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The assessment of locavorism through the lens of
agritourism: the pursuit of tourist’s ethereal experience

Komal Jenifer Dsouza , Ankitha Shetty , Pooja Damodar, Adithya D. Shetty
and Tantri Keerthi Dinesh

Department of Commerce, Manipal Academy of Higher Education, Manipal, India

ABSTRACT
The popularity of local foods is increasing among the masses, espe-
cially tourists, and this has led to the inception of ‘locavorism’
where the consumers – termed locavores – look for sustainable
local foods. We gauge tourists’ ideology of locavorism through the
lens of agritourism in India as we found it crucial to highlight and
enhance local foods as an addition to the tourists’ palate. A pre-
and post-survey was conducted using repeated measures multivari-
ate analysis of variance (MANOVA) to empirically assess 8
Agritourism farms’ tourists’ behaviour towards locavorism. Data
was collected among tourists by using a self-report questionnaire
during two phases (check-in and check-out; n¼ 344). Findings
underscore that tourists’ intention to buy local food increases con-
siderably after experiencing Agritourism. This study is the first of its
kind to understand the perception of tourists towards India’s ethnic
cuisine, its role in augmenting tourist experience, and in figuring
out better ways to sustain local foods. The impact that Agritourism
has on tourists’ behaviour towards locavorism and its continuing
effects on the local economy needs to be studied by researchers.
Future research can extend the concept of locavorism to service
providers by understanding their perception of producing and mar-
keting sustainable local foods.
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1. Introduction

Modern India is one of the most diverse nations as a subcontinent that houses over
one hundred dialects, more than seven hundred tribes, and heterogeneous geogra-
phies consisting of large cities, aesthetically pleasing towns, and culturally rich vil-
lages. The country carries tremendous potential to become one of the biggest tourism
giants given its richness in resources, diversity, culture, traditions, and ethnicity.
Tourists now look to unwind and enjoy an unworldly experience through escapades
designed by the tourism industry. Such experiences are ethereal in nature and benefit
the tourists—physically and mentally. Parallel to this phenomenon, agritourism has
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been the topic of strategic discussions among governments, policymakers, and
researchers as a program for sustainable development (Jack et al., 2020). Agritourism
can create a win-win scenario for tourists as well as service providers i.e. farmers,
where the former quenches the thirst to enjoy the natural environment and the perks
of an ethereal experience while the latter benefits through income earned beyond
farming. Along with this, comes the variety offered in terms of cuisine and pictur-
esque destinations. In the spectrum of cuisine through tourism, local foods, or Local
Food Systems (LFS) is currently grabbing the limelight as consumers are looking for
more than just satiating their hunger. Tourists are gradually showing interest in local
foods because they are concerned about its origin and their belief oriented towards
the value of local food (Birch et al., 2018), holistic benefits (Lillywhite & Simonsen,
2014), and individual socio-political ideologies about local foods (Huddart Kennedy
et al., 2018). The most recent consumer ideology emerging into the world of academ-
ics and research associated with local food is a concept called ‘locavorism’ and people
who believe in this concept i.e. prefer local food for consumption, are termed as
‘locavores’ (Kim & Huang, 2021; Reich et al., 2018).

The engagement of tourists in consuming and promoting local foods has been pri-
marily studied in the context of cities and urban areas (Reich et al., 2018; Sadler
et al., 2015) and the findings have highlighted that a tourist has great influence on
promoting LFS that creates a favourable destination image (Dimitrovski & Crespi
Vallbona, 2018) thus offering a surreal and ethereal experience to the tourists. Many
authors have identified great potential in bringing together tourism and food produc-
tion, especially local food production to enhance the destination image (Scheyvens &
Laeis, 2021). In this context, agritourism—a flourishing vertical of the tourism sec-
tor—is the bridge that connects the two. Promoting LFS through agritourism opens a
new window of opportunity for farm owners to venture into novel economic oppor-
tunities and promote local food among tourists that is rich in nutrition. For this to
accelerate, there is a dire need for stakeholders to be rigorously educated about the
benefits of LFS (Sakuta, 2020) through national and international bodies. In support
of this, the tourism industry is encouraged to align with the ‘United Nations’
Sustainable Development Goals’ corroborated in 2015, while considerable focus is
concentrated on food systems.

