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Abstract: Given the development of food tourism, food culture has become an important motivation
for tourists. This study focuses on food tourism and examines the effects of message appeal and
personality traits (food neophilia or neophobia) on tourists’ willingness to consume pig blood cake
(PBC) and meatballs, two rice-based Taiwanese street foods. A total of 181 valid questionnaires
were administered to foreign tourists in Taiwan (the majority of subjects were Europeans and
Americans) through snowball sampling. The questionnaires were analysed using the AMOS 6.0
statistical software package. Foreign tourists’ food neophobia or neophilia was found to significantly
affect their willingness to consume rice-based Taiwanese street food (PBC and meatballs) and to
strongly regulate the effect of message appeal on their willingness to consume the two delicacies.
Past studies on food neophobia/neophilia traits have mostly focused on Western and European
foods and have rarely investigated the effect of message appeal on the consumption of traditional
rice-based street food in Eastern Asia (e.g., Taiwanese special delicacies). This study’s most important
contribution is that food neophilia or neophobia moderates the message appeal effect on foreign
tourists’ intention to consume local delicacies. This finding has implications for the hospitality
industry and relevant government agencies in Asia for the marketing and promotion of food tourism.

Keywords: food tourism; rice-based delicacies; food neophilia; food neophobia; personality trait

1. Introduction

Past studies have shown that language and cultural differences are the greatest barriers
between catering operators and tourists. These differences form the basis on which tourists
assess the quality of the food they consume, which in turn affects their willingness to eat
some foods [1]. Studies have also found that information appeal can persuade consumers
to purchase goods or services, affect their attitudes and emotions through aroused interest
in products or services and ultimately trigger specific purchase behaviours [2,3]. For some
tourists, the lure of experiencing a food culture vastly different from their own guides
them to understand the local culture through tasting and preparing food and through the
dining environment and atmosphere. These activities can provide a new and profound
experience and lasting good memories of the tourism destination, which intensify their
feelings about the destination [4–7]. In keeping with the world’s food tourism trends and
to promote Taiwan’s international image, in recent years, Taiwanese government agencies
have frequently used Taiwanese cuisine as a diplomatic tool and tourism promotion
strategy [8]. Through this strategy, Taiwanese delicacies serve as the focus of marketing
because of their strong Taiwanese characteristics, and international exchange activities,
international sales meetings, international media interviews and marketing promotion are
used to increase the international visibility of Taiwanese cuisine.
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As indicated by media reports in recent years, Taiwanese cuisine is quite attrac-
tive [9,10]. However, international media have acted as a double-edged sword, making
some Taiwanese street food (e.g., pig blood cake (PBC) and preserved eggs) “notorious”,
which in turn affects foreigners’ overall perception of Taiwanese delicacies. Language
differences are the greatest barrier between catering operators and travellers; these differ-
ences form the basis on which travellers evaluate the quality of the food they consume,
which in turn affects their willingness to consume it [11–13]. Because the root cause of
unwillingness to consume new foods is language and cultural differences, it has been
postulated that foreigners’ uncertainty about Taiwanese delicacies can be reduced through
language translation and adjustments to message content and presentation. Therefore,
message content and presentation (i.e., informational appeals), as a form of information
dissemination, can be used as a tool for influencing consumers. Many studies have shown
that message appeals can arouse consumers’ interest and persuade them to buy goods or
services, which affects their attitudes and emotions and ultimately triggers specific pur-
chase behaviours [14–16]. Therefore, it is necessary to understand how to use appropriate
message appeals to influence foreigners’ perceptions of Taiwanese food tourism and their
specific consumption behaviours.

In addition to the external environmental factors of informational appeals, their inter-
nal factors are worth investigating. Personality traits are unique to each individual and
have a profound impact on the individual’s thoughts, feelings and behaviours. Personality
traits are affected by important factors such as heritage and cultural background [15,17–19],
which can influence the effect of the external environment [20,21]. Among the food-related
personality traits, food neophobia and food neophilia are prominent. In addition to choos-
ing appropriate message appeal models prior to marketing and promoting Taiwanese
delicacies, it is necessary to attract potential customers by paying attention to tourists’ food
neophobia and food neophilia traits.

Given that food neophobia and food neophilia are most relevant to food tourism,
in this study, we analysed which of three message appeal schemes is the most suitable form
of information to attract foreigners and serve as marketing and promotion for Taiwan’s
catering and tourism industries. Previous studies on food neophobia/neophilia traits have
mostly focused on Western and European foods and have rarely investigated the effect
of message appeal on the consumption of traditional rice-based street food in Taiwan
(e.g., PBC and meatballs). Therefore, this study used food neophobia/neophilia traits
as moderator variables to explore their interaction with independent variables and their
influence on foreigners’ willingness to eat Taiwanese street food.

2. Literature Review
2.1. Food Tourism

For tourists, the lure to experience a food culture vastly different from their own
guides them to understand the local culture through food, food preparation and the dining
environment and atmosphere. These activities provide them with a new and profound
experience as well as lasting good memories of the tourism destination, which intensifies
their experience of and feelings about the tourism destination [4–7]. Many studies of
tourist destinations have shown that food tourism has various impacts on the local society,
economy and environment [13]. For example, (1) it helps to promote the sustainability of
the local economic environment and tourism industry, especially the promotion and revival
of local foods, traditional foods and dietary traditions [22,23]; (2) it helps to preserve social
and cultural heritage and memories and traditional lifestyles [7]; (3) it helps to develop
regional identity and improve its visibility; and (4) it helps to strengthen the awareness
and sustainable development of tourist destinations and the environment [24,25]. In the
present study, food tourism refers to tourism that attracts foreigners to the region using the
region’s characteristic cuisine and food culture as the main attraction [13]. In this study,
Taiwanese delicacies were used as the focus of Taiwanese food tourism promotion.
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2.2. Information Appeal

