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Factors driving the tourists choice of alcohol and drinkscapes: An 

exploratory study 

Introduction 

When travelling, an increasing number of people seek drinking experiences. 

Food and restaurant selection are viewed as a complex function of sensory 

preferences (taste, odour, and texture) which are influenced by non-sensory factors 

such as menu variety, price, cleanliness, servicescape concerns, reputation, health 

claims, service, accessibility, comfort, and atmosphere (Hanefors & Mossberg, 

2003; Cullen, 2005; Choi and Jhao, 2010 Johns & Howard, (1998). Kivela et al., 

(1999). Clark & Wood, (1998). Koo et al.,(1999). 

Past research within food tourism focus on tourist eating experiences; however, 

the bulk of these studies have only touched on customer satisfaction concerns (Jang 

et al., 2012; Björk and Räisänen, 2014; Kim and Jang, 2016; Stone et al., 2018). 

When selecting where to eat and where to go out, customers have a range of 

demands and preferences (Tikkanen, 2007). These distinctions lead customers to 

select a restaurant depending on their tastes. Since food and beverages are two 

distinct areas of consumption for a customer, the results of food-related studies 

cannot be generalized in drinkscapes settings. Repeat visitors rely heavily on their 

past (good) experiences (Bruwer and Alant, 2009). Yet, little research has been 

done to assess the role of tourists knowledge and past experiences in determining 

the choice of alcohol and the choice of servicescapes at tourist destinations. While 

it is critical to focus new research on different variables that can shape a tourist's 

experience, such as physiological states (e.g. satiety, thirst) and post-consumption 

experience, Gomes et al. (2017) proposed that other relevant issues that should be 

explored are "previous product knowledge" and "brand usage." Owing to these 

limitations, this present research attempts to examine tourists' factors influencing 

the choice of alcohol and the choice of drinkscapes at tourist destinations. This 

paper contributes to destination and tourism management research by establishing 

the study of drinkscapes (drinking locations) and providing a new framework for 

analyzing the elements influencing the selection of drinkscapes at a destination. The 

study's findings might assist beverage service managers in creating a good 

experience that satisfies tourists' drinking preferences and increases tourist's level 

of satisfaction at destinations. 
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Literature review 

The theoretical framework defines three key concepts; tourist past experience and 

knowledge related to alcohol consumption, the choice of alcohol and the choice 

of drinkscapes, and their inter-linkages.  

Tourist past experience and knowledge related to alcohol consumption 

According to the literature, there is a link between past tourist experiences and the 

intention to consume local food in the location (Kwun & Oh, 2006; Ryu & Han, 

2010). According to Kwun and Oh (2006), prior experience significantly influences 

future consumption-related expectations for the same experience. Furthermore, 

they suggest that experienced consumers build their preferences differently from 

first-time buyers, even for the same items, since they are more familiar with and 

knowledgeable about them. People who have previously visited an area and feel 

that prior experiences and familiarity impact their future behaviour are considered 

repeat visitors (Chi, 2012). Similarly, Barsky (1992) suggests that consumers 

compare current or past experiences on some foundation built from earlier 

encounters. 

According to Kleynhans (2003), the prior experiences of leisure tourists and 

their demographics and culture impact their expectations and satisfaction with the 

dining experience and ultimately lead to revisit intentions. Furthermore, the 

traveller's knowledge of the area and their previous consumption experience 

influence their selection criteria and quality experiences (Nickerson, 2006). Hence 

studying the impact of tourists past experience and knowledge in the context of 

alcohol consumption on the choice of alcohol or the choice of drinkscapes could 

prove interesting. 

Only those destinations, which provide unforgettable experiences to tourists, 

will attract more repeated visits. Likewise, destinations that fail to create 

memorable experiences do not attract tourists to revisit (Zhang et al., 2018). Braun-

LaTour et al. (2006) have argued that given the number of external searches 

available and the popularity of word-of-mouth communication, destinations need 

to find a way to handle such interactions. Food and drinking experiences that are 

memorable are connected with higher travel satisfaction and favourable word of 

mouth (Stone and Migacz, 2016) 

Choice of alcohol 

The interaction between the individual and the product shapes the product 

experience. Gomez et al. (2017) have argued that our cognitive, sensory, and 

emotional systems all influence our drinking experiences and suggest that further 
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research is needed to understand purchase decisions related to alcohol consumption 

and its link to the product experience. The Consumption experience of an alcoholic 

beverage is influenced by the products price, brand, taste sensations at 

consumption, presentation form, and composition of the menu (Hansen et al., 2006; 

