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ABSTRACT 

Food tourism offers a unique way of marketing the culture of a people 

globally. To this end, many destinations are looking for ways of promoting their 

food offerings for the appreciation of international tourists. TIlls study sought 

to contextualise international tourists' experiences with Ghanaian cuisine for 

the purpose of food tourism development in Ghana. A grounded theory 

approach to qualitative research was used for the study. Forty internatio na I 

tourists were interviewed between the months of August and December 2015. 

Data was analysed by employing open coding, focused coding, axial coding and 

selective coding. TIle study found among other things that tourists' motivation 

for consun1ing Ghanaian cuisine was out of cultural cUliosity, there was a 

reasonable sense of knowledge deficit of Ghanaian cuisine among the tourists 

interviewed and international tourists' experiences when it comes to service 

related attnbutes were mixed. Additionally, it was found that the overriding 

image of Ghanaian cuisine was spicy and oily. Finally, a proposed growlded 

theOlY of transformative conswnption experience of local food could explain 

international tourists' expenences with Ghanaian local cuisine. It is 

recommended that Ghana should vigorously promote its indigenous dishes 

using all modem means of marketing such as social media and consmner blogs. 

Food safety and sanitation should be encow·aged and promoted especially 

among street food vendors and chop bar operators. There should also be 

sensitization on the use of pepper and oil in Ghanaian cuisine to make them 

more appealing to international towists who visit Ghana. 
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Background to the Study 

CHAPTER ONE 

INTRODUCTION 

The last fifty years has witnessed a growth in tourism from a non­

significant industry/sector to one of the world's most powerful economic forces. 

Developing countlies especially see it as a means to economic emancipation 

and development (Telfer & Sharpley, 2008; Torres & Mornsen, 2004). It is, 

however, preposterous to assume that the relationship between tourism and 

development is straightforward where tourism leads to development. Koutra 

and Edwards (2012) have argued that most developing countries ventwing into 

tourism lack the necessary macroeconomic, socio-political and economic 

systems important for the realisation of the benefits to be derived from the 

pursuit of tourism 

Again, successful tourism deVelopment has been found to depend 

largely on the positive interactions between tourists and their hosts and more 

unpOltantly, locals and their support for tourism (Gursoy, Chi, & Dyer, 2010; 

Hwang, Stewalt, & Ko, 2012). Nevertheless, the activities of large international 

agencIes and corporations dominate tourism development projects in 

developing countries. The agencIes draw up tourism development plans and 

actively participate in the provision of facilities and services. Participation of 

locals or uldigenes in tourism development and enjoyment of accmed benefits 

can be descnbed as a token (Koutra & Edwards, 2012). The tourism­

development nexus questions notwithstanding, worldwide international tourists 

arrivals have increased from 25 million in 1950 to about 1186 million in 2015 
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[United Nations World Tourism Organisation (UNWTO), 2016]. Africa's share 

of the 2015 figure was 53 million visitors with Sub-Saharan Africa recording 

35.4 million anivals (UNWTO, 2016), about a percentage decrease from 2014. 

Ghana's tourism industry has equally seen some growth in recent years. Data 

sourced fi·om the World Travel and TOUlism Council (2015) show that the total 

contnbution of tourism to Ghana's gross domestic product was about GH¢ 7, 

668.4 million (6.7%) in 2014, which fiuiher points to the importance of tourism 

to Ghana's economy. 

The growth in tourism worldwide has also coincided with a touris t 

market that is more conscIous of quality, discerning, knowledgeab Ie, and 

seeking more individualistic experiences. The demand for tourism has 

invariab I y also shifted from the traditional sea, sun, and sand resources to 

cultura~ adventure, heritage, and ecotourism resources (Telfer & Sharpley, 

2008). Similarly, Sims (2009) adds that destinations are becoming competitive 

and it calls for the development of new products in order to distinguish one 

destination :Ii-om the other. Successful destinations are those that are able to offer 

variety and new tourism products to address special interest niches (Dong, 

Wang, Morais, & Brooks, 2013; Rodrigues, Kastenholtz, & Rodrigues, 2010). 

The provision of local food products is one of the ways of diversifYing tourism 

products and creating uniqueness (Hashimoto & Telfer, 2006; Woodland & 

Acott, 2007). This admonition notwithstanding, Ghana continues to promote 

her pristine beaches, ecological and historical heritages and aspects of the 

cultural helitage (festivals) and, to some extent, avenues for the business 

traveller with little diversification into other areas such as food and drink 

tourism 
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Unique and authentic foods serve as cultural markers and tourists who 

wish to identify with other cultures consume local food and drinks on their 

journeys (Kivela & Crotts, 2009; Mkono, Markwell, & Wilson, 2013). 

Additionally, the attraction to travel to destinations in search of unique and 

authentic culinary taste is increasing (Smith & Costello, 2009). Bell, Adhikari, 

Chambers, Cherdchu, and Suwonsichon (2011) reiterate that consumers are in 

search of new food experiences and flavour combinations. This has resulted in 

more people travelling for culinary purposes. The situation presents unique 

opportunities for branding and marketing of those places (Mossberg, 2008). 

Therefore, destination management organisations are vigorously using their 

unique foods and drinks for promotion and marketing (Harrington & 

Ottenbacher, 2010; Ottenbacher & Harrington, 2013). 

TIle views of Mossberg (2008) is further complemented by Everett and 

Aitchison (2008) who discussed that food and drink offerings of particular 

destinations have become established elements in the marketing of many other 

forms of hospitality and tourism Marketing food and drink as part of the 

broader destinatio n offerings is not out of place since food and drink 

consumption is part of the tourist experience at any destination (Chang, 2011; 

Chang, Kivela, & Mak, 2011). One-third of tourists' expenditure is on food and 

drinks (Mak, LWllbers, & Eves, 2012). This expenditure occurs even when food 

and drink are not the focal points of their visit. 

Food and drink have a symbolic significance and therefore have 

connections to travel motivations (Cohen & Avieli, 2004; Mak, Lumbers, & 

Eves, 2012). Thus, food can either be the primary or secondary motivation for 

travel (Hsu, Tsa~ & Wu, 2009). Tourists sometimes travel to a place to have a 
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taste of its unique food and drink (Holloway, 2006). Thus, food and drink, which 

is a cultw·al element, then becomes the experiential thing or the product being 

consumed by the toUIist. 111e act of consumption, therefore, takes centre stage 

in what Hirschman and Holbrook (1980) tenned 'hedonic consumption' (p. 92) 

which is about the experience and not just the act of consumption. 

Quan and Wang (2004) are of the view that toUIist experience with food 

is either a peak or a supportive consumer experience. The peak consumption 

experience is when food is the main reason for travelling as in the case of 

culinary destinations around the world. The supportive consUIner experience 

occurs because toUIists, at any rate, consume food on their journeys. However, 

the supportive consumption experience could become the peak experience 

remembered long after the trip. Additionally, food goes beyond just providing 

. sustenance to include a collection of social practices; therefore, it could provide 

a way for toUIists to interact with locals (Mak, LUInbers, & Eves, 2012). This 

interaction has implications for both parties as they derive the benefits 

associated with the interaction The toUIist will get new opportunities to engage 

the other senses rather than the established visual gaze (Urry, 1990). Moreover, 

for the host, the kind of food and drinks on offer can have major implications 

for the economic, cultura~ and environmental sustainability of the destinatio n 

(Sims, 2009). 

The Context of the Study 

Ghana's tourism industry has seen a steady growth since the late 1970s 

when yea~ ofpolitical upheavals led to its stagnation (Akyeamp~ng, 2007). In 

2014, the direct contribution of tourism to Ghana's GDP was 1,131.6 million 
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dollars (2.6%) and the projected growth for 2015 was 5.6 percent (WTIC, 

2015). The creation of the tow·ism ministry and the enactment of three tourism 

development plans since the creation of the ministry indicate the importance of 

tourism to Gbana's economy. The second IS year National Tourism 

Development Plan (1996-2010) aimed at making tourism a driver of growth and 

development in Ghana. The Tourism Sector Medium Tenn Development Plan 

(2010-2013) aimed at improving government investments in the sector. One of 

the objectives of the third National Tourism Development Plan (2013-2027) as 

captured in the forward to the document is as follows: 

There is a high expectation among stakeholders that the 

Plan will promote increased investments in the supp ly 

and value chain linkages, product development, 

infi"astructure, marketing and promotion, human. 

resource development and research, as well as 

information, communication and technological 

advancement in the tourism sector. 

This study fits into the above objective. The implications of the findings could 

help in food tourism development in Ghana. Food towism will be a new produc t 

to augment existing tourism products that Ghana promote. 

There are five main categories of tourist attractions in Ghana. These are 

the Walm tropical climate, beaches, ecological heritage made up ofvegetation, 

wildlife and waterfalls. Others are Ghana's cultural heritage, comprising the 

numerous festivals, dances, crafts, arts, music and food and its historic a I 

heritage, which consists of monuments and sites linked to her pre- and post­

colonial history. Facilities for meetings and conferences are also availab Ie 
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(Akyeampong, 2007). All these resources attract tourists to Ghana. TIle interest 

of this study, however, is Ghana's food and drink resources that are elements of 

her cultural heritage and how it can be developed into a product for the 

intemational tourist market. 

Ghana's food and drink resources are numerous. It is common to find 

many "chop bars" (traditional restamants), restamants, street food vendors, and 

many other foodservice establishments dotted all over the country. Among the 

staples sold are Juju (pounded cassava mixed with plantain, cocoyam or yam) 

served with a variety of soups; ken key and banku made from cooked maize 

dough served with ground pepper or any of the soups or gravy. Others include, 

fi'ied yam (similar to French fries), spicy beef or chicken kebab, char-grilled 

chicken, guinea fowl and tilapia enjoyed with banku and beer, tua zaaji, (a meal 

of com and cassava flour), waakye (cooked rice and beans), andjalloJrice (rice 

boiled in a spicy and tasty tomato and vegetable sauce with meat or fish or both) . 

The drinks include local beverages such as "pita ", "asana ", "bisap", palm 

wine, the various beers brewed in Ghana and all the varieties of local dry gin on 

dle market (see Appendix D for a full complement of popular documented 

dishes of Southem Ghana). 

Statement of the Problem 

Customer satisfuction IS a cuhnination of a senes of customer 

expenences (Meyer & Schwager, 2007). Satisfaction in itself is judgement a 1, 

based on either cognitive, afiective or emotional responses that arise fi'om an 

individual's experiences widl a product or service (polo Pena, Frais Jami1ena, 

& Rodriguez Molina, 2012). TIle marketing, retailing, and service rnanageme nt 
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literature has, however, fuiled to consider customer expenence as a separate 

construct from customer satisfuction and servtce quality (Verhoef, Lemon, 

Parasuraman, Roggeveen, Schlesinger, & Tsiros, 2009). 

Similarly. although research interest in food and drink tOlU"ism continues 

to grow (Amuquandoh & Asafo-Adjei, 2013: Kim, Eves, & Scarles. 2009: Mak, 

Lurnbers, & Eves, 2012) rnost of these studies have paid little attention to the 

expcrientia I aspcct oflood and drink consumption. Falconcr (2013, p. 21) 

reiterates that in spite of the growing interest in food and chink as essential 

components of the tOUIist expelience, attention given to the "often-problemat ic" 

emotions associated with it is not much. Equally, the perspectives of tow'islS 111 

relation to their food expcnences remam lU1der-rcsearcbed (Bjork & 

Kauppinen-Raisanen, 2014; Kauppincn-Raisancn, Gummcrus, & Lehtola. 

2013). The consumption experience brings with it a "Pandora's box" of 

emotions, which include disappointments, shame, angllish, and relief (Falconer, 

2013; Kivela & Crotts, 2009)which are critical elements that are not UI1derstood 

and have been left under-researched. 

The area of toruists' food experiences on the African continent has 

largely been UI1der-researched as well (Mkono, Markwell, & Wilson, 2013). 

Effective tOUlism experience design requires that "the focus of research should 

not be on the experiences of tourists as conSUIners but should include the tourist 

as a human being" (Tussyadiah, 2014, p. 559). Human beings are inculcated 

culturally and socially. Hence, they have a cultural and social background, 

which may influence how they behave. Food experience is a "process of deeper 

cultural and social learning and UI1derstanding of a society and its culture" (Kim 

& Ellis, 2015, p. 153). The process of cultural and social learning for a tourist 
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starts from the pre-consumption expenence (searching and planning); purchase 

expenence (choice and encounter with the environment); core consumptio n 

expenence (cognitions and emotions), and remembered/nostalgia expenence 

(reliving the experience). 

Tourists' views on traditional Ghanaian food have been documented 

(Adongo, Anuga, & Dayour, 2015; Amenumey, Dayour, & Adongo, 2015; 

Amuquandoh & Asafo-Adje~ 2013). ll1ese studies and others on international 

tourists' satisfuction with Ghanaian cuisine focused onjust one of the two areas 

of food tourism: business management and marketing perspective, which is 

mainly quantitative (Kim & Ellis, 2015). This perspective relies on supply 

models, which are deep-rooted in behaviouristic stimulus-response theories 

(Gnoth & Matteucci, 2014). A sUlKing omission is a cultural and sociological 

perspective. which deals with how tourists acquire, change, and adapt 

knowledge and skills m order to explore their new environment. An 

understanding of this process could lead to an explanation of the experiences of 

tourists concerning unfarniliar foreign foods and the basis for predicting future 

behaviour. 

Ghanaian local fbods are not part of the fumiliar staples consLUned by 

intemational tourists. ll1erefore, the conslunption of such local dishes by 

tourists could mean a search tor authentic experiences. There is thus a need for 

an investigation into tomists' experiences with Ghanaian cuisine and the 

possibility of predicting tourists' beha'viomal responses. This could fonn the 

basis for future marketing approaches since emotional responses toward 

destinations atfect destination choice (Hosany, 2012). This study, therefore, 

seeks to propOlmd a theory that explains international tourists' experiences with 
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Ghanaian foods and how that knowledge could be used m food tourism 

development in Ghana. 

Aim of the Study 

The aim of the study was to contextualise international tourists' 

expenences with Ghanaian cuisine and to develop a substantive grounded 

theory that explains those experiences. 

Research Questions 

The following focused questions were asked to address the research 

problem: 

1. Why do international tourists eat Ghanaian cuisine while in Ghana? 

2. How do international tourists get to know about Ghanaian cuisine? 

3. What are the food purchase experiences of international tourists? 

4. What images do the core consumption experiences convey about 

Ghanaian cuisine? 

5. How do the consumption expenences translate into behavioural 

intentions concerning Ghanaian cuisine? 

Significance of the Study 

The concentration of most literature on food and drink tourism is on 

known food and drink destinations around the world such as England, Wales, 

South Korea and Thailand. Consequently, by proposing a model to explain the 

experiences of tourists with local food at a destination that is not an established 
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food tourism destination will advance the theoretical progress on tourists' 

experiences in tourism (Hosany & Witham, 2010). 

From a practical point of view, Williams (2006) argues that unlike 

traditional marketing themes, experiential marketing aims at giving consumers 

in-depth, tangible experiences in order to provide them with sufficient 

information to make a purchase (p. 485). By looking at tourists' experiences 

with Ghanaian cuisine, specific experiences (negative or positive) would be 

isolated and interpreted for local entrepreneurs. Therefore, local entrepreneurs 

providing services to tourists will stand to benefit from the work since they will 

have information on the food experiences that tourists seek when in Ghana. This 

is an important first step in designing tourism experiences (Tussyadiah, 2014). 

The Ghana National Tourism Development Plan (2013-2027) also seeks 

for the expansion and diversification of Ghana's tourism offerings. By 

researching into a specific product area (food) with the aim of looking at its 

potential for tourism development, the core issues of product development, 

marketing, and promotion as identified in the document will be supported. New 

tourism products cannot be developed and promoted if there is no market for 

them. 

Furthermore, understanding how consumers expenence brands is 

clitical for developing marketing strategies for goods and services (Brakus, 

Schmitt, & Zarantonello, 2009). This study will bring out specific sensations, 

feelings, cognitions, and behavioural responses triggered by the food offerings 

of Ghana. By relying on this information, the Ghana Tourism Authority and 

other agencies tasked with promoting Ghana as a tourism destination will have 

information on which positive food experiences to promote. 
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Additionally, the study will contnbute to existing knowledge on tourist 

motivation and behaviour at the destination specifically m relation to their 

preference for the local CUlSme. Most of the studies on tourists' motivation, 

decision-making and infomntion search are limited to the pre-purchase phase 

of the travel experience (Choi, Lehto, Momson, & Jang, 2012; Nishimura, 

King, & Waryszak, 2007). How decisions made at the pre-travel stage change 

when tourists encounter situational variables, such as new food, remains to be 

fully unravelled. 

Delimitations and Scope of the Study 

This thesis is subject to the following delimitations: 

I. It is delimited to tourists who had consumed some Ghanaian CUIsme 

while visiting destinations in Ghana; 

2. The experiences are not limited to the core consumption expenences but 

include the infonnation search and purchase experiences as well; and 

3. It does not aim at generalis ing the findings. Rather it seeks to come out 

with a substantive grounded theory that explains tourists' experiences 

with Ghanaian cuisine. 

Organization of the Thesis 

The remainder of the thesis is divided into nme chapters. Chapter Two 

has a review of related literature on the subject of food and tourism. Chapter 

Three discusses some conceptual and theoretical issues relating to the 

experiential paradigm, tourism experience construct, tourist motivat io n, 
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decision behaviour and infonnation search. The methodology for the thesis IS 

explained in Chapter Four. 

Chapter Five examines intemational tourists' motivation for eating 

Ghanaian dishes and analyses their infonnation seeking behaviour. Chapter Six 

exammes international tourists' food purchase experiences. Chapter Seven 

analyses international tourists' perceptions of Ghanaian dishes after the core 

conswnption expenences. Chapter Eight examines international tourists' post­

conswnption behavioural intentions. Chapter Nine discusses the substantive 

grounded theory of the study and situates the findings within existing literature. 

Chapter Ten has the SW11l11ary of the thesis, major findings, conclus io ns, 

implications of the study for food tourism development, contnbutions to 

knowledge and the recoIlllnendations for future studies. 
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CHAPfER TWO 

REVIEW OF RELATED LITERATURE 

Introductio n 

This chapter reviews the extant literature on food tourism It, however, 

starts with a discussion on the place of literature in grounded theory research. 

This is to offer a justification for engaging in limited literature review at the 

beginning of the study. Subsequent discussions focus on food as a place 

identifier, food tourism, and tourists' motivation for consuming local food. The 

last heading for discussion under this chapter is food preferences, choice, and 

consumption 

Place of Literature in Grounded Theory Research 

The issue of conducting a literature review before cornmencmg and 

completing grounded theory research has been a contentious one. Dunne (20 I I) 

descnbes it as the chicken and egg conundmm in qualitative research. Glaser 

and Strauss (1967) and later Glaser (1978) the oliginal proponents of the 

approach were of the view that by conducting literature review plior to 

conducting grounded theory could cloud the judgement of the researcher. In 

that, the researcher will enter the field and conduct analysis based on a 

preconceived theoretical lens (Channaz, 2006). This position was later clalified 

by Glaser (1978, p. 72) one of the key proponents of the methodology. He wrote, 

"It is necessary for the grmmded theorist to know many theoretical codes in 

order to be "sensitive to rendeting explicitly the subtleties of the re~tionships in 

his data" which was contrary to the earlier views of Glaser and Strauss (1967). 
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Strauss and Corbin (1 998b ) also added later that aU researchers enter the field 

of enquiry with a background comprising professional life and access to 

literature in that field. There is, therefore, no possibility of entering the field 

tabula rasa. A situation where an individual is free of knowledge in given field 

of study. 

Dunne (2011) and McGhee, Marland, and Atkinson (2007) are of the 

VIew that because students are asked to write research proposals and to 

demonstrate a grasp of pertinent issues that have been addressed and what needs 

addressing, it is not possible to have no knowledge of the subject of study. The 

intention behind the literature review at this stage is to give the researcher 

insights for the formulation of initial research questions (Corbin & Strauss, 

2008; McGhee, Marland & Atkinson, 2007). As the researcher progresses 

through the work and as concepts and categories emerge, there is the need for 

theoretica I sensitivity, an important concept in grounded theory. This theoretica I 

sensitivity is only possib Ie if the researcher has knowledge in the area of stud y 

(Charma~ 2006; Walls, Parahoo, & Fleming, 2010). 

Strauss and Corbin (1998) also note that in writing the final thesis the 

researcher "must incorporate relevant literature" (p. 263). This view is also 

shared by Dunne (20 11) who notes that for a PhD thesis: 

TIle decision to wait until after the findings have been 

presented to engage with extant literature might be met 

with confusion by examiners or reviewers who may be 

experts in the substantive field, but not necessarily, 

experts m grounded theory, thereby leaving the 

researcher open to criticism and significant re-
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workings. Equally, weaving the introduction and 

discussion of theoretical concepts into the presentation 

of research findings may lead to excessively long 

chapters peppered with tangential explanations of 

diverse theOlies, and again detract ii·om the flow and 

thrust of the study (pp. 120-121). 

This study, therefore, takes on board all the VIews above by beginning with 

some literature review on the issues being addressed and later during the 

analysis, literature will be used to introduce and support some of the emerging 

theoretical categories and issues. The final stage of the literature review win be 

to situate the findings into existing body of knowledge. This is important 

because the researcher needs to show how the emergmg substantive theory 

moves beyond existing boundaIies of knowledge (Charmaz, 2006). 

Local Food as a Place Identifier 

In the ClllTent globalised world, the contested issue is whether celtain 

categories of food , either in the raw state or processed, can be described as 

"local". Tomism involves the movement of people across the globe and given 

the pervasiveness of the phenomenon of globalisation in evelY sphere of life, 

one expects that tomists will be out there looking for the familiar, especially 

food. This is not the case, though. TI1e extant literature points to the fact that 

more and more people are moving from the globalised view on everything to a 

localised one. Schnell (2013, p. 66) points to the "local food movement" in the 

United States as a Cl1lSade in the opposite direction of globalisation. It is a move 

towards localising evelything with food being at the heart of it. The global 
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movement for food grown in local areas by local fanners and citizens is also 

giving rise to the demand for locally produced food by people even when they 

travel (Costa & Besio, 2011) and in tourism, travellers have been choos ing 

destinations with local food in mind (Meier & C~rovic, 2003). 

TIle current headline status of the local food movement (McEntee, 2010; 

Mount, 2012) notwithstanding, Fonte (2008) observes that these movements are 

not new. Ikerd (20 I I) advances the view that the local food movement in North 

America has its roots in the natural food movement of the 1960s when people 

clamoured for organic foods instead of inorganic ones. 1bis period coincided 

with Rachel Carson's (1962) book Silent Spring on the ill effects of pesticides 

on the enviromnent. The local food movement is premised on the belief tha t 

large-scale agricultural businesses compromised the qualities of the foods they 

produce in search of profits. Local food, on the other hand, is of good quality, 

fresh and flavourful and offers people a connection to a certain place (McEntee, 

2010). 

The desire for local food and the local food movement, especially in the 

United States and Europe (Arsil, L~ & Bruwer, 2014; Schnell, 2013), suggests 

that local food is associated with a particular area. Thus, one can say that these 

movements are in particular locations with the aim of promoting and supporting 

local agricultural and food businesses. Franklin, Newton, and McEntee (2011) 

observe that the local food movement is for local economic sustainability. This 

observation is not different from the argtID1ents made by Suns (2009) that 

developing a local food tourism industry could lead to the sustainability of 
. 

tourism in communities through the protection of the livelihood oflocal furmers 

and the businesses of local entrepreneurs engaged in the culinary trade. 

16 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



The tenn "local food" fuces some definitional challenges due partly to 

the difficulty of defining "local". Available literature on what constitutes local 

food provides vatying definitio ns and the use of the tenn "local food" has 

neither been consistent nor clear (Eriksen, 2013). Schnell (2013) suggests that 

a place is deemed "local" if it offers people a sense of identity without which 

they feel something is missing "a sense of the local, a sense of belonging to a 

place, and a sense that a place is distinct from other places" (p. 57). One could 

also add that there is a distinctive tie between certain foods and that place. This 

line of argument holds that food is a cultural artefuct, which links to issues such 

as place and identity, material and symbolism (Everett, 2008). The place where 

the food was grown therefore becomes a characteristic oflocal food. This means 

that local food cannot be defined without looking at the place where the food is 

produced (Arsil, L~ & Bruwer, 2014; Dunne, . Chambers, Giombolini, & 

SchlegeL 2011). Futamura (2007) though contends that the term "local" IS 

relative and not fixed to where food is grown and processed for consurnptio n 

and queries whether the definition of local food should be a spatiaL materiaL or 

discursive context. He notes that 'local' is a "social construct: unfixed and 

usually defined contextually rather than on an explicit scale" (p. 220). 

Mount (2012) proposes that the determination oflocal food largely is by 

the actors involved and their unique priorities, concerns, capacities, goals, and 

values. Perceptions of local food vary between consumers and producers 

(Enksen, 2013). Most consumers see food produced in the location where they 

live as being fi·esh, taste better and is of high quality. It also exlubits an element 

of nust, credibility and assurance to consumers as they reel a sense of 

knowledge about the producer or the foodstuffS (McEntee, 2010; Selfa & Qazi, 
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2005). What constitutes an authentic local food is also subject to debate. Mkono, 

Markwell, and Wilson (2013) contend that authenticity as a concept remains 

elusive to define. However, in food tourism, authentic ity is cultura lly 

constructed. Thus, the authors argue that the cultural definition of authentic ity 

could lead to many issues such as the locality of ingredients and the use of 

traditional recipes (p. 69). 

From the above arguments, one can only agree with Enl<sen (2013) who 

notes that the definition of local food is idiosyncratic and to an extent not 

universal (p. 49). Local food can be defined from both the demand and supply 

sides. From the demand side, Guerrero et al. (2009) define local food as: 

A product frequently consumed or associated with 

specific celebrations and/or seasons, normally 

transmitted from one generation to another, made 

accurately ill a specific way according to the 

gastronomic heritage, with little or no 

processing/manipulation, distinguished and known 

because of its sensory properties and associated with a 

certain local area, region or country (p. 348). 

From the supply side, Nurrnnedal and Hall (2006) are of the view that local food 

is any food produced within a local area or a local specialty food that has a local 

identity. Costa and Besio (2011) using geogastronomia to refer to the 

placedness of food note that food has ideological and sensual qualities. Food 

contributes to peoples' affective relations to places, in that; food has a 

sensuousness nature and particularly evocative signifiers ill place-making 

processes. Accordingly, Longhurst, Johnson, and Ho (2009) note that the 
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attributes of food such as sensual qualities, tastes, smells and textures all say a 

lot about the people eating or preparing it, which has an emotional and affective 

relations with the place. 

Food Tourism 

Food tourism is a sub-category of cultural tourism (Updbyay & Sharma, 

2014). In addition, within the existing literature on the subject, various 

categories have been noted; tasting tOluism (Bonifuce, 2003), gowmet tourism 

(Mitchell & Hall, 2003), gastronomy tourism (Correia, Moita~ Ferreira da 

Costa, & Peres, 2008), culinary tourism (Ab Karim & Ch~ 20 I 0; Homg & Tsai, 

2012) and food tourism (Everett, 2008,2012; McKercher, Okumus, & Okurnus, 

2008). Ignatov and Smith (2006) on the other hand identified four main 

categories of food. tourism: gastronomy tourism, culinary tourism, CUlsme 

tourism and gowmet tourism Lucy Long (1998) coined the term culinary 

tourism (Ab Karim & Chi, 2010) and this has since occupied an important 

domain within the tourism discourse. Cuisine and gastronomy are both nouns 

that represent styles of food preparation and the art or science of good eating 

respectively. In an expanded form, it will include everything in Armela go s ' 

(2014) definition: 

[The] cuisine is a cultural system that defines the items 

in nature that are edible, how these item; are extracted 

from the environment, eaten, or processed into food, the 

flavours used to enhance the taste of food and the rules 

about eating (p. 1331). 
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Culinary is the adjectival form of cuisine, which is the style offood preparation 

and the social context in which people acquire, prepare, and consume food. 

Culinary includes ingredients, prepared foods, beverages, food production, 

motivations, activities, institutional structures, and food tourism itself (Ignatov 

& Smith, 2006, pp. 237-238). Other authors ignore the distinctions and combine 

both as the same element. Kim and Ellis (2015) and Ab Katim and Chi (2010) 

share this view. They propose that there is no difference between food tourism, 

culinary tourism, and gastronomy tOUlism as the underlying factor is people 

travelling to destinations in search of unique foods. Therefore, within the 

available literature, one would find the interchangeable use of these terms. For 

example, Harrington and Ottenbacher (2010) put both together by stating that: 

Gastronomic and culinary tOUl;sm can be descnbed as 

tourism where an OppOltunity for memorable food and 

dln experiences contnbute significantly to trave I 

motivation and behavioUl' (p. 14) 

Homg and Tsai (2012) attest that culinary tOUl'ism is a new concept, which 

combines food and tourism (p. 796). Silkes, Cai, and Lehto (2013) however, see 

it as a phenomenon that has been studied extensively yet concede that it has not 

been fully explored. Hence, the two authors may be talking about the same thing 

in refelTing to it being a new concept and not fillly explored. The time dimens io n 

to the inception of the concept of culinary tOUlism notwithstanding, there is still 

not a single acceptable definition ofthe concept within the tourism literature. 

Silkes, Ca~ and Lehto (2013) report that the definition of culinary 

tourism has been dominated by literatlU'e from the mainstream social science 

literature, however, within the tOUl'ism literatlU'e it is still within the formative 
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stage hence a lack of consistent or common definition. 111is could account for 

the difficulty in defining food tourism. Nonetheless, the common attribute 

111l1ning through available definitions is experiencing food at a destination (Ab 

Karim & Chi, 2010; Green & Dougherty, 2008; Hall & Mitchel~ 2005; 

Hanington & Ottenbacher, 2010). The definition of Silkes, Cai, and Lehto 

(2013) which is the same as the definition given by Silkes (2012, p. 336) has 

been adopted for this study: 

A cultural interaction between toU1ists and residents 

through the sbaling of gastronomic interactions and 

experiences. 

111is definition captures the basis for culinary tOU1ism: experiencing the culture 

of others. For instance, Green and Dougherty (2008) articulate that at the heart 

of the culinary tOU1ism phenomenon is the unique foods and dishes from the 

culture of the host COmtnU11ity. Consequently, by looking at the definition that 

has been adopted for this study and the prinlalY element in culinary tourism, 

one can identifY impOltant elements of cultural interaction between tourists and 

residents and the sharing of gastronomic experiences. Food, as noted earlier, is 

an element of culture and a place identifier, which enhances the image of a 

destination, and tourists can use food as an experience of national cultm·e (Ab 

Karim & Chi, 2010; Frochot, 2003). Hence, by actively looking for local food 

on their jOU1neys, tOluists embark upon a search that helps them to expelience 

and accept a local cultm·e in an interactive manner without hesitancy (Long, 

2004). 

Hall and Sharples (2003) llsed the level of interest and the nmnber of 

tourists to divide food totu"ism into three main categories: gotu"met tourism 
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(cwsine/gastronomy tourism), culinary tourism, and ruraVurban tourism. 

Gounnet tourism is tourism that revolves arow,d food and wine where the two 

products are the reason for travel In this instance, tourists spend their entire trip 

visiting expensive restaurants and wineries to savour local specialties. Culinary 

tourists see food as part of the entire tOUJ;sm experience. For such tourists, 

regional or local food , and sinlple dining environments that represent rural 

lifestyles is their focus (Beer, Ottenbacher, & Harrington, 2012). Culinary 

tourists recognise the importance of food in the entire travel experience and see 

local food as part of the cultural heritage of the destinations that they visit 

(Ignatov & Smith, 2006). Other authors, however, make the enjoyment of local 

cuisine the plimmy motivation for the travel and these viewpoints contradict 

those who see culinary tourism as complementary to the other towism activities 

(Cohen & Aviel~ 2004; Park, Reisinger, & Kang, 2008; Robelt~ 2008; Stewart, 

Bramble, & Ziraldo, 2008; Yuan, 2005). 

Different scholars have used different approaches to categorise culinary 

tourists. Ignatov and Smith (2006) used travel activity and motivation to divide 

Canadian culinary tourists into food tourists, wine tourists and a mixture of both. 

Mack, Blose, and MacLalUin (2009) used social value scale to categorise 

culinary tomists into innovators and non- innovators. Yun, Hennessey, and 

MacDonald (2011) identified different categories of culinary tolU"ists using two 

different approaches. The first approach involved using tomists' culinary 

involvement and food related activities when on vacation to segment them into 

four: deliberate, opportW1istic, accidenta~ and lll"linterested culinm·y tOUJists. 

The second approach involved using tOUJists' attitudes toward food-related 

behaviour when at home and when travelling to arrive at three segments of 
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and prestige motivators. These motivators could also fall within the mam 

domain of tourism motivators. Fields (2002) using four categories of tourist 

motivation to travel as suggested by Mcintosh, Goeldner, and Ritchie (1995) 

attempted an explanation of tourists' motivation for consuming local food. 

Under the physical motivators, the author argued that since eating involves 

some fOlm of physicality, eating is for physical pleasure more so if it involves 

taking a trip to a farm. More importantly, he advanced the argument that since 

wellbeing has become an important issue in western societies, the allure of 

healthy food promised by destinations that have food to offer is the key physical 

motivator. 

Cultural expenences at a destination include the desire by tourists to 

gain some knowledge about the destination. ll1is knowledge search will include 

learning about the history of the place (Kim, Eves, & Searles, 2013). The quest 

for learning about other cultures can be seen as a search for authentic 

experiences; things that are unique to a place or a people in the context in which 

it occurs on a daily basis (Chang, Kivela, & Mak, 2010). Therefore, in food 

tourism, cultural motivators are the close association of authentic local food 

with a place. ll1erefore, a key motivator to consrune local foods is the cultural 

immersion that many travel to seek. 111is gives the opportunity to do something 

that is very different fi·om familiar ones. 

On the issue ofintelpersonal motivation, many people dine out because 

of the opportunity to meet new people. Spending time with family and friends 

when it comes to food consumption (Ignatov & Smith, 2006) comes within the 

domain of interpersonal motivation. Prestige and status always accompany the 

basic reasons why people go on vacation. Coming back from a vacation and 
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letting others know of it has always driven people to travel to new destinations. 

In much the same way, the experience of exotic cuisine is a novel act (Obonyo, 

Ayieko, & Kambona, 2012) which could become a bragging right if there is an 

opportunity for it. Kim, Eves, and Scarles (2009) identified excitement and 

break away fi·om routine as motivations for consuming local food while on 

vacation. Breakaway and excitement are lIDder the interpersonal fuctors and 

prestige. Showing off can be placed under prestige. Curiosity and the search for 

knowledge is another motivator, where people want to experience the exotic in 

the midst of globalisation and sensory and tactile pleasure and experience as 

key motivators in tourists' engagement with local food. 

Park, Reisinger, and Kang (2008) introduced the element of meeting 

experts. 111is fuctor links to the search for knowledge. Experts are people who 

are versed in a field and, therefore, will be in the position to pass on the 

knowledge sought by the culinary tourist. Shenoy (2005) aligned food with 

culinary tourists and established five motivators: purchase loca~ dine local, 

drink loca~ elite dining, and fumiliarity. These motivators show that local food 

and drink offerings at a destination are the prin1ary considerations for the 

culinary tourist. In recent times, Mak, Lumbers, Eves, and Chang (2012) have 

suggested a five-dimensional framework to aid in the understanding of tourists , 

motivatio n for consuming local foods. TIle five dimensio ns are symbolic, 

obligatory, contrast, extension, and pleasm·e. To these authors, symbolism as a 

driving force behind eating while on vacation explains what local food signifies. 

To most tourists local food consumption is an opportunity to explore and learn 

about local culture, authentic food experiences, prestige, and status. Food 

consumption is an obligatory part of the tourist's journeys. Food is for 
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that some tourists ate local foods because of the perceived heahh benefits 

associated with such foods. 

Silkes (2012) looked at motivations for attending local farmers market 

festivals, which could serve as the basis for culinary tourism development and 

found that food quality, shopping expenence and facility were the mam 

motivators. The quality of food is always an important attnbute for most 

consumers especially when people are away from their homes. No one wants to 

be down with any food related infections. The shopping experience, which 

includes buying and eating, is also key. The facility connotes both an attnbute 

of sanitatio n and cleanliness as well as the social setting in which consump t io n 

takes place. Consequently, tourists may consider how the facility looks like and 

anticipate what goes on both at the front and the back of the house in order to 

make a purchase. 

Food Preferences, Choice, and Consumption 

Food choice is an intricate phenomenon that has been difficult to unravel 

because of the multiplicity of factors that are involved. The "omnivore's 

dilelmna" has always been pali of man's evolution (Annelagos, 2014, p. 1331). 

The dilemma deals with an innate conflict that man goes through in seeking 

novel foods (neophilia) to meet nutritional needs and the fear of eating 

something that is dangerous to one's health (neophobia). Food neophobia is the 

unwillingness of people to accept novel foods and neophilia is the willingness 

to accept novel food (Finistrella, Manco, Ferrara, Rustico, Presaghi, & Morino, 

2012; Parasecoli, 2011). Food has always been associated with health, which is 

captured by the cliche 'you are what you eat'. This cliche has become important 
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in recent years due to growing cases of diseases that are associated with 

unhealthy eating (Guine, Barros, Queir6s, Pina, Vale, Ramoa, Folha, & 

Carneiro, 2013). Consequently, preclusion or protection against illness, dea ling 

with obesity and nutritional quality offoods is now more important than how to 

improve the quality of food aesthetics in these western societies (Rodgers & 

Young, 2008). 

Although tourism research into health concerns and eating behaviour 

still remains at its embryonic state (Chang, 2017; Hallab, Yo on, & Usya~ 2003), 

there are some indications that food and health are two of the main perceived 

risk factors in international tourism (Lepp & Gibson, 2008). This is not different 

from the held view that travelling in itself exposes people to a number of risks 

including food risks (Bentley & Page, 2008). In fuct, food risks are thought to 

be higher abroad than at home (Larsen, Wibecke, Ogaard, & Selstad, 2007) and 

indeed context is one of the most impOltant fuctors when it comes to the 

acceptance and ingesting of food (Boutrolle, Delarue, Arranz, Rogeaux, & 

Koster, 2007; Jaeger & Rose, 2008; King, Meiselman, Hottenstein, Work, & 

Cronk, 2007). Tourists from western countries have avoided local foods 

especially in developing countries due to the perceived hygiene and health risks 

associated with them (Ton'es & Skillicorn, 2004) as well as problems with the 

strangeness of such foods to them (Cohen & Aviel~ 2004). 

Tourists who are concerned about what they eat in terms of food content 

and nutrients try to avoid the intake of certain foods while on vacation (Chang, 

2017). Again, past studies have also shown that health-conscious tourists have 

looked for restaurants that served healthy foods and used healthy cooking 

methods (Hallab, Yoon, & Usya~ 2003; Yuksel & Yukse~ 2002). Most of these 
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health-conscious tourists adopt a strategy known as "categorical thinking" 

attitude (Lundkvist, Fjellstrom, Sidenvall, Lumbers, & Raats, 2010, p. 617) that 

certain foods are harmful and would, therefore, employ an elimination strategy 

to isolate foods that are thought to be harmful (Soba~ Bisogni, Devine, & 

Jastran, 2006). There are instances, however, when even health-consc ious 

travellers have set aside health and risk concerns just to enjoy local food 

offerings while on vacation (Chang, 2006). 

Consumers' nutritional knowledge affects their eating habits and 

consumption patterns. This is in addition to the changing contextual aspects of 

the decision environment or mental associations with a specific food (Wansink, 

2004). Information on nutrition leading to knowledge on healthy food choices 

has been found to have minimal effect on food choices since food choice is 

mainly associated with the affective components of an individual's association 

with food rather than the cognitive (Birch & Lawley, 2012). The single most 

important mctor found to affect food like or dislike is cultural belonging. In 

addition, within individuals' cultural belonging variations exist. Research on 

whether age, gender, and heredity affect food choice and acceptance have 

yielded little results (Chen, 2011). The taste or distaste is, however, a signific a nt 

predictor offood choice or likes within a cross-cultural dimension If culture is 

the significant predictor of food choice then, how is it possible for people to 

accept other peoples' food? Familiarity with such foods will fucilita te 

acceptance and choice. Therefore, it is easy for people who have ever visited a 

destination and have had a feel of its food to go back and experience it 

depending on where that experience lies on the affective scale of like, dislike or 

neutral Constant exposure and repeated infonnationn on the taste rather than 
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the nutritional knowledge is key to reducing peoples" reluctance to travel again 

for food (Koivisto & Sjoden, 1996). 

TIle choice or preference for specific foods is associated with the food 

experiences of people. Previous studies into this phenomenon found that the 

food that parents serve their children earlier in life affects their food preference 

as they mature (Falciglia, Pabst, Couch, & Goody, 2004; Scaglioni, Salvion~ & 

Galimberti, 2008). TIle "gatekeeper" in food decision-making within the home, 

which is mainly mothers, influences the parental choice of specific foods. 