According to Albers-Miller and Stafford [26], rational appeal targets the information
processing mode in the decision-making process to enable consumers to make logical
and rational decisions. Message appeals attract consumers’ attention through attributes
or characteristics unique to a product or service. Emotional appeals emphasize the cre-
ation of a situational experience at the emotional and experience levels of consumption;
that is, emotional appeal stimulates consumers’ responses to a certain product or service
and thus triggers their purchase intention. Therefore, for service or product suppliers,
emotional appeal is a message transmission strategy that is designed to attract consumers’
attention [13]. Stienmetz et al. [27] noted that this strategy aims to create a positive link
between a product or service and a situation to influence consumers’ perception of the
product or service and thus their cognition. Based on the above studies, the present study
defines rational appeal as an appeal made from the perspective of cognition and product
characteristics that expresses information in terms of facts and data and emphasizes the
function, quality and value of the product. In contrast, emotional appeal is an appeal to
experience and emotion that expresses information in terms of senses, emotions and culture
and emphasizes the creation of a beautiful perceptual atmosphere or emotion. According
to de Souza et al. [28], when promoting a product or service with which consumers are not
familiar, rational appeal should be adopted because consumers’ interest in the product or
service can be cultivated through facts or data. Hwang and Lin [29] found that providing
product information (e.g., nutrition information) increased the willingness of American
consumers to consume Asian food because nutrition information can reduce consumers’
uncertainty about choosing unfamiliar foods. Rational appeal, which emphasizes the value
of practicality, prompts and increases consumers’ willingness to eat food. In contrast, some
scholars have argued that emotional appeal should be used as a communication strategy.
Choi [30] found that the emotional appeal strategy should be adopted for all products
and services because when consumers decide whether to purchase a product or service,
they do not need a reasonable or logical reason and are often influenced by the content of
the intended information, such as its convention, affiliation or particularity.

2.3. Food Neophilia and Neophobia Traits

Neophilia and neophobia are personality traits that indicate an individual’s attitude
and behaviour towards new things. Although there are differences among individuals,
neophilia refers to an individual’s tendency to approach or try new things out of in-
terest or curiosity with the aim of seeking diversity, while neophobia is the opposite
trait [31]. Food-related neophilia and neophobia traits are called food neophilia and food
neophobia, respectively, and they play an extremely important role in food choices and
preferences [5,32].

Food neophiles have a tendency to actively seek out and try unfamiliar foods and
have a positive reaction to novel foods and exotic dishes due to their characteristics of
curiosity and exploration [7,29,33]. Food neophobes not only do not seek out unfamiliar
foods but also have a strong tendency to avoid, resist or even abhor unfamiliar foods; thus,
they react negatively to novel foods and exotic dishes and regard them as dangerous and
unsafe [5,17,29,33].

Food neophilia and food neophobia are food-related personality traits that refer to
an individual’s thoughts, feelings, attitudes and behaviour patterns regarding food [34].
They affect individuals’ food-related attitudes and behaviours, and individuals may use
them as selection and judgement criteria when faced with unfamiliar foods. For example,
when faced with unfamiliar food, food neophiles choose to eat it out of interest or to satisfy
their curiosity, while food neophobes strongly reject, resist and avoid it. Food neophilia
and neophobia form and adjust individuals’ attitudes towards unfamiliar foods and their
intention to eat them [35,36]. In the past, studies have mainly focused on the effect of
internal psychological aspects on external behaviour and attitudes, such as individuals’
daily diet choices and preferences [16,37], and on predicting individuals’ intent to purchase
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unfamiliar foods [1,3,30,38]. In contrast, research has rarely addressed whether the interac-
tion between the external environment-message appeal and food neophilia and neophobia
traits affects or alters individuals’ willingness to eat unfamiliar foods.

Based on the above-described studies, we postulate that food neophiles have expec-
tations regarding eating unfamiliar foods and are interested in foods that they have not
tasted before, exotic dishes or ingredients, or cooking materials, methods or habits of food
culture that are not generally accepted; therefore, they will be willing to try unfamiliar
foods. In contrast, food neophobes are unwilling to eat unfamiliar foods; they do not accept
or fear foods that they have not tasted, exotic dishes or ingredients, or cooking materials,
methods or habits of food culture that are not generally accepted.

2.4. Eating Intention and Behaviour Intention

Lee et al. [39] demonstrated the profound effect of food neophilia/neophobia on pre-
dicting consumers’ willingness to try unfamiliar foods. Henriques et al. [40] also confirmed
that food neophilia/neophobia affects consumers’ preference for novel foods and can be
used to predict their acceptance of such foods. Both Pliner and Hobden [41] and Mas-
carello et al. [42] agreed that food neophobia is a manifestation of behaviour and personality
and has been proven to effectively predict consumers’ willingness to eat unfamiliar foods.
Mak et al. [43], Dimitrovski and Crespi-Vallbona [5] and Bondzi-Simpson and Ayeh [4]
also showed that food-related personality traits are important physiological factors that
affect travellers’ food consumption.

According to Casaló et al. [44], behavioural intention refers to the strength of an
individual’s willingness to engage in a specific behaviour. It is highly positively correlated
with the individual’s actual behaviour because it reflects the individual’s willingness to
engage in or attitude towards engaging in a specific behaviour; this description is consistent
with the views of Arvola et al. [45] and Bondzi-Simpson and Ayeh [4]. Ness et al. [46] stated
that behavioural intention can be predicted through three items, i.e., the willingness to
continue using a product, the willingness to recommend the product to relatives and friends
and the willingness to use the product for special events and occasions. Therefore, in the
present study, consumption willingness refers to the intensity of consumers’ willingness to
eat specific foods and can be used to predict consumers’ willingness to consume a specific
food or their attitude towards consuming it.