In India, the concept of enjoying local food through tourism is becoming increas-
ingly popular among not just international tourists but also domestic tourists (Shah,
2022) that gives the locals an opportunity to capitalize on the country’s copious culin-
ary traditions (Kim et al., 2019). This encourages the tourists to add a personalized
and warm ethereal experience to their itinerary that offers them an elaborate peek
into what cooks in the Indian kitchens. The country is working towards developing
agritourism as one of the core tourism verticals to encourage tourists to get
acquainted not just with agricultural activities but also immerse themselves in various
aspects of rural life such as local food, culture, traditions, arts, and sports (Shah,
2022). Consequently, offering such unique agritourism services enhances the destin-
ation image, affects tourists’ behaviour towards local food consumption (Alderighi
et al., 2016; Choe & Kim, 2018), and connects the tourist to the authenticity of the
local region that further enhances one’s experience (Sims, 2009; Zhang et al., 2019).
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Local foods have been studied from the perspective of service-providing enterprises
like restaurants and multinational food chains (Kim & Huang, 2021), but limited
studies have focused on consumers. To the best of our knowledge, despite its poten-
tial, tourists’ perception of locavorism has not been probed in the context of
Agritourism across India. In subsistence to this, tourism literature has identified the
necessity to empirically measure the way consumer behaviour is shaped through tour-
ism experience via local foods (Mair & Sumner, 2017). Therefore, this study aims
towards understanding the perception of tourists towards India’s ethnic cuisine, its
role in augmenting their experience, and in figuring out better ways to sustain local
foods through enhanced culinary which can contribute towards the economic devel-
opment of the local community.

2. Review of literature

2.1. Theoretical background

Ajzen’s (1991) Theory of Planned Behaviour (TPB), derived from the Theory of
Reasoned Action (TRA) developed by Fishbein and Ajzen in 1975, has proven over
and again to be one of the most influential theories to study tourist behaviour (Chen
& Tung, 2014; Joo et al., 2020; Shin et al., 2018; Soliman, 2021). TPB is primarily
based on three determinants that lead towards consumer’s behavioural intention—
‘attitudes’, ‘perceived behavioural control’, and ‘subjective norms’. Attitudes are
defined as ‘a summary evaluation of the behaviour captured in attribute dimensions
as positive or negative’ (Ajzen, 2001). In the context of consumption of local food, a
tourist’s attitude about buying or consuming local food could be negative or positive.
Perceived Behavioural Control is defined as the ‘people’s perception of the ease or
difficulty of performing the behaviour of interest’ (Ajzen, 1991). In the context of this
study, it is related to a tourist’s knowledge on how easy or difficult it is, to purchase
or find local food. Subjective norm is known as a ‘measure of a person’s beliefs about
whether others who are significant in his or her life thinks if he or she should per-
form the behaviour or not’ (Conner & Armitage, 1998) otherwise known as ‘social
pressure’ to perform or to not perform a given action or behaviour (Ajzen, 1991).
For instance, a tourist or consumer might perceive that his or her social circle would
be happy and approving of the individual’s behaviour towards buying local foods.
Additionally, many authors have proposed and included ‘personal norms’ which is
defined as, ‘self-construed expectations about carrying out an action in particular sit-
uations’ (Schwartz, 1977). Onel (2017) substantiated the practicality of including per-
sonal norms in the TPB while determining consumers’ behavioural intention towards
purchasing pro-environmental products. Therefore, we use the extended Theory of
Planned Behaviour as our theoretical framework for our study.

2.2. Defining agritourism

Several studies have assessed the different aspects of agritourists and agritourism that
show consistent growth in the academic interest to study the areas in and around it
(Kim et al., 2019). Agritourism—a prudent blend of agriculture and tourism—has a
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powerful ability to improve the economic condition of the farmers, promote local
food, maximize the utilization of existing resources, minimize investments, and
decrease the impact of related activities on heritage and environment (Barbieri, 2013;
McGehee, 2007; Musa & Chin, 2021). A comprehension of past literature reveals var-
ied definitions and terms for agritourism. Terms like farm-based tourism, agrotour-
ism, rural tourism, and farm tourism have not just been used as synonyms for
agritourism (Barbieri et al., 2019; Barbieri & Mshenga, 2008; Phillip et al., 2010) but
also to indicate similarly distinct ideas (Karampela et al., 2021; Rauniyar et al., 2021)
resulting in a complex and unclear picture. Therefore, to offer a sense of consistency
and clarity, the term used in this paper is agritourism and is defined as, ‘a rural
establishment that combines agriculture with tourism and is a subset of a broader
concept called Rural Tourism where the hosting house must be integrated into an
agricultural estate, inhabited by the proprietor, allowing visitors to take part in agri-
cultural or complementary activities on the property’.