Parents and fumiliar adults, peers and the praise or negative response for 

consummg certain types of food m addition to the unfamiliar food that an 

individual is exposed to earlier ill life (Nicklaus, Boggio, Chabanet, & 

Issanchou, 2004; Skinner, Carruth, Bounds, & Ziegler, 2002) shape food choice 

and acceptance during infuncy. The acceptance of a parent's food behaviour or 

not, results in food neophobia or neophilia. 

Food neophobia is mainly seen as a hereditary issue (Cooke & Wardle, 

2007), it is highly linked to temperament and personal fuctors since most of the 

food that people are fumiliar with were introduced to them early in life 

(KnaapiJa, SiIventoinen, Broms, Rose, Perola, Kaprio, & Tuorila, 2010). 

Although this personality trait may vary over time, it is also possible for it to 

persist into adulthood. Therefore, Henriques, King, and Meiselman (2009) 

affirm that a sizeable proportion of a population may continue to express 

neophobic tendencies. In the context of tourism, there is evidence to suggest 

that personality traits, especially food related ones have affected tourists' 

healthy eating behaviour. Tourists with high food involvement ~ke healthy 

food choices wIllie on tours than those less involved (Marshall & Bell, 2004). 
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Finistrella et al (2012) f01md that food neophobia is the result of 

pickiness in children more than in adults. Therefore, adults on tour in a different 

country will want to try novel foods without having any issues about what to 
. 

choose, all things being equal However, there is the element of preferences and 

rejection, which are more environmentally determined than neophobia, which 

is genetic (Cooke & Wardle, 2007). This could explain why some tourists would 

want to keep to what they are used to when it conlCS to food at a destinatio n. 

Parasecoli (2011) extends this view by stating that some tourists find it difficult 

to accept novel food because ofa lack of the necessary food-related culture and 

its associated knowledge of the new environment to enable them face the 

challenges of eating a novel food. Mak, Lumbers, Eves, and Chang (2017) 

found that food neophobia explained the discrepancy in tourists' food concerns. 

Food concerns relate to health improvement, weight maintenance, and 

apprehension about hannful food ingredients. 

Recent studies found that behavioural f1eXlbility is at the heart of the 

adaptive response to one's changing environment. TI1is fleXlbility may be the 

result of innovation in which the individual adopts a new behaviour or through 

social learning in which the individual may adopt the behaviour of others 

(Wlight, Eberhard, Hobson, AvelY, & Russello, 2010). Behaviour adaptability 

and social learning are important fur local food conswnption by tourists. Most 

tourists, especially cultural tourists, are more likely to adapt their behaviour to 

suit that of the local communities they engage. This engagement transcends into 

the full cultural offerings of the community including food. Once tourists accept 

to try novel foods of their hosts, a new function for what was once inedible is 

established; which is edibility. By this behaviour of adaptability and social 
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learning, anything within the human environment can become possib Ie 

candidates for food (Parasecol~ 2011). Tn the area of food science, Gaudette and 

Pickering (2013) state that although human beings have evolutionally gravitated 
, 

towards sweet-tasting foods, novel bitter-tasting foods also become acceptable 

after periods of repeated use. 

Local food is an alternative to the conventional food that has widely 

been associated with food-related diseases. Moreover, although most people 

would want to consrune local food they are sceptical about the premium price 

they have to pay, as they believe that local food and conventional foods are not 

priced the same. Price, therefore, serves as a hindrance to local food 

consmnption. Other factors that hinder people from purchasing local foods are 

availability and accessibility (Penney & Prior, 2014). ll1ese may be the general 

barriers associated with introducing people to novel foods. Within a specific 

food category, there are several examples. For instance, studies looking at the 

barriers to seafood conswl1ption among Europeans fOlmd that product quality, 

consruner attitudes towards fish, involvement with seafood, consumer choice 

habits, beliefS about risks and benefits to health and convenience were the main 

areas of concern (Olsen, Scholdererk, Brunso, & Verbeke, 2007; Verbeke, 

Venneir, & Brunso, 2007; Verbeke, Sioen, Pieniak, Van Camp, & De Henauw, 

2005). Generally, fish conswl1ption among European youth was low 

(Altintzoglou, Einarsdottir, Valsdsttir, Schelvis, Skara, & Luten, 2010), which 

means that there may be some towists who will naturally not be interested in 

the foods that are offered at a destination due to earlier predisposition, especially 

fish meals. 
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These fuctors point to the fuct that before promoting local foods tor 

tourists' interest it must first be affordable and it should be readily availab Ie at 

the point where they want it. There are several instances when people have 

requested for certain items on a menu and did not have them because of non­

availability. Local foods sellers can look at accessibility beyond the point of 

bringing it to the doorstep of the consumer to include packaging of the product 

in a form that would be acceptable to the constuner. 

Chapter Summary 

ll1is chapter discussed available literature on food tourism. The 

discussions, however, stalted with the place of literature in grounded theory 

research. 1bis was done in order clarifY ongoing arguments on whether 

literature review before conducting fieldwork is acceptable in studies that 

employ grounded theory methodology. Others included local food as a place 

identifier. Under this heading, issues related to the link between local foods and 

specific places were discussed. The concept of food tourism was delved into as 

welL Additionally, tourists' motivation for consuming local foods was 

expounded. Finally, food preference, choice and consumption were also 

reviewed. 
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Introduction 

CHAPTER THREE 

CONCEPTUAL AND THEORETICAL ISSUES 

This chapter explores both conceptual and theoretical issues related to 

tourists' experience, tourists' motivation and decision-making across the travel 

experience spectrum. Topics discussed include the experiential paradigm, the 

tourism experience construct, tourists' information search behaviour, tourist 

motivation and travel decision-making and tourist experience. Others include 

symbolic interactionism and social constructionism, which explain how people 

make meanings out of the things around them. 

Experiential Paradigm 

Experiences affect judgement, attitudes, and other aspects of consumer 

behaviour (Brakus, Schmitt, & Zarantonello, 2009). According to Caru and 

Cova (2007) although 'experience' has become an often-used term in the world 

since the year 2000, few attempts at defining it exist. Brakus, Schmitt and 

Zarantonello's (2009) conceptualization of experience gives a clear indication 

of what to measure when one looks at the consumer experience construct. In 

their work on brand experience, the authors conceptualised expelience as 

"sensations, feelings, cognitions, and behavioural responses evoked by brand­

related stimuli that are part of a brand's design and identity, packaging, 

communications, and environments" (p. 52). This is in line with the propositions 

of Pine and Gilmore (1999) when they came out with the "experience economy" 

concept. Consumers within this economy search for affective memones, 
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sensations, and symbolism which come together to create lasting personal 

experience (Hosany & Witham, 2010). 

Ek, Larsen, Hornskov, and Mansfeldt (2008) earlier attempted a 
. . 

definition of experience by looking at the human experience as both a noun and 

a verb. In the nooo form, experience connotes a state where an individ ua I 

participates in an activity either directly or through observation. Experience as 

a verb will be the lived through emotional sensations. In this case, the consumer 

becomes an active member of the process who lives through the event and 

reproduces it in his or her mind. Within the experiential paradigm, the consumer 

is seen to be playing a vital role in the consumption experience as he/she goes 

through a mental journey that can be fuvourable or unfuvourable (Nove-Sundbo 

& Hagedorn-Rasmussen, 2008). 

Gentile, Spiller, and N oci (2007, p. 118) define customer 

expenence as: 

The experience that originates from a set of interactio ns 

between a customer and a product, a company, or part 

of its organisation, which provoke a reaction. This 

experience is strictly personal and iInplies a customer's 

involvement at different levels (rationaL emotiona 1, 

sensorial, physicaL and spiritual). 

Meyer and Schwager (2007, p. 397) also define customer experience as: 

The internal and subjective response customers have to 

any direct or indirect contact with a company. DiI'ect 

contact generally occurs dlUing the course of purchase, 

use, and service and the customer usually initiates it. 

36 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



Indirect contact most often involves unplanned 

encounters with representatives of a company's 

products, selvice, or brands and takes the form of word­

of-mouth recommendations or criticisms, advertising, 

news reports, reviews and so forth. 

The three definitions of experience above all have one thing in connnon; the 

active involvement of some actors in the process, which in this case will be 

international tourists, whose active participation evokes some affective 

responses. 

In the consumer and marketing literature, expenences are part of the 

need satisfaction process. The experience starts at the point where consumers 

seek out for products and services, continues through the shopping and 

receMllg of the service or product, when consumption takes place and after 

consumption behavioural intentions (Brakus, Schmitt, & Zarantonello, 2009; 

Brakus, Schmitt, & Zhang, 2008). Judging from the above analogy, the verb 

domain of experience which includes the stages of planning and anticipating the 

event (before); participating in and the enactment of the event (during); and 

telling tales and exlubiting memories of the event (after) (Ek, Larsen, Hornskov, 

& Mansfeldt, 2008) is the focus of this study. 

Conswnption experience occurs with the conswnption of a product. An 

impOltant characteristic of this experience is that it is individualistic. Holbrook 

(2006, p. 212) sees the conswnption experience as "an interactive relativistic 

preference experience" in which the experience is seen only from the 

consumer's perspective and in his/her interaction with a product. Therefore, 

experIences are individualistic and relativistic in at least three senses: 
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comparative, persona~ and situational (Walter, Edvardson, & Ostrom, 2010). 

The above (product expenence, servJce expenence, and consump t io n 

experience) is what Verhoef, Lemon, Parasuraman, Roggeveen, Tsiros, and 

Schlesinger (2009, p. 32) descnbe as the 'total experience'. The total experience 

in itself is comprised of sensory, cognitive, affective, behavioura I, and 

relationship components (Pearce, Wu, & Osmond, 2013), which rrrust work 

together at all times during the journey through the destination. 

Food related experiences are not lirnited to the core purchase/use. The 

experience is rather a process, which occurs in various phases; before, during, 

after the holiday and in different places (Bjork & Kuappinen-Raisanen, 2014; 

Mossberg, 2007). Product experience is a subjective internal consumption and 

behavioural responses toward a product. 111is is evoked by what the product has 

to offer by way of design and identity, packaging, corrnmmication and 

environment (Brakus, Schmitt, & Zarantonello, 2009). Because tourists are a 

non-genenc group of people (pearce, 2005), any consumption of local food and 

ruink may not yield similar expenences. The emotional aspect of the 

conswTIption is highly recognised since it is argued that with experient ia I 

SelYlCeS satisulction cannot be talked about if the emotional aspect of the 

process is ignored (Bigne, Mattila, & Andreu, 2008). Thus, to lll1derstand 

tourists' experiences with local food, it is important to look at their lived 

experiences (Lanier & Hampton, 2009; Quan & Wang, 2004). According to 

Kauppinen-Raisanen, GUl11l11erus, and Lehtola (2013), this approach IS 

impOltant due to three reasons: 

• Food-related rnel110nes aftect attitudes, such as food likes and food 

acceptance; 
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• Food experiences influence current and on-gomg behaviour such as 

conswners' desire to relive an experience; and 

• Contemporary conswners are characterised by the search for nostalgic 

experience wherein nostalgia here refers to emotionaIly laden food­

related past experiences and memories, such as those from one's 

childhood. 

F or the purpose of this study, the expenence with food is defined as the 

effective, emotive, sensoria~ and behavioural responses resulting from tourists' 

search, purchase, and consumption of local foods as they become immersed in 

a local culture. Immersion is key in this definition because it connotes a sense 

of active participation of tourists in the ways of life of their host. This active 

participation includes the need to overcome socio-cultural barriers of the new 

environment in order to engage in the experience: an often-difficult task. 

Deconstructing the Tourism Experience Construct 

The essence of tourism is the experience (Tussyadiah, 2014) and 

destinations that want to remain competitive and survive in a competitive global 

economy must pay attention to it (Kim, Ritchie, & McCormick, 2012; Maunier 

& Camelis, 2013). The exact components of the tourism experience have been 

the subject of debate (Kim & Ritchie, 2014). Earlier, Larsen (2007) put forward 

the proposition that a tourist's expelience is an ambiguous social scientific 

construct consisting of the several socia~ cognitive, and personality processes. 

In light of the difficulty, destination managers are under irtcreasing pressure to 

comprehend the components of the tomism experience construct for the 

effective positioning of their destinations (Bigne & Andreu, 2004; Gretzel, · 
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Fesenmaier, Formica, & O'Leary, 2006). Destination managers/tourism 

marketers have to connect with tourists on a personal level in order to 

understand their expenences with the destination's products (Yu & Goulden, 

2006). Experience in itself is subjective and varies with space and time 

(Zakrisson & Zillinger, 20 I 2), hence the need to engage tourists at the 

individual level Additionally, there is a growing demand for products that meet 

the specific wants and needs of tourists (Cetin & Bilgihan, 2016; Wong & Wan, 

2013), requiring that individual experiences are studied. 

Tourism is a combination of consumption experiences (Binkhorst & den 

Dekker, 2009; Nove-Sundbo & Hagedorn-Rasmussen, 2008), which is 

characterised by many interactions with the human and physical environments 

leading to satisfuction or dissatisfaction (Maunier & Camelis, 2013). One theory 

that has been useful in understanding consumer satisfaction or dissatisfuc tio n 

with products is the expectancy-disconfirmation theory (Oliver, 1980). This 

theory has however been questioned in tourism for being simplistic and missing 

the affective components and the role of emotions in building satisfuction (Del 

Bosque & San Martin, 2008; Maunier & Camelis, 2013). 

Tourism consumption occurs within a cross-cultw'al context (Hartman, 

Meyer, & Scnbner, 2009). This context affects what the tourist expects and what 

is experienced. This is because there is the tourist's own culture and the culture 

in which the experience occurs. Therefore, experiences are within a cultura I 

lens, which includes culturally derived expectations for objects and behaviour 

prior to and dming the experience (p. 261). This dimension to the tourist 

·experience ~ important because according to Del Bosque and San Martin (2008) 

consmners, and for that matter tourists, process new consumption expenences 
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in ten1lS of their own beliefS. This ties into what Volo (2009) tenns the two 

facets of consumer experience: the phenomenological level, which deals with 

how fully aware the consumer is of what is happening and the cognitive level, 

which is the transformation and learning that occurs from the phenomenological 

level (Tsa~ 2005). 

TIle tourism expenence concept embraces both the meta-concept 

(strategic value proposition) and an operational concept (orchestration of design 

elements). TIle meta-concept deals with core experiences, peripheral 

expenences and the storytelling experiences that tourists undertake for meaning 

generation. The operational concept on the other hand, consists of the entire 

tourism process :Ii·Dln pre-trip to post-trip expenences (Tussyadiah, 2014, p. 

559), which supports earlier assumptions by Murphy, Pritchard, and Smith 

(2000) that the tourism consumption experience is complex and involves several 

stages, which present their own moments of truths. The question, therefore, is 

what exactly is the tourism experience? 

Recently, most studies on the experience of tourists have relied on the 

work of Pine and Gilmore (1999) that identified the 4Es: educationa~ escapist, 

esthetica~ and entertainment (AR Hussain, & Ragavan, 2014; Quadri-Felitti & 

Fiore, 2013) as the components of the experience oftourists. These experiences 

can further be broken down into passive and active participation (Sheng & 

Chen, 2013; Pine & Gilmore, 1999) depending on whether the tourist is actively 

involved during the process or not. Some mainstream tourism researchers such 

as Aho (2001) have criticised the 4 Es as not covering all the experiences sought 

for by tourists. The expansion of the 4Es by Chen, Petrick, and Shahvali (2016) 

and Kim, Ritchie, and McConnick (2012) have all concentrated on outcomes 
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and what can be observed, a view articulated by Gnoth and Matteucci (2014). 

These authors mainta in that the towism literature treats experiences as 

outcomes with the major concentration on observable behaviour, which 

includes motivation and satisfaction. 1bis they see as a defect in measuring 

expeIiences. Accordingly, they are of the view that there is the need to 

understand first the process of experiencing in order to proceed to what 

expenences are. To this end, they defined experiencing as "the conflux of what 

is sensually perceived, how it is processed, and how it is retained in the resulting 

experience" (p. 4). 

TIle towism experIence also occurs in stages: orientation, attachment, 

visiting, evaluation, storing, reflection, and enrichment. Larsen (2007) from a 

psychological point of view (though not discounting other viewpoints) noted 

that the towism expelience can be descnbed using the German expressions of 

Erlebnis and Elfahrung. In the Erlebnis, what one is looking at is what an 

individual is involved with as at the moment of concern, while the Erfahrung 

deals with what the individual undertakes or goes through. His conclusion is 

that the towist experience includes both. It starts from the planning stage, 

follows through actual participation and eventually remembrance of the 

experience afterwards (thus, there are expectations, events, and memories). 

TIle 4Es are important since they could be the draw for the tourist to the 

destination (Mossberg, 2007; Ritchie & Hudson, 2009). However, they tend to 

shift the focus of the experience onto the destination and the tourism offerings, 

taking out the towist who should be at the centre of the experience economy 
. 

(Larsen, 2007; Norton & Pine 11, 2009). The cognitive, affective, and conative 

outcomes, which are the properties of the components of the 4Es, are equally 
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important if one is to get a good idea of what tourists' expenences at 

destinations are. TOUlist expenences are underpinned by intensified emotional 

states (Brunner-Sperdin, Peters, & Strob~ 2012; Hosany & Gilbert, 2010) that 

must be appreciated. 

Emotional reactions to the tourism expenence are fimdamenta I 

detenninants ofpost-constunption behaviours such as intention to recommend, 

attitude, judgements, and choice (Hosany & Gilbert, 2010; Kim & Fesenmaier, 

2015). The emotional responses that consumers attach to a product and the 

environment are detennined by contextual fuctors in which the experience 

occurred (Giese & Cote, 2000) and changes according to the environment 

(Finsterwalder & Laesser, 2013). Therefore, each context and environment has 

its own affective elements that remain unmeasured. 

For tourism to properly engage the experiential paradigm as a basis for 

developing marketing strategies, there is the need to employ the experience 

concept in consumer and marketing research (Amould, Price, & Zinkhan, 2002; 

Brakus, Schmitt, & Zhang, 2008). This calls for an examination of both the 

positive and negative experiences that are related to each niche, something that 

has this fur been lacking in the tourism literatw·e (Filep, Cao, Jiang, & DeLacy, 

2013). 

Tourists' Information Search Behaviour 

HospitaLity and tOUlism purchases are regarded as high-value purchases 

due to their intangible nature, the high-risk perception and insecurity associated 

with them (Bronner & de Hoog, 2008; Litvin, Goldsmith, & Pan, 2008). Most 

tourists purchase tour packages to destinations with a high-risk perception of 
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that decision (Fuchs & Reichel, 2011; Sharifpour, Walters, & Ritchie, 2014). 

Tourists associate risk with travel decisions because of differences in their 

culture and that of the host, fear and anger on the part of the host, personality of 

the tourist and the level of knowledge that a tourist has about a destination prior 

to the purchase decision (Lepp & Gibson, 2008; Reisinger & Mavondo, 2005). 

Therefore, in an effort to reduce the risk, uncertainty and insecurity associated 

with the unknown, tourists engage in a lot of pre-vacation information search 

(Lehto, Kim, & Morrison, 2006; Petrick, Li, & Park, 2007). The connexion 

between perceived risk and information search in relation to the tourism product 

have been shldied in the tourism literature (Pan, & Fesenmaier, 2006). Adequate 

information about a product or destination is important in mitigating the risk 

that might be associated with it. Thus, tourists rely both on online and offline 

sources of information (Tan & Chen, 2012) for assurances about perceived 

travel risks. The search for infOlmation and the purchase intentions or decisions 

that follow are, however, influenced by how knowledgeable the tourist is 

concerning the destination (Dodd, Laverie, Wilcox, & Duhan, 2005; Klerck & 

Sweeney, 2007). 

Tourism is an infOlmation-intense industry (Tan & Chen, 2012) and the 

products desired by tourists are difficult to observe before purchase (Senecal & 

Nantal, 2004). This means that the information that tourists have about a 

destination is very important for the destination's image (Litvin, Goldsmith, & 

Pan, 2008). And within the context of travel planning and decision-making, 

independent non-institutionalised tourists who plan their trip on their own find 

readily available information on the destination very important (Schmallegger 

& Carson, 2008), although all other typologies of tourists (in terms of the trip 
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arrangement) are equally appreciative of the availability of information. 11mt 

said, destination marketers, planners, and communication strategists are 

interested in the information seeking belmviour of tourists, especially external 
. . 

information search. Understanding the external information search bel1aviour of 

towists has become very important because it helps destination marketers in 

COmIng out with tailor-made infonnation in their communication strategies 

(Erawan, Krairit, & Khang, 20 II ). 

TIle quality of the information put out by destination marketers is crucial 

to the success of the destination (Lehto, Kim, & Morrision, 2006). The quality 

of the information is in many ways shaped by the quality of information that 

destination marketers I1ave on the information search bel1aviour of tourists. This 

invariab I y means that both tourists and destinatio n marketers will gain if the y 

become .aware of what the other is searching for and what is required. Hyde 

(2006) slmre this view by proposing that an understanding of tourists' 

infonnation search behaviour is consequential for any tourism service provider 

that am to improve upon communication with tourists. lnfonnation search 

contnbutes significantly to travellers' bel1aviour and destination selection 

process (Cameiro & Crompton, 2010; Dey & Sanna, 2010; Tan & Chen, 2012). 

The main function of travel information, as observed by Choi et a1. 

(2012), is to support decision-lnaking and product choice during the travel 

decision-making process. Additionally, Hyde (2008) avers that tourists' 

vacation planning and booking are to a certain extent a reflection of the breadth 

of pre-vacation informatio n search that tourists have undeliaken, although some 

novelty-seeking to~ists may set aside entirely any prior information they 'have 

acquired before the trip while on vacation. The situation may not be peculiar to 
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novelty-seeking tourists, but to all other tourists since information search may 

be situational in nature and prior information about the destination may not 

reflect in day-to-day decisions at the destination. InfOlmation search, therefore, 

becomes the key to decisions concerning vacation choice and actually forms the 

basis for the final decision (Bronner & de Hoog, 2008). TIle informa t io n 

searched borders on issues of content and channels; that is, what to search for 

and where to search for it (Cai, Feng, & Breiter, 2004). 

In the cun-ent information age, there are a number of informatio n sources 

availab Ie to tourists on alternative destinatio ns, cheaper trave~ acconnnoda tio n 

options, and choices in dining and retail shopping (Decrop & Snelders, 2005). 

However, most tOlUists' information search starts from internal sources (Gursoy 

& McCleary, 2004). This implies that tourists may seek for information that is 

internal (maybe because of a previous encounter with the destination or similar 

destination search). This is not the situation always as external sources may be 

consulted for entirely new information (Hyde, 2008; Ramkissoon & Nunkoo, 

2008). The need for infonnation from the external environment could be 

because of the poor quality of existing internal information or inadequate 

internal knowledge of the product and unfamiliar decision-making situations 

(Ramkissoon & Nunkoo, 2012). Likewise, Gursoy and McCleary (2004) and 

Gursoy and Umbreit (2004) assert that insufficient and inadequate interna I 

information may push tourists to look for external sources of information. 

The sources of external information used by tourists can be categorised 

into two: destination specific external information sources and personal external 

information sources (family and friends, media, and travel consultants) (Gursoy 

& McClemy, 2004). Barber (2009) describes them as marketing-dominated and 
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non-marketing dominated. 1bere is contrasting information, however, in the 

tourism literature as to which of the two sources tourists make use of most when 

looking for information for travel decision making. The tourism/marketing 

literature contends that most tourists will rely on what is stored in memory or 

fi'om previous expeJiences if the destination is the same (Kerstetter & Cho, 

2004). Previous experience may countless because previous travellers to a 

destination search for infomntion on a previous destination just as first-time 

visitors do. This situation is expected, as Braun-laTour, GrinIey, and Lortia 

(2006) observed, because tourists' memones and knowledge structure of a 

destination IS distorted by the quantum of word-of-mouth or adveltising 

information the tourist is exposed to after the previous visit. 

TIle sources of infomlation used, situational variables and a particular 

product characteristics are not static, hence the need to look for new informa tio n 

fi.-om time to tinle. Buttressing · the issues above, Bieger and Laesser (2004) 

found that intensity of information search varies on a continuum of pre-vacation 

information search where there was no decision taken, and post-vacation search 

where decisions have been made on the destination. In a situation where the 

tourist has decided on the destination, there is more reliance on informa I 

information sources which is more trustworthy. 

Bjork and Kauppinen-Raisanen (2011) examined tourist information 

search using tourists' travel planning typology. They found that tourist typology 

did affect the sources of information used. Institutionalised tourists used more 

fonnal external sources of information such as travel agencies and tourist 

brochures than non-institutionalised ones. Similarly, risk averse and risk 

prudent tourists used more fomnl sources of external information than those 
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who are not. Analogous to the above is a study by Hyde (2008) aimed at 

establishing the relationship between pre-vacation inforn1ation search, vacation 

planning, and actual booking. He discovered contrasting pairings, which are 

important for a study that seeks to harness the inforn1ation seeking behaviour of 

tourists for n1arketing purposes. According to him, there are four typologies of 

touring vacation: the first group is the novelty and spontaneity seeking. These 

people have low information search activities, low planning, and low bookings. 

The result is that these people do not consider inforn1ation search as an 

important part of their trip. Decisions on particular destinations are probably by 

intuition and nothing else. 

TIle second group are the high inforn1ation-search group. The high 

inforn1ation search that they engage in does result in planning and booking. The 

search is just to help them know what the destination has to offer. The third 

group is the high information search group who use the inforn1ation gathered in 

planning but do not follow up with high bookings. TI1is group dehberately leave 

some room for flexibility and hence do not book everything from the start. The 

final group are those who embark on high inforn1ation search and use this 

inforn1ation in high planning and high bookings. These people want the familiar 

and leave no avenue for uncertainty. These studies show that different tourists 

have different inforn1ation needs and different outcomes for the inforn1a tio n 

they seek. 

A nwroer of factors affect and influence tourists' infol1l'lation search 

behaviour (Gronflaten, 2009). Luo, Feng, and Cai (2004) point to the :fact that 

. . 
environmental and individual factors have some influence on consumer 

behaviour which includes inforn'lation search. Specific to tourists' inforn1ation 

48 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



search, mctors such as tourism motives, prior product knowledge, residency, 

family life cycle, involvement, the purpose of the trip, and financial constraints 

all influence the search behaviour (Ca~ Feng, & Breiter, 2004; Carneiro & 

Crompton, 2010). Lehto, Kim, and Morrison (2006) found that prior experience 

and knowledge of a destination influenced both the content of search and the 

degree of search put in by a traveller, especially online information search while 

planning a trip. ll1eir conclusion is that prior experience and knowledge lower 

the amount of time spent by tourists when searching for information 

The dynamics of the infonnation seeking behaviour and the decisions 

that ensue are changing. Whereas the decision was formerly individual based, 

studies have shown that it is changing. Bronner and de Hoog (2008) and lang, 

Lee, Lee, and Hong (2007) acknowledge that most tourists act in social 

groupings includ ing mmilies, relatives, and mends. Therefore, the decision to 

travel is not taken in isolation of others, as has been the thought by many 

academics for a long period of time (Decrop & Snelders, 2005). Particularly, 

the role of husbands and wives in the decision-making process has been the 

subject of academic and marketing studies for some time now. This shift has 

resulted in two approaches to studying tourists' infonnation seeking behaviour: 

individual and the social contexts (Bronner & de Hoog, 2011). 

Personal characteristics influence an individual's information search. 

Individual traits such as learning, motivation, and attitude all influence 

information seeking behaviour. Tourists' level of learning, in particular, has the 

greatest effect. This is evident in the strategies used in the infonnation search. 

Each strategy is chosen to reflect the trade-off between cost and be~efit of the 

particular infonnation source (Luo, Feng, & Ca~ 2004). Importantly, socio-
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demographic characteristics of tourists influence their information search 

behaviour. Issues such as gender and marital status and how these affect 

information search behaviour have been studied (Okazaki & Hirose, 2009; 

Ramkissoon & Nunkoo, 2012). Barber (2009) found that gender played an 

impOltant role in information search behaviour with men less likely to look for 

information before making a purchase decision. Men make decisions based 

more on previous experience than actual knowledge of the product. Women, 

however, made their decisions on all available information rather than just on 

instincts. The debate has moved on with researchers looking at the gendered 

roles in the information search behaviour of tourists. Thus, gendered roles do 

affect how individuals make decisions and this assertion could be extended to 

information search behaviour. Kim, Lehto, and Morrison (2007) argue that 

decision-making and judgement among individuals have some elements of 

gender-specific traits, which may not necessarily be because one is a male or 

female but what roles one decides to perfonn 

There is the realisation that majority of the studies looking at tourist 

information search have focussed on decision-making before the trip; however, 

the decision to purchase items such as dining is Inade at the destina tio n 

(Nishimura, King, & Waryszak, 2007). Apart from Choi et al, (2012) who 

looked at the multifaceted hierarchical process of travel decision-mak ing 

information search to include onsite information search, most studies have only 

focussed on the decisions, and the information search made before the tourist 

leaves for the destination. Situations on the ground call for different information 

in what Barber (2009) tenned situational experiences or factors . 
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On the contrary, Jeong (2014) and Andreu, Kozak, Avci, and Cifter 

(2005) mention that the works of Plog (1974), Dann (1977) and Pearce (1993) 

are the major contributors to the study of tourist motivation. Plog (1974) 

matched peoples' personality types to motivation. He identified two types of 

tourists on a continuum (although there may be some combinations of both 

types on the scale): allocentric (active) and psychocentric (passive). The 

allocentrics are people who seek novelty and non-touristy activities; hence, they 

are drawn to the unknown. The psychocentrics, on the other hand, seek the 

familiar and touristy. Their motivation is to travel to places that they are familiar 

with or would otherwise stick to the familiar. They do not take risks. 

Dann (1977) identi fled two distinct reasons why people travel. These are 

anomie (feeling of isolation from routines of daily life to become social 

interactive) and ego-enhancement (self-recognition). To him, the anomie is a 

socially motivated reason to travel whereas the ego-enhancement has to do with 

personality needs of recognition among others. Although Pearce (1993) work 

has been criticised by tourism researchers, aspects of that work are relevant to 

the understanding of tourist motivation. It is argued that Pearce's (1993) study 

helped tourism academics to understand that tourists' motivations are dynamic 

and not static and that they change according to socio-demographic variables 

(Andreu, Kozak, A vci, & Cifter, 2005). 

Most studies on tourist motivation are around the issue of push and pull 

factors (Meng, Tepanon, & Uysal, 2008). Lam and Hsu (2006) affilm that the 

underlying force of the pull and push model is to break individuals' choice of a 

destination into two forces. Push factors relate to the needs and wants of tourists 

that lead to the decision to travel. The pull factors are the drawing power of the 
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destination that pull people to it (Suni & Komppula, 2012; Yoon & Uysal, 

2005). Therefore, motivation is the force behind an individual's actions 

(Nicolau & Mas, 2006). Kim and Ritchie (2012) propose that motivation is the 

inner psychological motives that push an individual to act when there is a state 

of discomfOlt or disequilibrium and there is the need to return to a state of 

COmfOlt or equilibrium. In addition, it is the initia I driving force behind 

behaviour (Huang & Hsu, 2009). 

General factors responsible for tourist motivation to travel exist. 

However, it is becoming increasingly clear that the motivations for the differe nt 

segments of the tourism market should be looked at separately (Jeong, 2014). 

An understanding of the motivation for special interest tourism such as food 

tourism, marine tourism, health or wellness tourism and festival tourism is 

required. According to Kim and Ritchie (2012), these distinctive studies are 

needed in order to properly segment tourists into mutually exclusive groups: a 

very important requirement for "developing marketing and manageria I 

strategies" (p. 252). 

In wine tourism and cycling tourism, people are motivated by social (to 

have fiiendship and interpersonal relationship), relaxation (to escape, search), 

inteIlectuaI (to learn, expelience, and discover) and competency-mastery 

(compete, to achieve, challenge and master) (Brown & Getz, 2005; Ritchie, 

Tkaczynski, & Faulks, 20 I 0). These motivations are at the heart of most tourism 

endeavours (Voigt, Brown, & Howat, 2011) and , according to Pearce and Lee 

(2005), are the backbone of tourist motivation In the area of food tourism, Kim 

and Ev~s (2012) developed and tested a scale to measure touris't motivation for 

consuming local food. They found that cultural expelience, interpersonal 
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relation, excitement, sensory appeaL and health concerns were the motivat io n 

for consuming local food among towists. 

In festival towism, Meng, Tepanon, and Uysal (2008) identified four 

motivation factors: activities for seeing and doing, relaxation/familiarity, 

family/friend togethemess and novelty/romance. Tn volunteer towism, Lo and 

Lee (2011), Ooi and Laing (2010) and Brown (2005) found motivational factors 

that are different from conventional tomism motivation. Contacts with local 

people, altruism, career development, traveL personal development are popular 

with vohmteer towists (McIntosh & Zahra, 2007; Sodemlan & Snead, 2008). 

Grirrnn and Needham (2012) used a different approach apart from the individ ua I 

vatiables in vohmteer towism and found that pull factors such as project variety, 

project mission, safety and price at the destination motivated volunteers. Tn the 

context of wellness towism, Voigt, Brown, and Howat (2011) found 

motivations that were unique to towists found in that segment. Some included 

transcendence, physical health and appearance, restabilis ing self-esteem and 

indulgence. Rinaldi, Sanders, and Sibson (2013) also found that motivation for 

attendance at Australian Football Leagues by interstate sports towists varied 

somewhat from the generic towism motivations. The motivations for travelling 

to watch these matches were an achievement, escapism, social interaction, and 

drama. 

Another area that is worth exploring is how cultw·al backgrounds 

influence travel motivations. Studies conducted in the field of tourism have 

noted that towists from different cultw1l1 backgrounds or nationalities have 

different motivation:., to travel to the same destination (Kozak, 2002; Seddighi, 

NuttalL & Theocharous, 200 I). Kim and Prideaux (2006) in a study on the 
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motivational differences among tourists from five different cOW1tries visiting 

Korea fOW1d a significant difference among the five national groups surveyed. 

For instance, on the dimension of cuhure and history, Japanese totnists were the 

least motivated by culture and history in comparison to Americans, Chinese, 

and Australian who were more likely to be motivated by culture and history. 

In another demonstration of motivations varying by cultural background 

of totnists, Li and Cai (2012) used shared values as an element of culture to look 

at the differences in motivation among Chinese outbound totnists. They found 

that value is a determinant of behaviour and those values had a direct 

relationship on travel behaviour. Values on the other hand also affect travel 

motivation Thus, Chinese tourists will travel to places that share similar values 

with them and respect for nature in general (pearce, Wu, & Osmond, 2013). 

From the examples given above, it is clear that tourists' culture significantly 

influences motivation, which adds to the debate that generic totnists' 

motivations do not hold for all segments of the tourism market. The models and 

theOlies captured in Table 1 although are generic provide a surrnnary of the 

vanous models and theories that have been put forward by different authors to 

explain the factors that underline tourists' motivation to act in different research 

contexts. 
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Table 1: Some Main Tourists' Motivation Models/Theories 

Research approach 

Psychographic 

Model or Theory 

Plog's psychocentric­

allocentrism model 

Socio-psychological Seeking and escaping 

Travel career theory 

Sociological Functional theory 

Propositions Author(s) and year 

Tourists' travel patterns and preferences are Plog (1974, 1987, 200 I) 

determined by their personality characteristics. As a 

result, a personality scale may help to explain why 

destinations rise and fall in popularity. 

Any leisure activity consists of seeking and Iso-Ahola (1980, 1982); 

escaping. These two motivational forces are Mannell and Iso-Ahola 

affected by personal and interpersonal factors. (1987) 

The travel career ladder describes travel motivation Pearce (1993, 20 II b); 

at five hierarchical levels of needs and motives. A Pearce and Lee (2005) 

travel career pattern emphasises the pattern of 

motivations and their structure rather than steps on 

a ladder or hierarchy. 

The reasons people undertake leisure travel is that Fodness (1994) 

the vacation serves (satisfies) to meet psychological 

functions (needs) for an individual. 
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Push and pull theory 

Expectancy theory of travel 

motivation 

Source: Adopted from Jiang, Scott, Ding, 2015, p. 89 

People travel because they are pushed and pulled to Dann (1977, 1981); 

do so. Pull factors are the specific attractions of the Crompton (1979) 
destination, which induce the traveller to go there 

once the prior decision to travel has been made. 

Push factors are internally generated drives that 

cause the tourist to search for signs of objects, 
situations and events that contain the promise of 

reducing prevalent drives. 

There is a variety of different reasons for travel and Witt and Wright (1992) 

these reasons vary widely between people. The 

strength of a tendency to act in a certain way 
depends on the strength of an expectancy that the act 

will be followed by a given consequence (or 

outcome) and on the value or attractiveness of tha t 

consequence or outcome to the actor. 
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Theoretical Foundations of Grounded Theory 

A pOOst in grounded theory will argue that a review of theories prior to 

data collection will cloud the researcher's mind to ernerging theories from the 

field. It is, however, not out place if one considers some theories that support a 

field of study including some theoretical assumptions of grounded theory itself. 

Symbolic interactionism and social constructivism are fundamental to 

understanding how grounded theory works. Therefore, the following theories 

were reviewed not necessarily as a guide upon which to build the study but to 

aid in the understanding of some issues that relate to grounded theory studies. 

Symbolic InteractionislIl 

Mead (1934) is credited with the symbolic interactionism theory. The 

concept of symbolic interactionism is the assumption that an individua I' s 

behaviour premeditates his or her interaction with society in general and 

particular reference groups (Leigh & Gabe~ 1992). According to Kronick and 

Thomas (2008), the Cl1lX of the theory is "behaviour is self-directed, that 

symbolic meanings are centra~ and that people are social animals" (p. 117). 

Therefore, how individuals relate to objects is a result of the meanings that 

society or important reference groups have for those objects. In this case, how 

people interpret and define actions and objects emerge from the symbolic 

meanings assigned to them by society (Cockerham, 2005). 

Again, an individual's behaviour is the result of hislher interact io n with 

the environment (person-environment). The context within which that happens 

influences b~haviour and affects how people define the situation (Kronick & 

Thomas, 2008). Therefore, although an individual's behaviour is relative to that 
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of the social group or society, the individual is, however, at the centre of 

behaviour, which is situational in context. Wagner (2007, p. 128) has this to say 

about theorising within symbolic interactionism: 

ll1e content of an actor's perception IS central to 

understand ing his or her behaviour. Since the content 

of each actor's perception is likely to be different, the 

focus of theorising is on understanding the unique 

reasoTlS for that particular actor's thoughts and actions 

in that particular situation 

In the context of cOTlSwner behaviour, the observation is that COTlSumers 

sometin1es buy products not because of the fimctional atmbutes of the product 

but on what the product meaTlS to them or other acquaintances. If this 

asswnption is extended to local food cOflSwnption, one can say that for many 

international tourists, the conswnption of local food goes beyond just satisfying 

a biological or physiological need. Therefore, in order to understand the reasons 

behind the actioTlS of a cultural tourist, one would have to understand how a 

cultural tourist perceives local culture and local food in order to understand 

hislher actions. Muller and Schade (2012) extend the argwnent by verifying that 

places and for that matter, products have images (symbols) that can influence 

the behaviour of potential target groups. The image of the product is, however, 

not a constant but "a valiable entity that arises out of the social interaction that 

one has with others and the society" (p. 84). 

In the area of product marketing, what this means is that the unique 

atmbutes and meaningful benefits of a product could appeal to a celtain group 

of people. Being so, destination-marketing organisations will have to determine 
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the unique attributes and benefits that a product offers and position it in the 

hearts and minds of the target group. The concept of product positioning seeks 

to place a product in a cel1ain position in the minds of prospective buyers 

(Ostaseviciute & Sllburyte, 2008). It is a delIberate effort by marketers to put a 

product in a distinctive and desirable place in the minds of prospective 

customers in relation to competing products (Kotler & Armstrong, 2006). Thus, 

harnessing and marketing the symbolic meanings of a product by applying 

carefully designed elements of the marketing mix (Leigh & Gabe~ 1992) must 

be the focus of destination marketers. 

Critique of Symbolic Interaction ism 

Like any other theory, symbolic interactionism is also beleaguered with 

many criticisms. One of them is that although the theory seeks to put societal 

reference at the healt of the peoples' interpretation and meanings they give to 

happenings around them, the theory does not really look at society as being at 

the heart of behaviour (Aksan, Kisac, Aydin, & Dernirbuken, 2009). 1n other 

words, the description of society as a thing in the mind of individuals and not 

an embodiment of attnbutes and norms leaves the theory lacking a societal 

picture (Slattery, 2007). 

111e theory has also been criticised for its American lineage. The theory 

places emphasis on how the individual constructs the world around hiuvher, 

which portrays the freedom of the individual and a linlited role of society 

(Udehn, 2001). It is also cliticised for not taking account of human emotions 

and its interest in social s1:Iucture is half-hearted. According to SlattelY (2007), 

the theory is neither categorically psychological nor sociological. Another area 
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of concern for critics of the theory lies in the area of the rreamngs that 

individuals gIve to situations. According to the theory of symbolic 

interactionism, meanings emerge by themselves during interaction \ll1der certain 

conditions. However, the social context in which the interaction takes place is 

completely ignored (Aksan, Kisac, Aydin, & Demirbukan, 2009). Therefore, 

the source of the rreaning is not taken into acco\ll1t, which again goes back to 

the diminished role played by society as elucidated earlier. What this rreans is 

that although it is argued that individuals construct meanings of their world 

based on societal constructions, it does not look at a social reality beyond what 

individuals create thereby eliminating the explanations given by society. 

