
7
Guliz Coskun / William Norman
The Infl uence of Impulsiveness on Local Food Purchase Behavior, South Carolina
 Vol. 69/ No. 1/ 2021/ 7 - 18An International Interdisciplinary Journal

Original Research Article
 Vol. 69/ No. 1/ 2021/ 7 - 18
UDC: 338.482:159.9(73);   https://doi.org/10.37741/t.69.1.1
©2021 The Author(s)

Guliz Coskun / William Norman

The Infl uence of Impulsiveness on Local Food 
Purchase Behavior in a Tourism Context

Abstract
People show diff erent purchasing behavior during travel than in their daily lives. During vacation, due to 
time limitations tourists tend to purchase local products impulsively. Th e current study aimed to incorporate 
impulsiveness in the Th eory of Reasoned Action in a tourism context. Th e conceptual model assumes the 
direct infl uence of impulsiveness on the intention to eat local food and the food related behavior. We have 
also tested the moderating impact of impulsiveness on the relationship between aff ective attitude and inten-
tion. We have collected 380 questionnaires among visitors in South Carolina, USA and analyzed the results 
with Structural Equation Modelling (SEM). While the impact of impulsiveness on intention and behavior 
was not signifi cant, the indirect infl uence of impulsiveness on the relationship between positive attitude and 
intention was. Current study showed the importance of positive attitude on the local food consumption 
among tourists. Study also revealed that impulsive people tend to act on positive thoughts and emotions. Th e 
promotional eff orts to sell local food in the region should aim to strengthen positive emotions and encourage 
impulse purchase among tourists.
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1. Introduction 
Th eory of Reasoned Action (TRA) has received attention from scholars in diff erent disciplines including 
tourism for decades. Th e theory assumes that aff ect, cognition, and conation are the main antecedents of the 
behavior (Fishbein & Ajzen, 1975). Th e application of TRA in tourism studies is seen mainly in the context 
of destination management. As such, the main aim of these studies is to understand the importance of attitu-
de in determining the decision to visit a destination and its infl uence on the destination choice (Baloglu 
&Brinberg, 1997; Kim & Yoon, 2003). Th e destination choice is a pre-trip decision; therefore, in studies 
investigating destination choice the focus is on the pre-trip behavior of tourists. On the other hand, there are 
some decisions taken during the trip, such as food choice. Research shows that people tend to show impulsive 
purchase behavior for low-cost items (Beatty & Ferrell, 1998; Youn & Faber, 2000). In a travel budget, food 
cost is usually lower than other expenses such as accommodation and transportation. Also, due to its experi-
ential nature, food has the potential to lead impulse purchases. Impulse purchase occurs as a result of aff ect 
(Miao, 2011), and since food appeals to fi ve senses, there is a high possibility of buying food impulsively. 
Especially during a vacation, tourists are exposed to local food constantly. Th erefore, they feel the pressure 
of tasting some food items that are unique to the area. Th e limitation of time also adds some more pressure 
which eventually lead to impulse purchases of unique local food. Th e current study investigates impulsiveness 
as an antecedent of intention and behavior in a tourism context.

Th e literature on impulsiveness in food shopping behavior is limited to daily food purchases (e.g. Chung 
et al., 2017; Duarte et al., 2013; Su & Lu, 2018) and the previous research focusing on impulse buying in 
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tourism is limited to online shopping (e.g Chih et al., 2012; Chen et al., 2019), general purchases (e.g. Li et 
al., 2015; Meng et al., 2019; Sohn & Lee, 2017) and non-empirical studies (e.g. Ahn et al., 2019). Current 
study aims to fi ll this gap by testing the infl uence of impulsiveness on food shopping behavior among tourists.

