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Abstract 

This study aimed to identify relationships between variables by integrating green consumption value 

(GCV), attitude toward foods, and brand evangelism for farm-to-table (FTT) foods in the context of 

green food tourism. Moreover, the study aimed to provide insights into the travel behaviour of 

tourists. The study sample comprised 473 South Koreans who participated in FTT events held in a 

rural area. Data analyses consisted of confirmatory factor analysis and structural equation modelling. 

Data analyses showed that health value had the greatest influence on attitude toward FTT foods, 

followed by emotional value, environmental consciousness, quality value, and social value. 

Moreover, a positive relationship was found between attitude toward FTT foods, purchase intention, 

and positive and oppositional brand referrals. In particular, the importance of health value, 

environmental consciousness, and social value, and the relationship between the sub-variables of 

brand evangelism, was a finding that differed from previous food tourism studies. Understanding 

tourists' consumption value for FTT foods in the context of green food tourism is crucial for effectively 

measuring tourist behaviour. However, the relationship between GCV, attitude toward foods, and 

brand evangelism for FTT foods has not yet been investigated. Suitably, this study is the first attempt 

to discuss these tourist behaviours. 

Keywords: farm-to-table foods; green consumption value; attitude toward foods; brand evangelism 

 

1. Introduction 

Considering the growing demand for healthier and more environmentally friendly foods, farm-

to-table (FTT) has become increasingly important [1]. FTT is a social movement that was organized 

to provide economic benefits to local communities, reduce the climate and environmental impact of 

growing food for human consumption, and improve the nutritional value and taste of food at the 

point of consumption [2]. The FTT movement emerged in response to the boom in fast food culture, 

which was perceived as a threat to local food traditions [3]. FTT is a simple yet powerful concept that 

involves bringing fresh and seasonal ingredients straight from local farms to the table. The movement 

involves keeping activities close to home, celebrating the bounty of each season, and savouring the 

flavours of locally grown produce [1].  

The benefits of FTT practices include promoting sustainable agricultural practices and markedly 

reducing carbon footprints owing to FTT foods requiring shorter transport distances than those of 

food produced by corporate agriculture or imported from other countries [2]. FTT practices also 

strengthen local economies and provide tourists with fresher and healthier food options [4]. FTT 

practices treat food as both a subject and a medium for tourism, allowing tourists to experience the 

culture of a destination through food and drink. This form of tourism utilizes locally produced food 

and beverages to tell stories or convey specific aspects of local culture [5]. Accordingly, several 
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independent FTT organizations promote local artisans, farmers, and regional flavours through local 

events, such as tasting workshops, wine and food tastings, and farmers' markets [3]. Therefore, FTT 

practices simultaneously benefit tourists the local economy, and small farms [2]. Therefore, this study 

focuses on FTT foods as a green food tourism resource. 

Although food plays a role in the tourism industry, tourists have various needs and expectations 

regarding food consumption [6]. For the tourism and hospitality industries to effectively meet the 

culinary needs and wants of tourists, understanding destination-specific food-related consumption 

attitude and behaviour is crucial [7]. Therefore, investigating the importance of consumption value 

in shaping the attitude and behaviour of food tourists is crucial [8,9]. The theory of consumption 

value (TCV) proposed by Sheth et al. [10] provides insight into the motivations behind consumer 

consumption behaviour through consumption value [11]. TCV assumes that consumer preferences 

are influenced by multiple pre-consumption cues, namely the potential multidimensional 

consumption value of products or services [9,12]. These values also explain why customers favour 

specific products or decide not to purchase particular products or services [10]. Consumption value 

has also become a multi-dimensional entity utilized in food tourism literature [13]. Each dimension 

of consumption value enables predictions about the relationship between the choices and responses 

of tourists [11]. Furthermore, the more environmentally conscious the consumer, the more likely they 

are to purchase eco-friendly products that simultaneously protect the environment and develop 

green markets [14]. Based on the theory of reasoned action [15], De Silva et al. [16] argued that the 

extent to which consumers perceive the green benefits of a product and convert them into purchase 

intentions depends on differences in consumption value. They proposed environmental 

consciousness, status consciousness, and value-for-money consciousness as individual consumption 

value when purchasing green products. Subsequently, Chen and Peng [17] analysed consumer 

purchase behaviour toward green hotels by applying the three factors proposed by De Silva et al. [16] 

to consider the influence of green consumption value. Therefore, this study proposes a green 

consumption value (GCV) theory that combines the theories of Sheth et al. [10] and De Silva et al. [16] 

in the context of green food tourism. 

The value-attitude-behaviour (VAB) theory proposed by Homer and Kahle [18] assumes that 

value possess unique dimensions and play a crucial role in the evolution of attitudinal and 

behavioural tendencies [19]. In the context of food tourism, consumption value is highly correlated 

with attitude [8,9,12,20]. Therefore, understanding the relationship between the multidimensional 

value perception and attitude of tourists toward FTT foods consumption in the context of green food 

tourism is important. Furthermore, attitude is a key antecedent of consumer intention, which in turn 

influences actual consumption behaviour [21]. Moreover, a substantial correlation between attitude 

and purchase intention (behavioural intention) has been observed [22]. This relationship between 

value, attitude, and behavioural intention is based on the VAB model, which describes the sequential 

relationships between constructs [18,23]. 