2.3. Promoting sustainability through locavorism

Given that our study focuses on understanding tourist behaviour towards ‘local foods’,
we found it necessary to define the same. A sustainable food system is defined as, ‘a
collaborative effort to build more locally based, self-reliant food economies—one in
which food production, processing, distribution, and consumption is integrated to
enhance the economic, environmental, and social health of a particular place’
(Feenstra, 2002). This definition is suitable for our study since it is collaborative, par-
ticipative, and place sensitive in nature with importance given to providers and con-
sumers. In relation to the concept of ‘local foods’, ‘locavorism’ is a term currently used
across various domains. Consumers whose ideologies emanate that consuming local
food improves the local economy, supports local farmers, and safeguards the environ-
ment while also viewing local food as tastier and healthier (Kim & Huang, 2021) are
termed as ‘locavores’. From the perspective of tourism, locavores play a pivotal role in
shaping a major part of the local food system as they do not trust non-local food,
believe that local food is superior in taste, and look forward to supporting the local
economy through their choices during their tourism experience (Reich et al., 2018).
Consuming food by not just eating it but also engaging in related aspects, encourages
tourists to learn and understand the destination’s history and life that is deeply
embedded in its culture. It has been concurred that food goes a long way in designing
and attaining an ethereal experience to tourists as it is presented to stage an authentic
experience of the destination (Horng & Tsai, 2012).

On the other hand, there has been growing apprehension that local traditions and
food will be overshadowed and eventually buried by multinational and transnational
corporations that are strengthening their foothold in the food and beverages industry.
To conquer this, governments and a few organizations are trying to promote local
food and heritage through one of the global service verticals i.e. tourism (Bisht et al.,
2018). From the academic point of view, several strategies have been offered by
researchers that facilitate the promotion of tourist engagement to support LFS. There
have been calls to encourage spaces and dialogues among consumers that can bring
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about a visible change in their behaviour to extend a warm support towards the con-
sumption of sustainable local food (Selfa & Qazi, 2005). Therefore, this study high-
lights the role of agritourism as a pillar that supports the promotion of locavorism
among tourists in India.

2.4. Identifying research gaps

Evidence from past literature posits that agritourism has the potential to offer a plat-
form for tourists to engage in sustainable LFS (Piramanayagam et al., 2020). First, the
creation of a holistic image that includes tourists and their relation orientation
towards local food has proved to have significantly contributed towards the plethora
of knowledge associated with tourism and the LFS. Second, future behaviour influ-
enced by past behaviour has been studied and is considered as a well-established rela-
tionship around tourist behaviour and food consumption (Brune et al., 2021; Choo &
Petrick, 2014; Kline et al., 2016; Rahman et al., 2018). And third, there is an increase
in the evidence that local food consumption plays a significant role in shaping an
ethereal tourism experience (Hasselbach & Roosen, 2015). It has been found that tou-
rists are often motivated to take part in activities related to agritourism to learn about
local foods and agriculture. Therefore, it is a fair assumption that consumers’ willing-
ness and awareness about locavorism and agricultural products is likely to increase
during or after a farm visit. As this claim is not supported, we identify the first
research gap. Subsequently, agritourism attributes like experience, providing opportu-
nities to purchase goods on-,site, and teaching moments are believed to be effective
at encouraging tourists to consume local food (Tew & Barbieri, 2012). Abundant lit-
erature proof shows that local food, especially legendarily delicious food and drinks,
is one of the strongest components that shape tourism experience in an ethereal man-
ner (Cafiero et al., 2020; Sosa et al., 2021). Albeit that, there is little knowledge that
shows the effect of agritourism on tourist behaviours and attitude towards local food.
Addressing these two gaps can go a long way in designing robust strategies to
strengthen and support the LFS in the Indian Agritourism Industry.

Keeping the literature in view, we tested the following hypotheses:

Hypothesis 1: Experiencing Agritourism has a positive effect on,

1-A: attitudes associated with purchasing and consuming local food.

1-B: subjective norms associated with purchasing and consuming local food.

1-C: perceived behavioural control associated with purchasing and consuming local food.

1-D: personal norms associated with purchasing and consuming local food.

Hypothesis 2: Experiencing agritourism has a positive effect on behavioural intention
associated with purchasing and consuming local food.

3. Materials and methods

We follow a deductive approach to examine the influence of agritourism experiences
on tourist intention towards buying local food. This examination is an attempt to
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expand the existing knowledge of agritourism and offer prospective strategies to
increase local food consumption among tourists in India. Agritourism across India is
diverse in terms of its offerings that include varied cuisines and services. But the pur-
pose of the study can be achieved given the presence of shared similarities between
the agritourism establishments spread across the country.