Social Constructionism 

The social construction theory, according to Gergen and Gergen (2008) 

traces the origin of knowledge, meaning, and \ll1derstanding to human 

relationship as opposed to constructivism, which views processes inherent in 

the human mind as the origin of people's constructions of the world. The work 

of Berger and Luckmann: The Social Construction oj Reality (1966) is the 

burgeoning work in the area. Gergen and Gergen (2008, p. 5) in the social 

ongJDS of knowledge state that: 

..... what we take to be knowledge of the world and self 

finds its origins in human relationships. What we take 

to be true as opposed to false, objective as opposed to 

subjective, scientific as opposed to mythological, 

rational as opposed to irrationa I, moral as opposed to 
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immoral is brought into being through historically and 

culturally situated social processes. 

An insight into the above is to say that what people actually construct of the 

world is because of the social processes that surround them According to 

Andrews (2012), social constructionists see knowledge as being constructed and 

not created. Consequently, what people associate with are the processes that 

surrOlUld them but not what has been created. In other words, as Schwandt 

(2003) avers, knowledge and truth are created and not discovered; meaning, 

what is knowledge and truth is a result of the constructions that people make of 

the world around them and not the creations of their mind. 

111US, individuals in everyday life experience socially defined reality. 

These experiences are subjective, which connotes a relativist idea rather a realist 

one of how one understands the world (Berger & Luckrnann, 1991). Therefore, 

knowledge is constructed by an individual's interaction within society. People 

have multip Ie and plural meanings of and about the same thing which can be 

constructed from different perspectives. In doing so, people may adopt 

differently constructed meanings depending on the particular contextua I 

situations or inter-subjectivity setting (Wang, 1999). For instance, what 

constitutes food in one culture may be different in another. Mention can be made 

of the frog. We all may agree that it is an amphibian. However, the place offrog 

in the diet of people will surely divide opinions. All these issues of subjectivity 

and relativism are important in exploring peoples' experiences with food. 

Acceptance of another culture's way of life including the food they eat 

are all issues of relativism, but what an individual actually experiences is based 

on the individual's explanation of the phenomenon The researcher in 
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constructivist paradigm recognises the multip I ic ity of social realities, which are 

constructed by individuals separately. The researcher, therefore, brings all the 

individual constructions of reality into one component of the interviewees' 

"socially constructed meanings" of the phenomenon under study. 

Critique of Social Constructionism 

Most of the criticisms of social constructionism centre on the core issues 

of realism and relativism (Andrews, 2012). The theory is criticised for being 

anti-realist in that it opposes the idea that knowledge is a direct discernment of 

reality. In research, there is a palpable tension between realism and relativism 

(Hammersley & Atkinson, 2007). TIle argument put across is that researchers 

construct a social world rather than an independent constlUction of reality, 

which raises the question of realism and relativism According to Andrews 

(2012), realism and relativism are two sides of a continuum, which can be 

problematic for the researcher. By adopting a realist approach, the researcher 

ignores the way interpretations are arrived at from the findings of a research and 

assmnes that what is reported is the truth and a concise representation of 

knowledge and reality. On the other hand, if a researcher adopts a relativist 

approach the assumption is that nothing new can be added to knowledge and 

the world is made up of rnultip Ie realities with none having precedence over the 

other in relation to claims of truth about a social phenomenon 

Hammersley (2000) argues that neither position should be encouraged, 

rather, researchers should adopt a mid-view, subtle realism where there is the 

acceptance of independent reality. Independent reality is an acceptance that the 

world exists outside our perception of it. However, there is the denial of access 
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to it. The researcher gives a representation of it rather than a reproduction of 

that reality. What this means is that the researcher only gives his/her perception 

of what exists. This results in reflexivity, which is the acceptance of the fact that 

researchers directly influence the research process. Andrews (2012) is, 

however, of the opinion that these argwnents about realism and relativism can 

be avoided in relation to social constructionism if only one looks at the 

foundation of the theory. The proponents were looking at how knowledge is 

constlUcted and understood (epistemology) rather than ontology, which is the 

nature of being. 

Chapter Summary 

TIill; Chapter focused on conceptual and theoretical issues that are 

relevant to the study. The main issues addressed were the expeliential paradigm, 

and how the tOUlism experience COnstlUct should be looked at and toruists' 

information search behaviour. Discussions under the information search 

behaviour focussed on the sources of information used when it comes to 

decision-making. Travel motivation and toruist behaviour were also discussed. 

Discussions under this topic were related to the motivations of tourists in the 

mainstream toruism field and special interest tourists. The final section shed 

some light on some theoretical Ul1derpinnings of grounded theory studies. TI1ese 

were the theories of symbolic interactionism and social constructionism. 
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CHAPTER FOUR 

STUDY SETTING AND RESEARCH METIJODOLOGY 

Introduction 

TIle chapter begins with a description of the selected sites for the study. 

1bis is followed by a discussion of the methods used for the study. These 

include research design, sampling technique, and procedure and data analys is. 

The research design throws light on grounded theory as an approach to 

qualitative inquiry and its suitability for the current study. Also discussed is the 

data for the study and their sources. Sampling technique and procedure as used 

in this study are also discussed. Data analysis and ethical issues are treated in 

the final section of the chapter. 

Study Setting 

Accra, Cape Coast, and Kwnasi receive a significant number of tourists 

who visit Ghana in terms of both value and volume (Akyeampong, 2007; 

Boakye, 2010). The National Tourism Development Plan further buttresses 

these findings (2013-2027, p. xii). The Plan states that: 

The structure plan for tourism within Ghana is based on 

the triangle of resources fonned by Accra (as the 

principal arrival point and capitaD, Kumas~ and Cape 

CoastlEhninalKakum. 

Per Ghana's tourism offerings, the Cape CoastlEhninalKakum area attracts 

significant numbers of tourists. 1bis study, therefore, was canied out in Cape 

Coast, one of the points on the triangle of tourism resources in Ghana. Cape 
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CoastlEhnina was selected as the study area over other areas in Ghana because 

it is the leading tourist destination in tenns of visitation by tourists to Ghana 

(Arnuquandoh & Asafo-Adje~ 2013; Amuquandoh, 2011). Additionally, 

records at the Ghana Museums and Monuments Board (GMMB, 2011) show 

that the Cape CoastlElmina Castles receive the highest number of international 

student tourists in Ghana. This meant that the probability of an encounter with 

the majority oftourists visiting Ghana at Cape Coast was high. 

Using particular spots at a destination or country as a study setting rather 

than canvassing for respondents throughout a destination or country is not new 

in hospitality/tourism research. Senge~ Karagoz, Cetin, Dincer, Ertugral, and 

Balik (2015) for instance, contacted tourists who were in the old city ofIstanbul, 

a popular tourist destination in Turkey instead of going through all the major 

tourist destinations in Turkey willie studying how international tourists 

approached local food in Turkey. In Ghana, Amuquandoh and Asafo Adjei 

(2013) also adopted a similar approach when looking at the traditional food 

preferences ofinternational tourists in Ghana. They administered questionnaires 

to tourists at the departure hall of the Kotoka Intemational Airport, the main 

port of entry and departure in Ghana instead of moving fi:om one point to the 

other in Ghana. This approach is suitable especially for issues relating to the 

entire destination and not a specific area at the destination. It also helps in 

reducing the incidence of double sampling, where the same tourists are 

contacted twice. Figure 1 below is the map of Cape Coast/Ehnina Area. 
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Figure 1: Map of the Cape CoastlEbnina Area 

Source: Department of Geography and Regional Planning, UCC, 2016 

Cape Coast 

Cape Coast is the capital of the Central Region of Ghana, It is about 144 

kilometres away from Accra, the capital city of Ghana, Cape Coast is renowned 

for education as it has some of the very best senior high schools in Ghana and 

the University of Cape Coast, Cape Coast Technical University, OLA Conege 

of Education, and the Ankaful Nurses Training College. The 2010 population 

and housing census revealed an economic activity base for the town that is 

skewed towards the services and sales sector (32.5 %) followed by craftwork 

and related trade (23.6 %), professionals (13 .2 %). Only 6.8 percent of the 

people in Cape Coast were engaged in agricuhure and fishery, which have been 

the mainstay of the indigenes of the town (Ghana Statistical Service, 2010). 
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Cape Coast has accommodation establishments that support all 

categories of travellers or tourists. Popular ones include Oasis Beach Resort, 

Sammo Guesthouse, Mudek Hote~ Mighty Victory Guesthouse, and Sarah 

Lotte Guesthouse. There are some recent additions such as Ridge Roya~ Capital 

Hill, Sarnrit and Pempam'iie hotels, which boast of modem facilities and cost 

more than the budget ones. There are also a number of restaurants in the town. 

The popular ones among travellers include Baobab Restaurant, Coast-to-Coast 

Restaurant, Castle Restaurant, Oasis Beach Restaurant, and Hayford Lounge. 

These restaurants serve both local and continental cuisine. The activities of 

street food vending and the lTaditional chop bar operators are also major 

components of the local foodservice industry. 

Historically, Cape Coast was the capital of the Gold Coast (now Ghana) 

until 1877 when it was moved to Accra by the British colonial power. The 

Portuguese are credited with being the first Europeans to set foot on the shores 

of Cape Coast in 1555 but they did not leave any marks to demonstrate their 

contact with locals until the Swedes arrived and built Fort Carolusburg in 1652 

(Amaquandoh & Brown, 2008). The unique resource of Cape Coast is the 

fonner slave castle designated a United Nations Educationa~ Scientific and 

Cultural Organization (UNESCO) world heritage site which has made Cape 

Coast the hub of tourism in Ghana (Boakye, 2010). The close proximity of Cape 

Coast to Ehnina, another destination linked to the Trans-Atlantic Slave Trade, 

means that the bulk of heritage/historical (roots) tourism travellers to Ghana 

converge at the Cape Coast-Ehnina area. The Kakum National Park, an eco­

tourist haven in Ghana is about 30 kilOlnetres away providing towists with a 

mix of attractions to include on their itinerary. 
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Elm ina 

Elmina or Edina as the natives call it is also in the Central Region of Ghana and 

about 6 kilometres west of Cape Coast. The predominant occupation of the 

people is fishing, although some farming activities also go on there. Elmina has 

a number of high-end accommodation for travellers. These include Elmina 

Beach Resort, Coconut Grove Resort, and Elmina Bay Resort. These hotels also 

have upscale restaurants that serve both local and continental dishes. Just like 

any other town in Ghana, Elmina also has a vibrant street food sector and the 

local chop bars to take care of the gastronomic needs of both locals and 

travellers alike. 

The allure of Elm ina to tourists is the rich historical artefacts and its past. 

The first encounter of any European with the coast of West Africa took place at 

Elmina. Th,is was after the successful landing of Don Diego d' Azambuja and 

his crew in 1471. They named the place La Mina because of the mineral wealth 

that they found in the area. However, actual settlement and building of a trading 

post did not take place until 1482 due to resistance from the locals (Lawrence, 

1963). The result of the trading post is the St. George's Castle now known as 

the Elmina Castle. It is the oldest surviving castle outside Europe (Yankholmes, 

2013). The St. George's Castle is not the only thing that draws tourists to the 

area. Fort St Jago and the Old Dutch cemetery are all attractions. The Elmina 

Castle and FOlt St Jago are designated UNESCO world heritage sites. These 

three attractions and the local fishing industry attract both tourists and 

academics to the area. 
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Research Paradigm 

TIle study is situated within the constructivist paradigm of social science 

research. It operates on the assmnptions that knowledge of social reality is 

subjectively constructed, socially and culturally ~ariable, and ideologically 

conscious (Marvasti, 2004). Consequently, what people know of reality is based 

on their own interpretations of it and that their backgrounds influence 

interpretation, which may be shaped by cultural and social issues in time and 

moments and their worldviews. These meanings are "valied and lnultip Ie 

leading the researcher to look for the complexity of views rather than narrowing 

meanmgs into few categories or ideas" (Creswell, 2008, p. 8). There is, 

therefore, the need to integrate this changing world and how people's lives and 

experiences are constructed (Frost, 2011) in order to make any meaningful 

deductions of human behaviour. Since people seek after meanings of social 

reality after the event, it also calls for a retrospective analysis of past events if 

any meanings can be made out of human behaviour. 

The study explored the expeliences of international tourists in relation 

to local food at destination Ghana. Precisely, the study sought to understand 

their information search expenences, purchase expenences and core 

consumption experiences in a culture different from theirs as well as the 

contextual factors that shape these experiences. It implies aconstruction of their 

experiences based on what they already know in a different context, hence 

multiple realities. This makes the constructivist paradigm suitable for this study. 

The constructivist paradigm is ontologically relativist and assumes that 

"multiple realities exist and those realities are socio-psychological constructio ns 

fonning an interconnected whole" (Maykut & Morehouse, 1994, p. 11). Brian 
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(2008) further notes that the central purpose of a constructivist paradigm study 

is an understanding ofa phenomenon where "the whole is greater than the sum 

of the parts and where the sum of the parts does not entirely capttrre the who Ie 

(p. 14). In effect, the entire experience of international tourists in relation to 

Ghanaian cuisine would have to be understood in a context that is greater than 

the individual experiences that occur as they journey through destination Ghana 

and in consunling local foods. 

Research Methodology 

Qualitative research allows for manipulation of the research design 

during the course of the research since most of the strategies and techniques 

used should emerge from the field (Charmaz, 2006; Fraenke~ Wallen, & Hyun, 

2010). This, however, does not mean that qualitative researchers start their work 

without a research design in mind. Creswell (2008) sees research design as "the 

intersectio n of philosophy, strategies of inquiry, and specific methods (p. 5)". It 

illustrates the specific procedures involved in the research process: data 

collection, analysis and report writing (CresweR 2012). Hence, research 

designs are important in every research work as it provides the basis for 

assessing the reliability and validity of the data, findings, and the conclus io ns 

that are drawn. 

Qualitative research was employed for this study because it provided a 

f1exib Ie alternative when the goal, as it was in this research, was to develop an 

understa!1ding of real-world events and to generate a theory. (Eisenhardt & 

Graebner, 2007). Additionally, in studying food experiences, an individua l' s 
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sUbjective vIews are important and central in explaining that individual's 

behaviour (Mahr, Kalogeras, & Odekerken-Schroder, 2013). Loewenstein, 

Downs, and Wisdom (2009) also postulate that taste is subjective and quality 

assessment is contextual at best. As such, there are many aspects of tourists' 

experiences with local cuisine at the destination that cannot be divided 

accurately into distinct variables (Brown, Stevens, Troiano, & Schneider, 2002). 

Therefore, a qualitative method is suitable for illuminating the complex 

phenomenon of international tourist's experiences with Ghanaian foods. 

Experiences are subjective and a reflection of the lived-world of an 

individual, and therefore can be understood in the context of the lived-world of 

that individual (Husser!, 1936). The subjective nature of these experiences 

means that they can only be retrieved through reflexion (Finlay, 20 II; Smith, 

2007) hence, a subjective description . Through a description and interpretation 

of the phenomenon, the researcher reduces all the individual experiences into a 

collective whole by looking at the essences in those experiences within the 

cultural, social, and political backgrounds of the participants (Lauckner, 

Paterson, & Krupa, 2012). The expectation is that international tourists back at 

the originating countries experience food purchases, the purchase environment, 

taste and other attributes of the food within a socially and culturally constructed 

space. Hence, it is easy for them to form an opinion on what to expect. 

This, however, changes when they travel to new environments, which 

are culturally, socially, and politically different. They would need to juxtapose 

their experiences in this new environment with previously constructed 

meanings in order to constmct a new reality of their new environment. 

Therefore, looking for food, finding it, tasting it all become new to the tourist 
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and all these will connote a different expenence of their lived lives as tourists 

in a new environment. 

Research Design 

The design employed to assess intemational tourists ' expenences with 

Ghanaian dishes was grOlll1ded theory. The aim of grounded theory IS to 

generate a substantive theory of the phenomenon under investigatio n. The 

theory is substantive because it is relevant to the area in which the data was 

collected, hence contextual and modifiable rather than a formal theory that is 

less specific to an area and generic in nature. The overriding reason for 

employing grounded theory for this study was that available works on tourists' 

expenences with Ghanaian cuisine (Adongo, Anuga, & Dayour, 2015; 

Amenumey, Dayour, & Adongo, 2015; Amuquandoh & Asafo-Adje~ 2013) 

relied on quantitative methods thereby missing key insights into tourists' 

experiences with Ghanaian cuisine. A critique for using positivist approaches 

for studying people's lived experiences is that it often distances construction of 

reality from human cognition, time, and place (Marvas~ 2004). The grounded 

theory design, as employed in this study, helped to explain the basic social 

problems and processes associated with the search and consumption of 

Ghanaian cUlSme. 

Grounded theory is both the research product and the analytical method 

of producing it (Channa:z, 2008). This approach is useful in studies that seek to 

understand how a complex phenOlnenon occurs within the context in which it 

OCCUlTed (Creswel~ 2007) such ·as tourists' information search behaviour and 

consumption experiences in relation to Ghanaian foods. A key assumption of 
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grounded theory is that theory must emanate from data collected in the field and 

not on any a priori knowledge or theory (Glaser & Strauss, 1967). Hence, one 

could look at grounded theory as an inductive rrethod based on concepts 

generated from the field and on processes that are ongoing in the field of study 

(Giske & Artinian" 2007). Creswell (2012) explains the above as follows : 

Because a theory is "grounded" in the data, it provides 

a better explanation than a theory borrowed "off the 

sheU;" because it fits the situation, actually works in 

practice, is sensitive to individuals in a setting, and may 

represent all of the complexities actually found in the 

process (p. 423). 

FigtU"e 2 is grounded theory tree of knowledge, which highlights the various 

views that have shaped grounded theory as a qualitative research design. 

Figure 2: Grounded Theory Tree of Knomedge 

Source: Gardner, Fedoruk, and McCutcheon, 2012 
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Consequently, grounded theory is "a set of techniques for generating new theory 

grounded in the field or emerging from the data" (Glaser, 20 10, pI). It equips 

the researcher with a set of princip les and procedures for conducting and 

analysing qualitative data (Ng & Hase, 2008). 11lese principles and procedures 

can be employed fully or partially depending on the needs of the researcher and 

the phenomenon under investigation (Glaser, 2010). 

A nrunber of sub-designs have emerged in grounded theory. Key among 

them is the systematic design. The systematic design, as the name implies, 

underscores the need for the researcher to follow a well-defined set of steps in 

order to arrive at the final theory. 11lese steps are open coding, axial and 

selective coding, and the development of a logic paradigm (a diagram) of the 

theory generated. . This design follows the exact directions given by the 

proponents of grounded theory, Glaser and Strauss (1967). Again, under the 

systematic approach, the researcher has no role to play in the sense that no prior 

knowledge or experience can be brought to bear on the theory generation 

process (Finlay, 2011) and for this reason, the systematic approach is seen as an 

objectivist paradigm (Gardner, Fedoruk, & McCutcheon, 2012). 

There is also the emergent design. 11le emergent design is a critique of 

the over-reliance on mles and procedures in the systematic design. Glaser 

(1992) notes that theory must emerge from the data, as the aim of grounded 

theOlY is for the researcher to explain a social process and therefore the steps 

followed is of no consequence or should not be the focus of the research. The 

focus of grounded theory is to connect categolies to an emerging theOlY and not 

. . 
just to describe the categOlies (Creswell, 2012); which means that the researcher 

will have to interpret the categories that are emerging in order to arrive at a 
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theory. By doing so, the emergent approach assumes an interpretive parad igm 

to data analysis and theory building (Gardner, Fedoruk, & McCutcheon, 2012) 

rather than a descriptive analysis. There is also the constructivist design as 

proposed by Charmaz (2000,2004, & 2006). 

TIle works of Charmaz (2000, 2004, & 2005) fonn the bedrock of the 

constructivist design in grounded theory. These works revolutionised grounded 

theory by proposing and implementing aconstructivist design different from the 

objectivist and rudimental views of the founders of the methodology. The 

constructivist grounded theory design introduced some foml of flexibility to 

grounded theory (Creswel~ 2008). Charmaz (2006) states that ''research 

participants' implicit meanings, experiential views and researchers' finis hed 

grounded theories are [their] constructions of reality" (p. 10). TI1US, the theory 

arrived at is made up of the research participants and the researcher's 

constructio n of reality. 

Lincoln and Guba (2000; p. 166) point out that the researcher's role in a 

constructivist grounded theory is that of an active "passionate participant." 

Mills, Bonner, and Francis (2006) assert that this repositioning of grounded 

theOlY from a rudimentary list of steps to follow to a constructivist design makes 

it contemplative of the study context and the participants involved. Expanding 

this further, the constructivist design, although it does not seek to discotu1t the 

fimdamental basis of grounded theory, proposes the idea that individ ua 1 

situations are different but are constructed within a broader framework which is 

contextually positioned within a certain time, place and culture (Charrnaz, 2006) 

. . 
and must, therefore, be looked at on that basis. By doing so, the researcher 
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captures and analyses the relationships that exist between participants' VIews 

and their stoties. 

According to Gardner, Fedoruk, and McCutcheon (20 I 2), the 

constructivist design allows for researcher reflexivity in such a way that the 

theory that is constructed is a combination of the narratives of the research 

participants and the researcher's views. Thus, the researcher becomes a 

participant in the research process who brings his/her constructio ns of reality to 

bear on the research. This is different fi:om the original grounded theory 

approach, which was more objectivist and rooted in a positivist paradigm (Frost, 

201 I) with no role for the researcher's views and experiences. By assuming 

researcher reflexivity, the researcher's interpretation and analysis of data lead 

to an understanding of the social phenomenon and not just an explanation of 

participants' natTatives (Charrnez, 2006). The constructivist design, which 

allows for the use of both the systematic and emergent designs as well as 

research tleXlbility, was used for the study. Thus, the systematic and emergent 

designs influenced how data was analysed and the constructivist design shaped 

how the substantive theory was developed. This approach is highly 

recommended since Strauss and Corbin (1998) warned against rigorously 

following a set of procedures when it comes to grounded theory. 

Pluralism in qualitative research is an acceptable approach to either 

employing one or more methods, data sources, theOlies or models in the same 

qualitative research (Clarke, Willis, Barnes, Caddick, Cromby, McDennot & 

Wiltshire, 2015). Analytic pluralism holds that different forms of knowledge 

can be produced if different designs were used in analysing data (Frost, Holt, 

Shinebourne, Esin, Nolas, Mehdizade~ & Brooks-Gordon, 2011). Analytic 
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pluralism ensures that a deeper understanding of a phenomenon is generated 

leading to the avoidance of reductionism (Clarke et aI., 2015; Kincheloe, 2005; 

Kincheloe & Berry, 2004) which the researcher aimed to avoid from the onset 

of the research. 

The pluralistic approach to research design in this study was important 

because, in order to extract the experiences of tourists from the field data, there 

was the need to follow some steps, which of course did not obscure the 

meanings that participants in the study attached to their experiences. In addition, 

the experiences of tourists were not reduced to memos, themes and categories 

thereby missing much of what were actually said. This would have defeated the 

initial aim of grounded theory; "theory must en1erge from data." Again, the 

reflexivity of the researcher could not be taken out of the theory building process 

(Bryant & Channz, 2007; Charmaz, 2006; Frost, 2011), hence the application 

of the emergent design. 

Theory Building in Grounded Theory 

Grounded theory is a process whereby the researcher inductively 

develops a theOlY fi·om a data set that the theory relates to (Glaser & Strauss, 

1967). 11mt is, the theory developed at the end of grounded theory approach is 

based on the data that was collected to study a phenomenon that the substantive 

theory explains. Unlike fonnal theories that may be applicable across a range of 

situations, for example, some of the major motivation theories (hierarchy of 

needs, drive reduction theory and arousal theory), substantive theories 

generalise about the area of study (Channaz, 2006; Glor, 2008), for instance , 

motivation to consume local food. It does not aim to generalise outside the 
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immed iate field of study. The theory is substantive because it relates only to the 

area for which it was collected (Garrod, 2008, 2009; Goulding, 2002). 

In building a theory grounded in data, the researcher moves between the 

generation of categories based on a unit of data (induction) and comparing those 

categories with other categories generated in other units of data (deduction) 

within the entire data set. Induction and deduction are therefore important to 

grounded theory (Garrod, 2009,2008; Channaz, 2006; Glaser & Strauss, 1967; 

Goulding, 2002; Thomas, 2006). Most fundamentalists of research paradigms 

often state that the grounded theory approach is only induction (Suddaby, 2006). 

That is not the case however as one would have to move from an inductive 

analysis of one unit of data and through the process of constant comparative 

analysis to making deductions about other units of the data set. Thus, the 

researcher made an inductive analysis of a unit of data, based on the outcome, 

and through constant comparative analysis in grounded theory, made a 

deduction based on what other units of data were saying about the researc h 

question Strauss and Corbin (1998, p. 22) note that "at the heart of theorising 

is the interplay of making inductions (deriving concepts, their properties, and 

dimensions from data) and deductions (hypothesizing about the relationships 

between concepts, the relationships also are derived from data, but data that 

have been abstracted by the analyst from the raw data)." 

As the researcher moves between induction and deduction, new ideas 

emerge. This is tenned abduction. It is a process of forming an "explana tory 

hypothesis" (Suddaby, 2006, p. 639). It is an ''imaginative leap to the 

[substantive] theOlY without having comp letely empirica lly demonstrated all the 

required steps" (Ezzy, 2002, p. 14). If the imaginative leap is confirmed through 
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induction and deduction, they become "plausible relationships proposed among 

concepts and sets of concepts" (Strauss & Corbin, 1998, p. 168). The central 

categories for the research questions were derived using this approach. They 

were imaginative leaps, which are traceable back to the data that the researcher 

dealt with. Corbin and Strauss (1998) explain the misconceptions on grounded 

theOlY being an inductive approach: 

[It] stern<; from a misreading of The Discovery of 

Grounded Theory (Glaser & Strauss, 1967) ... those 

authors emphasised induction because of their attack on 

ungrounded speculative theories. The desire was to 

focus readers' attention on the inestimab Ie value of 

grounding theories in systematic analyses of data (p. 

294). 

Therefore, a grounded theorist engages in inductive, deductive, and abductive 

analyses to arrive at the final substantive theory; a storyline that is traceable in 

the data. This gives a clearer explanation of what it is to construct a grounded 

theory different from the often-held view that grounded theory is just an 

inductive approach. 

Target Population 

The target population for this study was international tourists visit ing 

Ghana during the time of the study (August-December, 2015) and who had 

consumed a Ghanaian dish going through information search and visiting either 

a formal ~r an informal foodservice establishment in Ghana. In B~akye's (2010) 

estimation, tourists visiting Ghana average 14 days of stay. This means that, at 
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least, the researcher enC01ll1tered two sets of international tourists in a month, 

with potential new experiences with Ghanaian dishes. The completed length of 

stay of the tourists sampled for the study ranged from 5 days to 11 months. The 

expected length of stay ranged from 7 days to 12 months, which qualified all 

the interviewees as tourists using the length of stay as the first criterion for 

selection. In terms of Ghanaian dishes consumption, it was observed during the 

fieldwork that length of stay did not matter much as most of the tourists ate 

Ghanaian dishes the first day they arrived in the country. In addition, a look at 

the purpose of visit and the places visited coJurlln of Appendix A (p. 298) 

reveals that all the mix of tourists that Ghana attracts were interviewed for this 

study. It is important, however, to state that since qualitative research is not 

about the representativeness of a population but about those within the 

population . who had experienced a phenomenon, the mix of tourists is not 

important in this study except for their experiences. 

Data and Sources of Infonnation 

The main source of data for the study was primary sources. These were 

tourists' accounts of their experiences with Ghanaian food spanning the five 

research questions for the study. According to Everett (2008, p. 338), "food and 

drink consumption provides a multisensory experience, embodied engagement 

and non-representable knowledge generation for tourists, hence, each tourist has 

his/her own account to provide." 

Secondaty information included a list of popular restaurants visited by 

. 
tourists in the study setting. TIUs information was obtained by reviewing social 

media accounts of tourists' experiences with restaurants in Ghana. The main 
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tourists' social media blog consulted for the study was TripAdvisor. This 

information was important in reducing unnecessary movement across the study 

setting in search of tourists who were busy going about their own businesses. 

The main restaurants visited for the study were Baobab Restaurant, Coast-to­

Coast Restaurant, Castle Restaurant, and Oasis Restaurant all in Cape Coast. 

These restaurants seIl both continental and Ghanaian cuisine as well Popular 

Ghanaian cuisine sold at these places includes red-red,jollof rice, stir-fry, banku 

and tilapia. Most tourists go to these restaurants because they offer them the 

opportunity to have something continental and local as well Baobab is visited 

for the organic and vegan meals that they serve. 

Sampling Technique and Procedure 

The research design adopted for the study did not lend itself to . 

probability sampling. To this effect, a non-probability sampling technique was 

followed. Sampling within the grounded theory methodology involves the use 

of three sampling techniques: a muhi-stage sampling technique that is 

hierarchical in nature (Bryant & Charmaz, 2007). These are convenie nee, 

purposive, and theoretical sampling. The conduct of convenience sampling at 

the field reconnaissance stage is clUcial to the entire grounded theory 

methodology. It enables the researcher to identifY the boundaries of the work. 

International tourists who were easily accessible to the researcher were recruited 

at this stage. The experiences identified provided important concepts for the 

progress of the work. Nine tourists were conveniently sampled, which was made 

up offive volunteers, one business traveller, and three students/interns. 
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The next stage was purposive sampling. Purposive sampling is used in · 

grounded theory to maximise the vatiation of meanings that emerged at the 

convenience sampling stage to detennine the scope of the phenomenon or 

concept. At this stage of sampling, the researcher looked for an additional mix 

of tourists who were not captured at the convenience sampling stage. This 

involved looking for tourists who identified themselves as leisure tourists or 

holidaymakers since they were not captured at the convenience sampling stage 

to see if their experiences differed from earlier tourists sampled. In all sixteen 

tourists were interviewed comprising ten leisure tourists, four volunteers, and 

two students/interns. 

TIleoretical sampling was used after the identification of categories that 

were worth pursuing further (Channaz, 2006; Clarke, 2005; Corbin & Strauss, 

2008). Hence, after collecting the initial data, the researcher decided on the next 

line of data based on the premise that it would help further clarifY emerging 

concepts or theory. What this meant was that the next group of interviewees was 

selected based on emerging needs of the concepts that had been identified from 

the first two sampling levels. Fifteen international tourists were interviewed at 

this stage. TIlls sampling was not based on tourist mix but to help clarify and 

expand on issues that emerged at the purposive sampling stage. Creswell (2012, 

p. 433) summarises succinctly how theoretical sampling works: 

Theoretical sampling in grounded theory means that the 

researcher chooses forms of data collection that will 

yield text and images useful in generating a theory. This 

. 
means that the sampling is intentional and focused on 

the generation of a theory. 
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Data Collection Techniques and Procedure 

Conducting in-depth interview is the main technique of data collectio n 

m grounded theory (Clarke, 2005). Others include using field notebooks 

(memos) and observation. Borril~ Lorenz, and Abbasnejab (2012) opine that in-

depth interviews are most appropriate for in-depth exploration of personal 

experiences. Consequently, in-depth interviews provided the best option to 

capture the meanings and values that tourists attached to their experience of 

Ghanaian cuisine. Tourists that were chanced upon at the various foodservice 

establishments identified as the most popular eating-places in the study setting 

were interviewed using an interview guide after their consent had been sought 

and the research problem explained to them Sims (2009) argues that the 

canvassing approach of finding tourists at points where they may be relaxing 

gives the researcher two advantages: firstly, it allows the researcher to collect 

data fi:om tolUists from a wide background; secondly, by looking at tourists who 

are relaxing, one can ensure thatthey are able to talk at length. 

The researcher followed the approach suggested above and was able to 

talk to tourists from different backgrounds at their free time. Two of the 

foodservice establishment have sleeping accommodation Consequently, most 

of the tourists interviewed were not buying food at the time of the interv ie w : 

they were relaxing. Other interviews were prearranged with the interviewees to 

take place at the restaurants. Another set of international tourists was 

interviewed when they had come in to eat. The researcher approached these 

tourists inlt11ediately they took their seats before their orders were taken The 

sometimes unusually long waiting times experienced by dinners in Ghanaian 

restaurants meant that the researcher had between thirty-five and forty minutes 
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to conduct interviews before food orders arrived. The interviews continued 

while these tourists enjoyed their meals. 

Interviewing at the convenience stage stalted with a "grand tour" 

question of "Can you tell me about your experiences with Ghanaian cuisine 

stalting from searching and planning through to after consumption?" This 

question allowed issues to emerge from what the interviewees said. Subsequent 

questions focused on issues that emerged from the opening question. The 

average time for the interviews was sixty minutes. Questioning for the 

purposive stage and theoretical sampling stage probed further issues that 

emerged from the convenience and purposive stage respectively. A typical 

opening question for the purposive stage was "How did you get to know about 

Ghanaian dishes before arriving in the country?" The average interview time 

for this stage was forty-five minutes. An example of an opening question for 

the theoretical sampling stage was ''What sources of information did you 

consult on Ghanaian dishes before coming to the country?" An average of thirty 

minutes was clocked at this stage of interviewing. 

Equally important to this study is the concept of saturation in a 

qualitative study. The concept demands that the researcher contirtues to 

interview respondents up to the point where no further insights could be 

generated from further data collection. What this means for the study is that a 

specified number of tourists shall not be given from the onset of the study but 

rather determined at the end of data collection when the researcher will know 

the exact number of participants. The concept of saturation within grounded 

theory, and, fo; that matter, qualitative inquiry, involves exploring a c~ncept or 

theme until no new information can be obtained from it. TIle sample sizes for 
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the various stages of data collection were based on the saturation princip Ie. After 

a certain number of cases for all the levels of sampling had been obtained, it 

was realised that the marginal contnbution of an additional tourist to the 

emerging substantive theory was insignificant at best. Therefore, no further data 

was collected after that point. The total number of tourists interviewed for this 

study before saturation was forty (see Appendix A for the list). This number 

exceeded the recorrunended number of between five and twenty-five interviews 

for studies that explore personal experiences (Cetin & Bilgihan, 2016). 

Data collection and analysis took place simultaneously for the five-

month period (August to December 2015). The analysis led to the different 

levels of sampling and the review of the interview guides. Questions at the 

convenience sampling stage were unstructured and on general issues that 

influenced the phenOlnenon Questions at the purposive sampling stage were 

semi-structured with room for probing specific issues that were brought up by 

the tourists. At the theoretical sampling stage, a much more structured set of 

questions were asked in order to fill gaps in the emerging theory. 

Data Processing and Analysis 

Qualitative research does not lend itself to the generation of quantifiab Ie 

responses as in quantitative research. It was, therefore, necessary to find ways 

of capturing and analysing the data to ensure rigour. Data was electronically 

reordered and manually transcribed. To ensure the accuracy of the transcribed 

data, the audio recordings were replayed while going through the transcripts to 

. 
ensure that the researcher missed nothing. This also enabled the researcher to 

become iJ.lllnersed in the data and ensure a fundalnenta I understanding of the 

86 

-----------~-----. - --------

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



process taking place in the data. Constant comparison and memo writing, open 

coding, focused coding, axial coding and selective coding, key tenets of 

grounded theory were followed. 

Memo Writing 

Memos are essential parts of the grounded theory strategy (Charmaz, 

2006; Goulding, 2002). They provide a store of ideas for the researcher to work 

on from the first data that is collected to writing the final chapter of the thesis. 

Memos run side-by-side with the transcripts to unravel what is going on in the 

data (Birks & Mills, 2015). Charmaz (2006) advises that memos should be 

written early in the study. 11Us is to enable the researcher to recall and reflect 

on the essence of the data (Corbin, 2009). Memo writing for this study started 

at the commencement of data. collection and followed through to the writing of 

the final chapter of the thesis. A memo was written for each intelview after the 

line-by-line coding. 111en, after the focused coding, a memo was written for 

each of the five research questions. At the axial coding stage, memos and 

diagrams that sought to depict relationships that existed among the categories 

that were emerging were used. The memos were notes that the researcher kept, 

emanating from the data, analysis, thoughts on codes, emerging categories and 

concepts, ideas and logical and interpretive diagrams. All the memos were 

handwritten in a field diary (see Appendix. B for an example ofa memo). They 

were useful in the study as they provided the researcher with a guide as to which 

lead to follow through the purposive sampling to the theoretical sampling stage 

as well as the constant comparative analysis that was necessary for a grounded 

theory research. 
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Constant Comparative Analysis 

The constant comparative analysis is important in grounded theory. It 

facilitates the identification of concepts (Goulding, 2002). The method involves 
. 

comparing a unit of data against itself and other units of data as they are 

collected and analysed through to the conceptualization stage. Tn so doing, the 

researcher was able to identifY the similarities and the differences that existed 

in the data set. It also enabled the researcher to move from a basic description 

of the data at the open coding stage to concepts and categories development at 

the focused and axial coding stages. 

Open Coding 

Glaser and Strauss (\998) laid down an approach for data analysis in 

grounded theory. The approach is not different from the thematic network 

analytic approach put forward by Groenewald (2004), Patton (2002), and 

Attride-Stirling (2001). The first stage is open coding. Open coding involved a 

line-by-line or paragraph-by-paragraph scrutiny of data and repeated 

companson of incidents in the data. The incidents that emerged were put into 

pre1iminary segments of information. 1bis resulted in the creation of labels of 

codes for the data. AU the analyses at this stage were descriptive- a description 

of what was happening in the data set (see Appendix C for an example of line-

by-line coding) 

Focused Coding 

The second major stage of grounded theory analysis is focused coding, 

which unhke open coding, is more selective, directed and conceptual Focused 
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coding was employed to synthesise, organise, and understand the main themes 

that were emerging from the open coding. They were utilised in organising 

several descriptive segments of the data into themes. These themes, which are 

concepts, gave meaning and structure to the descriptive units of data from the 

open coding stage. 

Axial Coding 

Axial coding is a data analysis approach in grounded theory that seeks 

to refine concepts that already exist in the data from the open coding and 

focused coding stage. By refining the concepts, a number of categories emerge. 

In axial coding, a category is identified and a network of relationships is 

developed around it. The development of the axial category includes looking 

for temporal and spatial relationships in relationships of cause and effect. The 

phenomenon denoted by the axial category is an event, a social problem that 

evolved from a number of social processes. The actions of the individual and 

the interactions of other people revolve around the phenomenon. A coding 

paradigm is developed at this stage. 

The coding paradigm proposed by Strauss and Corbin (1998) was useful 

at this point (see Figure 3). In developing the coding paradigm, the researcher 

is required to ask the following questions: "What is this data a study of?", "What 

category does this incident indicate?", "What is actually happening in the 

data?", "What is the main concern being faced by the participants?" and "What 

accounts for the continual resolving of this concern?" (Glaser, 1992, p. 140). 

These questions are related to one of the ten coding families proposed by Glaser 

(1992) and adopted for this study. The coding family adopted was the coding 
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paradigm TIlls merges the "c" Family (causes, contexts, contingencies, 

conditions, and consequences) with the "strategy family" and the "means- goa I 

family. " 

Contextual 
Conditions 

! 
Causal 

Phenomenon 
Actions! 

conditions f-+ f-+ -. Consequences 
Strategies 

l 
Intelvening 
conditions 

Figure 3: Coding Paradigm for Social Science Research Questions 

Source: Strauss and Corbin, 1998 

For example, in developing the central category variable knowledge 

deficit for tourists' infonnation search behaviour in relation to Ghanaian 

cuisine, it was realised that most of them especially first-time visitors did not 

have any knowledge about the food before corning to Ghana. They also did not 

search for any information on the food before corning. TIlls lack of search, lack 

of information and no knowledge (= causes) translates into knowledge deficit 

(= phenomenon). 

Variable knowledge deficit as a theoretical category orphenomenon has 

its properties and dimens io ns, which must be addressed. There are contextua I 

(time, place, duration) and intervening conditions (socia~ politica~ cultural and 

individual rectors) thlit also influence the causes of a knowledge deficit. These 

tourists also adopted certain strategies to help overcome the knowledge deficit 
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with Ghanaian dishes. The consequences of those strategies were the outcomes 

obtained. 

Selective Coding 

Selective coding is the stage where the researcher fits all the categories, 

the network and diagrams together into one core category that answers the main 

research question for the study; what is the nature of the local food experiences 

ofintemational towists visiting Ghana. It is the substantive theory that explains 

the main social problem and processes in the data. It is the StOlY line, which 

links the various categories into a core category (Bolun, 2004). The main 

research question for this study was looking for the overall experiences of 

international toUlists with Ghanaian cuisine. The core category for this study is 

transformativecol1sumptiol1 experience with localfood. lllis captures the issues 

of the motivation of towists for consuming Ghanaian dishes; their knowledge 

deficits of the dishes before coming to Ghana and the actions that they take to 

overcome it. The dilemma they mced in choosing particular eating-places; the 

mixed service experiences; the cognitive and affective images of the food and 

the behavioura I outcomes that emanated from the core consump t io n 

expenences. 

