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ABSTRACT

	The development of culinary tourism in Jakarta has been rapid. One of the most popular culinary tourism areas and a culinary destination is the Blok M area in South Jakarta. Tourists visit the Blok M area for culinary tourism mainly because of viral promotions and reviews on social media, which indirectly shape Blok M's gastronomy as its main attraction. This study aims to determine the factors influencing tourists' decisions in culinary tourism in the Blok M area and to identify the most dominant or important factors for tourists' decisions in culinary tourism in the Blok M area. This study employs a data collection method using a questionnaire with 109 respondents who visited the Blok M area for culinary tourism. Data analysis using the Cochran Q Test identified 10 dominant or important factors. The results indicate that the factor “Diverse and attractive culinary tourism recommendations in the Blok M area” ranks first as the most dominant and important factor for tourists in making culinary tourism decisions.
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INTRODUCTION 

The development of culinary tourism in Jakarta has great potential to increase the number of tourists and strengthen Jakarta's image as a culinary tourism destination. The Food and Beverage Provision Business in 2024 shows that the number of food and beverage provision businesses in Indonesia in 2023 was 4.85 million, an increase of around 21.13 percent compared to 2016, which reached 4.01 million businesses (Badan Pusat Statistik, 2024). According to data from the Indonesian Central Statistics Agency (BPS RI), Jakarta is the province with the highest number of culinary businesses, ranking 4th out of 32 provinces in Indonesia (Badan Pusat Statistik, 2024). One of the culinary tourism destinations in Jakarta is the Blok M area in South Jakarta. 
Blok M in South Jakarta is renowned as a commercial and entertainment district with a rich history. Access to the Blok M area has become easier, safer, and more comfortable with the presence of the MRT and numerous TransJakarta and Mikrotrans routes. Many of the old buildings in Blok M have been repurposed into social gathering spots or “hangout” areas for the young crowd, enhancing the aesthetic appeal of the area. Young people are once again drawn to this area due to its attractive spots such as Blok M Square, M Bloc Space, Pasaraya Blok M, Blok M Terminal, Martha Tiahahu Literacy Park, and the numerous cafes and restaurants in the vicinity. The unique appearance of cafes and restaurants in Blok M, combined with their diverse menus, has further boosted the popularity of the Blok M area among visitors (Wijaya, 2024). The Blok M area offers a variety of dishes, ranging from local to international cuisine. For local dishes, there are regional specialties such as Javanese, Sundanese, Padang, Balinese, and others. For international cuisine, there are Japanese, Korean, Thai, Italian, and American dishes. Many visitors are drawn to the various promotions conducted by food establishments, attracting them to Blok M to try the trending culinary offerings. Visitors to Blok M primarily come to try something that is currently trending. 
However, behind the popularity of these culinary offerings, there are consumer complaints. These complaints include issues such as poor service, low-quality food products, and others. Long queues at viral cafes are also a frustrating experience. After waiting for a long time, some visitors are disappointed to find that the taste of the food or drinks does not meet their expectations, or that the service is unfriendly or slow. Additionally, a crowded or uncomfortable café atmosphere can reduce the enjoyment of the experience. 
Culinary tourism has transformed in the digital age, especially with the rise of social media users from Generation Z. For this generation, culinary experiences are not just about taste but also about visually appealing content and social validation. Decision-making is heavily influenced by social media and peer recommendations, with Gen Z relying on digital platforms to discover culinary experiences (Seyfi et al., 2024). Supported by research (Popşa, 2024), where Generation Z uses social media to inform their travel choices, often following influencers who highlight culinary experiences. This directly shapes their decision-making model for purchasing products when choosing culinary destinations. Gen Z's purchasing decisions are often influenced by digital recommendations and trending topics. Post-purchase behavior also revolves around social media; they share experiences, photos, or videos that can influence others' decisions. Penggunaan internet dilakukan melalui berbagai media, yakni 92,21 persen diantaranya memanfaatkan pesan instan, 22,72 persen melalui media sosial, dan 17,51 persen melalui marketplace/platform digital (Badan Pusat Statistik, 2024).
Consumer behavior, especially among Gen Z, is highly dynamic. Culinary trends can change rapidly, and what's viral today may be outdated tomorrow. This research will help stakeholders stay relevant by understanding the decision-making model of tourists in the digital age. Tourists' decisions are influenced by intrinsic factors (motivation and personal experience) and extrinsic factors (social media and cultural influence), with intrinsic factors having a more substantial impact (Wachyuni et al., 2024). Understanding these factors is crucial for developing effective marketing strategies and enhancing the overall tourist experience. 
Horner and Swarbrooke (2007) qtd in (Yusendra, 2015) identified various factors that influence tourists' decisions in choosing and traveling. These factors are grouped into two main categories, namely internal factors and external factors, which interact in the tourist decision-making process. Internal (Personal) Factors originate from within the individual tourist and greatly influence how they view and select destinations or travel experiences, including personal motivation, consumer lifestyle, current knowledge about tourist destinations, hobbies and interests, past experiences, attitudes, opinions, and perceptions of travel destinations, commitment to family, income level, and consumer personality. External factors originate from the environment outside the individual and also have a significant impact on tourism decisions, including the availability of attractive tourist attractions and products, advice and recommendations (word of mouth), information obtained about the tourist destination, political conditions, security, and technology of the tourist destination, hygiene conditions of the tourist destination, special promotions from tourism organizations, climate and weather of the tourist destination, transportation and road access, and supporting infrastructure facilities. The success of a culinary business does not depend on a single element but on the synergy of various effective marketing factors (Kusumaningrum & Christian, 2023). This study is not only about academic understanding but also about providing practical insights that can be utilized to enhance tourist experiences, drive economic growth, and preserve Blok M as Jakarta's sustainable culinary icon.