Based on the above literature review, we propose the following hypotheses:

Hypothesis 1 (H1). Message appeals affect foreigners’ willingness to eat Taiwanese street food.

Hypothesis 2 (H2). Food neophilia/neophobia traits affect foreigners’ willingness to eat Taiwanese
street food.

Hypothesis 3 (H3). Food neophilia/neophobia traits have a moderating effect on the influence of
message appeals on foreigners’ willingness to eat Taiwanese street food.

3. Methods
3.1. Research Design

This study was designed to examine the influence of message appeals on foreigners’
willingness to eat Taiwanese street food and to determine the influence of message appeals
on eating intention and whether message appeals have a moderating effect on the influence
of food neophilia/neophobia on eating intention. Therefore, we adopted a quantitative
experimental design and collected samples using snowball sampling [47]. Three groups,
i.e., experimental group 1 (the rational appeal group), experimental group 2 (the emotional
appeal group) and the control group (no appeal), were established.

Foreign tourists in Taiwan were recruited as the subjects and were randomly assigned
to different experimental groups. Each group was administered a questionnaire survey
through one of three online platforms, each of which presented a different situation. Links
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to the website containing the questionnaire survey were sent to each of the subjects through
email (100 questionnaires), Facebook and Twitter (99 questionnaires), and each subject
could choose the website link to which they responded. A total of 199 questionnaires
were distributed, and 181 valid questionnaires were recovered, with a recovery rate of
91% [48]. The survey data were processed using the SPSS 22.0 and AMOS 6.0 statistical
software packages.

3.2. Selection of Taiwanese Delicacies

The selection criteria for the two delicacies were as follows:

(A) Reports from both Taiwanese and international media.
(B) The delicacies’ appearance and ingredients. In terms of ingredients, both meatballs

and PBC are rice-based, but they differ greatly in their production method, appearance,
shape and taste and contrast one another.

(C) Pretests of the willingness-to-eat items involving five foreigners from the US, the UK,
Italy, Turkey and Thailand who spoke English as their native language, an official
language or a second/foreign language. The pretest aimed to ensure that foreigners’
willingness to eat the two Taiwanese street foods was consistent with expectations,
i.e., that the meatballs were not controversial (i.e., participants were willing to eat
them) while PBC was controversial (i.e., participants were unwilling to eat it).

3.3. Plot Design and Situational Manipulation Check

The message appeal was based on data collected from various websites, including the
Tourism Bureau of the Ministry of Transportation of the Republic of China, Food Culture
in Taiwan (taiwanfoodculture.net), international media reports (e.g., CNN, The New York
Times, TIME and BBC), The Green Guide Taiwan, YouTube, newspapers and magazines.
According to the operational definition applied for this study, the characteristics of Tai-
wanese street food were collated and ultimately classified into two categories, i.e., rational
appeal and emotional appeal. Based on this information, a Chinese version of the collected
data was generated. The Chinese version of the data was reviewed by three university
professors of tourism and catering management who confirmed that it was in line with
the operational definition used in this study; therefore, the Chinese text was used as the
pilot in this study. After the pilot design was completed, the Chinese text was translated
back into English and used to pretest five foreigners with English as their native language,
official language, or foreign language. As a manipulation check of the tested experimental
scenarios, the foreigners were asked to determine the type of appeal based on the content
of the pilot.

3.4. Research Subject Selection

In this study, an experimental creation method was used to design the three scenar-
ios. Because the research subjects were foreigners who met specific requirements, it was
difficult to obtain samples; therefore, subjects who volunteered were selected using the
snowball sampling method and were randomly assigned to different experimental groups.
The questionnaire surveys were conducted through three online platforms, each of which
had a dedicated scenario. Links to the websites hosting the questionnaire survey were sent
to subjects through email, social network sites (Facebook, Twitter, blogs) and travel sites,
among others, and the subjects could randomly choose from the three hosting webpages.

The subject requirements and selection criteria were as follows:

1. Participants from Europe or the United States. In other countries and regions in
Asia (mainland China, Hong Kong, Japan and South Korea), the acceptance of food
ingredients and food culture are similar to those in Taiwan, so subjects from these
Asian countries were excluded.

2. Participants who spoke English as their native language or their first (or second)
foreign language.
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3. Foreigners who had never travelled to Taiwan for sightseeing, business, visiting
relatives or friends, etc.

4. Foreigners who had visited Taiwan and stayed there for more than 24 h but not longer
than 6 months for sightseeing, business, or visiting relatives or friends.

(1) In addition to meeting requirements 1, 2 and 3, the subjects had to meet this
requirement to avoid the acculturation phenomenon.

(2) Acculturation refers to direct and continuous contact between groups of in-
dividuals from different cultural backgrounds that can cause a change in the
original culture of one or both groups [49].

3.5. Questionnaire Design

The content of the questionnaire was based on Henriques et al. [40] and Ness et al. [46]
and was reviewed by an expert group that included three university professors from the
Department of Hospitality and Tourism, three government travel agency commissioners
and three senior managers from travel agencies. It contained four parts in accordance
with the research framework: (1) food neophilia/neophobia personality traits; (2) message
appeal; (3) willingness to eat; and (4) basic information (e.g., gender, nationality, age,
education, occupation, annual income, international travel frequency and sources of travel
information). The items in Parts 1 and 3 were scored using a 5-level Likert scale (Strongly
Disagree = 1; Disagree = 2; Neither Agree nor Disagree = 3; Agree = 4; Strongly Agree = 5).
In Parts 2 and 3, each questionnaire showed pictures of the two street foods along with
descriptions based on the designated type of message appeal. After reading the description
and viewing the pictures, the respondents were asked to answer questions regarding their
willingness to eat the delicacies.

