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ABSTRACT

Ternate is celebrated for its historic spice trade and has recently adopted the Kota Rempah brand to
promote its culinary heritage in support of sustainable tourism. This study examines 93 local MSMEs
and their 48 unique gastronomic souvenirs—from nutmeg and kenari confections to seafood
preserves—to evaluate their contributions to place identity and inclusive economic growth. Utilizing a
qualitative case study design, data were gathered through semi-structured interviews with tourism
office and Dekranasda officials, MSME owners, and field observations. Findings reveal that most
enterprises cluster in urban districts, a diverse product range rooted in local ingredients, and strong
stakeholder interest tempered by challenges in branding consistency, packaging, and geographic reach.
The analysis highlights how culinary souvenirs function as cultural carriers, fostering emotional
connections, longer visitor stays, and repeat visitation, while also empowering women led businesses
and community livelihoods. To harness these opportunities, integrated policy measures are
recommended, including shared packaging facilities, cohesive Kota Rempah branding guidelines, and
expanded support for peripheral areas. Finally, pursuing geographic indication status for key spice
products is proposed to protect authenticity, enhance market differentiation, and further advance
sustainable tourism development in Ternate.

Keywords: City Branding; Gastronomic Souvenir; Geographic Indication; Kota Rempah; Sustainable
Tourism

INTRODUCTION

In the age of experience-based tourism, cities are increasingly turning to cultural heritage as a
foundation for destination branding and sustainable development (Ciuculescu & Luca, 2025;
Priporas et al., 2021). Culinary traditions, in particular, have become central to how places
present themselves to the world, offering tourists not only flavors but also narratives,
identities, and lasting memories (Park & Widyanta, 2022; Recuero-Virto & Arrospide, 2024).
Within this global context, the city of Ternate in North Maluku, Indonesia, offers a distinctive
case through its official branding as Kota Rempah (City of Spices) (Qadriyah et al., 2024), a
strategic effort to reclaim its historical identity and position itself in the emerging space of
gastronomic and sustainable tourism (Goniilliioglu & Arslan Selcuk, 2024; Guo & Hsu, 2023;
Pearson & Pearson, 2017).

Ternate is an archipelagic city that spans three major islands—Ternate, Moti, and Batang
Dua—and six smaller islands, forming a total of eight administrative districts (kecamatan)
and seventy-eight sub-districts (kelurahan) (BPS Kota Ternate, 2025). The central island,
Ternate, houses five urban districts: Ternate Selatan, Ternate Tengah, Ternate Barat,
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Ternate Utara, and Pulau Ternate, which serve as the city’s core in terms of population,
economy, and infrastructure (Marasabessy, 2016). The other three districts—Pulau Hirti,
Pulau Moti, and Pulau Batang Dua—complement the urban center with coastal communities,
spice plantations, and marine-based livelihoods, enriching the cultural and ecological
diversity of the municipality.

Tourism in Ternate has shown promising growth in recent years (Nurlaili et al., 2017). Based
on data from BPS Kota Ternate (2025), the city received 265,336 domestic and 3,256
international tourists in 2024. Visitors are drawn to 29 registered natural attractions and 6
cultural heritage sites, including volcanic lakes, black-sand beaches, colonial-era forts, and the
Sultan’s Palace. Culinary tourism is also expanding rapidly, evidenced by the increase in
registered restaurants from 195 in 2021 to 490 in 2024, primarily concentrated in the districts
of Ternate Tengah and Ternate Selatan, which are also hubs for hotels, markets, and tourism
services (Umasugi & Amin, 2019).

Economically, the culinary sector is supported by a dynamic ecosystem of micro, small, and
medium enterprises (MSMEs) (Jeandry et al., 2024; Sabuhari et al., 2022). As reported by
BPS Kota Ternate (2025), the city is home to over 18,000 registered MSMEs, many of which
are involved in food processing, spice packaging, and the production of traditional snacks. This
strong foundation provides significant potential for the development of gastronomic
souvenirs—locally produced food and beverage items that serve both as cultural expressions
and marketable tourism products (Chen et al., 2022; Sahin-Yilmaz & Yilmaz, 2025; Stone,
2024; Suhartanto et al., 2018). These souvenirs not only offer a sensory extension of the tourist
experience but also generate income, preserve culinary knowledge, and strengthen place
identity (Qiu et al., 2024; Suhartanto et al., 2018).

Ternate’s branding as Kota Rempah is rooted in its historical legacy as a central node in the
global spice trade during the 15th to 17th centuries (Mihardja et al., 2020). The city was once
a key producer of cloves and nutmeg and played a pivotal role in maritime trade routes that
connected Southeast Asia with Europe, the Middle East, and South Asia (Ajam & Ahmad,
2022; Averbuch, 2022). This heritage remains alive in the form of traditional agricultural
practices, spice-infused cuisine, and community rituals, making it highly relevant for modern
narratives of sustainability and cultural authenticity (Meranggi, 2024; Nurbaya, 2023). The
city’s ongoing efforts to be included in the UNESCO Creative Cities Network, particularly in
the field of gastronomy, further illustrate its commitment to aligning heritage and innovation
(Pemkot Ternate, 2023).

Gastronomic souvenirs play a central role in translating this branding into tangible, exportable
experiences (Qiu et al., 2024). Products such as clove syrup, nutmeg candy, bagea, and sirup
pala represent more than just food items—they are embedded with historical meaning, local
knowledge, and place-based values (Chukwurah et al., 2025; Gugerell et al., 2017). Their
development and promotion contribute not only to the tourism sector but also to broader
creative economy goals, including the empowerment of MSMEs, support for women
entrepreneurs, and the preservation of intangible cultural heritage (Irjayanti & Lord, 2024;
Kiralova & Malec, 2021; Yeboah & Ashie, 2024). As demand grows for authentic, sustainable,
and ethically produced travel experiences, such souvenirs are becoming key instruments in
responsible destination management.
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This study aims to explore how gastronomic souvenirs support Ternate’s city branding as Kota
Rempah and contribute to sustainable tourism development. It examines the interconnection
between culinary heritage, place identity, and tourism marketing by analyzing the current
practices and strategic directions of branding and souvenir production. Finally, the novelty of
this research lies in its focus on gastronomic souvenirs not merely as peripheral tourism
products but as core components of destination branding, cultural resilience, and economic
sustainability in an archipelagic urban setting.

METHOD

This study employed a qualitative case-study approach to examine how gastronomic souvenirs
contribute to strengthening Ternate’s Kota Rempah branding and sustainable tourism. A case-
study design was chosen to allow an in-depth exploration of real-world phenomena within a
specific cultural and geographic context (Cakar & Aykol, 2021). The focus on Ternate provided
a meaningful setting to investigate the intersection of culinary heritage, destination marketing,
and stakeholder collaboration (Husin et al., 2022; Meranggi, 2024; Qadriyah et al., 2024;
Tham & Chin, 2024).