methodology 

This research method uses a descriptive method with a quantitative approach and uses the Cochran Q Test Method to see the most important or dominant factors  (Yusendra, 2015). The Cochran Q test is used to analyze the level of success/effectiveness of data statistically, testing hypotheses on several variables that are dichotomously related and have the same mean value. The Cochran Q-test is used when the data is nominal, there are more than two samples, the data is not independent, and it has binary responses such as Yes (1) and No (0), or according to the Cochran Q test formula, it can be used to test the level of importance of each valid factor (Yusendra, 2015). The Cochran Q test can determine the existence of a relationship between several factors, where from the factors considered important by consumers, those receiving the most “No” responses are iteratively eliminated through statistical analysis until the factors that truly represent the most considered factors in determining tourists' decisions to engage in culinary tourism are identified. Data collection was conducted through questionnaires distributed to 109 respondents who had visited the Blok M area of South Jakarta for culinary tourism, with statements and criteria determined and measured using a Likert scale with a five-level model weight. Data testing in this study utilized validity tests, reliability tests, and Cochran Q Tests with SPSS 25 tools. Research hypothesis : 
Ho : There is a significant relationship between each attribute; 
Ha : There is no significant relationship between each attribute. 
Test Criteria : 
If Q count > X₂ table 0.05 (df = k-1), then Ho : rejected. 
If Q count < X₂ table 0.05 (df = k-1), then Ho : accepted

results and discussion

A. Overview of the Research Location
Culinary places in the Blok M area, South Jakarta which includes the Melawai area, Blok M Space, Blok M Literacy Park area, Blok M Square and Blok M Plaza.
1. The Melawai area is known as a culinary center that is currently trending on social media. The general operating hours for culinary places are open between 08.00-23.00 depending on the place of business. Some of the most visited culinary places in the Melawai area include Haka dimsum, Bakmi Tjo Kin, Little Salt Bread and Busycheese cafe.
2. M Blok Space is an area that has a cultural concept, art space and culinary. M Blok Space is known as a venue for art and cultural events as well as modern, interesting architectural designs. Operating hours vary depending on the event and tenant, generally opening at 10am and closing at 10pm.
3. Marta Tiahahu Literacy Park is famous for its educational recreation because it combines the concept of parks, literacy and culinary in one area. For operational hours, the literacy park is open every day, from morning to night, culinary delights in the literacy park area include Djournal coffee, Ice Honey and Mosslife Coffee.
4. Blok M Square is a shopping center with a wide selection of shops, tenants, and culinary delights. Blok M Square is known as a center for second-hand goods such as books, vinyl records, and cassettes. Blok M Square's operating hours are open every day at 09:00-21:00. There are various culinary delights that can be found at Blok M Square such as Pujasera where there are various foods such as bakmie, pasta, Padang rice, teh tarik and many more varieties. The area around Blok M Square is famous for its many viral and popular culinary tenants, such as Haka Dimsum, Little Salt Bread, and Bakmi Tjo Kin.
5. Blok M Plaza is one of the most visited shopping malls in South Jakarta because it has a variety of fashion, electronic and culinary tenants. Starting from cafes to restaurants, with a variety of menus such as ramen, dim sum, gultik, and various other dishes. Some examples are Raa Cha Restaurant (Thai), Roji Ramen, Claypot Popo, and Nasi Matah Blok M. Blok M Plaza is also very easy to visit due to easy access via public transportation, for example using the MRT. For operational hours, it is open every day at 10:00-22:00.