Since the focus is only on tourist behavior during travel, the main interest will be on local food decisions. 
Local food is always attractive for tourists. As a part of a larger project (Jodice et al., 2015) current study was 
conducted in coastal areas of South Carolina. Oysters are locally harvested in South Carolina, and the region 
is well known for its high-quality oysters. Th erefore, researchers have selected oysters to represent local food 
in the region. Th e study aims to test the infl uence of attitude and impulsiveness on the intention to purchase 
local oysters and local food purchase behavior during travel.

In the following sections literature review, method, results, discussion, limitations, suggestions for future 
research and conclusions will be discussed. Literature review is composed of two parts; Th eory of Reasoned 
Action and impulsiveness. It also includes conceptual framework and research hypotheses. Method section 
has three parts; data collection, questionnaire design and reliability and validity of the data. Th e results sec-
tion which includes demographic information and testing of hypotheses will be followed by discussion and 
implication section. Lastly, limitations and suggestion for future research will be discusses.  

2. Literature review 

2.1. Theory of Reasoned Action  
Fishbein and Ajzen (1975) have conceptualized the TRA more than four decades ago. While aff ective atti-
tude is formed as a result of emotions towards a product, cognitive attitude is based on thoughts. Th e third 
variable that infl uences behavior is conation, which is the intent to perform a behavior. Th e theory assumes, 
aff ective and cognitive attitude has an infl uence on intention, and intention has an infl uence on behavior. 
Th e theory, which has eventually evolved into the Th eory of Planned Behavior (Ajzen, 1985), has received 
attention from many scholars in various disciplines. Many scholars used the TRA and Th eory of Planned 
Behavior to understand food consumption decisions. However, the majority of these studies focus on daily 
food consumption and food consumption in a restaurant setting. 

Previous research showed the signifi cant infl uence of positive attitude towards food on the intention to pur-
chase food among organic food consumers (Eff endi et al., 2015) as well as multi-cultural fast food consumers 
(Bagozzi et al., 2000). A study conducted among restaurant customers revealed that while both cognitive and 
aff ective attitude has a signifi cant impact on healthy eating behavior, aff ective attitude is a stronger predictor 
than cognitive attitude (Jun & Arendt, 2016). Th is result is not surprising, as, in a restaurant setting, the 
service environment is as important as the food itself while choosing a menu item. On the other hand, some 
researchers who focused on daily food consumption have reached similar results. Th ey have observed the 
signifi cant infl uence of emotions on food and beverage consumption both consciously (Letarte et al., 1997; 
Uehara & Assarut, 2020) and unconsciously (Winkielman et al., 2005). A study among French-Canadian 
adults revealed the origins of food likes are aff ective, explicitly based on emotions (Letarte et al.,1997). Th e 
impact of unconscious aff ective reactions on the consumption of unfamiliar beverage was found in an expe-
rimental study in which people were showed angry versus happy faces before they consumed the beverage. 
Th e people who were exposed to happy faces tend to consume more and have higher willingness to pay for 
the product (Winkielman et al., 2005). Trendel and Werle (2016) investigated the infl uence of cognitive and 
aff ective bases of implicit associations toward food. Results showed that aff ective associations are signifi cant 
predictors of food choice only when cognitive associations are limited. 

Tourism 2021 01EN 001-156.indd   8Tourism 2021 01EN 001-156.indd   8 3/31/2021   1:26:26 PM3/31/2021   1:26:26 PM



9
Guliz Coskun / William Norman
The Infl uence of Impulsiveness on Local Food Purchase Behavior, South Carolina
 Vol. 69/ No. 1/ 2021/ 7 - 18An International Interdisciplinary Journal

2.2. Food consumption while traveling  
Th e infl uence of cognitive and aff ective attitude on purchase behavior depends on the type of the food. Cogni-
tive attitude is infl uential while purchasing functional foods, and aff ective attitude is more important in the 
consumption of pleasure foods (Žeželj et al., 2012). According to Lovelock (2004), tourists are becoming more 
creative and they are in need of an interactive experience during travel. Consumption of food is an interactive 
process in tourism experience and it has a power to create ties and build a sense of belongingness. Th erefore, 
eating during travel is more than meeting a physiological need, it is a pleasurable activity. Hedonic trait of 
a product was found to have a signifi cant impact on impulse purchase among Chinese long haul travellers 
(Meg et al., 2019). Food is an important part of a travel that off ers hedonic experience.