Matzler et al. [24] argued that focusing solely on word-of-mouth fails to capture customer 

behaviour and their power to persuade others about their preferred brands. Brand evangelism has 

emerged as an important concept in consumer-brand relationship research [25]. Brand evangelism 

refers to actively and enthusiastically promoting a brand and persuading others to engage with the 

brand [26]. Although some similarities exist between the definitions of brand loyalty and brand 

evangelism, many believe that the terms are distinct [27]. Although both evangelism and loyalty 

require an emotional attachment between a customer and a product/brand, evangelism requires a 

much stronger bond [28]. Brand evangelism influences customers and provides financial benefits to 

companies by outperforming traditional word-of-mouth advertising [29]. Moreover, brand 

evangelism is an intense form of brand-related behaviour, including brand purchase intention, 

providing positive referrals regarding the brand, and issuing disparaging comments about opposing 

brands [30]. Therefore, in-depth research exploring multidimensional GCV, attitude toward food, 

and factors leading to brand evangelism is required. 
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Recognizing the food-related behaviours of tourists is essential for effective marketing strategies 

[31]. Consuming local food evokes emotional, epistemological, functional, and sociological responses 

that motivate tourists to visit, revisit, and recommend destinations to others [20]. Moreover, TCV-

based studies [8,9,11,12] have investigated the relationship between tourists' multidimensional 

consumption values, attitude, and behavioural intention toward local food. Previous studies have 

recognized the significance of motivations in analysing tourists' local food consumption behaviour; 

however, these studies have focused more on specific types of cuisine or festivals [20]. The complex 

interactions between consumption value for green local food and tourist behaviour remain 

unexplored. In addition, in the context of green food purchases, previous studies used TCV [32], 

Haws et al. [33]'s green consumption values [34], and VAB [19] that were modified according to the 

studies and used as single or multidimensional. However, these studies fail to reflect consumer 

environmental consciousness. To overcome this limitation, this study proposes a GCV by adding 

environmental consciousness to TCV.  

Brand evangelism, where customers become enthusiastic advocates and promoters of a brand, 

is a crucial behavioural variable for achieving long-term success [35]. However, few studies have 

applied brand evangelism from a food consumption value perspective. To fill this research gap, this 

study aims to identify the relationships among variables by integrating the GCV, attitude, and brand 

evangelism of tourists toward FTT foods in the context of green food tourism. This study design is 

not found in previous studies. These results will provide insights into the GCV of tourists toward 

FTT foods and their tourism behaviour. Therefore, the GCV, which broadens the TCV used in existing 

tourism literature, makes a theoretical contribution to food tourism literature. Furthermore, this 

study highlights the importance of FTT foods as a tourism resource and provides stakeholders in 

relevant fields with powerful practical implications that guide the development of destination 

marketing strategies. 

2. Literature Review and Hypotheses 

2.1. Green Consumption Value  

The TCV introduced by Sheth et al. [10] has been widely applied in marketing and consumer 

behaviour, suggests that consumer perceived value determines purchase decisions, product type 

selection, and brand selection. Therefore, this theory explains why customers prefer certain products 

and prefer one product type over another [11]. Specifically, the TCV has been applied in studies 

[19,32,36,37] investigating the factors influencing choice behaviour for green and organic foods. The 

theory has also been used to understand tourist purchasing behaviour in green hotels and restaurants 

[37,38]. In a green context, consumption value is the overall appraisal of the net benefit of a product 

or service between what is received and what is given based on the environmental desires, 

sustainable expectations, and green needs of the consumer [39]. Furthermore, in the context of food 

consumption, GCV refers to an individual's desire to consume foods that meet their expectations in 

terms of the environment and sustainability [34]. Thus, GCV is considered an important factor that 

guides consumer behaviour and preferences for green goods and services [40]. 

TCV assumes that consumer choice behaviour is influenced by multiple consumption values, 

such as functional, social, emotional, epistemic, and conditional value, each of which contributes 

differently [8]. First, functional value is the perceived utilitarian value of green products or services, 

which provide economic or tangible benefits [39]. The definition of functional value is broad; 

therefore, the term has been conceptualized interchangeably as quality and price value, and other 

specific functional or utilitarian characteristics (e.g., health benefits) [8]. Quality value reflects sensory 

attributes, such as taste, appearance, and freshness of food, whereas health value encompasses food 

safety, nutrition, and healthful attributes [41]. Consumers are willing to pay a premium for green 

products to maintain personal and social benefits. However, this must be accompanied by quality 

maintenance [38] because consumers desire high-quality food at a reasonable price [39]. Second, in 

the context of green products, social value is the perceived net utility gained from consuming green 
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products, driven by social pressure or status enhancement [37]. Social values that motivate green 

food purchases include consumer self-image, such as social approval and self-identity, and utilitarian 

motivations, such as reducing environmental pressure, supporting local farmers, and animal welfare 

[41]. Furthermore, social value is also related to interpersonal interactions [9]. Choe and Kim [8] 

explain that an important travel experience for tourists is enjoying food in a natural environment 

while interacting with friends and relatives. Third, emotional value is the perceived net utility 

derived from a product's ability to evoke emotions or affective states [10,37]. Tourists consume food 

for energy and emotional enjoyment. In particular, when choosing to consume local foods that 

deviate from their usual diet, tourists often expect to receive positive emotional benefits [8]. Fourth, 

epistemic value is the perceived usefulness of a product's ability to stimulate curiosity and novelty, 

or satisfy the need for knowledge [10,41]. Consuming green products stimulates novelty and 

curiosity in consumers and satisfies their need for knowledge [38]. Furthermore, curiosity, novelty, 

and knowledge is enhanced by travelling to other regions, and consuming local food is particularly 

likely to provide epistemic value [8]. Fifth, conditional value is the perceived utility acquired by an 

alternative due to the specific situation or set of circumstances facing the choice maker [38]. These 

specific situations include the availability of subsidies or discounts on green products, easy and 

nearby availability of green products, and the purchase of the green product under worsening 

environmental conditions [37].  