The rationale behind choosing the sample:

1. Local food is served at the agritourism centre.
2. Educational activities like guided tours or self-tours accompanied by signages are

conducted on the farm.
3. Any one kind of hands-on rural or agricultural experience like pick-your-own,

petting animals, assisting in cooking, participation in agricultural activities, etc.,
is offered to the tourists.

4. Recreational space for children like a small park, playground, games arena, etc.
5. Easy access to stores and restaurants selling local merchandise and locally made

food products/items respectively.

From the list retrieved from state Tourism Departments, we called up 24 registered
agritourism establishments located in 8 Indian States viz., Karnataka, Goa,
Maharashtra, Punjab, Gujarat, Uttarakhand, Arunachal Pradesh, and Meghalaya to
identify the farms that met the above-mentioned criteria. Farm owners were asked if
they were willing to be part of the study. Upon affirmation, we assessed the area in
acres, type of crops and/or animals grown/bred, past generations involved in farming,
total experience in agritourism, duration of functionality, type of agritourism activities
offered to tourists, and inclusion of locally manufactured or produced food provided
to tourists. Based on this general assessment, a total of one agritourism establishment
each, from every state were selected and were further contacted to encourage the vis-
iting tourists to provide required data as study participants.

With reference to the tourism industry, food most certainly plays a significant role in
enhancing tourist experience and making it ethereal, and in a country as richly diverse
as India, not just in terms of its cultures, traditions, and destinations but also food, it is
important to highlight and enhance local foods as an addition to the tourists’ palate.
Figure 1 represents the local foods associated with the 8 states chosen for the study.

Table 1 represents the main attributes of the farm sites. Survey Questionnaires
were provided before and after the tourists had a holistic experience at the agritour-
ism establishment. The first set of questionnaires (pre) were given to the tourists as
they checked in to the farm that they were staying in, and the second set of question-
naires (post) were handed over at check-out. Only 1 set of questionnaires was given
to one visiting party to be filled by any one individual representing the group/cou-
ple/family.

3.1. Items and measures

With the Theory of Planned Behaviour as the foundation, a survey instrument com-
prising of a series of 5-point Likert scale was framed to understand tourists’
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behavioural intention towards buying and/or consumption of local food. Based on
enduring literature (Denver & Jensen, 2014; Hempel & Hamm, 2016; Shin et al.,
2018), the survey consisted of 23 items that are tailored to suit our study. Table 2
shows the questionnaire design in detail.

Figure 1. Representation of local foods in states chosen for the study.
(Map Outline Source: www.mapsofindia.com)

Table 1. Main attributes of the farm sites.

Attributes

Farm

1 2 3 4 5 6 7 8

State KAa GAb MHc PBd GJe UKf ARg MLh
Farm Size (Acres) 200 140 64 32 8 16 190 120
Crop Production Yes Yes Yes Yes Yes Yes Yes Yes
Animal Production No No No No Yes Yes No Yes
Generations in Farming 2 4 4 3 1 2 3 2
Agritourism Experience (Years) 8 1 16 12 4 8 2 1
Functionality (Months) 12 12 12 6 12 6 6 8
Educational Activities Yes Yes Yes Yes Yes Yes Yes Yes
Farm-Based Recreation Yes Yes Yes Yes Yes Yes Yes Yes
Non-Farm Based Recreation Yes Yes Yes No Yes Yes Yes Yes
Farm Fresh Produce Yes Yes Yes Yes Yes Yes Yes Yes
Farm-Based Food Yes Yes Yes Yes Yes Yes Yes Yes
Products from other Local Farms Yes No Yes Yes No Yes Yes Yes
aKarnataka.
bGoa.
cMaharashtra.
dPunjab.
eGujarat.
fUttarakhand.
gArunachal Pradesh.
hMeghalaya.
Source: self-generated based on data analysis through SPSS.
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Table 3 represents the sociodemographic characteristics of the sample population.
Following this, an individual code was assigned to every respondent in a dedicated
section of the form so as to pair the pre and post-test surveys methodically. Adhering

Table 2. Questionnaire design.
Variable Items Source

Attitude Opting for local food extends a direct or indirect
support for local farmers and fishermen.

Denver & Jensen, 2014;
Hempel & Hamm, 2016;
Shin et al., 2018Opting for local cuisine helps in improving the

local economy
Opting for local cuisine helps safeguard the beauty and

consistency of agricultural landscapes
Opting for local cuisine extends a direct or indirect

support for local farmers and fishermen
Local food is delicious
Local food been freshly prepared.
Local food is easily available

Subjective norms Your family or peer group think that you should try out
local food more often during your stay.

Approval of family or peer group to try local food
Your family or peer group, choose to try out

local cuisine
Your family or peer group you travel with, prefer you

try out local cuisine over clich�e cuisine
Perceived
behavioural control.