Previous research focusing on food consumption while traveling has revealed intangible aspects of local food 
are as important as tangible aspects for tourists while making food choices (Kim et al., 2013; Ryu & Han, 
2010).  A study conducted among food festival visitors, showed learning, fun and new experience are some 
important factors as well as quality and variety infl uencing local food consumption while traveling (Kim et 
al., 2010). According to Quan and Wang (2004) other factors infl uencing food consumption while traveling 
is memorability and novelty seeking behaviour. Local food has a potential to off er a memorable and novel 
experience that tourists are looking for. In their cross-cultural study among tourists visiting South Korea, Kim 
et al. (2013) showed that the motivational factors infl uencing food consumption while traveling are both 
cognitive such as sensory appeal and health concern and aff ective, such as cultural experience, excitement, 
and interpersonal relationship. Another study among tourists (Ryu & Han, 2010) supported the signifi cant 
positive eff ect of attitude on the intention to eat local food during travel.

As a result, both cognitive and aff ective attitude have an infl uence on the food choices among tourists. As it 
is shown on the conceptual model, the fi rst sets of hypotheses are as follows (Figure 1):

 H1: Positive Cognitive Attitude is directly and positively related to intention to eat local food.

 H2: Negative Cognitive Attitude is directly and negatively related to the intention to eat local food.

 H3: Positive Aff ective Attitude is directly and positively related to the intention to eat local food.

 H4: Negative Aff ective Attitude is directly and negatively related to the intention to eat local food.

 H5: Intention to eat local food is directly and positively related to local food eating behavior.

2.3. Consumer impulsiveness  
Stern (1962) defi nes impulse buying as 'any purchase which a shopper makes but has not planned in advance' 
(p. 59). Th ere are some internal and external factors infl uencing impulse purchases, such as time limitations, 
atmosphere, personality trait, positive emotions and the scarcity of the products (Ahn et al., 2019; Dittmar 
et al., 1995; Lim & Yazdanifard, 2015; Su & Lu, 2018). Th e travel activity off ers rather a distinct shopping 
environment compared to daily life. Th e pressure of time limitations and the scarcity of local products may 
lead tourists to purchase impulsively. According to Rook (1987), impulse buying is hedonic and emotional. 
Travel is an intangible product, which is an accumulation of experience that is based on emotions. Previous 
research showed that both positive and negative emotions play a role in impulse purchases (Beatty & Ferrell, 
1998; Sohn & Lee, 2017; Tariq et al., 2019). 

Th ere is a limited number of studies focusing on impulse purchase behavior of tourists, as well as pleasure 
food consumption while travelling (Fusté-Forné, 2019). Ahn et al. (2019) listed the antecedents of impulse 
purchase among tourists as experiences, emotions, and individual characteristics. Th ey also claimed that among 
all variables the pleasure has the strongest eff ect on impulse buying. Th e positive experience that tourists gain 
from the involvement of the product leads to impulsive purchase decisions (Li et al., 2015). Furthermore, a 

Tourism 2021 01EN 001-156.indd   9Tourism 2021 01EN 001-156.indd   9 3/31/2021   1:26:26 PM3/31/2021   1:26:26 PM



10
Guliz Coskun / William Norman
The Infl uence of Impulsiveness on Local Food Purchase Behavior, South Carolina
 Vol. 69/ No. 1/ 2021/ 7 - 18An International Interdisciplinary Journal

study among duty free shoppers showed that positive emotions have a stronger impact than negative ones on 
impulse buying (Sohn & Lee, 2017). A study among Taiwanese online shoppers showed that positive aff ect 
has signifi cant infl uence on impulse buying behavior (Chih et al., 2012). Some authors have reached similar 
results regarding organic food purchase (Tariq et al., 2019).