Gregoire, 2013; Forneniro et al., 2008; Pedraja and Guillen, 2004). In restaurant 

settings, customer experience research generally assesses the atmosphere, food 

quality, and pricing fairness (Chuan et al., 2018). This implies that studies on 

customer experience in the hospitality industry have largely ignored the selection 

criteria for alcohol consumption in a touristic environment. To better understand 

the factors that influence tourist's choice of alcohol for consumption, the factors 

that measure the choice of alcohol experiences must be elucidated. 

Choice of Drinkscapes 

Experiences are formed from service settings and outlets, such as restaurants and 

bars, made available to guests. Bitner (1992) referred to these scapes as 

servicescapes, whereas Mossberg (2007) referred to them as experiencescapes. 

According to Reimer and Kuehn (2005), these scapes are rich with interactions 

between guests, service providers, staff, physical surroundings, and various 

facilities. The servicescape construct has been adapted to various settings, including 

shipscape (Kwortnik, 2008), dinescape (Ryu, 2005), and eventscape (Brown, Lee, 

King, & Shipway, 2015). Previous research on the scape constructs and food 

experiences always focused on artificial and constructed surroundings. In the 

context of food service, academics have defined foodscape as a construct 

describing a "landscape of food" centred on "food environments" (Mikkelsen, 

2011; MacKendrick, 2014). Likewise, in the context of beverage service in our 

study, the operational definition of 'Drinkscapes' would be "Places and scapes that 

facilitate alcohol consumption". Alcohol is consumed in a food and beverage outlet 

such as a bar, a pub, a restaurant, a lounge, a beach shack, etc. Besides retail outlets, 

alcohol can be consumed at a hotel, at home, in a tasting room or in the open-air 

such as at a park, street, wine or beer festival (Stone et al., 2018; Bruyer et al., 2013; 

Wilkinson and Wilkinson, 2018). Lin and Mao (2015) suggest that the environment 

in these drinkscapes facilitates immersion into the experience of food and beverage 

intake through entertainment, architecture, design, colour, and smell. Bruwer and 

Alant (2009) discovered that in the context of a winery, in addition to wine tasting, 

the same visitor also indulges in the atmosphere for a good experience. In the 

service industry, such as the food and beverage, the physical environment impacts 

consumer behaviour and shapes the service provider's image (Booms and Bitner, 

1982). One of the most important factors influencing consumer consumption is the 

environment (Ryu and Jang, 2007, Cheng et al., 2016, Park et al., 2019, Kuhn and 

Bothma, 2018). Tourists want to have a memorable time away from home, and the 
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environment in these scapes may play an essential part in making that happen (Ryu 

and Han, 2011). As a result, some hospitality companies employ architecture and 

design successfully and multidimensional experiences to enhance guests' 

experience (Albrecht et al., 2019).  Clark and Wood (1999) identified food range, 

quality, price, service speed and ambience as important variables while considering 

the restaurant choice. While the food and beverages on offer and service must be of 

acceptable quality, attractive physical surroundings, such as décor, artefacts, layout, 

and music, may influence customer satisfaction and subsequent consumer 

behaviour to a large extent.  

The beverage service business has grown more competitive as the number of 

drinkscapes has increased. In today's environment, satisfying consumers' 

fundamental expectations is the most significant way to assure business 

sustainability. To be successful and exceptional, a drinkscape must exceed 

customers' expectations by truly understanding why they choose a specific sort of 

drinking experience. More research is needed to determine what aspects affect the 

choice of drinkscapes, given its common effects on approach-avoidance 

behaviours, compared to other physical and intangible service components 

(Wakefield and Blodgett, 2016). 

To the authors' knowledge, no previous empirical studies have investigated if 

tourists past knowledge and past experiences influence the choice of alcohol and 

the choice of drinkscapes at tourist destinations. Literature also reveals little 

theoretical understanding about drinking experience from the motivational 

perspective (Josiam et al., 2004; Costa et al., 2007). Currently, not much is known 

about the influence of motives on tourists' selection of drinkscapes, choice of 

alcohol or the influence of the choice of alcohol on the choice of drinkscapes. In 

addition, consumer preferences while choosing drinkscapes must be examined to 

fulfil the expectations and needs of beverage service providers and consumers. 

