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Abstract 

This exploration probes into the captivating effect of agritourism, anchored in farm-to-table traditions, on the enrichment 

of local culinary adventures and the allure for patrons to return, employing Self-Determination Theory to scrutinize 

visitor interactions. The primary goal is to investigate the intricate dance between perceived autonomy, competence, and 

connectedness, and how they shape perceived authenticity and the tendency for return visits, highlighting the pivotal 

influence of perceived cost. Information was gathered via a survey involving 354 individuals, and the connections were 

explored through Partial Least Squares Structural Equation Modeling (PLS-SEM). Results reveal that the perception of 

competence exerts the most significant positive influence on the sense of authenticity and the likelihood of return visits. 

Nonetheless, the dynamic interaction between perceived financial burden and authenticity revealed a negative correlation 

with subsequent visits, indicating that increased expenditures may diminish the advantageous effects of genuine 

experiences. This research emphasizes the importance of aligning authentic experiences with economic viability in the 

realm of agritourism. Ventures, offering valuable perspectives for operators to elevate visitor engagement, thereby 

fostering satisfaction and loyalty. The implications of these findings extend into the realm of enhancing the design of 

agritourism experiences. 
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1. Introduction 

Agritourism, a growing segment within the broader tourism industry, allows travelers to engage in agricultural 

activities while experiencing the authenticity of rural life [1]. This form of tourism has gained increasing popularity as 

it aligns with the global shift towards sustainable practices and a desire for more meaningful travel experiences [2]. 

Moreover, farm-to-table events have evolved into a potent tool for showcasing regional food, improving tourist 

happiness, and encouraging return visits within agritourism [3]. These experiences enable tourists to engage directly 

with the source of their food, learn about the agricultural processes involved, and recognize the cultural relevance of 

local culinary traditions. Notably, farm-to-table agritourism is especially important now, with a rising consumer 

interest in sustainable food systems, local products, and authentic cultural experiences by Musa & Chin [4]. In 

addition, visitors are no longer content with passive tourism; they seek immersive, educational, and culturally rich 

experiences that resonate with their values and interests [5]. Farm-to-table agritourism meets this demand by offering a 
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unique gastronomy, education, and cultural immersion blend, emphasizing fresh, locally sourced ingredients and 

traditional culinary practices [6]. As a result, these encounters deepen the visitor's emotional connection to the place 

and enhance their knowledge of the local culture, therefore affecting their desire to return for future visits. 

Despite the growing body of research on agritourism, previous studies have primarily focused on visitor 

satisfaction and authenticity, but gaps remain in understanding the psychological factors that drive visitor satisfaction 

and loyalty. While previous studies have examined the role of authenticity in agritourism [7], fewer have applied 

psychological frameworks to explain the underlying motivations of visitors. Specifically, limited research has 

investigated the impact of visitors' perceived autonomy, competence, and relatedness on their likelihood of returning 

to agritourism destinations. Furthermore, the moderating effect of perceived cost on the relationship between 

authenticity and return visits has not been thoroughly explored. This gap underscores the need for a deeper exploration 

of the psychological factors influencing visitor behavior in farm-to-table experiences [8]. 

To address this gap, the present study uses the well-established psychological framework developed by Deci in the 

1970s, Self-Determination Theory, to better grasp the elements influencing return visits in the framework of farm-to- 

table agritourism. Self-Determination Theory offers useful insights on visitor motivation and behavior. According to 

this hypothesis, tourists are more likely to enjoy their encounter. Visitors could end up happier, more authentically 

fulfilled, and more inclined to return visits [9]. These behavioral goals, closely linked to the satisfaction of 

psychological needs, are distinct yet interconnected. Furthermore, fulfilling these needs significantly enhances 

visitors’ internal motivation and overall satisfaction with their experiences [10]. Farm-to-table agritourism presents a 

unique setting in which these requirements might take many forms. For example, autonomy reflects the visitor's ability 

to make independent choices and tailor their experiences to personal preferences [11]. In contrast, competence 

involves the satisfaction derived from successfully engaging in and understanding the activities offered, such as 

learning about sustainable farming practices or participating in local culinary traditions [12]. Meanwhile, relatedness is 

the sense of connection visitors feel with the local community, culture, and environment, which can enhance their 

overall experience and satisfaction [13]. 

Furthermore, the current research considers the perceived authenticity of the farm-to-table experience to be an 

important mediating variable that ties the satisfaction of these psychological demands to the likelihood of returning 

visits [14]. Authenticity plays a key role in shaping visitor behavior by enhancing the emotional and cultural 

connection to the destination [7]. When visitors feel their autonomy, competence, and relatedness needs are met and 

they perceive the farm-to-table experience as authentic, they are more likely to return. However, the intricate 

relationship between these psychological factors and visitor return behavior remains underexplored, thus necessitating 

further investigation. Additionally, this study examines the role of perceived cost as a moderating variable, 

recognizing that even highly authentic experiences may not result in repeat visits if visitors perceive the costs as too 

high [15]. By examining the interplay between perceived authenticity and perceived cost, this study seeks to fill a gap 

in the literature by assessing how pricing influences visitor loyalty in agritourism. 