Primary data were collected using two main instruments: a semi-structured interview guide
and an observation log. The interview guide included open-ended questions on branding
practices, product development, marketing challenges, and stakeholder roles. The observation
log was used to record practices and settings related to the production, packaging, and
presentation of culinary souvenirs (Creswell & Creswell, 2018). These instruments enabled the
researcher to capture both verbal insights and contextual observations relevant to the study.
Informants were selected through purposive sampling and included representatives from
Dinas Pariwisata Kota Ternate, MSME owners in the food and beverage sector, and
employees of Dewan Kerajinan Nasional Daerah (Dekranasda). These stakeholders were
chosen for their direct involvement in tourism promotion, product innovation, and local
economic development. Interviews were conducted in a semi-structured format to allow
flexibility in exploring emerging themes while maintaining consistency in key topics across
participants (Aung et al., 2021).

Data analysis was conducted using thematic coding (Linneberg & Korsgaard, 2019).
Transcripts and observation notes were reviewed and categorized based on recurring concepts
and patterns. Themes were then synthesized to reflect the relationships between branding,
culinary heritage, and sustainable tourism goals. Data triangulation was applied across
interview and observation sources to enhance validity. The use of multiple data sources and
perspectives helped reduce potential bias and support the credibility of the findings
(Schlunegger et al., 2024).

RESULT

Profile of Culinary MSMEs in Ternate

Ternate’s culinary MSMEs form a vibrant but unevenly structured sector at the intersection of
local entrepreneurship, cultural heritage, and tourism development. A total of 93 culinary-
related MSMEs have been identified across the city as actively engaged in producing or
distributing food and beverage-based souvenirs. These businesses represent various scales of
operation—from informal, home-based producers to semi-formal enterprises with
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distribution agreements and retail partnerships. Their collective output is central to the local
souvenir economy, offering visitors tangible, edible expressions of Ternate’s spice heritage and
culinary identity.

Institutional support for this sector comes from multiple stakeholders. Dinas Pariwisata Kota
Ternate (Ternate Tourism Office) plays a leading role by organizing basic training programs
and thematic workshops, including specialized modules such as bamboo cooking techniques
introduced at Cengkeh Afo restaurant near Mount Gamalama. These initiatives aim to
integrate traditional practices into creative economy development, though participation is still
limited to a few target groups and lacks systematic follow-up mechanisms. In addition, the
office provides informal business consultation and connects MSMEs with tourism promotion
activities, albeit in a fragmented manner.

Dekranasda (Dewan Kerajinan Nasional Daerah) serves as a complementary actor focused
on market access. Through its curated retail outlet, Tara No Ate, Dekranasda facilitates the
display and sale of regional products, including culinary items, herbal oils, crafts, and herbal
drinks. Currently, the store features approximately 260 products from various MSMEs across
North Maluku, providing visibility and a centralized access point for tourists. However, space
and turnover limitations mean that only a subset of MSMEs benefit from this retail exposure.
At the enterprise level, MSME owners operate with varying levels of formality, branding
capability, and market reach. Some businesses—such as Pakesang, which began in 2007—have
developed clear identities and diversified product lines over time. Pakesang’s growth
trajectory illustrates the challenges and opportunities within the sector. It operated for over
15 years before opening its first souvenir shop in 2022, during which time it relied on
consignment-based distribution through minimarkets such as Indomaret and Alfamidi. The
brand now offers a curated line of kenari-based cakes, spiced beverages, and signature
packaging, and is among the few to access a broader consumer base across North Maluku.

Retailers such as Indomaret and Alfamidi also serve as distribution channels for select MSME
products, though their capacity to absorb artisanal or small-batch items is limited by volume
and quality control requirements. Only a few producers are able to meet these standards
consistently, often relying on external supply chains for packaging materials and raw
ingredients. This results in higher production costs, particularly in Ternate’s logistical context
as a remote island city in eastern Indonesia.

Despite the diversity and resilience of local producers, the supporting infrastructure for MSME
growth remains underdeveloped. Business development services, including access to finance,
certification, standardization, and marketing support, are sporadic. Many MSMEs face
difficulties in scaling up operations due to inadequate access to equipment, fluctuating
ingredient costs, and the absence of a packaging industry tailored to small-scale needs.
Trainings, where available, are typically localized, short-term, and focused on individual skills
rather than strategic enterprise development.

Product Diversity and Categorization

A detailed mapping of the culinary souvenir sector in Ternate reveals a rich and diverse
portfolio of 48 unique products, developed and sold by local MSMEs. These products vary
widely in terms of form, preservation methods (e.g., dried, fried, baked, bottled), shelf life, and
cultural context. The diversity of product types demonstrates both the adaptive capacity of
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local producers and the richness of Ternate’s culinary traditions, particularly those centred
around spice-based and seafood-derived ingredients. The following table summarizes the
categorization of the identified products:

Table 1. Categorization of Gastronomy Souvenirs in Ternate

Category Examples Number of Products
Kenari-based goods Roti kenari, halua kenari, nastar kenari 9
Nutmeg-based products | Permen pala, teh pala, selai pala 12
Fish/Seafood-based Abon ikan tuna, kecap ikan, cumi rica 7
Baked snacks & cakes Mabkron, bagea, kue bilolo kenari 7
Chips & fried snacks Keripik pisang, keripik bayam, kacang disco 6
Condiments Sambal roa, sambal ikan tore, sambal pala 3
Infusions & beverages Teh rempah, minuman sari pala 3
Traditional foods Sagu tumbu, kue bubur kelapa 2
Herbal/sweet candies Permen kayu putih, permen pala 2

Source: Primary Data (2025)

This product ecosystem is largely rooted in three key ingredients: kenari (canarium nuts), pala
(nutmeg), and fish or seafood—each of which holds cultural, historical, and economic
significance in Ternate. Kenari nuts, for example, are featured in both sweet and savory
preparations, from traditional cakes like bagea and bakpia to modern variations like nut
brittles and cookies. The versatility of kenari allows it to be used in pastries, fried snacks, and
baked goods, contributing to both heritage preservation and product innovation.

Nutmeg-based products form the most prominent category, encompassing a wide range of
edible forms such as syrup (sirup pala), spread (selai pala), tea (teh pala), candy (permen
pala), and even sambal (sambal pala). This reflects Ternate’s deep-rooted association with
the spice trade and its ongoing symbolic capital as part of the global clove and nutmeg
economy. The prevalence of nutmeg in both savoury and sweet souvenir items also illustrates
its integration into daily life and ceremonial cuisine. Fish and seafood products—such as tuna
floss (abon ikan tuna), fish-based chili pastes (sambal ikan tore), and fish sauce (kecap
tkan)—demonstrate the adaptation of local marine resources into compact, preserved, and
transportable souvenir items. These products serve both practical and representational
functions: they are consumable reminders of Ternate’s maritime culture and its fishing-based
economy.

