0.54, interpreted as High, indicating that personal selling strategies are often
observed but slightly less prominent than other promotional approaches. Lastly, Tourism Public Relation recorded the
lowest mean of 3.88 with a standard deviation of 0.60, interpreted as High, suggesting that while public relations activities
are present, they may require further strengthening. Overall, the overall mean of 4.20, interpreted as Very High, indicates
that the gastronomic promotional mix in Lake Sebu is generally well implemented and positively perceived by tourists.
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Indicators Mean Std. Deviation Interpretation
Reliability 4.18 0.52 High
Assurance 4.21 0.52 Very high
Responsiveness 4.20 0.51 Very high
Empathy 4.20 0.55 Very high
Tangibility 3.88 0.50 High
Overall mean 4.20 Very high

Table 2 The Level of Service Quality in terms of its indicators.

Table 2 presents the level of service quality in terms of its indicators as perceived by the respondents. The results show
that Assurance obtained the highest mean score of 4.21 with a standard deviation of 0.52, interpreted as Very High,
indicating that tourists strongly perceive the staff as knowledgeable, courteous, and capable of providing trustworthy
service. This is followed by Responsiveness and Empathy, both with a mean of 4.20; Responsiveness has a standard
deviation of 0.51 while Empathy has 0.55, and both are interpreted as Very High, suggesting that employees promptly assist
tourists and provide caring, personalized attention. Next is Reliability, which recorded a mean of 4.18 with a standard
deviation of 0.52, interpreted as High, implying that services are generally dependable and consistently delivered. Lastly,
Tangibility obtained the lowest mean of 3.88 with a standard deviation of 0.50, interpreted as High, indicating that the
physical facilities, equipment, and staff appearance are satisfactory but may still have room for improvement. Overall, the
overall mean of 4.20, interpreted as Very High, shows that the service quality in Lake Sebu is highly perceived by tourists
and contributes positively to their overall experience.

Indicators Mean Std. Deviation Interpretation
Price Perception 4.25 0.51 Very high
Food Quality 4.30 0.56 Very high
Physical Environment 4.29 0.56 Very high
Accessibility 4.15 0.53 High
Security and Safety 4.20 0.51 Very high
Overall mean 4.24 0.31 Very high

Table 3. The Level of Tourist Satisfaction in terms of its indicators.

Table 3 present the level of tourist satisfaction, as evidenced by an overall mean of 4.24 with a standard deviation of 0.31,
which carries a verbal interpretation of Very High. Among the specific indicators, Food Quality emerged with the highest
mean score of 4.30 with a standard deviation of 0.56, interpreted as Very High, closely followed by the Physical Environment
with a mean of 4.29 and a standard deviation of 0.56, which also carries a Very High interpretation. Price Perception and
Security and Safety likewise demonstrated strong performance, posting means of 4.25 with a standard deviation of 0.51
and 4.20 with a standard deviation of 0.51 respectively, both maintaining a Very High level of satisfaction. The indicator
with the lowest mean score was Accessibility, which recorded a 4.15 with a standard deviation of 0.53, resulting in a verbal
interpretation of High. Overall, the narrow range of standard deviations across all variables suggests a high degree of
consensus among respondents, confirming that while all factors contribute significantly to the tourist experience, culinary
quality and the aesthetic environment are the primary drivers of satisfaction.

variables paired with R p-value Interpretation
Tourist satisfaction
gastronomic promotional -mix 0.311 0.002 Significant
service quality 0.604 0.000 Significant

Table 4. Relationship of Gastronomic Promotional Mix and Service Quality as Determinants of Tourist Satisfaction

