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Abstract

This study explores how ethnic restaurants serve their role as ‘tourism at home’, by investigating customers’
motivation to visit ethnic restaurants, especially in relation to tourism. This study adopted a grounded theory
approach, using semi-structured interviews composed of two phases. The first phase of interviews was
conducted with 18 British people who had experienced at least one of the four ethnic restaurants, Chinese,
Japanese, Thai or Korean. The second phase of interviews was conducted with 12 British people who were
actually visiting one of the origin countries of those restaurants, Korea, to see if people share the same
motivation to visit ethnic restaurants as travel motivation. Six common motivational factors between visiting
ethnic restaurants and travel (ie., to change/ escape from the routine, to experience something new/
different, to experience and learn about another culture, curiosity/ desire to explore unknown, togetherness,
and travelling itself) were established through findings, and the relationships between motivation to visit
ethnic restaurants and tourism, and how they influence each other were identified.
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Introduction

Food is more than eating or the nutrients it provides. Ethnic food is defined as being characteristic of a
region and/or culture reflecting the attitudes, values, traditions, heritages and beliefs of a culture (Mora, 1998).
Similarly, Mason and Paggiaro (2012) stated that native food represents the place of origin, as well as local landscape
and culture.In this respect, ethnic restaurants serving ethnic food at home are often said toprovide an experience
of* tourism at home” (van den Berghe, 1984; Cohen & Avieli, 2004).

Food and Tourism

Food has long been regarded as an important component of the tourist experience at a destination, being part
of creating a memorable tourist experience (Plummer et al., 2005; Hall & Sharples, 2003). In particular, it is recognised
as an important part of the cultural tourism market (Mason & Paggiaro, 2012).Consuming ethnic food, or local food
when a person is in a tourist destination, has been regarded as one of the essential parts of the tourism experience.
Tourists are secking authentic and unique experiences and consumption of the food of the destination takes the
tourist closer to the host culture. Kim et al. (2009) demonstrated that tasting local food satisfies tourists’ appetite and
offers local cultural experiences, and tourists consider local food not only as sustenance but also as one of the unique
and original attractions during a holiday. Moreover, the food itself can play a critical role in differentiating and
promoting a tourist destination. Food helps to enhance the quality and competitiveness of a country’s tourism
industry through marketing strategies and brand-building (du Rand et al, 2003; Lan et al, 2012). There atre
opportunities to create a positive association between food and a destination, since food is branded by nationality (e.g.
Chinese, French, Italian and Mexican) (Okumus et al., 2007).
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Thus food may eventually increase the likelihood that tourists will visit the regions when the food or image of
the cuisines becomes popular in the minds of tourists, since it will naturally link to an array of benefits and positive
expectations of quality, reliability and trust of the food.

In the end, it will naturally lead to increased travel intentions to the region of the food (Horng& Tsai, 2010;
Horng et al.,, 2012). Alderighi et al. (2016) concluded that local food specialities have impact on the decision to
visit/revisit a tourist destination in their research, which was the case of a mountain region. Accordingly, food can act
as either a primary or secondary trip motivator (Quan & Wang, 2004) by influencing the tourist’s destination choice or
decision making (Ritchie et al., 2011).There have been several studies focusing on tourists whose major motivation to
visit a destination is for experience of food and beverages (e.g. Galloway et al., 2008; Sparks, 2007).However, all or
nearly all tourist activities are food related, regardless whether a tourist is interested in trying local food or not. Eating
at tourist destination is an obligatory tourist activity, to provide the energy and essential nutrients needed for body
functions (Richards, 2002). Thus, eating is a critical precondition for other tourist activities as well, even if there is no
available or acceptable food for a tourist.

Consuming the differences of the food other than one’s own means a sense of adventure, adaptability, and
openness to other cultures, but this openness to other cultures often involves a certain amount of potential risk, as
cating directly involves incorporation of materials in to the body (Molz, 2007).One personality trait closely related to
the perception of the risk of consuming unfamiliar food, such as ethnic food, is food neophobia. Pliner and Hobden
(1992:107) defined food neophobia as a personality trait, “a continuum along which people can be located in terms of
their stable propensity to approach or avoid novel foods.” The authors developed a 10-item food neophobia scale
which assesses the trait of food neophobia. Food neophobia is believed to predict a willingness to try novel foods but
is also associated with the frequency of eating and intake quantity and anticipated liking of the foods (Eertmans et al.,
2005). The food neophobic tendency can be significant in food consumption in tourism settings (Fischler, 1988).
Some tourists may be reluctant to try unfamiliar local foods because of unfamiliar ingredients or the risk of being
unaccustomed to its taste or flavour (Mak et al., 2012). Ji et al. (2016) suggested that tourists’ actual food consumption
on a destination depends on this personality trait, and the neophobic tendency exerts negative impact on the
consumption of novel food.Therefore, food which can be an attraction to some tourists can be an impediment for
other tourists (Cohen &Avieli, 2004).

Ethnic Restaurants and Tourism

Ethnicfood is often used as a way to promote national cultures for the purpose of boosting the tourism
industry of a country, as seen in the case of Korea. The Korea National Tourism Organisation, in association with the
Ministry for Food, Agriculture, Forestry and Fisheries, recently announced a strategy to boost the tourism industry of
Korea through promoting Korean food and supporting Korean restaurants abroad (Gonggam Korea, 2010). The
Tourism Bureau of Taiwan has also promoted Taiwanese cuisines with an international culinary brand marketing
strategy, which aims to create a unique culinary brand in the international market through consistent image building of
Taiwan’s food in order to attract more foreign tourists (Horng et al., 2012). Similarly, in 2010, “Gourmet Taiwan
International Action Program “was launched to internationalise Taiwanese cuisine. The objectives are to boost the
global competitiveness of the Taiwanese restaurant industry, and to increase Taiwan tourism, by assisting restaurateurs
to develop overseas business locations and by marketing Taiwanese cuisine overseas (Lan et al., 2012). Likewise,
Thailand has recently developed the “Global Kitchen Project,” to export its cuisine globally by creating overseas Thai
restaurants which bring Thai food to the world and enhance Thailand’s gastronomic identity. Through its promotional
advertising, the country also invites tourists to experience its cuisine in Thailand, believing that eventually, those who
taste and love Thai food overseas will be willing to travel to Thailand to experience the authentic product (Horng&
Tsai, 2010).

