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A B S T R A C T   

Food has become a crucial factor in attracting tourists to destinations. Providing tourists with 
satisfying food experiences has become a significant concern for tourist destinations. This study 
examines how tourists’ food experiences contribute to their subjective well-being. After con-
ducting a questionnaire survey of 360 tourists who experienced Zibo barbecue food, and 
analyzing the data using structural equation modeling, it was found that: tourists’ food sensory 
experience, service experience, and environmental experience positively affect their satisfaction 
and subjective well-being; The effect of these experiences on tourists’ satisfaction is mediated by 
tourist attitude; Tourist attitude and satisfaction play a chain mediating role in the effect of 
sensory experience, service experience, and environmental experience on tourists’ subjective 
well-being. The research findings help to deepen the understanding of the relationship between 
food tourism experience and subjective well-being, enrich the theoretical research on food 
experience and tourists’ well-being, and have insightful significance for the development and 
construction of other tourist destinations.   

1. Introduction 

During this year’s May Day holiday, Zibo, Shandong Province, China, became a popular destination for tourists seeking to taste its 
barbecue food. According to data from “Travel China", during the “May Day" period, the number of accommodation bookings in Zibo 
increased by 800 % compared to the same period in 2019, and the number of travel orders increased by more than 2000 % compared to 
the same period in 2019. During the first day of the May Day holiday, tickets for the high-speed train from Beijing South to Zibo sold 
out in just 1 min. As a result, Zibo has quickly become one of the most of popular scenic spots in China. Zibo, a national historical and 
cultural city and old industrial base in China, has a long history. In response to resource depletion, it is striving to change its economic 
development model and achieve sustainable growth. The Zibo Municipal Government has identified tourism as a key driver for 
development [1]. Zibo has average tourism resources, yet it attracts a higher number of tourists compared to cities with richer tourism 
resources. This issue has been a long-standing and highly debated topic in the academic community. This phenomenon has prompted 
the academic community to consider what has made Zibo so appealing to tourists and what lessons can be learned from its success. Can 
the Zibo model be replicated in other cities with limited tourism resources? This raises the questions of what the Zibo barbecue food 
experience can offer tourists. Can it enhance their quality of life and subjective well-being? Researching the subjective well-being of 
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tourists and its influencing factors is a scientific issue worthy of attention. This is because the well-being of tourists is a crucial factor in 
promoting sustainable tourism development. 

Food is a key element of tourism destination marketing strategies [2–6]. It has a significant influence on tourists’ choice of 
destination [7–9] and often the primary attraction for tourists [5,10–12]. As a result, many destinations strive to offer unique food 
experiences to gain a competitive advantage [13–15]. Consequently, food tourism research focuses on the impact of food tourism 
experiences on tourist behavior [16–18], which is a critical aspect of tourism destination marketing [19,20]. 

The study of tourists’ well-being or quality of life is also an important trend in tourism and hospitality research that is increasingly 
gaining more attention [21–23]. Tourism researchers have actively promoted research related to subjective well-being. Studies have 
shown that tourists’ satisfaction increases through the realization of tourism goals, thus ensuring a positively impactful experience in 
the targeted life domain, i.e., subjective well-being [24]. According to research, subjective well-being is directly related to the tourism 
experience and its positive impacts [21,22]. Both the demand and supply side of tourism activities and their consequences can affect 
subjective well-being [21]. Tourism activities affect the tourism experience of tourists and the lives of residents, influencing the quality 
of life and well-being of tourists and residents [25]. It has also been shown that tourists’ well-being is significantly associated with the 
environment in which they live [26,27]. Subjective well-being was found to be positively related to overall memorability, enduring 
involvement, and authentic food experiences [28,29]. 

Although important advances have been made in research related to food tourism and tourists’ subjective well-being, food tourism 
has not received as much attention as other areas of study [30]. Consequently, few studies have focused on the impact of tourists’ food 
tourism experience on their subjective well-being. Björk et al. suggest that a destination’s gastronomy can contribute to holiday 
well-being [31]. A study on slow food tourism experiences showed that the slow food experience elicits a positive impact on the 
tourists’ quality of life [23]. Additionally, food experience has a significant impact on improving tourists’ subjective well-being and 
quality of life. However, the study identifies three key research gaps in understanding the impact of food tourism experiences on 
subjective well-being. 

First, research on tourists’ subjective well-being in the context of food tourism has not received enough attention. From the 
destination perspective, current food tourism research focuses on the impact of food tourism on the competitiveness and attractiveness 
of tourist destinations [5,10–15], maintaining food authenticity and local identity [3,18,32], and promoting local economic devel-
opment [17,33], and enhance future sustainable development [34]. From the perspective of tourists, previous studies have examined 
tourists’ motivation to consume local food [35], their perceptions of local food [36], and the factors that affect tourists’ food expe-
rience [32,37], and more studies focus on tourist behavior [16–18]. 

Second, it has not yet been clarified which food tourism experiences have the most critical impact on tourists’ subjective well-being. 
According to research, tourists’ food tourism experiences are mainly influenced by push and pull factors, of which, three push factors 
include the taste of food, socialization and cultural experiences; and three pull factors include the core food-tourism appeals, tradi-
tional food appeals and local destination appeals [38]. Additionally, research has shown that individual, food, and environment are the 
three main factors that influence food consumption experience [35]. Studies on the development of food consumption scales have 
revealed that cultural experience, excitement, interpersonal relationship, sensory appeal, and health concern are five crucial factors 
that affect the food experience of tourists [39]. Therefore, the important core factors influencing food tourists have not yet been 
identified and are in urgent need of this study to sort out and determine them. 

Third, there is a lack of empirical testing of the mechanisms by which the food tourism experience influences tourists’ subjective 
well-being. A study on psychosocial benefits of food tourism festival visitors revealed that the most important benefit factors, as judged 
from average mean score values, were food enjoyment and atmosphere, buying and tasting, and tradition and celebration [19]. 
Satisfaction with food is an important way to alleviate sadness and enhance well-being [40,41]. Similarly, s factors such as sensory 
experience, excellent service, and quality food and beverage offerings are crucial in shaping customers’ well-being perception [42,43]. 
Lifestyles associated with food have a positive impact on attitudes and contribute to satisfaction with experiences and overall life 
satisfaction [44,45]. Tourists’ attitudes towards local food can explain the mechanisms behind their affective, psychological, and 
subjective well-being [7,35,46]. However, there is a lack of explicit and systematic research on the mechanisms by which tourists’ 
attitudes and satisfaction are affected by the food tourism experience on tourists’ subjective well-being. Therefore, clarifying the 
conditions of the mechanism of the influence of food tourism experience on tourists’ subjective well-being requires empirical studies 
for explicit analysis. 