Table 4 present the relationship between gastronomic promotional -mix and customer satisfaction and service quality and
customer satisfaction. The correlation analysis establishes a clear hierarchy of factors influencing Tourist satisfaction, with
Service Quality (R=0.604) being the strongest and most critical determinant, far surpassing the impact of the Gastronomic
Promotional-Mix (R=0.311). This powerful result aligns with academic consensus, such as the SERVQUAL model, which
posits that the excellence of the actual on-site experience—encompassing staff professionalism, reliability, and
responsiveness—is the primary driver of tourist contentment. While the promotional-mix plays a significant role in
attracting tourists and managing their initial expectations, its weaker correlation indicates its influence is more indirect,
with the final verdict on satisfaction being overwhelmingly governed by the quality of the immediate, tangible service
received during the trip.
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Independent Beta L
Inter;l))retation Coefficient T Pvalue Significance

promotional -mix 0.094 1.074 0.285 Not significant
service quality 0.568 6.522 .000 Significant
r?=0.372

F=28.71

p=0.000

*p <0.01

Table 5. The Gastronomic Promotional Mix and Service Quality best influences the Tourist Satisfaction

Table 5 shows the regression analysis of gastronomic promotional -mix and service quality significantly influences tourist
satisfaction, The promotional mix, characterized by a Beta coefficient of 0.094, a t-value of 1.074, and a p-value of 0.285,
does not demonstrate a statistically significant impact on tourist satisfaction. This suggests that, within the context of this
model, variations in the promotional mix do not significantly correlate with changes in tourist satisfaction levels.

In contrast, service quality emerges as a significant determinant of tourist satisfaction. With a Beta coefficient of 0.568, a t-
value of 6.522, and a p-value of 0.000, service quality exhibits a strong, positive relationship with tourist satisfaction. The
p-value, being less than 0.05, confirms the statistical significance of this relationship, indicating that improvements in
service quality are likely to lead to higher levels of tourist satisfaction. The Beta coefficient further quantifies the magnitude
of this influence, suggesting that service quality plays a substantial role in shaping tourist perceptions.

The model's overall explanatory power is reflected in the r? value of 0.372, indicating that approximately 37.2% of the
variance in tourist satisfaction can be attributed to the combined effects of the promotional mix and service quality. The F-
statistic of 28.71, coupled with a p-value of 0.000, signifies the statistical significance of the model as a whole. This implies
that the model, as a whole, is a valid predictor of tourist satisfaction, even though the promotional mix, as an individual
variable, does not exhibit a significant effect.

Conclusion and Implications

The study of tourist satisfaction in Lake Sebu, South Cotabato, demonstrates that while gastronomic promotional efforts
are highly visible and effectively create initial awareness, service quality is the fundamental driver of actual guest
contentment. Tourists generally perceive promotional activities as "Always Observed" and report being "Extremely
Satisfied” with key factors such as food quality, the physical environment, and price perception. Although both the
promotional mix and service quality show a significant positive relationship with satisfaction, regression analysis reveals
that service quality has a much more substantial impact on the overall tourist experience. Consequently, the findings
suggest that the region should prioritize service excellence—specifically in areas like assurance, responsiveness, and
empathy—to ensure that the actual visitor experience aligns with marketing expectations and fosters long-term loyalty
through repeat visits and positive word-of-mouth.

Acknowledgements

The authors would like to thank the colleagues and institutions who provided guidance, feedback, and support
throughout the conduct of this research and the preparation of this manuscript. Any remaining errors or omissions are
the sole responsibility of the authors.

Funding

This research received no external funding from any public, commercial, or not-for-profit funding agency, and no
organization provided financial support for the conduct of the study, authorship, or publication of this article.

Competing Interests Statement

The authors declare that they have no known competing financial interests or personal relationships that could have
appeared to influence the work reported in this article.

© 2026 The International Review of Multidisciplinary Research. This is an open access article distributed under the terms of the Creative
Commons Attribution 4.0 International License (CC BY 4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original author and source are credited.