Affordability of local food
Knowledge on where to try local food
Proximity of local food provider
Time availability to try local food

Personal norms. Through buying and/or purchase of local food, you will
be able to connect with local farmers and producers
of ingredients.

You will be directly or indirectly supporting locally
made produce

You will be supporting sustainable agritourism

1¼ strongly disagree and 5¼ strongly agree.

Table 3. Sociodemographic characteristics of respondents.
Sociodemographic Indicators Frequency Percentage

Gender
Male 170 49.4
Female 174 50.6
Prefer not to say 0 0

Age Group
Below 25 308 89.5
26-45 16 4.7
46-65 4 1.2
Above 66 16 4.7

Formal Education Level
High School Graduate 18 5.2
Undergraduate 140 40.7
Postgraduate 158 45.9
Other 28 8.1

Annual Household Income
Less than five Lacs 230 66.9
Five lacs to ten lacs 52 15.1
Ten lacs to twenty lacs 36 10.5
Above twenty lacs 26 7.6

Source: Authors.
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to a pre-post framework, the surveys were taken before and after the tourists experi-
enced agritourism and associated activities. As the primary aim was to assess the
influence of experiencing agritourism on tourists during a single visit or stay, admin-
istering the questionnaire during check-in and check-out i.e. before and after the
experience allowed us to aptly measure the changes in many instances irrespective of
the tourists’ prior experiences in agritourism or similar facilities. Both the instruments
i.e. pre and post contained the same variables with regards to ‘attitudes’, ‘perceived
behavioural control’, ‘subjective norms’ and ‘personal norms’.

Data collected from the pre, and post-test surveys were downloaded and paired
manually using birthdates and initials so as to make a merged document with pre
and post responses in the same file. The merged file was later exported to SPPSS soft-
ware (Statistical Package for the Social Sciences) for the purpose of descriptive
(mean) and multivariate analysis (MANOVA). A total of 344 tourists responded to
both pre and post-test surveys that left no room for deletion thus giving a 100% com-
pletion rate. In the SPSS software, the data went through multiple stages of systematic
analysis such as descriptive statistics (to examine the means of items linked to indi-
vidual constructs), reliability tests (to compute Cronbach’s alpha for testing the reli-
ability and internal consistency of scales) and concluded with repeated measures
multivariate analysis of variance (Rep-MANOVA conducted to test the change in
individual constructs). With reference to reliability tests, values >0.6 indicated that
all the items were deemed to be internally consistent scales. Ultimately, Rep-
MANOVA was conducted to test the hypothesis i.e. the changes that occurred in atti-
tudes, perceived behavior control, subjective norms, personal norms (H1), and
intended behavior (H2) towards local food before and after experiencing agritour-
ism (p< 0.05).

4. Results

Deriving the data from Table 3, it is comprehended that 50.6% of the study partici-
pants were women while a predominant percentage of participants i.e. 89.5% belonged
to the age group of below 25 years. 45.9% of the tourists were post-graduates while the
annual household income was reported as less than five lacs with 66.9% of the tourists
under this income bracket.

4.1. Attitudes, subjective norms, and perceived behavioural control before and
after experiencing agritourism

Table 4 illustrates the various parameters associated with our study. The Cronbach’s
alphas indicate that there is strong internal reliability with reference to all the scales
of the Theory of Planned Behaviour that includes ‘attitudes towards buying local
food’ (a¼ 0.76), ‘attitudes toward local food’ (a¼ 0.713), ‘subjective norms’
(a¼ 0.806), ‘perceived behavioral control’ (a¼ 0.717) and ‘personal norms’
(a¼ 0.739). Holistically, from the pre-test survey, tourists reflected positive attitudes
towards buying local food and also local food (M¼ 4.09 and M¼ 4.27 respectively)
with the average scores above 4 except for ‘positive environmental impact’ (M¼ 3.84)
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and ‘safeguard agricultural landscape’ (M¼ 3.78). On the other hand, subjective
norms (M¼ 3.92) and perceived behavioural control (M¼ 3.82) presented scores
below 4 for most of the items that fall under its purview except for ‘approval to buy
local food’ (M¼ 4.12), ‘often purchase local food’ (M¼ 4.06) and ‘affordable’
(M¼ 4.08). Personal norms presented mean below 4 (M¼ 3.91) but the items under
the construct reflected scores above 4 except ‘connect with local producers and farm-
ers’ (M¼ 3.42) which is also the lowest score among all the items.