Considering the aforementioned research gaps, based on the cognitive theory of emotion, we aim to explore the influence of food 
tourism experiences on tourists’ subjective well-being in the context of Zibo barbecue’s local specialty, and examine the mediating role 
of tourists’ attitude and satisfaction. Thus, the research goals are as follows: (1) to identify the dimensions of tourists’ food tourism 
experience based on relevant literature and tourists’ experience; (2) to explore the influence of food tourism experience on tourists’ 
subjective well-being; and (3) to reveal the mediating role of tourists’ attitude and satisfaction in the influence of food tourism 
experience on subjective well-being. 

This study makes the following three major theoretical contributions to research related to food tourism and subjective well-being. 
First, it clarifies the key variables of the influence of food tourism experience on tourists’ subjective well-being, and food tourism 
experience is comprised of three dimensions: sensory experience, service experience and environmental experience; second, the study 
utilizes the cognitive theory of emotion to analyze the impact of food tourism experience on tourists’ subjective well-being, which 
provides a new research perspective for food tourism and expands the application scope of cognitive theory of emotion; thirdly, the 
mechanism between food tourism experience and tourists’ subjective well-being is identified, in which tourists’ attitudes and satis-
faction play a mediating role. 

The remainder of this study is organized as follows. Part 2 reviews the literature related to the cognitive theory of emotion, 
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subjective well-being, food tourism experience, and the interaction between food tourism experience and tourists’ subjective well- 
being. This review is used to formulate the research hypotheses. In addition, a theoretical research framework is proposed based 
on the above research foundation. Then, Part 3 is the research design, which focuses on the description of the research methods, and 
Part 4 presents the process of analyzing and testing, as well as the research results. Finally, Part 5 is the discussion and conclusion, 
which focuses on the research conclusions, theoretical contributions and managerial implications, followed by the research limitations 
and further research directions. 

2. Literature review and theoretical hypothesis 

2.1. Cognitive theory of emotion 

According to the cognitive theory of emotions, emotions arise from evaluations of stimuli from various things or situations, which 
are mainly influenced by physiological conditions, environmental events, and cognitive processes [47]. Human emotions are the result 
of interaction between the person and the environment, a process that can be described as the reception of external environmental 
stimuli, as well as the need to regulate one’s response to various stimuli in this process, in which emotional activity is mainly guided by 
cognitive activity. Cognition means that when an individual is stimulated by external stimuli, the brain will process the information of 
these external stimuli, and this process is the process of individual cognition, which includes the individual’s sensation, perception, 
memory, thinking, imagination, and language. For the external information received by the human brain, it will be processed by the 
brain into an internal mental activity, which will govern human behavior, this process is called user cognition, and the processed 
mental evaluation is called user emotion [48]. 

Emotions arise from the organism’s evaluation of external stimuli, and the process of cognition plays a crucial role in determining 
the nature of emotions [49]. When an individual experiences an external stimulus, the brain’s perception and perceptual system will 
organize, compile, and process it to generate user cognition, and the user cognition will also make an evaluation of the external 
stimulus, which is referred to as an emotion. Environmental events (stimuli), physiological states (physiological factors), and cognitive 
processes (cognitive factors) all impact an individual’s emotions [50]. 

Based on this, this study uses cognitive theory of emotion as the theoretical basis to explore the effect of food tourism experience on 
tourists’ subjective well-being. When tourists are subjected to external stimuli of food sensory experience, service experience and 
environmental experience, tourists will organize and compile the received stimuli to form cognition, which turns into tourists’ attitude 
and satisfaction, and tourists’ cognition can trigger tourists’ emotions, i.e., tourists produce positive emotions - subjective well-being. 

2.2. Subjective well-being 

Subjective well-being has received significant attention in various fields, including psychology, sociology, and management. 
However, academic discourse slightly varies in defining subjective well-being, which includes concepts such as happiness, well-being, 
quality of life, and life satisfaction [51]. For example, happiness refers to a momentary feeling of delight and excitement that reflects an 
individuals’ current state of affairs [52]. Shin et al. [53] defined subjective well-being as a state of happiness resulting from positive 
evaluations of life situations and favorable comparisons with others and the past. According to the authors, subjective well-being is a 
thorough evaluation of an individual’s quality of life based on their chosen criteria. It encompasses both cognitive and affective as-
sessments of life satisfaction. This assessment is based on a variety of criteria, including positive emotions, negative emotions, life 
evaluation, satisfaction in specific areas, and other elements [54,55]. 

According to Sirgy et al. [56], subjective well-being captures tourists’ experiences that produce long-term effects, instead of only 
their immediate satisfaction. Additionally, Sirgy [57] explains that well-being can be both objective and subjective in nature. Objective 
studies use social indicators, such as income or crime rates, to measure mental health. In contrast, subjective studies measure mental 
health based on individuals’ perceived satisfaction with their lives. McLean et al. [58] studied well-being from an objective standpoint, 
defining subjective well-being as an individual’s satisfaction with life. 

Although researchers may have slightly different definitions of subjective well-being, the underlying meanings are essentially the 
same. Researchers have varying definitions of subjective well-being, but they generally share similar connotations. This study adopts 
Diener’s perspective [54,55], which is widely accepted, and defines subjective well-being as tourists’ comprehensive perception and 
evaluation of their satisfaction with their own lives after experiencing food in tourist destinations. 

2.3. Food tourism experiences 

Tourists often travel to experience local food, making food an important motivation for travel [59]. Many tourist destinations rely 
on food tourism to gain core competencies and promote sustainable development [10]. Food tourism refers to the sum of behaviors and 
feelings caused by tourists who go to the place to participate in food-related activities, experience local food customs, or conduct food 
inspections, with the unique food and food culture as the attraction, it is a special tourism product with a rich and profound food 
culture as its foundation and soul [60]. 

As tourists have higher demands and expectations of tourism and its products in the experience economy, food tourism has become 
increasingly popular. The value of tourism is no longer limited to products and services, but rather the experience it provides. 
Experience is defined as the personalized feeling that an individual has in response to certain stimuli through the senses or the mind. 
Food experience is a fundamental need and desire of tourists [9], and it is also the most direct way to experience a city’s culture and 
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connotation through sensory contact and visual communication. Nowadays, due to the easy access to resources and abundant ma-
terials, food tourism has become a new tourism trend in the tourism industry [61]. 