4. Results and Discussion
4.1. Analysis of Basic Information and Tourist Information

Among the respondents, women were the majority, accounting for 53.6% of the total.
In terms of age, respondents aged 21–25 years were the majority, accounting for 31.3%,
followed by those aged 26–30 years, accounting for 22.1%. In terms of education level,
those with a college or vocational college education were the majority, accounting for 60.8%,
followed by those with a postgraduate education, accounting for 24.9%. In terms of occupa-
tion, students were the majority, accounting for 49.7%. In terms of region, respondents from
North America were the majority, accounting for 39.8%, followed by those from Southeast
Asia, accounting for 22.1%. In terms of the number of visited countries, most of the respon-
dents had visited 1–5 countries, accounting for 45.9%, followed by those who had visited
6–10 countries, accounting for 29.8%. In terms of tourism information sources, most of
the respondents (150 people) obtained tourism information from the Internet, followed by
those who obtained information from relatives and friends (129 people) (Table 1).

Table 1. Demographic characteristics (n = 181).

Characteristics N Percentage Characteristics N Percentage

Gender Education
Male 84 46.4 High school, vocational school 26 14.4

Female 97 53.6 College 110 60.8
Age Graduate school 45 24.9

15–20 37 20.4
21–25 57 31.6 Occupation
26–30 40 22.1 Agriculture, fisheries and manufacturing 7 3.9
31–35 19 10.5 Service industry 11 6.1
36–40 28 15.4 Other 73 40.3
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Table 1. Cont.

Characteristics N Percentage Characteristics N Percentage

Nationality Number of countries visited
Southeast Asian 40 22.1 Have not been to other countries 15 8.3

New Zealander or
Australian 10 5.5 1–5 countries 83 45.9

European 7 3.9 6–10 countries 54 29.8
West Asian 35 19.3 11–15 countries 10 5.5

North American 72 39.8 16–20 countries 10 5.5
Central or South American 11 6.1 More than 21 countries 9 5.0

Other 6 3.3

Note: West Asia includes Turkey, Cyprus, Syria, Lebanon, Iraq, Iran, Israel, Jordan, Egypt, Sudan, Libya and the Arabian Peninsula
countries.

4.2. Effect of Message Appeal on Willingness to Eat

Under different types of informational appeals, the foreign participants showed no
difference in their willingness to eat meatballs (F = 0.25, p > 0.05). In other words, foreigners’
willingness to eat meatballs did not differ with different types of message appeal (Table 2).

Table 2. Effect of message appeal type on foreigners’ willingness to eat meatballs (n = 181).

Variable Message Appeal Number of
People Mean Standard

Deviation
Source of
Variation df MS F Sig.

Willingness
to eat

meatballs

No appeal 50 3.67 0.59 Inter-group 2.00 0.11 0.25 0.78
Rational appeal 61 3.58 0.74 Intra-group 178.00 0.46

Emotional appeal 70 3.61 0.67 Total 180.00

However, foreigners’ willingness to eat PBC differed significantly according to the
different types of message appeals (F = 8.67, p < 0.001) (Table 3).

Table 3. Effect of message appeal on foreigners’ willingness to eat PBC (n = 181).

Variable Message Appeal Number
of People Mean Standard

Deviation
Source of
Variation df MS F Sig. Scheffe

Willingness
to eat PBC

No appeal 50 3.59 0.82 Inter-group 2.00 8.40 8.67 0.00
*** 1 > 3 > 2

Rational appeal 61 2.81 1.12 Intra-group 178.00 0.97
Emotional appeal 70 3.22 0.97 Total 180.00

Note: *** p < 0.001.

4.3. Effect of the Food Neophilia/Neophobia Personality Trait on Willingness to Eat

Foreigners’ willingness to eat meatballs differed significantly between the two person-
ality traits (food neophilia and food neophobia). Respondents with the food neophilia trait
were more willing to eat meatballs than those with the food neophobia trait (Table 4).

Table 4. Effect of food-related personality traits on foreigners’ willingness to eat meatballs (n = 181).

Variable Food-Related
Personality Trait

Number of
People Mean Standard

Deviation t df Sig.
(2-Tailed)

Willingness to eat
meatballs

Neophilia 64 3.80 0.48 3.13 174 0.00 **

Neophobia 117 3.52 0.74

Willingness to eat PBC Neophilia 64 3.62 1.04 4.43 179 0.00 ***
Neophobia 117 2.95 0.94

Note: ** p < 0.01; *** p < 0.001.
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Foreigners’ willingness to eat PBC also differed significantly between the two person-
ality traits (food neophilia and food neophobia). Respondents with the food neophilia trait
were more willing to eat PBC than those with the food neophobia trait (Table 4).

4.4. Hierarchical Regression Analysis
4.4.1. Hierarchical Regression Analysis of the Effect of Food Neophilia/Neophobia
Personality Traits, Message Appeal and Their Interaction on Foreigners’ Willingness to
Eat Meatballs

To examine the moderating effect, the interaction variables (rational appeal-food
neophilia/neophobia trait and emotional appeal*food neophilia/neophobia trait) were
included in the regression equation. A moderating effect was found on foreigners’ food
neophilia/neophobia trait and the willingness to eat meatballs, with a joint interpretation
power of 21%. This finding validates the moderating effect and indicates that the interaction
between food neophilia/neophobia traits and the message appeal type has a moderating
effect on foreigners’ willingness to eat meatballs and that for foreigners with different
food personality traits, different types of message appeals have different effects on their
willingness to eat meatballs (Table 5). The street food selected in this study was pork
products, and the respondents from West Asia were mostly Muslims. Because this study
did not exclude the religious factors of Muslims, there was a significant effect of not eating
pork products.