In terms of the ethnic food market, the market for ethnic foods has been growing rapidly due to international
trade, globalisation, migration and tourism, and consuming ethnic cuisine is one of the major trends in the restaurant
industry in many developed countries such as the U.S. and the UK (Ebster& Guist, 2004; Jang et al., 2009;
Meulenberg & Viaene, 1998). The ‘average wotld citizen’ now has more exposure to various ethnic foods and
products (Torres, 2002), and people’s desire for healthier but flavoursome cuisine has contributed to the growth of
the ethnic foods industry (Verbeke & Lépez, 2005). In the UK, ethnic food market increased 28% in value sales
between 2007 and 2012 to reach /1.4 billion, and it had expected to decrease since the economic turbulence.
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However, ethnic restaurants have enjoyed robust growth again since 2015 (Mintel, 2012; Mintel 2017). In the
U.S,, sales of ethnic foods are expected to reach $2.7 billion in 2015 (Agricultural Marketing Resource Centre, 2012).
Given the above, ethnic food, a highly culturally based product compared to other general food (Chaney & Ryan,
2012), and one of the fastest growing markets in the restaurant industry, can play a critical role in tourist destination
marketing by creating a positive image of a region or a country as a tourist destination. Accordingly, ethnic restaurant
experiences can influence people’s holiday decision making process. Another possible influence of ethnic food
expetiences in ethnic restaurants is that it can reduce the fear of having local food in a tourist destination. All or neatly
all tourist activities involve food. Whether a tourist is interested in trying local food as a tourist experience or not, he
or she needs to eat (Plummer et al., 2005), even when they feelit is risky to consume the food in a tourist destination.
According to Optimal Arousal Theory (Iso-Ahola, 1980), people tend to avoid or withdraw from that setting if a
leisure or tourism environment is perceived as providing too much risk, which implies that an individual may avoid
going to a tourist destination in the first place if the individual regards the local food as too unfamiliar and perceives it
as a “risk”.

Exposure to unfamiliar foods and repeated exposure to those foods tends to increase preference and
familiarity for those foods (Pliner, 1982). Similarly, an increased exposure to a wider variety of ethnic dishes can lead
to an increased interest in consuming local foods and ethnic foods (Torres, 2002). Therefore, ethnic restaurants can
provide potential tourists of a destination with familiarity and interest in local foods, or at least reduce the fear of the
food at the destination.

It is said that food in tourism and dining out are closely related (Mak et al., 2012).However, there is scarce
literature on why people choose to go to ethnic restaurants, especially in relation to subsequent travel motivations and
tourism. There have been several studies regarding ethnic restaurants, but the focus has been mainly on customer
satisfaction and behavioural intention, such as customers’ willingness to recommend or revisit the restaurant, rather
than their initial motivation to visit the ethnic restaurants (e.g. Ha & Jang, 2010; Liu & Jang, 2009; Jang et al., 2011), or
have focused on one specific aspect, such as the role of authenticity (Ebster & Guist, 2004) or food safety training
(Kwon et al., 2010) in ethnic restaurants. Similatly, even though there have been studies regarding motivations for
visiting general restaurants (e.g. Auty, 1992; Ayala et al., 2005), fast food restaurants (e.g., Baek et al., 2006; Elder et al.,
1999), and fine dining restaurant (Nijte et al., 2008), there has been lack of study on motivational factors for visiting
ethnic restaurants. Since motivational factors and attributes in restaurant selection can differ according to the type of
restaurant (Johns & Pine, 2002), it is necessary to identify motivational factors and attributes specifically related to
ethnic restaurants. Also, considering the unique characteristic of ethnic restaurants in that they serve the role of
“cultural ambassadors” (Wood & Munoz, 2007) and consequently “tourism at home”, the primary objective of this
study is to explore motivations for visiting ethnic restaurants and their relationships with tourism.

Definition of ethnic restaurants

For their study of ethnic restaurants, Ha and Jang (2010b: 525) defined ethnic foods as “foods from other
countries that an individual does not eat on a regular basis”, and used Korean restaurants in their study since they
were accessible, but still perceived as “exotic” by customers in the U.S. In the same context, Lee et al. (2009)
excluded Italian and American food in their study regarding ethnic restaurant image in Korea, since Italian and
American foods are no longer regarded as “exotic”, having become “mainstream” in the restaurant industry.
Therefore, it can be concluded that even though the food is from other country, it is not considered as “ethnic” if the
food has become common to customers in their own country. In market research regarding ethnic food and ethnic
restaurants in the UK (e.g. Mintel 2012, Mintel 2013, Keynote, 2012), restaurants such as French, Italian were
excluded, and restaurants mainly from the Far East and Asia were included, as well as Caribbean and Mexican. Among
these ethnic restaurants, this study focused on Asian restaurants, namely Thai, Japanese, Chinese, and Korean
restaurants. These are considered as “exotic” and thus “ethnic restaurants” to UK customerts.

Tourism and Tourism at home
Study Method

A qualitative research approach was adopted for this exploratory study, which investigated and described
ethnic restaurant experiences. More specifically, the current research adopted a grounded theory approach with the
purpose of conceptualising the motivations undetlying people’s decision to visit ethnic restaurants and their
relationship with tourism. A grounded theory approach was suitable for the current study since previous research
regarding people’s motivation for visiting ethnic restaurants is sparse (Kim et al., 2009).
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Thus, the purpose for this study is not confirming or testing of a theory but rather exploring the area,
focusing on depth and quality of the data (Strauss and Corbin, 1998).with aim of establishing a theoretical model
(Mehmetoglua & Altinay, 20006). This is the purpose of the current study, to gain insight into people’s motivations in
their own words, and to put conceptual labels and interpretations to the data. Previous studies have pointed out that a
researcher does not begin with a preconceived theory in mind (Glasser& Strauss, 1967; Strauss & Corbin, 1990), and
the existing literature plays an important role at the latter stages of the process, because the researcher needs to obtain
knowledge on grounded concepts linked to the theory derived from data (Strauss & Corbin, 1990).This paper follows
the same sequence.