Th e impulse purchase of products with lower fi nancial value is more common. Compared to the other ex-
pense such as accommodation and transportation, food cost is relatively low for travelers. Previous research 
suggests that serendipity and scarcity of a product lead to higher impulse purchases (Chung et al., 2017). 
Th erefore, the urge to taste unique local food will lead tourists to make food purchases impulsively during 
travel. Another factor infl uencing impulse purchase is the nature of product. People buy pleasure food, such 
as chocolate, more impulsively (Dubé et al., 2003). Since excitement is one of the motivations to taste local 
food during travel, tourists will perceive tasting local food as a pleasurable activity rather than satisfying their 
hunger (Kim et al., 2013). Dining environment has an infl uence on impulse buying in a restaurant setting 
(Su & Lu, 2018). Th e change of dining environment during travel may lead tourists to engage in impulse 
food purchase.

Figure 1 

Conceptual framework

Th e purpose of this study is to analyze the infl uence of attitude and impulsiveness on the intention to eat local 
food and food related behavior during travel. Th e conceptual model assumes that the moderating impact of 
impulsiveness will only be signifi cant on the relationship between aff ective attitude and intention, as previous 
research suggests that impulse buying occurs as a consequence of emotions (Rook, 1987; Beatty & Ferrell, 
1998; Miao, 2011). Based on the literature, the research hypotheses are as follows (fi gure 1):

Tourism 2021 01EN 001-156.indd   10Tourism 2021 01EN 001-156.indd   10 3/31/2021   1:26:26 PM3/31/2021   1:26:26 PM



11
Guliz Coskun / William Norman
The Infl uence of Impulsiveness on Local Food Purchase Behavior, South Carolina
 Vol. 69/ No. 1/ 2021/ 7 - 18An International Interdisciplinary Journal

 H6: Impulsiveness is directly and positively related to intention to eat local food.

 H7: Impulsiveness is directly and positively related to local food eating behavior.

 H8: Impulsiveness moderates the relationship between positive aff ective attitude and intention. 

 H9: Impulsiveness moderates the relationship between negative aff ective attitude and intention. 

Th e conceptual framework of this study was based on the TRA (Figure 1). Th e aim of the model was to test the 
relationship between cognitive and aff ective attitude towards local seafood, impulsiveness, purchase intention 
of tourists and purchase behaviour. Th e model proposes a direct impact of cognitive and aff ective attitude on 
the on purchase intention. Also, moderating impact of impulsiveness on the relationship between aff ective 
attitude and local seafood purchase intention was proposed. Th e model also assumes the direct infl uence of 
intention and impulsiveness on the purchase behaviour.

3. Method  

3.1. Data collection  
Th e data were collected in the southeast part of the USA, where local seafood is available. In Charleston and 
Beaufort, oysters are a popular local seafood, which is available both farm-raised and wild-caught. Current 
research is conducted as a part of a larger study investigating the local food shopping behavior among couples 
visiting South Carolina (Coskun et al., 2019). Th erefore, the data was collected from couples while they were 
travelling in Charleston and Beaufort. Researchers made sure each member of the couple eat oyster and both 
members were over 18. Stratifi ed sampling was used for the study. Th e percentage of responses collected in 
each county represents the tourism expenditure of that county. Charleston County accounts for 63% percent 
and Beaufort county 37% of the total expenditure in both counties. As a result, researchers have obtained 
380 questionnaires in total 240 (63%) from Charleston and 140 (37%) from Beaufort. 

3.2. Questionnaire design  
To measure cognitive and aff ective attitude, the scales prepared by Crites et al. (1994) was used. A one-
dimensional, nine-item scale developed by Rook and Fisher (1995) was used to measure impulsiveness. Lastly, 
to measure local food purchase intention, the scales developed by Blanchard et al. (2008), Bredahl (2001), 
and Robinson and Smith (2002) were used. To measure behavior, respondents were asked if they have eaten 
oysters in this trip.