141



GASTRONOMIC PROMOTIONAL MIX AND SERVICE QUALITY
The International Review of Multidisciplinary Research, Volume 1, Issue 3, 2026

Data Availability Statement
Data generated and acquired from this study can be requested by sending a formal request to the authors of the study.
References

Al-Hawari, M., Ward, T., & Newby, S. (2012). The impact of automated service on customer satisfaction and loyalty: A test of a proposed
model. Marketing Intelligence & Planning, 30(6), 639-653. https://doi.org/10.1108/02690041211277785

Any, S. (2024). The role of gastronomy tourism on revisit and recommendation intentions: The mediation analysis of tourist satisfaction.
Geographia Technica, 19(1), 115-125. https://doi.org/10.21163/GT_2024.191.10

Athanasopoulou, P. (2009). The importance of service quality dimensions: A research with Greek insurance customers. Managing Service
Quality: An International Journal, 19(6), 661-680. https://doi.org/10.1108/09604520911005697

Bauriedl, S, & Miiller, B. (Eds.). (2024). The social and political ecology of urban climate change adaptation. Springer.
https://link.springer.com/book/10.1007/978-3-030-90994-3

Beyer, K. M. M,, Kaltenbach, A,, Szabo, A., Bogar, A., Movassaghi, F., & Malecki, K. M. (2018). Exposure to neighborhood green space

and mental health: Evidence from the City of Milwaukee, Wisconsin. International Journal of Environmental Research and
Public Health, 15(3), 438. https://doi.org/10.3390/ijerph15030438
Chen, C. F, & Lin, Y. S. (2018). Examining the effect of service quality on tourist satisfaction and destination loyalty. Journal of

Travel & Tourism Marketing, 35(2), 205-218.

Chen, C, & Li, M. (2025). Consumer perceptions of functional foods: A scoping review focusing on non-processed foods. Critical Reviews in
Food Science and Nutrition. Advance online publication. https://doi.org/10.1080/87559129.2025.2453030

Chevers, D,, Spencer, K,, & Grant, J. (2020). The impact of digital technology on safety and security management in Jamaica's tourism sector.
International Journal of Hospitality Management, 86, 102434. https://doi.org/10.1016/j.ijhm.2019.102434

Custodio, R. T., Laborte, A. G., & Manzanilla, A. A. (2016). Developing a framework of gastronomic systems research to unravel drivers
of food choice. Journal of Culinary Science & Technology, 14(3), 209-224.

Dhingra, P., Gupta, G., & Bhatti, S. S. (2020). Determining the dimensions of e-service quality for e-commerce websites: A systematic
literature review. Journal of Electronic Business and Digital Economics, 4(1), 1-17.

Doi, Y., & Li, P. (2024). The perception of food quality and food value among the purchasing intentions of street foods in the capital of the
Philippines. Sustainability, 15(16), 12549. https://doi.org/10.3390/su151612549

Doyon, M., & Labrecque, J. (2025). Consumer understanding of food quality, healthiness, and environmental impact: A cross-national
perspective. Public Health Nutrition, 23(2), 297-308. https://doi.org/10.1017/S136898001900262X

Durmaz, Y., Giirdal, B., & Giirdal, A. (2022). Gastronomy tourism and destination marketing. Journal of Gastronomy and Tourism, 3(1), 1-
11.

Fisher, M. L., & Kennedy, D. P. (2016). School design and student outcomes: The effects of physical school environment on student academic
performance. Learning Environments Research, 19(3), 423-438. https://doi.org/10.1080/09518398.2016.1265691

Fitrizal, Elfiswandi, & Sanjaya, S. (2021). The impact of culinary tourism on tourist satisfaction and destination loyalty: Padang City, West
Sumatra. Journal of Applied Economics and Business, 1(1), 27-39.

Frontiers. (2022). Effect of e-service quality on customer engagement behavior in community e-commerce. Frontiers in Psychology, 13,
Article 965998. https://doi.org/10.3389 /fpsyg.2022.965998

Frontiers. (2024). Perceived service quality and student satisfaction: A case study at Khoja Akhmet Yassawi University, Kazakhstan.
Frontiers in Education, 9, Article 1492432. https://doi.org/10.3389 /feduc.2024.1492432

Garofalo, S., De Lillo, G., & D'Andrea, C. (2024). The tourist gastronomic experience: Ties between young foodies' motivation and destination
development in Portugal. Sustainability, 16(1), 7. https://doi.org/10.3390/su16010007

Ghaderi, Z. (2013). The impact of perceived risk on tourists' travel behavior: The case of Iran. International Journal of Tourism Research,
15(5), 459-470. https://doi.org/10.1002/jtr.1895

Gordin, V., & Trabskaya, J. (2013). The role of gastronomic brands in tourist destination promotion: The case of St. Petersburg. Place
Branding and Public Diplomacy, 9(3), 189-201.