Ultimately, by focusing on the intersection of agriculture, local cuisine, and visitor motivation, the study seeks to 

understand how farm-to-table experiences can be leveraged to promote sustainable tourism practices and enhance 

visitor loyalty [16]. The findings will provide practical implications for agritourism operators, helping them balance 

authenticity and affordability to encourage repeat visits while promoting sustainable tourism development [17]. 

2. Literature Review 

In order to comprehend the elements that motivate individuals to repeatedly visit agritourism sites, namely through 

farm-to-table experiences, it is crucial to examine how these experiences fulfill basic psychological requirements. The 

Self-Determination Theory offers a significant framework for examining the factors that influence human motivation 

and behavior [18]. It highlights the significance of autonomy, competence, and relatedness in defining these aspects. 

This research aims to utilize Self-Determination Theory in the context of agritourism to establish a set of standardized 

measurements for various concepts. The objective is to examine the impact of these ideas on visitors' perceptions of 

authenticity during their experiences [13]. Furthermore, the study examines how perceived cost moderates the 

relationship between perceived authenticity and the likelihood of returning visitors, offering a nuanced understanding 

of what encourages repeat visits in farm-to-table agritourism settings [19]. This approach not only deepens our 

understanding of visitor behavior but also provides practical insights for enhancing visitor experiences and promoting 

local cuisine through authentic, cost-effective agritourism offerings. These hypotheses are designed to provide a 

structured analysis of how the farm-to-table experience in agritourism can effectively promote local cuisine and 

encourage repeat visits, ultimately contributing to the sustainable growth of rural tourism [20]. 

2.1. Autonomy toward Farm-to-Table Agritourism 

The concept of autonomy in the context of farm-to-table agritourism concerns the capability of visitors to exercise 

independent judgment and personalize their engagements according to their specific preferences and interests. This 

notion of autonomy is intrinsically connected to the perception of authenticity, as visitors endowed with the liberty to 
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choose activities, culinary offerings, and interactions that resonate with their personal inclinations are more 

predisposed to regard their experiences as authentic and culturally valid [21]. Research in tourism studies suggests that 

when visitors are afforded the opportunity to exercise autonomy, they cultivate a more profound connection to the 

cultural dimensions of the destination, thereby augmenting their perception of authenticity [21]. In the realm of farm-

to-table agritourism, this may encompass the selection of specific regional dishes to sample, involvement in 

agricultural practices, or direct engagement with local producers [4]. This perception of authenticity, in turn, 

engenders heightened visitor satisfaction, resulting in an increased likelihood of planning return visits to further 

engage with these genuine, self-directed experiences [22]. 

H1: Autonomy positively influences perceived authenticity in farm-to-table agritourism. 

2.2. Competence toward Farm-to-Table Agritourism 

Competence in farm-to-table agritourism encompasses the visitor's proficiency in actively participating in and 

comprehending the various activities and cultural practices intrinsic to the experience [23]. This perception of 

competence is vital for augmenting perceived authenticity, as visitors who perceive themselves as informed and adept 

during their engagements are more predisposed to regard the experience as genuine and reflective of local traditions 

[24]. The literature on experience tourism suggests that if the visitors actively participate in such activities as farming, 

cooking, or acquiring information on food production, not only is their appreciation of and respect for the cultural 

context developed to higher levels, but they perceive their experience as being more genuine [21]. This competency-

based view of authenticity has a very important role to play in influencing the repeat visitation behavior since people 

who seem to have gained a sense of competency in some form or another experience are going to be more inclined to 

revisit the destination to obtain more of that competency or to revisit the place for having had what they consider to be 

an authentic experience [25]. Hence, competence leads to improvement of the perceived value and authenticity of the 

tourist experience, hence the likelihood of repeat patronage. 

H2. Competence positively influences perceived authenticity in farm-to-table agritourism. 

2.3. Relatedness toward Farm-to-Table Agritourism 

Relatedness in this case of farm-to-table agritourism means the degree to which visitors have social and emotional 

bonds with the local people, culture, and scenery in the course of their experience [13]. This sense of relatedness is 

quite central to the improvement of perceived authenticity as people who feel connected to the people and the culture 

of the visited destination will be likely to perceive their experiences as authentic [22]. A closer look at prior related 

works in tourism and cultural authenticity shows that whenever a tourist engages with farmers in the community or 

participates in communal meals or when they eat jointly culturally relevant meals from the area, they tend to have a 

pleasing bond with the cultural identity of the destination [26]. This bond creates the understanding of ‘realness’, 

where the experience is perceived as being far from a mere commercial interaction; it becomes a conversation with the 

courage of the place [1]. 