The traditional food experience space comprises three main components: food, food experiencers, and places. A qualitative analysis 
has revealed that certain specific elements contribute to memorable food tourism experiences, as opposed to a broad range of elements. 
The analysis identified five general factors that contribute to such experiences: food or drink consumed, place/environment, com-
panions, occasion, and tourism elements (e.g., novelty, authenticity). Although these elements are often mentioned together, a single 
element (e.g., an extraordinary landscape or main course) is sufficient to create a memorable experience [62]. Tsai et al. [63] studied 
Taiwanese street food from four experience dimensions: consumer return on investment (CROI), service excellence, aesthetics, and 
playfulness. CROI mainly focuses on the perceived value of tourists, including the return of time, money, behavior, and psychological 
resources invested in the experience process. Service excellence refers to the customer’s perception of the service experience. Aes-
thetics refers to the customer’s perception of the consumption environment experience from the perspective of food tourism. Play-
fulness emphasizes the inner enjoyment of tourists, that is, the emotional experience or entertainment experience of tourists. Björk and 
Kauppinen-Räisänen’s findings [2] demonstrate that tourists’ food-related experience is structured into three dimensions: what is 
served, the restaurant environment, and food-related behavior. ’What is served’ refers to the food offered to tourists by the destination 
restaurant and the manner in which it is presented. The ‘restaurant environment’ encompasses both the external environment and the 
interior design of the restaurant. ’Food-related behavior’ pertains to the conduct of the tourists themselves. As the food experience is 
subjective and tourists have varying expectations, tourists’ perception of the experience may differ. Tsaur and Lo [64] developed the 
memorable dining experience (MDE) scale, which includes excellent service behavior, exquisite and delicious cuisine, amazing 
physical environment and unique atmosphere, and high perceived value. Local food culture, freshness of food, and homemade food are 
crucial for tourists’ dining experience, and the food and the dining location, such as restaurants, are significant aspect of a tourists’ 
food experience [10]. 

Similarly, before commencing the study, a small interview survey was conducted to gather information on relevant food tourism 
experiences. The survey aimed to evaluate the research value of the study and assess the dimensions of tourists’ food tourism expe-
rience. Tourists who reported a positive food tourism experience consistently mentioned the taste, color, and flavor of the food, as well 
as good service and eating environment of the destination. This indicates that the sensory, service, and environmental experiences all 
contribute to a high-quality food tourism experience. 

Referring to the above research results and a small interview survey of tourists, this study defines food tourism experience as the 
synthesis of sensory and psychological feelings related to factors such as food, service, and environment during the entire process of 
ordering, eating and paying after tourists enter a certain eating place (here refers to barbecue food stores/stands). Food tourism 
experience includes three dimensions: sensory experience, service experience and environmental experience. Food sensory experience 
is the bodily experience based on specific senses such as touch, smell and taste when tourists experience food in the food environment. 
Food service experience is the service that tourists receive or perceive when tourists experience food in the food environment. Finally, 
food environment experience is the overall consumption environment experience perceived by tourists when experiencing food. 

2.4. The impact of food tourism experience on tourists’ subjective well-being 

In the field of tourism, tourism experience is considered a prerequisite for tourists to achieve well-being, and the positive effect of 
tourism activities on tourists’ quality of life and well-being has been widely verified [58,65–67]. Subjective well-being places more 
emphasis on individual experience [51]. Tourist well-being is the process of interaction between tourists and tourist destinations. 
Tourists’ experiences in tourist destinations often affect tourists’ perceptions and evaluations. Tourism satisfies various sensory needs 
and helps achieve travel goals, leading to enjoyment, self-development, and meaning of life are experienced [66]. Kim et al. [65] 
pointed out that tourism fulfills tourists’ motivational needs and provides relief from work-related stress, allowing them to escape the 
fast-paced city life and purify their minds and souls, ultimately promoting subjective well-being. 

Food is a crucial tourism resource and product in any tourist destination [68], it serves as the material foundation for tourists’ 
activities [9]. Tourists’ food experiences are highly related to tourists’ satisfaction and subjective well-being [59]. Tourists’ well-being 
is derived from their high-quality food experiences [16,29,31,69] and memories of related food experiences [28,45,70]. Liu et al. [71] 
conducted a survey of 497 tourists in Guangzhou, China and found that tourists’ perceived value of destination food has a significant 
positive effect on tourists’ subjective well-being. Additionally, it has an important effect on tourist loyalty, with tourists’ well-being 
playing a mediating role. Local food, in particular, is an effective means to achieve well-being, as it can stimulate sensory pleasure 
and even have entertainment effects [72,73]. The value of Taiwanese food differs for mainland Chinese individuals, and this food 
experience affects the well-being of food enthusiasts [73]. The effect of local food on well-being is influenced by factors such as local 
eating habits, traditions, safety, and culturally appropriate food and beverages (such as wine, beer, and juice) that are produced locally 
at the destination [31]. Memorable local food consumption experiences (MLFCEs) significantly explain international diners’ attitudes 
toward local food, subjective well-being, intention to recommend, and attitude loyalty toward local food [70]. During the COVID-19 
pandemic, all five dimensions of the memorable dining experience (MDE) contributed to the overall food experience memory, and the 
overall memory was positively correlated with subjective well-being and actual eWOM behavior [28]. The study on tourists who 
participated in Korean temple food cooking classes revealed that four dimensions of food experience had a strong and positive effect on 
satisfaction, and it was also discovered that experience satisfaction indirectly affects the quality of life through subjective well-being 
[59]. 

Therefore, the following hypothesis was proposed. 
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H1. Food tourism experience has a positive influence on tourists’ subjective well-being. 

H1a. Food sensory experience has a positive influence on tourists’ subjective well-being. 

H1b. Food service experience has a positive influence on tourists’ subjective well-being. 

H1c. Food environmental experience has a positive influence on tourists’ subjective well-being. 

2.5. The impact of food tourism experience on Tourist satisfaction 

In the field of tourism, the quality of tourist experience is considered as one of the important attributes that affect tourist satis-
faction and revisit [8,74,75]. Satisfaction is a psychological experience that refers to the emotional state of tourists after service contact 
[14,76], and it is the overall satisfaction of tourists with the service experience [77]. The satisfaction of customers is influenced by 
service quality, which in turn affects their behavioral intention. Additionally, tourist satisfaction is significantly influenced by the 
quality of their experience [8]. Prebensen and Xie’s [78] conducted a study on the impact of participation, specifically co-creation and 
mastering, on the perceived value of consumers’ experiences and satisfaction. The participation of tourists enhances their satisfaction 
by creating value for their overall experience. Furthermore, tourist satisfaction is influenced by their participate in creating value for 
their experiences. Bae et al.’s [79] study on solitary diners in the United States discovered that food quality, service quality, and 
physical environment quality positively affected customer satisfaction. Some studies differentiate between food satisfaction and 
overall satisfaction. A comparison was conducted to determine the satisfaction levels of four local food options in Macau: Portuguese, 
buffet, Michelin and street snacks. The study found that food satisfaction significantly impacts overall satisfaction, which in turn 
influences customer word-of-mouth [80]. Ali et al. [81] used Pakistani food tourism tourists as an example. The research findings 
indicate that food quality, perceived environmental quality, perceived value, and service quality significantly affect tourist satisfac-
tion. The quality of food experience at a destination is a crucial factor that influences both tourist satisfaction and overall vacation 
experience [4,74]. Enjoyment of food tourism consumption experiences has a significant impact on satisfaction, life domain outcomes, 
life satisfaction, and autobiographical memories of tourism [44]. The perceived quality and perceived value of local food have a 
positive impact on satisfaction, which in turn evokes food tourists’ revisit and recommendation intentions [75,82], and these post-food 
tourism behavioral intentions are crucial for tourism destination development [81]. 