Table 5. Hierarchical regression analysis of the effect of food neophilia/neophobia personality traits, message appeal type
and their interaction on foreigners’ willingness to eat meatballs.

Block 1 Block 2 Block 3 Block 4 Block 5 Block 6

Variables in the Model Beta Beta Beta Beta Beta Beta

Demographic
variables

Gender 0.15 0.05 0.06 0.08 0.05 0.03
Age −0.06 −0.07 −0.07 −0.08 −0.08 −0.08

Educational level (college as
benchmark)

High school, vocational school, or
below −0.23 −0.28 −0.27 −0.23 −0.24 −0.21

Graduate school −0.24 −0.24 * −0.24 * −0.28 * −0.27 * −0.26 *
Occupation (student as benchmark)

Agriculture, fisheries and
manufacturing 0.39 0.34 0.35 0.39 0.38 0.34

Service industry −0.15 −0.21 −0.21 −0.20 −0.18 −0.18
Other 0.00 0.03 0.02 0.03 0.00 −0.01

Nationality (North American as
benchmark)

Southeast Asian −0.14 −0.18 −0.16 −0.08 −0.05
New Zealander or Australian −0.04 −0.04 0.01 −0.01 −0.02

European −0.05 −0.04 −0.09 −0.10 −0.11
West Asian −0.81 *** −0.80 * −0.85 * −0.80 *** −0.81 ***

Central or South American −0.13 −0.14 −0.14 −0.07 −0.08
Other −0.47 −0.49 −0.47 −0.34 −0.30

Number of countries visited −0.03 −0.02 0.00 −0.01
Number of Asian countries visited 0.02 0.02 0.01 0.01
Message appeal type (no appeal as

benchmark)
Rational appeal −0.24 −0.21 0.02

Emotional appeal −0.13 −0.08 −0.03
Food neophilia/neophobia −0.25 * −0.09

Rational appeal*Food
neophilia/neophobia trait −0.39

Emotional appeal*Food
neophilia/neophobia trait −0.10

Model
summary

R2 0.08 0.16 0.16 0.17 0.20 0.21
F 2.13 * 2.37 ** 2.07 * 2.03 * 2.24 ** 2.15 **

∆R2 0.08 0.08 0.00 0.02 0.02 0.01
F change 2.13 * 2.52 * 0.26 1.57 4.97 * 1.27

Dependent variable: willingness to eat meatballs. Note: * p < 0.05; ** p < 0.01; *** p < 0.001.
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4.4.2. Hierarchical Regression Analysis of the Effect of Food Neophilia/Neophobia
Personality Traits, Type of Message Appeal and Their Interaction on Foreigners’
Willingness to Eat PBC

To examine the moderating effect, the interaction variables (rational appeal*food
neophilia/neophobia trait and emotional appeal*food neophilia/neophobia trait) were
included in the regression equation. The interaction variable had a significant predictive
effect on foreigners’ willingness to eat PBC, with a joint interpretation power of 30%.
This finding validates the moderating effect, indicating that the interaction between food
neophilia/neophobia traits and message appeal has a moderating effect on foreigners’
willingness to eat PBC and that for foreigners with different food personality traits, different
types of message appeals have different effects on their willingness to eat PBC (Table 6).

Table 6. Hierarchical regression analysis of the effect of food neophilia/neophobia personality traits, types of message
appeals and their interaction on foreigners’ willingness to eat PBC.

Block 1 Block 2 Block 3 Block 4 Block 5 Block 6

Variables in the Model Beta Beta Beta Beta Beta Beta

Demographic
variables

Gender −0.11 −0.11 −0.10 −0.06 −0.09 −0.09
Age 0.07 0.06 0.07 0.05 0.04 0.03

Education level (college as
benchmark)

High school, vocational school, or
below −0.11 −0.14 −0.13 −0.10 −0.11 −0.13

Graduate school −0.13 −0.14 −0.13 −0.19 * −0.18 * −0.16 *
Occupation (student as benchmark)

Agriculture, fisheries and
manufacturing −0.02 −0.05 −0.05 −0.03 −0.04 −0.04

Service industry −0.10 −0.15 −0.15 −0.15 −0.13 −0.14
Other −0.10 −0.15 −0.16 −0.15 −0.19 −0.19 *

Nationality (North American as
benchmark)

Southeast Asian −0.26 * −0.29 * −0.28 * −0.20 * −0.21 *
New Zealander or Australian −0.08 −0.08 −0.05 −0.06 −0.05

European 0.06 0.07 0.00 −0.01 0.00
West Asian −0.07 −0.07 −0.10 −0.08 −0.06

Central or South American −0.05 −0.06 −0.05 −0.02 −0.01
Other −0.14 −0.14 −0.14 −0.08 −0.10

Number of countries visited −0.07 −0.03 0.01 0.00
Number of Asian countries visited 0.07 0.10 0.01 0.02

Message appeal (no appeal as
benchmark)

Rational appeal −0.35 *** −0.32 *** −0.30 *
Emotional appeal −0.24 * −0.18 0.07

Food neophilia/neophobia trait −0.28 *** −0.13
Rational appeal*Food

neophilia/neophobia trait −0.03

Emotional appeal*Food
neophilia/neophobia trait −0.35 *

Model
summary

R2 0.04 0.13 0.14 0.21 0.27 0.30
F 1.13 1.97 * 1.74 * 2.50 * 3.32 *** 3.38 ***

∆R2 0.04 0.09 0.00 0.07 0.06 0.03
F change 1.13 2.88 0.30 7.27 *** 13.89 *** 3.11 *

Dependent variable: willingness to eat PBC. Note: * p < 0.05; *** p < 0.001.

