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Abstrct
Rescorch purposes: Analyveing marketing strategies a culinary lowrism censers.
Methodolegy: This reeanch method 15 goolistive, where the informams who will provide infoomagion inthis soaky are: 1),

Murng:rdt‘nl.irnr_l,l Towmrizm Centers 11 persond, 23, Crwmer San (5 people). 310 Visitors o the Colinary Tourizm Centers
L0 wisiners ) froom each calinary searism.

Main Findings: Strategies o improve markeling in the Centmad Culimry Tourism In Sumabiya, between the manager and the
owner of the boeth maes pay atiention io the quality of the products produced, the determinstion of the selling price, the
promodion sysbem used o introdece the existence of culinary ourism cenlers which have gone through secial media, while
also paying attention o seroieee, cleanliness, and facilives pvailanle af the culinary wuriz=m,

Implicudions: 50 that the Depariment of Cooperatives and SMEs also the City Government of Surabaya can develop the
exisence of o culinory soartsm center must actively provide sssisance o develop & culinary iounsm center. And also
culimary enmepreneurs and owners continoe W imgeove the quality of products, fcilities, ervices, and the surmounding
environment s comsnmers can enpay e culinary specialiics of Surobayu,

Movelty/Originolily of this stody: This research raises the theme of the colinary industry in increasing ourism and
ressing the income of gitloens of the cliy

Keywords; Culimary Towriom, Soowbeve Oy, Marketing Steerepy, Sovall g Medtum Enrerprive (5 Es )
INTRODUCTION

The exislence of streel yenders in Surobaya is a2 phenomenon thit will mt be separsted Fom economic activilies in
Surghaya, Over time, the presence of five mraders in Surabaya has increased in pamber and the presence of sireet vendors is
comeidered (0 b disrupting maffic ecanse in carmying out its operational activities using soads in carmying b its business
pclivities [Fobthankin, Jusni & Mochklas, 018},

Theretore, the existence of sineet vendors is considered an illegal business, becanse il ocoopics public space and is misd in
acoradance with the cily vision which emphasizes the cleanliness, beauty, and neainess of the city (kb 20000, Therefore.,
sirect vendors ane the main torges of Susabeya city government policy, throosgh eviction and relocaion,

Facing this, the Surnbayn Ciry Government refoome the presence of street vendors, especially those engaged in ihe food and
beverage sectar by seiting policies nod allowed 0 rade on the mamiside. In sdifition, in an effor o overcoome the existing
problems (Mochblas, Pangeayuli & Scenarin, 20191, the Surahaya city governmend issued o policy o centradize the sineet
vendors in o place called the Calinary Toarsm Cenier,

The presence of sreet vendors in Surabaya every yeas continnes 1o inerease, In 2017, the numbe@pt culinary wunsm ceners
im Surabaya ax many ax 5 colinary tourism centers, where they are scaltered ol several poinds in Lhe Gty of Sarbaya and the
existence of a pumber of colinary tourksan will conlinue o inerease becanse there are sl many street vendors who cammis be
necomamodated nf the cenier pvailable culinory tours (Suryn, cogd, 2009,

The purposs of the csnblishment of colinery centers in the city of Surnbayn i< o simolate the economy of the citizens and
sur.wn mur'u-m ut:i'-ir'm. in ihe n.ir;. of "n-l.l-faa'tmﬁ The censer nf ::u.linur:.- lnurism is. I.I!'I:]ﬂ IJI-: Crffice of E‘mp-:ﬂiwu and

things in an effort o revive -,u.lmur:.- CEIErs, :nnmcl:.- pn'-duumn mulw.u:m:m rmurr:r: a.-mL mnrug{'mtm Surabays Cliy
Cooperative and Small and Mediom Enterprises Office ane more focused on improving e quality of hueman resouarces,
produiction. management, and firencial managemen.

LITERATURE REVIEW

Mil.T-:l Small .md Mr:llium ]:IIILFFU’j!E‘i are fooms of |1r|5-du:lil.'r: ul.lml:mi'u: enlnrpriu*i -L.]I'I'il'.'d ol I1:|-' irn'Ji.\'i.rJLm.'Ih or basiness
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The Internationa]l Culinery Toarism Association (ICTA) sys thal culinery lounism s 0 umgoe business of eating and
afrinking, which iz carvied out by every tourist who imavels (Heso, 202y Calinary woarism s tourism that provides vanous
service facilibies and integried colinary sctivibies o meet the needs of wansks who are buill for the purposes of recreation.