Research Quality and Ethical Considerations 

The issue of tmstworthiness of qualitative mqUlfy has been the subject 

of debate over the years. Although several researchers within the qualitative 

research domain have attempted to provide several guidelines to help 

researchers in the field to ensure that their research outcomes are tmstworthy, 
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many hold Lincoln and Guba's {I 985) steps to attaining trustworthiness in high 

esteem (Shenton, 2004). These are credibility, dependability, confirmability, 

and transferability. 

Grounded theory methodology as an approach or methodology in 

qualitative research also has certain asswnptions that must be followed to ensure 

the trustworthiness of the data and the theory that will emerge from the study. 

Four criteria: fit, work, relevance and modifiability (Giske & Artinian, 2007) 

are important in studies that rely on grounded theory. The fit is the most 

important criterion of trustworthiness in grounded theory (Lomborg & 

Kirkevold, 2003). Fit requires that the categories that are generated by the 

researcher emerge from the data collected from the field and not any 

preconceived understanding by the researcher before the fieldwork. The 

researcher is expected to look at the data to fit and refit the categories that 

emerge from data until an emerging theory is obtained from the data. Work is a 

criterion that states that the theory generated must be able to explain what 

happens in the data, predict what will happen and interpret what is bappening 

in the area studied. 

Every research work must be relevant to both participants and 

practitioners. This is achieved when the researcher allows theoretical categories 

to emerge from the data. TIle relevance criterion, therefore, seeks to estab lis h 

the basis for the research, which will lead to the unearthing of problems, and a 

process that will be beneficial to all stakeholders. The modifiability criterion in 

grounded theory means there is no closure to the theory that emerges from 

grounded theOly. What this assumption holds is that the outcome of the research 

should be such that other researchers in the field can expand on the theory if 
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they so wish. TIlis same idea can be seen as the replication concept in positivist 

research. By following the same processes on categories generation and theory 

building, another researcher should be able to replicate the study, come out with 

similar findings, and expand on the theory that has been put forward if simi lar 

contextual and participant characteristics are interviewed. 

Ethical considerations have been the subject of social science research. 

It is expected that researchers follow certain princip les, which deal with 

participants' confidentiality and informed consent. All the participants in this 

study were informed of the purpose of the study and the nature and type of data 

that was to be collected from them Hence, their consent was sought. They were 

also assured of their confidentiality and anonymity. lllis was achieved by the 

use of pseudo names in the analysis. 

Fieldwork Challenges 

TIle major challenge mced on the field was getting tourists who were 

not m social groups for interviewing. Some of the tourists came to the 

restaurants with fiiends, and to westerners, eating is a social event. Therefore, 

to leave one's acquaintances to participate in an interview which takes longer 

than responding to a survey was challenging. Most of them, however, allowed 

the researcher to engage them while their fiiends waited for them Those who 

could not make the time gave out their contacts and interviews were 

rescheduled. 
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Chapter Summary 

1l1is Chapter elucidated the methodological issues that influenced the 

study. A description of the study setting was done and the reasons for its choice 

were discussed. The constructivist paradigm of social science research was 

expounded followed by methodological issues in qualitative mqUlry. 

Furthennore, grounded theory, which was the design adopted for the study was 

explained and the steps involved in its application explicated. 
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CHAPTER FIVE 

MOTIVATION FOR CONSUMING GHANAIAN CUISINE AND 

INFORMA TION SEARCH BEHAVIOUR OF INTERNATIONAL 

TOURISTS 

Introduction 

The discussions in this chapter begin with the first research question of 

the study "Why do international tourists eat Ghanaian cuisine while in Ghana?" 

The category cultural curiosity emerged as the primary motivation because of 

tourists' quest to try cuisine that was different from what they were used to. The 

subcategories of cultural curiosity are explained and other exigencies that 

influenced local food consumption are discussed as well . This is followed by 

the second research question of the study, which explored how international 

tourists get to know about Ghan~ian cuisine. The category variable knowledge 

deficit emerged as a major theoretical category after axial coding. The causal 

conditions, intervening and contextual conditions of variable knowledge deficit 

as well as the strategies adopted by tourists to overcome any level of ignorance 

leading to certain consequences are examined. 

International Tourists' Motivation for Consuming Ghanaian Cuisine 

Generally, destinations' offerings serve as a source of motivation for 

people to travel to such places. Though Ghana is not a food tourism destination, 

some tourists could be motivated to eat Ghanaian food as a secondary 

experience. Food consumption as a secondary experience could become the 

remembered experience after the trip (Chang, 2011; Chang, Kivela, & Mak, 
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2011; Young, Kim, Goh, & Antun, 2011). Thus, there is a high probability that 

tourists visiting Ghana will consume Ghanaian food. The overall motivation for 

consuming Ghanaian cuisine is cultural curiosity. The properties of cultural 

curiosity include cultural immersion, knowledge or learning experience, break 

away from routine, and sensory discovery. Other imperatives such as 

availability, cost, sustenance, and tourists' accommodation arrangement 

moderate the consumption of Ghanaian cuisine. 

Cultural Immersion 

Consuming local food for the purposes of immersing one's self in the 

culture of a community has been one of the motivations that have driven people 

to travel. Although certain portions of the existing literature on motivation have 

partially captured cultural immersion (Kim & Eves, 2012; Kim, Eves, & 

Searles, 2013; Kim, Eves, & Searles, 2009), they could not separate it from 

knowledge as a motivation. Food is part of the culture of a people and for 

tourists to eat those local foods within the social settings and structures of the 

host community could mean a desire for cultural immersion as expressed by the 

following responses by some tourists: 

For me, the motivation is that 1 think it is part of the 

culture and part of the country and 1 am here to 

experience Ghana and to live here as evefyone does. 

Also, 1 think it is important also to try the food and to 

try evelything although you may be at the first time 

say .. .. . oh my God ... this looks ..... what is this .. . 1 do not 

know. Then it is important to tty and to experience this 
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part of the country (Respondent 27, a 20-year-old 

female German volunteer). 

. 
For me the decision to live with a host family and the 

local food is part of living in the host family was that I 

want to live in the Ghanaian culture, you know. I want 

to know how people live here and not just staying at 

places like this (hotels) which are very touristic 

(Respondent 34, a 21-year-old female Dutch 

volunteer). 

The above excerpts bring to the fore the question of whether cultural irrunersion 

is the same as knowledge or learning experience. 

Cultural irrnnersion should be separated ii-om knowledge or learning 

experience. This is because one may gain knowledge of the food that people eat 

in other parts of the world by trying the food without even visiting the 

destination or participating in food events at the destination. Even at the 

destination, people may eat local food devoid of the social settings and 

structures that would exist in the homes oflocals. Contrarily, cultural irruners io n 

will involve staying with the people and actuaIly participating in what they do 

and these include the food they eat, how they eat it and how the food is prepared. 

It may also include taking part in the entire gourmet experience whereby tourists 

learn how to cook local food. 

As an example of the above, Respondents 27 (a 20-year-old female 

Gelman volunteer) and 34 (a 21-year-old female Dutch volunteer) were 

motivated to live like the local people and admittedly concluded that livino like 
::> 
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the people incluqed eating what they eat. That is gaining an authentic experience 

of the culture of the destination. Cultural immersion involves the direct contact 

and living within a culture that is different from one's culture (Barden, 

Shannonhouse, & Mobley, 2015; West-Olatunji , Goodman, Mehta, & 

Templeton, 2011). This view is captured in the response of Respondent 9: 

Ijust want to get to know the real Africa, the real Ghana 

so that was the reason behind making the decision to 

live with a local family and to eat local food. 

The real Africa or Ghana includes eating what the locals eat although it may be 

unfamiliar at first. 

There is, however, a socio-cultural imperative to cultural immersion as 

a motivation for eating Ghanaian cuisine. Some groups of tourists by virtue of 

their accommodation arrangements and purpose of visit must eat Ghanaian 

cuisine. Volunteer tourists and those who make use of home stay facilities fall 

into this category: 

The/irst time I came to Ghana I was herefor six months 

with a host family so they were cooking Ghanaian food 

for me and that is how I was introduced to the Ghanaian 

food (Respondent 9, a 22-year-old female Belgian 

research student). 

For such tourists, the food they eat when they arrive at the destination is often 

not within their control: 

I think I was served with local food and I had to try it 

like that. I was in Accra and they served us with local 

food. It was a group and so they gave it to us. It is not 
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as if I ordered it (Respondent 12, a 24-year-old female 

Canadian tow·ist). 

Because of the perceived social pressure (subjective norm), which in this case 
. . 

comes from the host family, these tourists have positive intentions for 

W1dertaking certain behaviour (Bang, Odio, & Reio, 2014), which is eating local 

food offered them by their hosts although it may be strange at first. The socio-

cultural backgroW1ds of the tourists also differ from that of the host corrununity 

or family; therefore, there is a gradual introduction oftourists to local food. The 

aim is to progressively introduce them to the food of the destination and in the 

process help them to acquire the new taste of the destination: 

A little bit. They encouraged us to tly a little. They 

wanted us to try it but they thought it would be difficult 

for us to like it. Some of it is velY different from what . 

we have at home. So we tried it slowly, little and a small 

at time, one at a time (Respondent 3, a 22-year-old 

American volW1teer). 

Knowledge or Learning 

Curiosity and search for knowledge drive international tourists to try 

some local food (KilTl, Eves, & Searles, 2009). Unlike cultural immers ion where 

the person would have to live within the destination and learn about the way of 

life of the host which includes food preparation and consumption, knowledge 

or learning motivation deals with eating the food to gain an idea about the 

sensOlY prope11ies of'the food, Some irlterviewees expressed the view that 
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Contrast or Break Away from Routine 

Breaking away from routine lifestyles has always been an important 

travel motivator. People want to take a break from their routine lifestyles and in 

dealing with the same group of people (Adams, Synder, Crooks, & Johnson, 

2015). During vacation, people also tty new foods in order to break away from 

the monotony of eating familiar foods. Tourists may consume local foods as a 

way of breaking away from monotony and ttying out something new 

(Respondent 26, a 26-year-old female German research student; Respondent 32, 

a 29-year-old male Swiss tourist). For these tourists, travel to the destinatio n 

should be complemented by eating unfamiliar food rather than familiar ones: 

I guess just because I came to Ghana for a cultural 

experience. I did 110t come to do the average things that 

I did back in the Us. If I want to eat the cheeseburgers, 

Iwould havestayed at home (Respondent 29, a 21-year­

old female Danish volunteer). 

Consequently, tourists experiment with new tastes by savouring local foods that 

are different from what they are familiar with. Variety seeking in itself is a 

determinant offood choice (Mak, Lumbers, Eves, & Chang, 2012; Mustonen & 

Tuorila, 2010) where people try new foods and decide on which ones best suit 

their sensory requirements. 

Another dimension to tins is the attitude of people. Peoples' attitudes 

towards particular objects affect their intentions about those objects. For 

instance, Respondent 32 had a positive attitude towards local food. Eating local 

food while travelling is an important part of the overall tourist experience at the 
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destination. Inherently, for this tourist, to consume those same foreign foods 

will be out of place: 

One of my main reasons and I have also already 
. 

travelled to some countries in Asia and I also spend 

some of my working time in Congo-Kinshasa and the 

point is usually I am a little bored of all these 

international foods. You know what f mean. ft is like 

burgers, pizza, in Accra there is even KFC, why should 

I go to KFC in Accra. You go for a holiday somewhere 

you want to have some country experience so you want 

to have some local food (Respondent 32, a 29-year-old 

male Swiss tourist). 

Aspects of the literature on behaviour note that past behaviour is a bad predictor 

of future behaviour (Furnham, 2008; Robin, McEachan, Conner, Taylor, & 

Lawton, 2011). Nonetheless, some respondents, who from their accounts had 

travelled extensively (Respondent 6, a 61-year-old male German business 

tourist; Respondent 39, a 19-year-old male Belgian volunteer) and have 

extensive experiences of local food with mixed outcomes continue to look for 

local food on their journeys. This has more to do with attitude than desire. 

Exigencies Leading to Consumption besides Motivation 

Cost of Continental or International Cuisine 

Cost as a motivator for consuming local food while on vacation has 

rece~ed little or no empirical validation in the extant literahu-e. Nevertheless, 

cost remains an important factor in what people eat, first, in the decision to 
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travel to certain destinations, and second, to undertake certain activities. If one 

extends the concept of rationalism to this discourse, then the expectation is that 

tourists will act rationally by buying food that is comparatively cheaper to 

similar others that are on sale. Tourists have always complained about the cost 

of airline tares, food, and drinks at the destination (Dunne, Flanagan, & 

Buckley, 2011). Therefore, some tourists are content with having cheaper local 

food compared to the priced continental dishes being served at the destination 

(Respondent 30, a 25-year-old female US tourist; Respondent 33, a 40-year-old 

female Danish volunteer). This view is expanded upon by Respondent 34 (a 21-

year-old female Dutch volunteer) : 

... However, if we would try the local food now that we 

are not living in a host family then another motivation 

could be it is much cheaper than the westernfoodlike 

pizza or burgers. 

Local food has a comparative advantage in pricing in relation to the well-known 

foreign foods sold in restaurants in Ghana (Respondent 30, a 25-year-old female 

US tourist; Respondent 33, a 40-year-old female Danish volunteer). 

N evertheJess, one should not lose sight of the fuct that local street food costs 

less than local food sold in a restaurant (Respondent 26, a 26-year-old female 

Gennan research student; Respondent 32, a 29-year-old male Swiss tourist). 

Non-Availability of Known Options 

Product availability could detennine if one consumes a product instead 

of another. This ~as the case for some tourists who travelled to the countrys ide 

and did not have alternatives to the local food. For these tourists, consumption 
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IS more of making do with what is available than an actual motivation to 

consume: 

Here in Cape Coast (a major town in Ghana), you have 

continental, but if you travel to the small places in the 

Volta Region you do not have continental so you do not 

have a choice but I like to try the local food 

(Respondent 7, a 24-year-old male Swiss intern). 

Clearly, this tourist does not seem to have any problem trying local food. 

However, the decision to try local food was made less difficult due to the non­

availability of alternatives in certain parts of Ghana. In the city is it is easy to 

get a mix of both continental and local dishes. However away from the city, it 

becomes difficult (Respondent 8, a 24-year-old female German intern). A view 

aliiculated by Respondent 15 that corroborate the experience shared by 

Respondent 7: 

Sustenance 

.. .In a city and in a Ghanaian restaurant you have many 

different dishes. However, in Mpreaso it was only fiifu 

and banku. Only one restaurant had rice (Respondent 

15, a 24-year-old male Swiss tourist) . 

Food is a necessity for all humans including tourists. Tourists must eat 

while they are away in order to replenish their energy during their journeys 

(Mak, Lumbers, & Eves, 2012). In the literature, eating for survival is treated 

as a motivation (Mak, Lumbers, Eves, & Chang, 2012). Most tourists eat local 

food for survival, especially where known options are unavailable. Respondent 
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Respondent 26 (a 26-year-old female German research student) was emphatic 

on why she consumed Ghanaian food: 

I am hungry! Of course, there is also the motivation to 

try it as much as possible. 

This view falls llilder the traditional meaning of obligation as motivation in the 

food tourism literature. Consuming food for the sole purpose of satisfYing 

hllilger. Figure 4 is a schematic representation of cultural ctuiosity and its 

properties and other factors that influence local food consumption. 

Exigencies/imperatives 

r­
I 

---------------------------- --- - - - - - - - - - ------- - -, 
Availability 

Obligation 

Cost 

Tourist 

typology 

I 
I 

Contrast 
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Seekin !! 

Figure 4: Cultural Curiosity 

Source: Author's Construct, 2016 
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International Tourists' Infonnation Search Behaviour in Relation to 

Ghanaian Cuisine 

Variable knowledge deficit emergeQ as a major theoretical category on · 

interviewees' knowledge about Ghanaian cuisine. The term variable knowledge 
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deficit was used to descnbe tourists' knowledge on Ghanaian cUlSme because, 

first, there were some toUlists who did not have any idea about Ghanaian cuisine 

prior to their visit, hence lacking knowledge and secondly, others also searched 

for information on food before coming but admitted to the inadequacy of the 

information. Repeat visitors fell into the category of those who were 

knowledgeable of what they had already consumed during their first visit. 

Some of the tourists interviewed admitted to not having any informl t io n 

on Ghanaian food before coming to Ghana. All the infonnation on the food 

offerings of Ghana were obtained at the destination: 

We did not have any infonnation. We just came. 

Actually, we live in Burkina Faso, so we came by bus, 

first stop in Tamale for a few days. Then we learnt how 

everything works here, food industlY and other things 

(Respondent 13, a 32-year-old male French tourist). 

Another one was: 

Before I came to Ghana, I did not know anything about 

Ghanaian food. I stayed with a host family in Kisi, they 

gave me thefood, and I tried it (Respondent 24, a 24-

year-old male Gennan toUJist). 

TIle quotes typifY two scenarios. The first respondent (Respondent 13) is a 

French tourist stationed in Burkina Faso, who came to Ghana with no 

information on the food but learnt about everything including the food by asking 

and finding answers to their concerns. 1l1is was deliberate and typical of their 

travels: 
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Actually, it is not that we did not find information it is 

more of we did not search for it. We just came directly 

almost without almost any information. Because we like 

to do it that way. So no, it is not a problem for us. We 

would like to try new things; we would like to ask 

people, like what we just did with you. Therefore, it is 

not a problem. It is part of the game when you travel 

(Respondent 13, a 32-year-old French tourist). 

The situation is typical of risk takers who take some calculated risk just to 

discover and expenence new things. For instance, some tourists have had 

encounters with other Afiican countries. They, therefore, concluded that the 

foods consumed in other Afiican countries were similar, hence, there was no 

need searching for new infonnation: 

I have been living in Camerounfor two years, which I 

have learnt that many of the foods are somewhat 

similar so I did not think there was going to be a big 

change from what I have been eating (Respondent 30, 

a 25-year-old female US tourist). 

However, unlike the French tourist (Respondent 13) from Burkina Faso who 

did not have any expectation at all, Respondent 30 could be seen as someone 

who at least has an expectation of sameness of the food based on what exists in 

other Afiican countries. 

The·second scenario refers to people who did not have any lntormation 

on Ghanaian food pt;or to visiting but became aware through their host fumily. 
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Respondent 24's (a 24-year-old male Gennan tourist) case is typical of some 

tourists, especially those who sign up for full cultural immersion programmes 

by staying with host fumilies. They expect the host fumilies to take care of their 

food needs, hence, the lack of active search for information on food: 

Not specific, it was more like J had a book about Ghana 

and then I read a little bit about it. However, I thought 

ok when I come here J will get more detailed 

information [from my host] so I did not read so much 

(Respondent 29, a 21-year-old female Danish 

volunteer). 

There is, therefore, an element of trust in the relationship between the guest and 

the host, which is essentially the foundation of hospitality operations and most 

importantly in the host fumily situation. The issue of trust is clearly expressed 

in the response of Respondent 2 (a 24-year-old female German vohmteer) when 

asked if she received any infonnation on the food given to her by her host family 

before eating: 

I only had the information that banku is from [maize] 

and I do not know so I just ate. I trust the people here 

so .... 

Another property of the variable knowledge deficit is the scanty nature of the 

information that some tourists who searched for information on Ghanaian 

CUlSme had prior to their visit. They had searched for information on Ghanaian 

cUlsme prior to their visit but the information they obtained was not a true 

reflection of the food offerings of Ghana: 
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Not much. I went to Tanzania last year, I had a friend 

who was from Ghana, and he told me you have some 

things similar to the gari... that was all that I got 

(Respondent 8, a 24-year-old female German intern). 

I did not know any food. Just West African food, so, 

fuJu. However, the rest, I did not know anything about 

them ... Not that much, I only knew thatfufu looks like a 

bowl and like flour (Respondent 16, a 22-year-old 

female Swiss tourist). 

The two quotes taken ii-om Respondents 8 and 16 epitomise what other tourists 

said about the information that they got on Ghanaian cUISme. TIley got 

information on only a few of the cuisine that is popular such as fufu, banku, and 

red-red, with fufu being the most mentioned due its popularity in other tourists' 

narratives and the travel guides that they consulted. 

Ghana is not a food tOUlism destination. Therefore, most toruists who 

visit do not come in search of culinary expenences, although secondary 

expenences (food, buying souverurs and attending movies) could become the 

main experience at some point (Quan & Wang, 2004). Consequently, those who 

did not search for information on the food searched for some infom1ation that 

was relevant to the purpose of their visit. They search for information on the 

history, economy and the political systems in Ghana (Respondent 29, a 21-year­

old felmle Danish volunteer). Respondent 31 's (a 21-year-old male American 

volunteer) response throws some ligl:lt on the sort of infonnation some tOUIists 

searched for on Ghana before coming and the reasons for doing that. 
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Yeah, I searched for pretty much what the customs 

were, I know that the culture is a lot different from 

where I am from in America so certain things like only 

using your right hand and taking your shoes off when 

you are entering peoples' homes. Those things do not 

matter in the US but I just wanted to touch up to make 

sure I fit in a way. 

Tourists' lack of knowledge on Ghanaian CUlSme before visiting Ghana 

IS considered variable knowledge deficit due the application of the process 

model of information search and decision-making rather than the choice model 

proposed by Williams (2002). The choice model adopts a linear process of 

decision-making in which tourists are expected to move from one decision point 

to the other in an orderly manner. This view has been questioned severally in 

the literature (Cho~ Lehto, Morrison, & Jang, 2012). Choice models are not able 

to capture the processes involved in tourist decision-making (Smallman & 

Moore, 2010). The process model on the other hand, captures the processes 

involved in tourists' decision-making. TIUs means that some tourists gathered 

more information on Ghanaian dishes as the need arises. This standpoint is 

important because according to Sweeney, Soutar, and Mazzarol (2012) tourist 

decisions do not follow a linear model and much travel information search is 

not related to a specific place and time (Zins, 2007). Infonnation search is need-

based and not done all at once. 

It is, however, important to note that not all the interviewees were 

ignorant of Ghanaian cuisine plior to coming to Ghana. Factors such as repeat 

visitation, consulting of family and friends who had visited in the past and 
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having travel guides and online infonnation moderated what some tourists knew 

about Ghanaian cuisine. The ensuing discussions look at the intervening and 

contextual conditions of the theoretical categOlY variable knowledge deficit of 

Ghanaian food by tourists. It further looks at the strategies that those who had 

little or no knowledge about the food adopted once at the destination. The 

strategies that tourists adopted to ameliorate the situation also led to some 

consequences, which are also discussed. 

Intervening Conditions 

Strauss and Corbin (1998) state that intervening conditions are those 

conditions that ''mitigate or otherwise impact causal conditions of phenomena" 

(p. 131). The category identified is variable knowledge deficit. It is, however, 

clear that the presence of :factors such as past personal experiences, knowledge 

of fiiends and :family members, travel guides with some information on 

Ghanaian cuisine all combined to mean that some tourist were knowledgeab Ie 

about Ghanaian cuisine. 

Repeat visitors or those whose relatives had visited Ghana in the past 

and had even learnt how to cook Ghanaian food (Respondents 15 & 35) had 

previous encounters with Ghanaian cuisine before visiting. For example, 

Respondents 9, 11, and 37 were repeat visitors whose first encounter 

transforn1ed them They went back to their home countries and tried some 

Ghanaian cuisine there: 

As for me, I was here before, so I learned to make some 

of the food. I made it in the US especially the joZiof rice 

so many people know about the jollof rice because we 
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wrote the recipe down and took it home (Respondent 

37, a 25-year-old female American towist). 

Towists who fuU into this group did not need to search for new information on 

the food they tried during the previous visit. They only searched for new 

information if they met new things that they did not try during the previous visit: 

Last year I was in Accra [internship} and we had a 

cafeteria ... However, this year J really need to rely on 

information, I have two neighbours and J ask them a lot 

about what they eat. For example, there are some foods 

that J did not try last year. For example, J want to try 

kelewele, so they showed me where to get the kelewele. 

J discuss it with them. Nevertheless, J also ask people 

when I am on the street (Respondent 26, a 26-yearcold 

female German research student). 

Some interviewees ate Ghanaian food prepared by their relatives who had 

earlier visited Ghana. 111at was how they came to know about Ghanaian cwsme 

prior to their visit: 

Before we came, for him it is the second time, but Ijust 

know, he told me about the fufu and the groundnut 

soup ... 1 had the groundnut soup in Switzerland because 

his mother can cook it. She was only here [Ghana} for 

two weeks. She asked the people here how they did it. I 

savoured it and it was similar. It is not the same for 
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sure, but similar (Respondent 16, a 22-year-old female 

Swiss towist). 

TIlls and other towists, who have had similar expenences with Ghanaian food 

back home, cannot be tenned as lacking knowledge. They search for similar 

foods at the destination just to authenticate their previous experiences, as was 

the case of Respondent 16. 

Another group of interviewees consulted fiiends who either are 

Ghanaians or had visited Ghana in the past for infOlmation on the food eaten in 

Ghana. They, therefore, did not devote rrruch effort to information search on the 

food: 

Partially [referring to infonnation search). The point is 

that J know some Ghanaians from my workplace so J 

talked to them already a lot. You know how you do at 

lunchtime, and this I consider one of the primary 

sources, because if you can talk about it at lunch why 

must you spend the time on the internet and in books 

looking for what you want to know (Respondent 32, a 

29-year-old male Swiss towist). 

SOlne interviewees (Respondent 8; Respondent 28; Respondent 29; Respondent 

31) narrated similar experiences of getting to know about Ghanaian cuis ine 

through colleagues at work or at school or even through associates of fumily 

members. For example, Respondent 31 's (a 21-year-old male American 

volun~eer) mother's colleagues briefed him on Ghanaian cuisine prior to his 

visit: 
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I did not search for it. My mum works for the World 

Bank. She had some Ghanaian co-workers who spoke 

to me about eatingfufu. 

Most tourists live in social groupings such as families and friends. Therefore, 

decisions on certain aspects of the vacation are done with input from these group 

members (lang, Lee, Lee, & Hong, 2007). Consequently, consulting family 

members and friends for information on destinations is very much part of the 

information seeking behaviour of tourists. These sources are nnportant non­

marketing dominated infonnation sour{;es (Barber, 2009) since they are not 

deliberate information from destination marketing organisations. 

The individual context to infonnationseeking behaviour is nevertheless 

still relevant. Tourists rely on fonnal extemal information sources if they do not 

have enough internal infOImation on a destination or a product (Hyde, 2008; 

Ramkissoon & Nunkoo, 2008 & 2012). They use both online and omine sources 

of informatio n: 

Yes, I did. Because when I was going to stay for five 

weeks, I have to know something about what to eat. I 

googled (Respondent 3, a 22-year-old female American 

volunteer). 

This was the case for all the tourists who searched for fonnal external 

information. They searched online or read relevant information from travel 

guides. Although those who searched admitted to the inadequacy of the 

information or ~he difficulty in making meaning from what they read 

(Respondent 1, a 23-year-old female Gennan volunteer; Respondent 33, a 40-
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year-old female Danish vohrnteer), it could be regarded as a first step to having 

some knowledge about Ghanaian cuisine. 

Contextual Conditions 

Context is very important when one is looking at any phenomenon. This 

is because contextual conditions differ from place to place and their impact on 

a given phenomenon may not be the same throughout the same destination. 

Tourists' knowledge deficit on Ghanaian cuisine is moderated by celtain 

contextual factors, which are expressed in the typology of tourists identified in 

this study. The use of typology engenders the application ofa unified evaluation 

criterion to a group of tourists and an equally important data for marketing 

efforts (Cho~ Heo, & Law, 2016; Menzly & Ozbas, 2010). Three typologies of 

tourists were identified in this study: vohrnteer tourists, VFR tourists and othe r 

independent travellers who did not have any acquaintances or associates here in 

Ghana. These typologies of tourists have trip characteristics that provide unique 

contextual conditions that affect their knowledge deficit and the strategies that 

they adopted to overcome it. 

One peculiarity of volunteer programmes is the placement within host 

families or vohrnteer homes for the volunteers to gain ample cuhural experience 

and immersion. ll1is provides an important contextual condition when it comes 

to their information search behaviour. They rely on the programme coordinators 

for information on everything including the food to eat (Respondent 14 , a 24-

year-old male German volunteer). For this group, any knowledge deficit about 

the food was taken care of by the bliefings of the programme officers: 
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I did not look for information. The organisation they 

just explained a few of the food to me. The special food 

here. It was just a little. Not a lot of information. Just 

we have things like banku and that was all (Respondent 

39, a 19-year-old male Belgian vohmteer). 

Our company, our leader, told us about them when we 

arrived. We have a cook who cooks for us and she 

introduced us to them as well (Respondent 14, a 24-

year-old male German vohmteer). 

Part of Respondent 14's response leads to the important role played by host 

fumilies and those in charge of taking care of the dietary needs of the volunteers. 

The researcher refers to them as destination caregivers. 

Destination caregivers (homestay operators, cooks, and programme 

coordinators) support the volunteers with information on the food and what 

ingredients they use in preparation of the food (Respondent 17, a 24-year-old 

male Gernlan intern). It is more of a cultural learning class in these fucilities. 

Additionally, the work of the destination caregivers ensured that most of the 

information that tourists lacked on the food were provided: 

Well, we stayed at a hostel in our first week in Ghana. 

They had the food catered and so they wanted us to 

experience all the different types of food so we had 

some different Ghanaian dish each day. So that we 

could tly evelything. We tried to. We were only there 
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for a week (Respondent 21, a 27-year-old female 

American vohmteer). 

My English was velY bad actually, so { could not 

understand a lot ... So, she was telling me what is from 

the yam, the plantain, what kind of vegetables she was 

using, but it was still very confusingfor me (Respondent 

9, a 22-year-old female Belgian research student). 

We worked in a hospitalfor one month in Akwatia ... the 

sisters cooked for us and they made Ghanaian fufu. 

They explained everything, how to prepare it, which 

roots to use ... (Respondent 17, a 24-year-old male 

German intern). 

ll1ese three responses show the different roles played by destination caregIVers: 

orientation experts, language experts and culinary experts. 

Those who were not able to gam sufficient information from the 

destination caregivers relied on other voltmteers in the voltmteer hostels. They 

are an equally good source of information that was tapped into since those 

vohmteers had been around for some time and would in a way provide some 

orientation for new members of the group: 

With me, it was more that 1 asked the other volunteers 

because [was with them so they told me where [ could 

find food to eat and what to eat. Moreover, it was not 

different. The things that [found were not differentfrom 
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what they told me (Respondent 29, a 21-year-old female 

Danish voltmteer). 

That was the response ofa volunteer tourist on how other members of the group 

oriented new members. TIle influence of contextual conditions such as host 

families and volwlteer hotels on variable knowledge deficit is exemplified in 

the above discussions. 

11le next contextual condition deals with tourists who visited fiiends and 

relations in Ghana. Visiting friends and relations is one of the most important 

segments of the tourism market (Asiedu, 2008; Rogerson, 2015). It is a form of 

tourism involving a visit whereby either (or both) the purpose of the trip or the 

type of accommodation involves visiting friends and/or relatives (Rogerson, 

2013, p. 141). For such tourists, infurmation on food at the destination is left III 

the hands of their hosts rather than individual searches. This assertion IS 

amplified by the responses of two interviewees when asked about their 

information search on Ghanaian food prior to visitation: 

No [information search] I have to admit. My friends 

took me to the restaurant. They told me about a very 

delightful and velY rich fish dish and very basic though 

but very nice in a restaurant. They explained and then 

they told me ok there would be an extra dish, the fish is 

coming wait (Respondent 6, a 61-year-old male 

German business tourist). 

'you also eat in people's homes, so that is the other 

thing. So you try things in peoples' homes, so then you 
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understand what you like and what you do not like 

(Respondent 19, a 40-year-old female Canadian 

tourist). 

The two respondents clearly rely on their friends here for help and therefore, 

will have no difficulty in finding what they want. The context in which they find 

themselves means that the strategies adopted to overcome knowledge deficit 

will differ from the next group of tourists: the independent non-institutionalised 

traveller (drifter). 

TIle independent non-institutionalised travel segment has always been 

part of tourist segment. TIley are on their own and do not rely on any formal 

channels to plan their trip. They do not belong to any of the groups that have 

been discussed earlier. Their contextual conditions would be different and 

activities they· undertake are shaped by serendipity. A serendipitous traveller is 

someone who has no idea of where he/she is going and what to expect (Huang, 

Nonmn, Hallo, Mcgehee, Mcgee, & Geotcheus, 2014). The drifters in this 

study rely on their instincts in relation to what to eat, or if available, consult 

travel guides for information on potential food at the destination: 

First, I just saw it on the street. Then I have a travel 

guide, which I look at. There is also a little bit written 

about the different kinds of food you have (Respondent 

7, a 24-year-old male Swiss intern). 

Infonnation in travel guides are sometimes inadequate and may be generic. 

Therefore, when the tourist moves out of the zones identified in the guide, as in 

the case of Respondent 7 who travelled into soine remote areas of the country, 

119 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



observation becomes the most important tool in the arsenal of the tourist. 

Respondent 13 (a 32-year-old male French tourist) narrative backs this point: 

The first day we arrived in Tamale, so we were eating 

outside, so we found, jollofJufu, and tau zaJi. We were 

eating on the street most of the time. We did not have 

any information. Wejust came ... 

TIlls and other tourists (Respondent 1; Respondent 7; Respondent 26; 

Respondent 30; Respondent 33) who relied on their instincts or the ability to 

learn local norms and customs may well be descnbed as risk takers. There is so 

much risk involved in what they do including the food they eat. 

TIle contextual conditions discussed this fur are similar to the 

intervening conditions in the way they affect strategies that are adopted to 

overcome any level of knowledge deficit. The contextual conditions would 

affect the ease with which one accesses information on Ghanaian cuisine. By 

living with a host family, other volunteers, friends and relations, a tourist is 

expected to have easy access to infonnation than the drifter who would have to 

encounter other locals or the point of sale in order to inquire about what to eat. 

Strategies Adopted by International Tourists to Overcome Knowledge 

Deficit 

Strategies are how individuals handle situations or problems with 

intended consequences. Tourists who do not have any information on Ghanaian 

food prior to entering adopted strategi~s such as asking locals, asking those who 

sell the food and consulting the menu to find out if there were fumiliar 
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ingredients in order to overcome any knowledge deficit. Consulting locals for 

information is part of the non-marketing information seeking behaviour of 

tourists at the destination willie menus form part of the marketing informa tio n 

sources that tourists can make use of 

J asked my friend who lives here what was some good 

Ghanaian food and she told me a few Ghanaian dishes. 

Nevertheless, mostly J have just been looking at the 

menu and seeing local dishes and choosing them 

(Respondent 23, a 28-year-old female American 

tourist). 

Well, when you go to the restaurants, you see the menu, 

and so it is usually internationallookingfood and local 

food, so that is how J got to know what the localfood is 

(Respondent 19, a 40-year-old female Canadian 

tourist). 

Others relied on the help and the information given by food sellers or restaurant 

attendants (Respondent 13, a 32-year-old male French tourist). This is more of 

looking for a specific marketing information similar to what the menu will do. 

111is information is induced and it is tailored to influence the buyer in a specific 

way: 

We have just been asking mommies who sell the food 

about what was in each pot, looking at the food, and 

deciding which one to eat (Respondent 30, a 25-year­

old female American tomist). 
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Upselling is nothing new in the hospitality literature. In fuct, it is encouraged. 

However, some tourists think the sellers or attendants are dishonest with the 

information since their primary motive is to induce purchase: 

This is sometimes not easy. If you ask a particular 

question and there is the tendency to give an answer to 

make the probability of selling the thing higher. 

Sometimes it is not informative. If you would ask is it 

ve,y spicy, then the vendor will notice he does not want 

it spicy, and I would bet he would have the tendency to 

say it is not very spicy, though it might be very spicy. 

Because otherwise he might fear to lose business 

(Respondent 6, a 61-year-old male German business 

tourist). 

Some tourists prefer asking locals for information on the food rather 

than asking the sellers for information This fulls under the concept of honest 

brokerage in destination marketing. Some tourists combined a munber of 

strategies in order to get information on what food to eat. Respondent 27 (a 20-

year-old female Gennan volunteer) initially relied on colleague volunteers for 

infonnation. After some time, she started asking people at her workplace about 

the typical foods eaten in Ghana. Respondent 26 (a 26-year-old female German 

research student) used about three options when searching for information on 

which food to eat: consulting people at the cafeteria, asking neighbours, and 

asking the people who sell the food. The 'strategies adoeted were context 

specific: 
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Mm, actually, yeah last year, because I was in Accra 

and we had a cafeteria I had no idea about thefood they 

serve there. I consulted my colleagues. This year, I 

really need to rely on the information. I had two of my 

neighbours I ask them a lot about what they eat. I did 

not tly some foods last year. Nevertheless, I also ask 

people when I am on the street and I see that someone 

offers food. For example, yesterday I actually wanted 

to buy bread again but I saw someone selling fried yam, 

I have had yam before, but I have never tried fried yam, 

so I thought why not talk to her (Respondent 26, a 26-

year-old female German research student). 

This again buttresses the process model in tourist information seeking behaviour 

(Cho~ Lehto, Morrison, & Jang, 2012) where information is gathered for and 

within specific times (Sweeney, Soutar, & Mazzaro~ 2012) for spec ific 

purposes. Respondent 26 clearly follows tills process by using different actors 

for different infomlation needs. 

Consequences ofthe Strategies Adopted by International Tourists 

Consequences are the outcomes of the strategies that tourists adopt to 

overcome some level of ignorance in relation to Ghanaian foods. A positive 

outcome will be when the strategy leads to a favourable outcome or impacts 

directly on the decision-making process. An unfuvourable outcome will be one 

in which the strategy adopted does not directly influence purchase decisio~: 
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Yes, it does influence. If somebody recommends a 

specific restaurant or dish then you go there. You trust 

the person, and you trust the food. Otherwise, you go 

back and crash them (Respondent 38, a 35-year-old 

male Dutch business tourist). 

The information given acts as the first line of defence especially for people who 

are new to a country and whose culinary backgrounds are differe nt. 

Subsequently, as tourists move through the country and begin to understand 

how things work, they begin to form their own knowledge base, which helps in 

future decisions (Respondent 26, a 26-year-old female Gelman research 

student). For example, in the case of Respondent 24, buying cooked food 

outside was much easier than buying uncooked raw produce because of 

expenences gained from staying with a friend (VFR): 

When J went to the restaurant for the first time, J 

already knew about thefood because I ate it at home. It 

was easy to buy the items than at the market 

(Respondent 24, a 24-year-old male German tourist). 

Yeah, I think maybe the first decision it influenced me 

but after J tried it and when I am making a new decision, 

I will say ok it is nice, I am going to eat it again or I do 

not want to eat it again (Respondent 26, a 26-year-old 

female German research student). 
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Relying on the information provided by locals to make first decisions as painted 

by Respondent 26 is to be expected because one would expect that tourists 

whether acting rationally or irrationally, would at some point deviated from the 

information given to them and make their own decisions. This is especially true 

for the novelty seeking ones who would want to take some risks. Some tourists 

received infOlmation on the taste of some of the food and that helped in averting 

an otherwise untold consequence had the infurmation not been given. 

Yeah, particularly one of my friends does not like 

pepper and so we asked a lot about it and some of the 

food that we are not familiar with so they explained 

what it was. Yeah so, we received very good 

information (Respondent 30, a 25-year-old female 

American tourist). 

Additionally, Respondent 39 and Respondent 40 were instructed specifically by 

their volunteer organizations not to try street food due to the apparent food 

safety problems associated with street food in Ghana. The information given is 

just cautionary and as pertaining to other tourists, it mayor may not influe nee 

what they ate: 

They said, for example, do not buy too much food on the 

street because it is not healthy, and it is better to buy 

food from the restaurant. They also told me that in 

Belgium (Respondent 39, a 19-year-old male Belgian 

volunteer). 
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Yeah because they told us that, we should not eat street 

food when we go out. 1 tried some things but not 

everything (Respondent 40, a 20-year-old male 

American volunteer). 

The information given to tourists in relation to what to eat does not end just at 

pointing out a few foods and where to find them Some locals go to the extent 

of teaching tourists how to eat the food (Respondent 33, a 40-year-old female 

Danish volunteer). This practice (showing tourists how to eat Ghanaian food) is 

important given the diffurences in the culinary culture of the destination and 

originating regions of the tourists. 

Yeah, it did. She told me to tly fufu and banku. 

Moreover, 1 do not think [would have tried it if she did 

not tell me to tly it. She also showed us how to eat it but 

I would not have known how to eat it if we just came 

here and ordered it. Therefore, that was important 

(Respondent 23, a 28-year-old female American 

tourist). 

It is, however, important to point out that some tourists do not play by the book, 

in that, they are not strict adherents to any given information. Some of these 

tourists are curious, risk averse, and novelty seeking (Respondent 22, a 26-year­

old female American volunteer). Figure 5 is a schematic representation of 

variable knowledge deficit on Ghanaian cuisine among international tourist. 
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Consequently, being asked to follow a number of precautions while eating out 

in Ghana could affect the experience that they sought: 

You are curious to try local dishes so even ifit does not 

sound appetising you still try it. Therefore, we tried 

evelything and then later learnt if we do not like it 

(Respondent 21, a 27-year-old female American 

volunteer). 

The response by Respondent I (a 23-year-old female Gemlan volunteer) 

sunnnanses the point being expressed above in relation to whether the 

informatio n received from any of the sources affected one's decision to try out 

local food: 

Not really [referring to information} no, it was more 

like when I go to another country I wanted to try the 

local dishes. So yeah, I think that was the reason why I 

tried it. 

