Crafting the Culinary Experience: How Price, Service, and Facilities Shape Tourist Buying Decisions in Kota Tua Jakarta 

ABSTRACT

	When deciding to take a culinary tour at a tourist attraction, tourists will definitely make considerations about the price, service in a place to eat, and facilities in the tourist attraction. This study aims to find outA whether there is an influence and how much influence price, service, and facilities have on culinary tourism decisions in the Fatahillah Area, Kota Tua, Jakarta. This study uses a descriptive quantitative method. The population in this study is tourists who visit and do culinary tourism in the Fatahillah Area, Kota Tua, Jakarta. Sampling was carried out by non-probability sampling with the purposive sampling technique  with the Rao Purba formula so that a research sample of 100 respondents was obtained and used a questionnaire. The data analysis used was frequency descriptive statistical analysis, validity and realism test, classical assumption test, multiple linear regression analysis, determinant coefficient analysis, T test and F test to test research variables. The results of this study are proven to be the highest average descriptive analysis of the Facility variable. Prices and facilities have a significant positive influence on culinary travel decisions, while Service does not have a significant influence on culinary travel decisions. Price, Service, and Facilities have a stimulating effect on the decision to buy/travel culinary in the Fatahillah Area, Kota Tua, Jakarta (f-calculation 62.860 > f-table 2.70). The variables of the decision to purchase/travel culinary 66.3% are influenced by price, service, and facilities. Researchers recommend that culinary businesses in Kota Tua's Fatahillah area focus on maintaining high-quality facilities and fair pricing that aligns with food quality, while ensuring basic good service and overall area cleanliness to meet tourist expectations and drive purchasing decisions.
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1. INTRODUCTION








Tourism in general is a social, cultural, and economic phenomenon that involves the movement of people to a country or place outside the usual environment for personal, business, or professional purposes. Tourism has a very diverse purpose, generally want to get away from the hustle and bustle and enjoy free time in a fun way. In addition, it can also increase understanding of culture, history, and multiply new experiences (Kaushal & Yadav, 2021). 

The tourism sector has become a significant contributor to the economy in addition, tourism is beneficial for increasing foreign exchange earnings, creating jobs, and stimulating the growth of the tourism industry. The Jakarta Provincial Central Statistics Agency stated that the number of trips by Nusantara tourists according to DKI Jakarta's destination in the January-June 2024 period increased by 32.36% compared to the same period the previous year. In July 2024, foreign tourists (foreign tourists) in Indonesia will reach 1.31 million visits. This amount increased by 9.42% compared to June 2024 month-to-month (m-to-m) and increased by 16.91% compared to the same month last year (y-on-y). This data proves that many local and foreign tourists have seen the advantages of tourist destinations in Jakarta. Jakarta's famous tourist destination is Jakarta's Old Town. 
Jakarta Kota Tua is located in Taman Sari District, West Jakarta. Generally, visitors to Kota Tua Jakarta consist of all ages, from young children to adults who like to visit Kota Tua tours. Jakarta Kota Tua is a favorite destination not only for Jakarta residents but people outside Jakarta and even international tourists, both on weekdays and weekends. Based on data from the Kota Tua Area Management Unit (UPK), at the end of 2022 there were more than 15,000 visitors. By the end of 2024, there will be 16,819 visitors, consisting of 16,398 domestic tourists and 421 foreign tourists. This shows that the popularity of Jakarta Old Town is very high with a tendency to increase visitors every time (Park & Widyanta, 2022).
[bookmark: _GoBack]Jakarta's Old Town serves as a major tourism hub, with stakeholders acknowledging its role in cultural understanding and economic benefits for local communities. The presence of historical sites and public spaces, such as Fatahillah Park, enhances its appeal, attracting visitors from different regions (Zou et al., 2024). The Kota Tua Cultural Heritage Area is 5 zones, including the Sunda Kelapa area, the Fatahillah area, the Chinatown area, the Pekojan area, and the Remalayan area. Not only famous for its history, Jakarta Old Town is also known for its culinary tourism. Culinary tourism or Food Tourism is literally a combination of tourism and food, so it can be concluded that culinary tourism is a tourist travel activity that makes food as its main attraction (Iradawati, 2024). Culinary in the Old City, especially in the Fatahillah area, is quite diverse. Starting from restaurants, cafes, food courts, street food, and others. Not only does it provide traditional food, such as hodgepodge, soto, satay, egg crust, herbal drinks wrapped in modern impressions, but the Old City also keeps up with the times with modern foods.
Some of the problems that tourists often complain about are the price of food that is considered too expensive compared to the quality provided. In addition, cleanliness in some culinary areas is also a concern, with waste that is not managed properly and seating facilities that are not comfortable. The services of some traders also get the spotlight, because they are considered less friendly and sometimes slow in serving customers. Not only that, limited parking access, many illegal buskers, and crowded street conditions often make visitors feel uncomfortable when traveling on culinary tours in this area. Although the location of Kota Tua is somewhat less strategic because it is located at the northern end of the city of Jakarta, there are still many people who visit this place on holidays and on office days. Based on the description above, the author is interested in compiling a thesis with the title "The Influence of Price, Service and Facilities on Culinary Tourism Buying Decisions in the Fatahillah Area, Kota Tua, Jakarta".