Furthermore, how related they feel with a place has a dramatic impact on the returns. For this reason, by assessing 

connection, visitors are likely to have an enjoyable satisfaction with the destination that will make them visit the 

destination again [27]. This research indicates that readers do this as a way of nurturing these relationships to their 

existing experiences or intensifying them by revisiting places that offered them those genuine experiences that touched 

their inner core. Consequently, the relevance in the on-farm experience positively affirms the authenticity of the farm-

to-table concept and remains a vital catalyst in repeating customer patronage and volume, which is a way of 

supporting the growth and stability of the agritourism enterprises [20]. 

H3. Relatedness positively influences perceived authenticity in farm-to-table agritourism. 

2.4. The Mediating Role of Perceived Authenticity in Tourist Experience 

Perceived authenticity plays a crucial mediating role in the relationship between the tourist experience and return 

visits within the context of cultural-heritage tourism [7]. Perceived authenticity pertains to the extent to which 

travelers ascertain that their encounters are authentic, embodying the authentic culture, customs, and practices endemic 

to the locale in question [28]. The research on tourism experiences suggests that authenticity is a significant factor in 

shaping tourist satisfaction and loyalty [13]. When individuals evaluate an experience as genuine, they are predisposed 

to establish a profound emotional bond with the locale, resulting in elevated degrees of contentment and an enhanced 

propensity to revisit. 

In farm-to-table agritourism, authenticity is closely tied to the direct interaction with local food production, 

traditional culinary practices, and engagement with the local community [4]. These elements contribute to a sense of 

authenticity that enhances the overall tourist experience. Studies indicate that tourists who perceive their experiences 

as authentic are more likely to have memorable and meaningful visits, which increases their likelihood of returning to 

the destination [22]. 
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The mediating function of perceived authenticity indicates that the presence of initial factors such as autonomy, 

competence, and relatedness, although beneficial, significantly enhances their positive influence on return visits when 

the experience is regarded as authentic [29]. Consequently, perceived authenticity not only augments the tourist 

experience but also serves as a crucial catalyst for fostering repeat visits, thereby rendering it a vital consideration for 

agritourism operators who aspire to cultivate visitor loyalty. 

H4. Perceived authenticity positively influences return visits in farm-to-table agritourism. 

2.5. The Moderating Role of Perceived Cost in the Relationship between Perceived Authenticity and Return Visitors 

Perceived cost also plays a moderation role together with perceived risk and perceived price in the relationship 

between experience and service quality and behavioral intentions of medical tourists in Malaysia [15]. This paper has 

found that perceived costs have a moderate effect on the relationship between perceived authenticities and return visits 

in farm-to-table agritourism. Perceived cost captures the cost that a visitor expects to incur for accommodation, meals, 

and activities and the cost of traveling [30]. Even though the role of perceived authenticity in travelers’ satisfaction 

and consequent tendency to revisit the destination may be moderated by the perceived costs related to the activity [31]. 

According to recent research, even when an experience is thought to be very real, if visitors believe the pricing is 

prohibitively expensive, they may be less likely to return [32]. High perceived expenses can be a barrier, especially if 

tourists think they can have a more authentic experience elsewhere at a lesser price [19]. This cost consciousness is 

especially crucial in agritourism, where tourists may assess the worth of various experiences based on both 

authenticity and price [33]. 

Conversely, when the perceived cost is deemed reasonable or offers good value for money, the positive effect of 

perceived authenticity on return visits is likely to be stronger [34]. Visitors who feel they have received a genuine, 

culturally rich experience at a fair price are more likely to be satisfied and motivated to return [5]. Thus, perceived 

cost moderates the relationship between authenticity and return visits by either enhancing or diminishing the perceived 

value of the experience, making it a crucial factor in understanding visitor loyalty in farm-to-table agritourism. 

H5. Perceived cost moderates the relationship between perceived authenticity and return visits in farm-to-table 

agritourism. 