Therefore, the following hypothesis was proposed. 

H2. food tourism experience has a positive influence on tourist satisfaction. 

H2a. food sensory experience has a positive influence on tourist satisfaction. 

H2b. food service experience has a positive influence on tourist satisfaction. 

H2c. food environmental experience has a positive influence on tourist satisfaction. 

2.6. The mediating role of Tourist attitude and satisfaction 

Consumer attitude theory has confirmed that customer behavior originates from customer cognition, attitude, and behavioral 
intention. Attitude refers to an individual’s persistent overall feelings of emotion, perception, and movement towards certain things in 
the environment, which can be used to predict individual behavior to some extent [83]. This kind of overall feeling will make in-
dividuals produce a tendentious view, which often has long-term stability, and represents a mental state that is an emotional reaction 
of people to some external stimulus, with bipolarity (like or dislike). 

Tourists’ food experiences in tourist destinations influence tourists’ cognition and shape tourists’ attitudes toward food tourism 
destinations. Tourists’ attitudes toward food generally refer to tourists’ inclination toward the food they experience [84,85]. Har-
rington et al. [86] verified that food or drink quality, service quality, staff friendliness, restaurant atmosphere, service speed, and 
cleanliness are the primary attributes that influence the positive and negative experiences of Gen Y consumers. Food quality, staff 
service, and information strongly determine attendees’ attitudes toward local festivals and their intention to return [87]. Quintal et al. 
[88] utilized the theory of planned behavior (TPB) to investigate the decision-making behavior of wine tourists. they classified winery 
attributes and examined their effect on tourists’ attitudes, revisit intentions, and recommendation intentions. The study found that 
winery service personnel and supporting products significantly influence wine tourists’ attitudes toward wineries, making them crucial 
factors in wine tourists’ decision-making process. The environment of tavern and the value of wine are important factors that influence 
the attitudes of wine tourists. The TPB posits that attitudes are determined by customers’ expectations of behavioral outcomes, spe-
cifically the comparison between their post-experience and initial expectations, but it has also been found to be shaped by a person’s 
sociocultural and economic background [89]. As a result, Ting et al. [90] believe that tourists from different countries or regions may 
hold varying attitudes towards the ethnic food of the destinations they visit. A study conducted on street food in Phuket, Thailand 
found that among the factors that make up consumers’ attitudes towards street food, emotions, perceived service quality, and satis-
faction had the highest predictive power for tourists’ future behavior, and changes in hygiene, value for money, and food quality could 
still lead to changes in tourists’ overall attitudes [91]. 

Customers’ consumption experience is a phenomenon that involves pursuing fantasy, feeling and pleasure [92]. Tourists’ food 
experiences in a destination can affect their attitudes and satisfaction, and the quality of experiences in the destination can have an 
important impact on tourists’ subjective well-being. The co-creation of tourist experiences affects satisfaction with the vacation 
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experience, which is a predictor of perceived overall life satisfaction [93]. The study’s results suggest that food tourism consumption 
experiences significantly affects satisfaction, life domain outcomes, and life satisfaction. Food-related lifestyle and leisure attitudes are 
significant determinants of food tourism well-being and have a considerable influence on consumption experiences. Satisfaction with 
consumption experience, whether intentional or accidental, contributes to life satisfaction [44]. 

A study in the United States found that older adults consider restaurants, such as coffee shops and fast food restaurants, to be a 
popular community destination and source of well-being for [94]. Additionally, research has shown that food is a crucial factor for 
tourists when selecting a destination. They value originality, novelty and locality, authenticity, and uniqueness of local food, which can 
significantly impact their overall travel satisfaction. Tourists often research food options in their travel destinations prior to their trip. 
However, tourists’ attitudes towards food can be casual and varied, and their behavior may change depending on their attitude [10]. In 
a separate study, it was concluded that food experiences have an impact on travel satisfaction and overall vacation experience. 
Consumers’ attitudes toward food affect their behavior as travelers, which in turn affects travel motivation and destination choice, 
ultimately influencing travel satisfaction and vacation experience [74]. Tourists’ experiences of street food quality in Korea signifi-
cantly affects tourists’ experience, destination image, life satisfaction, and word-of-mouth [95]. A study on tourists’ slow food ex-
periences revealed that slow food experiences have a positive impact on tourists’ quality of life [23]. Badu-Baiden and Kim [46] 
developed the memorable local food consumption experiences (MLFCEs) scale and verified through structural equation modeling that 
the scale has strong explanatory power concerning local food attitudes, subjective well-being, and destination loyalty. 

In summary, the following hypothesis was proposed. 

H3. Tourist attitude mediates the influence of food tourism experience on tourists’ subjective well-being. 

H3a. Tourist attitude mediates the influence of food sensory experience on tourists’ subjective well-being. 

H3b. Tourist attitude mediates the influence of food service experience on tourists’ subjective well-being. 

H3c. Tourist attitude mediates the influence of food environmental experience on tourists’ subjective well-being. 

H4. food tourism experience influence tourists’ subjective well-being through the chain mediating effects of tourist attitude and 
satisfaction. 

H4a. food sensory experience influence tourists’ subjective well-being through the chain mediating effects of tourist attitude and 
satisfaction. 

H4b. food service experience influence tourists’ subjective well-being through the chain mediating effects of tourist attitude and 
satisfaction. 

H4c. food environmental experience influence tourists’ subjective well-being through the chain mediating effects of tourist attitude 
and satisfaction. 

Based on the above analysis, this study constructed a theoretical model framework as shown in Fig. 1. 