2. HYPOTHESIS
After the research results are described, this discussion will examine the suitability of the findings with the hypothesis that have been formulated, so the hypotheses in this study are as follows:
Hypothesis 1
Ho: Price has no effect on culinary travel decisions.
H1: Price affects culinary travel decisions.
Hypothesis 2
Ho: Service has no effect on culinary travel decisions
H2: Service has an effect on culinary travel decisions.
Hypothesis 3
Ho: Facilities have no effect on culinary travel decisions. 
H3 : Facilities affect culinary travel decisions.
Hypothesis 4
Ho: Price, service, and facilities have a simultaneous effect on culinary travel decisions.
H4 : Price, service, and facilities have a simultaneous effect on culinary travel decisions.

3. methodology

This study uses a descriptive research method and is used to study a specific population or sample. Quantitative research emphasizes objective outcomes. Data can be obtained objectively through the distribution of questionnaires and tested using a validity and reliability process. In this study, there is a unit needed to conduct this research, namely tourists who visit the Fatahillah Area, Kota Tua, Jakarta. In this study, the researcher used a sampling technique that was one of the non-probability sampling , namely purposive sampling because the size of the population as a whole was unknown. The data analysis techniques that will be used in this study are frequency descriptive statistical analysis, validity and reality tests, classical assumption tests, multiple linear regression analysis, determinant coefficient analysis, T test and F tests to test research variables.

4. results and discussion

In this study, the sample used was 100 respondents with the minimum criteria of 17 years old and had visited Old Jakarta in the last 3 years (2023-2025). In this study, tourists who often visit and have culinary tours in Kota Tua Jakarta are women who are still 17-27 years old and are students. Tourists who often visit and have culinary tours in Kota Tua Jakarta are also people who have culinary expenditures per month of Rp. 1,000,000 - Rp. 5,000,000 which can be categorized as a middle economic group. However, tourists who become respondents have only visited Kota Tua Jakarta once and have had a culinary tour by buying traditional snacks / drinks sold by street vendors in Kota Tua Jakarta.
For the instrument test, namely the validity and reliability tests will be carried out on 100 respondents. The use of a trial sample for the validity test is at least 98 people with a value of r count> r table, where the value of r table is 0.165, so the instrument can be said to be valid. The value of r table is obtained using the formula df = N-2 with a sig of 5%, so df = 100-2 = 98 is obtained and the r table shows a value of 0.165. 
Table 1.	Price Validity Test
	Statement
	Significance Level
	R Table
	Results
	Description

	
	
	
	Sig.
	R Count
	

	X1.1
	0.05
	0.165
	0.000
	0.662
	Valid

	X1.2
	0.05
	0.165
	0.000
	0.771
	Valid

	X1.3
	0.05
	0.165
	0.000
	0.780
	Valid

	X1.4
	0.05
	0.165
	0.000
	0.809
	Valid






Source: Researcher Processed Data, 2025

Based on the table above, of the 4 statements tested, all statements were declared valid with a value of r count> 0.165.