3. Research Methodology 

3.1. Measurement Structures 

This research aims to explore the factors influencing return visitors in farm-to-table agritourism, particularly how 

key psychological needs influence perceived authenticity and return visits. Drawing on recent publications in tourism 

and Self-Determination Theory, the study designs measurement content that captures autonomy, competence, and 

relatedness as critical determinants of visitor experience (see Figure 1). Each of these variables is measured using 

Likert scale items that capture visitors' ability to make independent choices, reflecting their sense of autonomy [21, 4, 

22]. The scale also assesses their engagement in culturally immersive activities, indicating their level of competence 

[21, 23-25]. Additionally, it evaluates the emotional connections visitors form with the local community, which 

corresponds to their sense of relatedness [13, 22, 26, 27]. Perceived authenticity is assessed to understand how genuine 

visitors perceive their experiences [4, 13, 22, 28], while perceived cost is evaluated as a moderating variable to 

examine its influence on the relationship between authenticity and return intentions [5, 19, 30, 32]. Finally, return 

visitors is measured by gauging the likelihood of visitors returning to the destination, considering their overall 

satisfaction and the perceived value for money [5, 19, 22, 32]. This structured measurement approach offers a 

comprehensive analysis of the drivers of visitors in farm-to-table agritourism. 

 

Figure 1. Measurement structure according to Self-Determination Theory 

Autonomy 

Competence 

Relatedness 

Perceived Authenticity Return Visits 

Perceived Cost 

H1 

H2 

H3 

H5 

H4 
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3.2. Data Collection 

In this study, the sample size is determined based on the 10-fold rule recommended by Hair et al. [35], which 

suggests a minimum sample size to ensure robust statistical analysis. To reduce the potential for sample bias, the study 

initially aimed to collect data from a higher number of respondents, targeting 400 samples. Ultimately, 354 valid 

responses were obtained, providing a sufficient dataset for analysis. The content for measuring the concepts of 

autonomy, competence, relatedness, perceived authenticity, perceived cost, and return visits was designed using 

Google Forms [36]. A controlled sharing link was created and distributed to visitors at specific agritourism sites. 

These sites included fruit farm sightseeing areas, the Mekong aquaculture region, and the rice fields.  

The data collection process employed non-probability convenience sampling. Researchers approached tourists at 

these locations and first asked for their consent to participate in the study. After briefly introducing the purpose of the 

research and explaining that no personal information would be collected, the researchers provided more detailed 

information about the measurement concepts [37]. Once visitors agreed to participate, they were given the Google 

Form link, allowing them to complete the survey at their convenience. Data collection took place over six months, 

from January to June 2024, ensuring a comprehensive sample representative of the tourist population at these 

agritourism sites. This method ensured that the data collected was both relevant and reflective of the experiences of 

farm-to-table agritourism visitors in the region. 

3.3. Analytical Techniques 

In the present investigation, the analysis of data was performed through the integration of reliability assessments 

and structural equation modelling methodologies to guarantee the accuracy and strength of the outcomes derived. 

Initially, the Cronbach's alpha test was applied to assess the internal consistency of the measurement scales used for 

the concepts of autonomy, competence, relatedness, perceived authenticity, perceived cost, and return visits. A high 

Cronbach's alpha value indicated that the items within each construct were reliably measuring the same underlying 

concept [38]. Following the reliability assessment, confirmatory factor analysis (CFA) was performed to validate the 

measurement model. CFA helped confirm whether the data fit the proposed theoretical model by examining the 

relationships between observed variables and their underlying latent constructs [39]. 

Finally, the partial least squares structural equation modelling (PLS-SEM) algorithm was employed to test the 

hypothesized relationships between the constructs [40]. PLS-SEM is particularly useful in exploratory research and 

complex models with multiple variables. The analysis used 5000 bootstrap samples by default to assess the 

significance of the path coefficients, ensuring the stability and reliability of the results. This comprehensive approach 

to data analysis allowed the researchers to draw meaningful conclusions about the factors influencing visitor behavior 

in farm-to-table agritourism. 

To provide a clearer understanding of the steps involved in this study, Figure 2 presents a flowchart of the research 

methodology, visually representing the key stages from defining the study's purpose and identifying research objects 

to data collection, analysis, and interpretation of results. 

4. Results 

4.1. Sample Characteristics 

From Table 1 the results describe summary of the demographic characteristics of the participants, encompassing variables 

such as gender, age, and education level. The sample consists primarily of males (57.1%), with females representing 42.9%. 

This gender distribution allows for a balanced representation of both male and female perspectives. Furthermore, the majority 

of participants (47.7%) were aged between 29 and 39 years old, followed by the 18-28 age group (25.7%). The 

number of participants decreased in older age brackets, with 16.4% aged 40-49 and 10.2% aged 50 or older. 

Additionally, most respondents have a college or university education (61.0%), with smaller groups having technical 

education (15.5%) or postgraduate degrees (13.3%). A minor percentage (10.2%) did not specify their education. This 

educational diversity indicates a well-educated sample, which may influence their engagement with agritourism 

activities. 