3. Research design 

3.1. Measurement scales and questionnaire design 

To enhance the reliability and validity of the questionnaire, this study utilized a well-established scale with a high citation rate in 
the field of food tourism. The food tourism experience comprises three dimensions: sensory, service, and environmental experience. 
The sensory experience scale items are mainly derived from Choe and Kim [7], Santa Cruz et al. [8], and Jeaheng et al. [96], totaling 4 
items. The items of the service experience scale mainly refer to the scales developed by Jeaheng et al. [96], Su et al. [97], and Moon and 
Han [98], comprising a total of 5 items. The items of the environmental experience scale mainly refer to the scales developed by Tsai 
et al. [63], Soltani et al. [99], and Tsaur and Lo [64], comprising a total of 4 items. The items of the tourist attitude scale mainly refer to 
the scales developed by Ting et al. [90], Su et al. [100], and Soltani et al. [99], comprising a total of 4 items. The items of the tourist 

Fig. 1. Theoretical model.  
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satisfaction scale are primarily based on the scales developed by Su et al. [97], Su et al. [77], and Moon and Han [98], totaling 3 items. 
The items of the subjective well-being scale are mainly based on the scales developed by Kim et al. [65], Su et al. [97], and Su et al. 
[101], totaling 3 items. Both scales are measured using the 5-point Likert scoring method, with scores ranging from 1 (strongly 
disagree) to 5 (strongly agree). The specific measurement items are listed in Table 1. In addition, the questionnaire also captures the 
demographics information of the tourist, including gender, age, education level, and income. 

3.2. Data Collection 

Our research obtained informed consent from all participants. First of all, when we hand out questionnaires to tourists, we will ask 
tourists whether they are willing to accept the survey, and then we will send out the questionnaire to tourists after getting a positive 
answer; secondly, the purpose of the survey was explained to the interviewees at the beginning of the questionnaire. 

The questionnaire items were primarily in English. To ensure the reliability of the measurement scale, it underwent translation into 
Chinese and back-translation into English using the back-translation method. The semantic expressions of the questionnaire items were 
compared for consistency. We conducted the survey using convenience sampling and the respondents were tourists excluding local 
residents. A pre-test was conducted before the formal investigation to confirm the validity of the scale’s content. In mid-May 2023, a 
pre-test was conducted via the questionnaire survey platform Credamo (credamo.com). One hundred questionnaires were distributed 
and subsequently analyzed. The Cronbach’s alpha values of each scale were greater than 0.7, indicating good internal consistency of 
the questionnaire’s variable measurement items. Therefore, all items from the pre-test scales for food tourism experience, tourist 
attitude, tourist satisfaction, and subjective well-being were retained to form the formal questionnaire. 

The questionnaire survey was conducted from late May to early June 2023, both online and offline, and offline. Data research 
companies assisted in collecting the offline questionnaire, while the online questionnaire was distributed through the questionnaire 
research platform Credamo (credamo.com). 

To enhance the quality of questionnaire completion and increase the response rate, participants will receive small gifts or monetary 
rewards upon completion. Out of the 400 questionnaires distributed, 360 were deemed valid, resulting in an effective rate of 90 %. 
Invalid questionnaires were excluded due to incomplete, insufficient length, or failure to pass the attention test. 

4. Research results 

4.1. Sample Profile 

In the sample of tourists who visited to Zibo for barbecue food tourism, women slightly outnumbered men, accounting for 53.3 % of 
the total. The sample is predominantly young, with 45.6 % aged between 21 and 30 and 35.3 % aged between 31 and 40. This may be 
attributed to the fact that people in these age groups have savings, are easily influenced by social media, and have a high willingness to 
travel. In terms of educational level, junior college or bachelor’s degree accounts for 68.3 %, which has an absolute advantage, which 
may be related to the expansion of higher education in China [9]. The majority of respondents (46.1 %) reported an income between 
6001 and 9000 yuan, which may be due to the rapid economic development in China and the resulting increase in the number of 

Table 1 
Scale items and sources.  

Latent Variables Observed Variables References 

Food Tourism 
Experience 

Sensory Experience Zibo’s barbecue food smells nice [7,8,96] 
Zibo’s barbecue food looks nice 
Zibo’s barbecue food tastes good 
Zibo’s barbecue food has a pleasant texture 

Service Experience The staff at Zibo’s barbecue food stores/stands is friendly [96–98] 
The staff at Zibo’s barbecue food stores/stands is helpful 
The staff at Zibo’s barbecue food stores/stands is kind 
The staff at Zibo’s barbecue food stores/stands is courteous 
Zibo’s barbecue food staff provided prompt service 

Environmental 
Experience 

The dining environment of Zibo’s barbecue food stores/stands are aesthetically 
appealing 

[63,64,99] 

Decorations of Zibo’s barbecue food stores/stands are attractive 
The style of Zibo’s barbecue food stores/stands is very impressive 

Tourist Attitude I feel good about Zibo’s barbecue food [90,99, 
100] I enjoy Zibo’s barbecue food 

Zibo’s barbecue food can satisfy my needs 
The tourist experience of Zibo’s barbecue food is interesting 

Tourist Satisfaction Overall, I was satisfied with my visit to Zibo [77,97,98] 
Compared to my expectations, I am satisfied with my visit to Zibo 
Compared to the ideal situation, I am satisfied with my visit to Zibo 

Subjective Well-Being In general, I consider myself a very happy person [65,97, 
101] Compared to most of my peers, I consider myself more happy 

I am generally very happy and enjoy life  
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middle-income groups. Occupational distribution is relatively even, dominated by company employees, accounting for 25.8 %. See 
Table 2 for details. 

4.2. Common method bias 

As all items in the questionnaire were completed by tourists, there may be a common method bias. To address this issue, this study 
utilized Harman’s single factor test, exploratory factor analysis and principal component method were extract factors. The results 
indaicate that the variance explanation rate of the first factor reached 48.279 %, but it did not reach 50 % [102,103]. Therefore, it can 
be considered that the common method bias will not have a serious impact on the research results. 

4.3. Reliability and validity analysis 

The data analysis part of this study was conducted using SPSS27.0 and AMOS28.0 software. The maximum likelihood estimation is 
used for the confirmatory factor analysis of the measurement model of the conceptual model. The goodness of model fit indices were: 
χ2 = 560.153, df = 194, p < 0.001, χ2/df = 2.887, RMSEA = 0.073, CFI = 0.931, IFI = 0.931, TLI = 0.918, SRMR = 0.056. All model fit 
indicators are good, indicating that the measurement model of the conceptual model fits the actual data well. Composite reliability 
(CR) and average variance extracted (AVE) are generally used to test the reliability of the scale [90]. As shown in Table 3, the factor 
loading values of all items are greater than 0.5; Cronbach’s alpha is greater than 0.8, which meets the standard of greater than 0.7, 
indicating that the scale has good internal consistency; CR values all exceed 0.8, which is greater than the standard of 0.7 [9]; 
therefore, it can be judged that the measurement scale has high reliability. 