Given this research gap, the aims of the present study were: 

1. To develop a scale to measure the tourist's knowledge of alcohol & past 

experiences of alcohol consumption, choice of alcohol and choice of drinkscapes. 

2. To test whether the tourist's knowledge of alcohol & past experiences of alcohol 

consumption influences the choice of alcohol and choice of drinkscapes. 

3. To test if the choice of alcohol influences the choice of drinkscapes. 
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Methodology 

An initial list of 25 items was generated on aspects related to the tourist's knowledge 

& past experience related to alcohol consumption, choice of alcohol and choice of 

drinkscapes. They were derived from prior studies (e.g. Armira et al. 2016; 

Andersson and Mossberg, 2004; Hansen et al., 2005; Gustafsson et al., 2006; 

Nickerson, 2006, Stone et al., 2018; Kuhn and Bothma, 2018; Back et al., 2018; 

Brochado et al., 2019). Questions related to the choice of alcohol and choice of 

drinkscapes was adapted from the scale developed by Armira et al. (2016). Items 

related to check the tourist's knowledge and past experience of alcohol consumption 

were developed by conducting unstructured interviews with bar managers, people 

who consumed alcohol regularly and experts from the food and beverage service 

sector. S-CVI/Ave for relevance was calculated, and the value was found to 0.988; 

besides, S-CVI was calculated, and the value was 0.93. A CVI between 

0.3<CVI<0.75 was considered for rewriting, assessing the item-wise score for 

simplicity and clarity. Also, the interclass correlation coefficient was calculated for 

relevance, clarity and simplicity for all 25 items. A pilot test consisting of 50 

questionnaires was conducted to ensure the scale reliability. The α Cronbach for 

total scores demonstrated right post-test internal consistency with an α = 0.825. 

Each dining experience attribute was rated using a 5-point Likert-type scale, 

ranging from "strongly disagree (1)" to "strongly agree (5)". In addition, the study 

questionnaire also included sociodemographic measures.  

This study aimed to gather tourists' views and perceptions on the factors that 

influence the choice of drinkscapes and the choice of alcohol in a tourist destination 

(Goa). Goa, one of India’s most popular tourist destinations, is recognized for its 

liberal liquor laws. This lowers the cost of liquor, and hence the prices charged for 

sales and service of spirits, beer, and other alcoholic beverages are fairly affordable 

in comparison to other states. The demand for alcoholic beverages is strong in Goa, 

as evidenced by the state's liquor factories expanding their capacity. According to 

figures compiled through September 2019, the state excise agency issued 2725 

retail liquor licenses and 8107 retail consumption licenses (bars, taverns, pubs, etc.). 

The sample selected in this study included tourists visiting Goa who consumed 

alcohol in various drinkscapes. The study used non-probability sampling and 

convenience sampling technique. The respondents were not chosen at random but 

rather based on their willingness to answer. The study has tried to ensure that the 

samples are reasonably representative and not strongly biased by selecting a broad 

cross-section of tourists across various drinkscapes (males and females, different 

age etc.). There were 550 responses received, of which 504 were from tourists that 

consume alcohol, and another 23 were incomplete. Therefore, 481 valid responses 

were used for the data analysis.  According to some researchers, it is preferable to 
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have at least ten respondents for each item being evaluated in factor analysis. 

Furthermore, up to 300 responses is reasonably acceptable for Likert scale creation, 

according to other experts. 

To determine the demographic status of visitors, descriptive analyses involving 

frequency, mean, and standard deviation were performed. Cronbach's alpha was 

calculated to test the scale reliability. Exploratory factor analysis (EFA) with 

VARIMAX rotation was employed to test the items measuring tourists past 

experience, knowledge of alcoholic beverages, factors measuring choice of 

beverages and factors measuring choice of drinkscapes. Factor loadings expressed 

the correlation between the variable and its relevant factor, and only factor loadings 

equal to or greater than 0.50 were included in a factor. Furthermore, only 

components with eigenvalues equal to or greater than one was considered 

significant. Mean scores rating on the tourist's past experience and knowledge of 

alcohol, perceived importance of the choice of alcohol, and attributes of choice of 

drinkscapes were computed to assess the importance of each item. 

Findings and discussion 

After the deletion of incomplete questionnaires, the total valid samples were 481. 