A visit 1o a place thad 1% a proclucer af Food, food Festivals, restigramis, aml special localions to try the asie of food and or
also o pain expenence gained from the tpical foocd of an area wiich is the main motivation for someone o rovel. The
definiticn of culinary foarism, dn penesal, b5 o place of visit for food producers, focd festivals, resourans and specific

ingludes activities 1o conswme locul Food frome an anea; ravel wish the moin purpose isfo enjoy food and drinds and or vigils
culimary achvity, ssch as o cooking schonl, visiting the center of the oed and beverapr indusiry: and to get o different
caperience when consuming food and drinks,

Marketing s an organizational funclion and a sevies of processes for creating, communicating & delivering value o
customers, anid for manoging customer relitions (Amencan Marketing Associniion-AbMA), Marketing i= 2 socinl and
minagerial process in which individuals amif growps of people get wiat they need and wand by creating., offering., and Ireely

H, the comeept of marketing i something vhit is imsngible, which is more & philesophy that can laser be trusied and beliesved
m msiking decisions.

Marketing Mix

Muorkesing in o company abms o generaie cosgomer satlsfoonion anid well-being for comsaimers i the long werme, which will be
the key in ohlxining prafits (Rutil, 2005 47

Murketbng Mix i & set of gools that companies ase o continaisly achieve their goals im the ey market (Kotler & Eelles

create, commmiieote and deliver valoe o cosomers (Botler & Beller, T8 740, classify the marketing mix inae four groops
called 4 P. nameely: Products, Flace Prices, and Proamaotions,

. Prslocis

Proxlucss are everyifiing offercd toothe markes in an etfon o meet the peeds and desires of copswmers. Prodocie offered
include physical poods, services, activilies, experiences., people, places. organizations, and weas. In addizion, prodocts
will b nhle o prowide dinect and indireei benefins o sisfy cosiomers,

b, PFrice

Prices ane importand in the marketing mix becaise prices give an impact om the income of a business. 1t can also ke saicl
thad prices ame the anly anes from the marketing max that can af fect. sales revenae. In adifition, pricing decisions will have
o sipmificod infloence in determining the value and benefize o be provided 0 cusiomers and play an impoman mods in
teseribhing the guality of o prodact.

. Flace

Places here can be interpreted o disribwgion channels or service locasions, The loentien of services wsed [0 supplying
services o the intended customers is the key o the decision. The decision o determine the location o be ased will
imvialve consideration of how the prodoct service s delivered foihe customer ond whens it will ke place,

d. Fromotion
Promotion s an actvily that commumicates product excellence and  persuafes largel cuslomers 0 want 1o make o
pairchase,

RESEARCH METHODS

Research Paraddigm

The mezthod used in this siudy is & goalitative research meshod with an analytical descriptive approach. The porpose of asing
this method ix o show and explain the commumity'’s response o the exisience of oulinery Worism e Surabaya (Deles
Culinory Tovwrism; Convention Holl Calinary Toansm: Dharmahvssdn Colinory Towrism; Klampis Culinary Mgasem and
Semoloware Culinary Tourism) in Surmbaya City, and Establish g stirstegy peneral development of culinary ousism culinary
taurs in ghe ciny,
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Drata Collecthon Procodure
The method wsed in conducting daga collection in research is comed ool throagh several methods of data collection, namely:

ik

b,

£,
il

(L

Chzervation, the rescarcher made direct observations at the Culinary Deles Center, Convention Haoll, Klampis. Mgasem,
s i hassacda., and Semolowane.

Inderviews, rescarchens conducied in-depth imterviews with manapers of Culinary Toarism Centers, Ston Onwners, aid
wisibars,

Cruestinnmaines. researchers al=o used guestiomnaine questionnaires o booth and visitor owners.
Documents, documents collected are in the form ol public documenis.,

Anclio and visual material. data collecied in the Tomm ed phiotos .