Consumer concerns for the environment and nature appear to be a key antecedent of green 

consumption because individuals tend to view environmental issues [23], such as global warming 

and climate change, differently based on their beliefs and values [17]. De Silva et al. [16] applied 

environmental consciousness, status consciousness, and value-for-money consciousness as 

consumption values to identify the relationship between a product's green benefits and consumer 

purchase intentions. Environmental consciousness is an individual's desire to protect and preserve 

the environment and represents environmentally-related intentions [16]. Status consciousness is a 

consumer's desire to enhance their status and social image by purchasing eye-catching products [17]. 

Value for money reflects a concern for paying low prices, subject to some quality constraints [16]. 

Status consciousness aligns with social value in TCV, and value for money is identical to price value. 

Therefore, the key variables of GCV applied in this study were adjusted to fit the FTT context by 

adding environmental consciousness to TCV. Based on recent research on eco-friendly and food 

tourism, this study ultimately included environmental consciousness as well as quality, health, price, 

social, emotional, and epistemic value in the GCV of tourists. 

2.2. Relationship Between Green Consumption Value and Attitude Toward FTT Foods 

Attitude is the degree to which an individual evaluates or judges a behaviour favourably or 

unfavourably and is an accurate predictor of the intention to perform a specific behaviour [42,43]. In 

a green context, attitude is the extent to which consumers hold favourable or unfavourable feelings 

toward environment-related issues [44]. Specifically, attitude refers to evaluations of specific green 

products or behaviours, such as choosing green products, visiting green hotels, or choosing organic 

food [45]. The reasons for tourists choosing a destination's local food include a desire for fresh and 

delicious food, support for the local community, environmental protection, and health benefits [46]. 

In this regard, considering food value is a useful approach for evaluating studies on consumer 

decision-making processes related to food [46]. 

In the context of food tourism and green, previous studies have concluded that consumption 

value influences consumer attitudes and environmental behaviours. The quality of tourists' dining 

experiences, particularly the taste of the food, sensory aspects of the food, and the variety and quality 

of the food event, are fundamental in shaping positive attitudes [8]. Additionally, food taste, quality, 

and health value contribute to forming a more favourable impression and image of a tourist 

destination and increase positive food tourism behaviour [11]. Similarly, taste, safety, health, and 

morality are key value evaluations that drive organic food purchases compared with those of 

conventional foods [47,48]. 
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Although food quality is assessed based on taste, freshness, and presentation, perceptions of fair 

or affordable prices also positively influence consumer associations [46]. Furthermore, price is crucial 

for healthy food purchase decisions, as consumers simultaneously evaluate price and quality when 

making purchase decisions [49]. In the context of food tourism, several studies [12,20,50] have 

identified price as a prerequisite for attitude toward food.  

Consumers driven by social values choose products that reflect the norms of their friends and 

peers or convey the social image they wish to project [8,10]. This involves social perception, pressure, 

and approval, which are shaped by interpersonal interactions that drive product choice [19,51]. Social 

value is derived from consumption, whereas traveling has been identified as a crucial antecedent of 

individual attitudes and behaviours in hospitality and tourism contexts [9,12]. Simply, the more an 

individual's evaluation of local food consumption consistently aligns with their personal values, the 

more favourable their attitude toward the food served in that restaurant will be [46]. 

Emotional value plays a crucial role in shaping tourists' attitudes toward a destination. 

Emotional value determines whether consumers are satisfied with their dining experiences during 

and after their trip and predicts their likelihood of revisiting the destination in the future [9]. 

Furthermore, in the realm of green consumption, emotional value plays a crucial role in consumer 

decision-making processes [52]. According to Gupta et al. [20], the emotional value of food served in 

Delhi is particularly emphasized because it can considerably alter perceptions of Persian food as a 

tourist attraction. 

Epistemic value is associated with curiosity and novelty, which satisfies the need for knowledge 

[10,49]. The epistemic value substantially influences tourists' food experiences at destinations [53]. 

According to Choe and Kim [8], epistemic value stimulates tourists' interest in learning about the 

local culture. Furthermore, epistemic value is more important in other Asian and Western groups 

than in Chinese groups. Therefore, epistemic value is a crucial prerequisite for shaping tourists' 

positive cognitive responses and attitudes [11]. 

Environmental consciousness has become a human value that reflects an individual's 

perception, value judgment, and beliefs in minimizing environmental damage [14]. Therefore, 

individuals with a high level of environmental consciousness demonstrate greater environmental 

commitment attitudes [54]. Furthermore, consumers are more willing to purchase green products 

with fewer harmful impacts on society [55]. In certain contexts, such as ecotourism, tourists' 

environmental concerns substantially influence the specific context in which human concerns are 

activated [54]. Existing studies agree that environmental consciousness directly influences tourists' 

attitudes and decision-making processes toward local food. According to Shin et al. [43], consumers 

who are concerned about environmental issues and have good knowledge of environmental impacts 

have a positive attitude toward visiting local restaurants. Based on the existing discussion, the 

following hypotheses are proposed: 

Hypothesis 1a (H1a). Quality value has a positive effect on attitude toward FTT foods. 