The categories of baked snacks, chips, and traditional foods reflect the influence of local
cooking methods and community-specific culinary heritage. For instance, sagu-based foods
such as sagu tumbu and bagea are associated with the indigenous foodways of the Maluku
Islands and are often served during religious or seasonal celebrations (Wijaya, 2019).
Meanwhile, beverages and infusions such as teh rempah and teh daun kelor represent growing
interest in health-oriented and aromatic souvenir options, often marketed for their medicinal
or therapeutic properties (Olivero-Verbel et al., 2024). Although fewer in number, these items
show potential for expansion given the global trend toward wellness tourism and functional
foods.

Geographic Distribution of Culinary MSMEs
Out of the 93 culinary MSMEs identified in Ternate, 90 have documented locations across the
city’s districts (kecamatan), providing a more accurate picture of spatial distribution patterns.
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The data reveals a strong concentration of MSMEs in the urban core, with significant
disparities in participation between city districts and peripheral areas.

Figure 1. City of Ternate on the Map (Left) and Ternate Island (Right)

Source: ESRI (2025)

Ternate Tengah emerges as the central hub of culinary MSME activity, accounting for nearly
half of all documented businesses. This district includes major kelurahan such as Maliaro,
Tabahawa, and Makassar Barat, all of which host multiple MSMEs. The dense urban layout
and better access to markets, transportation, and public services make this district the most
favorable for culinary entrepreneurship.

Ternate Selatan, the second-largest contributor with 26 MSMEs, also benefits from its
proximity to government offices, tourist accommodations, and hospitality services. Areas such
as Jati Perumnas, Ngade, and Tabona appear multiple times in the data, indicating active
micro-enterprise clusters. Ternate Utara, while less densely represented, still hosts 20
MSMEs across kelurahan like Soa, Kasturian, and Toboleu. These areas are more residential
or peripheral but still maintain strong ties to central trade and distribution routes.

Ternate Barat and Pulau Ternate are notably underrepresented, with five and one MSME
respectively. These districts face geographic and infrastructural limitations, including more
difficult access to commercial centres and lower tourism footfall. The remaining three MSMEs
were undocumented in terms of location at the time of data collection. The spatial
concentration in urbanized districts reflects broader trends of economic centralization and
unequal access to development infrastructure. This geographic imbalance presents both a
challenge and an opportunity for future policy. While central districts benefit from clustering
effects and tourism visibility, peripheral areas remain underutilized in the culinary souvenir
economy, despite having cultural and ecological assets that could support diversification.

Stakeholder Perspectives and Challenges

Branding Potential and Limitations

Most stakeholders enthusiastically endorsed the Kota Rempah concept, viewing it as an
authentic umbrella under which all spice-related products—especially gastronomic
souvenirs—could gain greater visibility. MSME owners noted that adopting local place names
and spice-forward recipes (as Pakesang has done) helps convey regional identity, fostering
stronger emotional connections with tourists. Yet, there is currently no dedicated municipal
program or budget line that aligns Kota Rempah branding with MSME capacity-building,
product certification, or co-marketing initiatives. As a result, produce-centric promotions
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remain ad-hoc, and many small producers lack clarity on how to formally participate in the
city’s branded campaigns. This disconnect leaves significant brand equity untapped,
hampering consistency in messaging and diluting the overall impact of Kota Rempah across
the souvenir landscape.

Perceived Value of Gastronomy Souvenirs

Across interviews, gastronomy souvenirs were celebrated as a tangible, low-risk way for
visitors to take home Ternate’s heritage—in contrast to more expensive handicrafts or less
portable cultural experiences. Respondents highlighted Ternate’s strategic role as North
Maluku’s primary port of entry and the growing number of international cruise ship calls,
emphasizing that edible souvenirs can serve as practical, memorable “first” or “last”
impressions for tourists (Suhartanto et al., 2018). Products such as kenari-based cakes and
handcrafted nutmeg syrups were repeatedly praised for balancing nostalgia with novelty,
appealing both to returning visitors and curious newcomers. The stakeholders noted the
potential environmental benefit of adopting lightweight or biodegradable packaging, although
current practices vary widely and would benefit from standardization to fully align
gastronomic souvenirs with sustainable tourism principles.

Operational and Market Barriers

Despite this value proposition, producers face steep cost pressures. Some raw materials,
especially specialty ingredients like high-grade coffee or custom labelling supplies, must be
procured from distant suppliers in other provinces, driving up per-unit costs and retail prices.
Limited access to modern packaging machinery and design expertise further constrains
product shelf life and visual appeal on crowded retail shelves. Distribution networks remain
predominantly informal—via roadside stalls, local markets, or consignment deals with a
handful of convenience-store chains—making it difficult for many MSME:s to achieve reliable
order volumes or to penetrate larger regional markets. Without a coordinated marketing
strategy or dedicated tourism storefronts beyond the Tara No Ate outlet, producers struggle
to sustain consistent sales, especially during off-peak tourism seasons.

Policy Recommendations from Stakeholders

To address these challenges, informants converged on two priority actions. First, the Dinas
Pariwisata advocates for a partnership with Dinas Perindustrian dan Perdagangan to
establish a small-scale packaging facility in Ternate—equipped with filling, sealing, and
graphic-design services—to lower input costs and improve product consistency. Second, there
is strong support for an inter-departmental Kota Rempah task force that unites tourism
promotion, creative-economy development, and MSME capacity-building under a shared
strategic framework. Such collaboration could standardize quality control, co-brand culinary
souvenirs alongside official city logos, and integrate product launch events into the city’s
festival calendar. Stakeholders believe these measures would enhance market access, reduce
barriers to formalization, and solidify Ternate’s reputation as the preeminent “City of Spices.”

DISCUSSION

The Strategic Role of Gastronomic Souvenirs in Place Branding
The rich diversity of Ternate’s spice-based foods and snacks naturally reinforces the “Kota
Rempah” (Spice City) brand. By packaging local spices and traditional recipes as authentic
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products, Ternate leverages its heritage as a historic spice trading hub. Gastronomic souvenirs
carry strong place meanings: they are “goods charged with meanings linked to the geographic
and touristic space” that generate sensory and emotional connections for visitors (Horodyski
et al., 2014; Levyda et al., 2021). In effect, purchasing Ternate’s signature spice products or
snacks allows tourists to extend their travel experience — literally taking home a piece of the
local culture. As Horodyski et al. (2014) note, food and beverages as souvenirs give recipients
“a part of the lived experience,” becoming what the authors term “gastronomic souvenirs”.
Therefore, when visitors enjoy Ternate’s clove- or nutmeg-infused candies, syrups, or crackers,
they are connecting emotionally to the island’s identity (Sahin-Yilmaz & Yilmaz, 2025). In
short, local culinary items serve as cultural carriers (Park et al., 2023; Tham & Chin, 2024),
transmitting Ternate’s spice heritage and creating memorable associations that reinforce its
Kota Rempah image.