In general, the data presents a sample slightly skewed towards males and young to middle-aged adults, with a 

solid educational background, providing a strong foundation for analysing visitor behavior in farm-to-table 

agritourism. 
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Figure 2. Flowchart of the research methodology 

Table 1. Descriptive statistical results 

Characteristics Items Frequency Percent 

Gender 

   

Female 152 42.9 

Male 202 57.1 

Age Group 

   

18 - 28 91 25.7 

29 - 39 169 47.7 

40 - 49 58 16.4 

Up 50 36 10.2 

Education 

   

Postgraduate 47 13.3 

College/University 216 61.0 

Technical Education 55 15.5 

Unspecified 36 10.2 

Define the Research Problem 

Define the purpose of the study 

Establish the research objective of examining the influence of autonomy, competence, relatedness, and 

perceived cost on return visits in farm-to-table agritourism. 

Identification of Research Objects 

Identify the target population for the study, consisting of visitors with prior experience in farm-to-table 

agritourism. 

Survey Design 

Develop a structured questionnaire focusing on perceived autonomy, competence, relatedness, and costs in 

farm-to-table agritourism experiences. 

Data Collection (354 Participants) 

Gather data through surveys administered to participants who have engaged in farm-to-table agritourism 

experiences. 

 

Data analysis 

Clean and prepare the dataset for analysis, ensuring data integrity and removing incomplete or erroneous 

responses. Apply PLS-SEM to examine the relationships between perceived autonomy, competence, 

relatedness, and return visits, with a focus on the moderating effect of perceived cost. In addition, perform 

statistical analysis to identify how each factor influences perceived authenticity and return visits. 

 

 

Conclusion and Results 

Conclude with the results, interpreting the impact of these factors on return visits and suggesting practical 

implications for agritourism operators. 

 



Journal of Human, Earth, and Future         Vol. 5, No. 3, September, 2024 

505 

4.2. Inspection of Measurement Structures 

The results presented in Table 2 confirm the reliability and validity of the measurement scales across all constructs. 

Cronbach's alpha coefficients for all constructs exceeded the recommended threshold of 0.7, indicating excellent 

internal consistency [41]. Specifically, the values ranged from 0.812 to 0.911. Furthermore, factor loadings for all 

items surpassed the acceptable limit of 0.7, with most falling between 0.750 and 0.897, demonstrating strong construct 

validity. For instance, the factor loadings for Autonomy ranged from 0.864 to 0.887, indicating that the items 

effectively captured the construct's essence. Finally, VIF values for all items remained below 3, suggesting no 

multicollinearity issues. These values ranged from 1.563 to 2.929, well within the acceptable limit [42]. 

Table 2. The results reliability assessment 

Items Contents 
Cronbach’

s alpha 

Factor 

loading 
VIF 

AU Autonomy toward farm-to-table agritourism 0.898   

AU1 Visitors personalize their farm-to-table encounters by their individual preferences and interests.  0.875 2.648 

AU2 Visitors select activities and foods that resonate with their personal tastes  0.887 2.795 

AU3 Visitors engage directly with local producers to enhance their cultural connection  0.864 2.337 

AU4 Visitors are pleased with the genuineness of their self-directed experiences  0.874 2.507 

CO Competence toward farm-to-table agritourism 0.897   

CO1 Visitors effectively engage in farm-to-table activities and cultural practices  0.874 2.547 

CO2 Visitors feel knowledgeable and capable during their interactions in the farm-to-table experience  0.859 2.286 

CO3 
Visitors gain a deeper appreciation for the cultural context through participation in farming and cooking 

activities 
 0.878 2.540 

CO4 Visitors are more inclined to revisit the destination to deepen their knowledge or relive the authentic experience  0.883 2.525 

RE Relatedness toward farm-to-table agritourism 0.812   

RE1 Visitors establish emotional and social connections with the local community  0.838 1.831 

RE2 Visitors feel a strong bond with the destination's cultural identity through interactions with local farmers  0.824 1.739 

RE3 Visitors perceive their experience as genuine and meaningful due to their connection with local traditions  0.782 1.619 

RE4 Visitors are motivated to return to the destination to relive authentic and emotionally resonant experiences  0.750 1.563 

PA Perceived authenticity 0.904   

PA1 Visitors believe their experiences genuinely reflect the local culture and traditions  0.890 2.788 

PA2 Visitors form a deep emotional connection with the destination when they perceive the experience as authentic  0.889 2.725 

PA3 Visitors view their interactions with local food production and culinary practices as authentic  0.874 2.471 

PA4 Visitors are more likely to return to the destination if they perceive the experience as authentic  0.873 2.478 

PC Perceived cost 0.911   

PC1 
Visitors assess the overall expense of the farm-to-table experience, including accommodation, food, and 

activities 
 0.890 2.679 

PC2 Visitors may be less likely to return if they perceive the cost of the experience as prohibitively expensive  0.889 2.721 