B. Respondent Profile
The respondent profile contained in this study consists of gender, age, occupation, expenditure on food / beverages per month, how many times visited, and which locations visited by respondents who have filled out the questionnaire. Respondents were confirmed to have visited the Blok M area, South Jakarta with a screening question at the beginning of the questionnaire. Respondent data is then processed and analyzed by the researcher. After being published by the researcher, it can produce the following respondent characteristics:
1. Characteristics of respondents based on gender
The characteristics of respondents based on gender obtained by researchers as many as 109 respondents who have visited for culinary tours in the Blok M area can be seen through the table below:
[bookmark: _Toc197725145]Table1 Characteristics of respondents based on gender
	No.
	Gender
	Total
	Percentage

	1
	Female
	88
	80.7%

	2
	Male
	21
	19.3%

	Total
	109
	100%


Source: Processed research data, 2025
Based on the results of the following table, it can be seen that of the 109 respondents, 80.7% were female respondents, while 19.3% were male respondents. It can be assumed that the majority of visitors who travel culinary in the Blok M area are dominated by women. 
2. Characteristics of respondents based on age
The characteristics of respondents based on age obtained by researchers are 109 respondents and can be divided into 4 age groups which can be seen in the table below:
[bookmark: _Toc197725146]Table2 . Characteristics of respondents based on age
	No.
	Age
	Total
	Percentage

	1
	17-27 years old
	103
	94.5%

	2
	28-43 years old
	3
	2.8%

	3
	44-59 years old
	2
	1.8%

	4
	> 59 years
	1
	0.9%

	Total
	109
	100%









Source: Processed research data, 2025
Based on the results of the following table, it can be seen that of the 109 respondents who have been grouped into 4 groups, the majority are in the age range 17-27 years with 103 respondents and a percentage of 94.5%. It can be assumed that visitors who have a culinary tour in the Blok M area are dominated by the age range 17-27 years old who belong to generation Z. 

3. Characteristics of respondents based on occupation
The characteristics of respondents based on the work that has been obtained by researchers are 109 respondents and can be divided into 5 job groups which can be seen through the table below:

[bookmark: _Toc197725147]Table3 . Characteristics of respondents based on occupation
	No.
	Jobs
	Total
	Percentage

	1
	Student
	83
	76.1%

	2
	Private Employee
	20
	18.3%

	3
	State Civil Apparatus
	1
	0.9%

	4
	Self-employed
	4
	3.7%

	5
	More
	1
	0.9%

	Total
	109
	100%


Source: Processed research data, 2025
Based on the results of the following table, it can be seen that of the 109 respondents who have been grouped into 5 groups, the majority are students as many as 83 respondents and a percentage of 76.1%. It can be assumed that visitors who have culinary tours in the Blok M area are dominated by occupations as students, related to the age of generation Z generally currently as students.

4. Characteristics of respondents based on expenditure on food/beverages per month.
Characteristics of respondents based on spending on food / drinks per month that have been obtained by researchers as many as 109 respondents and divided into 3 groups of spending on food / drinks per month which can be seen through the table below:
[bookmark: _Toc197725148]Table 4. Characteristics of respondents based on expenditure on food/beverages per month
	No.
	Spending
	Total
	Percentage

	1
	< Rp.1,000,000
	52
	47.7%

	2
	Rp.1,000,000 -Rp. 5,000,000
	51
	46.8%

	3
	> Rp.5,000,000
	6
	5.5%

	Total
	109
	100%


Source: Processed research data, 2025
Based on the results of the following table, it can be seen that of the 109 respondents who have been grouped into 3 groups, the majority with expenses <Rp 1,000,000 are 52 respondents and a percentage of 47.7%. It can be assumed that visitors who have a culinary tour in the Blok M area are dominated by spending <Rp 1,000,000. This is also related to the age of generation Z, generally currently as students.