Infollllation seeking behaviour of tomists in relation to Ghanaian CUlSme IS 

complex. Some tomists enter the country with no information or knowledge at 

all expecting to discover everything. Others too relied on experiences at the 

destination or elsewhere in Afiica to guide them on what to expect. Consulting 

oflocals and other volunteers was equally important as the work of destinatio n 

caregivers who take steps to help tourists settle in at the destination. Therefore, 

some tomists may choose to be ignorant about what food to eat. This is because 

being ignorant and discovering things as one went through the destination IS 

part of the experience (Respondent 13, a 32-year-old male French tomist). 

128 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



Chapter Summary 

This Chapter examined at tourists' motivation for consuming Ghanaian 

food. Cultural curiosity emerged as the main theoretical category of motivation 
, 

to consume Ghanaian cuisine. Other exigencies such as cost, availability and 

sustenance also drove consumption. The chapter further analysed the theoretic a I 

category that was identified in relation to tourists' information search behaviour 

in relation to Ghanaian food. ll1ere were some intervening conditions such as 

previous visit, information from mends and· relations, and electronic and print 

media materials availab Ie to the tourist that moderated the central catego ry 

(variable knowledge deficit). Some contextual conditions affected the central 

category too. These were captured as tourist typology using the type of 

accommodation used: home stay, volunteer hostels, VFRs and drifters who did 

not use any of these accommodation types. The intervening conditions and the 

contextual conditions affected the strategies that were adopted to overcome the 

knowledge deficit. Strategies such as consulting locals, restaurant attendants, 

food sellers and the menu were utilised. Finally, the consequences of those 

strategies were discussed. 
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CHAPTER SIX 

LOCAL FOOD PURCHASE EXPERIENCES OF INTERNATIONAL 

TOURISTS 

Introduction 

TIle third research question of the study aimed at examining local food 

purchase expenences of international tourists. In answering the research 

question, the analysis was broken down into two: choice of eating place and 

purchase experiences at the various foodservice establishments identified in the 

study. These foodservice establishments are classified as fonnal and inforrna I 

eating places, the formal being those eating places that offer mainly 

international cUlsme with local CUISIne as the secondary offering, while the 

informal are the traditional Ghanaian foodservice establishments that mainly 

sell local cuisine. The major theoretical category emerging from the choice 

making process is that of a dilemma. TIle second part of the analysis looks at 

the point of sale experiences of the tourists. Therefore, a coding paradigm for 

mixed service encounter experience is analysed by looking at the causal 

conditions, mediating factors, the strategies adopted because of the service 

experiences and the consequences of those strategies. 

Choice Dilemma 

Dilemmas occur when people are confronted with two or more 

alternatives that may result in a similar conclusion (Manderscheid & Freeman, 

2012). Dilemmas are essential to everyday thinking and argument and are 

shaped by our worldviews (Hohnberg, 20 I 0). These worldviews affect the 
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decisions that we make leading to some level of uncertainty. The international 

tourists studied faced dilemmas in terms of where to eat in the light of two 

contrasting eating. places found in ahnost all the places they visited. The pros 

and cons associated with each foodservice establishment recur in their 

narratives, which will construe a choice dilemma. The write-up under this 

section examines the different aspects of the tourists' choice dilemma in the 

context of service delivery and quality issues at the foodservice establish me n ts 

identified. 

Service Convenience 

The era of convenience-oriented customers means that most customers 

want to accomplish most tasks in less time with the least expense of energy 

(Lundberg, Ohman, & Sjodin, 2014). Service convenience, which is the time 

and effort that consumers expend in the purchasing and delivery process, has 

since become an often-used word in the customer service industry (Kaura, 

Prasad, & Sharma, 2015). Service convenience must, however, be understood 

within the context in which the consumer makes purchases and in using a 

service. This indeed was the caution given by Yale and Venkatesh, (1986, p. 

405) who note that "convenience is many things to many people." Therefore, 

for this study convenience must be looked at from the perspective of the tourist. 

The dimensions of service convenience include decision convenience, access 

convenience, and transaction convenience, benefit convenience and post­

benefit convenience (Berry, Seiders, & Grewa~ 2002). The narrative of the 

tourists' exlubits some of the dimensions of service convenienc~. 
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Most of the fonnal foodservice establishments do not serve their food 

on time and when tourist go out in groups, the waitresses/waiters do not exhibit 

good service skills. Some members of the group are served while others wait 

(Respondent 9, a 22-year-old fennle Belgian research student; Respondent 31, 

a 21-year-old male American vorunteer). Consequently, if a tourist does not 

want to spend a long time in a fonnal restaurant, then, street food comes up as 

the best option: 

It depends on where I go. If I go to ... like in the chop 

bar on the street, it is very easy, you say what you want, 

and they put it on the plate and then you get it. It is 

good. But in the fonnal restaurant, it is not like it is very 

[fast}, as a foreign person we have a lot of critiques 

because the way restaurants are supposed to be 

handled in Western countries is very strict and we have 

velY strict expectations that are not met here 

(Respondent 9, a 22-year-old female Belgian student 

researcher). 

On the market, they are always nice. It is cheap and 

quick. Normally it is quick. In the restaurant, it takes 

vefY long. In addition, the restaurant too, depending on 

where you go, it can be very expensive (Respondent 24, 

a 24-year-old male Gennan tourist) 

Respondent 24 introduces another pertinent ISsue; cost, which could create a 

dilemma when it comes to the purchase decision. This is indicative of the fuct 
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that there is no single criterion involved in the dilemma. A multiplicity offactors 

could determine where one eats. Kokkinou and Cranage (2015) observe that the 

general perception about service is that it is time-consuming and customers tend 

to choose the alternative with the least waiting time. Wait times are part of the 

service delivery process (Zhao, Hou, & Gillbert, 2014). Consequently, given the 

suitability of other factors in the dilemma (convenience, cost, food safety and 

sanitation and communication barriers), tourists will choose the informal eating 

places over the formal ones if the waiting time is the primary consideration. It 

is important, however, to have the two options: A place where one can relax and 

wait for the food or a place where one can get fast food (Respondent 30, a 25-

year-old female American tourist). 

Convenience is very important 111 the purchase and consumption 

decision of many (Birch, Lawley, & Hamblin, 2012; Bmnso, Verbeke, Olsen, 

& Jeppesen, 2009). The convenience and the ease with which people get their 

food on the street make it better than what one would get from the welI­

established restaurants (Respondent 31, a 21-year-old male American 

volunteer). If more tourists see the infOimal eating place as convenient, then, it 

could be an important element in the marketing of local cuisine. The wait time 

at the informal foodservice establishments is less to the extent that one tourist 

even compared it to fast food: 

I was surprised by how fast the service went. You order 

/i!fu and between 3-5 minutes, you have it. It is more of 

afastfood (Respondent 14, a 24-year-old male German 

volunteer). 
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It is very common for people to talk about purchase convenience without 

looking at the service environment. In fact, the service environment creates the 

convenience and it is the first encounter the guest has with service (McGuire, 

Kimes, Lynn, Pullman, & Lloyd, 2010). Setups in the informal foodservice 

establishments are basic (Respondent 6, a 61-year-old male German business 

tourist) with the underlying philosophy being transactional (just the provision 

of food). The tourist who uses the services of the street food vendors does not 

expect much: 

Where J buyfood, mm, the service, yeah .. .1 think J have 

different experiences, when you buy food from the 

street; there is not much service because you just buy 

it. However, J think generally you do not get in touch so 

much with the people. For example, where J live in 

Abura, the people who sell the food they do not talk. It 

is friendly but just transactional (Respondent 26, a 26-

year-old female German volunteer). 

In recent times, the debate on service has moved from just what the service firm 

has to offer to the guest to include the customer processes that are involved in 

service delivery (Walter, Edvardson, & Ostrom, 2010). Food preparation in 

most restaurants in Ghana precludes the customer from what actually goes on. 

However, some of the infonnal foodservice establishments especially those by 

the roadside and the chop bar customers can see what is in the pots of operators 

and decide on what should be added (Respondent 13, a 32-year-old male French 

tourist), a phenomenon that has been dubbed point and kill. This process, 

134 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



! 

whether it is intentional or unintentional, allows the customer to participate ill 

the service delivery process. For tourists who are interested in engaging in the 

selvice delivery process, street food provided a platform for that: 

In the first place, it is completely different from what we 

are used to. Because you cook 011 the street and I can 

see the kitchen mum prepare my food and it is unlike in 

Europe (Respondent 17, a 24-year-old male Gennan 

intern). 

Ibis situation will be for those who prepare their food by the roadside. However, 

not all street food vendors prepare their food by the street. They prepare it at 

home and set up their stalls by the roadside. Therefore, tourists will not be able 

to see how the food was prepared: 

Normally, when you buy it on the street, you do not see 

how they prepare it. Just the kind of rice and you do not 

see how they prepare, but actually, I am really looking 

out for how they prepare the food (Respondent 10, a 24-

year-old female Gennan tourist). 

Another important element that affects the level of service in foodservice 

establishments is the provision of crockery and cutlery. One would not expect 

to find the elaborate set-up with service utensils and crockery at the street food 

level Therefore, if one is looking for a place to get all these service utensils, 

then, it is important that the person goes to the restaurants: 

There is no fork, nothing; you eat with your hands. Ok 

and this is velY basic also, they, do not provide side 

plates for you to put parts that you do not want. Most of 
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the people were just putting the parts they do not want 

anywhere on the table. This is another difficulty if you 

eat outside (Respondent 6, a 61-year-old male Gennan 

business tourist). 

Seeing another customer eat and immediately put the waste on the table or the 

floor is an unsanitary etiquette that most tourists could not tolerate. Clearly, if 

Respondent 6 wants a place where crockery and cutlery are provided then it is 

not tl1e roadside food. It should be noted, however, that some roadside food 

vendors do provide side plates. 

Communication 

Tourists in this study found comll1lmication between themselves and 

wait . staff at the informal foodservice establishments to . be very difficult 

(Respondent 29, a 21-year-old female Danish voh.mteer; Respondent 30, a 25-

year-old female American tourist). This resulted in a dilemma: 

if you speak the local language, it is very easy. 

However, some of the vendors do not understand the 

English language or I do not understand them, so it is 

very difficult (Respondent 6, a 61-year-old male 

Gennan business tOUIist). 

Respondents 6 and Respondent 29 descnbed the situation as difficult while 

Respondent 30 described it as challenging. Constantly having difficult or 

challenging situations before getting food ii-om the infonnal foodservice 

establishments . leave tOUIists with just one option, which are th~ formal 

foodservice establishments where the wait staff is expected to speak at least 
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English. In order to overcome the problem of corrnmmication, some tourists 

went to these informal foodservice establishments with an assistant 

(Respondent 6), probably a local who can speak the language of the tourist and 

the service provider: 

At one place ... by the side of the road, our friend went 

over to the women and told her what we wanted. At the 

restaurant, it is very easy; we just looked at the menu 

and pointed out what we wanted but on the side of the 

road, [it is not}. It is important to have someone here to 

help us with the communication (Respondent 23, a 28-

year-old female American tourist). 

Having local as assistants does not always sit well with some tourists. They are 

independent thinkers and make their own decisions even if they are not 

conversant with their new environment. They do not want to be babysat by 

locals (Respondent 22, a 26-year-old female American). 

Atmosphere 

A foodservice establishment's atmosphere compnses the decor, noise 

leve~ temperature, cleanliness, odour, lighting, colour, and music (Hensley & 

Sulex, 2007; Sulex & Hensley, 2004). The environment at the informal 

foodservice establishments is a basic setup. It is an authentic experience for 

tourists who like to be in an environment where the actors act in a natural way. 

These vending points may have some shortcomings but tOluists who wanted to 

expenence something new and unfamiliar to them found the informal 

foodservice establishments ideal: 
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" . 

The [grilled] tilapia place J like it. J like this very much. 

On a certain level velY basic. It is not very artificial so 

J like the environment. Ok, sometimes it was a little bit 

crowded and noisy. Ok, we were not on the street but 

we were closer to the street (Respondent 6, a 61-year­

old male German business tourist). 

With the street food, I really like it. It is something that 

we can discover; we do not have that in Western 

countries. So,just telling you that we can experience it 

here. Then in the restaurants, it varies from one 

restaurant to another. However, J know something we 

foreigners complain a lot about is music very loud velY 

often. In addition, going to eat something for 

Westerners very often means getting together with 

friends to have good conversations and with the music 

very often we cannot talk and we are frustrated 

(Respondent 9, a 22-year-old female Belgian research 

student). 

Some of the formal foodservice establishments tend to overdo some things. For 

example, the pitch of music played in the restaurants. Music has both positive 

and negative effects on purchase, length of stay, and revisit intention (Wilson, 

2003). Consequently, those who think the music is too loud for their evening 

relaxation look for alternatives within the same fonnal foodservice 

establishment or look at the informal with a basic setup (Respondent 26, a 26-
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year-old female Genmn research student). Although the informal foodservice 

establishments operate in a modest environment, not all towist fOlHld it 

appropriate. Because of its basic setup, there were times when patrons who 

wanted to sit and enjoy a meal could not do it: 

Sometimes we have difficulty in finding places where 

we can sit. Most of the time, because we are on 

vacation, of course, we like to find a place where we 

can sit and eat and sometimes it was a little difficult to 

find ... ... We were in Tamale for instance for three days 

and sometimes, we were trying to find a place. Ok here 

they sell food, but we cannot sit, ok continue. We had 

bikes so we were riding a lot tofind this kind of places 

(Respondent 13, a 32-year-old male French towist). 

For the vacationer who wants a place to relax and plan the next move, some of 

the informal foodservice establishments cannot be an option. Because of the 

heat and the humidity in Ghana, towists looked for shade or covered places to 

protect them from the direct rays of the SlID and rainfull (Respondent 30, a 25-

year-old female Amelican towist). That notwithstanding, it should be noted that 

there are exceptions to the challenges that have been enumerated above. It 

depends on where one goes (Respondent 8, a 24-year-old female German 

intern). 

The disorderliness associated with some informal foodservice 

establishments, especially the street vendors where one has to catch the eye of 

the seller in order to be served, put off some tOillists. Queuing is not common 

to only developing cOlIDtries. TIle phenomenon occurs all over the world. What 
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is a culture shock for some tourists is the haggling and jostling that must take 

place before one is served. Customers sometimes yell out the quantity or the 

amount of food they want to buy. This makes the vending environment all 

difficult and confusing for some tourists (Respondent 11, a 25-year-old female 

GenTIan tourist). This happens especially with street food vendors: 

In Kumasi, when we went to watch aJootball match and 

we wanted to eat. You walk in and it was a like a buffet 

and there was no line, and eve'yone in there was just 

screaming, 00 rice, 00 that (Respondent 22, a 26-year­

old female American volunteer). 

Meal experience is affected by the behaviour of others in the eating 

environment. Eating at the informal foodservice establishments that offer 

mainly local dishes was daunting for some tourists. It required mastering the act 

of eating with the hands in addition to a foreign food that they were not used to 

(Respondent 18, a 24-year-old female Gennan intern; Respondent 23, a 28-

year-old female American tourist; Respondent 25, a 24-year-old English 

tourist). The presence and actions of some locals who saw tourists eat local 

dishes sometimes had a negative effect on the experiences of tourists. In 

informal foodservice establishments where locals form the bulk of their 

customer base, tourists found it difficult to eat under the prying eyes ofthe locals 

on them This may seem awkward to tourists, however, it is more of a surprise 

to locals since they do not expect tourists to be engaged in local food 

consumption or seeing the tourist do that for the first time: 

The people sometimes they laughed at us when we 

ordered Juju, and banku because they thought we could 
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not eat in the right way ... and the first time I was there 

with a friend and the woman brought us the food and 

the bowl to wash your hands and my friend started to 

eat with his left hand [laughs} ... In addition, there was 

a lot of laughter ...... around us. That happened a lot 

of ... many times, the people started laughing, and then 

when we started eating and they saw that we knew how 

to do it, I think they were a little bit impressed [laughs} 

(Respondent 1, a 23-year-old female Gemmn 

volunteer). 

This scenario is also possible in the formal foodservice establishments. Yet, 

most often, in those setups, people normally mind their business, although some 

patrons may be interested in how tourists will manage the eating process, 

especially using their hands to eat and swallowing fufu or banku without 

chewing it. For Respondent I and other tourists (Respondent 8, a 24-year-old 

female German intern; Respondent 14, a 24-year-old male German volunteer) 

this created an intimidating environment for them It is important to note from 

Respondent l's narrative that being made fun of is not a one-off event. It is a 

frequent OCClliTence. For those who cannot stand staring and passing of 

comments, the infonnal foodservice establishments were not the place of choice 

for eating local food although it was cost effective. 

Value/or MOlley 

Value maximisation is the primary focus of customers, assuming they 

behave rationally (Mai & Ness, 1999). By this, they are expected to weigh the 
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informal foodservice establishments (Respondent 1, a 23-year-old female 

Gennan volunteer). They saw it as a purely profit aggravated price: 

1 will rather have problems with the upper scale 

restaurants than the intermediate or lower restaurants. 

Because in some places in the restaurants, 1 do not see 

the benefit. Why does red-red cost eight cedis more than 

it costs me in an average restaurant? It is the same 

beans. It is the same plantain. Obviously or I think, the 

cook does not earn more, the waiter does not earn 

more, it is more profit for the restaurant (Respondent 

32, a 29-year-old male Swiss tourist). 

On the other hand, buying food from the street also presents its own challenges 

that some tourists who were not used to them fOlmd uninviting. Street food 

prices are not fixed. There is always a range of prices to quote from The 

quantity one gets depends on what the person deems enough, unlike food sold 

in the restaurant where prices are flxed. 111erefore, for some tourists this created 

some level of uncertainty when buying food outside the fonnal eating-places: 

... it was always a little bit complicated or confusing 

when I did not know what it is. Because, everybody is 

saying one cedi this, one cedi that and if you do not 

know what it is, how much is one cedi, how much is two 

cedi, it is not easy to handle it (Respondent 11, a 25-

year-old felnale Gennan tourist). . 
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Presentation 

Food presentation is patt of the process of making the food appealing to 

the guest. Some restaurants go to extreme levels to get their plate presentation 

right while others do not care. It depends on the category of foodservice 

establishment and the client that it attracts. Patrons in a way pay for these 

services and would want to have their food presented in a way befitting the 

amount of money paid for the entire food. For those interested in appealing 

presentation, the more fonnal restaurant was an option. This is because info rma I 

eating places do not put premium on presentation: 

I am not too much attached to that so I do not care and 

my friends neither. I have not heard them complain 

about it. Nonetheless, some people who will like to have 

a good presentation of the food obviously they will not 

be happy in the chop bars. However, I think if you care 

about those kind of things, you should not go to chop 

bars. It is not their main priority. They are into food 

that has to be fast ready and good to go. That is the WCO' 

it is (Respondent 9, a 22-year-old female Belgian 

research student). 

The nature of most Ghanaian cUlSme tnakes it highly impossible to make any 

garnishes on them For instance fufu, tuo zaJi, and omo tuo, are best eaten with 

the soup around them It will be difficult to garnish these. It takes a good chef 

with good presentation skills to do that. Banku and pepper and the rice dishes 

. . 
are gamished and presented nicely on the plate; however, the same cannot be 

said for most other dishes. The typical Ghanaian informal foodservice 
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establishments, unlike the formal foodservice establishments, have no plate 

presentation at aIL There are no herbs or garnishes on the plates and the 

customer just gets a simple and bare plate that is not nice looking (Respondent 

1, a 23-year-old female German vohmteer). In addition, most of these informal 

eating places only find the easy way out (wrapping in plastic bags). Wrapping 

of food in plastic bags has caught up with many Ghanaians. It is, however, not 

a good way of presenting food: 

Well when we buy in the street, you can see it directly 

what it is ... I think the presentation is not good. I mean 

when you buy on the street it just comes in the plastic 

bags. That is not very much presentation. However, 

when you go to the restaurants, the presentation is good 

(Respondent 10, a 24-year-old female German tourist). 

The formal foodservice establishments also have some presentation problems, 

though. They do not pay attention to presentation. TIley put the food on the plate 

in any manner without due recourse to where the protein, starch, and minera Is 

should all be: 

I think they can improve ... you cannot say generally. 

Some restaurants do nice presentations. Some they just 

do it anyway. They do not mind (Respondent 7, a 24-

year-old male Swiss intern). 

The conclusion drawn on presentation is that both the formal and informal 

foodservice establishments have challenges with presentation and customers 

have mixed exPeriences with that. There is, however, something uniq~e about 

the Ghanaian way of presenting fish. Most of the fish served in restaurants in 
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Westem countries are fillet and it is uncommon for customers to see a whole 

fish especially when they eat outside. A whole fish on the plate is strange to 

some of them (Respondent 14, a 24-year-old male German vohmteer; 

Respondent 17, a 24-year-old male German intem; Respondent 21, a 27-year-

old female American volunteer) ,it presents and at best, a culture shock. For 

some tourists who are used to fillet fish, seeing a whole fish on their meals is 

something difficult for them to take. Some even went to the extent of asking 

locals accompanying them to take the head off before they could eat the fish: 

We were two friends and we got ti/apia. When it 

an'ived, it had a head and a tail, which J do not really 

like, and neither do my other friends. Therefore, we all 

just said we do not like the head and the tail. Seeing the 

head of what you are about to eat is not velY nice you 

know. Therefore, our other friend cut the head and the 

tail off our fishes and then gave it to us so we can eat it. 

Then I ate and it was very good. It had many bones in 

it but it so very good (Respondent 23, a 28-year-old 

female American tourist). 

Food Safety and Sanitation 

The outbreak of foodbome illness in the past decade coupled with the 

extensive media coverage on the issue has led to a heightened level of food 

safety awareness among consumers (Chen, 2011; Kumar, 2014). Since 

. 
consumers are in a way hampered as to which food is safe or not, they rely 

mostly on trust (Respondent 2). They trust that the suppliers or providers offood 
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will make the food sate as much as possible (de longe, Van Trip, Van der Lans, 

Renes, & Frewer, 2008). 

TIle foodservice establishments that tourists eat from on their journeys 

here in Ghana throw up some dilemmas when it comes to food safety and 

sanitation. Food safety and sanitation at the informal foodservice level is 

sometimes problematic. Food is sold close to open drains; some food is left 

Iillcovered exposmg it to flies in the process (Respondent 2, a 24-year-old 

female German vollillteer) while cooking is done in llllhygienic circumstances. 

Some of the vendors do not observe basic food safety regulations such as 

covering of hair while selling (Respondent 34, a 21-year-old female Dutch 

vollillteer) and others too may be harbouring cOmmlillicable diseases that are 

Iillknown to the consumer (Respondent 17, a 24-year-old male German intern). 

Additionally, cooked food, when left in the open or in sieves for long 

periods, abuse critical time-temperature regulations (Respondent 30, a 25-year­

old female American tourist; Respondent 31, a 21-year-old male American 

vollillteer). Since most of these tourists are used to eating food that has been 

properly preserved and held after cooking, they easily become sick after eating 

foods that have been exposed to direct sunlight, dust and flies and other 

pathogens not visible to the human eye (Respondent 37, a 25-year-old female 

American tourist). The fornlal foodservice establishments have their own 

challenges with food safety. However, what is of most concem to the 

international tourists is the informal foodservice establishments. Food safety 

deals with trust, which is linked to emotions (worry, concerns, and fears) of the 

consumer (Laros & Steenkamp, 2005). The informal foodservice establishments 

must rather earn the trust of these tomists rather than expect it. Therefore, smce 
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most of the tourists inteIViewed believe that critical food holding temperatures 

have been abused at the infonnal foodseIVice establishment, they will find it 

diffIcult to accept street food as wholesome: 

If it is a real place then, of course, they can do all the 

sanitary things that you hope to meet. Nevertheless, I 

think if you buy from the street or the chop bars or the 

market then I think the food is exposed to a lot of sun 

and a lot of dust and the bad air and insects. I think you 

can expect it because the people too cannot change the 

air or something. It should be expected if you buy from 

the street (Respondent 29, a 21-year-old female Danish 

volunteer). 

For food safety, it depends on where one buys from. The 

restaurants are cleaner and rnore controlled, and on 

the street people are less conscious of that on the side 

of the road (Respondent 30, a 25-year-old female 

American tourist). 

The packaging of ready-to-eat food in plastic bags requires proper food handling 

knowledge. 111is can be very difficult at the street level. Some of the vendors 

also touch the food directly. For tourists who are used to proper food handling 

regulations, buying food from the infonnaL foodseIVice establishments is always 

a challenge: 

I think it is good. It is better than one mqy expect. What 

1 think is the bad thing is many of the things come in the 
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plastic bags and you drink water directly from the bags. 

In addition, people touch it, so this probably is the bad 

side. Additionally, the vendors will give you the orange 

directly from their hands. I have not become sick from 

it. However, it can be a concern for westerners 

(Respondent 36, a 21-year-old male Polish tourist). 

Wrapping of food especially the hot ones in plastic bags is a source of concern 

for most tourists. In recent times, there have been many concerns about food 

safety in relation to the wrapping of hot food in plastics. The plastics release 

some chemicals in the process of heating, which has dire consequences on the 

health of those who consume such foods (Respondent 3, a 22-year-old female 

American volunteer; Respondent 6, a 61-year-old male German business 

tourist). Some toUlists have even expressed strong emotions about the use of 

plastics and the grave consequences it has on the environment (Respondent 24, 

a 24-year-old male German tourist). ll1is is to be expected, given the level of 

environmental consciousness among many Europeans and North Americans. 

For these tourists, it is not only an issue of direct negative health implications 

of using the plastic for wrapping the food but the added consequences of 

environmental pollution fi:om the improper disposal of the polythene bags. 

Sanitation is one of the biggest challenges facing the informa I 

foodservice establishments. The food sellers do not properly clean their 

environment and for some tourists, it is a major area of concern (Respondent 1, 

a 23-year-old female German volunteer; Respondent 12, a 24-year-old female 

. . 
Canadian tourist). Most of the informal eating places do not observe strict 

hygienic practices. For people who are concerned about their health, this poses 
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many dilemmas. The fonnal eating-places also have their own sanitation 

problems. Some do not have restrooms and those that have them have diffkulty 

keeping it hygienic throughout the day. Basic thing; such as soap are not found 

in those places. Meanwhile, soap and water are provided when tourists want to 

eat. This is something that some tourists find diffICult to understand 

(Respondent 26, a 26-year-old female Gennan resean:h student). 1his makes it 

difficult for some tourists to go out even: 

Variety 

The bathrooms, many times they are not clean, they 

smell, and so some oj those things people will not like 

it. In addition, hand washing, you have to wash your 

hands a lot. Because oj that, many people do not even 

want to go to town because there is even no place to go 

.to the bathroom. In addition, it is not clean. If you go . 

somewhere then it would not be clean. That is maybe 

one oJthe biggest problems (Respondent 37, a 25-year­

old female American tourist) 

Having valiety in the food being offered at the destination is important 

to what is experienced. After al~ variety is said to be the spice of life. All the 

foodservice establishments have some variety in the food they selL The formal 

foodservice establishments have a number of dishes that tourists can pick from 

(Respondent 34, a 21-year-old female Dutch volunteer). Some even provide 

both continental and local cuisine. 1his makes it possible for tourists to switch 

from having something exotic to something furniliar or vice versa. 
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One thing about the menu is people like it if you have 

things like burgers and pizza like this place because if 

they are here and they are eating local food, and then 

they would want something that that is familiar so they 

will pay plenty of money to have something familiar 

(Respondent 37, a 25-year-old female American 

tourist). 

The informal foodservice establishments could have variety in what they se II 

but they normally do not provide a one-stop shop of dishes for tourists to choose 

from (Respondent 15, a 24-year-old male Swiss tourist; Respondent 16, a 22-

year-old female Swiss tourist). 111ey provide only a limited menu for tourists to 

choose from For the tourist who is only interested in local cuisine, the modern 

chop bars, and the street food could be the ideal place. However, if a tourist 

tries something that he or she does not like, then the opportunity to try 

something that he or she is familiar with is lost unless he or she moves to another 

foodservice establishment. 

The issues identified above present themselves as dilemmas that most 

international tourists will have to overcome in order to decide on which 

foodservice establishments in Ghana to visit. Both the formal and informa I 

foodservice establishments have unique situations that may attract or dissuade 

international tourists from patronising their services. Figure 6 represents the 

choice dilemma that international tolUists go through concerning where to 

purchase local food. 
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Food safety 
Sanitation 
Language barrier 
Atmosphere 
Value for money 
Presentation 
Variety 
Service orientation 

Fonnal foodservice 
I+--~ Informal foodservice 

Figure 6: Choice Dilemma 

Source: Author's COns1lUct, 2016 

Mixed Service Encounter Experiences 

Customers' expectations of service quality are shaped by a number of 

factors including previous visitation, word-of-mouth accounts by previous 

visitors and specific information put out by the service provider. However, in 

the context of the scanty information that these tourists have on Ghanaian 

cuisine and to a large extent sefVlce delivery in Ghanaian foodservice 

establishments, some tourists faced dilemmas as to where to eat. In the absence 

of specific information regarding the quality of service at those foodservice 

establishments, most tourists had little or no expectations. Any expectations 

were based on what the tourist had experienced back at home or at similar 

destinations across the world. The fomnl and the informal foodservice 

establishments in Ghana have different attnbutes of quality of service that 

toU1ists become aware of after patronising the services of these two places. The 

level of quality of service that they received resulted in mixed service encounter 
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experIences. This mixed sefVIce expenence is discussed looking at the causal 

conditions, mediating fuctors, the strategies that tourists adopted because of the 

causal conditions and what the consequences of those strategies were. 

Causal Conditions 

Menu 

Menus are important tools in the successful runmng of a restaurant. It 

tells both existing and· potential customers what the restauranteur has on offer. 

According to McCall and Lynn (2008), it is a piece ofadvertising and marketing 

communication tool for both the restaurant and the customer. For the customer, 

the menu drives up expectations. Expectations account for about 11 percent of 

the variation in food constrrnption (Gray, Gustin, Jensen, & Smith, 2015). TIle 

. study revealed contrasting experiences for towists in relation to the menu in 

restaurants. It is important to put the issue of the menu in the proper context. 

Those who buy food from the street food vendors and the local chop bars 

(informal foodservice establishments) consulted the sellers to get an 

understanding of the menu (Respondent 10; Respondent 11; Respondent 23; 

Respondent 26). This phenomenon is not peculiar to towists. In fuct, people 

always seek for information on un:fumiliar things. The difficulty for the tourist 

is that this word-of-mouth menu from the vendors is difficult to comprehend 

since most of them, to start with, cannot speak any of the Ghanaian langua ges 

while most food vendors do not speak English. The formal foodservice 

establishments, on the other hand, provide paper menus for towists to glance 

througll. 

153 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



In the light of this expectation, some intemational tourists asked for 

menus at restaurants, but it took a long time for the menu to arrive (Respondent 

20, a 26-year-old female Japanese vohmteer). It becomes equally fiustrating 

when the prices on the menu change on a daily basis. These price changes are 

not effected on the menu given to the customer. Therefore, some tourists were 

astounded when different prices were quoted for the same item they ordered the 

preVIous day: 

Moreover, this prices on menus. They are not menus at 

all. Therefore, for foreigners, it is very confusing and 

we usually never get what we ordered. Here [referring 

to a specific restaurant}, we do because there are 

menus and we can point and say what we want. 

Nevertheless, like yesterday, we went to a restaurant, 

they ordered chicken, and rice but usually, it comes 

with noodles so they thought it will come with noodles 

again but it did not, and it cost completely different 

from the day before. Different prices than before 

(Respondent 22, a 26-year-old female American 

volunteer). 

The non-availab il ity of foods listed on the menu equally fiustrated some 

tourists. Some restaurants had over twenty items on their menu; however, there 

were instances when only one or two were on sale (Respondent 8, a 24-year-old 

female German intem). In addition to the non-availability of menu items, some 

of the menus ~en to tourists were not informa tive. These tourists were· not able 

to make any meaning out of it. They were only able to make meaningful 
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deductions if they had prior knowledge or experIence (Respondent 11, a 25-

year-old female German tourist). 

Some tourists, on the contrary, had very good experiences on the issue 

of menu availability and information. Menus were provided on time and the 

information on them was adequate for decision-making at the restaurants 

(Respondent 23, a 28-year-old female American tourist). Some other tourists 

were of the view that adding pictures would help them in their decision-mak ing. 

This view explains the rationale behind the views of those who said that the 

menu was less informative: 

Wait Staff 

... they come with the menu. ! think it is good. The menu 

is informative. The name of the dish, explanations, and 

what you are going to eat. !like it. Sometimes, maybe, 

there should be small pictures of what you are going to 

eat. Because sometimes it can be hard to imagine the 

food without the pictures. If there were pictures, it 

could have been much easier. In addition, if you do not 

read English then you can see the pictures. We do it in 

Denmark (Respondent 33, a 40-year-old female Danish 

vohmteer). 

The importance of the human element in service prOVISion cannot be 

over emphasised. Human beings play an integral role in the customer­

employee-service provider relationship. Empathy, responsiveness, and ability 

to upseU are but a few qualities that wait staff must have. Patrons of restaurants 
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expect wait staff to exhIbit these skills. Wait staff in some restaurants exhIbited 

some of these qualities leading to some tourists paying glowing tnbutes to them 

for assistance they had received even when they themselves knew they were 

asking too much of the wait staff (Respondent 13, a 32-year-old male French 

tourist; Respondent 28, a 21-year-old female Danish volunteer): 

I mean service is good. It is the service, which people 

do when you ask them to, and they do not give you an 

attitude. Sometimes in the US if you ask people to give 

you a napkin, something as basic as that and people 

give you an attitude (Respondent 31, a 21-year-old 

male American vohmteer). 

The same cannot be said for all the wait staff that tourists encountered on their 

journeys. Some of the wait staff became annoyed when they were asked for an 

explanation on what they were selling (Respondent 10, a 24-year-old female 

GenTIan tourist). Tourists had also experienced other problems such as lack of 

attention from waiters or bad attitude towards serving. Some wait staff just put 

the food down on the table and leave without saying anything to the customer 

(Respondent 6, a 61-year-old male German business tourist). Equally worrying 

was the upselling skills of the wait staff. They were unable to upsell to tourists. 

They bring the menu without going the extra mile to educate tourists on the 

combinations of food to buy (Respondent 34, a 21-year-old female Dutch 

vohll1teer). The problem with some of them was that they lacked knowledge of 

what they were selling and even become angry when asked to explain what was 

on the menu (Respondent 37, a 25-year-old female American tourist): 
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Waiters and waitresses here, they could make more 

money. J tell them what T want and that is it. They need 

to influence me to buy but I have to call them . Most oj 

the time J have to tell them what J want. They need to 

do a little bit better (Respondent 26, a 26-year-old 

female Gennan research student). 

TIle attitude of wait staff could be worrying if one looks at the experience of 

Respondent 39. There were times that communication barriers led to taking 

wrong orders. When such misunderstandings do occur it is important for the 

wait staff to take steps to recover the service that had fuiled. However, the 

structure of some of these restaurants is such that tnost of the wait staff are not 

empowered to rectifY problems that they created. Some are even made to pay 

for the cost of such service recoveries. Due to this, the tendency for some wait 

staff to be dishonest is high: 

J askedJor spaghetti bolognese and my Jriend askedfor 

the same thing. So she was supposed to bring to me two 

spaghettis but she brought one napoleon and one 

bolognese but I did not see the difference. Apparently, 

the napoleon was for another client so she gave the 

spaghetti bolognese to the other client and he did not 

want it because he wanted napoleon. ThereJore, she 

came to me 'oh you have to pay Jor the bolognese that 

I have given to the other customer '. This was strange. 

She was asking me to pay Jor it and I gave her ten cedis. 
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I paidfor half, she paid for the other half (Respondent 

39, a 19-year-old male Belgian volunteer). 

Lack of knowledge is not only about what they sell but also about skiUs in 

serving (Respondent 37, a 25-year-old female American tourist; Respondent 38, 

a 35-year-old male Dutch business tourist). Table service skills are lacking. 

Some waiters do not know the proper order of courses for a meal For tourists 

who have experienced service at a certain level this was a challenge especially 

when it was happening at places called restaurants in Ghana: 

... . But here I have already seen like sometimes people 

bringing you the dessert first or the starter arriving at 

the same time as the main meal, so you do not know 

what is starting because if you start with the starter then 

your main meal would be cold by the time you get to it. 

Therefore, I do not think the service here is to my 

expectation. J would not say the service is bad because 

evelyone has their own opinions but it does not fit into 

the expectation offoreigners (Respondent 9, a 22-year­

old female Belgian research student). 

Service delivery in restaurants vanes due to the hwnan element involved in the 

process. Therefore, different waiters in the same restaurant may offer different 

levels of service even if both have been trained in customer service. Some 

toutists encountered this scenano where different wait staff in the same 

restaurant exlnbited different service knowledge (Respondent ?8). This IS an 

indication that service delivery is not the same across all the restaurants. 
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Customer Service 

Service finTlS exist because of their customers. Tn a very competitive 

hospitality industry, service firms see customers as assets that must be managed 

(Dawes, 2009) and every effort is taken to ensure that not only are customers 

attracted but also retained. Many of the foodservice establishments especially 

the informal ones, do not follow this princip Ie. Tourists who went to the formal 

foodservice establishments expected assistance on what to order, but never got 

it: 

It is somewhat hard to know how to order. I am never 

sure of who to talk to or where to place my food order. 

I am not sure of what I am ordering (Respondent 22, a 

26-year-old female American volunteer). 

This is indicative of the lack of attention to customer service (Respondent 37). 

Tourists sometimes sit for thirty minutes before their orders are taken and it 

takes another one hour or more before the food was served (Respondent 24, a 

24-year-old male German tourist; Respondent 30, a 25-year-old female 

Arnerican tourist). It is important to note that the yardstick for comparison was 

always on what they had been exposed to back horne. However, these 

international tourists wanted to be treated well and would not mind comparmg 

a palticular servtce to what they had received elsewhere: 

The atmosphere is great in all restaurants but I think 

the difference to our country is the service. Because in 

our countly they come and ask for what you like. It is 

ok but it is different. Different mentality. Because in our 

country it will never happen that, you will go to the 
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reception and ask if you could pay there. In our country, 

nobody will do that. However, here it is nonnal 

(Respondent 15, a 24-year-old male Swiss tourist). 

Another issue worth discussing is the right of the customer. Customers are not 

always right but a customer-centred business would want customers to feel 

empowered when dealing with them This has its own downsides especially 

when customers take advantage of any slight service milure opportunity. 

Nevertheless, it is equally worrying if customers feel that their lights have been 

trampled on. Sometimes wait staff took the wrong orders and tourists had no 

right to retum them (Respondent 7, a 24-year-old male Swiss intern; 

Respondent 39, a 19 year-old male Belgian volunteer). 11lis has forced some 

customers to question the existence of service employees' power within some 

of the restaurants they had visited: 

To me, everything is different, because it seems like in 

the USA the customer is like vety important, and here 

it is ok, but it is different. Because it seems like everyone 

is equal. Like the customer is equal to the server and so 

sometimes they take, their time and we wait a long time. 

In addition, if you got something, which was not what 

you thought, and you did not like it, you cannot return 

it. If they write down the wrong order and they brought 

it to you in the USA you can send it back and they will 

bring you what you ordered. However, here you just 

take whatever food they bring ... 
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(Respondent 3, a 22-year-old female American 

volunteer 

However, some restaurants provided quality serVices. Some tourists were 

surprised by the care they received in some restaurants in situations where they 

knew that they were asking for more than they had paid for: 

I think it is Vel)l good. Even if you are eating your yam 

and you askfor extra sauce, people will give you extra 

sauce and not charge you extra. So yeah, I think the 

quality has been good. People want you to leave full 

and happy (Respondent 30, a 25-year-old female 

American tourist). 

Mediating Factors 

Customer satisfuction or dissatisfuction with a serVIce provider 1S 

closely linked to memories of similar service encounters elsewhere (Douglas & 

Connor, 2003). This has a way of modifYing the attitude or behaviour of the 

customer in subsequent situations. Therefore, tourists will compare the service 

levels here in Ghana to what they are used to. Although one cannot deny the 

fuct that service quality and service delivery in Ghana remains a challenge, it is 

only fair if one looks at the complaints within the context of the different levels 

of development of the foodservice industry of Ghana and that of Western 

European and North American countries. The two places have a much more 

developed industry than Ghana. For example, Respondent 3 and Respondent 7 

had earlier complained about wait staff having their way all the time instead of 

the "customer is right" maxim, which pertained in some western countries. 
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Another example could be cited with food presentation. Presentation, especially 

how food is packaged, is a big challenge for tourists. For Respondent 13, which 

is probably the case for many tourists, packaging offood in takeaway boxes is 

the same back home. It could have become a source of concern had the tourist 

not experienced it back at home: 

The presentation is nice, even compared to France, for 

instance, it is quite the same for instance if you take it 

to your place. We put in small boxes as you do here. It 

is quite the same presentation; they put the rice here 

and the vegetables on the side and chicken on it. In 

addition, this is just close. We do quite the same things. 

It is no better in France than here in Ghana 

(Respondent 13, a 32-year-old male French tourist). 