In terms of validity testing, this study ensures content validity by selecting relatively mature scales with high citation and 
recognition rates, translating the scales from English to Chinese and from Chinese to English, inviting experts to read the question-
naires, and conducting a pre-test. As shown in Table 3, the range of AVE is 0.553–686, all of which are greater than 0.5 [9,104], 
indicating that the convergent validity of the scale is acceptable. 

The discriminant validity is presented in Table 4. The correlation coefficients of each dimension of food tourism experience, tourist 
attitude, tourist satisfaction, and subjective well-being range from 0.403 to 0.719, which are all smaller than the threshold standard of 
0.8. The square root of the average extraction variance of each dimension and each variable is also greater than each correlation 
coefficient, which shows that the discriminant validity among variables is good [105]. 

In summary, the measurement model has good convergent validity and discriminat validity, and the model quality is high. 

4.4. Hypothesis testing 

The results of structural model analysis showed that the conceptual model fit the data well (χ2 = 484.367, df = 193, p < 0.001, χ2/ 
df = 2.510, RMSEA = 0.065, CFI = 0.945, IFI = 0.946, TLI = 0.934, SRMR = 0.056). It can be seen from Table 5 that tourists’ sensory 
experience has a significant positive effect on tourists’ subjective well-being (β = 0.195, p < 0.001); tourists’ service experience has a 
significant positive effect on tourists’ subjective well-being (β = 0.107, p < 0.01); tourists’ environmental experience has a significant 

Table 2 
Demographics of sample (n = 360).  

Demographics n % 

Gender Male 168 46.7 
Female 192 53.3 

Age Below 20 years old 18 5.0 
21–30 years old 164 45.6 
31–40 years old 127 35.3 
41–50 years old 35 9.7 
51–60 years old 6 1.7 
above 61 years old 10 2.8 

Education High school and below 9 2.5 
Junior college or Bachelor’s degree 246 68.3 
Master’s degree 86 23.9 
Doctor’s degree 19 5.3 

Income Under 3000 yuan 65 18.1 
Between 3001 yuan to 6000 yuan 43 11.9 
Between 6001 yuan to 9000 yuan 166 46.1 
Between 9001 yuan to 12,000 yuan 62 17.2 
Above 12,000 yuan 24 6.7 

Occupation Company employees 93 25.8 
Public institution personnel 56 15.6 
Government workers 46 12.8 
Military personnel 21 5.8 
Freelancers 69 19.2 
Student 66 18.3 
Retirees 9 2.5  
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positive impact on tourists’ subjective well-being (β = 0.129, p < 0.01), that is, H1a, H1b, H1c were verified, so H1 hypothesis is 
supported. Tourists’ sensory experience has a significant positive impact on tourist satisfaction (β = 0.097, p < 0.05); tourists’ service 
experience has a significant positive impact on tourist satisfaction (β = 0.372, p < 0.001); tourists’ environmental experience has a 
significant positive impact on tourist satisfaction (β = 0.146, p < 0.001), that is, H2a, H2b, H2c are verified, so H2 hypothesis is 
supported. 

To verify hypotheses H3 and H4, this study uses the process plug-in in SPSS to process mediation and chain mediation tests. As 
shown in Table 6, the direct effect of sensory experience on tourists’ subjective well-being is 0.2396, and the confidence interval is 

Table 3 
Confirmatory factor analysis results (n = 360).  

Dimensions Items Mean SD Factor Loading Cronbach’s Alpha CR AVE 

FTE     0.899 0.955 0.642  
Sen Sen 1 3.97 1.004 0.897 0.832 0.845 0.585 

Sen 2 4.00 0.943 0.862    
Sen 3 3.83 0.967 0.551    
Sen 4 3.79 0.962 0.699    

Ser Ser 1 3.24 1.054 0.846 0.905 0.906 0.660 
Ser 2 3.29 1.039 0.864    
Ser 3 3.24 1.061 0.839    
Ser 4 3.28 1.152 0.736    
Ser 5 3.18 1.147 0.770    

Env Env 1 3.89 0.961 0.817 0.864 0.867 0.686 
Env 2 3.94 0.887 0.869    
Env 3 3.97 0.895 0.797    

Att Att 1 3.87 0.847 0.767 0.832 0.832 0.553 
Att 2 3.74 0.888 0.727    
Att 3 3.89 0.798 0.751    
Att 4 3.92 0.865 0.729    

Sat Sat 1 3.67 0.848 0.864 0.850 0.855 0.663 
Sat 2 3.64 0.907 0.816    
Sat 3 3.67 0.882 0.759    

SWB SWB1 3.79 0.860 0.788 0.803 0.808 0.584 
SWB2 3.87 0.877 0.775    
SWB3 3.63 0.924 0.729    

Note: FTE=Food Tourism Experience, Sen = Sensory Experience, Ser = Service Experience, Env = Environmental Experience, Att = Tourist Attitude, 
Sat = Tourist Satisfaction, SWB =Subjective Well-Being. 

Table 4 
Discriminant validity.   

Sen Ser Env Att Sat SWB 

Sen 0.765      
Ser 0.421** 0.812     
Env 0.687** 0.403** 0.828    
Att 0.699** 0.526** 0.659** 0.744   
Sat 0.581** 0.693** 0.579** 0.674** 0.814  
SWB 0.670** 0.583** 0.638** 0.709** 0.719** 0.764 

Note: Sen = Sensory Experience, Ser = Service Experience, Env = Environmental Experience, Att = Tourist Attitude, Sat = Tourist Satisfaction, SWB 
=Subjective Well-Being; below the diagonal is the Pearson correlation coefficient; the square root of AVE is shown in bold on the diagonal of the 
matrix; ** Significant at p < 0.01. 

Table 5 
Hypotheses tests (n = 360).  

Hypothesis Path Standard Path Loadings T-value Standard Error p Hypothesis Test Outcome 

H1 FTE→SWB      
H1a Sen→SWB 0.195 4.276 0.046 *** Supported 
H1b Ser→SWB 0.107 3.059 0.035 ** Supported 
H1c Env→SWB 0.129 3.029 0.043 ** Supported 
H2 FTE→Sat      
H2a Sen→Sat 0.097 2.028 0.048 * Supported 
H2b Ser→Sat 0.372 11.943 0.031 *** Supported 
H2c Env→Sat 0.146 3.297 0.044 *** Supported 

Note: FTE=Food Tourism Experience, Sen = Sensory Experience, Ser = Service Experience, Env = Environmental Experience, Sat = Tourist Satis-
faction, SWB =Subjective Well-Being; ***Significant at p < 0.001, **Significant at p < 0.01, *Significant at p < 0.05. 
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[0.1548, 0.3244]; the direct effect of service experience on tourists’ subjective well-being is 0.0954, and the confidence interval is 
[0.0228, 0.1681]; the direct effect of environmental experience on tourists’ subjective well-being is 0.1979, and the confidence in-
terval is [0.1179, 0.2780]; the confidence intervals of all direct effects do not include 0, and H1a, H1b, and H1c are retested. 