Rep-MANOVA showed visible changes in tourists’ attitudes toward buying local food
before and after experiencing agritourism as Wilks’s Lambda ¼ 0.961, F¼ 13.735 and
p< 0.001). Under this construct, results from the post hoc univariate tests indicate signifi-
cant changes only in items ‘positive environmental impact’ (Mpre ¼ 3.840; Mpos ¼ 4.270;
p< 0.001) and ‘safeguard agricultural landscape’ (Mpre ¼ 3.720;Mpost ¼ 4.070; p< 0.001).
The second construct i.e. attitude towards local food showed lesser change before and after
experiencing agritourism where Wilks’s Lambda ¼ 1.000; F¼ 0.880; p¼ 0.767 and the
univariate tests showed individual items also do not show significant changes with ‘easy
availability of local food’ (Mpre ¼ 4.120; Mpost ¼ 4.130; p¼ 0.810) as the least significant
item with minimal change occurring in the attitude of tourists towards local food. With
reference to subjective norms, the analysis demonstrated significant change where Wilks’s
Lambda ¼ 0.981, F¼ 6.653 and p¼ 0.010 and only two of the four individual items
showed significant changes: ‘thinks you should buy local food’ (Mpre ¼ 3.84;Mpost ¼ 4.02;

Table 4. Changes in attitudes, subjective norms, perceived behavioural control and personal
norms pre and post experiencing agritourism (Rep-MANOVA).
Constructs and Itemsa a n Pre (mean) Post (mean) F Value p Value

Attitudes toward Buying Local Foodb 0.76 344 4.09 4.27 13.735 < 0.001
Positive environmental impact 344 3.84 4.27 43.767 < 0.001
Improves local economy 344 4.41 4.45 0.424 0.516
Safeguard agricultural landscape 344 3.78 4.07 14.039 < 0.001
Support locals 344 4.32 4.30 0.088 0.767
Attitudes toward Local Foodc 0.713 344 4.27 4.23 0.880 0.767
Local food tastes good 344 4.35 4.32 0.460 0.498
Freshness of local food 344 4.35 4.25 2.410 0.121
Easy availability of local food 344 4.12 4.13 0.058 0.810
Subjective Normsd 0.806 344 3.92 4.06 6.653 0.010
Approval to buy local food 344 4.12 4.16 0.243 0.623
Thinks you should buy local food 344 3.84 4.02 7.166 0.008
Often purchase local food 344 4.06 4.14 1.359 0.245
Prefers you to buy local food 344 3.67 3.94 14.080 < 0.001
Perceived Behavioural Controle 0.717 344 3.82 3.97 8.337 0.004
Affordable 344 4.08 4.18 2.523 0.113
Knowledge on where to buy it 344 3.63 3.84 6.757 0.010
Place proximity 344 3.74 3.85 2.018 0.156
Time availability to try local food 344 3.84 4.02 7.089 0.008
Personal Normsf 0.739 344 3.91 4.17 21.439 < 0.001
Connect with local producers and farmers 344 3.42 3.94 42.856 < 0.001
Support local food 344 4.16 4.34 7.845 0.005
Support sustainable agritourism 344 4.15 4.22 1.191 0.276
aMeasured using a five-point Likert Scale where 1 represents strongly disagree and 5 represents strongly agree.
bWilks’s lambda ¼ 0.961.
cWilks’s lambda ¼ 1.000.
dWilks’s lambda ¼ 0.981.
eWilks’s lambda ¼ 0.976.
fWilks’s lambda ¼ 0.941.
Source: Authors.
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p¼ 0.008) and ‘prefers you to buy local food’ (Mpre ¼ 3.67; Mpost ¼ 3.94; p< 0.001).
Perceived Behavioural Control reflected significant changes in the pre and post-test survey
where Wilks’s Lambda¼ 0.976, F¼ 8.337 and p¼ 0.004. In the univariate tests conducted,
results showed significantly positive change in two out of the four items: ‘knowledge on
where to buy it’ (Mpre ¼ 3.630;Mpost ¼ 3.840; p¼ 0.010) and ‘time availability to try local
food’ (Mpre ¼ 3.840; Mpost ¼ 4.020; p¼ 0.008). Finally, personal norms showed a major
change in behaviour before and after agritourism experience where Wilks’s Lambda ¼
0.941, F¼ 21.439 and p< 0.001 in which two of the three items showed significant change
in the univariate tests: ‘connect with producers and locals’ (Mpre ¼ 3.420; Mpost ¼ 3.940;
p< 0.001) and ‘support local food’ (Mpre ¼ 4.160;Mpost¼ 4.340; p¼ 0.005).