	Statement
	Significance Level
	R Table
	Results
	Description

	
	
	
	Sig.
	R Count
	

	X2.1
	0.05
	0.165
	0.000
	0.808
	Valid

	X2.2
	0.05
	0.165
	0.000
	0.747
	Valid

	X2.3
	0.05
	0.165
	0.000
	0.684
	Valid

	X2.4
	0.05
	0.165
	0.000
	0.725
	Valid

	X2.5
	0.05
	0.165
	0.000
	0.648
	Valid


 Table 2.	Service Validity Test
Source: Researcher Processed Data, 2025

Based on the table above, of the 5 statements tested, all statements were declared valid with a value of r count> 0.165.

Table 3.	Facility Validity Test
	Statement
	Significance Level
	R Table
	Results
	Description

	
	
	
	Sig.
	R Count
	

	X3.1
	0.05
	0.165
	0.000
	0.663
	Valid

	X3.2
	0.05
	0.165
	0.000
	0.688
	Valid

	X3.3
	0.05
	0.165
	0.000
	0.690
	Valid

	X3.4
	0.05
	0.165
	0.000
	0.720
	Valid

	X3.5
	0.05
	0.165
	0.000
	0.627
	Valid

	X3.6
	0.05
	0.165
	0.000
	0.618
	Valid

	X3.7
	0.05
	0.165
	0.000
	0.768
	Valid



Source: Researcher Processed Data, 2025

Based on the table above, of the 7 statements tested, all statements were declared valid with a value of r count> 0.165.

Table 4.	Validity Test of Travel/Purchase Decision
	Statement
	Significance Level
	R Table
	Results
	Description

	
	
	
	Sig.
	R Count
	

	Y1
	0.05
	0.165
	0.000
	0.804
	Valid

	Y2
	0.05
	0.165
	0.000
	0.753
	Valid

	Y3
	0.05
	0.165
	0.000
	0.809
	Valid

	Y4
	0.05
	0.165
	0.000
	0.748
	Valid









Source: Researcher Processed Data, 2025

Based on the table above, of the 4 statements tested, all statements were declared valid with a value of r count> 0.165.

Table 5.	Reliability Test
	Reliability Test
	Cronbach's Alpha
	N

	Price
	0.737
	4

	Services
	0.766
	5

	Facilities
	0.808
	7

	Purchase Decision
	0.778
	4






Source: Researcher Processed Data, 2025

Based on the reliability test table seen from the Cronbach's Alpha value, it shows that the statements for the three independent variables and one dependent variable are declared reliable because the Cronbach's Alpha value is greater than 0.60.

Table 6. Normality Test
	One-Sample Kolmogorov-Smirnov Test

	
	Unstandardized Residual

	N
	100

	Normal Parametersª´ᵇ
	Mean
	.0000000

	
	Std. Deviation
	1.58125417

	Most Extreme Differences
	Absolute
	.078

	
	Positive
	.034

	
	Negative
	-.078

	Test Statistic
	.078

	Asymp. Sig (2-tailed)
	.135ͨ

	a. Test distribution is Normal.

	b. Calculated from data.

	c. Lilliefors Significance Correction.




Source: Researcher Processed Data, 2025



Table 7. Multicollinearity Test
	Model
	
	Collinearity Statistic

	
	
	Tolerance
	VIF

	1
	(Constant)
	
	

	
	Price
	0.681
	1.469

	
	Services
	0.424
	2.357

	
	Facilities
	0.494
	2.023











Source: Researcher Processed Data, 2025

Based on the output results in the multicollinearity test table, it can be seen from the tolerance value for the Price variable of 0.681> 0.10 and the VIF value of 1.469 < 10. For the Service variable, the tolerance value is 0.424> 0.10 and the VIF value is 2.357 < 10. For the Facility variable, the tolerance value is 0.494> 0.10 and the VIF value is 2.023 < 10. So it can be concluded that all independent variables in this study have no correlation between independent variables and can be used for research.