Informant

By shiis stody, the datn obtained s dovk or information thad is in accordance with reality [nothe feld, And processed with a
gualilative desoniptive approach that will be comeludied ll'.ll how the informunts respomdients in deve loping nurketing i the
culinary lonrism cenler. Some informantrespondents who will provide information: in this siody are Coliney Center
Mamagers, booth owners and visivors in the culinary center of Dheles, Bala Sidang, Dharmabusadn. ElampisMgasem. oul

Semolowan,
ata Analysis Technigoes
This sty uses an ingermctive pnalysis mode] proposed by Manhew B Miles ond AL Michse! Huberman,

,;::_ [hata violectlon = T — QEH e

FH"th"I_
T e pri

um B
= _— —— —_——
&

¥
I::""_F:m-r.n:lmﬂnm _':) C ¥ i lais B e n il e _:>

Figure 1z Interactive Micdel Calilstive Data Anadysis (Mides and Hubermony

Bowree: Soepivono (2T

The follewing are the stages of the research data anadysis fechnigue s follows

e,

Drata collecthon fechndgues

Al this stage, the dula is collecied by researchers abtzined from filling out guediommaines and the resalts af inlerviews,
heervations, and aher secomdary dats ohiained from the siudy siee, Where daan eollection s obtained from the
mampemend of culinary cengers, booth owners, aml visiors encountered. The interview lechmgoe used in this sidy s in-
depth interviews though the submission of guestions in depth related w the foous of the prablem.

Ikata reduction

Al this stage sarting amf simplification of the data obtained mom the results of [lling oul goeslionmaires, inlerviews,
ohservalions, documentation, nnd noges obdnined doring the datn collection was camied o,

Fresentation of dats

Al this dlape, the rewarcher begins o present the dala and keeps ohwerving the policy setting thal is adjesded o the
comifitions in the Geld. Based on the resulls of oherving the resalts of the presentation of the dala, it will be known thin
the comditions in the culinary ourism cemer will then be known o take action,

Drawing conclasans

Ar he end of the reseanch. process conclusions sre made. Here the reseascher will review 1he results of ineerviews,
ohservations, ond look bock @ the nesuls of the notes,
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RESULTS AND DISCUSS ION

Tonfay maskebing activities expenience o shill from tnubitional markebng o expeniential marketng {Alma, 20045 Where in
iraclitiona] marketing emphasizes the memeise inosales volome, while on experiential marketing the focus of marketing
srrutegies is oriented o consnmers, wherein producing producisservices hased on the needs and desires of consumers, it is
.
Marketimg schvilies carmied ool every effor = no excepioon m the cenler of culinary fiunsm aims G0 prodece stisfsction
that is fel by dhe cusomers who loier becoms o step in chizining profits (Ratlly, 30055 Where in carrying oat marketing
ucbivities pay atlembon fo the marketing mix in carrying i marketing strutegies. Kotler & Keller (2000 clasaty
morketing peols ino foar groups . aleo colled foor B Py, namely: Produce, Price, Promotion, and Ploce which can affect
the increase in sales on calinary tourism,

There are o umber of things thar maos be considered by culinary woerism cemers in their basiness markening srategies,
]y

. Ceonds Sald

In dessigning o snles sfrnegy, the owners of booths a1 culinory cemers mas fird ensure the qualing of Tocd or drinks
offered fo comsumers, which is very impordant fo oote becanse il is relaled i what consumer s feel when they wall make o
pairchase.

The purpos: of the sirsdegy o maistain the quality of food or drnks 5 10 be able 0 meel the needs and desizes of
comsnmers, Fulfilling the: needs amd desires of consanmers is & major foebor in carmying oud markenng. [ s expecied that by
knowing whad is desired and needed] by consumers, the pnsdoct will be prodoced in accorfance with the wishes of

IR

Therefore, producing goality food and bevernges s one way that con be dope o moinaining relotionships with consumess,
becanse cunsumers - who usually make an ascessment of the guality of oo and drinks provided by culinary teorism
centers, In adidfibion, 1t is expecied thad the owners of colinary cenler centers can produce food and beverages that hiae
goid brsie ond can maimain i, because most consumers soy 1t the faste of food in the culinary foarism center s m as
expectedd (Luniw, el al_; 2014).

The cwner of o Booh @ o cullnary cemer st also imovite on the tpes of ool amd beverages produced so tha
comsmers will nol ke bared beciuse new menus ane always available @nd will motivate consumers o keep visiting. Whene
mony consumers ane still ot satisfied with the focd and drink provided s she culinery cenger. And thene ane complaints
about the small selection of foxd and beverage varants available ud txo many booths selling the food choice,

Food and drinks procheced a2 the calinary ourism censer will be mone imeresting if comsimers can see the neenifacturing
process. Comsumer behuavior is the thing that umferdies consumers o make purchasing decisions, When deciding s buy an
irem or procluct, conswmess always think of the iems o be puschased in advance, Saming from the price. quality, funetion
or we Pedness of the goods, andd o forth. The activity of thinking, considering, and guestioning goods before buying is or is
included in consumer behovior.