Table 1 reports the demographic details of the respondents. 

Table 1. Demographic details of the respondents 

Variable Categories Frequency Percent 

Gender Male 263 54.7 

  Female 218 45.3 

Marital 

Status Unmarried 144 29.9 

  Married 331 68.8 

  Divorced 2 0.4 

  Widow/Widower 4 0.8 

Age group 18-30 years 185 38.5 

  31-40 years 130 27 

  41-50 years 111 23.1 

  51-60 years 46 9.6 

  61 years and above 9 1.9 

Occupation Student 22 4.6 

  Service 337 70.1 

  Business 113 23.5 

  Unemployed 9 1.9 
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Income Upto 20000 21 4.4 

  20001-50000 109 22.7 

  50001-80000 176 36.6 

  80001 and above 175 36.4 

Education High school 2 0.4 

  Diploma/Certificate 59 12.3 

  Undergraduate 238 49.5 

  Postgraduate 172 35.8 

  Others 10 2.1 

To address the choice of alcohol, the mean scores and standard deviations were 

calculated. The results are presented in Table 2 according to the rankings of mean 

scores. The five top most essential attributes for choice of alcohol were taste quality, 

quantity to be consumed, the brand of the alcoholic beverage and the level of 

intoxication desired. Choice based on the suggestion by servers or friends was the 

least important attribute. Drinkscapes managers have explained this finding that 

alcohol consumers generally prefer a favorite type or brand of alcohol that does not 

change irrespective of the place or people that they consume it with. 

 

Table 2. Rankings for choice of alcohol 

  N Min Max Mean Std. Deviation Rank 

Taste 481 1 5 4.25 0.830 1 

Quality 481 1 5 4.22 0.849 2 

Quantity  481 1 5 4.21 0.857 3 

Brand 481 1 5 4.19 0.888 4 

Level of Intoxication 481 1 5 4.10 1.008 5 

Place of origin 481 1 5 4.03 1.004 6 

Food pairing 481 1 5 4.03 1.050 7 

Price 481 1 5 4.01 0.853 8 

Offer/ Discount 481 1 5 3.94 0.906 9 

Suggestions 481 1 5 3.83 1.051 10 

Note: Rankings for choice of alcohol was based on the mean scores measured on a 

Likert-type scale from 1 to 5. 

The mean scores of the choice of drinkscapes were also calculated. The results were 

reported based on the ranking of the mean scores in Table 3. It shows that the mean 

scores of all attributes ranged from 4.28 to 4.66. The top 5 drinkscapes items were 
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ambience, entertainment, safe environment, comfortable seating and clean 

surroundings, indicating the choice of drinkscapes. It is suggested that at 

destinations tourists are inclined to have drinking experiences in those drinkscapes 

having a good ambience that emphasized on a safe and clean environment offering, 

good entertainment. Accessibility, noise levels and temperature were considered as 

the most unimportant factors while choosing drinkscapes. 

 Table 3. Rankings for choice of drinkscapes 

  N Min Max Mean Std. Deviation Rank 

Ambience 481 2 5 4.66 0.595 1 

Entertainment 481 2 5 4.65 0.544 2 

Safe environment 481 1 5 4.64 0.552 3 

Comfortable seating 481 1 5 4.64 0.604 4 

Clean surroundings 481 2 5 4.63 0.540 5 

Washroom / toilets 481 1 5 4.62 0.584 6 

Accessibility 481 2 5 4.56 0.627 7 

Noise levels 481 1 5 4.32 0.799 8 

Temperature 481 2 5 4.28 0.684 9 

Note: The ranking was based on the mean scores measured on a Likert-type scale 

ranging from 1 to 5. 

To further investigate the influence of tourists’ knowledge and past experience on 

the choice of alcohol and choice of drinkscapes and check the correlations, factor 

analysis was conducted. First, An EFA was performed using principal component 

analysis and varimax rotation. The minimum factor loading criteria was set to 0.50. 

The communality of the scale, which indicates the amount of variance in each 

dimension, was also assessed to ensure acceptable levels of explanation. The results 

show that all communalities were over 0.50.  

The Cronbach's alpha coefficient was calculated as a test for the reliability of 

factors.  It was .871 for tourists’ knowledge and past experience, .939 for choice of 

alcohol and .929 for choice of drinkscapes which are greater than .7, suggesting 

good reliability of the factors (Hair et al., 2014). 