The current research was composed of two stages, first regarding ethnic restaurant choice motivation and
second, regarding travel motivation in order to compare both motivations and explore common motivational factors
and relationships between them. The data were collected using semi-structured in-depth interviews, which are useful
in exploring ‘why’ people choose to do certain things in more depth, to seek new insights, identify general patterns,
and understand the relationships between variables (Altinaty & Paraskevas, 2008). To obtain insight into the
interviewees’ experiences with ethnic restaurants, in the first stage, semi-structured face to face interviews were
conducted with 18 British customers who had been to Asian restaurants (Thai, Japanese, Chinese, Korean) in the
UKto explore key motivational factors related to visiting these restaurants. The profiles of the interviewees are
described in

Table 1. Also, by investigating the travel motivations of 12 British people who were visiting Korea, the origin
country of one of the Asian restaurants, this study identified the relationships between motives for visiting ethnic
restaurants and travel, and determined common elements. The profiles of the participants visiting Korea are depicted
in

Table 2.

Since the purpose of the study is to generate understanding rather than to generalise findings or confirm a
theory, a purposive sampling method was adopted (Saunders et al.,, 2007). It transpired that interviewees from the
second stage of interviews (visitors to Korea) had comparably higher educational background, which probably reflects
that people with a higher educational background tend to travel more to learn about other cultures (Warde & Martens,
2000). However, this study focuses on the phenomenon itself, so emphasis was on information from the data rather
than on how many or what type of people shared the phenomenon (Patton, 2000; Jamal, 1996).

Based on the background knowledge derived from literature review and previous study, interview protocols
for each stage of interviews were developed. The interviewees of first stage (Asian restaurant customers) were asked
the same set of questions derived from related literature and previous study regarding motivational factors for
restaurant choice, but with flexibility in the ordering and the contents of the questions depending on the flow and
context of the interviews. The interviewees of the second stage (visitors in Korea) were all asked the same questions,
which were different from those in the first stage of the interviews, and followed an interview protocol developed
based on previous studies regarding travel motivations. Interviews took from 20 minutes to 70 minutes depending on
each interviewee’s story. The procedure for the two stages of interviews is described in figure 1.

Figure 1. Procedure for the interviews

/- Interview 2 ™
(Travel Motivation)

Literature Review Literature Review

Interview |
(Ethnic Restaurants Motivation)

Background for Interviews Background for Interviews
Derived Derived

—_— l

Developing Interview Guide Developing Interview Guide
I Pilot Study Pilot Study

Main Interview (in the UK) Man Interview (in the KOREA)
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Data were not analysed by questions while being collected. Digital recordings of interviews were transcribed
verbatim into text and data analysis followed the three steps that Strauss and Corbin (1998) suggested. First, the data
were disaggregated and categorised into conceptual units specifically related to the topic of the current research. Then,
the emerging relationships among categories were identified, followed by identifying principal categories and
integrating them. These findings were integrated with findings from existing literature to build a conceptual
framework.

In terms of data analysis, initially data were analysed without imposing a pre-defined analysis framework,
consistent with grounded theory. Grounded theory is regarded as a process of constant comparative analysis.
Therefore, the analyst returned constantly to data sources, to confirm perspectives of the emerging interpretation and
to obtain new data, where appropriate (Heath & Cowley, 2004; Strauss & Corbin, 1990).

Table 1. Profile of participants (Stage 1)

Respondent |Gender Marital Age Education Occupation vae! 3
status experience
EM-1 Female Single 25-34 Postgraduate Graphic Designer No
EM-2 Male Single Under 24 Undergraduate Student No
EM-3 Male Single Under 24 Undergraduate Student No
EM-4 Male Single Under 24 Undergraduate Student No
EM-5 Male Single Under 24 Undergraduate Student No
EM-6 Female Married  |Over 55 Undergraduate Retired(former swimming Yes
teacher)
Retired (former development
EM-7 Female Single Over 55 [-igigfzjuate manager() ’ No
Volunteer at Royal festival hall
EM-8 Male Single Under 24 Undergraduate Student Yes
EM-9 Female Married  |Over 55 Postgraduate English Lecturer Yes
EM-10 Male Single 25-34 Undergraduate Sales advisor in health club No
EM-11 Female Married |35-44 Diploma(College) Project technical coordinator No
EM-12 Male Single 35-44 Undergraduate Technical engineer in lighting  [No
EM-13 Female Single 25-34 Level 3,College Beauty Therapist No
EM-14 Male Single 25-34 Postgraduate PhD student Yes
EM-15 Female Married  |45-54 Undergraduate IT system No
EM-16 Female Married  [35-44 Undergraduate Doctor No
EM-17 Male Single 45-54 Postgraduate Head project manager Yes
EM-18 Male Single 35-44 Postgraduate Medical machine buyer No
Table 2 Profiles of participants (Stage 2)
Respondents Gender Marital Age Education Occupation
Status
TM-1 Female Married Over 55 Postgraduate Housewife
T Female Married Over 55 Postgraduate Retired
M-2
(Former teacher)
T Male Married Over 55 Postgraduate Retired
M-3
(Former teacher)
TM-4 Female Married Over 55 Undergraduate Teacher
TM-5 Male Married Over 55 Postgraduate Teacher
TM-6 Male Single 35-44 Postgraduate Nurse
TM-7 Male Married 45-54 Postgraduate Chemical Engineer
TM-8 Female Single 25-34 Undergraduate Teacher
TM-9 Female Single 25-34 Undergraduate Publisher
TM-10 Male Single Under 24 Undergraduate Unemployed
TM-11 Male Single 25-34 Postgraduate PhD student
TM-12 Male Single 25-34 Undergraduate Local government
officer

Research Findings

The findings were categorised into common motivational factors between visiting ethnic restaurants and
travel, and the relationships between tourism and ethnic restaurants. Thus, data were integrated and are not reported

j*Travel experience: Interviewee’s travel experience to the origin country of the restaurant they visited.
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separately. From both the stage 1 of interviews and existing literature, motivational factors for ethnic restaurants were
identified, not only motivations for general restaurant choice but also motivations unique to ethnic restaurants, such
as for change, learn about another culture, for the memory of previous travel and curiosity. The findings are
summarised in figure 2. After the stage 2 of interviews investigating travel motivations, six common motivational
factors between visiting ethnic restaurants and travel to a related country were identified: (1) to change/ escape from
routine; (2) to experience something new/ different; (3) to expetience and learn about another culture; (4) cutiosity/
desire to explore unknown; (5)togetherness, and (6) regarding travelling itself. These are discussed further (See
Figure 2).