PC3 Visitors are more satisfied and motivated to return if they believe the experience offers good value for money  0.874 2.782 

PC4 Visitors consider the cost when evaluating the authenticity and worth of the farm-to-table experience  0.873 2.929 

RV Return visitors 0.906   

RV1 Visitors are likely to return to the destination after having a culturally rich and authentic experience  0.897 2.899 

RV2 Visitors plan to revisit the destination if they feel the experience offered good value for the money spent  0.867 2.327 

RV3 Visitors are inclined to return to the destination if the cost of the experience was perceived as reasonable  0.877 2.887 

RV4 Visitors intend to return to the destination to relive the authentic and meaningful experiences they had  0.888 2.881 

4.3. Differentiation And Convergence Testing 

From Table 3 results the Fornell & Larcker (1981) convergent validity evaluation results. These include composite 

reliability and average variance extracted. All constructions had CR values over 0.7, indicating strong internal 

consistency. Specifically, the CR for the construct of relatedness toward farm-to-table agritourism ranged from 0.876 

to 0.938. Furthermore, The AVE values for all constructs are above the recommended threshold of 0.5, which 

indicates that a significant portion of the variance in the items is explained by the construct [43]. AVE values range 

from 0.639 for Relatedness to 0.790 for perceived cost. These values confirm that the constructs have good convergent 

validity, meaning that the items within each construct are highly correlated and represent the underlying concept 

effectively. The assessment of discriminant validity involved utilizing the square root of each construct's Average 
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Variance Extracted (AVE) in relation to its correlations with other constructs [44]. The square root of AVE for 

Autonomy (0.875) was notably distinct when compared to its correlations with other variables. Similar trends were 

identified for constructs such as recurring visitors, perceived cost, perceived authenticity, and competence. 

Table 3. Convergent validity by Fornell & Larcker (1981) 

 
CR AVE AU CO PA PC RE RV 

AU 0.929 0.766 0.875 
     

CO 0.928 0.763 0.220 0.874 
    

PA 0.933 0.777 0.435 0.495 0.881 
   

PC 0.938 0.790 0.205 0.164 0.218 0.889 
  

RE 0.876 0.639 0.357 0.199 0.457 0.134 0.799 
 

RV 0.934 0.779 0.285 0.298 0.489 0.468 0.350 0.883 

Note: Autonomy toward farm-to-table agritourism (AU), Competence toward farm-to-table agritourism (CO), Relatedness 

toward farm-to-table agritourism (RE), Perceived authenticity (PA), Perceived cost (PC), Return visitors (RV), Composite 

reliability (CR), Average variance extracted (AVE) 

4.4. Testing Hypotheses 

Table 4 presents the direct connection analysis result within the measurement framework and checks the 

hypotheses of this study according to the sample mean, initial sample coefficient, standard deviation, t-statistic, and p-

value. 

Table 4. Direct relationship in the measurement structure 

Hypothesis Relationships Original sample Sample mean Standard deviation T statistics P values 

H1 AU → PA 0.246 0.247 0.048 5.166 0.000 

H2 CO → PA 0.383 0.383 0.049 7.845 0.000 

H3 RE → PA 0.293 0.294 0.048 6.122 0.000 

H4 PA → RV 0.308 0.308 0.055 5.589 0.000 

H5 PC × PA → RV -0.260 -0.260 0.040 6.566 0.000 

Note: Autonomy toward farm-to-table agritourism (AU), Competence toward farm-to-table agritourism (CO), Relatedness toward farm-to-

table agritourism (RE), Perceived authenticity (PA), Perceived cost (PC), Return visitors (RV). 

Perceived authenticity and autonomy have a standard estimated coefficient of 0.246 (p-value = 0.000). This reveals 

a noteworthy and excellent correlation. Travelers on autonomous farm-to-table agritourism will enjoy a more real 

encounter [21]. The positive link between autonomy and perceived authenticity suggests that tourists are more likely 

to find agritourism authentic and meaningful when they have control over their activities and decisions. Li et al. 

(2024) agrees, adding that tourists who can tailor their own experiences have a more real experience with local 

cultures. This study shows that agritourism operators should offer customized experiences that let tourists connect 

with the farm-to-table process in real ways. 

Moreover, considering the correlation coefficient of authenticity and perceived competency, 0.383 (p-value = 

0.000) shows a favourable link. This indicates that when visitors feel perceived and capable, their authenticity will 

improve and the relationship will be far stronger [13]. The positive estimated coefficient of 0.383 suggests that visitors 

are more likely to perceive a genuine experience when they feel competent and capable in their activities. This shows 

that tourists who actively participate in and feel skilful in farm-to-table activities like cooking with local products or 

learning about farming processes are more likely to feel authentic and connected to the local culture. The higher 

correlation between perceived ability and authenticity suggests that the more skilful and informed visitors are, the 

deeper their attachment to the event. Competence enhances appreciation for local culture, making the experience more 

"real" and authentic [13]. Providing guests with chances to learn and develop skills can improve their competency and 

the perceived authenticity of the agritourism experience. 