3.3. Reliability and validity of the data  
SPSS 21 was used to calculate Mahalanobis distance in order to assess the normality of the data (40 cases 
were deleted due to normality issues and missing cases). By using EQS 6.2 Structural Equation Modelling 
(SEM) was used to analyze the remaining 340 cases. Since the study aimed to test the moderating impact of 
impulsiveness on the relationship between aff ective attitude and intention, interaction variables were calculated. 
To test the reliability and the validity of the data the measurement model was run with all variables including 
interaction variables. Th e measurement model showed acceptable fi t indices (Satora Bentler χ2 =714.845, 
df=505, CFI=.924, RMSEA=.035). Th e factor loadings and AVEs were all over .6 and all AVEs are higher 
than squared factor correlations. Th e alpha and composite reliability range between .7 to .9. Th e reliability 
and validity of the data was established (Fornell & Larcker, 1988). Table 1 displays the factor loadings, alpha 
and composite reliability of all variables. Table 2 shows AVEs and squared factor correlations of all variables.
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Table 1 

Factor loadings, Cronbach's alpha and composite reliability for all items  

Loadings Alpha
Composite 
reliability

P. Cognitive attitude .895 .706
Good for health .898
Safe .832
Nutritious .853

N. Cognitive attitude .907 .718
Harmful .868
Unsafe .906
Not nutritious .616

P. Aff ective attitude .974 .913
Delighted .961
Happy .978
Excited .928
Satisfi ed .939

N. Aff ective attitude .969 .907
Annoyed .917
Bored .958
Tense .973
Sick .921

Impulsiveness .903 .904
'Just do it' describe the way I buy things .764
I often buy things without thinking .865
'I see it I buy it' describes me .870
'Buy now think about it later' describes me .840
I buy things according to how I feel at the moment .699

Intention .971 .786
I  have intended to eat .966
I would likely eat .973
I have planned to eat .931

P. Aff ective attitude* impulsiveness .909 .720
Happy* I often buy things… .860
Excited * 'I see it I buy it' .895
Satisfi ed* 'buy now think later'.. .879

N. Aff ective attitude* impulsiveness .915 .727
Bored* I often buy things… .861
Tense* 'I see it I buy it' .928
Sick* 'buy now think later'... .867

Notes: P=Positive, N=Negative. 

Table 2 

AVEs and squared factor correlations 

Poscog Negcog Posaft Negaft
Inten-

tion
Impul-

siveness

Poscog .7421

Negcog .419 .6511

Posaft .366 .156 .9061

Negaft .182 .228 .208 .8881

Intention .267 .122 .311 .139 .9401

Impulsiveness .001 .000 .002 .011 .003 .6571

Notes: POSCOG, NEGCOG=Positive, negative cognitive attitude, POSAFT, 
NEGAFT= Positive, negative aff ective attitude 1=AVE.
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4. Results  

4.1. Demographic information  
Th e distribution of female and male in the sample was equally balanced, as 51% of the respondents were male 
and 49% were female. Charleston and Beaufort attract middle age and older couples. Th erefore, the median 
age was 39.  Th e respondents are highly educated, almost 75% of them possess college or above degree. With 
regards to income level, 66% of the respondents' yearly income is over 55,000$. Table 3 displays respondent's 
demographic information.