5. Characteristics of respondents based on number of times visited
The characteristics of respondents based on the work that has been obtained by researchers are 109 respondents and can be divided into 3 job groups which can be seen through the table below:
[bookmark: _Toc197725149]Table5 . Characteristics of respondents based on occupation
	No.
	Visit
	Total
	Percentage

	1
	Just once
	17
	15.6%

	2
	It has been several times
	68
	62.4%

	3
	Very often
	24
	15.6%

	Total
	109
	100%


Source: Processed research data, 2025
Based on the results of the following table, it can be seen that of the 109 respondents who have been grouped into 3 groups, it can produce a majority by visiting for a culinary tour in the Blok M area, 68 respondents have visited several times and a percentage of 62.4%. It can be assumed that visitors who have a culinary tour in the Blok M area are dominated by having visited several times. 

6. Characteristics of respondents based on the area of visit for culinary tours in the Blok M area
The characteristics of respondents based on the area of visit for culinary tours in the Blok M area that have been obtained by researchers are 109 respondents and there are 6 groups where respondents can choose more than one area. Based on the results of the following diagram, it can be seen that out of 109 respondents who have been grouped into 6 groups, it can produce a majority with an area for culinary tours in the Blok M area, namely Blok M Square, which chose 73 respondents and a percentage of 67%. It can be assumed that visitors who have a culinary tour in the Blok M area choose Blok M Square for a culinary tour considering the many culinary businesses located in this area.

C. Data Analysis
1. Validity Test
Based on the results of the Validity Test, it was found that all statement items had r count> r table, so the statements submitted by the researcher could be declared valid.

2. Reliability Test
The reliability test in this study uses Croncbach Alpa (u) using SPSS 25 software tools. Based on the results of the Reliability Test, it can be concluded that all Croncbach alpha values> r table, so all variables can be declared reliable or valid.

3. Cochran Q Test Method
Cochran Q Test data analysis using the SPSS program to analyze the most dominant and interconnected factors in shaping a decision to visit a culinary tour in the Blok M area, seen from 21 attributes. In this case, the dominant and interconnected factors are obtained as factors forming culinary travel decision making in the Blok M area as follows:

a. Cochran Q Test results at the First Stage Testing
The first test carried out in the study of factors influencing tourists in culinary tourism decisions in Blok M, using all 21 attributes tested and the following results were obtained: 
[bookmark: _Toc197725152]Table 6. Cochran Q Test results at the first stage of testing
	N
	109

	Cochran's Q
	367,455ª

	Df
	20

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 21 attributes with the Cochran Q Test, showing the number of statistical values Q Count of 367.455 with α = 0.05, df = 20, then obtained the X₂ table of 31.41 from these results and based on the test provisions above where the Q Count value is greater than the X₂ table, then the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship from each attribute.
After the first stage of the test showed a significant relationship, the next stage was to identify which attributes were the most "dominant" or "most important". This process is done by calculating the proportion of "Yes" answers for each attribute and eliminating the attribute with the lowest proportion of "Yes" answers. Thus it is necessary to carry out the second stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely Culinary tourism in the Blok M area helps improve environmental health (P19). 
The reason for excluding attributes with the lowest proportion of "Yes" answers is to identify the most important factors in explaining the results, attributes that have a low proportion of "Yes" may not contribute significantly to the overall results and the analysis can focus more on the most influential factors. This process continues until all attributes are considered to have equal or insignificant influence.
b. Cochran Q Test Results in Second Stage Testing
The second stage of testing is done using 20 attributes and removing the attribute (P19) from the analysis, then obtained as follows:
[bookmark: _Toc197725153]Table 7. Cochran Q Test Results in Second Stage Testing

	N
	109

	Cochran's Q
	328,013ª

	Df
	19

	Asymp.Sig
	0,000







Source: Processed research data, 2025
The results of the analysis of 20 attributes with the Cochran Q Test, showing the number of statistical values Q Count of 328.013 with α = 0.05, df = 19, then the X₂ table is obtained at 30.14 from these results and based on the test provisions above, where the Q Count value is greater than the X₂ table, the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship between each attribute. Thus it is necessary to carry out the third stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely the culinary products in the Blok M area offered contain good and healthy nutrition (P4).

c. Cochran Q Test Results in Third Stage Testing
The second stage of testing is done using 19 attributes and removing the attribute (P4) from the analysis, then obtained as follows:
[bookmark: _Toc197725154]Table 8. Cochran Q Test Results in Third Stage Testing
	N
	109