The tourism literature highlights how local cuisine is a core element of destination identity.
Food is “inextricably linked to tourism” as both a learning medium and a key part of the visitor
experience (Jiang et al., 2023; Tham & Chin, 2024; Yulius et al., 2024). In Yangzhou (China),
researchers found that local cuisine helps “create destination uniqueness” and directly
influences travel satisfaction (Jiang et al., 2023). Analogously, Ternate’s distinctive spice
products, embedded in island lore and history, uniquely mark the city. When packaged
attractively, these products not only represent authentic taste but also embody cultural
identity (Dong, 2018; Swasty & Mustafa, 2023). Kladou & Trihas (2021) further argue that
integrating gastronomy into place branding helps smaller or rural destinations “polish their
own distinctive identity” and differentiate themselves in competitive tourism markets. In sum,
by marketing its endemic spices and recipes, Ternate harnesses gastronomic branding to
strengthen visitors’ emotional bonds and solidify its image as the celebrated “Kota Rempah”.

Opportunities for Sustainable Tourism

The development of Ternate’s culinary MSMEs can drive inclusive and sustainable tourism
growth (Purnomo & Purwandari, 2025). Many thriving food enterprises in Ternate were led
by local entrepreneurs (notably women) who preserve traditional recipes. This mirrors
findings in the literature that women entrepreneurs often serve as “key stakeholders” in rural
tourism, embedding cultural elements (such as local food products) into the tourism economy
(Stylianou et al., 2025). By opening food stalls, small eateries, or home-based food & beverage
workshops, female business owners help diversify the tourism offer and ensure that economic
benefits reach the community (Rodriguez-Vera et al., 2025; Sosa et al., 2021). Research shows
that women’s participation in tourism delivers “inclusive and diversified services” and
positions them as contributors to a resilient tourism sector (Kimbu et al., 2019; Stylianou et
al., 2025). Empowering women-led MSMEs in Ternate — for example by providing training or
microfinance — would therefore advance broader goals of local empowerment and gender-
inclusive development.

Promoting Ternate’s gastronomic products also encourages tourists to stay longer and engage
more deeply with the culture. Culinary tourism is well known to increase visitor satisfaction
and loyalty (S. Yang et al., 2024). For instance, studies in Indonesia found that exposure to
local food experiences led to higher tourist satisfaction and a greater intention to revisit
(Fitrizal et al., 2021; Prayoga et al., 2023; Roslina et al., 2023; Yulius et al., 2024). When
travelers sample Ternate’s cuisine on-site or participate in cooking demonstrations, they not
only enrich their experience but become ambassadors for the destination (Recuero-Virto &
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Arrospide, 2024). Such product-based tourism tends to extend length of stay: tourists often
build their itineraries around markets, food trails, and cooking classes, which lengthen visits
compared to sightseeing alone (Wondirad et al., 2021). Deeper cultural engagement — like
learning the story of nutmeg farming or the history of spice route — creates emotional
memories that foster repeat visitation (Lu et al., 2022). By actively integrating culinary
experiences into Ternate’s tourism offerings, local stakeholders can thus capture these long
tail benefits.

In addition, developing strong local food clusters can distribute tourism spending (Duglio et
al., 2022). Supporting home-grown brands and facilitating links to urban markets can create
sustainable value chains. The OECD has stressed the importance of “strengthen[ing] local
tourism value chains” and helping small tourism firms integrate into wider markets (OECD,
2024). In practice, this could mean connecting Ternate’s spice producers to national retailers
or online platforms, so that a visitor’s purchase continues to support the destination long after
departure (Seaman & Schroeder, 2022; Yuan et al., 2022). Such inclusive supply-chain
development is consistent with sustainable tourism frameworks, ensuring that growth is
broadly shared among Ternate’s communities.

Challenges and Gaps

Despite these opportunities, several challenges emerged in the Ternate context. Stakeholders
pointed to branding inconsistencies and uneven product visibility as obstacles. For example,
without a unified quality label or narrative, the Kota Rempah brand risks dilution: some
products carry the spice theme well, while others lack clear branding (Santos & Giraldi, 2017).
The literature warns that fragmented branding can weaken destination identity (and confuse
tourists), suggesting a need for coordinated marketing and certification (Bartoli et al., 2022;
Chiang & Chen, 2023; Li et al., 2025; Singh & Bhatt, 2024). In this case, many producers lack
formal quality certification, making it harder to assure buyers of authenticity and safety. This
gap echoes broader findings that formal labeling and standards (e.g. geographic indications or
halal certification) can significantly enhance consumer trust in food souvenirs.

Another issue is market exposure. Many MSMEs operate locally or sell informally, so their
products reach few outside markets. Limited marketing channels and distribution networks
constrain growth. If Ternate’s halal-friendly spice snacks remain unknown beyond local
kiosks, the Kota Rempah concept loses impact. Tourism research emphasizes that effective
souvenir marketing requires not only an appealing product but also awareness-building
(through shops, tourism centres, e-commerce, etc.) (Duan et al., 2023; Lv et al., 2024; Yuan
et al., 2022). Therefore, policy measures should focus on connecting producers to tourist
routes—such as through partnerships with tour operators or museums—and on offering
training in branding and retail.

Geographically, tourism infrastructure and culinary enterprises are clustered unevenly around
the main island, and even more in the islands of Hiri, Batang Dua, and Moti (Marasabessy,
2016; Nurlaili et al., 2017). This spatial inequality mirrors patterns seen in many destinations,
where tourism benefits agglomerate in core areas while outlying regions lag (Krabokoukis &
Polyzos, 2021). Unlocking the potential of these peripheries will be key for inclusive
development. The literature on rural and creative tourism suggests that peripheral areas often
hold untapped cultural resources (Borowiecki et al., 2024; Fonseca & Ramos, 2012; Harfst et
al., 2024). In Ternate’s case, opportunities exist to empower villages with spice gardens, agro-
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tourism routes, or cultural homestays. More intensive stakeholder engagement and
infrastructure investment in these areas could rebalance the benefits (Oliver et al., 2024; Z.
Yang et al., 2025). Addressing these challenges — by ensuring consistent branding, quality
assurance, and broader geographic participation — will be critical to realize the full promise of
gastronomy-based tourism.

Implications for Policy and Development

The above insights point to concrete policy directions. First, the local government and tourism
agencies should support product innovation and professionalization of food souvenirs. This
includes assisting MSMEs with improved packaging design, labelling, and product
development. As Horodyski et al. (2014) underline, packaging is one of the five key attributes
of successful gastronomic souvenirs. Attractive, informative packaging (and perhaps eco-
friendly materials) can communicate Ternate’s spice heritage more effectively to visitors and
retail markets (Steenis et al., 2017). Training programs or design grants could help small
producers upgrade their visual identity to match the Kota Rempah theme.

Second, local government should foster market linkages. Aligning with OECD (2024)
recommendations, Ternate can develop capacity-building initiatives to help MSMEs
“integrate and compete in the global tourism system”. For example, digital marketing
workshops could teach producers to export via online platforms; partnerships with regional
distributors could open new sales channels. Similarly, improving transportation and cold-
chain logistics could allow more perishable food souvenirs (like sauces or fresh condiments)
to reach tourists. Promoting tourism cooperatives or village-owned enterprises (BUMDes)
could also reinvest tourism earnings locally and provide transparent revenue-sharing (Ultari
& Khoirunurrofik, 2024).