Figure 2. Summary of findings

Ethnic Restaurant / Common Motivations \ Travel Motivation

Choice Motivation
Change/ escape from daily Tourist attraction
For the memory of routine
previous travel Active learning/
Experience something involvement
Authenticity new/different
General restaurant Experience/learn about another
choice motives culture
(food-related,
Non-food related) Curiosity/ Desire to explore
unknown
Togetherness
(Travelling)

\ /

Each Category of responses relating to common motivation is discussed below.

For change and escape from the routine. Participants from both first and second stage interviews related their
reasons for visiting Asian restaurants, or for travelling, as being to escape from routine. Customers wanted to go to
cthnic restaurants to feel some change from their daily life, especially through having different foods from those they
usually ate:

“sometimes it’s just a nice change, from things I would cook myself...”
(EM-4, Male, aged under 24)

“...they never quite end up being in same as other restaurants.” (EM-8, Male, aged under 24)

Warde and Martens (2000) mentioned that one of general reasons for consumers’ eating out is ‘getting a
change’ from what they eat every day. In the same context, interviewees in the current study enjoyed different food,
cooked in a different way, with a different taste, presentation, textures and different spices. Asian restaurants make
respondents more aware of flavours that are different from what they usually have, making them feel they atre
experiencing greater change from their daily lives than they feel in other restaurants. This is one of the functions that
dining out can offer- the hedonic value of the restaurants. Hedonic value is subjective, personal, and results derive
more from a product’s or service’s uniqueness, symbolic meaning or the emotional arousal and imagery it evokes
(Holbrook & Hirschman, 1982),“an overall assessment of experiential benefits and sacrifices, such as entertainment
and escapism”, whereas utilitarian value is defined as an overall assessment of functional benefits and sacrifices, such
as price and location(Over by and Lee, 2006: 1161). Thus, ethnic restaurants seem to fulfil hedonic values, with more
experiential benefits for customers by making them feel greater change and escape from their daily routines.

Ha and Jang (20102a) examined the relationships between perceived values regarding dining experiences in
Korean restaurants in the U.S. and their impacts on customer satisfaction and behavioural intention. While the
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utilitarian value of the restaurants, such as providing tasty and healthy food options is still important, they revealed
that hedonic value significantly influenced customer satisfaction and behavioural intention, and this hedonic value was
evoked by traditional aspects of Korean foods. The taste of food was regarded as a utilitarian value, but traditional
Korean food itself was considered as hedonic value. Therefore, it can be concluded that ethnic food can meet
customers’ satisfaction in terms of hedonic value, including escapism, with different and unique tastes, textures and
presentation of the ethnic foods.

Similarly, people also decided to travel to Korea because they wanted a change in their mundane daily lives:

“...we wanted to feel something fresh, something exciting... that’s why we chose to travel to Korea...just
wanted to make some drastic change.” (TM-10, Male, aged under 25)

From the above quote, it appears that the participant was not satisfied with his daily life. He was a relatively
young interviewee compared to the others, had just finished university and was struggling to find a job. This probably
explains why he thought “England is not the easiest place to live” and why he wanted to have some change and
excitement. Dann (1977) suggested two key travel motivations: “anomie” of the society and the psychological needs
for “ego-enhancement”. Anomie represents the desire to transcend the feeling of isolation which is inherent in
mundane life, as well as the desire to simply get away from it all, while ego-enhancement arises from the desire for
recognition, obtained through the status conferred by travel. Krippendorf (1987) supported this desire to ‘get away
from it all’, stating that escape is one of the two most important psychological needs that people go through before
they make a decision to take an overseas vacation. Other travel motivation studies have also found that tourists are
motivated to travel to escape from the routine of daily life, which has been regarded as an intrinsic reward that people
believe a leisure activity can provide (MacCannell, 1977;Iso-Ahola, 1982). IsoAhola (1982)’s escape-seeking dichotomy
viewed leisure behaviour as a process that provides a tourist with an outlet where he/she can avoid something and
seek something at the same time. Escaping is “the desire to leave the everyday environment behind oneself” and
seeking is “the desite to obtain psychological (intrinsic) rewards through travel in a contrasting (new or old)
environment” (Iso-Ahola, 1982:261). A tourist may have desire to escape their personal world and personal troubles,
difficulties and failures, as seen in the case of the interviewee above, and/or the interpersonal world. Getting away
from routine life has been reported as one of the main reasons or “push factors” for tourists to make a decision for
travel. (e.g., Crompton, 1979; Uysal& Jurowski, 1994; Kozak, 2002; Yoon &Uysal, 2005). Further Jonsson and
Devonish (2008) maintained that when people want to escape to another territory or country, they often choose to
travel, and as respondent 10 said, as people want more drastic change, it seems that they tend to find more exotic,
more unfamiliar places to visit such as Korea for UK tourists, and this could also be applied to customers who visit
Asian restaurants to try more unfamiliar and exotic, unique food.

To experience something new and different. Both customers of Asian restaurants and tourists in Korea
viewed “differentness” and “something new” as good, fascinating and exciting, and these were amongst their
motivations for their choice of restaurants and travel destinations. They looked for different and new things not
necessarily for a change, but because they think the differentness itself is exciting and interesting:

“It’s lovely going out to try something different..”(EM-8, Male, aged under 24)

“It’s the different flavours, spices, they use some...still very different from European food. British food I say
it’s very European now, lot’s of French, Italian, Spanish influences...Asian food has different textures, um,
different spices they use, that’s why I like about it.” (EM-18, Male, aged 35-44)”

Previous studies regarding ethnic restaurants revealed that one of the reasons for customers to visit ethnic
restaurants is novelty seeking. Roseman (2006) identified that the main reason for U.S. consumers to go to ethnic
restaurants was to have food that was different from what they have at home and to have food with a variety of
different tastes. It was confirmed by Ha and Jang (2010a) that customers seek novelty at a restaurant reflecting a
different culture, and this is one of the major purposes of visiting an ethnic restaurant. Similarly, British tourists in
Korea said one of their main travel motivations to visit Korea was for new experiences and to try something different.