	Cochran's Q
	271,444ª

	Df
	18

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 19 attributes with the Cochran Q Test, displaying the number of statistical values Q Count of 271.444 with α = 0.05, df = 18, then the X₂ table is obtained at 28.86 from these results and based on the test provisions above where the Q Count value is greater than the X₂ table, the first stage test results are Ho rejected and accept Ha, meaning that there is a significant relationship between each attribute. Thus it is necessary to carry out the fourth stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely I have a culinary tour in the Blok M area because it is often related to my work such as close to the office location or such as discussing the culinary trends of Blok M (P6).

d. Cochran Q Test Results in Fourth Stage Testing
The fourth stage of testing is done using 18 attributes and removing the attribute (P6) from the analysis, then obtained as follows:


[bookmark: _Toc197725155]Table 9. Cochran Q Test Results at the Fourth Stage of Testing
	N
	109

	Cochran's Q
	193,705ª

	Df
	17

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 18 attributes with the Cochran Q Test, showing the number of statistical values Q Count of 193.705 with α = 0.05, df = 17, then the X₂ table is obtained at 27.58 from these results and based on the test provisions above where the Q Count value is greater than the X₂ table, the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship between each attribute. Thus it is necessary to carry out the fifth stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely I have a culinary tour in the Blok M area because I want to make my family / relatives happy (P5).

e. Cochran Q Test Results at Fifth Stage Testing
The fifth stage of testing is done using 17 attributes and removing the attribute (P5) from the analysis, then obtained as follows:
[bookmark: _Toc197725156]Table 10. Cochran Q Test Results at the Fifth Stage Testing
	N
	109

	Cochran's Q
	155,329ª

	Df
	16

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 17 attributes with the Cochran Q Test, displaying the number of statistical values Q Count of 155.329 with α = 0.05, df = 16, then obtained the X₂ table of 26.29 from these results and based on the test provisions above where the value of Q Count is greater than the X₂ table, the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship of each attribute. Thus it is necessary to carry out the sixth stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely I have a culinary tour in the Blok M area because it suits my lifestyle (P10).

f. Cochran Q Test Results at the Sixth Stage Testing
The sixth stage of testing is done using 16 attributes and removing the attribute (P5) from the analysis, then obtained as follows:
[bookmark: _Toc197725157]Table 11. Cochran Q Test Results at the Sixth Stage of Testing
	N
	109

	Cochran's Q
	113.488ª

	Df
	15

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 17 attributes with the Cochran Q Test, displaying the number of statistical values Q Count of 113.488 with α = 0.05, df = 15, then the X₂ table is obtained at 24.99 from these results and based on the test provisions above where the Q Count value is greater than the X₂ table, the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship between each attribute. Thus it is necessary to carry out the seventh stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely culinary tourism in the Blok M area according to my personality who likes crowds, likes to socialize, and is creative (P2).


g. Cochran Q Test Results at the Seventh Stage Testing
The seventh stage of testing is done by using 15 attributes and removing the attribute (P2) from the analysis, then obtained as follows:
[bookmark: _Toc197725158]Table 12. Cochran Q Test Results at the Seventh Stage Testing
	N
	109

	Cochran's Q
	96.743ª

	Df
	14

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 15 attributes with the Cochran Q Test, displaying the number of statistical values Q Count of 96.763 with α = 0.05, df = 14, then the X₂ table is obtained at 23.68 from these results and based on the test provisions above where the Q Count value is greater than the X₂ table, the first stage test results are Ho rejected and accept Ha, meaning that there is a significant relationship between each attribute. Thus it is necessary to test the eighth stage by removing the attribute that has the lowest proportion of Yes answers, namely the price of culinary in the Blok M area according to my culinary tourism budget or budget (P3).

h. Cochran Q Test Results at Eighth Stage Testing
The eighth stage of testing is done using 14 attributes and removing the attribute (P3) from the analysis, then obtained as follows:
[bookmark: _Toc197725159]   	 Table 13. Cochran Q Test Results at the Eighth Stage of Testing
	N
	109

	Cochran's Q
	83,089ª

	Df
	13

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 14 attributes with the Cochran Q Test, displaying the number of statistical values Q Count of 83.089 with α = 0.05, df = 13, then obtained the X₂ table of 22.36 from these results and based on the test provisions above where the value of Q Count is greater than the X₂ table, the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship of each attribute. Thus it is necessary to carry out the ninth stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely the existence of culinary tourism in the Blok M area influencing South Jakarta regional public policy (P18).