Positive relationship was established between perceived relatedness, and authenticity; r = 0.293; p = < 0.001 This 

shows that people who build social and emotional connection during an event are have a greater tendency of 

perceiving the experience as authentic [2]. Perceived authenticity, on the other hand, also had a positive association 

with return visits (r = 0.308, p < 0.001)’ meaning that authenticity leads to return visitors. It is that the interaction 

between perceived cost and authenticity had a negative effect on return visits (r = -0.260, p < 0.001). From this, it can 

be inferred that the positive relationship between authenticity and return visitors may be buffered by cost. This finding 

elucidates all pertinent aspects. A significant positive association is apparent when examining authenticity alongside 

perceived interconnectedness (r = 0.293; p < 0.001). A sense of connection to the local community often encourages 
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individuals to partake in meaningful experiences. Breiby et al. (2020) [2] underscore the importance of emotional and 

social interactions in the quest for authenticity. Similarly, a positive correlation appears between perceived sincerity 

and return visits (r = 0.308; p < 0.001). Visitors return for authentic local experiences. This shows authenticity keeps 

tourists coming back. More authentic agritourism experiences increase return rates. Highlights, a negative correlation 

exists between perceived cost and authenticity on return visits (r = -0.260; p < 0.001). This suggests that genuineness 

encourages return visits, while higher perceived expenditures may diminish this. Thus, high fees may repel travelers 

even if they enjoy the experience. Even in actual experiences, increasing perceived cost decreases recurrent visits. For 

repeat visitors, authenticity must be combined with cost to maintain loyalty. 

Furthermore, the relationships in this measurement structure are presented in more detail, the indirect relationships 

in Table 5. 

Table 5. Indirect relationship 

Indirect relationship Original sample Sample mean Standard deviation T statistics P values 

CO → PA → RV 0.118 0.118 0.028 4.223 0.000 

AU → PA → RV 0.076 0.076 0.020 3.819 0.000 

RE → PA → RV 0.090 0.090 0.022 4.121 0.000 

Note: Autonomy toward farm-to-table agritourism (AU), Competence toward farm-to-table agritourism (CO), Relatedness 

toward farm-to-table agritourism (RE), Perceived authenticity (PA), Perceived cost (PC), Return visitors (RV). 

From the results of the analysis of the study, the results of the analysis framework on the return visitors of tourists 

and the role of the regulator of price perception on the intention of tourists are synthesized and visualized in Figure 3. 

 

Figure 3. Visualize the results of personal cognitive analysis to return to farm-to-table agritourism 

5. Discussion 

The study highlights the relationships between perceived competence, autonomy, and relatedness, and their 

influence on perceived authenticity and return visits in farm-to-table agritourism. Additionally, the moderating role of 

perceived cost in these relationships is explored. By comparing these results with previous research, a comprehensive 

understanding of how these factors shape visitor behavior is provided, offering insights into the future direction of 

agritourism practices.  

To fully comprehend these findings, broader discussions within the experience tourism industry should encompass 

a variety of contextual factors. The research evaluating the role of farm-to-table activities in agritourism towards 

sustainable development based on three agritourism farms in Brunei offers a valuable comparative perspective [4]. 

Furthermore, this study aligns with broader research on agricultural tourism, such as Muskat et al.'s (2019) German 

study, which emphasizes the importance of authenticity for diverse visitors. A notable positive correlation has been 

identified between perceived autonomy and authenticity (r = 0.246, p = 0.000), supporting the conclusions of Muskat 
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et al. [19] and Li et al. (2024) that greater visitor control and self-directed engagement lead to improved happiness and 

emotional bonds. The autonomy experienced by visitors in farm-to-table settings markedly elevates their sense of 

authenticity and encourages them to return for subsequent visits [21]. On the other hand, skilled individuals were more 

likely to evaluate farm-to-table experiences as authentic and want to return (correlation coefficient = 0.383, p < 0.001). 

Zatori et al. (2018) found that brilliant people seek more genuine experiences. Farm-to-table seminars and educational 

programs may improve visitor competence and authenticity, driving return visits [24]. However, perceived cost had a 

negative influence on return visits as does price sensitivity, with a correlation value of r = -0.260, and a significance 

level of 0.001. Such experiences are important, yet the costs may reduce the number of people visiting the area. 

Therefore, agritourism enterprises risk losing their customers due to high prices while at the same time needing to 

offer genuine experiences. 