There ase several ways kv inclicde consumers in making a product { Tandjune & Pravogo. 20006 ), namely:
+ Using Unlime Communities

There is an omline commanity for calinary lovers on social media sach as Foeebook, Instagram. ese. Each member can
provvide criticism anid suggestions that will be used by the company or the mamger and owmer of the culinary center {for
fari her imgrovement and improvement so that prodacts and services can be produced pecordingly with the needs and
desiines of consumers,

- Use the CHiling Comanmndiy

Beoah the management and the owmer of the booth can take odvimoge of the exisence of an ofifine commaniry, such as
irtisen groups . yoong workers, students. For example, in the Deles culinary cemer, there are often young workers who
lzke shelier in the same business where they meet ab the Dedes oulinary cemler, and this can be ufilized by the
management and owner of the booah et fhe visivors from whas they ane expecied and osk pboar the taste of food and
ibrink and what vaniety of feond and drinks they expect.
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- Use customer servioe

The mamagement of culingry osmsm centers shouhl provide media for consaimers o be able o convey all suggestions
unel criticisms for the development of culimary tourism centers. This has been done by the Dharmahaswda culinary
cemer where ielephone coniacis ane gvoiloble which can be osed for consumers o comvey everyihing they feel, bath
bt Fooud ainel beveruges, facilities avadlable, services provided, and others. Enter from eonsumers will be used for
repeire o that it is expected that what is done will be able toomees the needs and desines of consmers,

- Malmtaln cusiomer relationships

The munager and cwner of the boaoth at the colinory ourism cenler mas! maontain o goed redabonship with the
comsamers, the goal s that the cusomers wand o sabmit informatiion: aboi the food ond drinks they oodered and the
services received that will be msed w make improvements o food amd drinks and serdices they receral. Selain sruiegi
bamu untuk memmik pelonggan bam don menciplakan ansaks dengan mercka, para pengusahan bisnis kuliner im
harus. mempenahankan pelangpan yvaeg ada dan membangun relosi pngkn panfang yang mampu  mendatanphan
keuntumgan (Kotler & Ammedrng, 2000, THY).

b, Price

Prices here are 2 number that must be issued by consmmers i they want to enpoy the desined product. In business, it 1s very
impoman 10 coloulste the selling price of the producy o be sold s that o selling price will be peoersted than can cover all
proiduction costs amf the desined amount of profil.

The prices of foad und drinks sald a0 culinary centers e very affordable becagise they ronge from B, 10000 - Bp, 1510680
The celermination of the selling price is also adpsted 10 the majority of visitors who come o the culinary center, where mist
visitars ore stedents soch s the Dheles culinary center where s mony ns 680% of visiters e sucdems (Aadipeib & Broluoann
015,

©. Promotion

The resilis of inserviews with respondents stased thas the promaotion affects comsimers o come 1o the culinary center and
bary Tewsd i drinks sohd in this colinery ousism center. One siratepy that mast be dome i increasing sales is o camy oul
promistional activithes. Promotional activitles are very uscful in effoms to inirodoce the exisence of this cilinory warism
cender, especially the food and drinks provided. I optimal promistional activibies ane not camied out, even thoagh the food
unel drinks precuced are very deliciows: i will nol increase sales because ondy o pontion of the public Enows the exisbence of
this cullmary center

Alemg with the development of technology and most visilors come from youmg people, il is most effective o promole
throagh sociol medio. such as throsgh Insiagrom., YouTube, e, Where promation through social medin hns been camied ouw
ul the Dedes culimary center, Convention Flall, Klempis Mgasem, Dharmahusada, and Semolowane By collabesating with
onbine retailers, merchonis can have access o more infonmagion that can belp them make decisions, ond conaimess hnve
neeess o s wider range of producis and services,

d. Flace

The placeflocation is alw one of the things that wre very impontund for the success of celimry cenlers, egpecially Deles
culinary umsm, Corvention Hall, Klimps Ngosem, Dharmahusada, ond Semaolowam. Bawed an the results of ressanch indn
the Tield, it can be said that the Deles culinary cemer, Convention Hall, Klampis Mgasem, Dharmahuspds, and Semalowan
are i a dralegic lTocation becanse they are hiscated om the edpe of a large moad that many people pass throwgh.