i. Cochran Q Test Results at the Ninth Stage Testing
The ninth stage of testing is done using 13 attributes and removing the attribute (P18) from the analysis, then obtained as follows:
[bookmark: _Toc197725160]Table 14. Cochran Q Test Results at the Ninth Stage Testing
	N
	109

	Cochran's Q
	68,248ª

	Df
	12

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 13 attributes with the Cochran Q Test, showing the number of statistical values Q Count of 68.248 with α = 0.05, df = 12, then obtained the X₂ table of 21.02 from these results and based on the test provisions above where the value of Q Count is greater than the X₂ table, the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship of each attribute. Thus it is necessary to carry out the tenth stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely I have a culinary tour in the Blok M area because it is my hobby to travel culinary (P8).

j. Cochran Q Test Results at Tenth Stage Testing
The tenth stage of testing is done using 12 attributes and removing the attribute (P8) from the analysis, then obtained as follows:
[bookmark: _Toc197725161]Table 15. Cochran Q Test Results at the Tenth Stage of Testing
	N
	109

	Cochran's Q
	52,605ª

	Df
	11

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 12 attributes with the Cochran Q Test, showing the number of statistical values Q Count of 52.605 with α = 0.05, df = 11, then the X₂ table is obtained at 19.67 from these results and based on the test provisions above where the Q Count value is greater than the X₂ table, the first stage test results are Ho rejected and accept Ha, meaning that there is a significant relationship between each attribute. Thus it is necessary to test the eleventh stage by removing the attribute that has the lowest proportion of Yes answers, namely Recommendations for culinary tours in the Blok M area from trusted people, family, coworkers are very reliable (P17).

k. Cochran Q Test Results at the Eleventh Stage Testing
The eleventh stage of testing is done using 11 attributes and removing the attribute (P17) from the analysis, then obtained as follows:
[bookmark: _Toc197725162]Table 16. Cochran Q Test Results at the Eleventh Stage Testing
	N
	109

	Cochran's Q
	35.177ª

	Df
	10

	Asymp.Sig
	0,000


Source: Processed research data, 2025
The results of the analysis of 11 attributes with the Cochran Q Test, displaying the number of statistical values Q Count of 35.177 with α = 0.05, df = 10, then the X₂ table is obtained at 18.30 from these results and based on the test provisions above where the value of Q Count is greater than the X₂ table, the results of the first stage of testing are Ho rejected and accept Ha, meaning that there is a significant relationship between each attribute. Thus it is necessary to carry out the twelfth stage of testing by removing the attribute that has the lowest proportion of Yes answers, namely I have a culinary trip in the Blok M area because I want to try the latest culinary trends, I want to always update culinary trends (P9).

l. Cochran Q Test Results at the Twelfth Stage Testing
The twelfth stage of testing is done using 10 attributes and removing the attribute (P9) from the analysis, then obtained as follows:
[bookmark: _Toc197725163]Table 17. Cochran Q Test Results at the Twelfth Stage Testing
	N
	109

	Cochran's Q
	16,200ª

	Df
	9

	Asymp.Sig
	0,063


Source: Processed research data, 2025
[bookmark: _Hlk196846633]The results of the analysis of 10 attributes with the Cochran Q Test, displaying the number of statistical values Q Count of 16.200 with α = 0.05, df = 19, then obtained the X₂ table of 16.91 from these results and based on the test provisions above where the value of Q count is smaller than the X₂table, then the results of the twelfth stage of testing are Ho accepted and reject Ha, meaning that there is no significant relationship between each attribute. Thus there is a possibility that the answer Yes is the same for each of these attributes.

Based on the stages of the analysis above, the researcher summarizes the results of the Cochran Q Test on the factors that influence tourist decisions on culinary tours in the Blok M area as follows:

[bookmark: _Toc197725164]Table 18. Cochran Q Test results on factors
	Stage
	Cochran Q Test
	X₂ Table (df)
	Test Results
	Description Issuing

	1
	367,455
	31,410 (20)
	Ho Rejected
	Culinary tourism in Blok M area helps improve environmental health

	2
	328,013
	30,143 (19)
	Ho Rejected
	The culinary products offered at in the Blok M area contain good nutrition and are healthy.

	3
	271,444
	28,869 (18)
	Ho Rejected
	I go on culinary trips in the Blok M area because it is often related to my work such as close to the office location or such as discussing the culinary trends of Blok M.