Demographic data further supports these insights, as the study sample was predominantly male (57.1%) with 

females comprising 42.9%, ensuring a balanced gender perspective. Most participants were aged between 29 and 39 

years (47.7%), highlighting the appeal of farm-to-table agritourism too young to middle-aged adults. Additionally, 

61.0% of respondents had a college or university education, suggesting that well-educated individuals are drawn to 

these culturally enriching experiences, which likely influences their satisfaction and return intentions [7]. The study 

demonstrates that perceptions of autonomy, competence, and relatedness significantly impact the likelihood of 

revisiting the destination and the perceived genuineness of the experience [22]. This is evidenced by the highest 

coefficient found in the competence aspect. Whether through culinary involvement, understanding local farming 

practices, or engaging with cultural traditions, farm-to-table experiences appear more authentic when guests acquire 

skills and become more aware of their environment [5]. This enhanced sense of capability strengthens their attachment 

to the experience and increases the likelihood of future returns [31]. The significance of perceived competence 

underscores the importance of interactive and educational agritourism activities [45]. These initiatives provide guests 

with valuable insights, enhancing the authenticity of their experience and elevating the potential for return visits. 

The results highlight that emphasizing regional food and focusing on authenticity often leads to return visits, 

suggesting that authenticity is a key factor in attracting repeat visitors. However, the study also found that the 

relationship between perceived authenticity and cost has an inverse relationship with the probability of return (r = -

0.260, p < 0.001). While authenticity is crucial for drawing visitors, back, high costs can diminish its positive impact. 

If visitors perceive the experience as genuine but expensive, they may hesitate to return due to the financial burden 

[46]. This finding aligns with studies on price sensitivity and tourism behavior, which show that high service costs can 

discourage visitors from returning, even if the experience is authentic. Professionals in agritourism must balance 

authenticity with reasonable pricing to ensure a holistic and sustainable agritourism experience [47]. Bringing guests 

back to farm-to-table agritourism depends on providing authentic, high-quality experiences at competitive prices. 

6. Conclusion 

The study also sought to establish how the type of agritourism focused on farms producing food consumed in the 

establishment encourages the local food and subsequent revisits. The study was able to generate three main 

conclusions. First, the assessment of demography showed that most of the participants were male (57). While 9% of 

the participants were married, the majority of them were within 29–39 years of age, with the majority of the 

participants having college or university education (61.0%). This suggests that educated, young to middle-aged 

individuals are drawn to farm-to-table agritourism. Secondly, the study found that perceived autonomy, competence, 

and relatedness all had a significant impact on perceived authenticity and repeat visits, with perceived competence 

having the most influence. This underlines the significance of visitors’ perceived competence while on their 

experiences because of the consequences that it can bring for the outcome of the experience, its authenticity, as well as 

the chances of recurring visits. The study also found evidence that high perceived costs moderate the correlation 

between authenticity and repeated visits; this correlation is weakly negative, (– 0.260, p < 0.001). Generally, this 

implies that although there may be a positive association between authenticity and repeat business, this link may be 

restricted where the costs are high; hence, managers of agritourism attractions need to ensure that their adopted level 

of authenticity is balanced with cost. 

6.1. Implications (Practical, Social, Future Research) 

The study's findings offer valuable insights into the dynamics of farm-to-table agritourism and its impact on 

promoting local cuisine and encouraging repeat visits. From a practical standpoint, the research suggests that farm-to-

table agritourism mainly attracts young, educated adults and middle-aged individuals, with a slight male majority. This 

demographic understanding indicates that agritourism providers should develop educational and culturally immersive 

experiences centred on local food production, such as hands-on workshops and excursions, to meet the needs of this 

audience [5]. Additionally, boosting visitors' perceived competence has the most significant influence on perceived 

authenticity and likelihood of return visits. Therefore, operators should prioritize offering opportunities for visitors to 

acquire skills and knowledge to enhance their enjoyment and loyalty [48]. 
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From a social perspective, the study highlights the broad appeal of farm-to-table experiences, evident from the 

balanced gender distribution. This presents an opportunity to encourage social interaction and community engagement 

through inclusive activities that promote cultural exchange [49]. Additionally, making these authentic experiences 

accessible to a wider audience by taking into account the financial limitations of different visitor groups can improve 

inclusivity and social involvement. 

For future research, it is crucial to delve into the motivations and preferences of various demographic groups, 

including older adults and those with different educational backgrounds, to gain a better understanding of the factors 

influencing return visits [50]. Furthermore, exploring how varying levels of perceived cost and psychological factors 

such as autonomy, competence, and relatedness impact perceived authenticity and return visits across diverse 

demographics and cultural contexts could provide deeper insights. Research should also look into strategies to enhance 

perceived value without compromising authenticity to sustain and expand the farm-to-table agritourism market in 

diverse economic settings. 
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