Bt i readiny, there are many consumess who de not know of the sxsence of Deles colimary centers, Klampis Mgosem ond
Semoplivware, because the culinary tearism center already has a sigeboard bl conmot be seen because the position of colinary
Ioursm is rather inward, as in Semolowarne culinary lowrism where the positon of colinery fourism s W deep inlo and
closed with a sports field in frond of the colinery 1oainism center, Whereas ai the Klamgpis colinary jourism center Mgasem ihe
exigence of a signboard o deep so that it s oot oo visible o consamers and there are no sipns that explain the existence
o these culinary seamism cemers, Therefore, I s very mposand o mabs o signbeand that caplaing the exisiénce of these
culinory pour sy centers and can be clearly seen by the public,

Funlszrmaore, the Dhornwhusada culinary center is on the edge of o big rood bt bas problems with imied parking, where
parking is only in fromi of the censer and s suitahle for -5 cars 50 that i there is o car park the consumer concels the dexire
1o ead ared drimk ut the center, while matorbike parking is in the cenler of culimory centers ancd close o consumer seads wo tha
muny consumers feel uncomfomable with the coniivion due 1 the asbof the motorbike and dost thar will isierfere when they
L
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Besifes paying abtention o prixlucs, pﬁm,p.‘mrjlmh. aned places, mamigers and culinary booth oevners most pay atlention
o the services provided to customers, the cheanliness and facilities available ot the culinary bowrism censer (Safiin,
Drarmawan & Bahmalanid, 2005]1. The owner of the boath must be mendly and Gdy in serving customers so that it will give
.gu-nd impresson and will affect the emotins of customers (o refwm o visil culinary founsm cenlers. In addition, the
muneger and ovmer of the booth must inily maimain the cleanliness of colinary centers so that the culinary censers will be
imleresling W see, and whal 15 egually imporiant are the Beiities provided 1o support the presence of colinary centers, for
eaample providing wifl, amgin fons so costomens who coma o cubisry cemers will nod Feal hat (Hadivanl, 240065

In an effort o maintain the markel, the culinary tourism center mast esiahlish o zood relationship with its cusiomers so thal

the culinary cender 15 very ecessary o apply relationshap maskeling. There are several things thal must be comsulered in an

cffon 1o build good relationships with customers (Tandping & Prayopo, 3006 540, namely:

- Bonaling
Comsumers abwiys hove wants and necds thor alwiys develop and chamge over time. Changes in needs and desires ofien
wiee changes in purchasing decisions made by consumers, whene these chunges requine every company o always be
able to have & surefire strategy to make she company have strong competitiveness in the marker, AL present in ferms off
prowbuct parchasing decisioms and the ose of services by consumers is recognzed 0 be more sslective and oritical. Therne
masl ke a strong dependency relationship between merchants an colimary fourism with consumers. 5o as o create long:
tasting reloticnships, namely by prodocing oo selling producis that con provide & plessug expenience for comomers thal
larve an impact on ConsmEr emetions.

+ Empathy
Empathy i 2 way o mnderstand someone in cemain conditions: Empathy can be desoribed @5 o foem of carning for the
feelings of athers, i we have succeeded in doing thar then we can ompathize. Monagers ond booth owners at the culinory
center must bmve empathy for their costomerns, threagh ablertion such as greeting custmens whis come by name, being
respomsive o what is needed by their cestomerns and asking lor feedback from consamers.

+ Rediprocal
The reciprocal selationship between sellers and bayers @ culinary ourism centeds v an ¢ffon o mainmin & lsng-term
relationship betwesn raders and consumers in culinary soarism centers. A pood relafionship will be realized from o emall
thing and developed © become o larger base, so that each will benefit, Bir example, consumers pay for the ampant of
fond ordered, g0 conswmers expect i ged the expecied food between other debicious flnvors and switahle portions and the
product can sell guickly