	4
	193,705
	27.587 (17)
	Ho Rejected
	I went on a culinary tour in the Blok M area because I wanted to make my family/relatives happy.

	5
	155,329
	26.296 (16)
	Ho Rejected
	I go on culinary trips in the Blok M area because it suits my lifestyle.

	6
	113,488
	24.995 (15)
	Ho Rejected
	Culinary tourism in the Blok M area suits my personality who likes crowds, likes to socialize, and is creative.

	7
	96,763
	23.684 (14)
	Ho Rejected
	Culinary prices in the Blok M area are in accordance with my culinary tourism budget or budget

	8
	83,089
	22.362 (13)
	Ho Rejected
	The existence of culinary tourism in the Blok M area affects the public policy of the South Jakarta area.

	9
	68,248
	21.026 (12)
	Ho Rejected
	I went on a culinary tour in the Blok M area because it is my hobby to go on culinary trips.

	10
	52,605
	19.675 (11)
	Ho Rejected
	Recommendations for culinary tours in the Blok M area from trusted people, family, coworkers are very reliable

	11
	35,177
	18.307 (10)
	Ho Rejected
	I go on culinary trips in the Blok M area because I want to try the latest culinary trends, I want to always be updated on culinary trends.

	12
	16,200
	16,918 (9)
	Ho Accepted
	All answers have the same Yes answer (there are 10 statements)


Source: Processed research data, 2025
From the table above, it can be seen that the Cochran Q Test was held for 12 stages to find which factor was the most dominant in influencing tourists' decisions in culinary tours in the Blok M area. Of the 21 statements, 10 statements were found to be the most dominant and important when tourists determined the reason for their visit.
After obtaining 10 statements that influence tourist decisions in culinary tourism decisions in the Blok M area, it can be seen that the most dominant factor in influencing tourist decisions in culinary tourism decisions in the Blok M area is calculated based on the number of "Yes" respondents, it can be seen in the following table:
[bookmark: _Toc197725165]Table 19. 10 Statements that influence the decision of tourists to travel for culinary tours in the Blok M area
	Rating
	Factors that influence tourist decisions in culinary tourism decisions in the Blok M area
	Answer Yes

	1
	Recommendations for culinary tours in the Blok M area are diverse and interesting
	101

	2
	I have a positive attitude towards culinary in the Blok M area, maintaining cleanliness, avoiding judgment or belittling culinary, because each dish has its own story and meaning.
	100

	3
	My opinion on culinary tourism in the Blok M area which has many culinary tourism destinations, offering a wide variety of Indonesian and international specialties
	100

	4
	Information about culinary tourism in the Blok M area circulating in various media is very useful for tourists
	100

	5
	Culinary products in the Blok M area look attractive, appetizing
	99

	6
	I went on a culinary trip to Blok M because of my desire to enjoy a unique culinary experience, explore culture through food, and seek entertainment and relaxation.
	98

	7
	My perception is that culinary tourism is the main reason to choose the Blok M area to visit, not just as an additional experience.
	96

	8
	I previously had a culinary tour in the Blok M area and had a good experience.
	95

	9
	Weather conditions greatly affect culinary tourism activities in the Blok M area
	92

	10
	Promotion and various special offers for culinary tours in the Blok M area are very attractive to tourists
	90


Source: Processed research data, 2025
Based on the table above, the factors that influence tourists' decisions in culinary tourism decisions in the Blok M area, the most dominant is that culinary tourism recommendations in the Blok M area are diverse, and it is interesting to have the highest Yes answer with a total of 101. 

The factor of diverse and interesting culinary tourism recommendations is a very dominant factor for tourists. For tourists, especially those who are not familiar with an area, trying new places to eat is not necessarily satisfying. Credible recommendations (from friends, social media, online reviews, or other trusted sources) significantly reduce the risk of disappointment with the culinary experience. Regarding respondents who are predominantly generation Z, the recommendation factor is important in their travel choices. Generation Z is attracted to destinations with a strong culinary identity, as it enhances their overall travel experience. They feel more secure and confident in choosing a place to eat because there is already validation from others. Supported by the statement (Abduh et al., 2024) which reveals a positive destination image correlates with higher intentions to repurchase local food experiences, suggesting that branding and marketing play an important role in attracting this demographic. Also supported by the statement of (Yosandri & Eviana, 2022) visiting decisions are influenced by destination image, meaning that a better destination image will attract more tourist visits, destinations that have a good image also have a greater chance of being visited by tourists.