“It’s exciting to come and see, you can go somewhere and trying something new and different...”(TM-9,
Female, aged 25-34)”

“well I think when I do travel, I like to visit a new place...I think it’s just experience seeing something
new...I found out it’s fascinating. I love it, it’s great...” (TM-6, Male, aged 35-44)
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Interviewees used the word “new” often when they were talking about the reasons why they chose to visit
Korea, such as “new place” and “something new”. As the interviewees said, they wanted to experience something new,
not because they wanted to have some change, but because they just thought it is “fascinating” and “exciting”, in
common with the interviewees talking about Asian restaurants.

In addition, something new and different reflects “uniqueness”. Interviewees said they came to Korea
because they can experience something that they cannot have in other countries:

“...And I found it’s fascinating country. Because it’s very different than anything else you can get in the world
really... It’s very unique, isn’t it. You know, it’s something you cannot do it anywhere else in the world.”
(TM-12, Male, aged 25-34)

This tendency of tourists to look for new things, which can be termed as “novelty seeking” has been reported
as one of the main motivational factors in tourist motivation theories. Also, novelty seeking arouses travel intention
(Jang et al., 2009). In the motivational theory of escaping and novelty secking mentioned previously, Iso-Ahola (1982)
suggested that novelty seeking is the basic motivational dimension of tourist behaviour, to seek a new environment as
a reward through travel. People who visited Asian restaurants and who travelled to a related country shared these two
motivational factors, escaping from daily routine and novelty seeking. In the theory of push-pull motivations, another
predominate theory in tourism motivational study(Brown, 2005), Crompton (1979) stated that novelty is one of the
two pull/external motivators to travel. This push and pull concept has been used widely to reflect the internal and
external drives that motivate people to travel (Kim et al, 2010; Rittichainuwat, 2008). While push factors are
considered as socio-psychological motives that drive people’s desire to travel, the pull factors are used to represent the
external stimuli that influence where people travel to meet their desires or needs. Many subsequent studies using the
theory of push and pull motivation have confirmed that novelty is one of the major factors (e.g. Yuan & Macdonald,
1990; Kim &Prideaux, 2005; Meng et al., 2008). Kim and Lee (2000) conducted a cross cultural study to see whether
there is a difference between the motivations of Japanese tourists and Anglo-American tourists, and found Anglo-
Americans placed more importance on novelty seeking compared to Japanese tourists, while Japanese tourists focused
more on togetherness and prestige.

To experience and learn about another culture. The most frequently mentioned motive for both Asian
restaurant customers and British visitors to Korea was to experience and learn about another culture. Interviewees
who visited Asian restaurants considered it as a way of learning about and experiencing a different culture, not only
because of the food, but also due to the atmosphere, decoration, service, the way the waiter or waitress was dressed
and the manner of eating. They thus regarded an Asian restaurant as a cultural space.

“...you get the experience of like small sample of somebody else’s culture, and appreciate of diversity..uhm..in
another level.. .like being able to taste something that people from all around the world would enjoy.” (EM-1,
Female, aged 25-34)

“.you’ll experience small part of their culture. You see how they operate the business, how they deal with
customers.. (EM-10, Male, aged 25-34)

“...just a bit of taste of cultural space, I mean the taste of culture. When you go to Chinese restaurant, you
will get chopsticks and you get the Chinese way of eating and sometimes you get those little crackers at the
end, I don’t know what they’re called, so something bit of taste of a culture, really. The space having typical
flowers or decorations on the wall... you know when you go to Chinese restaurants, you see the pictures on
the wall and Chinese writing...” (EM- 16, Female, aged 35-44)

In this context, some interviewees regarded visiting Asian restaurants as an alternative to visiting other
countries to experience the food and culture.

“...in the UK, we have all different kinds of food we can enjoy. We don’t need necessarily have to travel to
taste the food from around the world...”(EM-1, Female, aged 25-34)

“.if you can’t go to Korea, then if you have Korean restaurant, the best thing is, go and try and experiences
what are the foods they are having. It’s perfect also for, you know, to kind of gaining idea how they are
actually live in, what do they eat kinda stuff. It’s whole thing, it’s also like sometimes the way the food is
served, and how they actually eat it, it’s like whole experiences. So it’s perfect.” (EM-12, Male,aged 35-44)
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In common with interviewees, Van der Berghe (1984) and Wright et al. (2000) also stated that ethnic cuisine
is the casiest and most pleasant way to cross cultural boundaries and to appreciate diversity. Sukalakamala and Boyce
(2007), in their study of customers’ perception of their dining experience in Thai restaurants, also confirmed that
customers perceived going to ethnic restaurants as a good way to learn about different cultures.

Even though some of the interviewees from the current study did not seem to actively travel or visit other
countries to experience and learn about other cultures, including food, they still appreciated and cherished the
diversity of other cultures by visiting ethnic restaurants. Indeed interviewees reported that this was an advantage of
going to ethnic restaurants, since they can enjoy such experiences without travelling.

“Cultural experience” was also found to be the central motivational factor for travel. One of the frequent
phrases used by interviewees was “to experience culture”, when they were asked about their motivation for
travelling to Korea:

“We just want to experience the culture.” (TM-4, Female, aged over 55)
“We just come here to really, um experience the culture.” (TM-11, Male, aged 25-34)s

According to Kay (2009), cultural tourists have become common in modern tourism since the early 1960s in
Europe, and an interest in learning and experiencing different cultures has risen and it is one of the most evident
tendencies among tourists today (Lynch et al., 2011). A number of authors have confirmed this trend. Kozak (2002)
found that cultural motivation, originating from the wish to learn about foreign places, was one of the main holiday
motivations for British and German tourists. Similarly, Kim and Prideaux (2005)found that cultural experience was
the most important motivational factor, with novelty secking, when travelling to foreign countries. Nicolau and Mas
(2000) argued that an interest in broadening cultural knowledge stimulates people to visit faraway places. They did not
find that cultural motivations lead tourists to make longer journeys for their holidays, but they had a positive influence
on people’s willingness to pay a higher price. This would seem to support the current findings, since the flight cost for
British tourists visiting Korea is relatively higher than other tourist destinations from the UK Likewise, in a study
exploring Portuguese tourists” motivation for travelling to exotic travel destinations such as Brazil, Morocco, Egypt,
Mexico, Sao Tome and Principe, the knowledge factor, which is related to the need for doing and learning new things
and exploring different cultures and places was found to be a push factor (Correia et al., 2007). This can also be
applied to the motivational factors for visiting ethnic restaurants, especially for British customers visiting “exotic”
Asian restaurants, as seen above.