In addition, tourist attitude in sensory experience has a significant mediating effect on tourists’ subjective well-being, with an effect 
value of 0.1787 and a confidence interval of [0.1049, 0.2538]; tourist attitude in service experience has a significant mediating effect 
on tourists’ subjective well-being, with an effect value of 0.1685 and a confidence interval of [0.1189, 0.2264]; tourist attitude in 
environmental experience has a significant mediating effect on tourists’ subjective well-being, with an effect value of 0.1869 and a 
confidence interval of [0.1232, 0.2588]. Similarly, all confidence intervals do not contain 0. Therefore, H3a, H3b and H3c are verified, 
so H3 is supported. 

Finally, the chain mediation effect of tourist attitude and tourist satisfaction in the influence of food tourism experience on tourists’ 
subjective well-being is tested. The effect value of tourist attitude and tourist satisfaction in the chain mediation effect of sensory 
experience on tourists’ subjective well-being is 0.1378, and the confidence interval is [0.0942, 0.1901]; the chain mediation effect of 
tourist attitude and tourist satisfaction in the influence of service experience on tourists’ subjective well-being is 0. 0667, and the 
confidence interval is [0.0407, 0.0984]; the effect value of tourist attitude and tourist satisfaction in the chain mediation effect of 
environmental experience on tourists’ subjective well-being is 0.1240, and the confidence interval is [0.0853, 0.1670]. Similarly, all 
the confidence intervals do not include 0, that is, H4a, H4b and H4c are verified, so H4 is supported. 

5. Discussions 

Tourism management organizations and scholars have acknowledged the crucial role of food tourism in sustainable development 
and attracting tourists [60,69,106,107]. However, there is a dearth of research on the impact of food tourism experiences on tourists’ 
subjective well-being. This study employs the cognitive theory of emotion as the theoretical basis to investigate the effect of food 
tourism experiences on tourists’ subjective well-being, including the mediating role of tourists’ attitudes and satisfaction. The main 
research findings are as follows: 

First, food tourism experiences can positively predict tourists’ subjective well-being. Empirical research results demonstrate a 
significant positive effect of food tourism experiences on tourists’ subjective well-being. The level of tourists’ subjective well-being is 
positively correlated with the quality of their food sensory, service, and environmental experiences at the tourist destination. 
Furthermore, tourists’ attitude and satisfaction mediate the relationship between food tourism experiences and subjective well-being. 
As suggested by the cognitive theory of emotion, tourists’ subjective well-being is considered a positive emotion, tourists are easily 
affected by tourists’ attitudes and satisfaction with food when experiencing food in food tourism destinations, and the level of tourists’ 
attitudes and satisfaction play a crucial role in the influence of tourists’ subjective well-being. 

5.1. Theoretical implications 

This study explores the influence of tourists’ food tourism experience on their subjective well-being and its mediating mechanism. 
The research is based on the recent food tourism trend in Zibo, Shandong, China, where a large number of tourists visited for barbecue 
food check-ins in May of this year. Studies have shown that the food tourism experience can be categorized into three dimensions: 
sensory experience, service experience and environmental experience. This categorization is supported by Jeaheng et al. [96], Tsaur 
and Lo [64], Badu-Baiden et al. [70]. Tourist satisfaction and subjective well-being are significantly influenced by sensory, service, and 
environmental experiences. This is supported by various studies, including Stone et al. [108], Rousta and Jamshidi [109], Yoo et al. 
[59]. Tourist attitude plays a mediating role in the influence of sensory experience, service experience and environmental experience 
on tourist satisfaction and is consistent with previous research of Ali et al. [81], Su et al. [100], Lai [80], and Yoo et al. [59]. 

Table 6 
Mediating effect test results.   

Path Effect SE 95 % CI Effect size % Hypothesis Hypothesis Test Outcome 

Lower Upper 

Direct effect Sen→SWB 0.2396 0.0431 0.1548 0.3244 37.80 H1a Supported 
Indirect effect Sen→Att→SWB 0.1787 0.0377 0.1049 0.2538 28.20 H3a Supported 

Sen→Sat→SWB 0.0777 0.0243 0.0336 0.1283 12.26   
Sen→Att→Sat→SWB 0.1378 0.0245 0.0942 0.1901 21.74 H4a Supported 

Direct effect Ser→SWB 0.0954 0.0370 0.0228 0.1681 20.27 H1b Supported 
Indirect effect Ser→Att→SWB 0.1685 0.0270 0.1189 0.2264 35.80 H3b Supported 

Ser→Sat→SWB 0.1401 0.0255 0.0905 0.1894 29.76   
Ser→Att→Sat→SWB 0.0667 0.0146 0.0407 0.0984 14.17 H4b Supported 

Direct effect Env→SWB 0.1979 0.0407 0.1179 0.2780 33.36 H1c Supported 
Indirect effect Env→Att→SWB 0.1869 0.0346 0.1232 0.2588 31.51 H3c Supported 

Env→Sat→SWB 0.0844 0.0248 0.0400 0.1386 14.23   
Env→Att→Sat→SWB 0.1240 0.0209 0.0853 0.1670 20.90 H4c Supported 

Note: Sen = Sensory Experience, Ser = Service Experience, Env = Environmental Experience, Att = Tourist Attitude, Sat = Tourist Satisfaction, SWB 
=Subjective Well-Being. 

S. Yang et al.                                                                                                                                                                                                           



Heliyon 10 (2024) e25482

11

Additionally, tourist attitude and tourist satisfaction have a chain mediating role in the impact of sensory experience, service expe-
rience and environmental experience on tourists’ subjective well-being. 

This study makes a theoretical contribution by addressing the concerns raised by Sthapit et al. [45], Pourfakhimi et al. [29], and 
Jiang et al. [9]. The purpose of this study is to further explore the dimensions of food tourism experience and food satisfaction to gain a 
better understanding of their influence on tourists’ subjective well-being. Additionally, this study aims to build upon the research 
conducted by Stone et al. [108], Badu-Baiden et al. [70] and Kesgin et al. [44]. Specifically: 

First, the study expands the research framework of the influence of food tourism on tourists by examining its impact on subjective 
well-being. Previous research has primarily focused on the antecedent and outcome variables of tourists’ food tourism, such as tourists’ 
motivation for food tourism and their behavioral intention after engaging in food tourism [63,96,100,101]. In this study, we expand 
the scope of food tourism’s influence on tourists by examining its impact on their subjective well-being. Researchers generally believe 
that food is an important aspect of tourists’ experience [10]. It has become an important factor in attracting tourists [4,63,75]. 
However, the effects of food on tourists vary at different stages of travel [110]. Additionally, the academic community has not given 
enough attention to the impact of food tourism on tourists’ physical health. 

