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Destination Food Image of A u s t r a l i a  
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B. Chinese Food 
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S o u r c e :  B r a n d  I m a g e  M o d e l  ( G a r t n e r ,  1 9 9 3 ;  K e l l e r ,  1 9 9 3 )    S o u r c e :  T o u r i s m  A u s t r a l i a  ( 2 0 1 4 )    
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*  A u s t r a l i a n  f r e s h  l o c a l  f o o d          A u s t r a l i a n  s i g n a t u r e  d i s h  



F o o d  e n v i r o n m e n t   D i n i n g  w i t h  v i e w s   

F r e s h  &  q u a l i t y   E x o t i c  f o o d / p r o d u c e   

F i n e  d i n i n g ,  p r i c e ,  s t a t u s  S t r e e t  f o o d  

M u l t i c u l t u r a l  c u i s i n e  

F o o d  c u l t u r e  
C u i s i n e  
L o c a l  d i s h e s   
W e l l - k n o w n  

* H i g h  v s .  l e a s t  a p p e a l  i m a g e s  
in d icat in g  th at  th e s e  att r ib u te s  we re /we re  n ot  re cog n is e  by  th e  p ote nt ia l  Ch in e s e  tou r i st s  



A s i a n  c u i s i n e  

F i n e  d i n i n g   

C o o k i n g  c l a s s e s  

F o o d  t o u r  F e s t i v a l s  &  e v e n t s  S t r e e t  f o o d  

L i f e s t y l e  L o c a l  f o o d ,  e x o t i c  f o o d  S e a f o o d  m e a l  

*  C h a n g i n g  b e h a v i o u r  o f  C h i n e s e  M i l l e n n i a l   
F o o d  c u l t u r e  &  c u i s i n e  d i m e n s i o n ,  w i l l i n g n e s s  t o  s a m p l i n g  n e w  f o o d  
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F o o d  c u l t u r e  

F o o d  e n v i r o n m e n t  

D i n i n g  p l a c e s  



What does this mean?  

1. How effective  is your food tourism    
branding strategy to the Chinese market? 

 

  Strategic alignment 

 

2. What food experiences are the most 
authentic at your destination? 

 

  Authenticity of local cuisine  
 

 

 

 

 