Crucially, these efforts must also align with broader sustainable development goals. Ternate’s
spice branding initiative resonates with the UNESCO Creative Cities of Gastronomy
framework, which calls on cities to embed local food heritage into sustainable urban
development (Park et al., 2023; Pearson & Pearson, 2017; Zhu & Yasami, 2021). As UNESCO
recently noted in discussions about Zanzibar and Stone Town, cities using culture and
creativity can “strengthen their cultural identity [and] boost sustainable tourism” (UNESCO,
2024). By seeking Creative City designation or similar partnerships, Ternate can gain technical
support and publicity for its gastronomic-focused strategies. This would complement national
efforts to achieve the SDGs, especially goals on sustainable tourism, poverty reduction, and
cultural preservation.

Finally, stakeholder co-creation should be institutionalized in tourism planning (Cwikla et al.,
2025). Engaging local chefs, spice growers, and community leaders in branding decisions
ensures that initiatives remain authentic and inclusive. Theoretical work emphasizes that
place branding benefits when multiple actors co-create a “holistic and inclusive place brand
experience” (Kladou & Trihas, 2021). In practice, this might involve a multi-stakeholder Kota
Rempah council that standardizes certifications, plans gastronomy events, and monitors
equity across districts. In sum, by combining MSME support, innovative marketing, and
alignment with UNESCO/sustainability frameworks, Ternate can transform its rich culinary
heritage into a driver of equitable and sustainable tourism development (Lin et al., 2021).
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CONCLUSION & RECOMMENDATION

By examining Ternate’s network of culinary MSMEs and their 48 unique products, this
research highlights the significant potential of gastronomic souvenirs to contribute to the city’s
Kota Rempah branding and to support more sustainable, community-focused tourism. The
diverse use of local spices, nuts, and seafood underscores how these edible products embody
city branding and extend visitor engagement through sensory experiences. At the same time,
the prominence of home-based and women-led enterprises points to an inclusive economic
dynamic, even as challenges—such as inconsistent branding, supply-chain constraints, and
uneven geographic distribution—limit full realization of these benefits.

To build on this foundation, local stakeholders should pursue integrated measures that
strengthen product development, quality assurance, and market channels under a cohesive
Kota Rempah framework. Practical steps include establishing shared packaging and design
facilities, formalizing branding guidelines, and expanding training and distribution to
peripheral districts like Pulau Ternate, Moti, and Batang Dua. These efforts can help stabilize
costs, improve product consistency, and ensure tourism benefits reach a broader community.
Looking forward, future research could explore the feasibility and impact of Geographic
Indication (GI) status for key Ternate products—such as nutmeg blends or kenari
confections—to safeguard authenticity, enhance legal protection, and differentiate the city’s
offerings in wider markets. Comparative studies of GI implementation in other spice-
producing regions or UNESCO Creative Cities of Gastronomy would further inform best
practices for governance, community involvement, and socio-economic outcomes. By
combining targeted policy support with continued scholarly inquiry into GI and place-based
branding, Ternate and similar destinations can progress toward more resilient, culturally
grounded, and inclusive tourism development.

REFERENCES

Ajam, M. R., & Ahmad, I. (2022). The Trade and Mestizo Culture Effect in Ternate. Journal of
Social Science, 3(1), 124—136. https://doi.org/10.46799/jss.v3i1.278

Aung, K. T., Razak, R. A., & Nazry, N. N. M. (2021). Establishing Validity And Reliability of
Semi-Structured Interview Questionnaire in Developing Risk Communication Module:
A Pilot Study. Edunesia: Jurnal Ilmiah Pendidikan, 2(3), 600—606.
https://doi.org/10.51276/edu.v2i3.177

Averbuch, B. (2022). The Spice Trade in Southeast Asia. In Oxford Research Encyclopedia of
Asian History. Oxford University Press.
https://doi.org/10.1093/acrefore/9780190277727.013.547

Bartoli, C., Bonetti, E., & Mattiacci, A. (2022). Marketing geographical indication products in
the digital age: a holistic perspective. British Food Journal, 124(9), 2857—2876.
https://doi.org/10.1108/BFJ-03-2021-0241

Borowiecki, K. J., Fresa, A., & Martin Civantos, J. M. (2024). Innovative Cultural Tourism in
European Peripheries. Routledge. https://doi.org/10.4324/9781003422952

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33



KEVIN GUSTIAN YULIUS, NONOT YULIANTORO, YOSEP DUDEDES TIMBA

BPS Kota Ternate. (2025). Kota Ternate dalam Angka 2025. BPS Kota Ternate.

Cakar, K., & Aykol, S. (2021). Case Study as a Research Method in Hospitality and Tourism
Research: A Systematic Literature Review (1974—2020). Cornell Hospitality
Quarterly, 62(1), 21—31. https://doi.org/10.1177/1938965520971281

Chen, C., Chen, H.-B., Yeh, S.-S., Tseng, L.-Y., & Huan, T.-C. (2022). Exploring tourists’
purchase intention of food-related souvenirs. Tourism Management Perspectives, 44,
101035. https://doi.org/10.1016/j.tmp.2022.101035

Chiang, C.-T., & Chen, Y.-C. (2023). The Effect of Destination Brand Identity on Tourism
Experience: The Case of the Pier-2 Art Center in Taiwan. Sustainability, 15(4), 3254.

https://doi.org/10.3390/su15043254

Chukwurah, G. O., Okeke, F. O., Isimah, M. O., Enoguanbhor, E. C., Awe, F. C., Nnaemeka-
Okeke, R. C., Guo, S., Nwafor, I. V., & Okeke, C. A. (2025). Cultural Influence of Local
Food Heritage on Sustainable Development. World, 6(1), 10.
https://doi.org/10.3390/world6010010

Ciuculescu, L., & Luca, F. A. (2025). Developing a Sustainable Cultural Brand for Tourist
Cities: Insights from Cultural Managers and the Gen Z Community in Brasov,
Romania. Sustainability, 17(8), 3361. https://doi.org/10.3390/su17083361

Creswell, J. W., & Creswell, J. D. (2018). Research Design: Qualitative, Quantitative, and
Mixed Methods Approaches (5th ed.). SAGE Publications.