Cronbach alpha (a¼ 0.784) related to ‘intended consumer behaviour towards local
food’ indicate the scales to be reliable (Table 5). Rep-MANOVA represents significant
change in the intended consumer behaviour among tourists towards local food before
and after experiencing agritourism where Wilks’s Lambda ¼ 0.240, F¼ 1088.00 and
p< 0.001. Univariate tests showed that all the items under intended consumer behav-
iour reflected significant change that proves a positive influence of agritourism on
tourists’ attitude towards purchase and consumption of local food: ‘likelihood to
increase budget’ (Mpre ¼ 2.590; Mpost ¼ 4.180; p< 0.001); ‘buy local food’ (Mpre

¼2.520; Mpost ¼ 4.180; p< 0.001); ‘shop at local markets’ (Mpre ¼ 2.550; Mpost ¼
3.840; p< 0.001); ‘check labels for source’ (Mpre ¼ 2.520; Mpost ¼ 3.850; p< 0.001)
and ‘eat at local restaurants’ (Mpre ¼ 2.500; Mpost ¼ 4.020; p< 0.001).

Therefore, results indicate that experiencing agritourism has a positive effect on,
attitudes associated with purchasing and consuming local food (hypothesis 1-A), per-
ceived behavioral control associated with purchasing and consuming local food
(hypothesis 1-C), and personal norms associated with purchasing (hypothesis 1-D)
and consuming local food but has no significant effect on subjective norms associated
with purchasing and consuming local food (hypothesis 1-B). Furthermore, experienc-
ing agritourism has a positive effect on behavioral intention associated with purchas-
ing and consuming local food (hypothesis 2).

5. Discussion

Tourists arrive at a destination from various places with varying ideas and thoughts.
While some visit a destination for leisure, some visit to learn about the place’s cul-
ture, roots, and traditions. Local cuisine often poses as the centre of attraction at

Table 5. Consumer behavior toward local food before and after experiencing agritourism
(Rep-MANOVA).
Constructs and Itemsa a n Pre (mean) Post (mean) F Value p Value

Intended Consumer Behaviorb 0.784 344 2.52 4.01 1088.000 < 0.001
Likelihood to Increase Budget 344 2.59 4.18 453.550 < 0.001
Buy Local Food 344 2.52 4.18 522.070 < 0.001
Shop at Local Markets 344 2.55 3.84 253.652 < 0.001
Check Labels for Source 344 2.52 3.85 303.906 < 0.001
Eat at Local Restaurants 344 2.500 4.02 331.525 < 0.001
aMeasured using a five-point Likert Scale where 1 represents strongly disagree and 5 represents strongly agree.
bWilks’s lambda ¼ 0.240.
Source: Authors.
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tourism destinations (Lu & Chi, 2018) because as tourists, people are inclined towards
learning about local culture and tradition through consumption of local cuisine (Kim
& Eves, 2016), because it is fresh and tasty (Lu & Chi, 2018) and because it supports
the local economy while contributing towards environmental sustainability (Shin
et al., 2017). As an analogy to this, findings of the study show that agritourism mate-
rializes these desires into actions via experiences as tourists ended up having strong
and positive attitudes towards consuming local food. This also creates a strong foun-
dation to encourage tourists’ future buying behaviour associated with local foods. Our
study considered the impact of just one visit to agritourism establishment on tourists’
intentions as well as attitudes which shows how as little as a single stay at such a
place can go a long way in promoting positively desirable behaviours of tourists
toward locavorism.

Tourists are also switching to becoming responsible tourists who look for eco-
friendly, sustainable practices at the destinations with a craving for ethnicity in terms
of experiences and cuisine. Holistically, the statistical change observed in attitudes
although noticeable was minimal and this gives the notion that tourists were already
drawn towards local food even before experiencing agritourism. This stands true
especially in the fact that significant changes in attitudes occurred in items that
reflected the lowest scores. Therefore, results show that tourists who experience agri-
tourism but are not strongly connected to local foods have the tendency to develop a
positive attitude towards locavorism (example: ‘Positive environmental impact’ and
‘Safeguard agricultural landscape’).

Vacations are often taken with friends and/or family who are often involved in
the decision-making process about the choice of destination, food, leisurely activ-
ities, and other aspects related to the trip. Therefore, these individuals play a
strong role in influencing subjective norms during the process of experiencing
agritourism. Tourists tend to explore local food when being advised to do so or
pushed to do so. Further on, agritourism encourages interaction between tourists
and locals which can stand as proof for why results showed higher perceived
behavioural control post-experience. Evidence also shows that issues as such
proximity and price factors associated with local food can often be a barrier
between local food and tourists (Shi & Hodges, 2016). In retrospect, this study
found that irrespective of these factors, tourists increased their ‘perceived behav-
ioural control’ which proves that experiencing agritourism has the potential to
bring down negative perceptions regarding locavorism. There was a visible
increase in perceived responsibility on a personal level to get acquainted with
farmers at a better level and support local food which further validates the ability
of agritourism to bring together tourists and producers.