- Trust
Extahlishing u good relationship with the cosomer is nol an essy thing fo do. Esoblishking and managing good
relationshaps from varous aspects can also help tonlers in culinary teurism cenlers can maingain comsumer confidence o
the products being sold. Boilding trust is wery important in bosiness, without the inest of copsumers the business will
uickly fall or ma be able o develop (Mochilas, Pangeoyufi. & Seenario, 2019]. The monzgement of the mandgement
il the e of the stand @8 dhe calingry censer in bullding consumes confidence & o make o good proglucs brand in
accordance with what is sold. Bailding o brand mmage on colinary wista is by selling guality food and beverage procscts,
the servives provided must be good, cleanbiness and supporting Tacilities available are kepd clean, Adl busines activities
muist be profifable because they need dismibigion amd redall channels i2 well as gpeed, comdort, safery, anmd benefis in

services [Mdarani, 20 17
CONULUSION

Based on observations in the field md interviews with managers, booth cwners and visitors 22 the calinary sourism cenbers of
Dedes, Convention Flall, Klomps Neasem, Dharmahusada and Semolowano 1t can be thal wisitors who arrive ane mot og tmal
s thar the revenoe ohipined is noi as expecied thus a1 the time when still as 0 sreet vendor so tho this cousgs many boath
erwiers B leave the culiniry powrism cenier, among oahers, & happeosd inothe culinasy center of Klampls Ngasem

I adedivion. the varianis or wypes of focd and drinks. provided sne sl nod many, s consumer cholces sre lmaed, and sonse
wisilors sy that the laste of food and drinks that are nol s expected: The price offered 10 custmens is very affoniable,
becanse adpsted for the mest visitors comang o celinary iurism cenfers ane shodenis: As well as culinary tosrism cemers
e lready in stmegic locations because newr the highway so thag it can be easily konowi bai sl supponied by o signome
show the existence thal can be seen by the wider commaunity. In odedition, oy less imporiant is o build good nelationships

wilh com=omers,
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RECOMMENDATIONS

i The mle of the Office of Cooperatives and SMEs and the Sumbaya ity Covernment needs fo be improved indevelopang
the presence of culinary toari=m L'enui,m.l.'h as comfucting asisnce. Actively fior the development of culinary cenlers.

b. The manager amd cowmer af the bosth continge o improve the guality of products, lacilities, services ond the sirmunding
anvirsnment so thit conswmers feel comfonable
LIMITATIONS OF THE STUDVY

Aditer feld observations and mlerviews, amd analysis in thas study <ill has limoiations thal can be ased -as opponumnities for
fumher research sudies. Some limdtstions inothis study hive limitations ore:

i, The sope of research is less extensive, where the research was condocted colinary tnsm cenlers in the aiy of
Surnbayu

b, Ummlitative reseanch methoids with a descriptive-analylic approact.
¢ This shucly omly pses Botler & Keller's (2005 morketing mix, mamely prodecis, place prices, and poomdations,
Supgesions for farther research (nehide:

i Futume research can expand the stope of the research area, fior example within the provino:.
by, Future research methods with gquangitotive methods, so that more dan can be abipined

0. Future research can annlyre marketing srtegies & the Culingry Toarism Cemers by using the famous Pomer srasepgy
with a generic porter sirategy which includes three dimensions including differentiabiom, low costor oost sdvingage
focus,

d, Future research con aleo wse morketing psychology theories o anolyze morkesing optimization of the Colinary Tourism

Ceners. Marketing psychology is an undergunding of the modives that influence emtions and markel aetioms in viewing
i prodduct or service offered by o rader.

IMPLICATIONS

Bz on the analysis thal has been dome. the resulis of this dudy canconiribube io the heoretical implications amd practical
implicakioms,

Thesretice] imgdicutions are as fellows:

a.  Visilars who come o culinary urism cenlers ane ned yel optimal, so the revenue obigined by booth ewners 5 msd as
expeched, which canses many hooth owners to nol rade ot culinary Wosrism centers. This shaws thal location s also one
ol the things that are very important for the siccess of raders in culinary marsm centess,

h. The lack of visities is caused by the e of food and drinks that ane mol tasty. In designing the markeing sirategy of
traders in culinery fourism centers, il is neceseary o pay abkention o the guality of the. food or drinks offered o
comsnmer s, wilh good tste consmmers will come back (o make a purchase.

o, Best visilors who come o colimary isansm centers are students, The selling price needs 0 be adjusted 0 mos visilars
who come ioculinary sounsm cemers, where most visiors ore siodents.

While the practical lmplications are:

i The government needs to help promaoie the troders in culinary centers.

by, Traders in culinary tounem cemers nesd W pay sttention 10 the e of Tood anid drinks sold, a8 well a5 the services
prevvidieel o customess. cleanliness, aml foctlities avadlable ab culinary fourism cenlers.

¢ Traders in culimary ouwrism centers mi be able 0 give o geod impression so that it affects cusbomers’ emations So reburn
o culinary iowrism ceniens
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