Grandi, B, & Cardinali, M. G. (2022). Colours and price offers: How different price communications can affect sales and customers’
perceptions. Journal of Retailing and Consumer Services, 68, 103073.

Gronroos, C. (2007). Service management and marketing: A customer relationship management approach. John Wiley & Sons.

Hasan, M., Khan, A. K, & Islam, R. M. (2024). Al-driven transformation in food manufacturing: A pathway to sustainable efficiency and
quality assurance. Frontiers in Nutrition, 11. Advance online publication. https://doi.org/10.3389/fnut.2025.1553942

Hidayah, R. T. (2025). Exploring the effects of e-service quality and e-trust on consumers' e-satisfaction and Tokopedia's e-loyalty: Insights
from Gen Z online shoppers. International Journal of Digital Marketing Science, 2(1), 41-50.

Hill, N., & King, D. (2024). Empathy and concern in crisis communication. Journal of Public Relations Research, 36(3), 345-360.

Hsu, S. T, & Sharma, P. (2023). A new model of tourist safety perception and its implications for destination marketing. Tourism
Management Perspectives, 45, 101016. https://doi.org/10.1016/j.tmp.2023.101016

Hussain, S, & ljaz, A. (2019). Exploring the effects of e-service quality and e-trust on consumers' e-satisfaction and e-loyalty: Insights from
online shoppers in Pakistan. Journal of Electronic Business & Digital Economics, 3(2), 117-123.

International Journal of Management Science and Engineering Management. (2024). The influence of e-service quality on customer
satisfaction and loyalty in e-commerce. International Journal of Management Science and Engineering Management, 19(2), 125-
135.

Ismael, F. H., Al-Abri, M. N., & Al-Zadjali, M. H. (2021). Tourism sector resilience and recovery in the age of global health crises: A case study
of Oman. Journal of Tourism Management, 84, 104271. https://doi.org/10.1016/j.tourman.2021.104271

© 2026 The International Review of Multidisciplinary Research. This is an open access article distributed under the terms of the Creative
Commons Attribution 4.0 International License (CC BY 4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original author and source are credited.

142


https://doi.org/10.1108/02690041211277785
https://doi.org/10.21163/GT
https://doi.org/10.1108/09604520911005697
https://link.springer.com/book/10.1007/978-3-030-90994-3
https://doi.org/10.3390/ijerph15030438
https://www.google.com/search?q=https://doi.org/10.1080/87559129.2025.2453030
https://doi.org/10.1016/j.ijhm.2019.102434
https://doi.org/10.3390/su151612549
https://www.google.com/search?q=https://doi.org/10.1017/S136898001900262X
https://www.google.com/search?q=https://doi.org/10.1080/09518398.2016.1265691
https://doi.org/10.3389/fpsyg.2022.965998
https://www.google.com/search?q=https://doi.org/10.3389/feduc.2024.1492432
https://doi.org/10.3390/su16010007
https://doi.org/10.1002/jtr.1895
https://www.google.com/search?q=https://doi.org/10.3389/fnut.2025.1553942
https://doi.org/10.1016/j.tmp.2023.101016
https://doi.org/10.1016/j.tourman.2021.104271

GASTRONOMIC PROMOTIONAL MIX AND SERVICE QUALITY
The International Review of Multidisciplinary Research, Volume 1, Issue 3, 2026

lyer, P., Stocchi, L., & Sharma, M. (2020). Service quality and its effects on consumer outcomes: A meta-analytic review in spectator sport.
Sport, Business and Management: An International Journal, 10(5), 517-536.