Cwikla, M., Garzillo, C., Bosone, M., & Gravagnuolo, A. (2025). Stakeholders Engagement
Processes for Co-Creation of Strategic Action Plans for Circular and Human-Centred
Cultural Tourism in European Heritage Sites. In B. Neuts, J. Martins, & M. Ioannides
(Eds.), Advances in Cultural Tourism Research (pp. 47-67). Springer Nature
Switzerland. https://doi.org/10.1007/978-3-031-65537-1_4

Dong, Y. (2018). Research on the Innovative Packaging Design of the Tourist Souvenirs in
Regional Intangible Cultural Heritages. Proceedings of the 2018 7th International
Conference on Energy, Environment and Sustainable Development (ICEESD 2018).
https://doi.org/10.2991/iceesd-18.2018.29

Duan, Z. Y., Tan, S.-K., Choon, S.-W., & Zhang, M. Y. (2023). Crafting a place-based souvenir
for sustaining cultural heritage. Heliyon, 9(5), e15761.
https://doi.org/10.1016/j.heliyon.2023.e15761

Duglio, S., Bonadonna, A., & Letey, M. (2022). The Contribution of Local Food Products in
Fostering Tourism for Marginal Mountain Areas: An Exploratory Study on
Northwestern TItalian Alps. Mountain Research and Development, 42(1).
https://doi.org/10.1659/MRD-JOURNAL-D-20-00075.1

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33

27



KOTA REMPAH: STRENGTHENING TERNATE’S BRAND IDENTITY THROUGH GASTRONOMIC
SOUVENIRS FOR A SUSTAINABLE TOURISM

ESRI. (2025). City of Ternate and Ternate Island [Basemap]. Scale not Given.
https://www.arcgis.com/apps/mapviewer/index.html

Fitrizal, Elfiswandi, & Sanjaya, S. (2021). The impact of culinary tourism on tourist satisfaction
and destination loyalty: Padang city, West Sumatra context. Jurnal Manajemen Dan
Pemasaran Jasa, 14(1), 135—148. https://doi.org/10.25105/jmpj.v14i1.8594

Fonseca, F. P., & Ramos, R. A. R. (2012). Heritage Tourism in Peripheral Areas: Development
Strategies and  Constraints. Tourism  Geographies, 14(3), 467—493.
https://doi.org/10.1080/14616688.2011.610147

Goniilliioglu, S., & Arslan Selcuk, S. (2024). City branding in the context of architecture,
tourism, culture, and cultural identity interaction—bibliometric analysis of literature.
Place Branding and Public Diplomacy, OnlineFirst. https://doi.org/10.1057/s41254-
024-00365-2

Gugerell, K., Uchiyama, Y., Kieninger, P. R., Penker, M., Kajima, S., & Kohsaka, R. (2017). Do
historical production practices and culinary heritages really matter? Food with
protected geographical indications in Japan and Austria. Journal of Ethnic Foods,
4(2), 118-125. https://doi.org/10.1016/j.jef.2017.05.001

Guo, Y. L., & Hsu, F. C. (2023). Branding Creative Cities of Gastronomy: the role of brand
experience and the influence of tourists’ self-congruity and self-expansion. British
Food Journal, 125(8), 2803—2824. https://doi.org/10.1108/BFJ-05-2022-0434

Harfst, J., Syrbe, R., Kern, C., Wirth, P., Sandriester, J., Pstrocka-Rak, M., & Dolzblasz, S.
(2024). Cultural Tourism and Governance in Peripheral Regions. International
Journal of Tourism Research, 26(4). https://doi.org/10.1002/jtr.2733

Horodyski, G. S., Manosso, F. C., Bizinelli, C., & Gandara, J. M. (2014). Gastronomic Souvenirs
as Travel Souvenirs: A Case Study in Curitiba, Brazil. Via Tourism Review, 6.
https://doi.org/10.4000/viatourism.732

Husin, H., Sriati, S., & Thamrin, M. H. (2022). Implementasi Peraturan Walikota Ternate
Nomor 21 Tahun 2018 Tentang Penggunaan Produk Lokal Khas Daerah Kota Ternate.
Journal of Education, Humaniora and Social Sciences (JEHSS), 5(1), 111—122.
https://doi.org/10.34007/jehss.v5i1.1137

Irjayanti, M., & Lord, L. (2024). Operating a business with local wisdom: a grounded research
of women in the creative industry. Cogent Business & Management, 11(1).
https://doi.org/10.1080/23311975.2024.2392047

Jeandry, G., Dara, A., & Zainuddin, Z. (2024). “Memajukan UMKM di Ternate: Eksplorasi
Peran Inklusi Keuangan dalam Menggabungkan Literasi dan Teknologi Finansial.
Owner, 8(3), 2328-2346. https://doi.org/10.33395/owner.v8i3.2185

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33



KEVIN GUSTIAN YULIUS, NONOT YULIANTORO, YOSEP DUDEDES TIMBA

Jiang, F., Huang, R., Chen, Q., & Zhang, J. (2023). Brand Equity, Tourist Satisfaction and
Travel Intentions in a UNESCO Creative City of Gastronomy: A Case Study of
Yangzhou, China. Foods, 12(14), 2690. https://doi.org/10.3390/foods12142690

Kimbu, A. N., Ngoasong, M. Z., Adeola, O., & Afenyo-Agbe, E. (2019). Collaborative Networks
for Sustainable Human Capital Management in Women’s Tourism Entrepreneurship:
The Role of Tourism Policy. Tourism Planning & Development, 16(2), 161—178.
https://doi.org/10.1080/21568316.2018.1556329

Kiralova, A., & Malec, L. (2021). Local Food as a Tool of Tourism Development in Regions.
International Journal of Tourism and Hospitality Management in the Digital Age,
5(1), 54—68. https://doi.org/10.4018/IJTHMDA.20210101.0a1

Kladou, S., & Trihas, N. (2021). Place Branding through Resource Integration and Gastro-
Cultural Experiences: A Transnational Perspective. Tourism and Hospitality, 3(1), 1—
14. https://doi.org/10.3390/tourhosp3010001

Krabokoukis, T., & Polyzos, S. (2021). Spatial inequalities of tourist activity in Greece: a Shift-
Share analysis. Anatolia, 32(1), 93-105.
https://doi.org/10.1080/13032917.2020.1851271

Levyda, Ratnasari, K., & Giyatmi. (2021). Authentic Food Souvenir to Support MSMEs and
Local Wisdom in Bangka Belitung, Indonesia. GeoJournal of Tourism and Geosites,
35(2), 531—536. https://doi.org/10.30892/gtg.35234-681

Li, X., Li, X., Kuang, T., Cheng, L., & Wu, Q. (2025). From GI products consumers to
destination visitors: an examination of the push side mechanism. Asia Pacific Journal
of Marketing and Logistics, 37(5), 1228—-1254. https://doi.org/10.1108 /APJML-05-
2024-0621

Lin, M.-P., Marine-Roig, E., & Llonch-Molina, N. (2021). Gastronomy as a Sign of the Identity
and Cultural Heritage of Tourist Destinations: A Bibliometric Analysis 2001—2020.
Sustainability, 13(22), 12531. https://doi.org/10.3390/su132212531

Linneberg, M. S., & Korsgaard, S. (2019). Coding qualitative data: a synthesis guiding the
novice. Qualitative Research Journal, 19(3), 259—270. https://doi.org/10.1108/QRJ-
12-2018-0012