5. Conclusions and Discussion
5.1. Make Proper Use of Message Appeals to Influence Foreigners’ Acceptance of Taiwanese
Street Food

The results of the test for the difference between means showed that the type of
message appeal had a significant impact on foreigners’ willingness to eat PBC. Furthermore,
the effect of the rational appeal (2.81) was significantly lower than that of the emotional
appeal (3.22) or no appeal (3.59), indicating that with the rational appeal, foreigners were
less willing to eat PBC and more inclined not to eat it. Based on this result, in terms of
information appeal, displaying the product attributes and related facts and data about PBC
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(e.g., its English name (pig blood cake), ingredients (pig blood) and nutritional information)
and thus directly conveying the true nature of PBC to foreigners is often inappropriate and
inconsistent and tends to cause misunderstanding. Many dishes in different cuisines of
the world use animal blood as an ingredient. The UK, France, Spain, Poland, Italy and
other countries use pig blood, internal organs, rice, cereals and other ingredients to prepare
distinctive dishes that have more implicit names, e.g., black pudding.

From the perspective of product sales, it is necessary to make product information
public and transparent to consumers. However, from the perspective of food tourism, food
culture is a tourist attraction that helps tourists understand the local culture through local
foods and a unique dining environment and atmosphere. For tourists, the ultimate goal of
touring a place is to feel content and thus to have positive behavioural and revisit intentions
in the future and even to promote the destination to other people by word of mouth [4,5,39].
Therefore, when promoting Taiwanese street food to food tourists, it is recommended that
the use of rational appeal be reduced or even avoided; instead, emotional methods that
emphasize pictures, stories, emotions and cultural experiences should be adopted to help
foreigners reduce their fear and uncertainty regarding certain Taiwanese delicacies.

5.2. Foreigners’ Food Neophilia/Neophobia Has a Significant Impact on Their Willingness to Eat
Taiwanese Delicacies

The results of the test of differences between means showed that food neophilia/neoph-
obia had a significant impact on foreigners’ willingness to eat Taiwanese street food.
For both meatballs and PBC, food neophiles were more willing to try unfamiliar food
than food neophobes. However, the effect was especially strong for the willingness to
eat PBC; food neophiles were more inclined to eat it (3.62), while food neophobes were
more inclined to not eat it (2.95). This effect can be examined from two aspects: the food
neophilia/neophobia trait and PBC per se. The food neophilia/neophilia personality trait
tends to stabilize with age. The results of this study are consistent with previous findings
showing that the structure and formation of personality traits are affected by the external
environment and cultural background in addition to intrinsic genetic factors, all of which
prompt individuals to develop unique ideas, attitudes, emotional responses and behaviour
patterns [42], i.e., the food neophilia/neophilia personality trait affects individuals’ food
preferences and eating intentions [1,3,4,30,38]. In the food culture of most subjects in this
study, dishes such as PBC that contain offal and blood ingredients are usually unacceptable.
Therefore, when they were presented with strange foods that were unfamiliar to them or
that deviated from their food cultures, the subjects were more profoundly affected by their
food neophilia/neophilia: food neophiles approached the food with expectation, interest
and curiosity and were more inclined to try it, while food neophobes avoided the food and
were more inclined not to eat it.

5.3. Foreigners of Certain Nationalities Have a Tendency to Reject Certain Taiwanese Delicacies

Food initially existed for human beings only to meet the most basic physiological
needs. Because it differed according to differences in climate, geography and human envi-
ronment in various places, it developed cultural meanings that were exclusive to various
places; as a result, food culture has representative and irreplaceable characteristics. People
from different ethnic groups, nationalities, cultural backgrounds and social environments
have developed unique ways of eating with different emphases. Harrington and Otten-
bacher [50] and Mascarello et al. [42] revealed that although food tourism serves the same
purpose across cultures, tourists from different countries and regions differ in the local
foods they focus on at a given tourism destination. The main ingredients of meatballs and
PBC, the two Taiwanese delicacies studied here, reflect Taiwan’s traditional customs and
the early Taiwanese people’s thrifty lifestyle and hard life in the past. However, this cultural
significance may not be meaningful to many foreigners, and cultural differences between
visitors and locals can mean that Taiwanese street foods favoured by locals are not cultur-
ally accepted by some foreigners. The hierarchical regression analysis results indicated that
certain nationalities had a negative predictive effect on the willingness to eat meatballs or
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PBC. Differences in the natural and humanistic environment have created various food
cultures unique to each country or region. Therefore, when promoting food tourism or
Taiwanese special dishes in the future, we should first fully understand the culture of the
region (or country) to ensure that the promoted items conform to the national conditions
and regional culture in a way that encourages effective promotion while avoiding the
adverse effect of causing residents to reject the promoted items.