Other authors have noted that, for tourists, one of the ways to expetience the culture of a destination was
tasting local foods.All participants had tried and enjoyed Korean local food while they were travelling in Korea, and
believed that having local food was one way to experience the culture:

“We were in the Galbi (Korean BBQ) restaurant last night and enjoyed a lot! you know, the food is part of
culture and trip. You should try.” (TM- 4, Female, aged over 55)

“Food and drink is an integral part of experiencing culture. Ingredients, cooking styles, presentation styles and
cutlery vary differently across cultures. For example, in South Korea, Korean barbeques are a common style
of eating food — something that would provide a significant cultural experience.” (TM-12, Male, aged 25-34)

For tourists, local cuisine is one of the ways to appreciate the culture of a destination (Kivela&Crotts, 2000).
Since culture is a value system that forms a framework which guides behaviour of members of a society, culture
determines what people eat (Atkins & Bowler, 2001).Therefore, food has been regarded as an essential element of the
culture of a destination (Jones & Jenkins, 2002).Thus, food does not only satisfy tourists’ physical needs but also
tulfills their desire for gaining in-depth knowledge about the local culture(Hjalager, 2002).

Hence, both customers in Asian restaurants and tourists regard trying ethnic food as a way of experiencing,
learning about and appreciating another culture.

Curiosity/ desire to explore unknown. Some participants reported that their reason to visit certain Asian
restaurants was curiosity, just because they had never tried it before. These participants usually described themselves
as adventurous in relation to food and trying new things:

“because I hadn’t been to one before. (laughing)... I like to be adventurous with food, ...and I never had
Korean before. So I thought, um, okay, just give it a go.”(EM- 17,Male, aged 45-54)

“(It was) curiosity, I guess.” (EM-2, Male, aged under 24)
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New dishes are often regarded as exciting, interesting, sometimes fashionable and stylish, while customary
foods give consumers security and certainty(Warde, 1997). Human beings are omnivores, or food generalists, which
means they consume various foods, theoretically almost without limitation. However, eating is directly connected to
body, and conflict between interest in new foods and fear of trying new food arises. Consequently, a person has
curiosity about new foods and fear of new foods at the same time, and the balance between them may change in
different individuals and different circumstances (Rozin and Rozin, 2005). Considering that one of the motives for
visiting Asian restaurants is curiosity and to try foods they had never had before, it seems that to people who enjoy
ethnic restaurants, curiosity overrides fear of trying novel foods, perhaps having a more food-neophilic tendency. One
constantly lives in the continuum between the two poles of neophobia and neophilia. While food-neophobia reflects
prudence, fear of the unknown and resistance to change, food-neophilia explains the tendency to explore, the need for
change, novelty and variety (Fischler, 1988).Also, interviewees, who mentioned ‘curiosity’ or ‘because they never tried
it’, tended to like travelling. Likewise, British tourists in Korea stated that their decision to visit Korea was curiosity,
because they had never been to Korea:

“...because I” haven’t been to Korea, I came here.” (TM-6, Male, aged 35-44)

“We enjoy travels. We travelled all around the world, and Korea, you know. We’ve not been to Korea, so let’s
go! And there was opportunity.”(TM-4,Female, aged over 55)

Sometimes it seems that desire to go to new places is also for self-satisfaction/fulfilment and to have a feeling
of prestige from visiting countries which are not major travel destinations:

“I think it’s quite special, that you’re(KCorea) has not bloomed in the market yet, for Brits to come in to your
places...people like us, you know, we want to see the world...”(TM- 2, Female, aged over 55)

Prestige and self-fulfillment have been revealed as main motivational factors for people to travel, with
prestige and self-fulfillment found to bepush factors that lead people to travel (e.g., Crompton, 1979; Uysal&Jurowski,
1994, McGehee et al, 1996; Chan & Baum, 2007). This is associated with the self-image of tourists and how they are
perceived by others (Gilbert & Morris, 1995).One of the ways to achieve the self-fulfillment or feeling of prestige was
travelling somewhere “unknown”. The desire to explore and discover what lies beyond the known horizon has been
labelledthe “Ulysses Factor” (Anderson, 1970).It is a psychological factor in planning vacations, and motivates people
to travel and provides people with the feeling of self-achievement when it is fulfilled(Mayo and Jarvis, 1981), which
also seem to be applicable to people’s motivation to visit ethnic restaurants.

Togetherness. Interviewees also considered going to Asian restaurants as an opportunity to spend time with
their family or friends. By trying various kinds of foods at the same time and talking about it with friends or family,
visiting Asian restaurants was considered as a good opportunity to increase intimacy:

“You often go in a group, and you get big table, big round thing in the middle and lots of different foods that
you can have a little bit of that and little bit of that, and little bit of that, so try lots of little things...Usually if
you go to an ethnic restaurant, you usually go out decent evening and you take quite long time over it, so
everyone has quite big different meal and different courses, and specifically you’re sitting there for a few
hours, and chatting. You chat over the food and talk about it, so yes, it’s social experience...So it’s whole
experience, trying out different foods, and that just socialness as well.”(EM-9, Female, aged 35-44)

From the above statement, the advantage of going to Asian restaurants can be social experience, facilitated by
sharing food, consistent with Jamal’s (1996) study of ethnic restaurants, which found that one of the ways that
participants strengthened their relations with friends was by going together to eat at ethnic restaurants.

Occasion influences customers’ preference in choosing restaurants, which means that customers rank
variables differently when choosing restaurants, according to occasion (Auty, 1992).It seems that being able to try
different, unfamiliar dishes, and talk about them makes visiting ethnic restaurants more of a social occasion than other
meal experiences.