The next dominant factors (ranked 2-5) that received high scores include positive attitudes towards culinary in Blok M, including aspects of cleanliness and appreciation of the value of each dish, opinion factors about Blok M as a culinary tourism destination with a wide selection of dishes, factors of the usefulness of information on culinary tourism in Blok M for tourists and factors of positive visual and sensory impressions of culinary products in Blok M. These factors are centered on the topic of culinary tourism in the Blok M area, with various perspectives and different focuses. 

The four factors complement each other in describing the culinary tourism ecosystem in Blok M. Positive attitudes create a good foundation, opinions about diversity attract travelers, useful information facilitates their culinary journey, and impressions of attractive products generate a desire to try. Building a comprehensive picture of positive and engaging culinary experiences in Blok M. Related to the predominantly generation Z respondents, high food quality is an important factor for generation Z, who prioritize unique and authentic culinary experiences over generic offerings. Research shows that food quality directly affects their intention to revisit a destination, emphasizing the need for local businesses to maintain high standards (Abduh et al., 2024). 

The next dominant factors (ranked 6-10) describe the various dimensions that influence the behavior of culinary tourists in Blok M. Internal motivation and perception of the main attraction are the initial drivers. Past experiences strengthen or weaken the intention to return. External factors such as weather can be constraints or situational drivers, while promotions can be a strong external attraction. Supported by (Crompton, 2024) tourists often rely on a combination of motivators and determinants to make their decisions. Personal motivations, such as the desire for relaxation or adventure, and external determinants, such as destination image and available facilities.  These results emphasize the importance of promotions and special offers in attracting tourists. It is important to understand travelers' motivations, highlight key attractions, and create positive experiences to build a strong destination image. Environmental factors such as weather are also a consideration in tourism planning and management.

Conclusion 

This study aims to identify the most dominant factors influencing tourists' decisions to engage in culinary tourism in the Blok M area of South Jakarta, with a focus on visitor profiles and the use of Cochran's Q Test. The respondent profile indicates that the majority of culinary tourists in Blok M are female (80.7%) aged 17-27 years (94.5%), employed as students (76.1%), and have monthly food/beverage expenditures below Rp 1,000,000 (47.7%). Most of them have visited Blok M several times (62.4%), with Blok M Square (67%) as the most frequently visited area. Through a series of Cochran's Q tests on 21 attributes, this study identified 10 most dominant factors that significantly influence culinary tourism decisions in Blok M. The most dominant factor is diverse and attractive culinary recommendations in Blok M (101 respondents ‘Yes’). Other dominant factors include positive attitudes toward Blok M cuisine (maintaining cleanliness, appreciating each dish), opinions about Blok M as a culinary destination with a variety of local and international dishes, useful information from various media, and the visual appeal of culinary products. Additional supporting factors include personal motivations (seeking unique experiences, cultural exploration), perceptions of culinary as the primary reason for visiting, previous positive experiences, weather conditions, and the appeal of promotions and special offers. 
These findings have significant practical implications for culinary businesses and tourism stakeholders in Blok M. Given the dominance of Gen Z (young students) and women, marketing strategies should focus on social media platforms (especially visual ones such as Instagram and TikTok), which are the main sources of recommendations for this segment. An emphasis on culinary diversity, cleanliness, visual quality of products, and unique experiences is essential to attract and retain their interest. Promotions and special offers have also proven to be effective. In addition, maintaining a positive destination image through online reviews and user-generated content will further strengthen Blok M's appeal as a culinary center.
This study has several limitations. First, the sample size (N=109) is relatively small, which may limit the generalizability of the findings to the broader population of culinary tourists in Blok M. Second, the location specificity (only Blok M, South Jakarta) means that these findings may not fully apply to other culinary tourism destinations with different characteristics. Third, although Cochran's Q Test identified dominant attributes, this study did not explicitly measure the relative importance of each factor or the interactions between factors in greater depth (e.g., through regression analysis or SEM).
For future research, it is recommended to increase the sample size to improve the generalizability of the findings. Expand the geographical scope to other culinary tourism destinations in Jakarta or other cities for comparison and to find more general patterns. Conduct additional qualitative research (e.g., in-depth interviews or focus group discussions) to gain a richer understanding of the motivations and experiences of culinary tourists, particularly Gen Z, and how they make decisions.
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