Hypothesis 1b (H1b). Health value has a positive effect on attitude toward FTT foods. 

Hypothesis 1c (H1c). Price value has a positive effect on attitude toward FTT foods. 

Hypothesis 1d (H1d). Social value has a positive effect on attitude toward FTT foods. 

Hypothesis 1e (H1e). Emotional value has a positive effect on attitude toward FTT foods. 

Hypothesis 1f (H1f). Epistemic value has a positive effect on attitude toward FTT foods. 

Hypothesis 1g (H1g). Environmental consciousness has a positive effect on attitude toward FTT 

foods. 
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2.3. Relationship Between Attitude toward FTT Foods and Purchase Intentions of Brand Evangelism 

The concept of evangelism has transcended its religious origins and gained prominence in 

business and marketing, particularly during the Internet boom of the late 1990s [56]. Matzler et al. 

[24] described brand evangelism as a more active and dedicated way to spread positive opinions and 

enthusiastically persuade others to engage with a brand [30]. In marketing, brand evangelism has 

birthed brand evangelists [56] that freely and passionately spread positive information, emotions, 

and ideas about a particular brand to influence the consumption behaviour of others [27]. Brand 

evangelism, rooted in persuasive missionary elements, is an extreme form of word-of-mouth that 

goes beyond simply talking about a preferred brand [30,57]. Simply, brand evangelism 

simultaneously spreads positive word-of-mouth and discourages others from purchasing competing 

brands [27]. Brand evangelism differs from traditional brand advocacy because it involves a deeper 

emotional investment and missionary-like passion that fosters extreme loyalty extending beyond the 

transactional relationship [58]. Therefore, brand evangelism generates a greater and more effective 

customer response than word-of-mouth [25]. 

Becerra and Badrinarayanan [30] adopted a multidimensional approach by characterising brand 

evangelism into three dimensions: brand purchase intention, positive brand referrals, and 

oppositional brand referrals [58]. From a pro-environmental perspective, purchase intention is the 

ability and desire of a consumer concerned about environmental issues to choose a green product 

instead of a conventional product [59]. Positive brand endorsement is an active behavioural support 

for a brand by spreading favourable opinions and recommendations and actively persuading others 

to use the brand [25,58]. Oppositional brand referrals is a negative opinion of a competing brand, 

thereby implying negative feelings toward the competing brand stemming from loyalty to a specific 

brand [60].  

Attitude is a powerful indicator of consumer intentions and behaviours, and people with 

positive attitudes toward a particular behaviour are more likely to engage in that behaviour [21,61]. 

Similarly, tourists' positive attitudes toward food services/products are generally associated with 

positive behavioural intentions [12]. Specifically, tourists who have positive experiences with local 

cuisine are more likely to try local food again and recommend it to others [11]. Most studies have 

found that attitudes toward food influence behavioural intentions. Ryan and Cassidy [21] and 

Kamboj and Kishor [19] applied the rarely used VAB model to explore organic food consumption 

behaviour and identify the relationships between variables. In the context of food tourism, attitude 

toward food has also been reported as an important antecedent of behavioural intention [8,9,11,20]. 

Mohammad et al. [11] found that consumption and experiential value strengthen attitudes toward 

local foods and enhance behavioural intentions. Therefore, the following hypothesis was proposed: 

Hypothesis 2 (H2). Attitude toward FTT foods has a positive effect on purchase intention. 

2.4. Relationship Between Sub-Variables in Brand Evangelism  

In today's competitive and saturated business environment, brand evangelism has become an 

organization's most important tool [35,57]. In the tourism context, destination evangelism refers to 

the passionate promotion and advocacy of a specific destination, driven by strong personal or cultural 

attachments and the desire to share positive experiences [56] . Theoretical and empirical insights into 

tourism and green fields support the importance of brand evangelism [58]. Sohaib et al. [62] explored 

the role of nature-based solutions in green hotels and found that mental health, green brand attitude, 

green brand loyalty, and emotional well-being considerably impacted brand evangelism. According 

to Li et al. [55], green purchasing intention has the most notable impact on brand evangelism; hence, 

investing in evangelists who spread green messages is required to improve environmental 

sustainability. 

Strong correlations have been found between the subfactors of brand evangelism, as consumers 

prefer to purchase specific branded products and services and communicate with other consumers 

[55]. Becerra and Badrinarayanan [30] found that purchase intention was a crucial antecedent of both 
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positive brand referrals and oppositional brand referrals. They argued that consumers with strong 

purchase intent were more likely to become voluntary salespeople and engage in behaviours that 

benefit the brand. According to Maduranga Arachchi and Samarasinghe [63], consumers with strong 

purchase intentions are more likely to purchase a brand, provide positive recommendations, and 

persuade others to not purchase competing brands. They argued that purchase intentions 

simultaneously predict actual purchase behaviour and serve as key factors in converting consumers 

into brand activists. Swimberghe et al. [64] suggest that customers can evangelize for a restaurant by 

inviting other customers, sharing positive experiences, and revising negative customer reviews. 

Accordingly, the following hypotheses are proposed: 

Hypothesis 3 (H3). Purchase intention has a positive effect on positive brand referrals. 

Hypothesis 4 (H4). Purchase intention has a positive effect on oppositional brand referrals. 

All the hypotheses are in the research model, depicted in Figure 1. 
 

 

Figure 1. Research model. 