The results of our study shed light on the fact that agritourism experiences, espe-
cially direct contact with locally grown and produced food had considerable influence
on tourists’ likelihood to hike their budget following which they were more likely to
practice locavorism. Albeit the fact that price is one among the biggest barriers
between local food and tourists, results reveal that tourists were more than willing to
increase their tour budget to consume local food, and this is crucial for the sustain-
ability of local foods. Tourists, after experiencing agritourism showed interest in
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consuming local food, shop at local markets, eat at local restaurants, and check labels
on local products for the purpose of authenticity.

Therefore, this study paves the way to opening novel windows in the Indian agri-
tourism sector to promote spaces and dialogues to encourage tourists to bolster sus-
tainable local food systems (Bos & Owen, 2016) by means of bringing together
tourists and agritourism service providers in an inclusive and sustainable environ-
ment that offers the tourists’ an authentic and ethereal experience while providing
socio-economic benefits to the local economy. These results call for future research to
look for more attributes involved in the agritourism experience that can motivate tou-
rists to be more inclined towards locavorism.

From this, we suggest policy and practical implications by drawing the following
strategies to promote local food through agritourism:

1. Market and process local food through agritourism practices that will create a
direct link between consumers and farmers. Robust policies need to be put in
place by governments and local authorities to encourage the monitor activities
that link farmers with consumers.

2. Offer better access for consumers to tasty and nutritious local food while on leisure
by setting up regulated market spaces and stalls for sale of local foods and creation
of distribution networks through which farmers can supply raw materials to local
restaurants. Agritourism farms must be encouraged to prepare more local cuisines
for the tourists and offer them an experience beyond their expectations.

3. Promotion of LFS through agritourism helps in the creation of jobs and stable
income opportunities from a sustainable combination of agriculture and tourism.

4. The strategic blend of agriculture, tourism and local foods carry the potential to
strengthen financial capital and improve living conditions through the produc-
tion, promotion, and consumption of local food systems by farmers and consum-
ers through agritourism.

5. As it is evident that consumers look for taste, freshness, and related attributes in
local food, it is strategic to advertise and promote local food in an appealing manner
by creating an environment of learning for tourists to know more about local food,
its origin, its impact on the community, etc to increase consumers’ involvement in
local food consumption and develop ‘locavorism’ as a natural instinct.

6. Limitations

The major limitation of this study is that intentions, and not behaviour, have been
measured. Intentions are antecedents of behaviour (Conner & Armitage, 1998) and
are the next best alternative while measuring behaviour proves difficult. Albeit that,
studies in the future should conduct follow-up surveys to assess tourists’ future local
food consumption behaviour. Even though this study furnished proof showing the
impact of agritourism on tourists, little thought offered in different agritourism set-
tings such as aquaculture farms, wineries, guest cottages, trekking experiences, etc.
Given that India is a country with a diverse population, future studies may incorpor-
ate a longitudinal method of data collection to deepen the scope of the study that
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includes the long-term effect of agritourism experience on tourists’ actual behaviour
towards locavorism.

7. Conclusion

From academicians to local governments and farm owners to consumers, the practice
of agritourism and locavorism has been grabbing considerable attention over the last
few years. This study highlights that agritourism goes above and beyond the limits of
‘experience’ as it encourages tourists to practice locavorism throughout the tour by
providing a conscious and ethereal experience to further strengthen the LFS. The
empirical evidence reflects that experiencing agritourism has a significant impact on
the tourists’ food purchase and consumption patterns. As a contribution towards aca-
demic thirst, our study is the first of its kind to empirically examine the pre- and
post-behaviour of tourists towards local foods who experience agritourism in India.
From the strategic point of view, our study output generates practical strategies to
promote agritourism and associated activities among tourists. Based on the results,
findings, and strategies, agritourism enterprise owners can consider agritourism as
not just a tool to generate profit but also a channel to market agriproducts, especially
local food. Even with an increase in interest among consumers to view local food as
an option for a better lifestyle and a platform to offer support to the society, full-
fledged studies on locavorism in an agritourism context has not received much atten-
tion. Future studies can offer a more comprehensive structure of the dynamics that
go into a consumer’s decision-making process oriented towards consumption of local
food that will portray the way transition occurs from beliefs to action.
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