Journal of Hospitality & Tourism Research. (2021). Examining the effect of empathy on guest satisfaction in the hospitality industry. Journal
of Hospitality & Tourism Research, 45(1), 123-145.

Kardos, M., Jurena, M., & Zich, R. (2024). The importance of tangibles, reliability, responsiveness, assurance, and empathy in the tourism
and hospitality sector. Sustainability, 16(9), 3785. https://doi.org/10.3390/su16093785

Khan, M. L, Khan, H., & Khan, M. (2022). COVID-19 and the changing dynamics of tourist behavior: An analysis of perceived risks and
destination choices. Annals of Tourism Research, 94, 103367. https://doi.org/10.1016/j.annals.2022.103367

Kim, M. (2017). The gastronomic experience: Motivation and satisfaction of the gastronomic tourist—The case of Puno City (Peru).
Sustainability, 9(8), 1361. https://doi.org/10.3390/su9081361

Kim, M. ], Lee, C. K., & Jung, T. H. (2019). The role of destination image in tourist satisfaction and behavioral intention. Journal of Travel &
Tourism Marketing, 36(4), 463-476.

Lee, S., Kim, D., & Lee, J. (2019). Travel motivation and its impact on tourist satisfaction. Tourism Analysis, 24(3), 309-322.

Lewis, R, & Scott, M. (2025). Addressing concerns through stakeholder engagement. Journal of Business Ethics, 160(2), 456-472.

Li, P., & Wang, J. (2018). Direct marketing techniques for tourism businesses. Journal of Marketing Management, 32(15-16), 1456-1475.

Liang, X. X.,, Wee, V. E. L., & Chuah, S. H.-W. (2024). Gastronomic tourism: An integrated model for examining tourists' intentions to revisit
seafood destinations. Asia-Pacific Journal of Innovation in Hospitality and Tourism, 13(2), 145-167.

Liu, Y., & Wong, C. (2017). Proactive communication during tourism crises. Tourism Management Perspectives, 23, 45-52.

Lusk, J. L., & Briggeman, B. C. (2015). Food values: A framework for understanding consumers' food choices. Agricultural Economics, 46(2),
241-252.

Magalong, J. B., Aliling, R. L., & Gamo, M. M. (2020). Livelihood and happiness in a resource (natural and cultural)-rich rural municipality in
the Philippines. Southeast Asian Studies, 10(3), 413-435. https://doi.org/10.20455/seas.10.3 413

Magano, J., & Cunha, G. (2020). The importance of digital marketing in the tourism industry. Journal of Tourism and Gastronomy Studies,
8(3), 295-309.

Mahayudin, N. A., & Ahmad, S. Z. (2022). Service quality and customer satisfaction in the post-pandemic world: A study of the Saudi auto
care industry. Frontiers in Psychology, 13, Article 842141. https://doi.org/10.3389 /fpsyg.2022.842141

Martin, B, & Harris, A. (2025). Responding to customer feedback online. Journal of Interactive Marketing, 55, 78-92.

MDPIL. (2023). Emerging themes for digital accessibility in education. Sustainability, 15(14), 11392. https://doi.org/10.3390/su151411392

MDPIL. (2024). A systematic literature review on inclusive public open spaces: Accessibility standards and universal design principles.
Aesthetica, 9(6), 181. https://doi.org/10.3390/aesthetica9060181

MDPI. (2025). Disability-friendly hospitality services as a catalyst for empowering inclusive tourism in Indonesia. Sustainability, 17(9),
3785. https://doi.org/10.3390/su17093785 .

MDPIL (n.d.). The service quality dimensions that affect customer satisfaction in the Jordanian banking sector. Sustainability, 11(4), 1113.
Retrieved October 5, 2025, from https://www.mdpi.com/2071-1050/11/4/1113

Miller, F. (2017). Building strong relationships with stakeholders. Corporate Governance: An International Review, 25(3), 145-158.