Lu, Y., Lai, I. K. W., Liu, X. Y., & Wang, X. (2022). Influence of memorability on revisit
intention in welcome back tourism: The mediating role of nostalgia and destination
attachment. Frontiers in Psychology, 13.
https://doi.org/10.3389/fpsyg.2022.1020467

Lv, X., Yuan, Z., Luo, J., Fu, X., Shen, H., Ai, J., & Shen, Y. (2024). Purchase and Protect: Dual
Effects of Tourist Souvenir Customization. Journal of Travel Research, OnlineFirst.
https://doi.org/10.1177/00472875241269819

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33

29



KOTA REMPAH: STRENGTHENING TERNATE’S BRAND IDENTITY THROUGH GASTRONOMIC
SOUVENIRS FOR A SUSTAINABLE TOURISM

Marasabessy, F. (2016). Hirarki Wilayah Kota Ternate Pasca Pengembangan Kawasan
Waterfront  City. Jurnal Wilayah  Dan  Lingkungan, 4(3), 213.
https://doi.org/10.14710/jwl.4.3.213-224

Meranggi, Y. (2024). Exploring culture and tourism of Ternate Island, a prominent sultanate
in eastern Indonesia: A Report. Bali Tourism Journal, 8(1), 15—20.
https://doi.org/10.36675/btj.v8i1.103

Mihardja, E. J., Widiastuti, T., & Agustini, P. M. (2020). Developing City Branding Strategy of
Ternate in North Moluccas - Indonesia. Jurnal Komunikasi: Malaysian Journal of
Communication, 36(2), 364—379. https://doi.org/10.17576/JKMJC-2020-3602-22

Nurbaya. (2023). Expressions Language of Saro Eating Ritual Ternate Ethnic. Jurnal Sains
Sosio Humaniora, 7(2), 225—235. https://doi.org/10.22437/jssh.v7i2.21293

Nurlaili, Nursiana, A., & Hermantoro, H. (2017). Ternate Government’s Efforts in Establishing
Culture-based Tourism Destinations through Heritage City. TRJ Tourism Research
Journal, 1(1), 53. https://doi.org/10.30647/trj.v1i1.7

OECD. (2024). Creating economic prosperity through inclusive and sustainable tourism:
G7/OECD policy priorities paper, OECD Tourism Papers, No. 2024/01. OECD
Publishing. https://doi.org/10.1787/f0a49cag9-en

Oliver, D., Cuganesan, S., & Chung, K. S. K. (2024). Moving Beyond Place- and Past-Based
Identities for Better Stakeholder Engagement. Academy of Management Perspectives,
In-Press. https://doi.org/10.5465/amp.2020.0119

Olivero-Verbel, J., Quintero-Rincon, P., & Caballero-Gallardo, K. (2024). Aromatic plants as
cosmeceuticals: benefits and applications for skin health. Planta, 260(6), 132.
https://doi.org/10.1007/s00425-024-04550-8

Park, E., Muangasame, K., & Kim, S. (2023). ‘We and our stories’: constructing food
experiences in a UNESCO gastronomy city. Tourism Geographies, 25(2—3), 572—593.
https://doi.org/10.1080/14616688.2021.1943701

Park, E., & Widyanta, A. (2022). Food tourism experience and changing destination
foodscape: An exploratory study of an emerging food destination. Tourism
Management Perspectives, 42, 100964. https://doi.org/10.1016/j.tmp.2022.100964

Pearson, D., & Pearson, T. (2017). Branding Food Culture: UNESCO Creative Cities of
Gastronomy. Journal of Food Products Marketing, 23(3), 342-355.
https://doi.org/10.1080/10454446.2014.1000441

Pemkot Ternate. (2023, October 28). Masuk Dalam Kategori Gastronomy, Ternate Kota
Rempah Siap Maju Sebagai Kota Kreatif Dunia UNESCO. Portal Pemerintah Kota
Ternate. https://ternatekota.go.id/berita/masuk-dalam-kategori-gastronomy-
ternate-kota-rempah-siap-maju-sebagai-kota-kreatif-dunia-unesco

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33



KEVIN GUSTIAN YULIUS, NONOT YULIANTORO, YOSEP DUDEDES TIMBA

Prayoga, T. Z., Heidra, T. C., Rahmiati, F., Jokhu, J. R., & Hanafiah, H. (2023). The Role of
Gastronomic Experience in Tourist Revisit Intention: An Empirical Study in the
Historical City Special Region of Yogyakarta, Indonesia. Journal of Law and
Sustainable Development, 11(12), e1037. https://doi.org/10.55908/sdgs.v11i12.1037

Priporas, C.-V., Zhao, S., Papanastassiou, M., & Best, S. (2021). Cultural Heritage as an Engine
of Sustainable Development in the Tourism Sector. In M. Ince-Yenilmez & B. Darici
(Eds.), Engines of Economic Prosperity (pp. 193—208). Palgrave Macmillan.
https://doi.org/10.1007/978-3-030-76088-5_11

Purnomo, S., & Purwandari, S. (2025). A Comprehensive Micro, Small, and Medium
Enterprise Empowerment Model for Developing Sustainable Tourism Villages in Rural
Communities: A Perspective. Sustainability, 17(4), 1368.
https://doi.org/10.3390/su17041368

Qadriyah, S. D., Sudiarta, I. N., & Suwena, I. K. (2024). Implementasi Branding “Kota
Rempah” Untuk Meningkatkan Kunjungan Wisatawan Di Kota Ternate. Jurnal IPTA,
12(1), 158-164. https://doi.org/10.24843/I1PTA.2024.v12.101.p20

Qiu, L., Rahman, A. R. A., & Dolah, M. S. bin. (2024). The Role of Souvenirs in Enhancing
Local Cultural Sustainability: A Systematic Literature Review. Sustainability, 16(10),
3893. https://doi.org/10.3390/su16103893

Recuero-Virto, N., & Arrospide, C. V. (2024). Culinary destination enchantment: The strategic
interplay of local gastronomy in regional tourism development. International Journal
of Gastronomy and Food Science, 36, 100931.
https://doi.org/10.1016/j.ijgfs.2024.100931

Rodriguez-Vera, A. del P., Rando-Cueto, D., & Pedrosa, C. d. 1. H. (2025). Women’s
Entrepreneurship in the Tourism Industry: A Bibliometric Study. Administrative
Sciences, 15(4), 130. https://doi.org/10.3390/admsci15040130

Roslina, Jimad, H., & Sari, A. (2023). Intention to Revisit Culinary Tourism. Proceedings of
the 3rd Universitas Lampung International Conference on Social Sciences (ULICoSS
2022), 204—215. https://doi.org/10.2991/978-2-38476-046-6_20

Sabuhari, R., Kamis, R. A., Panigoro, S., & Husen, Z. (2022). Kajian Eksplorasi Profil Usaha
Mikro Kecil dan Menengah Serta Strategi Pengembangannya di Kota Ternate.
Cakrawala Management Business Journal, 5(1), 1—12.