5.4. Food Neophilia/Neophobia Regulates the Effect of Message Appeals on Foreigners’ Willingness
to Eat Taiwanese Delicacies

As an explicit personality trait, food neophilia/neophobia can be directly or indi-
rectly detected by others. The hierarchical regression analysis results indicated that food
neophilia/neophobia regulates the effect of message appeals on foreigners’ willingness to
consume Taiwanese street food, which is consistent with previous studies’ findings that
personality traits affect individuals’ acceptance of and response to message appeals [34,35].
We also found that for foreigners with different food neophilia/neophobia traits, message
appeals had different effects on their willingness to eat Taiwanese delicacies. This is con-
sistent with the finding of de Souza et al. [28] that personality traits affect individuals’
attitudes toward, perceptions of and behavioural response regarding the content of the
information appeal; that is, even with the same or similar messages, different personality
traits lead to different attitudes, perceptions and behaviours. Therefore, we postulate that
compared with the external environmental impact of information appeal, the internalized
food neophilia/neophobia trait has a greater influence on individuals’ behaviour patterns
and intentions, which is in line with the conclusions of Nezlek and Forestell [37], Ji et al. [16]
and Wolff and Larsen [7].

6. Contribution

Previous studies have investigated information appeal and food neophilia/neophobia
traits. However, the influence of message appeals on the consumption of Taiwanese
rice-based street foods and the moderating effect of the neophilia/neophobia trait on
this influence have rarely been addressed. In this study, we demonstrated that message
appeal types and food neophilia/neophobia traits have a significant impact on foreigners’
willingness to eat Taiwanese street food. This finding has implications for the Taiwanese
catering and hospitality industries and government agencies when promoting Taiwanese
food tourism and selecting marketing strategies and is the most significant contribution of
this study.

7. Limitations

The subjects of this study were foreigners who met specific requirements. The sample
selection required the use of snowball sampling and subsequent random assignment of
the participants to experimental groups. The participants responded randomly to online
questionnaires accessed through email, social networking sites, and travel sites. As a result
of the characteristics of snowball sampling and the distribution of the online questionnaires
through social media websites, the occupations and nationalities of the respondents were
unevenly represented. This uneven distribution of participant characteristics made it
impossible to conduct a more in-depth study of people from certain countries or regions.
To avoid content bias and excessive questionnaire length, only two common Taiwanese
street foods, meatballs and PBC, were chosen for consideration in this study. Both delicacies
are rice-based and were considered in a pretest; however, they may still cause aversions
among certain ethnic groups, which may have biased our conclusions. In the future, other
Taiwanese street foods with different ingredients will be used to avoid such bias.

Author Contributions: Conceptualization: Y.-C.C.; Data curation, C.-S.L. and S.-H.K.; Formal analy-
sis, Y.-C.C. and C.-S.L.; Investigation, S.-H.K.; Methodology, Y.-C.C.; Project administration, C.-S.L.;
Resources, Y.-C.C.; Software, C.-S.L.; Validation, Y.-C.C.; Writing—original draft, S.-H.K.; Writing—
review & editing, Y.-C.C. All authors have read and agreed to the published version of the manuscript.



Foods 2021, 10, 1093 12 of 13

Funding: This research received no external funding.

Informed Consent Statement: Not applicable.

Data Availability Statement: Not applicable.

Conflicts of Interest: The authors declare no conflict of interest.

References
1. Tuorila, H.; Hartmann, C. Consumer responses to novel and unfamiliar foods. Curr. Opin. Food Sci. 2020, 33, 1–8. [CrossRef]
2. Bondzi-Simpson, A.; Ayeh, J.K. Assessing hotel readiness to offer local cuisines: A clustering approach. Int. J. Contemp. Hosp.

Manag. 2019, 31, 998–1020. [CrossRef]
3. Lai, M.Y.; Wang, Y.; Khoo-Lattimore, C. Do food image and food neophobia affect tourist intention to visit a destination? The case

of Australia. J. Travel Res. 2020, 59, 928–949. [CrossRef]
4. Bondzi-Simpson, A.; Ayeh, J.K. Serving indigenous dishes in hotels: An inquiry into the conative response of menu decision

makers. Int. J. Hosp. Manag. 2017, 67, 115–124. [CrossRef]
5. Dimitrovski, D.; Crespi-Vallbona, M. Role of food neophilia in food market tourists’ motivational construct: The case of La

Boqueria in Barcelona, Spain. J. Travel Tour. Mark. 2017, 34, 475–487. [CrossRef]
6. Pérez Gálvez, J.C.; Granda, M.J.; López-Guzmán, T.; Coronel, J.R. Local gastronomy, culture and tourism sustainable cities:

The behavior of the American tourist. Sustain. Cities Soc. 2017, 32, 604–612. [CrossRef]
7. Wolff, K.; Larsen, S. Are food-neophobic tourists avoiding destinations? Ann. Tour. Res. 2019, 76, 346–349. [CrossRef]
8. Chang, R.C.Y.; Mak, A.H.N. Understanding gastronomic image from tourists’ perspective: A repertory grid approach. Tour. Manag.

2018, 68, 89–100. [CrossRef]
9. Goldberg, I. Functional Foods: Designer Foods, Pharmafoods, Nutraceuticals; Springer: New York, NY, USA, 2012.
10. Michelin Travel Publications. Michelin Guide 2011 Deutschland: Hotels & Restaurants; National Book Network: Lanham, MD,

USA, 2011.
11. Adongo, C.A.; Anuga, S.W.; Dayour, F. Will they tell others to taste? International tourists’ experience of Ghanaian cuisines.

Tour. Manag. Perspect. 2015, 15, 57–64. [CrossRef]
12. Chang, R.C.Y.; Kivela, J.; Mak, A.H.N. Attributes that influence the evaluation of travel dining experience: When East meets West.

Tour. Manag. 2011, 32, 307–316. [CrossRef]
13. Coughlan, L.-M.; Saayman, M. The relationship between the culinary preference and culinary satisfaction. Tour. Hosp. Manag.