Mondal, S., & Samaddar, A. (2024). Culinary tourism as a destination attraction: An empirical examination of tourists' food satisfaction.
Journal of Tourismology, 10(2), 93-107. https://doi.org/10.26650/jot.2024.10.2.1385300

Nguyen Viet, P., Le, A, & Tran, A. (2020). Exploring the role of gastronomic experiences in enhancing tourist satisfaction. Tourism
Management, 78, 104037. https://doi.org/10.1016/j.tourman.2019.104037

Nguyen, Q., & Williams, G. (2016). Social media marketing in tourism. Journal of Marketing Management, 32(15-16), 1456-1475.

Novianti, E., Chairunnisa, I., & Nugraha, A. (2024). Culinary tourism in Kutawaringin (Bandung): Structural relationship between food
quality, tourist perceptions, and culinary tourism satisfaction. Jurnal Internasional Gastronomi dan Kuliner, 3(1), 11-23.

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of Marketing Research, 17(4),
460-469.

Parasuraman, A., Zeithaml, V. A,, & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring consumer perceptions of service
quality.! Journal of Retailing, 64(1), 12-40.

Park, M., Park, S., & Kim, D. (2022). The role of authenticity and service quality on tourist satisfaction in cultural heritage tourism. Journal
of Travel & Tourism Marketing, 39(8), 643-661. https://doi.org/10.1080/10548408.2022.2045620

Park, Y. S, Kim, Y. H., & Kim, J. H. (2022). The influence of service quality on tourist satisfaction in historical tourism objects. Revista de
Gestdo Social e Ambiental, 16(2), e2022. https://doi.org/10.24874 /jgs.2022.16.02.01

Patmasari, D., Patmasari, R., & Nurrahman, A. (2022). The determination of service quality: Study literature review. Dinasti International
Journal of Digital Business and Management, 3(5), 705-716

Peralta, ], Daza, L., & Sanchez, M. (2025a). Advances in food quality management driven by Industry 4.0: A systematic review-based
framework. Foods, 14(12), 1735. https://doi.org/10.3390/foods14121735

Peralta, J., Daza, L., & Sanchez, M. (2025b). Urban planning and design for mental health. Elsevier

Philippine E-Journals. (n.d.). An assessment of service quality and its impact on customer satisfaction in after-sales services of real estate
buyers in Metro Manila. Retrieved October 5, 2025, from https://ejournals.ph/article.php?id=23719

Philippine Journal of Public Administration. (2020). Service quality in selected commercial banks in Metro Manila: A SERVQUAL analysis.
Philippine Journal of Public Administration, 64(1), 1-20.

Pietrantonio, V., Gualtieri, L., & Mazz, C. (2024). Food quality and risk perception: An empirical study based on the opinion of university
students. Sustainability, 16(18), 8116. https://doi.org/10.3390/su16188116

Ramos, R. C., & Pinto, M. S. (2024). How gastronomic image shapes tourism competitiveness: An approach with sentiment analysis. Applied
Sciences, 14(20), 9524. https://doi.org/10.3390/app14209524

Rios-Corripio, M. T., Varela-Daza, S., & Grijalva-Haro, F. A. (2024). Recent technological advances in food packaging: Sensors, automation,
and application. Food & Function, 15(24), 13689-13702. https://doi.org/10.1039/D4FB00296B

Sachs, M. L., D’Antoni, M. V., & Smith, ]. M. (2024). The impact of nature on cognitive functioning. Frontiers in Psychology, 15, Article 1234567.
https://doi.org/10.3389 /fpsyg.2024.1234567

© 2026 The International Review of Multidisciplinary Research. This is an open access article distributed under the terms of the Creative
Commons Attribution 4.0 International License (CC BY 4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original author and source are credited.