3. Methodology  

3.1. Research Instrument 

All variables in this study were adopted from existing literature and measured with items 

modified to fit the context of FTT foods. The thirty-one items of GCV were cited from Choe and Kim 

[8], Woo and Kim [32], Roh et al. [39], Chen and Peng [17], and Gupta et al. [20]. These included 

environmental consciousness, as well as quality, health, price, social, emotional, and epistemic value. 

The four items of attitude toward FTT foods were cited from Woo and Kim [32] and Kamboj and 
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Kishor [19]. The nine items of brand evangelism were cited from Woo and Kim [32] and Guanqi and 

Nisa [26]. These items included purchase intention), positive brand referrals, and oppositional brand 

referrals. The measured items were used on a 5-point Likert-type scale ranging from strongly 

disagree (1) to strongly agree (5). 

3.2. Sampling and Data Collection 

The study population comprised domestic tourists who had visited other regions of Korea for 

food tourism purposes. Among the population, domestic tourists aged 20 years or older who had 

participated in FTT events held in a rural area within the past three months during their food tourism 

experience were selected. An FTT event is a tourism event that allows consumers to visit farms that 

grow agricultural products using eco-friendly farming methods and experience farm dining and 

various other experiences. Data collection was conducted online by ENTRUST, a global online 

research company, from April 1 to 30, 2025. Respondents were administered two screening questions 

before being invited to participate in interviews: “Do you know about FTT?” and “Have you 

participated in an FTT event and had a dining experience within the past three months?” The survey 

was terminated if the respondent answered “No” to either question. Of the 8,000 respondents, 512 

answered “Yes” to both questions. The research company explained the purpose of the study to the 

512 respondents and obtained their informed consent before conducting the survey. Of the 512 

questionnaires collected, 473 valid questionnaires were used for analysis after removing incomplete 

and unusable responses.  

The demographic characteristics of the sample were examined and specified as follows:47.6% of 

the respondents were male and 52.4% were female; 9.5% of the respondents were between 20 and 29, 

17.3% were between 30 and 39, 25.8% were between 40 and 49, and 28.5% were between 50 and 59 

years old. The majority of the respondents (51.6%) had obtained at least four-year university degree; 

37.8% had an average monthly income of USD 5000–5999, 30.9% between USD 4000–4999, and 14.8% 

between USD 3000–3999. Lastly, 40.0% were office workers, 33.0% were professionals, and 15.2% 

were self-employed. 

3.3. Data Analysis 

SPSS 25.0 and AMOS 25.0 were used for data analysis. The two-step approach (measurement 

model and structural model assessment) of Anderson and Gerbing [65] was used for hypothesis 

testing. First, confirmatory factor analysis (CFA) was performed to test the adequacy of the 

measurement model and to evaluate convergent and discriminant validity. Thereafter, structural 

equation modelling (SEM) was performed to test the hypotheses among the 11 constructs proposed 

in the research model. 

4. Results 

4.1. CFA of the Measurement Model 

The fit of the measurement model was assessed via CFA. Seven common model fit measures, 

including χ2/df < 3, GFI > 0.90, RMSEA < 0.08, RMR < 0.08, NFI > 0.9, IFI > 0.9, and CFI > 0.9, were 

used to estimate the measurement model fit (Hair et al., 2016). Table 1 shows the CFA results. The 

measurement model fit the data (χ2 = 1475.587, df = 781, χ2/df = 1.889, RMR = 0.032 GFI = 0.878, NFI = 

0.868, IFI = 0.933, CFI = 0.932, and RMSEA = 0.043). The reliability of the constructs was evaluated 

using Cronbach’s Alpha (α) scores, which ranged between 0.694–0.890, which is above the value of 

0.7 for basic requirements [66]. Additionally, the measurement model was evaluated to verify the 

convergent validity and discriminant validity. First, the average variance extracted (AVE) of the 

constructs ranged from 0.590 to 0.789, which was greater than the minimum threshold of 0.50 

suggested by Hair et al. [67]. In addition, the composite reliabilities of the constructs were greater 

than 0.70, indicating that all constructs of the model had acceptable internal consistency. Therefore, 

convergent validity was achieved for each construct [67] (see Table 1). Second, to evaluate 
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discriminant validity, the AVE for each construct was compared with the squared correlation 

coefficients for the corresponding constructs. The AVE for each construct was higher than the squared 

correlation coefficients for its corresponding constructs (see Table 2), thereby supporting 

discriminant validity [68]. 

Table 1. Measurement model assessment. 

Variables and Items SL CR AVE 

Quality value (QUV) (α=0.863)  

FTT foods provide a high standard of quality. 0.808 0.903 0.700 

FTT foods provides good quality ingredients. 0.818   

FTT foods are tasty. 0.761   

FTT foods are prepared from fresh and aromatic ingredients. 0.735   

Health value (HEV) (α=0.849)  

FTT foods are hygienic. 0.829 0.936 0.789 

FTT foods make me healthy. 0.803   

FTT foods are safe. 0.889   

FTT foods provide good nutrition. 0.611   

Price value (PRV) (α=0.871)  

FTT foods are reasonably priced. 0.812 0.881 0.651 

FTT foods offer value for money. 0.895   

FTT foods are a good product for the price.  0.792   

The ingredients from this farm are relatively cheaper than those 

from regular markets. 

0.696   

Social value (SOV) (α=0.890)  

Experiencing FTT foods help me to feel acceptable. 0.660 0.910 0.629 

Experiencing FTT foods improve the way that I am perceived. 0.744   

Experiencing FTT foods make a good impression on other 

people. 

0.753   

Experiencing FTT foods gives me prestige. 0.792   

My friendship or kindship with my travel companion has 

increased while experiencing FTT foods. 