Table 8. Multiple Linear Regression Analysis
	Model
	


	Unstandardized Coefficients
	Standardized Coeffiicients Beta
	t
	Sig.

	
	
	B
	Std. Error
	
	
	

	1
	(Constant)
	0.015
	1.216
	
	0.013
	0.990

	
	Price
	0.251
	0.074
	0.243
	3.376
	0.001

	
	Services
	0.082
	0.089
	0.084
	0.922
	0.359

	
	Facilities
	0.383
	0.053
	0.608
	7.211
	0.000

	a. Dependent Variable: PURCHASE DECISION





Source: Researcher Processed Data, 2025

From the table above, a description of the regression equation in this study is obtained as follows:
Y = 0.015 + 0.251 X1 + 0.082 X2 + 0.383 X3

Where it shows the positive influence of the independent variables (X1, X2, X3), namely price, service, and facilities because the constant value is positive. 1-unit increase of price will lead to 0.251 units increase in the level of purchasing decision / culinary tourism in the Fatahillah Area, Kota Tua, Jakarta. The level of purchasing decisions / culinary tourism in the Fatahillah Area, Kota Tua, Jakarta will increase by 0.082 units. The level of purchasing decisions / culinary tourism in the Fatahillah Area, Kota Tua, Jakarta will increase by 0.383 units.

Table 9. Determination Coefficient Test
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	0.814
	0.663
	0.652
	1.606

	a. Predictors : (Constant), FACILITIES, PRICE, SERVICE


Source: Researcher Processed Data, 2025

Based on table 9, it can be seen from the results of the analysis that the coefficient value (R Square) is 0.663 (66.3%). These results indicate that culinary purchasing / traveling decisions can be explained by 3 independent variables, namely price, service, and facilities by 66.3%. While the rest of the coefficient of determination value of 0.337 (33.7%) is explained   or is the influence of other independent variables not examined in this study. 

Based on the table 8, the T-test test is carried out by comparing the t-count value with the t-table value with an error rate   of 5% (0.05) with degrees of freedom df =  (n-k), where n is the number of samples in the study and k is the number of independent variables used. In this study, the number of samples used was 100 people and the number of independent variables was 3, then df = (100-3) = 97, then seen from the t-table with an error rate of 5%, the t-table value in this study is 1.660. So it can be concluded that the price variable (X1) partially has an influence on purchasing decisions (Y). So it can be concluded that hypothesis 1 in this study is Ho rejected and Ha accepted. These results are associated with the characteristics of respondents, who are predominantly young people of Generation Z who are students, for whom financial budget is an important factor in deciding to go on a culinary tour. Tourists consider prices that are reasonable and commensurate with what they get. In general, culinary prices in Kota Tua are quite diverse, with higher prices at restaurants and more affordable prices at street food stalls, though this varies depending on the culinary offerings. Generation Z travelers often prioritize price over other factors, and this generation is willing to forego certain luxuries for budget-friendly options, reflecting a strong tendency toward cost-effective solutions (Zhiratkova, Mavrina, & Shandybina, 2024). 

The service variable (X2) partially has no influence on purchasing decisions (Y). So it can be concluded that hypothesis 2 in this study is Ho accepted and Ha rejected. This is possible because tourists, when deciding to go on a culinary tour in the Fatahillah Kota Tua area, are unable to know the service quality of a culinary spot/restaurant unless they have purchased a food/beverage product sold at that location. This finding is supported by research indicating that Generation Z values online shopping, often prioritizing factors such as affordability and ease of access over traditional service aspects. They may even overlook service quality, despite still holding clear expectations (Permana, Cahyani, Wijayanti, & Syamsurizal, 2024).

The facility variable (X3) partially has an influence on purchasing decisions (Y). So it can be concluded that hypothesis 3 in this study is Ho rejected and Ha accepted. These results are associated with the characteristics of respondents who are predominantly young people of Generation Z, who prefer products or services that offer personalized services and high-quality experiences (Zhiratkova et al., 2024).