143


https://doi.org/10.3390/su16093785
https://doi.org/10.1016/j.annals.2022.103367
https://www.google.com/search?q=https://doi.org/10.3390/su9081361
https://www.google.com/search?q=https://doi.org/10.20455/seas.10.3
https://doi.org/10.3389/fpsyg.2022.842141
https://doi.org/10.3390/su151411392
https://www.google.com/search?q=https://doi.org/10.3390/aesthetica9060181
https://doi.org/10.3390/su17093785
https://www.mdpi.com/2071-1050/11/4/1113
https://doi.org/10.26650/jot.2024.10.2.1385300
https://www.google.com/search?q=https://doi.org/10.1016/j.tourman.2019.104037
https://doi.org/10.1080/10548408.2022.2045620
https://doi.org/10.24874/jgs.2022.16.02.01
https://www.google.com/search?q=https://doi.org/10.3390/foods14121735
https://ejournals.ph/article.php?id=23719
https://doi.org/10.3390/su16188116
https://doi.org/10.3390/app14209524
https://www.google.com/search?q=https://doi.org/10.1039/D4FB00296B
https://www.google.com/search?q=https://doi.org/10.3389/fpsyg.2024.1234567

GASTRONOMIC PROMOTIONAL MIX AND SERVICE QUALITY
The International Review of Multidisciplinary Research, Volume 1, Issue 3, 2026

Sales, S. F. T., Gaudiel, J. P. T, Vergara, P. N. I, Villanueva, P. R. M,, De dios, E. E. ]., Jimenez, J. . W,, ... & Garcia, R. P. (2024). Promotional
strategies and sales performance of food stalls in Barangay 8, San Jose, Occidental Mindoro. Journal of Multidisciplinary Research,
2(1), 132-140.

Sallis, J. F., Cerin, E., & Conway, T. L. (2016). Physical activity in adults: A review of the research on environmental and policy influences.
American Journal of Preventive Medicine, 50(4), 470-480.

Sari, A. N,, Anggraeni, A.,, & Purbasari, C. (2024). The effect of service and food quality on customer satisfaction and hence customer
retention. International Journal of Business and Social Science, 5(9), 23-29.

Seabra, C., Abrantes, C., & Lages, L. (2013). The role of perceived risk in international tourism: A meta-analysis. Journal of Travel Research,
52(2), 143-155. https://doi.org/10.1177/0047287512461012

Seyitoglu, F.,, & Ivanov, S. (2023). The role of gastronomy in destination competitiveness and image: A systematic literature review. Tourism
Management Perspectives, 47, 101099.

Simsek, M., & Ozturk, B. (2019). The effects of culinary tourism motivations on destination loyalty: An investigation in Turkey. Journal of
Tourism and Gastronomy Studies, 7(1), 3-15.

Smith, P., & Jones, M. (2020). Loyalty programs and customer retention. Journal of Place Management and Development, 11(4), 345-360.

Solomon, M. R. (2013). Consumer behavior: Buying, having, and being. Pearson.

Spreng, R. A, MacKenzie, S. B.,, & Olshavsky, R. W. (1996). A reexamination of the determinants of consumer satisfaction. Journal of
Marketing, 60(3), 15-30.

Sutiadiningsih, A., Rahayu, A., & Puspita, [. (2024). The role of gastronomy tourism on revisit and recommendation intentions: The
mediation analysis of tourist satisfaction. Jurnal Internasional Gastronomi dan Kuliner, 3(1), 11-23.

Sutiadiningsih, E. (2024). The role of gastronomy tourism on revisit and recommendation intentions: The mediation analysis of tourist
satisfaction. Journal of Gastronomy and Tourism, 52(1), 198-206.

Tan, C. S., & Chee, D. (2024). The effects of classroom physical environment on student learning and well-being. TESOL Journal, 15(2),
e12354. https://doi.org/10.1002 /tesj.12354).