Second, this study identifies the mediating mechanism of the subjective well-being chain through which a food tourism experience 
affects tourists. Tourists experience a good food tourism experience in the destination, which helps them change their attitude toward 
the destination, thereby promoting the improvement of tourists’ satisfaction [9,74,81,98], which ultimately leads to an increase in 
tourists’ subjective well-being [70] and influences tourists’ future behavioral intentions [63,96,101], such as revisit [109,111], 
word-of-mouth [80,81], and recommendation intentions [70,108]. This study examines the psychological mechanism behind the 
relationship between tourists’ food tourism experience and their tourists’ subjective well-being through a structural equation model. 
The research contributes to the understanding of the antecedents of subjective well-being. 

Third, the study finds that the three dimensions of food tourism experience have varying degrees of impact on tourists’ subjective 
well-being. The effect size of service experience on their subjective well-being accounted for 20.27 %, while the effect size of envi-
ronmental experience accounted for 33.36 %. Tourists’ sensory experience has the greatest influence on their subjective well-being, 
accounted for 37.80 % of the effect size. Tourists can enhance their subjective well-being by engaging in a variety of sensory expe-
riences, such as watching the barbecue food and the barbecue food process, smelling the barbecue food smell and feeling the atmo-
sphere, and tasting the barbecue food. 

5.2. Practical implications 

Based on a large number of tourists flocking to experience the barbecue food in Zibo, Shandong Province, China, this study explores 
the impact of this special phenomenon on tourists’ subjective well-being, and also has relevant enlightenment and suggestions for 
tourist destinations. 

First, developing food tourism can be a viable option for destinations lacking high-quality tourism resources but seeking to promote 
tourism [10,15,112]. At the same time, developing food tourism and attracting tourists is expected to enhance tourists’ food tourism 
experience. Tourists’ sensory experience is particularly important, especially with the rapid spread of short videos. It is crucial to 
maintain objectivity and avoid subjective evaluations. Short videos made by tourists that capture the sensory experience of food color 
and fragrance, the quality of service at destinations, and the environmental experience of food can attract a large number of tourists. 

Second, tourist destinations should focus on improving tourists’ sensory, service, and environmental experience, with particular 
attention to the sensory experience [113]. Tourist destinations should aim to enhance tourists’ subjective well-being by satisfying their 
experiences, which are the basis of their attitude, satisfaction, and behavioral intention. Tourists’ experiences are enhanced, making it 
is easier to capture photos for word-of-mouth advertising and recommendation [99], which further motivates potential tourists to visit 
Zibo or other destinations to experience food and form a positive interaction. 

Third, we can learn from the success of Zibo’s barbecue food and prioritize the communication effect of “short video + food" [114, 
115]. The popularity of Zibo barbecue food has been greatly enhanced by the proliferation of short videos featuring it. These videos 
have resonated with young people who seek novelty and social validation through taking pictures and checking in. As a result, a large 
number of tourists have been attracted to Zibo to experience this unique food [116]. Similarly, the Zibo government has implemented 
measures that could serve as a reference for other tourist destinations. For instance, they have organized the Zibo Barbecue Food 
Festival [89], established the Zibo Barbecue Food Award, opened a special barbecue food train, and promoted various promotions. 
These measures can improve tourists’ experience, attitude, satisfaction, and subjective well-being. 

5.3. Study limitations and future research directions 

There are the following limitations of this study: (1) The research relies on convenience sampling to investigate tourists who have 
experience barbecue food in Zibo, Shandong Province, China. Therefore, the applicability of the research findings to other food 
tourism destinations requires further verification. (2) The study examines tourists’ experience from three perspectives: sensory 
experience, service experience, and environmental experience. The measurement does not include subjective evaluations of tourists’ 
emotional, entertainment, and cultural experiences. Additionally, it does not take into account the impact of factors such as staff- 
tourist interaction and tourist-tourist interaction on tourists’ mental health and behavior in the service environment. To ensure 
comprehensive conclusions, it is important to conduct a thorough examination of the tourist experience and analyze the impact of 
interaction between tourists and staff, as well as between tourists themselves, on their subjective well-being. (3) This study solely 
focuses on tourists’ subjective well-being as the outcome variable and does not discuss any potential benefits. In the future, we can 
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enhance the outcome model of tourists’ subjective well-being and investigate the benefits that it brings to both tourists and tourist 
destinations. This includes examining tourists’ creative behaviors, revisit intentions, and recommendation intentions. In addition, the 
cross-sectional survey design can only demonstrate correlation between variables, not causation. If a follow-up research can be 
conducted, it will better explain the mechanism of tourists’ subjective well-being. 

6. Conclusion 

This study aims to fill the gaps in previous research by focusing on tourists who experience Zibo barbecue food tourism. The study 
uses the cognitive theory of emotion as the theoretical basis to examine and test the effect of food tourism experience on their sub-
jective well-being, and proves the mediating role of tourists’ attitude and satisfaction. Therefore, this study yielded the following 
research results: Firstly, based on the related literature of food tourism and preliminary tourist experience surveys, it was determined 
that tourists’ food tourism experience has three dimensions, which are sensory experience, service experience, and environmental 
experience. Additionally, the food tourism experience has an important predictive effect on tourists’ subjective well-being, and the 
subjective well-being level of tourists can be evaluated based on their food tourism experience. Finally, this study provides evidence for 
the mediating role of tourists’ attitude and satisfaction in the impact of food tourism experience on subjective well-being. The impact of 
tourists’ food tourism experience on subjective well-being is conveyed primarily through tourists’ attitude and satisfaction. 

Therefore, this research contributes to the field of food tourism and subjective well-being by establishing theoretical connections. 
First, the study identified the key variables that influence tourists’ subjective well-being in food tourism experiences: sensory expe-
rience, service experience, and environmental experience. This research provides a foundation for future studies on the impact of food 
tourism experience on tourists’ subjective well-being and behavior. Second, the study applies the cognitive theory of emotion to 
examine the effect of food tourism experience on tourists’ subjective well-being for the first time, which offers a new perspective for 
food tourism research and expands the scope of the cognitive theory of emotion, and broadens the theoretical basis for future research 
in this area. Third, the study determined the mechanism conditions between food tourism experience and tourists’ subjective well- 
being. Tourists’ attitude and satisfaction were found to play a mediating role. 
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