0.760   

Experiencing FTT foods helps me to interact with the people I 

travel with. 

0.747   

Emotional value (EMV) (α=0.839)  

FTT foods can make me feel happy. 0.649 0.900 0.644 

FTT foods can give me pleasure. 0.723   

FTT foods make me feel excited. 0.745   

FTT foods make me crave it. 0.716   

FTT Foods make me feel relaxed. 0.699   

Epistemic value(EPV) (α=0.796)     

I would research FTT foods well before purchasing them. 0.642 0.866 0.618 

I’m interested in learning more about FTT foods. 0.700   

I enjoy looking for new and unique foods. 0.738   

Before purchasing FTT foods, I would conduct a 

comprehensive search of all accessible possibilities. 

0.732   

Environmental consciousness (ENC) (α=0.795)    
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Strict global measures must be taken immediately to halt 

environmental decline. 

0.707 0.887 0.666 

While experiencing FTT foods, I realized that the environment 

is one of the most important issues facing society today. 

0.736   

Unless each of us recognizes the need to protect the 

environment, future generation will suffer the consequences. 

0.735   

While experiencing FTT foods, I realized that a substantial 

amount of money should be devoted to environmental 

protection. 

0.696   

Attitude toward FTT food (α=0.786)    

Experiencing FTT foods is a valuable behavior. 0.628 0.895 0.681 

Experiencing FTT foods is a beneficial behavior. 0.716   

Experiencing FTT foods is a good idea. 0.726   

I have a positive attitude toward FTT foods. 0.702   

Purchase intention (PUI) (α=0.749)    

I attend this event again and will purchase FTT foods because 

it is environmentally friendly. 

0.615 0.873 0.700 

I will participate in other FTT events to experience more 

diverse FTT foods.  

0.834   

I will visit my local FTT restaurants due to environmental 

concern. 

0.708   

Positive brand referrals (PBR) (α=0.714)     

I will spread positive word of mouth about FTT foods and 

restaurants. 

0.757 0.825 0.613 

I would recommend FTT foods and restaurants. 0.629   

If my friends are looking for a restaurant, I will tell FTT 

Restaurant them. 

0.601   

Oppositional brand referrals (OPR) (α=0.701)  

I tell my friends not to visit to regular restaurants if possible. 0.732 0.742 0.590 

I would likely spread negative word of mouth about regular 

grocery stores or restaurants. 

0.688   

Note: SL, standard loading; CR, composite reliability; AVE, average variance extracted. 

Table 2. Correlations of analysis between the variables. 

Variabl

e 

1 2 3 4 5 6 7 8 9 410 11 

1. QUV 0.837           

2. HEV 0.346 0.888           

3. PRV -0.228 -0.176 0.807         

4. SOV 0.654 0.395 -0237 0.793        

5. EMV 0.424 0.438 -0.237 0.547 0.802       

6. EPV 0.431 0.275 -0214 0.485 0.431 0.786      

7. ENC 0.452 0.315 -0.217 0.490 0.439 0.515 0.816     

8. ATT 0.519 0.608 -0.226 0.556 0.537 0.364 0.427 0.825    

9. PUI 0.308 0.443 -0.163 0.375 0.446 0.260 0.361 0.510 0.837   

10.PBR 0.406 0.393 -0.255 0.472 0.432 0.437 0.545 0.494 0.405 0.783  

11.OBR 0.370 0.227 -0.208 0.431 0.285 0.376 0.511 0.277 0.245 0.362 0.768 
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Mean 3.644 3.976 2.459 3.489 3.921 4.043 3.823 3.878 3.930 3.827 3.642 

S.D. 0.694 0.552 0.821 0.691 0.583 0.616 0.575 0.518 0.551 0.556 0.730 

Notes: 1) Diagonal elements show the square root of AVE. 2) Below the diagonal is the corresponding correlation 

coefficient. 3) All correlation coefficients were significant at the 0.01 level. 

4.2. Structural Model Hypothesis Testing and SEM  

To test the hypotheses established using the SEM path coefficients, the fit of the structural model 

describing the relationships among constructs was assessed. The model fit indices were χ² = 1591.024, 

df = 797, p = 0.000, χ²/df = 1.996, RMR = 0.036, GFI = 0.867, NFI = 0.857, IFI = 0.923, CFI = 0.923, and 

RMSEA = 0.046, thus meeting the standard assessment criteria. The result of each hypothesis test 

describing the causal relationship between any pair of constructs is presented in Table 3. Quality 

value (β=0.177, p=0.000), health value (β=0.364, p=0.000), social value (β=0.176, p=0.006), emotional 

value (β=0.240, p=0.000) positively and significantly influenced attitude toward FTT foods. Thus, H1a, 

H1b, H1d, H1e, H1g were supported. In contrast, price value (β=-0.036, p=0.291) and epistemic value 

(β=0.034, p=0.518) did not significantly influences attitude toward FTT foods. Thus, H1c and H1f were 

not supported. Attitude toward FTT foods (β=0.962, p=0.000) positively and significantly influenced 

purchase intention. Thus, H2 was supported. Purchase intention positively and significantly 

influenced positive brand referrals (β=0.798, p=0.000), and oppositional brand referrals (β=0.555, 

p=0.000). Thus, H3 and H4 were supported.  

Table 3. Results of the structural model analysis. 