A similar example could be cited for value for money from the narratives of 

Respondent 6 and Respondent 3 I who compared their expenditure in Ghana to 

what they spent in US dollar or Euro back home. It is fur cheaper in Ghana using 

the same amount than back home. These tourists, therefore, would not have any 

complaints about the cost of local cuisine in the restaurants although some 

thought otherwise and complained about it: 

It has been a great value. I think everything has been 

an amazing value. Especially since I normally use US 

dollars, so if I buy a mealfor GH¢ 38, it is ten dollars 

in America, which is very affordable for 9 meal. 

Moreover, for GH¢ 38, the only way you pay that much 
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is when you go out to eat in a restaurant. Therefore, 

everything is very affordable. One of my favourile 

things about being here for six weeks is that f can spend 

my money wisely and actually budget a lot easier 

because of the exchange rate (Respondent 31, a 21-

year-old male American vohmteer). 

Repeat visitors have prior information on what to expect. Many of the trouble 

areas about service quality in both the fonml and infonml foodservice 

establishments do not wony them much. They have become accustomed to it 

and have low expectations. However, a first-time visitor like Respondent 32 was 

of the view that judging services in Ghana by what he is used to, would be wrong 

given . that he does not even know what Ghanaians expect from service 

providers. TIlls may seem negative but it is equally good if people do not 

complain unreasonably about service quality issues. 

Strategies Adopted by International Tourists to Overcome Varying Service 

Experiences 

Low expectations and cognitive dissonance are some of the strategies 

adopted by tourists to overcome some of the negative experiences. Those 

tourists who bought food from street food vendors did not expect much from 

the food vendors (Respondent 3; Respondent 14). Having low expectations 

help. Others too used cognitive dissonance to overcome whatever service 

problems they fuced. For example, Respondent 3 was cited earlier as re~eiving 

a wrong order. In order not to be seen as being grumbly, the tourist thinks the 
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resources of the street food vendor is limited and would, therefore, take the order 

as it came. Nevet1heless, it is a deep-seated psychological normalisation process 

that the tourist IS usmg to overcome the pain of not being served what was 

ordered: 

Nevertheless, we understand, yeah, especially if it is on 

the street they may not have enough resources to make 

the food again (Respondent 3, a 22-year-old female 

American volunteer). 

Respondent 29 (a 21-year-old female Danish volunteer) refuses to blame the 

street food vendors for the bad air that comes out of the gutters, which suggest 

a sense of acceptance of the obvious rather than trying to find fuult with the 

situation. 

Some have .even adopted drastic measures in order to forestall future 

occurrences. They have stopped visiting places that have service problems 

(Respondent 12, a 24-year-old female Canadian tourist; Respondent 37, a 25-

year-old female Amelican tourist) altogether. Other tourists inspect washrooms 

to detennine if it was safe to eat D:om a place. They do not just go and sit to be 

served. Certain background checks were done including checking the 

restrooms: 

The restaurants, J have been to the toilets. Well as J was 

saying, J look to whether it is a clean place. Usually, 

the places that do not look clean they do not have clean 

washrooms as well. By just looking at the washrooms, 

J could see whether it is a clean restaurant or not. When 

I was studying, J also worked in the restaurants. I was 
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a waiter in many restaurants (Respondent 38, a 35-

year-old male Dutch business tourist). 

Consequences ofthe Strategies Adopted by International Tourists 

The consequence of all the mixed service experiences and the strategies 

that were adopted by tourist led to two outcomes. One was to avoid certain 

places for the unsanitary conditions and poor service (Respondent 12, a 24-year-

old female Canadian tOUlist; Respondent 37, a 25-year-old female American 

tourist; Respondent 38, a 35-year-old male Dutch business tourist). Some too 

chose to have low expectations and continued to visit the informal foodservice 

establishments, the chaUenges notwithstanding (Respondent 14, a 24-year-old 

male German volunteer). Figure 7 represents the mixed-service encounters that 

tourists experienced at the destination. 

Causal Phenomenon 
• Menu 

• Wait staff Mixed service encounter experiences 

• Presentation 

• Customer service ! 
Food safety • Consequences Strategies 

• Low expectations Informed 
decision: • Cognitive dissonance 

--+ • Where to eat 
• Physical inspections • Avoidance 

Mediating Factors 
Did not inform 
decision • Type of tourist: 

Repeat/first time 

• Prior knowledge 

• Similar encounters 

• Value oflocal currency 

Figure 7: Mixed Service Encounter Experiences 

Source: Author's Construct 2016 

165 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



Chapter Summary 

This Chapter analysed tourists' purchase experiences at the two types of 

foodservice establishments. From the analyses, it emerged that the major 

theoretical category affecting tourist decision-making in relation to where to eat 

was a choice dilemma. The dilemma was looked at and the fuctors that informed 

such a conclusion were discussed. Issues that led to choice dilemma included 

customer service, variety, food safety, sanitation, atmosphere, conrrnunication, 

presentation and value for money. The next major heading treated in this chapter 

was the mixed service encounter experience. 

The mixed service experience theme emanated from the various service 

encounter problems that tourists fuced, irrespective of where they finally chose 

to eat. 111is theoretical categOlY was examined using a coding paradigm that 

identified the causal conditions (menu, wait staff; and customer service), the 

mediating fuctors (type of tourist [repeat or first tin1e], previous service 

encounters (home or abroad) and the value of one's home currency against the 

Ghanaian cedi. The strategies adopted by some of the tourists were discussed as 

well These included having low expectations, cognitive dissonance, avoidance, 

and physical examination. The consequences of the strategies adopted were also 

discussed. 
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CHAPTER SEVEN 

INTERNATIONAL TOURISTS' PERCEPTION OF GHANAIAN 

CUISINE 

Introduction 

11lis chapter analyses international toUlists' perception of Ghanaian 

cUlsme. The perceptions are discussed under five broad headings : Appearance, 

flavour, taste, texture, and variety. The perceptions detennine whether tourists 

will like or dislike Ghanaian cuisine. It also explores at a number of mediating 

factors that influence like or dislike for Ghanaian cuisine. 

Sensory Characteristics of Ghanaian Cuisine 

The acceptability of dishes generally depends on the appearance, fla vo ur 

(taste), texture, auditory characteristics (cfUllchy, soft, hard), and how satiable 

the food is (Chung, Smith, Degner, & McClements, 20 16; Costel~ Tarrega, & 

Bayan;, 2010; Foster, Grigor, Cheong, Yoo, Bronhmd, & Morgenstern, 2011b). 

Consequently, toUJists' acceptance of Ghanaian dishes depends largely on the 

knowledge that they gained about the sensory attnbutes of the dishes after their 

consumption experiences. 

Perception of Appearance 

The visual appearance of a dish is how it looks in the sight of tourists. 

Different toUJists interpret these inlages differently. The visual properties of the 

food have the power to generate a desire for consumption or completely inhibit 

any desire that people have (Chen, 2007). The colour of the Ghanaian dishes 
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encountered by tourists was one area that was difficult to descnbe. Many 

tourists could not pinpoint what exactly the dominant colours were. Those who 

could recall said the soups were always brown or dark red in colour, white, and 

yellow for the rice meals: 

The colours are the same like a dark red colour and 

then the white and yellow from the rice. I think there 

are not that many colours (Respondent 27, a 20-year­

old female Gennan volunteer). 

The soups are always brown. That is the dominant 

colour that I see all the time (Respondent 26, a 26-year­

old female Gennan postgraduate research student). 

Colour identification could be difficult especially for some of the dishes. For 

example, if fufu, banku, and omo tuo are completely covered with soup as it is 

usually done in Ghana, all that the constuner sees is the colour of the sauce and 

not the accompaniment. This is a view shared by a tourist: 

Often, everything is just put together in one. Therefore, 

you do not see which colours they are. However, I do 

not know but it is not afactorthatI think is so important 

or something. Because I amjust buyingfood in a simple 

place and I do not expect them to make an artwork out 

my food (Respondent 29, a 21-year-old female Danish 

volunteer). 
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Contrary to the views above in relation to the appearance of the dishes, a tourist 

was of the view that the dishes had different colours that stood out: 

I think the colours, the red tomatoes sauce, the green 

vegetables and you have the white yam. You know a 

good plate of dishes has variety in them and there is a 

lot of colour variety in Ghanaian dishes (Respondent 

30, a 25-year-old female tourist from the USA). 

Foodservice establishments that have mce plate presentations will definite Iy 

have certain colours standing out. In line with earlier discussions on 

presentation and choice of eating place, the expectation is that the formal 

foodservice establishments will have nice plate presentation compared to the 

informal foodservice establishments 

The colour of the dishes may be a major point where tourists diffured in 

opinion; nonetheless, there was an agreement when it came to the oily nature of 

the dishes. One image of Ghanaian dishes in relation to appearance that stood 

out among tourists was its oiliness. Most of the dishes were fiied in oil includ ing 

the sauces and vegetables, which may account for the oily nature of the dishes: 

So some of the food here I have to only eat just a little 

bit of it like the vegetables that are cooked in oil I try 

to eat only a little bit (Respondent 3, a 22-year-old 

female American volunteer). 

Sometimes I do not like so much if it is too oily. Because 

some of the sauces they do very oily if they fry the things 
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(Respondent 29, a 21-year-old female Danish 

volunteer). 

If there was one thing that brought most Ghanaian dishes together, then it was 

the oil: 

Oily, if I have to define one thing that usually brings 

together many of the traditional dishes, [then it is the] 

high percentage of palin oil (Respondent 19, a 40-year­

old female Canadian tourist). 

1bis is noteworthy given that another tourist who was dining out with a mend 

tried to find out the dominant ingredient in the dishes. They could not find 

anything except to settle on the oily nature of the dishes: 

A ctually, I talked about the oil with my friend yesterday. 

We were trying to guess .what was in our meal, you 

know trying to see which ingredients they used, and 

then we gave up, but funnily, we said, we know that 

there is a lot of oil at least. Then I remembered I said 

that probably one of the reasons that I like the dishes 

so much here is because of the oil (Respondent 9, a 22-

year old female Belgian research student). 

However, as it is in most cases, the dominant oily natme of the dishes does not 

cut across all restamants. Some restaurants do not use a lot of oil since they 

promote altemative healthy eating habits. Some tOluists ' came across these 

restaurants and admitted that they were vel)' con;;ervative with the oil: 
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I think in restaurants like ****, one of the things that 

are good about it is they sell organic food. For 

westerners, organic food is something that comes to us 

as good. Moreover, they do not use a tonne of oil. They 

do not use a lot of oil like what the locals use 

(Respondent 31, a 21-year-old male volunteer from the 

USA). 

This tourist is talking about organic dishes but the oily nature of Ghanaian 

dishes found its way into the narrative. Another thing with oil is that it 

sometimes gets in the way of the taste of the dishes. It becomes difficult to 

distinguish the taste of the oil from the taste of the food as a component on its 

own: 

I think in general I do not like when I get stew and there 

is a lot of oil on top of it. In addition, usually that is a 

thing for many Americans, like when there is a lot of 

red oil on it; it does not taste any better. You know it 

does not add any flavour. It gets in the way of the good 

taste of the regular sauce (Respondent 30, a 25-year­

old female tourist from the USA). 

Perception of Flavour 

The dominant image of the taste of the dishes was its spicy (peppery) 

nature. The spicy nature of the food makes it exotic to the tolUists since most of 

them are not used to spicy food: 
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You eat a lot of pepper in Ghana. The first day we were 

quite swprised about it. Now it is ok. It is a bit spicy for 

us. However, it is just because in France we do not eat 

pepper (Respondent 13, a 32-year-old male French 

towist). 

Then normally the hot tolerance, if you are here for 

longer you can eat more pepper. Yet, in the beginning, 

your tolerance is quite low, so if you are eating you say 

ouch, it is too hot and you cannot finish. (Respondent 

12, a 24-year-old female Canadian towist). 

Therefore, to conswne peppery food while visiting Ghana m itself lS a 

discovely. The dishes are spicy even for the avowed traveller: 

Your dishes [light soup, red-red, grilled guinea fowl] 

are very spicy. Thailand also has spicy dishes but I 

think they use chilli, but your dishes, I think you use 

pepper. Those are velyspicy .. .I do not like it when it is 

too spicy (Respondent 33, a 40-year-old female 

volunteer from Denmark). 

l1le result of the peppely nature of the dishes was that sometimes some of the 

towists were a little bit cautious with the local dishes. However, after some time 

they got used to the spicy dishes: 

When you go to the restaurant, you have some 

Ghanaian food, and you are aware that sometimes it is 

spicy and you tell them, listen, not too spicy, then it is 
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) 

ok. Nevertheless, you have to keep that in mind always. 

That makes some foreigners and tourists a little bit 

hesitant to Ghanaian food. Because they are always 

having this spicy experience (Respondent 32, a 29-year­

old male Swiss tourist). 

The pepper is awful when you have never eaten pepper 

at the beginning. My first month in Ghana was aYliu/ 

because of that. I had velY much difficulty to eat. Now 

I love it and actually when I go to eat at a more touristic 

place, I sometimes ask them to add more pepper than 

they usually do. Because they adapt to the taste of the 

tourists and I want more, I want something more 

Ghanaian . ... However, it is tnle that the first time I 

came to Ghana that was hard for me at the beginning 

now I really love it but that was hard (Respondent 9, a 

22-year-old female Belgian research student). 

Most of the fmUlaI foodservice establishments that are patronised by tourists 

reduce the quantity of pepper in their dishes upon request by tourists as 

recounted by respondent 32 and 9. TIlis is good since perceived behavioural 

control is an important mctor that influences people's attitude and behaviour 

(Ajzen, 1991 & 20 II). If people think they can influence the outcome of a 

behaviour, they tend to engage in it. 

It is, however, important to state that cooks and chefu should not 

completely remove the spiciness (peppery) fi·om Ghanaian dishes just because 
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a section of inbound tourists to Gbana are not used to pepper. This is because 

the spiciness of the dishes has become an important attribute ofthe food, hence 

its image. The image is important for marketing purposes. Respondent 15 

supports this view to the extent that Ghana should be seen as a spicy dishes 

destination: 

I like spicy dishes and I think Ghana is the right place 

to eat spicy dishes. Because you eat many spices. J like 

the spices in the groundnut soup and the different types 

of dishes (Respondent 15, 24-year-old male Swiss 

tourist). 

This observation may not be the same for aU tourists. Some do not find the food 

to be spicy and would want to have more pepper in them: 

The vegetable stew. I like it how it is a little bit spicier. 

I really enjoy spicy food. Mostfoods are not spicy (red­

red, jollof rice, and fried rice) they can make it a bit 

spicier. I think there is pepper in that but it is not that 

spicy, it does not burn (Respondent 31, a 21-year-old 

male American volunteer). 

Perception of Taste 

Another image of taste that tourists have associated with Ghanaian 

dishes is either the sour or bitter taste. The sour taste is from the fermented com 

or cassava dough that is used in cooking at both the fonnal and informal 

foodservice establishments. Some foreigners may not be used to sour taste: 
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Banku and kenkey it tastes a little bit biller or sour so 

that is a taste we are really not used to in the West and 

I never got over it Jor some reasons (Respondent 9, a 

22-year-old female Belgian research student). 

The quote above bring<; into focus what people nonnally say about the dishes. 

Most often, Ghanaians and some tourists alike say Ghanaian dishes especially 

banku,fuJu, konkonteyand kenkeyare delicious or palatable. TIley do not refer 

to those accompaniments. It is more of the taste of the sauce rather than the 

accompaniment: 

Konkontey does not taste like anything. It is more oj the 

sauce that I taste. I wish there could be some salt or 

pepper in that (Respondent 27, a 20-year-old German 

volunteer). 

The sauce provides the taste. As Respondent 26 (A 26-year-old female 

postgraduate research student from Gennany) puts it 

I think if you eat banku without any sauce, it is a bit 

sour, but if you did with some sauce then it is ok. 

Those that do not have any taste are bland. For example, Juju, and konkontey 

taste bland: 

FuJu itselfis somewhat bland but the light soup is good. 

I like the spicy and little oily soup (Respondent 21, a 

27-year-old female volunteer from the USA). 
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Some tourists have even suggested that pepper and salt should be added to fufu 

to give it some taste: 

The Juju is bland. There is no salt. There is no pepper. 

It is a pity because most oj the dishes have pepper in it 

but the Juju, no. FuJu should be prepared with 

something in it (Respondent 15, a 24-year-old male 

Swiss tourist). 

In contrast to the sour and bland taste, some Ghanaian dishes taste sweet due to 

the ingredients that are used in preparing them For example, some yam and 

potato valieties are sweet as in ripe plantain. Consequently, if a tOUlist takes 

red-red and plantain, it is only natural for the tourist to descnbe it as having a 

sweet taste: 

The taste oJthe red-red was quite sweet. IJound it to be 

quite sweet because oj the plantain and the beans. It 

was nice but somewhat spicy and where we had it, the 

person who made it put a lot of chilli in it. The plantain 

made it quite sweet. It was like ripe banana. 

Nevertheless, it was nice (Respondent 25, a 24-year-old 

male English tourist). 

However, not all tourists held the view that Ghanaian dishes had a spicy, sweet, 

sour, or bland taste. Just as in the colour of the dishes, some tourists fOlmd it 

difficult to establish the dominant taste of the dishes. lbis is because the nature 

of most of the one-pot dishes prepared in Ghana is such that one" sometimes 

finds it difficult establishing which ingredients contnbuted to which taste in the 
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food. The result is that some tourists had difficulties in establishing a taste for 

particular dishes: 

I think many of the dishes have the same taste. It is as tr 
they use the same kind of spices. So I think once you get 

too much of that taste then it is hard to find a dish 

without that taste (Respondent 27, a 20-year-old female 

GenTIan volunteer). 

It is difficult to say this is the taste. If I use it as a single 

and dominant taste, there is something in it, it is too 

much that I do not like. If it is mixed, in this case, the 

sausage or the sauce of the fish itself, then I taste it as 

a component out of two or out of three. However, if I 

taste it as a single issue or single taste 1 do not like it, 

it is something that is too strongfor me or too dominant 

for me (Respondent 6, a 61-year-old male German 

business tourist). 

Perception of Texture 

Texture refers to how the dish feels in the mouth or palm Most 

Ghanaian dishes are soft. TIley are not cnmchy: 

Nothing very crunchy, very hard or whatever, 

everything is made very soft. Even the bread, you know, 

the bread i!1 Europe they have a crust around it. 

However, in Ghana, the whole bread is vefY soft. That 
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was very striking to me. The consistency (Respondent 

9, a 22-year old female research student fi·om Belgium). 

Those that are hard and crunchy are the fiied yams: 

The fried yam I really like how it is crunchy outside and 

I like the spicy sauce that they serve with it (Respondent 

31, a 21-year-old American vohmteer). 

Others consider the fried yam to be dry: 

I tried the yams. The yam I did not like it that much. It 

was a bit dry. Maybe it was due to the way it was served 

(Respondent 38, a 35-year-old Dutch business tourist). 

This texture is consistent with what we know of fiied or roasted yam They are 

hard outside but sometimes soft inside. Therefore, on the one hand, one tourist 

thinks it is crunchy on the other hand, another thinks it is hard, an indication of 

the differences in how people construct meanings from the same experience. 

Another texture that is rare to some tourists is that of banku and juju. The 

consistency of these two accompaniments is unlike things they have ever tasted: 

The consistency oj banku it is rare from what we are 

used to in Europe. It is something that you have to get 

used to (Respondent 28, a 21-year-old female Danish 

volunteer). 

Fufu is pasty and elastic (Respondent 17, a 24-year-old male German intern), a 

texture most people will not like unless they are used to it or grew up with it 

(Respondent 33, a 40-year-old female Danish vohmteer). The description of 

fufu by a tourist below sums up what most tourists think about fufu: 
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accompaniments are taken with. The sauces also lack variety (pepper soup, 

groundnut soup, palm fruit soup, vegetable soup, and okro soup). It, therefore, 

becomes easy for tourists to conclude that the dishes lack variety compared to 

those in their countries of origin: 

They stick to the specific types of dishes. It is either rice, 

fufu, banku or konkontey. I think one thing is like banku 

but with more corn and then it is the sauce. Therefore, 

it is the same style of dishes or it is rice. Hence, it like 

it is not so varied. Maybe Ghanaians are more used to 

using the same ingredients, but for example, they forget 

that they can use more vegetables. Also the style of 

preparing things. They either boil it or fry it. In Europe, 

we often do something in between. Then it could have 

another taste (Respondent 29, a 21-year-old :female 

Danish volunteer). 

An important point raised in the quote above and supported by other tourists IS 

the influence of the cooking method employed on the product outcome. Most 

of the cooking in Ghana is by either boiling or fiying. By varying the methods 

of cooking such as using the oven (baking or roasting) one might get a differe nt 

taste (Respondent 27, a 20-year-old :female GenTIan volunteer). 

Additionally, the nature of most Ghanaian dishes makes it difficult to 

combine a munber of them: 

I think because in Denmark we are used to combining 

dishes so we have potatoes alld we could have lasagne 

together. It is not common to combining things here in 
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The problem with variety could be down to creativity as noted by one tourist. 

There are a number of ingred ients on the market that could be combined to 

create new dishes. Yet, the concentration has been on the few known ones: 

It is like there is no creativity. You know, you have all 

ingredients that are fresh and are bountiful but you 

make the exact same meal (Respondent 22, a 26-year­

old female American volunteer). 

Creativity is important in the preparation of dishes. The question is would there 

be an indigenous dish after adding all the creative touches that these tourists are 

suggesting? Another problem with variety is that most of the foodservice 

establishments concentrate on customers who the author would consider as the 

regular tourists. These people are not on any special diet and for that matter are 

not selective. Other customer groups such as vegetarians are not provided for. 

This makes it difficult for vegetarians to find dishes while in Ghana: 

For a vegetarian it will be very hard, you will always 

have to eat some snacks on the street and even if .. for 

example, yesterday we had a lot of spring rolls becallse 

they sold them evelywhere, even in those you have the 

meat or the meat pies which are velY nice bllt even ill 

those you have little meat. Therefore, as a vegetarian 

you would be **** (Respondent 17, a 24-year-old male 

German intern). 
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The problem with variety could be down to creativity as noted by one tourist. 

There are a number of ingred ients on the market that could be combined to 

create new dishes. Yet, the concentration has been on the few known ones: 

It is like there is no creativity. You know, you have all 

ingredients that are fresh and are bountiful but you 

make the exact same meal (Respondent 22, a 26-year­

old female American volunteer). 

Creativity is important in the preparation of dishes. TIle question is would there 

be an indigenous dish after adding all the creative touches that these tourists are 

suggesting? Another problem with variety is that most of the foodservice 

establishments concentrate on customers who the author would consider as the 

regular tourists. These people are not on any special diet and for that matter are 

not selective. Other customer groups such as vegetarians are not provided for . 

This makes it difficult for vegetalians to find dishes while in Ghana: 

For a vegetarian it will be very hard, you will always 

have to eat some snacks on the street and even if ... for 

example, yesterday we had a lot of spring rolls because 

they sold them evelywhere, even in those you have the 

meat or the meat pies which are very nice but even in 

those you have little meat. Therefore, as a vegetarian 

you would be **** (Respondent 17, a 24-year-old male 

Gennan intern). 
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Mediating Factors 

The sensOIY characteristics of the food may lead to its acceptance or 

disapprova~ which will connote a like or dislike for the food. However, some 

mediating mctors may still influence one's like or dislike for Ghanaian local 

cuisine. These factors are discussed subsequently. 

Price 

The oveniding conclusion is that local Ghanaian dishes are cheaper 

compared to continental dishes. Nevertheless, this again depends on where the 

tourist eats. Ghanaian dishes sold at the fonnal foodservice establishments are 

more expensive than Ghanaian dishes sold at the infunnal ones (Respondent 26, 

a 26-year-old female GenTIan student researcher; Respondent 32, a 29-year-old 

Swiss tourist). This manifests itself in both the price paid and the portion size: 

It is a big portion. Because most of the time we were 

taking the five cedis size, so the small size. It is enough. 

We never tried six or seven cedis maybe one day we will 

try just to see how it is. Therefore, the portions are 

good. The only places that the portion is small are the 

tourists' places. The first day we slept in a guesthouse 

in Tamale for a night. We ate there as well and the 

dishes were good but vefY small. VefY expensive, a 

place for tourist to go so maybe it is normal. However, 

if we take street food, everything it is nice. Actually, we 

prefer dishes 011 the street a lot (Respondent 13, a 32-

year-old male French tourist). 
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Healthy Image 

Healthy image of a given dish is mostly based on perceptions. This is 

because constuners at the point of consumption have no basis for determining 

whether a dish is heahhy or not. All judgements on the how healthy a food is 

based on the appearance. For example, this is how a tourist descnbed tuo zafi 

and the green soup: 

The tuo zafi J mean it does not look nice and the soup 

just looks like diarrhoea. J mean it does not have a nice 

look. Sometimes you just have to try things that do not 

look nice (Respondent 35, a 22-year old female Dutch 

volunteer). 

This tourist is judging the food just based on the appearance. It is the same 

principle that is applied to the other dishes that are sold on the Ghanaian market. 

Generally, most tourists perceive some West Afiican dishes to be heahhy. This 

is what a tOUlist who searched for information on the dishes fOUlld out: 

I read that Ghanaian dishes and other West African 

country dishes are very healthy because there is a lot of 

protein from the FISh and the beans. Therefore. I think 

it is quite healthy. Nevertheless. the oil is too much 

(Respondent 27, a 21-year-old female German 

volunteer). 

The beans in Ghanaian dishes are a good source of nutrition (Respondent 23, a 

28-year-old female American tourist). However, as these tourists sit down to eat 

. . 
they begin to notice a high concentration of oil in most of the dishes, which then 

becomes a source of anxiety for most of them This goes to buttress the earlier 
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point that judgement on how healthy a meal is first based on its appearance 

before other attnbutes of the food are questioned. 

Again, the proportion of the carbohydrate to protein and minera Is 

(vegetables) is problematic (Respondent 30, a 25-year-old female American 

tourist; Respondent 36, a 21-year-old male Polish tourist). As one tourist puts 

it: 

if J have to describe the dishes here, J would say it is a 

lot more carbohydrate (Respondent 7, a 24-year-old 

male Swiss intern). 

Although some respondents acknowledged the presence of a source of protein 

in the dishes that could make it healthy, on the balance of things, the heavy 

carbohydrate presence brings the healthiness of the dishes into question: 

Most of the dishes here have more carbohydrate than 

protein and minerals and vegetables (Respondent 16, a 

22-year-old female Swiss tourist). 

The properties of the dishes such as the carbohydrate to protein to mineral ratio 

were used to determine how healthy a dish is from other dishes. 'This is 

essentially looking for the quantity of starch, protein source, and mineral source 

on the plate. Others may include the dishes' production methods and the 

perceived wholesomeness of the ingredients used. 

Another issue that tourists have raised with Ghanaian cUlSme is the 

smaller quantities of fruits served. Ghana is endowed with lovely vegetables 

and fruits, but they do not always find their way onto the plates at restaurants 

(Respondent 27, a 20-year-old female Gennan volunteer) or in the quantity that 

some tourists would expect. 'This problem is not peculiar to inforrna I 
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foodservice establishments but the formal ones as well Most of the restaurants 

concentrate on the main dishes leaving out fruits and vegetables: 

Sometimes, you do not get as muchfruit and vegetables 

in the restaurants like what you see on the streets. At 

restaurants, they do not give you as much fruits and 

vegetables. Usually, it is about the main dishes and 

nothing about fruits and vegetables (Respondent 40, a 

20-year-old male volunteer from the USA). 

Some meals served in the restaurant come with salads as accompaniments. 

However, the proportion has always been the problem The salads are just a 

small fraction of the entire meal: 

You have many fresh fruits and a lot of fresh produce in 

Ghana. Yet, you do not use them . One example is when 

you look at the breakfast in most of the hotels that I 

stayed in. What do you get? You getfive different types 

of eggs from which to choose. How many different types 

of fruits and vegetables? I usually like all the 

vegetables, you have the pineapples, alld you have 

mangoes and yoghurts. I know European people eat 

many vegetables (Respondent 38, a 35-year-old male 

Dutch business traveller). 

High carbohydrate content and low protein. 

Sometimes, vegetables are missing ... You use 

vegetables but they are always missing with stuffso you 
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It is definitely carbohydrate heavy. In addition, 1 have 

not been really eating any vegetables because 

Americans are not supposed to drink the water here. So 

often times the vegetables or fruits are washed with the 

local water so we cannot eat it (Respondent 23, a 28-

year-old female American tourist). 

Another issue that is influencing what tourists eat when in Ghana is the oily 

perception that they have of our foods. Most Europeans and NOlth Americans 

are concerned about what they eat now more than before (Respondent 9, a 22-

year-old female Belgian student researcher). They are concerned about their 

health and having so many fried dishes in Ghana is a source of concern for them 

(Respondent 29, a 21-year-old female Danish vohmteer; Respondent 38, a 35-

year-old male Dutch business traveller). Consequently, the oily image of the 

dishes has its corresponding health-related image. The fatty nature of most 

dishes is linked to a number of coronary diseases. People are now mindful of 

the alTlOtult of oil or fat that they take in. Therefore, some tourists expressed 

concerns about the health implications of such oily dishes: 

It is so healthy. One thing you people do though is you 

cook with a lot of oil. J will say that is not necessarily 

good for you (Respondent 31, a 21-year-old male 

American vohmteer). 

A 40-year-old female Danish volunteer even questioned the rising munber of 

diabetes cases in Ghana if we indeed cook with oil and not butter: 
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I can also see at some places that when I buy dishes 

there is a lot of oil. I do not know if you use shea butter 

when you cook. Because in Denmark, we use butter. 

However, oil is healthier than butter. Because it has 

less fat than butter. Yet, you also have many people with 

diabetes. I do not know why if you are using oil that 

should be happening. 

Butter has been linked to diabetes because of the saturated fut that it contains . 

A recent study by the University of North Carolina Medical School (2011) 

found a link between high-fat diet (saturated fat) and type two diabetes. People 

who consume high saturated fut diets have an overactive inm1\lI1e system tha t 

leaves their bodies vulnerable to inflammatory chemicals. Oil is sometimes 

fattening and therefore could be linked to weight gain and its attendant health 

problems: 

I think it is healthy. The only thing is you use a lot of oil 

and sometimes the oil is fattening. Most people are 

concemed but I would not mind it (Respondent 37, a 

25-year-old female American tourist). 

The view of another tourist on the healthiness of Ghanaian dishes could give a 

definitive clue as to what tourists think of Ghanaian dishes if the quantity of oil 

is not reduced: 

I started with fried rice and it was just very greasy. And 

at home, we tend to eat dishes that are healthy, so we 

were worried that there were no healthy dishes but then 

we discovered other things, yeah .... .. like groundnut 
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soup and light soup and jolla! rice which is also not 

greasy (Respondent 3, a 22-year-old remale American 

_ volunteer). 

The fuod was classifIed as unhealthy due to its greasy nature until groundnut 

soup and other things were discovered. 1berefore, if more imd more tourists 

continue to fInd oily and greasy food in Ghanaian restaurants, they would begin 

to avoid it especially in the age of healthy eating. The question thOlgh is at what 

point do certain dishes become unhealthy? Does the mere presence of oil make 

it unhealthy? TIJis is rmre of people's construction of what a healthy diet is, 

although all over the world people are questioning the value of futty oils in 

cooking. It is, however, intriguing to note that some tourists were not bothered 

about the quantity of oil in the dishes: 

You know that is very different for different people. 

Some people are velY concerned about the amount of 

oil they are eating. Some people are not. I am not so 

much. It is true that in Belgium I use very, very few oil. 

Not much, yeah, I do not know, I am not living in 

Ghana; it is only for holidays so I do not care 

(Respondent 9, a 22-year-old female Belgian research 

student). 

Sometimes tourists set aside certain princip les when they are on vacation. There 

is, therefore, the likelihood that tourists who probably are mindful of their health 

while back home might live unhealthy lifestyles for a rew weeks while on 

vacation: 

190 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



No, [not worried about the oily dishes} because I am 

only going to stay here for only five weeks, so it does 

not matter. When I go back, I can eat as I am used to. 

Therefore, when I am here I just eat it. It does not 

matter (Respondent 33, a 40-year-old female Danish 

vohmteer). 

Although, some tourists may not be bothered others would want to take in oily 

foods in moderation, knowing very well the consequence of eating oil m an 

unregulated manner: 

T think it is healthy. Some of the dishes are a little bit 

fatty so they have much energy, many calories but I 

think it is not a problem as long as you do not eat a lot 

(Respondent 32, a 29-year-old Swiss tourist). 

The environment in which the dishes are sold also raises health-related concerns 

and therefore, the image of the dishes. As has been discussed in Chapter six of 

this study, the unsanitary conditions tmder which some of the informal 

foodservice establishment operators ply their trade raises a number of health­

related questions about the dishes. Some locals have even warned tourists not 

to eat food from the informal foodservice establishments for fear of contracting 

celiain diseases (Respondent 29, a 21-year-old female Danish voltmteer; 

Respondent 31, a 21-year-old male American vohmteer). Therefore, the 

unhealthy inlage of the local dishes sold at some informal foodservice 

establishments is not a concocte~ stOlY on the part of the tourists; some locals 
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do share similar views. The concems raised over the safety of some dishes have 

implications for the image of Ghanaian dishes: 

Maybe sometimes the environment has an effect on the 

health. If the sun is baking on the dishes. Otherwise, I 

think it is more or less healthier (Respondent 28, a 21-

year-old female Danish volunteer). 

It is even difficult for people to eat meat products that have not been preserved 

properly. Exposing meat to all the elements without proper holding temperature 

canies with it high food safety risks. For people who come from countries that 

pay attention to food safety and hygiene, it is difficult for them to eat a product 

that they would normally eat back home: 

In Kumasi, we visited the central market and then we 

saw how you buy your meat and the fish and this is a 

little bit strange. After when you go to the restaurant 

and you order something and you know where the seller 

bought it from it comes back to your mind .... it is a little 

bit, I mean you cook it and it is hot boiled and it is ok 

but I do not know but .. .[hesitant to consume} 

(Respondent 17, a 24-year-old male German intern). 

I would not eat raw meat. Because in the central 

market, where they sold them was fine. Then on the 

corridors, where the sun was shining like onto the meat 

that was rather.... because we have to have those 

regulations that we have to cure the meat. But I think, 
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like where we eat you can normally see how they boil it 

or fry it or cook it or whatever, so that has not stopped 

us so far, it has may be reduced the amount that we eat 

(Respondent 18, a 24-year-old female German intern). 

A 61-year-old Gennan business tourist is even of the view that traditional 

German tourists will not consmne the meats that are sold at the street comers: 

Thefish and the egg, I like it veryl much and the bread. 

1f you would bring a normal German person near to the 

meat they sell on the street, it will be very difficult for 

them. 

This is all due to the perceived food safety breaches that they thought the dishes 

have been subjected to. ll1is in the nutshell creates a negative heaIth-rela ted 

image of the dishes, which will influence the liking or dislike for the food . 

Cultural Background 

Taste is always something that you are used to. It is a 

habit. It is not a natural thing. There is no bad taste; 

you are just not used to it (Respondent 6, a 61-year-old 

male German business tourist). 

The quote from Respondent 6 provides a platfonn for the discussion of the role 

played by cultural values/ethnicity on people's acceptance of other people's 

food . Food liking and dishke which translates into food choice are rooted in a 

number off actors including, but not limited to, psychological, sociological and 

. . 
cultural factors (Januszewska, Pieniak, & Verbeke, 2011; Milosevic, Zezelj, 

Gorton, &BaIjolle, 2012; Pula, Parks, & Ross, 2014). Consequently, depending 
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on peoples' construction of good taste, good flavour, good texture, and the other 

sensory attnbutes of the dishes, one may find different degrees of liking and 

dislike for the same product. The ingredients used to prepare the dishes in Ghana 

may not necessarily be different from what the tourists know about. However, 

the cooking methods used could result in a different taste that the tourist is not 

familiar with (Respondent 30, a 25-year-old :female American tourist). They 

have not tasted such flavours or flavour combinations prior to visiting Ghana: 

That is just because there is nothing to compare it to 

what we eat. Like a whole life, we have not had any 

choice to taste something like that. Because of that, our 

taste buds do not think it is the right taste. Therefore, 

when J taste it and it tastes sourer J think it because J 

miss cheese (Respondent 21, a 27-year-old . female 

American volunteer). 

Context is very important when it comes to the acceptance of dishes (Boutrolle, 

Delarue, Arranz, Rogeaux, & Koster, 2007; Jaeger & Rose, 2008). Sometimes, 

the same product is disliked because of how it has been prepared at the 

destination. For example, fish is an important source of protein across the globe. 

Different cultures, however, have different ways of cooking fish. In Ghana, fish 

is processed for cooking either as fresh, salted, smoked, or even fried fish. Most 

of the tourists who come to Ghana are used to freshly cured fish in their diets. 

The dislike for fish by some tourists was due to the way it has been preserved 

and processed. in Ghana (Respondent 10, a 24-year-old :female German tourist; 

Respondent 21, a 27-year-old female American volunteer). 111ese tourists eat 
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I fresh fish back at home. However, they have some difficulty in eating Ghanaian 

dishes with fish, just because of how it has been cooked: 

One thing that 1 will never try when 1 am here is the 

dried fish. It intimidates me. 1 just do not like it. In the 

US when you eat fish, it is fresh fLSh. It is on an ice pack. 

It is cured ... as if it is raw. It is so different, the way that 

we eat fish. I feel like 1 will get sick. It might be 

delicious. You never know (Respondent 31, a 21-year­

old male volunteer from America). 

Some other tourists found fresh fish in Ghana but were worried about how it 

had been cured. The fish has been left in the sun and the sellers do not put any 

ice on it (Respondent 18, a 24-year-old female German intern; Respondent 39, 

a 19-year-old male Belgian intern). The situation creates food safety risks that 

the tourists are not ready to take. They avoid the fish whether it is ii-esh or 

smoked. For instance, the underlining dislike for fish by Respondent 31 was 

borne out of the fear of becoming sick due to the method of processing. This is 

not strange since most tourists do not eat some foreign dishes because of the 

fear of becoming sick (Torres & Skillicorn, 2004). 

Another problem is the bones in the fish. They pose a threat to people 

who are not used to eating fish in that state. Consequently, some tourists 

generally like fish back home but disliked Ghanaian dishes with fish due to the 

bones: 

1 do not like if there is too muchfish in the dishes. 1 like 

fish but there are too many bones and things in it. 1 do 
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not like fish with all the bones in it (Respondent 31, a 

21-year-old male American volunteer). 

Eating whole fish might be a concern for some Europeans and North Americans 

(Respondent 37, a 25-year-old female American totuist). Although that could 

be case, Respondent 37 does not have any concerns about whole fish and has 

been eating it. 

Some tourists, on the other hand, do not like fish at all This had nothing 

to do with how the fish is preserved or processed in Ghana. They do not like 

fish back home and they would therefore not like it while in Ghana (Respondent 

24, a 24-year-old male German tourist; Respondent 40, a 20-year-old male 

American tourist). The same can be said for beans. Most tourists hl<e red-red 

and plantain. It is one of .the important dishes on the minds of tourists 

encountered in this study. N eveltheless, there were some tourists who did not 

like it. This has nothing to do with red-red as a dish in Ghana. They do not like 

beans back home: 

I do not like rice and bean very much because [ do not 

like beans. Normally, I eat everything. Nevertheless, I 

do not like the taste of the beans. (Respondent 24, a 24-

year-old male German tourist). 

I do not like beans and stuff, so when you have red-red, 

I only eat the plantain, but the beans stew I do not like 

it that much. It is just because I do not like beans that 

much. So that is also when I am at home I do not like 
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beans that much (Respondent 34, a 21-year-old female 

Dutch volunteer). 

The scenario is more of an attitude towards the two products that has been 

fom1ed for SOn1e time ago. 

Attitude is a major predictor of behaviour in addition to other fuctors 

such as subjective norms and perceived behavioural control in ~en's (1991) 

theory of planned behaviour (Hasking & Schofield, 2014; McEachan, Conner, 

Taylor, & Lawton, 2011). Peoples' favourable or unfavourable attitudes 

towards products affect acceptance and consumption. The two concepts offood 

neophilia and neophobia are very important when discussing the like and dislike 

for food. As has been observed in relation to the fish, SOn1e tourists are scared 

of eating fish processed in Ghana. Hence, they have not had fish n1eals while in 

Ghana. These tourists can be telmed as neophobic to fishes sold in Ghana. 

However, all those interviewed in this study have tried one Ghanaian dish or 

another and have developed a liking or dislike for them based on the sensory 

attrIbutes of the dishes. They can be telmed, therefore, as neophiliac. They were 

not scared of trying the dishes. Most of them have discovered things that they 

have never had out of curiosity: 

I like goat meat kebab. I never had it before I came 

here. When I was at Kokrobite they sold goat kebabs. 

That is why I spent so much money when I was at 

Kokrobite. That is all I ate (Respondent 31, a 21-year­

old male An1erican volunteer). 
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A 21-year-old Polish tourist narrates a similar story about rice and beans. These 

are dishes that he did not eat back home but had come to like because of being 

in Ghana. 