Similarly, tourists in Korea wanted to share their experiences with friends. Some interviewees who had been
to Korea before took their friends or family to Korea to share their experiences, even though they repeated the same
activities as on their first visit. Respondents who had not been to Korea before, also mentioned wanting to travel with
friends, and this was one of the reasons to visit Korea, despite not knowing what to expect in Korea.
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“It’s our third time to Korea. Three years ago, we came to Korea and this time to be with friends...We
persuaded them to come to Korea with us. We've been seeing things for third time, almost same. We are
desperate to show friends. You know, look at this, look at this, and look at this. (Female, aged over 55)”

Therefore, to be with friends/family or togetherness seems to be one of the motives for visiting Korea.
Correia et al (2007) maintained that sharing travel experiences and developing close friendships is one of three push
motivational factors for travelling. Being able to share travel experiences after returning home can also be important,
and was reported as one of the five key factors motivating Chinese into making travel decisions (Ryan & Mo, 2001).
Such sharing of experiences included pictures or going to Korean restaurants in the UK. By sharing new experiences
with friends and family, both customers of Asian restaurants and tourists in Korea strengthened the feeling of
togetherness.

Travelling itself. For some interviewees, visiting Asian restaurants was regarded as a substitute for travelling,
allowing them to feel as if they are travelling in that country:

“(In Korean restaurant) I will be expecting actual Korean feel. I will expect to feel like...maybe not makes

sense. but...being in England, but in Korea.” (EM-2, Male, aged under 24)

“They have trolleys being pushed and you see the food fresh and some things’ are cooked or warmed and you

are watching it. So it’s the whole experience as well. Suddenly you are eating Dimsum in China.” (EM-7,

Female, aged over 55)

“...if you didn’t realise that you just walked up the streets in London, you would thought, um actually maybe

I am in Japan,.”(EM-17,Male, aged 45-54)

Thus while an ethnic restaurant is a mere cultural space, it can also represent the origin country of the food
itself, and give customers an illusion that they are actually travelling in that country. Traditional foods and traditional
facilities and aesthetics are often regarded as important attributes in ethnic restaurants (Ha & Jang, 2010b; Lee et al.,
2009),andexplain in part how ethnic restaurants give customers an illusion that they are actually in that country. It
gives a holistic feeling, including all the senses such as vision, smell, taste and sound, listening to different languages or
music from the origin country.

Relationships between tourism and ethnic restaurants. The motivations for visiting ethnic restaurants and
travelling have some motives in common, and they also seem to influence each other. In addition to give customers
an illusion that they are travelling in the origin country, trying food in an ethnic restaurant seems to influence
customers’ awareness and interest in the origin country:

“(Visiting ethnic restaurants) actually makes people to aware of those countries and aware of their culture,
how they live in through the diet, definitely.” (EM-12, Male, aged 35-44)”

Furthermore, ethnic restaurants also seem to influence customers’ perception of the image of the origin
country:

“I think it could also be countries’ image... It’s part of the culture, and it represents the image. I don’t know
how to, but really is...that is their culture for me cause I've never been there. You might see in on TV, but it’s
not the same. Maybe because it’s running business overseas, they could be more authentic and more
cultural.”(EM-10, Male, aged 25-34).

Ethnic food experiences in ethnic restaurants in tourists’ home setting may thus reduce the fear of having
local food in a tourist destination. Tourists can have increased exposure to unfamiliar food based on rising numbers
of ethnic restaurants in their home settings. This may allow tourists to become acquainted with various foreign
cuisines and to gain some knowledge of local foods even though they have not visited the origin country of the
cuisine (Mak et al., 2012).

Horng et al. (2012) support this, reporting that tourists’ familiarity with the food and cuisine of a destination
has a positive influence on travel intentions toward the destination. Similarly, the findings of this study showed that
ethnic food experiences in ethnic restaurants can be a direct motivation for travelling to the origin country of the
restaurants:

“I can’t wait to go to China or Hong Kong, and maybe Korea and just to, you know, have the experience
more ethnic food in their own country, really.”(EM-9, Female, aged over 55)
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“I had Korean food in England but I never experienced fully, so (I thought) that would be nice, just to
experience Korean food...I thought it would be a nice thing to experience overall...” (TM-12, Male, aged 25-
34)

Conversely, tourists’ local food experiences in travel destinations seem to influence tourists’ future behaviour.
After travelling to a country, some people actively seek outa related ethnic restaurant in their home country.All
participants who had not been to Korean restaurants in the UK before they visited Korea reported that they would
look for Korean restaurants near where they live when they return:

“...when we go back, I am so sure that we will be looking for Korean food. I heard there are some Korean

restaurants in New Malden.” (TM-1, Female, aged over 55)

“When we get home, we are going to start Korean restaurants, Galbi (Korean BBQ)) restaurants. We think we
would go down one in Newcastle.”(TM-2, Female, aged over 55)

“And I am definitely going to search for the Korean restaurants, and trying to plan next trip back here.” (TM-
10, Male, aged under 25)

As seen above, previous travel experience to the origin country of the restaurant can motivate people to visit
cthnic restaurants, to remember a trip to the origin country. Jamal (1996) also argued that people who travelled abroad
and who experienced foreign food dishes may actively seek out those foods in their own country through ethnic
restaurants and/or supermarkets, and further they even may try to cook those dishes in their own kitchens. One
interviewee said that even though she did not like eating out, she visited only ethnic restaurants to remember the time
when she travelled to that country and to imagine going back:

“Eating sushi is a souvenir because in Japan, I spent quite a lot of time, and it is the most beautiful time in my
life. After, I realised that I haven’t been to many Japanese restaurants in Japan other than sushi restaurants. So,
eating sushi is for my memory.” (EM-6, Female, aged over 55)

Lupton (2005) argued that there is a strong relationship between memory and food. Taste often triggers
memories of previous food events or experiences around food, and vice versa. In other words, food can invoke
memory as well as certain memories generate a desire for a particular food. Sometimes, it is not only taste but also
memories of travelling to those countries that motivate people to visit ethnic restaurants.