2018, 24, 235–255. [CrossRef]
14. Buck, R.; Anderson, E.; Chaudhuri, A.; Ray, I. Emotion and reason in persuasion: Applying the ARI model and the CASC Scale.

J. Bus. Res. 2004, 57, 647–656. [CrossRef]
15. Canovi, M.; Pucciarelli, F. Social media marketing in wine tourism: Winery owners’ perceptions. J. Travel Tour. Mark. 2019, 36,

653–664. [CrossRef]
16. Ji, M.; Wong, I.A.; Eves, A.; Scarles, C. Food-related personality traits and the moderating role of novelty-seeking in food

satisfaction and travel outcomes. Tour. Manag. 2016, 57, 387–396. [CrossRef]
17. Baah, N.G.; Bondzi-Simpson, A.; Ayeh, J.K. How neophilia drives international tourists’ acceptance of local cuisine. Curr. Issues

Tour. 2019, 23, 2302–2318. [CrossRef]
18. Oriade, A.; Robinson, P. Prosuming tourist information: Asking questions on TripAdvisor. Int. J. Tour. Res. 2019, 21, 134–143.

[CrossRef]
19. Veen, E.J. Fostering community values through meal sharing with strangers. Sustainability 2019, 11, 2121. [CrossRef]
20. Herman, G.V.; Wendt, J.A.; Dumbravă, R.; Gozner, M. The role and importance of Promotion Centers in creating the image of

tourist destination: Romania. Geogr. Pol. 2019, 92, 443–454. [CrossRef]
21. Siddiqui, F. Impact of employee’s willingness on organizational change. J. Econ. Sustain. Dev. 2011, 2, 193–201.
22. Kim, Y.H.; Kim, M.; Goh, B.K. An examination of food tourist’s behavior: Using the modified theory of reasoned action.

Tour. Manag. 2011, 32, 1159–1165. [CrossRef]
23. Mykletun, R.J.; Gyimóthy, S. Beyond the renaissance of the traditional Voss sheep’s-head meal: Tradition, culinary art, scariness

and entrepreneurship. Tour. Manag. 2010, 31, 434–446. [CrossRef]
24. Everett, S.; Aitchison, C. The role of food tourism in sustaining regional identity: A case study of Cornwall, south west England.

J. Sustain. Tour. 2008, 16, 150–167. [CrossRef]
25. Hsu, F.C.; Robinson, R.N.S.; Scott, N. Traditional food consumption behaviour: The case of Taiwan. Tour. Recreat. Res. 2018, 43,

456–469. [CrossRef]
26. Albers-Miller, N.D.; Stafford, M.R. An international analysis of emotional and rational appeals in services vs. goods advertising.

J. Consum. Mark. 1999, 16, 42–57. [CrossRef]
27. Stienmetz, J.L.; Maxcy, J.G.; Fesenmaier, D.R. Evaluating destination advertising. J. Travel Res. 2015, 54, 22–35. [CrossRef]
28. De Souza, J.; Mendes-Filho, L.; Buhalis, D. Evaluating the effectiveness of tourist advertising to improve the competitiveness of

destinations. Tour. Econ. 2019, 26, 1001–1020. [CrossRef]
29. Hwang, J.; Lin, T.N. Effects of food neophobia, familiarity, and nutrition information on consumer acceptance of Asian menu

items. J. Hosp. Mark. Manag. 2010, 19, 171–187. [CrossRef]

http://doi.org/10.1016/j.cofs.2019.09.004
http://doi.org/10.1108/IJCHM-12-2017-0820
http://doi.org/10.1177/0047287519867144
http://doi.org/10.1016/j.ijhm.2017.08.010
http://doi.org/10.1080/10548408.2016.1193100
http://doi.org/10.1016/j.scs.2017.04.021
http://doi.org/10.1016/j.annals.2018.10.010
http://doi.org/10.1016/j.tourman.2018.03.004
http://doi.org/10.1016/j.tmp.2015.03.009
http://doi.org/10.1016/j.tourman.2010.02.009
http://doi.org/10.20867/thm.24.2.9
http://doi.org/10.1016/S0148-2963(02)00308-9
http://doi.org/10.1080/10548408.2019.1624241
http://doi.org/10.1016/j.tourman.2016.06.003
http://doi.org/10.1080/13683500.2019.1619676
http://doi.org/10.1002/jtr.2247
http://doi.org/10.3390/su11072121
http://doi.org/10.7163/GPol.0158
http://doi.org/10.1016/j.tourman.2010.10.006
http://doi.org/10.1016/j.tourman.2009.04.002
http://doi.org/10.2167/jost696.0
http://doi.org/10.1080/02508281.2018.1475879
http://doi.org/10.1108/07363769910250769
http://doi.org/10.1177/0047287513514295
http://doi.org/10.1177/1354816619846748
http://doi.org/10.1080/19368620903455286


Foods 2021, 10, 1093 13 of 13

30. Choi, J. Tourist food variety-seeking behavior under uncertainty: The moderating role of information search. J. Food Prod. Mark.
2019, 25, 944–960. [CrossRef]

31. van Trijp, H.; van Kleef, E. Newness, value and new product performance. Trends Food Sci. Technol. 2008, 19, 562–573. [CrossRef]
32. Verbeke, W.; López, G.P. Ethnic food attitudes and behaviour among Belgians and Hispanics living in Belgium. Br. Food J. 2005,

107, 823–840. [CrossRef]
33. Raudenbush, B.; Capiola, A. Physiological responses of food neophobics and food neophilics to food and non-food stimuli.

Appetite 2012, 58, 1106–1108. [CrossRef]
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