Sahin-Yilmaz, A., & Yilmaz, G. (2025). Can purchasing food souvenirs be a gastronomic
experience per  se? British  Food  Journal, 127(7), 2564-2585.
https://doi.org/10.1108/BFJ-06-2024-0652

Santos, G. E. d. O., & Giraldi, J. d. M. E. (2017). Reciprocal effect of tourist destinations on the
strength of national tourism brands. Tourism Management, 61, 443—450.
https://doi.org/10.1016/j.tourman.2017.03.011

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33

31



KOTA REMPAH: STRENGTHENING TERNATE’S BRAND IDENTITY THROUGH GASTRONOMIC
SOUVENIRS FOR A SUSTAINABLE TOURISM

Schlunegger, M. C., Zumstein-Shaha, M., & Palm, R. (2024). Methodologic and Data-Analysis
Triangulation in Case Studies: A Scoping Review. Western Journal of Nursing
Research, 46(8), 611—622. https://doi.org/10.1177/01939459241263011

Seaman, A. N., & Schroeder, L. H. (2022). Exploring the relationship between travel and
online food souvenirs. Anatolia, 33(2), 210—221.
https://doi.org/10.1080/13032917.2022.2040913

Singh, P., & Bhatt, V. (2024). Leveraging Geographical Indications for Tourism Development
and Destination Branding. In M. Valeri, A. Albattat, N. Azman, P. K. Tyagi, & Z. M.
Talib (Eds.), Navigating Intellectual Property Challenges in Tourism (pp. 241—252).
https://doi.org/10.4018/979-8-3693-4171-1.cho11

Sosa, M., Aulet, S., & Mundet, L. (2021). Community-Based Tourism through Food: A
Proposal of Sustainable Tourism Indicators for Isolated and Rural Destinations in
Mexico. Sustainability, 13(12), 6693. https://doi.org/10.3390/su13126693

Steenis, N. D., van Herpen, E., van der Lans, I. A., Ligthart, T. N., & van Trijp, H. C. M. (2017).
Consumer response to packaging design: The role of packaging materials and graphics
in sustainability perceptions and product evaluations. Journal of Cleaner Production,
162, 286—298. https://doi.org/10.1016/j.jclepro.2017.06.036

Stone, M. J. (2024). Not just another trinket: defining unique attributes of food souvenirs.
Tourism Recreation Research, 50(3), 672-677.
https://doi.org/10.1080/02508281.2023.2296813

Stylianou, C., Liasidou, S., & Garanti, Z. (2025). Women Entrepreneurs’ Role in Tourism Co-
Creation and Policy: Examining the Case of Cyprus. Tourism and Hospitality, 6(1), 33.
https://doi.org/10.3390/tourhosp6010033

Suhartanto, D., Dean, D., Sosianika, A., & Suhaeni, T. (2018). Food souvenirs and their
influence on tourist satisfaction and behavioural intentions. European Journal of
Tourism Research, 18, 133—145. https://doi.org/10.54055/¢€jtr.v18i.317

Swasty, W., & Mustafa, M. (2023). Investigating consumers’ attitude toward food souvenir
packaging color. In D. A. W. Sintowoko, I. Resmadi, H. Azhar, G. Gumilar, & T. Wahab
(Eds.), Sustainable Development in Creative Industries: Embracing Digital Culture
for Humanities (pp. 279—284). Routledge. https://doi.org/10.1201/9781003372486-

52

Tham, A., & Chin, W. L. (2024). Food, glorious food! The intersection of food cultures and
creative tourism in Brunei. Southeast Asia: A Multidisciplinary Journal, 24(2), 121—
133. https://doi.org/10.1108/SEAMJ-10-2023-0076

Ultari, T., & Khoirunurrofik. (2024). The Role of Village-Owned Enterprises (BUMDes) in
Village Development: Empirical Evidence from Villages in Indonesia. Jurnal
Perencanaan Pembangunan: The Indonesian Journal of Development Planning,
8(2), 256—280. https://doi.org/10.36574/jpp.v8i2.559

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33



KEVIN GUSTIAN YULIUS, NONOT YULIANTORO, YOSEP DUDEDES TIMBA

Umasugi, L., & Amin, S. (2019). Analisis Struktur Perekonomian dan Pertumbuhan Ekonomi
Terhadap PDRB Kota Ternate Tahun 2013-2017. Agrikan: Jurnal Agribisnis
Perikanan, 12(1), 152. https://doi.org/10.29239/j.agrikan.12.1.152-156

UNESCO. (2024, November 18). Strengthening Cultural Heritage Through UNESCO’s
Creative Cities Network. UNESCO.
https://www.unesco.org/en/articles/strengthening-cultural-heritage-through-
unescos-creative-cities-network

Wijaya, S. (2019). Indonesian food culture mapping: a starter contribution to promote
Indonesian  culinary tourism. Journal of Ethnic Foods, 6(1), o.
https://doi.org/10.1186/s42779-019-0009-3

Wondirad, A., Kebete, Y., & Li, Y. (2021). Culinary tourism as a driver of regional economic
development and socio-cultural revitalization: Evidence from Amhara National
Regional State, Ethiopia. Journal of Destination Marketing & Management, 19,
100482. https://doi.org/10.1016/j.jdmm.2020.100482

Yang, S., Liu, Y., & Xu, L. (2024). The effect of food tourism experiences on tourists’ subjective
well-being. Heliyon, 10(3), e25482. https://doi.org/10.1016/j.heliyon.2024.e25482

Yang, Z., Lv, P., & Sun, S. (2025). The Impact of New Infrastructure Investment on the
International Tourism Industry: Evidence from Provincial-Level Panel Data in China.
Sustainability, 17(6), 2334. https://doi.org/10.3390/su17062334

Yeboah, R., & Ashie, D. (2024). Promotion of local food as tourism product in the Cape Coast
Metropolis: An explorative research. Heliyon, 10(24), €40950.
https://doi.org/10.1016/j.heliyon.2024.e40950

Yuan, X., Xie, Y. (Fionna), Li, S., & Shen, Y. (2022). When souvenirs meet online shopping —
the effect of food souvenir types on online sales. International Journal of Tourism
Research, 24(1), 58—70. https://doi.org/10.1002/jtr.2482

Yulius, K. G., Sudirman, F. N., & Theovanus. (2024). Explaining Revisit Intention in Culinary
Tourism: Case Study of Pekalongan, City of Batik. EDUTOURISM: Journal Of
Tourism Research, 6(2), 58—73. https://doi.org/10.53050/ejtr.v6i02.1228

Zhu, H., & Yasami, M. (2021). Developing Gastronomic Resources: Practices of UNESCO
Creative Cities of Gastronomy. GeoJournal of Tourism and Geosites, 39(4
supplement), 1406—1414. https://doi.org/10.30892/gtg.394spl11-784

JOURNAL OF RESEARCH ON BUSINESS AND TOURISM
VOLUME 5 NO. 1, JUNE 2025, P 16 - 33

33