Some tourists also stick to fumiliar things. This does not mean that they 

do not look for new dishes on their journeys. They do. However, food products 

at the destination that are close to what they are used to become readily 

acceptable than novel ones. Yams sold in Ghana are similar to the potatoes 

elsewhere (Respondent 33, a 40-year-old female Danish volunteer). Peanuts or 

groundnuts are also available in many parts of the world. It is, therefore, easy 

for tourists to identifY with them at the destinatio n: 

I like fried yam because it looks like potato chips. so I 

do like that. The plantain J like the sweetness of the 

taste. I like the peanut soup. I think the things I like are 

familiar to me. The taste is familiar to me. That is why 

J like it (Respondent 34, a 2 I -year-old female Dutch 

volunteer). 

ValuesIWorldviews 

The fear of contracting a disease while in a foreign land may not be the 

primary reason why people may not eat foreign food while away from home. 

Some of the issues deal with the values or worldviews held by individuals. For 

example, a tourist confessed to eating insects in another country, an indicat io n 

that this tourist was not risk averse to some extent. However, concerns about 

the meat of a particular animal while in Ghana would prevent him from eating 

some dishes: 

198 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



I was at the beach and I 
saw people washing an animal 

in the bucket It . 
. was 111 the fire before and I saw a tail. 

It looks vely close to a do F . 
, g. 01 example. whatever the 

taste would be if I ld k 
' wou now this were a dog, I will 

have enonnous diff I . 
11iCU ty 111 eating it. I would not say I 

would not eat 't I 
I , am too curious to say that. 

Nevertheless, it would be very difficult for me to eat. 

For example, when I was in Mexico, I ate insects and it 

was very nice (Respondent 6, a 61-year-old Gennan 

business tourist). 

The perceived difficulty in eating that meat is because it is called a dog. In many 

western societies where people keep pets as pets and not just another animal to 

be kept for consumption, dogs are important pets. Consequently, seeing a dog 

that has been prepared for consumption could be difficult to consume for this 

tourist. 

For some other tourists, the dislike for an item used in particular sauces 

or soups at the destination is more of a worIdview than food safety and 

sanitation issues associated with the product in questioll Bushmeat or game is 

a delicacy for many Ghanaians, but for this tourist, eating bush meat while in 

Ghana would not be appropriate considering views on the environment and 

issues relating to poaching: 

L en to new experiences. I maybe a littLe 
I am a ways op 

. I . t to bush meat. For us Europeans. we often 
bIt 1esltan 

. 'ronmentalfactors like illegal hunting 
relate that to enVI 

k 
that. However, the general domestic 

and things Ii 'e 
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animals, beef, pork h · k 
' , C IC en, seafood th· . 

':JI , IS IS not an 

issue but bush meat is the s . 
pecw/ case (Respondent 32 , 

a 29-year-old Swiss tourist). 

The discussions on international tourists' 
perceptions of Ghanaian cuisine offer 

some useful insights into ways of . . 
unprovmg Ghanaian cuisine for the 

international tourist market Th . 
. e linages of the food judging from the sensory 

characteristics could be either an attractio . . n or an unpedunent. For instance, the 

oily ullage could connote something b d &: h I a lor ea th conscious travellers. 

Nonetheless, Ghanaian restauranteurs can use coconut oil in their meals. 

Coconut oil is promoted as a healthy option. 

Again, the spicy image is an important aspect of the food that makes it 

unique. However, as . advocated by some tourists, there should be the 

opportunity for them adjust the quantity that is put into their meals. Most 

European and North American restaurants and to some extent upscale Ghanaian 

restaurants have salt and pepper shakers on their tables for those who would 

want to adjust the taste of their meals. It can also be deduced that like or dislike 

for a cuisine may not just be attnbuted to the sensory characteristics of the food. 

There are unportant mctors beyond these mctors that affect food like and dislike 

such cultural background, worldviews, and healthy image of the food. Figure 8 

is a schematic representation of tourists' perceptions of Ghanaian cuisine and 

the ensuing image formation. 
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Sensory 
Characte ris tics OVerall image 

• Appearance FAVOURABLE 

• Flavour 
~ 

UNFAVOURABLE 

• Taste 

• Texture • 
• Variety Behavioural intentions 

• Sharing experiences 
• Picking up recipes 

Mediating Factors 
- • Learning to cook 

• Price ~. h Cooking destinatio n' s 
IS es back home 

• Healthy image local restaurants 
• Cultural background/ 

• Visiting 
back home 

ethnicity • Taking photographs 
• ValueslWorldviews 

.0 0 

Figure 8: Exotic Food Encounters 

Source: Author's Constmct, 2016 

Chapter Summary 

This chapter examined international tourists' perception of Ghanaian . 

J.l core consumpuon expenences. OurlS perceptlons of dishes after their h T . ts' . 

Ghanaian cuisine were shaped by four main sensory characterist ic s; 

appearances, flavour, taste and texture. These and a fifth perception (availability 

of options) were discussed. A number ofrnctors such as price, healthy image , 

cultural background and values/world views that mediated whether a tourist will 

consume Ghanaian cuisine or not were also discussed. Overall, internatio na 
1 

tourists' perceptions of Ghanaian cuisine is mixed with a number of mediating 

factors influencing the like or dislike of the cuisine. 
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CHAPTER EIGHT 

INTERNATIONAL TOURISTS' POST-CONSUMPTION 

~EHAVIOURAL INTENTIONS TOWARDS GHANAIAN CmSINE 

Introductio n 

Ths h c apter exarrunes international tourists' post-consumption 

behavioural intentions towards Ghanaian cuisine. After consuming Ghanaian 

local cuisine, towists have a nwnber of intentions that could influence their 

attitude towards Ghanaian cuisine in the futme and what they intend doing with 

the experiences that they have gained. Some of the behavioural intentions 

covered in this chapter include retelling the experience, keeping a piece of the 

experience, reliving the experience and cultw·al transformation is a result of the 

overall experience. 

Behavioural Intentions 

and academics are equally interested in the post­Industry experts 

. . f conswrers 1his is manifested in the purchase or consumption mtentlons 0 . 

. satisfaction and revisit intentions (Huang, 
numerous studies looking at customer 

. J Jneson, Kim, & Yap, 2015; Kim & Lee, 
Mao, Wang, & Zhang, 2015, ung, 

. ·tr ki & Bjelic 2014). There are 
2015; Marinkovic, Senic, Ivkov, DUTIl os , ' 

different behavioural outcomes from inbOlmd tourists' consurnp t io n 

dishes. These outcomes are categorised as 
experiences in relation to Ghanaian 

f th experience, reliving the . a piece 0 e 
retelling the experience, keepmg 
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experience, and cultural transformation. It is 
nnportant to state that some 

tOUlists will combine on 
e or more of these behavioural intentions. 

Retelling the Experience 

Word-of-mouth recommendation 
IS one of the post-consumption 

behaviours of consumers. Most businesses are interested in what their former 

and current patrons say about them Word of mouth has implications for the 

business and this can be either positive or negative (Angelova & Zekiri, 2011; 

Ladhari, Bnm, & Morales, 2008). In mct, some of the tourists interviewed stated 

getting information on Ghanaian dishes from friends and relations who either 

had consumed the dishes and left or are still in Ghana. 

It is, therefore, equally important that current tourists are asked about 

their experiences and what they will do when they are out of the country. 

Tourists do not forget their experiences when they leave. They share their 

experiences whether they are good or bad: 

1 do not think peop Ie forget about it. Most of the people 

1 know when they came back they real(v had good 

. ,r h fi d me were talking about it. Either memones oJ t e 00 . m 

. or it is for some good ones. 
it is an awful experzence 

. . thefioodfor their friends to see it 
They tned preparmg 

9, 
a 22-year-old female Belgian research 

(Respondent 

student). 

. d ibed the dishes as being delicious and 
Those who decided to talk about It escn . 

!d ~ nale GenTIan volunteer; Respondent 
2, a 24-year-o leI 

amazing (Respondent 
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14, a 24-year-old male Genna !un 
n vo teer) a d 

n Some even went on to make 
specific recommendations to mends: 

We have been here fi fi 
or lVe days. It is short. We have 

only tried Jood 'in the street so most o'{' th t ' " 
'J e zme It IS 

always Juju, bankU,jollof,Jried rice. We do not know of 

the other things we have not tried AT • h l . Ivevelt eess, we can 

recommend Juju especially, I think because we really 

like it and palaver sauce and yam and Jor the beer, the 

stone beer is one oj our Javouritesfor now (Respondent 

13, a 32-year-old male French tourist). 

The respondent had spent only five days in Ghana but had discovered some 

favourite Ghanaian dishes and a beer. Tourists, therefore, do not need a longer 

stay period to become attached to Ghanaian dishes and to even go on to make 

recorrnnendations to their friends. 

Although most of the tourists missed the dishes back home (Respondent 

34, a 21-year-old female Dutch vohmteer; Respondent 35, a 22-year-old female 

Dutch volunteer), they still had fond memories of Ghanaian dishes. This 

translates into favourable word-of-mouth messages that they will be telling their 

friends and relations concerning Ghanaian dishes: 

1 will tell them that 1 really like the dishes. The dishes 

were oJten a little too spicy but 1 still liked it. 1 will tell 

them it is different like nothing you know in Germany 

1 a 23-year-old Gennan vohmteer). 
(Respondent , 
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I think yam balls are very d I . 
goo. wzll tell people. That 

is a nice stOlY to tell people Peopl t h . . e ea t e same thmgs, 

just that they are prenared in difjrr. 
r I J erent ways. Here 

[Ghana] it is great (Resp~ndent 30, a 25-year-old 

female American tourist). 

The statements by Respondent 1 and Respondent 30 only portray the good side 

of Ghanaian dishes. However, closely looking at the remark by Respondent 12 

below, one gets an idea about what people usually say about the dishes when 

they leave Ghana. It is tied to the unage that they have of the dishes: 

I will tell them that the dishes are nice, the dishes are 

spicy, and in Ghana, there are many carbohydrates, 

like a starch with a bigfufu, banku, kenkey. That is how 

Ghanaian dishes .are. There is a big starch and then 

some small stew or soup and then small protein. Most 

Ghanaian dishes do not have that much protein, they do 

not have that many fruits and vegetables it is more of 

the starch (Respondent 12, a 24-year-old female 

Canadian tourist). 

a
nd relations are made up of the good, the bad, 

The stories they tell their fiiends 

. . h tI e dishes while on vacation. 
and the ugly expenence wIt 1 

about their expeliences, however, the 
Some may not tell others 

memories live with them forever: 

n three years after I had 
Thejollofrice and thefufu eve 

. h' . hI my mouth will water 
b k if I wake up In t e nzg 

gone ac 
. t the same for everyone. I 

because I want fufu . It IS no 
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was here for So~e t· d . lme urzng fi. 
my zrst visit. That could 

explain it. The memorie 
s, all the friends I had, the 

market, the dishes II 
, 1e ocean (Respondent 37 , a 25-

year-old female American tOurist) . 

. For some tourists, returning to Ghana· h 
gIVes t em the opportunity to relive those 

memones agam: 

J think before J came back again I really wanted to have 

this vegetarianfufu [referring to the soup} again but 

the place is closed down and J will want to have banku 

and tilapia again (Respondent 26, a 26-year-old female 

Gelman research student). 

Keepi11g a Piece of the Experie11ce 

Buying of souvenirs or mementoes is as old as the tourism trade itself. 

Tourists buy souvenirs to help them take a piece of the memory of their travels 

back horne. One of the ways through which tourists keep a piece of their 

experiences with Ghanaian cuisine is to take photographs, buy a Ghanaian 

dishes postcard or to take recipes. Others went to the extent of buying some 

local spices, which they intended to use in cooking when they got back home: 

1 just bought a postcard with all different Ghanaian 

dishes on it so I can show them. There is fujii, banku, 

kenkey red-red everything on the postcard so I can 

d 1 23-year-old female 
show them (Respon ent ,a 

Gennan vohmteer). 
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She just bought it today a r . b 
' eczpe ook. We only took a 

small look at it, there are difjrr. 
z:;erent soups, stews, and 

beans stew. We love to cook difjrr. , 
. z:;elent menus from all 

over the world. This isfiunny because h .-w en we were zn 

Mpreaso we bought a small grill and cooked sometimes 

for ourselves and the people from Ghana came to tly it 

(Respondent 15, a 24-year-old male Swiss tourist). 

Taking recipes is one of the ways that toUlists like to keep a piece of their local 

food experiences (Respondent 3, a 22-year-old female German volunteer; 

Respondent 11, a 25-year-old German tourist). Although some of them will 

want to keep the recipes as mementoes: 

J think J will write down some of the recipes and take 

them back as a souvenirjust for myself and take home 

(Respondent 29, a 21-year-old female Danish 

vohmteer). 

looked beyond J·ust keeping mementoes to actual food 
Some tourists, however, 

.. . hen they got back home: preparation wrth those recIpes w 

l I d how to prepare groundnut soup and 
I have a so earne 

. b k I e when I go. I have 
would like to prepare zt ac 10m 

(Respondent 14, a 24-
the recipe for the groundnut soup 

year-old male German volunteer). 

of keeping a piece of the 
Taking of recipes is just one part of the ways 

r. d tuff such as yam,. and moringa 
. wanted to take 100 s 

experiencys. Some toW·lSts 

back home: 
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1 would take the Mar ' b 
mga ack hom ' Ih e, ave never seen 

it before. This is a good d 
pro uct to export to E urope. 

There is no big m k b ar et, ut it could sell 7''h' h 
, • 1., IS as the 

potential to becoming an . t . 
m erestmg product. 1 am quite 

sure. Many people have more money than they can 

spend. Therefore they l k ' . , are 00 lngfor mteresting things 

they can spend on, and also food, interesting food 

(Respondent 6, a 61-year-old male Gennan business 

tourist). 

Respondent 6's intention IS to take the product home for personal use. He, 

however, saw a potential market for the product. This is because of the exotic 

nature of the product and the fuct that some people are looking for products that 

are different . from what they are used to. This is an important drive behind food 

tourism Other tOillists will take neither recipes nor foodstuff or spices back 

home. They intend taking photographs away with them This act has been one 

of the oldest of ways by which tourists have been keeping a piece of their 

experiences at destinations: ''1 will try to take some photographs of the food the 

next days as well" (Respondent 13, a 32-year-old male French tourist). 

Reliving the Experience 

Th b 
ndents under this heading indeed confirms wha t 

e responses Y respo . 

. t t forgetting about their experiences after 
Respondent 9 said about tourlS s no 

h Th
ese tourists virtually take that to the next 

t ey had left the shores of Ghana. 
. th in a very special place when it comes to 

level by engaging in acts that put em . 

. k using the recipes that they took with them: 
Ghanaian dishes. TIlese tourISts coo 
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J want to go to the mark . 
et tomorrow to b uy some herbs 

like pepper. I think ou 
y can buy these th· zngs here, a 

friend told me to go, he did · . 
zt ..... he IS from Sweden. He 

went back a few week; a . 
go. He Just went to the market 

and asked them what he h ld 
s ou take home and they 

gave some nice thinos He t . d h 
o . rze t ern and he said it was 

successful. I think I will do the s S arne. omeone told me 

that I could buy like instant fuJu so that I can cook it at 

home. However, I not sure I would want to do that. I 

think it is not the same. I will just take the memory with 

me. I do not think that it is the same to eat it in my 

kitchen at home. It will feel weird to go home and 

prepare them in my kitchen and then sit down at the 

table and then eat it with my hands there. It will be as 

if ok we are playing Ghanaian restaurant now. I do not 

know. Maybe I should do it not Jor myself but for my 

friends and family (Respondent 1, a 23-year-old female 

German intern). 

I am diftnitely going to cook some of the food that I had 

h 
1. 1. ·1'11 I will go back to the volunteer house erejormyjaml/. 

and askfor the recipe for red-red, recipe for jollofrice 

. 1. b·l d yam and veuetable rice. I will 
and recipe jor 01 e (:) 

I . . because we vefY much eat those 
remember those t lings 

.1 b . Very uood memories of the 
things on a dal y aS1S. (:) 
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hard-boiled eggs and 
pepper and fan ice (Respondent 

31, a 21-year-old male Amen· !un 
can vo teer). 

Respondent l' s response has a number of· th 
. ISS~s at are later confirmed by 

some other tourists. The foodstuff, spices, and recipes that tourists take with 

them when leaving Ghana are not souvenirs. They cook them Therefore, when 

people leave with some produce or ingredients chances are that they will prepare 

the dishes. Another concern of Respondent 1 is how to get it right when cooking 

Ghanaian dishes back home. That is a problem that some tourists :fReed when 

trying to cook Ghanaian dishes back at the countries of origin. Those who 

prepared the dishes back home did not get the same consistency as the local 

ones they encountered while in Ghana. This is how a repeat visitor recounted 

the whole expelience with cooking Ghanaian dishes back home: 

I had some volunteer friends here in Ghana that were 

also from Belgium and we set up some few meetings 

when we went back to tly to make some fufu for 

I It d ·d not work out very well. Nevertheless, ourse ves. I 

. to get back to that part of our 
we tried. We were trymg 

. . B I· It was velY much pleasant, so thefufu trzp zn e glum. 

. k t but then we tried making some fried 
dId not wor ou 

d that was successful. That was good 
yam and pepper an 

ld Belgian researcher). 
(Respondent 9, a 22-year-o 

J like it. They cannot imagine 
I always tell them that . 

n know the ingredients 
h do not eve 

what it is because t ey 
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in Germany. I Went to Gh . 
analan sh . 

. op In Germany with 
some of my friends, and We bo 

ught the instant fufu. 
However, it was not nice M 

. evertheless, they still liked 

it because we prepared the 
soup like in . Ghana 

(Respondent 24, a 24-year-old I G 
rna e erman towist). 

Others too want to combine taking th . fi' 
el[ lends out to try Ghanaian cuisine ill 

the countries of origm' with tuaI 
ac preparation of some of the dishes: 

I learnt there is Gh . 
a ana zan restaurant in Berlin. 

Therefore, when I go back, I will take my friends there 

for them to try some Ghanaian dishes. I have also 

learned how to prepare groundnut soup. I will prepare 

it when I go back home (Respondent 11, a 25-year-old 

Gennan tourist). 

The above excetpts on tourists cooking Ghanaian dishes back home should not 

sound strange. As part of the cultmal immersion programmes associated with 

homestays and host :families, toUlists take lessons on how to cook Ghanaian 

local dishes (part of the role of the destination caregivers). Many of them take 

the opportunity to learn how to cook, which would enable them to cook the 

dishes When they get back home: 

I learnt how to cook red-red, so I could cook itfor my 

family so that is nice, and Bambara beans were one of 

fi 't dt'shes but I did not learn how to. cook it my aVOUrl e 

(Respondent 10, a 24-year-old female GenTIan tourist). 
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I will try to make and show m . 
y fnends. From my host 

programme, my host mother taught H 

me. lVOW J do not 

hav.e the material for akpl d 
e an the grinding bowl 

(Respondent 20, a 26-year-old female Japanese 

volunteer). 

It is noteworthy to state that some international touns· ts, 
while still in Ghana , 

have cooked for them:;elves to the extent f b . . 
. 0 emg creatIVe with some of the 

ingredients they found on the Ghanaian market: 

We made groundnut soup. Yeah, we made it and we put 

in more vegetables, potatoes, and green beans. We 

changed it a little bit (Respondent 4, a 22-year-old 

female American volunteer). 

This tourist and her fiiends had earlier stated that the food lacked in variety and 

Ghanaians could be more creative with the ingredients that they have. It is not 

surprising to note that together with her friends they have become creative with 

the ground nut soup. 

Cultural Transformation 

Some tourists have actually had a cultural transformation by visiting 

Gllana d
· Gh naian dishes while here. The transfonnation IS In an eating some a 

k· b ck home (Respondent 9): 
the way they use spices when coo mg a 

. . d t· lam still cooking with many spices 
As mdlcate ear ler, 

. d,1I ·t ill something 1 gotfrom Ghana. 
no1i' and that IS l?j1l11 e~ 

That is {or sure. 
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In addition, others have inc . orporated Gh' . analan dIShes into th . elf menu back 
home (Respondent 37). It may t b no e Someth' h mg t at they do often yet It' • 

'd b ' , glVes 
an I ea a out the behavioural intentions , and outcome th s at ensue after tourists 
encounter Ghanaian cuisine:' 

[have Ghanaian recipes and Ih ave cooked red-red and 

palaver sauce and groundnut soup b k h . ac at orne. It IS 

not something that [ do very often. Nonetheless, it is 

something that [love to rnakeoccasionally (Respondent 

19, a 40-year-old Canadian tourist). 

By occasionally incorporating Ghanaian cuisine . into their meals back home , 

word-of-mouth marketing avenues are created for putting Ghanaian dishes on 

the tourist map. Respondent 37(a 25-year-old female American tOUlist) had 

earlier intimated that many of her friends are now aware of Ghanaian cuisine 

(jollof rice) because she has been preparing it back home. Word-of-mouth non-

commercial advertising involves sharing of experiences of product or service 

with those who may be interested in experiencing it (Arndt, 1967; Moharrnnad, 

Jalilvand, Salirnipour, & Elyasi, 2017). Because of its non-commercial nature, 

it is more trustworthy and credible than commercial advertising (Sivadas & 

Jinda~ 2017). 

After all, tourISm especially cultural towism IS about authent ic 

experiences in the era of globalisation offood. As people become furniliar with 

Gl 
" that in the future they would want to try it at the 

lanaIan dIShes, chances are 

his 
. t is from Respondent 16 who was visit ing 

source. A case to ilillStrate t pam 

G 
':h th boyfriend, a repeat visitor. Her boyfiiend's 

hana for the first tI!11e WIt e 
two weeks, had learnt how to prepare 

mother had visited Ghana for just 
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groundnut soup, and has since been preparing It' b k h . . 
ac ome m SwItzerland. She 

wanted to tty groundnut soup here in Gha b 
na ecause she already knew about it. 

Chapter Summary 

The chapter discussed the behavioural intentions that ensued from local 

food consumption. These intentions were grouped under retelling the 

experience, keeping a piece of the experience, reliving the experience and 

cultural transformation. Under retelling the experience, some tourists were 

looking forward to telling their friends and relations their experiences with 

Ghanaian cuisine. Others took away postcards, recipe books, spices, and 

foodstuff to prepare when they get back home. Others also, especially repeat 

visitors, had already gone through some cultural transformation and had already 

incorporated Ghanaian cuisine . into their menus back home. 
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CHAPTER NINE 

GROUNDED THEORY OF LOCAL 
FOOD CONSUMPTION 

EXPERIEN CES 

T ntroductio n 

The first part of this chapter explains the substantive grounded theory 

that has been developed from the data. The various components of the theory 

and the linkages that exist between them are explained. The second part of the 

chapter situates the study within existing literature. The aim of this post-

fieldwork literature review is to situate the current study into existing body of 

knowledge after analysis of the data. TIUs literature review is significantly 

different from the initial literature review at the onset of the study as this IS 

focused and deals with issues emanating fi:om the fieldwork. 

Transfonnative Food Consumption Experience 

The preceding chapters addressed the research questions of the study. 

By following the tenets of grolll1ded theory methodology involving the 

inductive analysis 
of individual tourist's experiences throughout the 

. . . infi rmation search, purchase experience, and 
consumptIon process (motIVatIOn, 0 

core consumption), 

constant comparative 

developed. TI1ese concepts through a 
concepts were 

h (d d rive analysis) with other tourists' 
approac e uc 

narratives were developed into subcategories. 
fuough the process of 

'd t'fied amon!! the vanous . were 1 en I ~ 
abduction, some main categorIes 

followed "until saturation and the 
subcategories. These processes were 

. experience of local food as the 
t . consumptIOn 

emergence of the transforma lve 
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substantive grOlmded theory expla' . 
. ll1Ing intematl'onal tourlS' ts' . expenences with 

Ghanaian cuisine. 

The use of the coding paradigm for the 
selective coding stage 

(explanatory framework) meant that there t1 .' was a ow or relatIonal path among 

the valious elements of the theolY Th " . e causal conditions" are factors that 

directly influenced the major theoretical cat . . h . egones m t e consumption process 

outcomes. The constructs in the . consumptIon process outcomes are m a 

descending order, indicating that they happened one after the other. The 

consumption process outcomes led to the behavioural intentions. However, to 

anive at the behavioural intentions, a number of moderating/mediating factors 

influenced the consumption process outcomes. These factors mitigated the 

influence of the causal conditions on the major theoretical categories under the 

consumption process outcomes. Additionally, during the consumption process 

tourists meed a number of challenges, hence the adoption of a number of 

strategies to overcome them At the post-consumption experience stage is the 

transfonnative local food consumption expelience, which deals with the 

knowledge that the tourist acquires from going through the entire foodservice 

industry of the destination and leaming and doing things that he or she is not 

accustomed to. The theOlY is discussed in relation to the theoretical categories 

. I d' stage At the selective coding stage, these 
that emerged at the aXJa co mg . 

d fiuiher leading to the emergent of the core 
theoretical categories were groupe 

t· n experience of local food." Figure 9 
category "transformative constunp 10 

f . ts' expeliences with Ghanaian 
presents the substantive grOlmded theory 0 tolUlS 

local cuisine. 
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r r-------------------
Local food consumption experience 

r---------------------- - --- - ------------------ - -----------------------------------1 

Pre-consumption 

Motivation/factors 
leading to local food 
consumption 
Cultural immersion 
Knowledge 
acquisition 
Contrast ~ 
Cost of other options 
Sustenance 
Non-availability of 
known options 

Causal conditions 
lnformation search 
Lack of knowledge 
Customer service 
Food safety issues 
Sanitation issues 
Atmosphere 
Communication barriers 
Value for money 
Presentation issues 
Sensory characteristics 
food 

of 

Strategies 
Consultations 
Low expectations 
Cognitive dissonance 
Avoidance 
Physical inspections 

1 
Consumption process outcomes 
Knowledge deficit 
Choice dilemma 
Mixed service encounters 
Exotic food encounters 
Image formation 

1 
Moderating factors 
Type of tourist 
Prior knowledge 
Similar encounters 
Repeat visitation 
Cultural orientation 
Family and triends 
Type offoodservice establishment 

Consequences 
Behavioural 
outcomes 

I __ _ ___ ---------------------------------------------~~ ----------------------------
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Figure 9: Grounded Theory of Transfonnative 
Consumption Experience 

with Local Food 

Source: Author's Construct, 2016 

The core cateGory explains th 
b e central phenomenon under investi!!a t io n 

b 

"international tourists' experiences with Ghanaian cuisine." The grounded 

theory of 'transfomlative conswnption experience of local food ' is an 

explanatory fi:amework that explains the processes that international tOUIists go 

through at the destination in order to consume local cuisine and the behaviour a I 

intentions that ensue after the consrnnption processes. The theory explains that 

the behavioural intentions of first-time toUIists and the actions undertaken by 

repeat visitors after their first visit constitute some level of transforrnatio na I 

learning by the toUIists during and after consumption The transforrna t io n 

lealning occurs throughout the major theoretical categories at the axial coding 

stage. These codes are: 

• Cultural curiosity 

• Knowledge deficit 

• Choice dilemma 

• Mixed service encounter experiences 

• Exotic food encounters 

t which dealt with tourists ' motivation for 
At the pre-conswnptio n sage, 

. . ·it was note consuming Ghanaian CUIS lOe , 
d that all the intrinsic motivation could 

t ory "cultura 1 curiosity. " C ultura 1 
one theoretical ca eg be organised lll1der 

.. . 1 d ·Ire of tourists curiosity dnves t le es 
I more about other cultures through to eam 

1 is a yealning 
the food they eat. Hence, t lere 218 

to learn about the food. However, 
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because the motivation to travel' th 
III e first pia ce was not the local food at the 

destination not much was read b a out the food. Th 
. . . ere was some knowledge 

deficit. This IS the second theoretical cate o' . . 
g ry III relatIon to information search. 

The knowledge deficit is in relation t b h' o ot the fio d d h o an ow the entire 

foodservice industry works TIlerefore . . . , some toUfISts have to learn about the 

food and the foodservice industry at the destination. 

The destination's foodservice industry also provides an avenue for 

learning again. Ghana has two contrasting foodservice establishments (similar 

to other developing countries): the fonnal and the informal. Tourists faced 

dilemmas as to which one to choose since they offer contrasting meal 

experiences. This led to the third theoretical category, choice dilemma. The 

fonnal ones as the name suggest provide services similar to what pertains in the 

countries of origin of the tourists. The informal ones are, however, differe nt 

from what they know and have been expeliencing. Experiences at the two place s 

were mixed, with tourists experiencing services that were different from what 

they are used to. This was the fOUlth theoretical category. Once again, there is 

some transfonnational learning going on. 

The core consumption stage also leads to discovering and learning about 

local foods. Most of the foods at the destination are diffurent fi:om what tourists 

. . I . 11 lneans that tourists will have to adapt and 
are used to. The food IS exotiC, w llC 

d t This leads to the final theoretical category, 
adjust to the new flavours an tas e. 

Is have to master the cultural practices 
exotic food encounters. They a 0 

d 
. ' '1' n These may includ e eating with the 

associated with eating at the estma 10 . 

. I hewing' through the food since most of 
hands and swallowing whole Wit lout c 

. This lead to the overall image fonnatio n 
the dishes have to be eaten 111 that way. 
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of the food. TIle outcom f . e 0 the llTla ge fomlation is the behavioural intent io ns 
that ensued. These b h· . e aVloural ' mtentions have s I 
transfonnative 1 evera elements of 

earning leading 
" to the post-consumption 
'transformatIonal COnsUl l' experience of 

TIp Ion experience." 

Situating the Study within E' . Xlsting Literature 

In tandem with studies that employ groUllded tl 1eory, either as an 

analytic tool or research design in qualitative studies, this part of the study aims 

at situating the major findings f th o e work within eXlS' t' lit mg erature. The 

theoretical categories (knowledge deficit ch' dil ' , OIce emma, servtce experiences , 

and image formation) that 1 d e to the substantive groUllded theory of 

penenee Wit oeal food are discussed transJormative consumption ex' 'h l 

subsequently. 

Knowledge Deficit 

The concept of ignorance has received less attention in the literature than 

knowledge (Townley, 2011). McGoey (2012) notes that most studies have 

addressed ignorance as the opposite of knowledge, which should not be the case 

since, according to the author, the two go hand-in-hand. In other words, one 

moves from being ignorant to being knowledgeable about something. At any 

point in time, an individual may exhIbit traits of any of the two. According to 

Anwaruddin (2015, p. 742) the word "'ignorance' connotes a deficiency of 

infonnation. An ignorant individual is believed to have an incomplete or 
. 

dist~rted understanding of a given phenomenon." Consequently, it could be said 

that a person is ignorant of a phenomenon if that person does not have a 
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complete understanding of th I e p 1enomenon. This 
could be related to either the 

person having little or no infor t' 
rna Ion on the phenomenon. 

Most of the tourists int . ervlewed for this stud d'd . Y I not search for any 
inforITIation on Ghanaian cuism' e' , neither did th h . ey ave any prior knowledge of 

the food before coming to Ghan T a. gnorance occw-s within a <:ertain context 

(Bailey, 2007). There is a socia~ cuhura 1 a .. ., nd politIcal context to ignorance. 

TIle social and cultural context is closely r k d . 
. III e wIth the context of this study. 

The social and cultural backgrounds of th t' . ese ounsts are different from that of 

Ghanaians. Consequently, they most likely will not have any information about 

the culture and the social norms of Ghana. This should be distinguished from 

the cultural and social structures in societies that preclude people at the bottom 

of the hierarchy from knowing what happens at the top. Although there may be 

some social and cultural baniers to what tourists could know about Ghana this , 

only occurs at the destination where toUIists are not pem1itted to enter certain 

places held sacred or protected under national security. On the information 

super highway, tourists have access to all manner of infonnation on Ghana, as 

far as it is made availab Ie. Again, these tourists are not from countries with 

heavy political handedness, where certain types of information such as the food 

eaten elsewhere across the globe are not accessible to the populace. They live 

m
· th fr ld d hess to all manner ofinfonnation including that on 

e ee wor an ave acc 

Th 
+; u1d ass"""" that there are no barriers to what the 

Ghana. ere lore, one wo WI'''' 

tourist can know about Ghana prior to their journeys. 

f . t mologies of ignorance take this 
Alcoff's (2007) three types 0 epIS e . . 

. . d h the physical or geographical location of 
point further. The first IS relate to ow 

shape what the person knowS. Geographical 
the knower and his/her experience 
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location of the tourists is imn 
-,,!-,ortant in this disc our f . 

se 0 Ignorance. The tourists 
targeted for the study are inbound towists from around the globe. Some of them 

come from as fur as Japan and Canada 
. The closest are those from England, 

although some have lived in' Burkina 
Faso. Subsequently, their ignorance of 

Ghanaian food -stems from how fur 
they are from Ghana and the 'wilful 

ignorance' tendencies exlubited by some In th . . e concept of dIStance decay on 

travel (McKercher & Lew 2003' M K h , c erc er, Okumus, & o kumus , 2008), 

people tend to focus on issues that are nearer to them tha d' ta n IS nt ones. Hence , 

although the internet has partly eliminated th· f . e ISsue a tnne and space, Ghana 

is further away from the cOWltries that surroWld the cOWltries of origin of these 

tourists for them to be keen on its food. Experience is equally important. 

Experience affects what one knows, geographical location notwithstanding. 

The second type of ignorance relates to specific aspects of a group's 

identity. In the tourism literature, different types or tourists could be identified. 

Although one may be inclined to question the basis for some of the groupings, 

one can identifY the business tourist, ecotourists, leisure tourists (who in some 

definitio rIS are the traditional tourists), the cultural tourists, which could be 

expanded to include the food tourists. Ghana as a destination is not on the food 

tourism map of the world; therefore, most tourists who visit Ghana do not come 

h expen
'ences, although the secondary experience as noted 

m searc of culinary 

by Quan and Wang (2004) could become the peak experience at some point. 

These tourists search for other information on Ghana before coming but 

. . does not feature prominently on their 
information on Ghanaian cUlSme 

. arched for information on the history, 
information search needs. Some sec 

. Ghana TIley, therefore, will have little or 
economy and the political systems m . 
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no information on the food offerings at the destination. 
This is significant given 

that ITlOst of the decisions made by towists 
on accorrnnodation, shopping and 

dining are made at the destination and . 
not pre-tnp (Woodside, 2008). 

The final epistemology of ignora~ce is structura~ which deals with 

systems established to enstrre that people hav . fi . 
e access to In ormation or not. For 

a destination that wants to attract as marry touns' ts ibl as POSSI e, one would 

assume that efforts would be made to put out enough information on Ghanaian 

cuisine. That is not the case, since most of the tOUlists interviewed had 

complained about the inadequacy of the information they obtained on Ghanaian 

food. Treating tourists' lack of information on Ghanaian food before they travel 

to Ghana as knowledge deficit and for that matter, ignorance, is just an 

application of the process model of information search and decision-making and 

not the choice model proposed by Williams (2002). 

The choice model adopts a linear process of decision-making in which 

tourists are expected to move from one decision point to the other. This VIew 

. lly . th lit tu e (Chot,' Lehto Morrison, & Jang, has been questioned severa m e era r , 

2012). Choice models are not able to capture the processes involved in toUlists' 

. " & M re 2010). Adopting the process model 
declSIon-makmg (Smallman 00 , 

. rant up to a certain period when they 
would assume that some tourists are IgnO 

. J: t' n as the need be. This point of view 
would be able to gather enough mlOlma 10 

. S ey Soutar, and Mazzarol (2012) 
is imp Oliant because accordmg to ween , 

. del and much travel infonnation LISe 
tourists' decisions do not follow a linear roo 

. I and times 
is not related to specific paces 

(Zms' , 2007). Infonnation search is 

need-based and not done all at once. 
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Ignorance does not conn t . . 
o e negatIVity, as portrayed in the extant 

literature (McGoey, 2012). Ignorance 
18 an important tool that could be 

hamessed, especially in the marketing of products. The 
reason being that it 

could give marketers the opportunity to infl ' 
uence consumers purchasing habits 

especially where they are getting to know of a product for the first time. 

Destination marketers, planners, and connnunication strategists are interested 

in the external information search behaviour of tourists as well as how that 

information can be tailor-made to influence purchase decisions (Erawan, 

Krairit, & Khang, 2011). For instance, in the scenario of ignorance exhibited by 

some tourists concerning Ghanaian food prior to their visit, destinatio n 

marketers could provide carefully tailored information to draw their attention to 

what Ghana has to offer in terms of her food. McGoey (2012) shares the view 

by noting that seldom have people looked at the positive uses of ignorance. 

Choice Dilemma 

Dilemmas occur when people are mced with two or more alternatives 

that ul 
. "Jar conclusions (Manderscheid & Freeman, 2012). may res t ill SHill 

d thinking and argument and are shaped by 
Dilemmas are essential to every ay 

2010) These worldviews affect the decisions 
people's worldviews (Holmberg, . 

I I of Wlcertainty. Dilemma has been 
that people make leading to some eve 

2011' Lyons 2008; Molder, 2011; Tang, 2009), 
studied in security (Alexseev, ' ' 

M C nnick 2011; JWlg, McConnick, & 
GrosS, & co, education (Jlmg, Bamett, 

d research (Hohnberg, 2010; Parker, 
Gross, 2012), nursing (Ferrie, 2006) an 

of these studies ~ choice, choosing among 
2008) to mention a few. The focus 

alternatives. 
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Choice making invol . ves Intentional and 
. purposeful strategies that socia I 

actors must employ to overcome certain 
challenges (L" 2 m, 014). These 

challenges could be an unhealthy 
vending environment or questionab Ie food 

safety practices. The tourists stud ' d fa Ie ced a dilemma . In terms of where to eat 

in the light of two contrasting eat" I 
mg-p aces found in almost all the places they 

visited. The pros and cons associated . h . 
WIt each eatmg-place recur in their 

narratives, which construed a choice dilemma. 

Food Image Fonnation among International Tourists 

Local food and tourism share an important relationship that is reflected 

in the increasing number of people who travel to certain destinations in search 

of lll1ique culinary experiences (Ab Karim & Ch~ 2010). These culinary 

journeys are embarked upon based on the unage that these tourists have of the 

destination. Available tourism literature suggests a link between tourists' image 

of a destination and behaviour (Yilmaz, Yilmaz, Icigen, Ekin, & Utlell, 2009). 

Image is defined as "the impressions that a person or persons hold of a place" 

(Baloglu, Henthorne, & Sahin, 2014, p. 1058). The relationship is manifested in 

attitudes, preferences, quality perception and conslU11ption intention (Chen & 

Tsa~ 2007; Prayag, 2009; Shin, 2009). Ultimately, if there is a positive image 

of a product, the likelihood of conswnption is high compared to a negative 

image (Seo, Yun, & Kim, 2017). 

of a destination's food is through their 
Tourists' image formation 

. hil their J'oumeys at the destination (pestek & 
expenences with local food w e on 

. . ' .' h ed by the cognitive evaluations of the 
ClI1Jarevic, 2014). The unage is s ap 

inherent attnbutes 
h 

ffi ctive appraisals that relate to the 
of the product and tea e 
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emotional responses to d 
war s the object (Zh 

ang, Fu, Cha4 & Lu, 2014). 
Towists' knowledge of 

a product through th' . 
elf expenences affects the 

emotiona I responses to the product 1bis . 
. . m turn affects their attitude towards 

the product (Pestek & Ciryaravic, 2014) whi '. . . . 
, ch m this case IS Ghanaian cuisine. 

Image formation is multidimensional ad' I d 
n mc u es both cognitive and affective 

attrIbutes of the product (Ekinci & Hosany 2006' S Y . , ,eo, un, & Knn, 2017). The 

two must be measured to give a I 'd f . c ear I ea 0 the nnage of the product held by 

consumers. This is because, within the broader tourism literature, research 

findings suggest that cognitive image influences the affective image of a 

destination (Lin, Morais, Kerstetter, & Hou, 2007; Luque-Martinez, Barrio-

Garcia, Ibanez-Zapata, & Rodliguez-Molina, 2007). Therefore, a number of 

attnbutes have been used to measure tourists' image of local foods. Promine nt 

cognitive attnbutes such as nutritional balance, wholesomeness, plice, taste, 

smell, freshness, texture and valiety have been used to study tourists' image of 

local food (Chi, Chua, Othman, & Ab Karim, 2013; Choi & Lee, 2010; Jang, 

Ha, & Silkes, 2009; Min, 2010; Pestek & Cinjarevic, 2014; Seo & Ryu, 2009; 

Sea, YlU1, & Kin, 2017). 

d Silk (2009) categorised these attnbutes into appearance 
lang, Ha, an es 

. ttr rive neat)· health-related characteristics 
(fresh, looks pleasmg, clean, a ac, ' 

. ' I b I nced light)· uniqueness (aromatic, unique, 
(digestible, healthy, nutritIous Y a a , ' 

. ' and lice). The affective image of the food 
SPICY, and exotic) and other (quality p 

f umers after they have cODStuned the 
deals with the internal reactions 0 cons 

. . e has been measmed in relation to 
product (Solomon, 2007). The affectiVe m'Jag . 

. I cales These include discontent-
local food using four' semantic differentia s· . 

I
t. gloomy-exciting, like and 

unpleasant-p easan , 
content; unfulfilling- fulfilling; 
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dislike (pestek & Cinjarevic 2014. 
, , Seo, Yun, & K· 

• • • ll11, 2017). Tourists may 
eIther exhibIt a liking or dislike fi h 

or t e food at the destination. There is always 
a view. There is no neutral . 

view When it comes to the affective image of a 

product or destination. 