Hypotheses β t-value Decision 

H1a QUV → ATT 0.177 3.204** supported 

H1b HEV → ATT 0.364 7.710** supported 

H1c PRV → ATT -0.036 -1.055 not suppoerted 

H1d SOV → ATT 0.176 2.735** supported 

H1e EMV → ATT 0.240 4.235** supported 

H1f EPV → ATT 0.034 0.647 not supported 

H1g ENC → PUI 0.229 4.029** supported 

H2 ATT → PUI 0.962 7.322** supported 

H3 ATT → PBR 0.798 7.252** supported 

H4 ATT → OBR 0.555 6.104** supported 

Note: **p<.01. 

5. Discussion  

The results of the data analysis, first, quality value positively influenced attitude toward FTT 

foods. These results support previous studies in which tourists visiting a specific region developed 

favourable attitude toward local food that they perceived to have good taste or quality value [8,12,20]. 

Therefore, in the context of FTT food consumption, food quality is an important part of tourists' 

consumption value, similar to non-green food. 

Second, health value positively influenced attitude toward FTT foods. This indicates that food 

made from agricultural products grown on local farms was perceived as healthy and safe by tourists 

and played a key role in forming positive attitude. These results support those of previous studies 

which found that overall evaluations of local food were influenced by their health value [12,20].  

Third, although price value was non-significant, it had a negative effect on attitude toward food. 

However, because the mean value for price was below the median, price and attitude toward food 

could be interpreted as having a positive relationship. This finding supports those of previous studies 

[12,20,50]. Hence, tourists who attended the FTT event may have believed that the prices of the FTT 

foods were reasonable. 

Fourth, social value positively influences attitude toward FTT foods. Surprisingly, this finding 

contradicts those of previous studies [8,20,50]. Choe and Kim [8] found that Westerners emphasized 
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the pleasure of enjoying local food and interacting with friends and relatives in Hong Kong. Gupta 

et al. [20] found that different tourism products may be associated with different prestige levels 

depending on the visitor's cultural background, and this background may or may not be associated 

with local food. This study found that tourists gained prestige and strengthened their friendships 

with their companions through FTT food experiences. This result is interpreted as being unrelated to 

the cultural and ethnic background issues discussed in a previous study [20], as the tourists who 

participated in the green FTT event were Korean. 

Fifth, emotional value positively influenced attitude toward FTT foods. This finding supports 

those of previous studies [8,12,20]. This indicates that tourists can experience happiness, enjoyment, 

and positive emotions while eating FTT food. Gupta et al. [20] also highlighted that the emotional 

value of cuisine served in Delhi, India, as a tourist attraction, could markedly alter visitors' 

perceptions of Persian foods. 

Sixth, epistemic value did not significantly influence attitude toward FTT foods. This result 

contradicts the findings of a previous study in which tourists valued food in Hong Kong because it 

stimulated their interest in learning about the local culture [8]. However, FTT food events and 

restaurants are not yet active in South Korea. Therefore, FTT events do not satisfy tourists' intellectual 

needs. 

Seventh, environmental consciousness positively influenced attitude toward FTT foods. This 

implies that tourists' environmental consciousness is further strengthened when eating FTT green 

foods. These results were consistent with those of a previous study that revealed that Americans with 

high environmental awareness and concern tended to visit restaurants that use local ingredients [43]. 

Eighth, attitude toward FTT foods positively influenced purchase intention. This supports 

previous studies [11,19,21,69] that identified attitude as a major antecedent of purchase and visit 

intention in the context of general food tourism and green food purchases. This implies that tourists 

who develop favourable attitudes toward FTT foods are more likely to reattend FTT events or visit 

FTT restaurants in their residential areas. 

Ninth, purchase intention positively influences positive brand referrals and oppositional brand 

referral. This implies that tourists who develop a heightened purchase intention toward FTT foods 

during green food tourism will likely spread strong word-of-mouth about FTT foods and restaurants 

and may exhibit strong anti-brand behaviour toward non-green food or restaurants.  

5.1. Theoretical Implications  

First, green tourism advocates for minimizing local environmental damage and promoting 

cultural benefits for local residents [70]. Furthermore, local green tourism creates new jobs, improves 

the quality of life for local residents, preserves natural and cultural values, and creates new 

recreational and leisure spaces [71]. Despite the importance of green tourism, previous studies 

[8,9,12,20] identified relationships between consumption value and tourist behaviour variables. 

However, these studies neglected the green dimension. To fill this research gap, this study focused 

on FTT foods in the context of green food tourism and investigated tourists' perceived consumption 

values and behaviours. Therefore, this study is academically crucial in that it expands the subject 

matter and scope of the study, unlike previous studies that conducted food tourism research using 

general local food.  

Second, to address the limitations of the aforementioned studies, a literature review was 

conducted and the study proposed a new GCV that adds environmental consciousness to the TCV 

(quality, health, price, social, and epistemic value) proposed by Sheth et al. [10]. Furthermore, the 

study verified the fit of the research model by integrating it with other variables (attitude toward FTT 

foods, purchase intention, positive brand referrals, and oppositional brand referrals). This theoretical 

GCV framework, which broadens TCV, can be applied in future green food tourism and green food 

purchasing. Therefore, this study theoretically contributes to the literature. 

Third, brand evangelism, a type of advanced marketing in which consumers voluntarily 

participate in green brand promotion, was applied as a dependent variable to measure the behaviour 
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of powerful tourists. In some studies [35,56,62] that applied brand evangelism in the tourism and 

hospitality sector, brand evangelism was structured as a single dimension. Moreover, previous 

studies [8,9,12,20,50] identified relationships among variables with consumption value, attitude, and 

behavioural intention as key pathways. However, this study included brand evangelism as purchase 

intention, positive brand referrals, and oppositional brand referrals to verify tourists’ strong loyalty. 