Table 3 

Demographic information
N=340 %

Gender

Male 51.2
Female 48.8

Relationship status

Not married or engaged 21.5
Engaged 2.3
Married 75.6

Age 

18-24 8.3
25-34 23.1
35-44 17.8
45-54 20.4
55-64 21.3
65-74 8.0
75 and over 1.2

Highest level of education

Less than high school 0.9
High school 5.0
Some college 19.7
College graduate 44.7
Master's degree 22.9
Ph.D. degree 6.5

Individual income (annual)

Under 25,000 10.6
25,000-54,999 23.1
55,000-84,999 21.0
85,000-114,999 18.1
115,000-144,999 7.7
145,000-174,999 3.9
175,000-189,999 2.7
190,000 and more 5.6

4.2. Analysis of direct relationships  
After establishing the reliability and validity of the data, structural model was run to test the hypotheses. 
Results of the structural model showed that while the infl uence of positive cognitive (β=.227) and aff ective 
(β=-.408) attitude on intention was signifi cant, the infl uence of negative cognitive and aff ective attitude was 
not. As a result, the respondents with higher positive cognitive and aff ective attitude have higher intention to 
eat oysters. Th erefore, H1 and H3 are accepted, and H2 and H4 are rejected. H5 is supported as intention 
has a signifi cant positive impact on behavior (β=-.447). Th e respondents with higher intention to eat oysters, 
have a higher tendency to eat oysters during their trip. Figure 2 displays the unstandardized and standardized 
regression coeffi  cients of signifi cant direct relationships between variables.

Tourism 2021 01EN 001-156.indd   13Tourism 2021 01EN 001-156.indd   13 3/31/2021   1:26:26 PM3/31/2021   1:26:26 PM



14
Guliz Coskun / William Norman
The Infl uence of Impulsiveness on Local Food Purchase Behavior, South Carolina
 Vol. 69/ No. 1/ 2021/ 7 - 18An International Interdisciplinary Journal

Figure 2 

Regression coeffi  cients of signifi cant relationships

Notes: (Unstandardized, standardized), *p-value is signifi cant at .05 level, **p-value is signifi cant 
at .01 level. Dashed lines indicate no signifi cant relationship between variables.

4.3. Analysis of direct and indirect impact of impulsiveness  
While the infl uence of impulsiveness on intention and behavior is not signifi cant, it signifi cantly moderates 
the relationship between positive aff ective attitude and intention (β=-.127). Th e relationship between posi-
tive aff ective attitude and intention to eat oysters is stronger for the people with high levels of impulsiveness. 
Figure 3 shows the regression coeffi  cients of the signifi cant indirect impact of impulsiveness. Smile slopes 
were calculated to visualize the indirect impact of impulsiveness on the relationship between positive aff ec-
tive attitude and intention. As it is seen on fi gure 4 slope of the relationship between positive attitude and 
intention is steeper for the people with high impulsiveness. H6, H7 and H9 are rejected and H8 is accepted. 

Figure 3 

Moderating impact of impulsiveness

Notes: (Unstandardized, standardized), *p-value is signifi cant at .05 level. Dashed lines indicate no 
signifi cant relationship between variables.
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Figure 4 

Simple slopes

5. Discussion and implications  
Results of the current study revealed that positive attitude (aff ective and cognitive) has a positive eff ect on 
intention to eat oysters which has a positive eff ect on behavior. On the other hand, negative attitude, both 
cognitive and aff ective, have no impact on intention. While impulsiveness has no direct signifi cant eff ect 
on intention and behavior, it signifi cantly moderates the relationship between positive aff ective attitude and 
intention.

Results are in accordance with the previous literature (Eff endi et al., 2015; Bagozzi et al., 2000; Li et al., 
2015; Tariq et al., 2019); people with a positive attitude towards oysters have higher intention to eat oysters 
during their vacation. And tourists who have a higher intention to eat oysters show a higher ratio of eating 
them during their trip. Th erefore, the positive cognitive and aff ective attitude has an indirect infl uence on 
the food related behavior of tourists during vacation. While the impulsiveness does not infl uence intention 
and behavior directly, its moderating impact is signifi cant. Previous research showed that both positive and 
negative feelings trigger impulsive buying (Youn & Faber, 2000; Rook, 1987), however we observed the 
infl uence of impulsiveness only on positive attitude. Th e relationship between positive aff ective attitude and 
intention to eat oysters is stronger for people with high levels of impulsiveness. Th e people with a low level 
of impulsiveness will be more cautious about what they eat, and unlike people with high impulsiveness, their 
positive feelings will not infl uence their decisions. Th e infl uence of emotions on food choice was evidenced 
in previous research (Letarte et al., 1997; Winkielman et al., 2005). Usually, people with high impulsiveness 
base their decisions on emotions. Th e current research showed that impulsiveness has an impact on only posi-
tive emotions. Negative emotions such as stress are also infl uential on impulse purchases in daily life (Youn 
& Faber, 2000). Whereas in a travel environment people are usually in a positive mood.