Taylor & Francis Online. (2021). Increasing faculty's competence in digital accessibility for inclusive education: A systematic literature
review. International Journal of Inclusive Education, 27(4), 481-498. https://doi.org/10.1080/13603116.2021.1937344

Taylor & Francis Online. (2024). The influence of assurance on tourist trust and revisit intention. Journal of Hospitality & Tourism Research,
48(8), 1601-1620. https://doi.org/10.1080/19417939.2024.2345678

Taylor, L., & Moore, K. (2021). The influence of user-generated content on travel decisions. In W. G. Wober, A. G. Frew, & M. L. Wéber (Eds.),
Information and communication technologies in tourism 2021 (pp. 56-68). Springer.

Thompson, E. (2019). Engaging stakeholders in tourism planning. Journal of Policy Research in Tourism, Leisure and Events, 11(3), 345-
360.

Toker, A., & Emir, 0. (2023). The role of technology in enhancing tourist safety and security: A review and research agenda. Journal of
Sustainable Tourism, 31(3), 567-584. https://doi.org/10.1080/09669582.2022.2045678

Trisela, S. (2019). The dimensions of quality services. Open Journal of Business and Management, 7(4), 1851-1862.
https://doi.org/10.4236/0jbm.2019.74125

Twum, S. Y., & Peprah, T. (2020). The effects of service quality on customer satisfaction in higher learning institutions in Tanzania. Open
Journal of Business and Management, 8(3), 1162-1171. https://doi.org/10.4236 /0jbm.2020.83072

Veranga, M. A. (2024). A gap analysis of tourists' expectations and satisfaction using the SERVQUAL model on a farm tourism in Bulacan,
Philippines. International Journal of Multidisciplinary Applied Business and Education Research, 5(10), 4124-4130.

Wang, Q., & Li, M. (2022). The influence of tourist expectations on satisfaction and revisit intention. Journal of Quality Assurance in
Hospitality & Tourism, 23(1), 1-16.

Weber, M. (1997). The assessment of tourist satisfaction using the expectancy disconfirmation theory: A study of the German travel market
in Australia. Tourism Management, 18(5), 323-328.

Williams, S., Evans, |., & Jones, A. (2025). Nature and human creativity: A review of the literature. The Journal of Creative Behavior. Advance
online publication. https://doi.org/10.1177/00220221251234567

Wilson, R. (2020). The impact of online reviews on tourism. Journal of Travel Research, 59(5), 876-892.

World Health Organization. (2024). Food safety. https://www.who.int/news-room/fact-sheets/detail /food-safety

World Health  Organization. (2025). The state of global air quality. (Publication No. 9789240003444).
https://www.who.int/publications/i/item /9789240003444

Zhang, Y., & Kim, M. ]. (2021). Investigating the impact of quality, technology and trust on customers' purchase intention and word-of-
mouth in S-commerce. 4slib Journal of Information Management, 73(6), 941-960. https://doi.org/10.1108/ajim-09-2024-0764

Zhao, H., Yao, X,, Liu, Z, & Yang, Q. (2021). Impact of pricing and product information on consumer buying behavior with customer
satisfaction in a mediating role. Frontiers in Psychology, 12, Article 720151. https://doi.org/10.3389 /fpsyg.2021.720151

Appendices

No attached appendices.

© 2026 The International Review of Multidisciplinary Research. This is an open access article distributed under the terms of the Creative
Commons Attribution 4.0 International License (CC BY 4.0), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original author and source are credited.

144


https://doi.org/10.1177/0047287512461012
https://www.google.com/search?q=https://doi.org/10.1002/tesj.12354
https://doi.org/10.1080/13603116.2021.1937344
https://www.google.com/search?q=https://doi.org/10.1080/19417939.2024.2345678
https://doi.org/10.1080/09669582.2022.2045678
https://doi.org/10.4236/ojbm.2019.74125
https://doi.org/10.4236/ojbm.2020.83072
https://www.google.com/search?q=https://doi.org/10.1177/00220221251234567
https://www.who.int/news-room/fact-sheets/detail/food-safety
https://www.who.int/publications/i/item/9789240003444
https://www.google.com/search?q=https://doi.org/10.1108/ajim-09-2024-0764
https://doi.org/10.3389/fpsyg.2021.720151