Table 10. ANOVA
	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	486.254
	3
	162.085
	62.860
	0.000ᵇ

	
	Residuals
	247.536
	96
	2.579
	
	

	
	Total
	733.790
	99
	
	
	

	a. Dependent Variable: PURCHASE DECISION
b. Predictors : (Constant), FACILITIES, PRICE, SERVICE


Source: Researcher Processed Data

Based on the anova table above, the f-count value is 62.860 which is greater than the f table, namely 2.70, so the price variable (X1), service (X2), facilities (X3) simultaneously have an influence on purchasing decisions. So it can be concluded that hypothesis 4 in this study is Ho rejected and Ha accepted.


4. Conclusion

Based on descriptive analysis of the highest average value on the Facility variable, indicating that culinary tourism facilities in the Kota Tua area are considered good which includes planning the culinary area, equipment or furniture, lighting and color of the café or restaurant area, business signs or graphic elements of culinary businesses, and supporting elements such as toilets and others. Based on T test, Price has an influence on purchasing decisions / culinary tourism in the Fatahillah Area, Kota Tua, Jakarta. Service has no influence on purchasing decisions / culinary tourism in the Fatahillah Area, Kota Tua, Jakarta. Facilities have an influence on purchasing decisions / culinary tourism in the Fatahillah Area, Kota Tua, Jakarta. Baesd on F test, Price, Service, and Facilities have a simultaneous influence on purchasing decisions / culinary tourism in the Fatahillah Area, Kota Tua, JakartaThe magnitude of the influence of price, service, and facilities on purchasing decisions / culinary tourism in the Fatahillah Area, Kota Tua, Jakarta is expressed of 66.3%. This shows that the 66.3% culinary purchase/tourism decision variable is influenced by price, service, and facilities. 

Here are the study limitations that can be inferred from the provided results; the study is specifically focused on the "Fatahillah Area, Kota Tua, Jakarta." This means the findings may not be generalizable to other culinary tourism destinations within Jakarta, Indonesia, or other countries. Different locations may have varying facility standards, pricing structures, service expectations, and tourist demographics, which could alter the influence of these variables. The research only examines the influence of "Price, Service, and Facilities." Other factors that could potentially impact culinary tourism purchasing decisions (e.g., food quality/taste, variety of food options, historical/cultural ambiance, marketing/promotion, accessibility, safety, social media influence, personal recommendations, or unique culinary experiences) were not included in this analysis. Their exclusion might mean that the model doesn't fully capture all determinants of purchasing decisions. While the study provides statistical significance and the magnitude of influence, it lacks qualitative insights into why certain factors influence or don't influence purchasing decisions. For example, while service showed no influence, a qualitative approach might reveal specific aspects of service that are lacking or irrelevant to tourists in this particular context. Similarly, for facilities, it doesn't delve into which specific aspects of facilities are most impactful beyond the general categories mentioned. The finding that "Service has no influence" could be due to how "service" was defined or measured in this study. It might be that basic service is an expected baseline and doesn't differentiate or drive purchasing decisions, or that the specific aspects of service measured were not critical drivers for tourists. These limitations are crucial for interpreting the results and for guiding future research. 
Researchers recommend maintaining prices at all culinary establishments in the Fatahillah area to ensure that the quality of the food matches what tourists expect when purchasing culinary products and to maintain the cleanliness of the Fatahillah area so that tourists feel comfortable when enjoying culinary tourism in the Fatahillah area, Kota Tua, Jakarta. The study strongly indicates that facilities are a major driver for purchasing decisions. While the study found that service alone doesn't influence purchasing decisions, this doesn't mean service is unimportant. Instead, it suggests basic good service is a baseline expectation: Tourists likely expect a certain level of politeness, efficiency, and helpfulness. Failing to meet these basic standards could still deter customers, even if exceptional service doesn't drive their initial decision in this particular market.
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