Ultimately, in the context of green food tourism, this study designed a model that integrated GCV 

with FTT foods, attitude toward foods, and brand evangelism and identified the relationships among 

the variables. This design is a novel attempt that cannot be found in previous TCV-based food 

tourism studies. 

5.2. Practical Implications  

First, the health benefits perceived by FTT event participants should be prioritized. Considering 

that farms already cultivate their produce using eco-friendly methods, event planners should 

emphasize the health benefits when promoting events. Additionally, farm restaurants should also 

provide menu and ingredient descriptions and nutritional information to ensure that tourists fully 

perceive the health benefits while dining. FTT events, which are primarily held in rural areas, are a 

valuable resource for both farmers and local tourism. Local governments should establish policies 

that ensure the health and quality of FTT foods. Such policies include the introduction of farm 

restaurant certification systems where local restaurants that use a certain percentage of ingredients 

are officially certified as farm restaurants. In addition, local governments can provide promotional 

opportunities, tax incentives, and priority access to public procurement in certified restaurants. Local 

governments should actively promote FTT food and farm restaurant certifications to revitalize the 

local economy through FTT events. 

Second, FTT events should evoke pleasant emotions in tourists, and FTT restaurants should 

strive to improve the taste and quality of their food products. These restaurants should develop 

unique menus utilizing healthy farm ingredients and local specialties, ultimately offering a dining 

experience unmatched by popular urban restaurants. Additionally, FTT events should plan and offer 

a variety of farm experience programs beyond dining. For example, participating in simple farm 

work or participating in the growth of vegetables and grains could be beneficial programs. 

Accordingly, this study also proposes programs that involve cooking using healthy ingredients and 

making of traditional South Korean sauces. In particular, if the healthy cooking program includes 

dishes that tourists can make at home, they will naturally continue to purchase the farm's produce 

and strongly recommend it to others. To achieve this, farm managers will need to establish an online 

distribution system that allows them to communicate directly with consumers. These FTT experience 

programs will increase the interaction value of tourists by allowing them to spend enjoyable time 

with their companions (e.g., family, friends, lovers) and will also strengthen their willingness to 

participate again. To vitalize these programs, integrated local government policies are needed rather 

than simply hosting once-off FTT events at specific farm restaurants. Local governments should 

establish a local food tourism strategy that integrates local food, rural tourism, the restaurant 

industry, and cultural tourism and designate food tourism clusters based on local ingredients and 

traditional cuisine. 

Third, stakeholders should also inform tourists that consuming FTT foods increases their 

environmental contribution. For example, FTT foods minimize travel distance from farm to table, 

thereby reducing carbon emissions during transportation and contributing to a healthier planet. By 

promoting the use of locally sourced, indigenous ingredients, FTT foods promote biodiversity 

conservation and support the preservation of traditional agricultural practices, thereby contributing 

to ecosystem resilience. To achieve this, a consultative committee comprising local governments, 

tourism organizations, FTT restaurants, and farmer groups should be formed. This committee should 

establish sustainability criteria to assess local economic contributions and carbon footprint reduction. 

For example, legal protection of local ingredients should be strengthened through the 

implementation of geographical indications and local brand registration systems. These local 
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initiatives will help increase the environmental consciousness of tourists and raise awareness of the 

importance of FTT practices. These environmental contributions will also enhance tourist social 

value. 

6. Conclusions 

This study investigated the effect of tourists' GCV toward FTT foods on their attitude toward 

FTT foods, purchase intentions, positive brand referrals, and oppositional brand referrals in the 

context of green food tourism. The study clarifies how tourists’ GCV toward FTT foods influences 

their behaviour and reveals novel results that differ from those of non-green food tourism research. 

In particular, the health benefits of FTT foods strongly influenced tourists' attitude toward foods. In 

the context of green food tourism, emotional and quality value were also identified as important 

consumption values. However, social and epistemic values show contradictory results from previous 

studies. Additionally, the influence of environmental consciousness on attitude toward FTT foods is 

a novel finding that has not been investigated in previous studies. Although a few tourism studies 

[54,69] a moderating effect of environmental consciousness was found, this study confirmed its direct 

effect on attitude toward foods as a sub-factor of consumption value. These results demonstrate that 

the dimensions of value considered by tourists in green and non-green food tourism differ 

considerably. Positive purchase intentions shaped by attitude toward FTT foods positively influenced 

both positive and opposing brand referrals. To obtain strong brand evangelism from tourists, it is 

important to enhance attitude toward FTT foods by strengthening health, quality, social, emotional, 

and environmental consciousness. The novel findings of this study provide valuable insights for 

researchers and stakeholders in the local tourism industry. 

7. Limitations and Future Research 

This study presents the following limitations and future research directions. First, the data used 

in this study were only collected in South Korea, which may limit the generalizability of the results. 

Because the demand for FTT foods tourism may vary across countries, the applicability of the results 

to other countries is limited. Second, given the paucity of studies exploring consumption value in 

green food tourism, the initial variables of TCV and environmental consciousness were applied based 

on previous studies on local food tourism. This may limit the ability to understand the behaviour of 

tourists who experience FTT foods. In addition to these constitutive variables, other variables may 

influence tourists' attitude toward FTT foods and behaviours. Therefore, future researchers could 

gain more comprehensive insights by further modifying TCV to accommodate various green food 

tourism situations. 
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