Th e current study off ers some practical implications for local food promoters and tourism planners in the 
region. Th e local food vendors may increase impulse purchases by adding value to their food products. Since 
only a positive attitude was signifi cant on the intention to purchase oysters, the positioning of oysters as 
locally harvested food should be created in tourists' minds. Reinforcing a positive attitude should be the 
primary focus among tourism marketers in the area. Th is could be managed by dissembling information on 
locally harvested seafood on DMOs and NGOs' websites, social media, pamphlets, and brochures. A link 
to this website could be provided by Charleston and Beaufort webpages or more specifi c information on the 
regional fi shing activities could be given. Th e information package could include the sustainable practices 
in the aquaculture industry in the region to gain consumer's trust. In this way, local restaurants and hotels 
would be willing to buy local seafood directly from producers and sell them under their brand name. Th is 
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would create credibility for the product and contribute to the dining experience of tourists who will spread 
positive word of mouth through online blogs and social media. 'Single Lady' oysters, which are aquacultured, 
is one successful example of product positioning in the Charleston area (Lauvray, 2016)

It would be not realistic to advise Charleston and Beaufort tourism bureaus to base their marketing campaigns 
on the positioning of aquacultured seafood. However, eating fresh seafood is one of the main activities for 
tourists in coastal regions. By collaborating with the seafood producers in the region, an environment could 
be created for tourists to taste fresh local seafood. Th ere are seafood festivals in the region where people 
can enjoy seafood. However, these events are held once a year, and demand could not be met due to a high 
number of visitors. More specialized small scale 'farm to fork' events may be more attractive to the tourists. 

6. Conclusions  
Th e current study attempted to incorporate impulsiveness to the TRA. Th e results of the study are useful to 
explain the food related behavior of tourists during vacation. Th e fact that the infl uence of impulsiveness is 
signifi cant only on positive attitude during vacation, supports the argument that food related behavior during 
travel is not similar to the daily life. Th is study built upon the TRA to analyze factors infl uencing tourists' 
decisions regarding local food and empirically tested it among tourists visiting South Carolina. It could be 
further tested among tourist groups visiting diff erent regions. 

7. Limitations and suggestions for future research  
Th e fi rst limitation of this study is the fact that oysters were chosen as local food. Future studies could test 
the infl uence of impulsiveness on the intention to purchase a diff erent kind of local food or other travel de-
cisions. Th e impulsive buying behavior in decisions regarding travel within diff erent fi nancial ranges would 
be an area worth to study. Th e second limitation is the collection of data during travel. Th e measurement of 
actual behavior and its relationship with the intention could be managed by collecting the data after travel is 
over. Airports could be a good place to fi nd tourists who have fresh memories of the vacation. Th e infl uence 
of positive and negative mood on the impulse purchase behavior during vacation could further be explored. 
An understanding of pleasure food consumption while travelling will be benefi cial for tourism planners in the 
destinations (Fusté-Forné, 2019). Also the sampling method of the study was not strong enough. Purposive 
sampling and qualitative study for in-depth understanding of couple dynamics are recommended for future 
studies. Th e data was collected among Americans; the results refl ect the American cultural norms. Future 
studies could be more refl ective of diverse cultures. 
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