Cha pte r Summa ry 

This chapter expatiated on the substantive grounded theory that has been 

arrived at based on the analysis of interview data. A model transformative 

consumption experience with local food was used to capture the substantive 

grounded theory that emerged from the data. The various components of the 

model were explained. The chapter was also used to situate the major find ings 

of the study within existing literature. Topics discussed included knowledge 

deficit, choice dilemma and food image formation among international tourists. 
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CHAPTER TEN 

SUMMARY, CONCLUSIONS 
AND IMPLICATIONS 

Introductio n 

This chapter recaps the th . b . . eslS y hlohl he 
b Ig mg the various chapters of the 

study. Following that is a summa f ry 0 the maO fin' 
~or dmgs of the study and the 

conclusions drawn from the findin Th 
gs. e final sections of the chapter discuss 

the implications of the study for food tourism 
development in Ghana, the 

of the work to knowledge as well as recommendations for further contnbution 

studies. 

Summary of Thesis 

A nwnber of knowledge gaps that were identified in the main tourism 

literature on food tourism across the world informed this thesis. These gaps 

included inadequate research into the experiential aspects of fOod tourism, a 

dearth of knowledge on the perspectives of tourists on their experiences with 

local food, tourists' food experiences across the world remained under-

researched and lack ofa substantive theOlY to explain tourists' experiences with 

local food. The research questions asked to address these gaps included: 

1. What are intemational tourists' motivations for eating Ghanaian 

cuisine? 
. ..? 

. t et to know about Ghanaian cwsme. 
2. How do international tourlS s g 

. of intemationai tourists? 
3. What are the pm'chase expenences 

Gill . n cuisine because of their 
4. What images did tomists get from anala 

. ? 
consWllption expenences. 
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5. How did the consumption 
experiences translate Ill· to behavioural 

intentions conceming Ghan . . . alan CUISIne? 

The purpose of the thesis was to contextual·. . 
, Ise mtematIOnal touns· ts' . expenences 

with Ghanaian cuisine. A grounded th d· 
eOlY eSlgn in qualitative research was 

employed for the study. A hierarchical multi-stage sampling technique 

involving convenience, purpose and theoretical sampl· d E ' mg were use. mergent 

design was also employed. llus involved the concurrent collection and analys is 

of interview data and looking for new leads to follow. The process was followed 

until the point of saturation, an important concept in qualitative studies. This 

resulted in the final sample size of forty interviewees. These tourists were 

interviewed between the nxmths of August and December 2015 using an in-

depth interview guide. Constant comparative analysis, memo writing, open 

coding, focused coding, axial coding, and selective coding were the data 

analysis techniques that were employed for the study. Following the tenets of 

grounded theory research, a coding paradigm was used at the axial coding stage 

and the selective coding stage. 

Major Findings of the Study 

The major findings of this study are summa rised as follows: 

Tourists' 
. . while visiting Ghana were 

consumption of Ghanaian CUlsme 

TIle motivation fell under three 
explainable by both motivations and exigenCIes. 

. . knowledae or learning and break 
broad categories namely, cultural U1l1ners10 n, I:> 

such as the cost of continental or 
fi:om contrast. In addition, exigenc ies 

of known options, and sustenance 
int~rnational cuisine, non-availability 

. of Ghanaian local food. . , consumptIon 
influenced international tourISts 
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Additionally, most international t . 
. . . ounsts lacked knowledge on Ghanaian 

food before amvmg in the co try 
un . At the destination t" . , OUllsts mainly relied on 

locals and restaurant menus fi;...~ . or IlllormatlOn on the fi d 
. .' 00 . Those who searched 

for infonnatJon before coming t Gha o na used b th . . o pont and electronic media 

such as travel guides and the intemet. Friends and fa ·1 ffil Y members were other 

sources of information consulted b fi . e ore commg to Ghana. 

It also emerged from the data that touns· ts' information search on 

Ghanaian cuisine wa ls ffi d sao a ecte by some intervening and contextual factors. 

Most volunteer tourists did not search for information on the cuisine as the host 

families and coordinators of the programme provided the information on the 

food. Visitors to friends and families here in Ghana also did not search for 

infonmtion. Again, non-institutionalised independent travellers who can best 

be descnbed as risk takers, did not search for information. 

The study again revealed that factors such as wait time, communication, 

and atmosphere, value for money, presentation, food safety, and sanitation and 

variety or meal options affected where tourists ate. These varied according to 

where the tourists ate from since the destination has two contrasting foodservice 

establishments. Other factors such as service orientation of foodservice 

establishments and service convenience together with the other factors affected 

the purchase experience of tourists. 

. of Ghanaian cuisine, it was discovered that 
On the subject of the mage 

the appearance, flavour, taste, texture and variety of Ghanaian cuisine 

d· like for the food. It was, however, 
influenced international tourists' like or IS 

fi 
'. lik ~ GL.'anaian cuisine were not entirely due to the 

ouod that the liking or dIS e lor III 

food but some mediating factors. Factors such as price, healthy 
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background, and values or w ld· 
or VIews affected h 

t e dislike or like for the 
Ghanaian cuisine. 

TIle study revealed that retelling the 
experiences (word-of-.mouth), 

keeping a piece of the e;perie nee, reliving th . e expenence and cuItura I 

transf01111a tio n were the four beha· I· . 
Vloura mtenttons that ensued after local food 

consumption 

Major Conclusions from the Study 

TI1e following conclusion can be drawn from the study. Two forces, 

motivations, and exigencies influenced consumption of Ghanaian cuisine by 

intemational tourists. The motivations were mainly cultural cmiosity where 

inte111atio na I tourists sought for food experiences different from that of the ir 

home cOlll1uies. The other force was things that came naturally as people travel 

such as sustenance. TI1ey had no control over and were forced to consume 

Ghanaian cuisine. 

It can be concluded that most first-time tomists to Ghana do not have 

knowledge of Ghanaian cuisine. However, those who had knowledge do not 

have adequate information on the food. As a result, consultation oflocals is one 

rna· f:"'~ t· ~or m· temational tomists while in Ghana. 
~or source 0 lIuorma Ion 1\ 

International tourists fuce dilemmas on where to buy local food from 

smce the destination 
presents twO contrasting forms of foodservice 

se 
.... rice encounter experiences at the foodservice 

establishments. Generally, 1 VA 

I) are mixed due to inconsistent service 
establishments (formal and informa 

delivery. 
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The study concludes that 
international tourists' . • 

. h llllage of Ghanaian 
cUisme IS t at it is spicy and oily. 

Overal~ int . 
ernatJonal tourists like Ghanaian 

cwsme. That notwithstanding, fish 
and meat processing in Ghana and food 

safety and sanitatio n in oener I ffi • 
b a a ect what tourists 

consume and where they 

lacks in variety and it is mostly 
consume it. Additionally, Gh . anam n cuisine 

carbohydrate heavy. 

Finally, the behavioural intentions xh e ibited by international tourists in 

relation to Ghanaian cuisine results in a transfo t' . nna lve consumption experience 

where the consumption affects how they see GhanaJa' n CllIS' m' e both during their 

stay and after they had left the country. 

Implications of the Study for Local Food Tourism Development 

Tourism product development is a broad topic area that cannot be 

covered in just a few pages. Besides, the aim of this heading as an addendmn to 

the topic for this thesis was to draw on the implications of the findings for food 

tourism development. That notwithstanding, this study aims at looking at ways 

of developing local food as a principal product to attract tourists to the 

destination, Ghana. The implications are discussed under the following 

headings: packaging the food service industIy and food safety, product 

development, marketing, and food composition and nutritional content. 

Implications for Packaging the Foodservice Industry and Food Safety 

Motivation 
. . rt tractor in tourism as there is the recognit io n 
IS an unpo an l' 

that it drives actual 
. d acti~ns at both the origin and destination 

behaViOur an 

(Kim & Ritchie, 
. t' n for COnsllllling Ghanaian local 

2012). TIle overall motNa 10 
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food is cultural curiosity The t . 
. ourlSts who cons d . 

. ume Ghanaian cwsme sought 
contrast fi·om their routine lifestyl 

es as well as for a full cultural irnrrersion on 

their journeys. A vailab Ie literature in the field 
of food tourism also concludes 

that there is a strong market of tourists I .. 
W 10 contmue to seek authentic food of 

other cultures. Consequently, the h 
pus towards local food consumption should 

be seen as a tourism market segment that can be tapped into by Ghana. 

If that were the case, then, there is the need to look at first of all how the 

entire local food industry can be packaged to make It· lin n more appea g. 1e 

principal objective is to develop a local food tourism infrastructure ready to tap 

into the motivations of tourists. The fonnal food service establishments are well 

packaged in terms of infrastructure and adherence to food safety regu1atiorJS to 

support the industry. However, there are some challenges that were noted in the 

study. For instance, the local food sold at these places cost more than what the 

informal food service establishments charge for similar meals. Again, some of 

these formal foodservice establishments do not promote local food the same 

way they promote continental dishes since the market they target is different 

altogether. 

The informal foodservice establishments are the alternatives to the 

establishments and the main sources oflocal food in Ghana. 
formal foodservice 

k 1 fa Tties needed. Most of the structures under 
However, some of them lac t 1e CII 

d th street food vendors ply their trade are 
which these traditiona I caterers an e 

f the tourists. The facilities need to be 
not hygienic as enumerated by most 0 

Many tOlllists are afi·aid of the food sold in 
improved upon and regulated. . 

extent those sold at the chop bars. 
Ghana, especially street food and to some 

h the food sellers ply their trade are 
This is because the conditions in whic 
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impoverished and not mJdernised. These . . . 
. condItions ralSe several issues of food 

safety and sanitation which calIs for a 
concerted effort aimed at repackaging 

and repositioning infonnal foodservice establishments. 

The Food and Drugs Authority (FDA) the W t d F' d H . 
, a er an 00 yglene 

Unit of the Environmental Health Depaltment m· II M tr I· M·· I a e opo nan, unlClP a , 

and District Assemblies (MMDAs) should educate street food vendors on food 

safety and sanitation and vigorously enforce all by-laws and regulations on food 

safety and sanitation across the country. For instance, the street food market in 

Thailand is a major tourist attraction and steps have been taken to protmte and 

protect this 200-year-old industry. Food safety and sanitation laws are enforced 

(Mertens, 2009). Ghana can follow this example by regulating the street food 

sector to ensure that best food safety and sanitation practices are followed. 

Implications for Product Development 

. t lS· the product creation process. Product TIle next irrJportant pom 

. point where the necessary structures and creation starts from the preVIOUS 

facilities must be created and regulated (packaging). The other half is creating 

. hi! they are in Ghana. This task can be 
food experiences for tOUIlStS w e 

. . y maps at a destination TIle customer 
accomplished by looking at tourISts Joume 

I ther designed or not-that customers go 
Journey is "the sequence of events - w lC 

ha d interact with a company's offerings -
through to learn about, purc se an 

. xperiences" (Norton & Pine, 2013, 
indud ing commodities, goods, serVIces or e 

P
rocess offers the OpPOItunity 

p. 12). Each step in the 

. e in relation to Ghanaian cuisine. 
consumption expenenc 
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TIle starting point fi 
or food experienc d· . 

e eSlgn IS to look at tourists' 
expenences as they go from I . 

earnmg about the food to ultimate consumption. 
Granted that street food and eating 

around street comers and chop bars are 
things most Europeans and North A. • runencans can experience, then, it is 

impoliant to design consumption exp . 
enences around them. An example could 

be that at the point of consumption touns· ts . .. are proVIded with information on 

each dish. TIlis should be followed with ho t b I· . w 0 go a out se ectmg and pa ymg 

for the dish and the final stage could be how the selected dish is prepared and 

served. TI1is process is expected to bring the tourist into the product creation 

process and to generate the necessary hands-on experience. To implement this 

successfully will require the effort of both the Ghana Tourism Authority (GTA) , 

Ghana Restaurants and Nightclubs Association (GRNA), and the Ghana 

Traditional Caterers Association (GTCA). They are to educate their members 

on the need to "walk" international tourists through their operations. The 

exercise will require the reorganising of the structure of their operations to take 

on board extra burden of educating the tourist from purchasing to consumpt io n. 

Implications for Marketing of Ghanaian Cuisine 

Local food tourism marketing is an important strategic exercISe that 

should be undetiaken by Destination Management Organisations (DMOs) if the 

''[.gh . d · IS· to be developed (Cox & Wray, 2011). This 
1 t kmd" of foo tounsm 

h t 18ts get information on Ghanaian cuisine. 
process should stal1 from OW ow 

. . infOimation or knowledge about Ghanaian 
Most of the tourists had little 01 no 

try 
Those who searched for informa t io n 

cuisine prior to coming to the coun . 

O
f the information. A look at the main website of 

talked about the inadequacy 
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the GTA (www.ghana.travel) confirms this 
fact. Infonnation on Ghanaian 

cuisine is scanty at best. The closest th t 
a one comes to have an insight into the 

food offerings of Ghana on the website . . 
IS a picture of grilled tilapia (at the time 

of putting this final write-up together, 17:18 PM, May 10, 2017) and a little 

wIite-up desclibing some dishes. ll1ere is no link dedicated to promoting the 

food offerings of Ghana. However, across the world, tourism destinations that 

dominate also dominate in the quality of the information that they put on their 

websites compared to their competitors (Woodside, Mir, & Duque, 2011). The 

GTA needs to pursue Iigorously food tourism by providing information that 

aims to do that. This will persuade tourists to see Ghana as a destination for food 

tourism, where the option of unique food expeliences is part of the motivation 

to travel thereby affecting behaviour at the destination (Harrington & 

Ottenbacher, 2010). 

The irIformation on food on the GTA's website is more of food in 

tourism, which deals with eating as part of the journey of tourists (Kim, Yuan, 

Gob, & Autun, 2009). As a country, Ghana needs to link local food tourism to 

the other tourism products that it has on offer by consciously positioning 

d t This will create a lUuque view of the local 
Ghanaian local foods as a pro uc. 

.. hieh could lead to tourist motivations (Homg, 
food offerings at the destmanon W 

& Tsai, 2012; Hjalager, 2002) for visiting Ghana. 

M
· . try of Tourism and Creative Arts (MoTCA) 

In addition, the GTA, IDIS 

. . tI Ghana Civil Aviation Authority (GCAA) 
working in partnership WIlli Ie 

I I uisine on the disembarking forms as a 
should include infonnation about oca e 

ul
d·b extended to giant billboards en route from 

way of advertisement. This sho e 
I . ines across Ghana. This would serve 

the airport, indicating tile vaIious loea cUlS 
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as an important awar eness creation pIa'" uorm for to . unsts as they embark 
their travels throughout Ghan Eq . upon 

a. ually nnportant . 
IS the advertisement on social 

media such as Facebook and y on ouTube and travel intermediaries in the 

cOlmtries of origin to create awareness of Gh: . . 
. anallln CUlSme before tourists arrive 

in the country. In this case tourists will 
, not have to wait to get to Ghana before 

they get to know about her cuisine. 

Internally, it is important therefore for the GTA GRNA d , ,an the GTCA 

to make local cuisine availab Ie at all tourist tr . cen es m Ghana. There should be 

the vigorous promotion of Ghanaian cuisine especially m' the +'0 I ta , 1\ nna res urants 

and hotels. If tourists do not have familiar options available they will consume 

Ghanaian cuisine since sustenance and cultural curiosity were some of the 

primary drivers of local food conswnption by international tourists in Ghana. 

Additionally, for there to .be a successful marketing information 

provision and promotion, there is the need to develop a brand for Ghana's 

cuisine. Survival in the cornpetitive tourism destination market hinges upon the 

ability of Destination Management Organizations (DMOs) to offer uniquely 

differentiated products and services that engender merrmable experiences 

(Tussyadiah, 2014). This calls for the identification and promotion of a unique 

brand. A brand is a "consistent group of characters, images, or emotions that 

consumers recall or experience when they think of a specific symbo~ product, 

service, organisation or location" (Simeon, 2006, p. 464). 

tt any product can be promoted 
Ghana's cuisine and for that rna er, 

. tI etition (Oliveira & Panyik 
successfully if it is differentIated ii-om le cornp , 

2015) and . . 'd ' I (Kemp Williams, & Bordelon, 2011). 
pOSItioned aCCOl mg Y , 

B th
e experiences of tourists is an acceptab Ie 

randing concepts that incorporate 
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approach in the tourism lit 

. . 
erature (Lim, Chung, 

& Weaver, 2012). Tourists' 
Image of Ghanaian CUIS" • me IS that 't . 

1 IS spicy, healthy, 

1 11 
oily, sour, sweet, and 

c leap. lese attnbutes make the food uni 

f 

que, which calls for the development 

o a unique selling pro .. POSItion for the food ad' roun these attributes. The 

umqueness of what is ffi d o . ere becomes the allurin . g pomt to start the brand ing 

process. There is, however th d , e nee to look at ways of marrym' g this . uruqueness 

with what can really appeal to 1110 . st toUfISts and not just a few of them The 

splcmess and the oiliness of Ghana' .. Ian CUISme would connote a negative mage 

for most tourists. Therefore, steps should be taken to develop menus that 

enhance and promote the uniqueness of the m' gredl'ents that are used in 

preparation of the meals rather than over usage of some of them such as the 

pepper and the oil. 

Implications for Food Composition and Nutritional Content 

Earlier research into value proposition focused on the supplier as the 

sole creator of value (good-dominant logic). This is changing now especially 

with service-dominant logic in value proposition studies. The service-dominant 

logic takes into consideration all the stakeholders in a service fum's business 

when creating value and proposing value. Customers are co-creators of service 

and have value propositions, which are the things that they consider valtmble to 

them (Frow & Payne, 2011). This is important, given dmt DMOs no longer 

control the content, context, and what is projected about the destinatio n. 

Tourists now control what DMOs can project about the destination (Yeoman & 

McMahon-Beatie, 2013). TIley have become imp0l1ant co-creators of the 

destination brand or linage (Oliveira & Panyik, 2015). Subsequently, what they 
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say and share about the destinaf . . 
10 n IS very important . '. 

strategy (Green, 2007). 
many destmatlon branding 

Another dominant image of the 
. Ghanaian cUlSme in term; of food 

nutritional balance (Proportion of carb h . 
o ydrate to protein and minerals) is that 

of being carbohydrate heavy. What tourists' . 
mISS most m Ghana are vegetables. 

They want to have more vegetables in th Is . e mea than there IS now. Therefore, 

in addition to the unique selling proposition, Gh . anamn caterers need to ensure 

also that what tourists value most (vegetables) is added to all the meals in 

Ghana. As it is now, the vegetable content in the meals is very low. Ghana, 

however, is endowed with many vegetables, which must be incorporated into 

our local dishes as noted by some tourists. Neveltheless, before vegetables 

become visible and dominant in Ghanaian cuisine, it is important for the 

sensitization of food sellers on the safe handling of vegetables and food in 

general in order to assure tourists of the safety of the vegetables. This is because 

besides lamenting about the non-availability of vegetables in some Ghanaian 

cuisine, most of them also expressed rears about the safety of the vegetables 

sold in Ghana. 

Finally, although the attributes (spicy and healthy) of food can become 

rt
. . nonetheless it is important also to note that the 

uruque selling propos Ions, ' 

I 
. . f . ts I 0 come to Ghana is impOltant. This calls for the 

va ue propOSItion 0 toW1S w 1 

d tl t e uru'quely Ghanaian but take into consideration 
eve}opment of menus 1£1 ar 

. kets tllat the GTa would intend to target and 
the concerns of the tourISt mar 

GTCA should sensitise their members on the ways of 
attract. The GT A and 

Gha
naian cuisine in order to make it more appealing to 

IDlproving indigenous 
caterers should be educated on how to use 

international tourists. Ghanaian 
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pepper and especially il' 
o m order to make the food mo . 

Th h uld 
re appealing to tourists. 

ey s 0 also find inno t ' va lve ways of ' . 
. tmprovmg on the variety of dishes 

bemg offered for sale. As it ta d s n s now the I I " . . oca cwsme is dominated by a few 
dIShes such as jiifu, banku t ,r.' , ou zaJl, JoIlo' rice k 

'J , waa ye and red-red. Several 

ingredients especially vegetables 
could be added to create variety of cuisines 

that are indigenous to Ghana. 

Contributions to Knom.edge 

The study has provided an idea of what tourists go through in relation to 

local food consumption starting from motivation, information search, purchase, 

consumption and post-consumption behavioural intentions. This has provided a 

basis for understand ing the needs of tourists in relation to their food when 

visiting Ghana. 

On the contnbution to knowledge, this study has come out with a 

substantive theory to explain international tourists' experiences with local 

cuisine. Most tourists go through a process of cultural transfonnation when they 

encounter food of other cultures. The process of transformation starts from 

motivation, infonnation search, purchase experience, consumption through to 

behavioural intentions. Hitherto, there has been little attempt at explaining this 

process using a theory. 111is study has therefore bridged the theoretica I gap by 

proposing a grounded theory that fills the gap. 

Recommendations for Future Studies 

pro
'
V1
'ded an explanation of the expenences 

The study has 
of 

to 
Ghanaian cuisine. However, as with all 

mtemational tourists in relation 
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studies, some limitations we . b 
re 0 served, which 

open up avenues for future 
research. The study did not c oncentrate a 

n any specific segment of tourists. 

Future studies could focus on iii 
spec c segments such as volunteer tourists, 

tourists who use homestay accommod . . 
atton and those who do not full into any 

of these two categories, to see if there ld b . 
cou e differences in their experiences. 

Additionally, the study did not explore the supply side of issues, which 

deal with the vendors and restaurant operato t 'f h rs a see I t ey understood the food 

needs and expeliences sought for by international tourists. A study could be 

conducted to explore the supply side to identify views from the food vendors. 

FUlthermore, there is the need to examine street food governance in 

Ghana. The street food industry provides a viable option for engaging 

international tourists with indigenous Ghanaian cuisine since these food 

vendors sell most of the indigenous dishes. However, a clitical observation and 

the accounts of tourists on the insanitary conditions under which the vendors 

ply their trade and the Ulmygienic manner some of them go about the trade are 

indicative of the mct that there is little regulation and monitoring of the industry. 

A research examining the views of the various stakeholders on street food 

business governance will go a long way to creating a street food business tha t 

cater for the gastronomic needs of tourists. 

Finally, the substantive theory that has been developed through 

grounded theory has to be tested in order to develop it into a fonnal theolY that 

explains international tourists' experiences with local cuisine, especially at 

.(; food tourism This should involve using a 
destinations that are not known lor 

tificatio'n and generalisation since the method 
quantitative methodology for quan 1 

USed for this study does not aim at generalizing 
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Objectives of the Study 

TIle following research objectives are )·ncluded 
J at the final stage of this 

thesis as a requirement of the School of Graduate Studies, University of Cape 

Coast. 

The overall objective of the study is to assess international tomists' 

experiences with Ghanaian cuisine. The specific objectives are to: 

1. examine international tourists' motivation for conswning Ghanaian cUlSme; 

2. analyse the information seeking behaviour of international tourists in relation 

to Ghanaian cwsme; 

3. examine the food purchase expenences of international tourists visiting 

Ghana; 

4. analyse international tourists' local food conswnption experiences; and 

5. examine the post-consurnption behavioural intentions of international tooosts 

in relation to Ghanaian cuisine. 
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APPENDICES 

Appendix A: Profile of Interviewees 

Pseudonym Sex Age Education Country of Purpose of Places visited Length of Travel ADE 
origin visit stay party on 

food in 
cedis 

Respondent 1 F 23 College Germany Volunteering Mole, Busia, Bosun1twi 6 months 1 417 
Respondent' 2 F 24 College Germany Volunteering Accra, Cape Coast, Kissi 2 weeks I . 5 

Respondent 3 F 22 College USA Volunteering Accra, Kun1aS~ Cape 2 weeks 3 7 

Coast, Elmina 

Respondent 4 F 22 College USA Volunteering Accra, Kun1aS~ Cape 2 weeks 3 7 

Coast, E1mina 

Respondent 5 F 23 College USA Volunteering Accra, Kun1aS~ Cape 2 weeks 3 7 

Coast, Elmina 

Respondent 6 M 61 Postgraduate Germany Business Accra, Cape Coast, 10 days I 25 

E~nina 

Respondent 7 M 24 College Switzerland Internship Ada Fo, Ho, TaM, Mole, 8 weeks 1 25 

Busia 

Respondent 8 F 24 College Germany lntemship Ada Fo, Ho, TaM, Mole, 8 weeks 1 25/30 

Busia 
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Respondent 9 F 22 College Belgium Researcher Cultural Centre, Busia, 2 months 1 15 
Elmina 

Respondent 10 F 24 College Gem1any Holidaying Accra, KlUnasi, Cape 2 months 2 15 
Coast, E1mina 

Respondent 11 F 25 College Germany Holidaying Accra, Kumasi, Cape 2 months 2 15 
Coast, Elmina 

Respondent 12 F 24 College Canada Holidaying Accra, Cape Coast, 2 months 1 15 
Tmnale, KlUTIasi 

Respondent 1 3 M 32 College France Holidaying Tamale, Bosomtwi, Cape 5 days 2 8 
Coast, Hol1Oe 

Respondent 14 M 24 College Gellnany Volunteering Koforidua, Lake 8 weeks 1 11 

Bosomtw~ Cape Three 
Points, , 

Respondent 1 5 M 24 High school Switzerland Holidaying Mpraeso, KlUTIaS~ Cape 2 weeks 2 15 

Coast, Busia, Accra, Ada, 

Respondent 16 F 22 High school Switzerland Holidaying Mpraeso, KlUTIaS~ Cape 2 weeks 2 15 

Coast, Busia, Ada, 
Elmina 

Respondent 1 7 M 24 College Gennany lntemship Acra, Cape Coast, 6 weeks 2 15 

Akwatia, Nkwakwa, 

Winneba, Hohoe 
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1 
J 

'1 

~ 
o 
'Tl 

S 
n 

~ 

Respondent 18 F 

Respondent 19 F 

Respondent 20 F 

Respondent 21 F 

Respondent 22 F 

Respondent 23 F 
n 
~ 

Respondent 24 M ~ 
....... 
0 

Respondent 25 M '""7 ,-
:t> 
X · 
t"'" -to 

.~ 
Respondent 26 F 

i-( Respondent 27 F 

24 College Germany 

40 College Canada 

26 College Japan 

27 College USA 

26 College USA 

28 College USA 

24 High school Gern1any 

24 High school England 

26 Post graduate Gern1any 

20 College Gern1any 

Intemship Acra, Cape Coast, 6 weeks 2 15 
Akwatia, Begoro, Ho, 

Nkwakwa, 

Holidaying Accra, Kumas~ Elmina, 2 weeks 1 25 

Volunteering Abor, Accra, Cape Coast 11 months 7 10 

Volunteer ing Koforidua, Accra, 10 months 3 5-15 
Kumas~ Odumase Krobo, 

Volunteering Koforidua, Accra, 10 months 3 5-15 
Kumas~ Odun1ase Krobo, 

Holidaying Accra-Kokrobite, Cape 7 days 1 30 

Coast 

Holidaying Accra, Kun1as~ Cape 7 weeks 1 15 

Coast 

Holidaying Kumas~ Bolgatanga, 7 weeks 2 30 

Mole, Bosomtw~ Kakum 
Kintampo, Manhyia, 

. 
Paga. 

Research Cape Coast 2 y, months 1 12-15 

student 
Volunteering Cape Coast, Ehnina, 6 months 1 15 

Busua 
_. 
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Respondent 28 F 21 College Denmark Volunteering Cape Coast, Elmina, 6 months 2 15 
Busua, Accra 

Respondent 29 F 21 College Demark Volunteering Cape Coast, Ehnina, 6 months 2 IS 
Busua, Accra 

Respondent 30 F 25 College USA Holidaying Tamale, Mole, Wa 2 weeks 3 30 
Respondent 31 M 21 College USA Volunteering Osu, Kokrobite, Cape 6 weeks 7 40 

Coast 
Respondent 32 M 29 Postgraduate Switzerland Holidaying Busua, Butre, KNP 2 weeks 2 30 

Respondent 33 F 40 College Denmark Vo lunteering Nzulezu, KNP, MNP 4 weeks J 30 

Respondent 34 F 21 College Netherlands Volunteering Tamale, Techiman, 7 weeks 2 35 
Kumasi 

Respondent 35 F 22 College Netherlands Volunteering Tamale, Techiman, 7 weeks 2 35 
Kumasi 

Respondent 36 M 21 College Poland Holidaying Frankadua, Cape Coast 15 days 1 35. 

Respondent 37 F 25 College USA Holidaying Anomabo, Elrnina 12 days 2 25 

Respondent 38 M 35 Post graduate Netherlands Business Accra, Cape Coast 7 days I 40 

Respondent 39 M 19 College Belgium Vohmteer Afudjato, Wli, Boti 2 months 1 25 

Respondent 40 M 20 College USA Volunteer Ada, Wli, Afudjato 10 weeks 2 25 

Source: Fieldwork, 2016 

F= Female, M=Male, ADE= Average Daily Expenditure 
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Appendix B 

Memo 

Memo 
Focused coding 

Infomlatio n seeking behaviour 
(09-11-2015) 

Most of the tourists intelViewed did not I k...;...... . 
. 00 lor lluormation on 

food while commg to Ghana. They admitted to having no 
kno~ledge ~bout the fuod. Moreover, where they even searched, 
the rnformatIon was inadequate or tourists lack the motivation to 
search thoroughly. Motivation for infonmtion search will depend 
on the pw-pose for which it is was being sought 1l1Ose who 
searched for information were those who needed the information 
for further processing. The cost (time) of information search could 
also be a mctor. A few of them relied on their organic knowledge 
and therefore did not search for any information. A few others also 
relied on secondary sources (external sources). A startling 
obselvation is the reliance on locals (local information banks) for 
information on the food. Why would they rely on them? Do they 
see them ·as honest brokers? Or they just want to confirm what they 
ab"eady know? Or it is just another way of shoring up the 
information that they already have which is scanty or paltry at best. 
For those who searched, the information they obtain~d could lack 
explanatory power and may be they wanted to shore It up. . 
Most of them could be risk takers who would ~~nt to accept Just 

. I I d Another inmortant addItion to the lack of things as t ley lappene . U"t' I 
. d f :-l:onnation search is the role played by loca or rna equacy 0 IIll1 Iy I 

. . tourists or voltmteers re on t lem 
caregivers-host familIeS. These . l: this? Is it a 

. What could be accountmg lor . 
for almost everythmg. . f I f control and ceding of 

. f ? 0·· ust an ISsue 0 oss 0 
question 0 trust. I J . here they do not have any 
will? Or just a captive market scenano w 

choice? . . the role of that informat io n . rth pursumg IS 
Another observatIon wo .. unlik I to influence what they ate 

F . most It IS e Y 
as they step out. 01 , . rtant role. 

. layed an unpo outside but for others It P 
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Question 
How did you come 10 

blOW about the food you 
have been eating so far? 

Did you have any prior 
information on thefood 
before you came? 

Appendix C 

Line-by-Line Coding 

Inte rview statement 
It depend~. The fIrst day 
we arrived in Tamale so , 
we were eating outside, 
so we found, Jollof, Juju, 
Gnd lou zaji. We were 
eating on the street most 
of the time. Then 
yesterday night we were 
near the lake Bosomtwi, 
so we were in a small 
guesthouse but with 
nothing around to eat so, 
we were forced to eat in 
the guesthouse. So were 
ate grilled chicken with 
potato chips and palaver 
sauce with yam 

We did not have any 
information. We just 
came. Actually, we live 
in Burkina Faso, so w~ 
came by bus fIrst stop m 
Tamale for a few days. 
Then we learnt how 
everything works here, 
food industry and other 
things. Tonight I d~ not 
know maybe we will try 
to have something 
outside, we can see 

eople having small . 

Line-by-line coding 
Chancing upon food on 
arrival 

Providing examples of 
what was eaten at this 
location 

Showing preference for 
street food 

Changing location 

Revealing unavailability 
of other options at new 
location 

Providing examples of 
what was eaten at new 
location 

Lacking prior infornlati?n 
on the food before commg 
Descnbing mode of 
transport to the destination 

Describing on the go 
information and 
knowledge acquisition 
Contemplating on where 
to fmd next meal 
Observing what others are 
eating ., . 
Expressing sensltlVl~ to 
price at current location (a 
touristic place) 

p so we are hopmg 
boxes, thin outside 
to fmd some g 'd f 
because we are afral 0 

the prices here. 

Source: Fieldwork, 20) 6 
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Appendix D 

Popular Documented Gh ' analan D' h 
IS es of Southern Ghana 

Grouping 
Porridges Main ingredients 

Kooko 
Eburowsam kooko 

Fennented Com 
Roasted com meal 

MpampalKokli 
Mpotroba 

Unseived whole meal com dough 

Rice porridge 
~umpy com dough 
nee 

Tapioca porridge Cassava starch 
Stews 

Garden eggs stew Garden eggs, meat, crab, smoked fish 
tomatoes, onions, pepper, sahed fish, 'red oil 

F ante Jan telforo we Fresh fish, tomatoes, onions pepper, red oil 
Palava saucelabom Kontombre, aketsiwa, meat, crab, smoked fish, 

pepper, tomatoes, onions, red oil 
Okra stew Okra, assorted meat, smoked fish, crab, snai~ 

tomatoes, onions, pepper, red oil 

Beans stew Tomatoes, onions, pepper, red oil, beans 

Soups 
Light soup Assorted meat, smoked fish crab, tomatoes, 

(Nkrakra) onions, pepper 

Palm nut soup (Abe 
Palm fruits, assorted meat, smoked fish, crab, 

Nkwan) tomatoes, onions, pepper 

Groundnut soup 
Ground nuts, ass011ed meat, smoked fish, crab, 
tomatoes, onions, pepper 

Kontombre soup 
Kontombre, game, snai~ smoked fish, onions, 

(abunabun) pepper 

Okra soup 
Okra, snails, crab, fish, onions, tomatoes, 

pepper and or red oil 

Freshfish soup (apoJo 
Fresh fish, tomatoes, onions, pepper 

ann to) 
Accompaniments 

Etsew 
Com dough 

Banku 
Com and cassava dough 

Yam 
yam 

Ripped plantain 
Rjpped plantain , 
A (Unripen plantam), cocoyam, yam 

Ampese 
pem · . 

C a yam, cocoyam, planta1l1 
assav , 

FuJu rice 
Rice 

One pot dishes 
d flour' beans smoked herrings, 

Roaste com ' ' . 
Aprapransa oes onions, pepper, red oil . 

tornat , ked fish, tomatoes, red OIL 

lmpiholmpotompoto 
Cocoyam, smO 
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Snacks and desserts 
Nkatecake Groundnut, sugar 
Atadwe milk Tiger nut, rice, sugar 
Bofrot Flour, sugar, oil 
Bankye krakro Cassava, oil 

Ripe plantain, ground nut qfam 
Adapted from Bondzi-Slmpson (2015), Atroako-Kwakey (2010) & Manu 

(2006) 
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Appendix E 

University of Cape Coast 

Faculty of Social Sciences-cHLs 

Department of Hospitality and Tourism Management 

In-depth Interview Guide _Convenience Sampling 

Introduction to interviewee 

J am a PhD candidate doing a grounded theory research into tourist experiences 

with Ghanaian cuisine. I will be grateful if you could teU me aU your 

expenences with Ghanaian cuisines as objective as much as possible. 

Thank you. 

Personal data 

Country of origin 
Reasons for visit 
Length of stay 
Places visited 
Expenditure on food 
Date of birth 
Travel party 

Grand Tours Questions 

. ·0 Ghanaian cuisine starting from expenences WI 1 Can you tell me about your b 

mption? [Break it down after y . d I ·ng through to after consu . searchmg an p an11l 

. for c1arifica tio n] 
asking the following questIons . 

. hich involves the search, plannmg, 
tion expenence [w 

TIle pre-consurnp . ining the experience]; 
. b ut and foreseeing or unag 

daydrearrung a 0 
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2 
The purchasing experience [which involves choosing the item, payment 

and packagffig, as well th 
~ ~ as e encounter with the service and the 

environment] ; 

3 The core consumption experience [which involves sensation, satiety, 

satisfuction or dissatisfuction, irritation or flow and transformation]: and 

4 The remembered consumption experience and the nostalgia experience, 

with photos being used to re-live past experiences through narratives or 

arguments with friends about the past, all of which tends to culminate III 

a classification of memories. 

to speak by stating, "Please can you go on", "please *Encourage interviewees 

is that all" intetject where necessary and probe. 

interviewees to speak their minds. You only 
* As much as possible allow 

moderate. 

*[Probe for the 4Es and 
d them-emotio ns, others and the elements un er 

cognitions, behavioural] 

307 

© University of Cape Coast     https://ir.ucc.edu.gh/xmlui

Digitized by Sam Jonah Library



Appendix F 

University of Cape Coast 

Faculty of Social S~iences-cHLs 

Department OfRospitality and Tourism Managcmcnt 

In-depth Intcrvicw Guidc_ Rcfined Question aftcr Day One 

Introduction to intclvicwee 

I am a PhD candidate doing a grOlllJded theory research into tourist experiences 

with Ghanaian cuisine. r will be grateful if you could tell me all your 

experiences with Ghanaian cuisines as objective as much as possible. 

Thank you. 

Personal data 

Country of origin 
Reasons for visit 
Length of stay 
Places visited 
Expenditure on food 
Date of birth 
Travel party 

b ut Ghanaian local dishes? What messages 
I. How did you get to know a 0 D.d . inf1 ce 

food and drinks? I It uen convey about the did the information 

. t tnl the food? your desIre 0 UJ 

experience including item ur purchase . ou describe yo 
2. How wIll Y . nt [atmosphere, ambience, 

. . ·t] the I!nVlfonme 
[fi first tmlC Vl51 

selection or rance of food? 
. resentation and appea 

sanitatio n etc], servICe, P 
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3. How will you descnbe you Core consumption experiences in relation to 

attnbutes of the food [taste texture temp tur I· . ] 
, , era e, qua Ity, quantIty etc 

4 . What are some of the memories that you will take with you?1 do you 

have anything to remember your experiences with? 

*Encourage interviewees to speak by stating, "Please can you go on", "please 

is that all" intelject where necessary and probe. 

* As much as possible allow interviewees to speak their minds. You only 

moderate. 

the 4Es and others and the elements wlder them-emotions, *[probe for 

cognitions, behavioural] 
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Appendix G 

University of C ape Coast 

Faculty of S . oClal Sciences-CHLS 

Department of Hospitality and To . . 
unsm Management 

In-depth Interview Guide Pu . _ rposlve Sampling Stage 

Personal data 

CountJ.y of Oligin 
Reasons for visit 
Length of stay 

P laces visited 
Expenditure on food 
Date of birth 
Travel party 

I . How did you get to know about Ghanaian local dishes before arriving in 

the country? 

2. What kind ofinfonnation were you looking for/what kind ofinformation 

were you given about Ghanaian cuisine? 

3. What messages did the information convey about the food and drinks? 

4. How did the information you receive/get influence your desire to try the 

food? 

5. How did you feel being a foreign visitor in a local restalrrant and trying 

to buy local cuisine? 

6. How did the locals in the restaurant treat or see you? 

7. How did you go about selecting one item over the other? 

how you 
felt about the vending environment and the 

8. Please describe 

service. 
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9 . How will you describe you c . . 
ore consumptIOn expenences in relation to 

the attnbutes of the food [taste flavour texture te tur I·t ' , ,mpera e, qua 1 y, 

quantity] etc. 

10. What do you like about the food you ate and what don't you like about 

them and others you did not eat? 

11. What are some of the memories that you will take with you? / do you 

have anything to remember your experiences with Ghanaian cuisine? 

12. What will you tell your friends about the local dishes you ate during 

your visit? 
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Appendix H 

University of C ape Coast 

Faculty of Social Sciences-CHLS 

Department of Hospitality and Touri M sm anagement 

In-depth lntenriew Guide _ Theoretical Sampling Stage 

Personal data 

Country of origin 
Reasons for visit 
Length of stay 
Places visited 
Expenditure on food 
Date of birth 
Travel party 

I. Information search experience 

a. What sources of information did you consult with regard to 

Ghanaian cuisine before coming? 

b. How will you descnbe the source and the information got 

(informative, uninformative/ adequate, inadequate) 

c. Did you consult any local for information on the food when you 

came in? (locals/cultural care givers) 

d. What are you reasons for consulting them? 

e. How did the infonnation you receive from them influence your 

purchase decision? 

( What other infomlation did you look for on Ghana? 

2. Motivation fOf eating Ghanaian cuisine 
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a. Please can we talk about the . . 
rnotwatlOn behind your preference 

for Ghanaian local cuisine whl·le h . Gh ere mana? 

3. Please can you descnbe your purchase 
experience? Your actual 

encounter with the vending environment.· 

a. Attitude of services, wait time, aesthetics, sanitation, 

information supply 

b. Service quality 

c. VaIue for money 

4. Please can we talk about your consumption itself? The food that you 

have tried so fur what do you like or dislike about them in temlS of, 

a. Flavour (taste and smell) 

b. Odour 

c. Texture (how it feels in your mouth) 

d. Tactile (how it reels in your hands) 

e. Appearance, colour, size, shape 

5. Health properties of the food 

a. Food quality 

b. Food safety 

c. Healthy options 
. with the food you have 

6. How do you intend to relive yow· experIences 

tried so fur? 
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