In addition, participants who have more travel experiences tend to try a greater variety of ethnic foods, and
described themselves as adventurous in trying new things, including food. Also, they tend to more actively seek out
ethnic restaurants, even in cases where they are less available, while people with less travel experience tended to
confine themselves to ethnic foods that were easy to access. Also, travelling to the origin country of the food affected
customers’ perception of the authenticity of an ethnic restaurant. Authenticity in food cultures is difficult to define.
Authenticity of ethnic restaurants can be categorised into three different viewpoints, ‘objectivist’, ‘constructivist’, and
‘postmodern’. From the objectivist approach, food can be considered authentic when it was prepared by natives
according to tradition (Lu & Fine, 1995), and this can be extended to the interior and exterior of the restaurants
(Ebster&Guist, 2004).

On the other hand, constructivists reject the idea of authenticity as reality, and suggest it cannot be objectively
determined. What is considered as authentic is relative depending on the context and symbolism derived from social
construction (Cohen, 1988; Wang, 1999). The postmodern approach goes further, claiming that authenticity is not
important, and what consumers are looking for is enjoyable illusion, an idealised picture of the culture which comes
up to customers’ expectation (Ebster&Guist, 2004).Ebster and Guist (2004) further showed that culturally
experienced customers tend to put less importance on authenticity than culturally naive customers. In this study,
however, customers with many travel experiences, who can be regarded as culturally experienced compared to those
who had less travel experiences, did not suggest authenticity is less important, since they were all looking for
“authentic” restaurants. Indeed, those who had not been to the origin country of the restaurant, but had a lot of travel
experience, had different perceptions of the term “authenticity”.

For example, customers with few travel experiences considered authenticity as food cooked by or served by
the people from the origin country, comparing restaurant food with the prepared food in supermarkets. Customers
who had been to the origin country considered the food as authentic when it had a similar taste to that experienced
while travelling in that country. Participants who had been to the origin country often complained about the
authenticity of the food in restaurants in the UK, suggesting recipes had been altered to appeal to different palates:
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“normally if you went to Tesco whatever and you taste what they call traditional Chinese food, Japanese or
Indian food, you won’t taste actual aspect of how it tastes, whereas if you go to the restaurant, you taste how
they actually taste. So it broadens your aspect of tasting authentic food.”(EM- 13, Female, aged 25-34, no
travel experience)

“Sometimes they changed taste to western tastes, since it’s quite sweet, quite oily and quite salty. I am not
sure but maybe in the country they are from it'll be different. They changed the taste to suit our taste, so
sometimes too sweet compared to my experience, so I don’t like it.” (EM-14, Male, aged 25-34)

Those who had visited ethnic restaurants, but had not been to the origin country, and who had accumulated
many travel experiences were careful about using the word “authenticity”’. They talked about whether they liked the
food or not and said they did not know if it was authentic or not. Therefore, it seems that travel experience influences
customers’ preferences and satisfaction with ethnic restaurants and perception of authenticity.

Conclusions

The current study was conducted in the context of the growing market of ethnic restaurants and their use as
“tourism at home” and as a tool for destination marketing. Given the scarcity of research on ethnic restaurant choice
motivation and its impact on tourism, a grounded theory approach was employed, adopting semi-structured
interviews and reviewing of related literature. Through the first stage of interviews with British people who had been
to Asian restaurants in the UK, motivations for visiting ethnic restaurants were identified. With the second stage of
the interviews, British travellers’ travel motivations to visit one of the origin countries of the restaurants were
established. With the comparison between motivations from two sets of interviews, common motivational factors
between visiting ethnic restaurants and travelling, as well as the relationships between them, were identified. This
study identified six common motivational factors between visiting ethnic restaurants and travelling:1) to change/
escape from the routine,2) to experience something new/ different,3) to experience and learn about another culture,4)
curiosity/ desire to explore unknown,5) togetherness, and 6) travelling itself.

By identifying these motivations, this study demonstrates that motivations for visiting ethnic restaurants share
common factors with travel motivation. This could imply that ethnic restaurants function as means of engaging in
tourism at home, and there is a possibility that these factors could be developed into travel motivations to visit the
origin country of the restaurant. By fulfilling customers’ motivation to learn and experience another culture, ethnic
restaurants can play a role in marketing of a country, by conveying the culture and developing an image of the country.
Not only do visiting ethnic restaurants and travelling have motives in common, but they also seem to influence each
other (See Figure 3). Customers value the illusion that they are travelling in the origin country while they are dining in
an ethnic restaurant, and trying food in an ethnic restaurant seems to increase customers’ awareness and interest in the
culture of the origin country of the restaurants. For those with food neophobic tendencies, increased exposure to the
ethnic foods can decrease the fear of such foods. Therefore, countries such as Korea, Taiwan and Thailand have been
supporting and expanding restaurants serving their ethnic cuisine overseas, as a way to promote the country as tourist
destination. Furthermore, it was found that experiences of ethnic foods in ethnic restaurants in the home country
could be a direct motivation for the people to travel to the origin country.

Conversely, travelling influences people not only to increase willingness to try a variety of foods, but also to
actively find ethnic restaurants. Thus, it could be said that previous travel experiences motivate people to visit ethnic
restaurants, sometimes, becoming one way to remember previous travels. Travelling to the origin country of the food
also affects customers’ perception of the authenticity of an ethnic restaurant, and eventually it has impact on
preference and satisfaction with ethnic restaurants in their home country. These relationships are summarised in figure

3.
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Figure 3. A Model illustrating the Relationship between Tourism and Ethnic restaurants
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This study is a first attempt to understand the relationships between ethnic restaurants, “Tourism at home,” and
“Tourism”. This study contributes to academic knowledge, in terms of investigating motivational factors for choosing
ethnic restaurants, as well as informing destination marketers adopting food as a marketing tool. However, there are
limitations that should be considered. Since this study adopted a qualitative approach, with no intention to generalise
tindings, a purposive sample was used and the sample was selected in a restricted area in the UK in the first stage of
interviews. To expand the study to include more people from various areas in the UK would be helpful in the process
of building and confirming a more precise conceptual model. In addition, it is necessary to empirically test the
motivational factors derived from the findings of interviews, and continuously compare these with the results from
new research. Also, this study focused on UK customers and tourists only, so future research might take into account
those from other countries for a wider understanding and generalizability of the results.
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