A critical step involved weighing the overall significance of the correlation matrix 

through Bartlett's Test of Sphericity, which provides a measure of the statistical 

probability that the correlation matrix has significant correlations among some of 

its components.  
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The results were significant, x2(n = 481) = 10000 (p < 0.001), which indicates its 

suitability for factor analysis. The Kaiser–Meyer–Olkin measure of sampling 

adequacy (MSA), which indicates the appropriateness of the data for factor 

analysis, was 0.861. In this regard, data with MSA values above 0.800 are 

considered appropriate for factor analysis. Finally, the factor solution derived from 

this analysis yielded three factors for the scale, which accounted for 65.65 per cent 

of the variation in the data. The three factors identified as part of this EFA aligned 

with the theoretical proposition in this research. The percentages explained by each 

factor were 30.90% (Factor 1- Choice of Alcohol), 21.69% (Factor 2- Choice of 

Drinkscapes) and 13.06% (Factor 3 – Tourist’s profile). Factor Loadings are 

presented in table 4.  

Table 4 EFA results 

Rotated Component Matrix 

  Component 

  1 2 3 

Quantity to be consumed 0.873     

Quality of the drink 0.842     

Brand 0.826     

Level of Intoxication 0.814     

Taste 0.802     

Price 0.796     

Pairing with Food 0.796     

Offers and Discount 0.791     

Suggestion by server or friends 0.768     

Place of origin 0.734     

Safe environment   0.908   

Entertainment   0.895   

Washroom and toilets   0.881   

Comfortable Seating   0.860   

Ambience and decor   0.843   

Clean surroundings   0.830   

Accessibility   0.815   

Temperature   0.639   
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Noise levels   0.589   

Can Distinguish between alcoholic 

beverages 

    0.857 

Consumption is based upon past 

experiences 

    0.850 

I am aware of service temperatures     0.829 

I had a satisfying alcohol consumption 

experience in the past 

    0.789 

Can relate to past drinking experiences     0.698 

Aware of appropriate mixers with spirits     0.624 

Eigenvalue 7.725 5.423 3.265 

Percentage of variance explained 30.90 21.69 13.06 

Reliability of scale (Cronbach’s alpha 

value) 

.939 .929 .871 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

The Kaiser–Meyer–Olkin MSA was 0.861. All communalities were over the 

required value of 0.500. The three dimensions explained 65.65 per cent of the 

variance among the items in the study. Bartlett's test of sphericity proved to be 

significant p-value = 0.000<0.05, which showed a correlation between variables 

and thus, factor analysis exercise could be carried out (Hair et al. 2014).  

Linear regression was used to investigate if tourists' knowledge and past experience 

significantly impact the choice of alcohol. 

Hypothesis H1 

There is a significant impact of tourist's knowledge, and past experience on the 

choice of alcohol 

The hypothesis tests if tourists' knowledge and past experience have a significant 

impact on the choice of alcohol. The dependent variable choice of alcohol was 

regressed on the predicting variable tourist's knowledge and past experience to test 

hypothesis H1. Tourists’ knowledge and past experience significantly predicted the 

choice of alcohol, F (1, 479) =58.219, p<0.001, which indicates that the tourist’s 

knowledge and past experience can play a significant role in determining the choice 

of alcohol for a tourist (b=1.104, p<0.001). The results direct the positive effect of 
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the tourist's knowledge and past experience. Moreover, the R2 = .108 depicts that 

the model explains 11% of the variance in the choice of alcohol.  

Hypothesis H2 

There is a significant impact of tourist's knowledge, and past experience on the 

choice of drinkscapes 

The dependent variable choice of drinkscapes was regressed on the predicting 

variable tourist's knowledge and past experience to test hypothesis H2. Tourists’ 

knowledge and past experience significantly predicted choice of drinkscapes, F (1, 

479) =86.101, p<0.001, which indicates that the tourist's knowledge and past 

experience can play a significant role in determining the choice of drinkscapes for 

a tourist (b=.521, p<0.001). The results direct the positive effect of the tourist's 

knowledge and past experience. Moreover, the R2 = .152 depicts that the model 

explains 15% of the variance in the choice of drinkscapes.  

Hypothesis H3 

There is a significant impact of the choice of alcohol on the choice of drinkscapes 

The hypothesis tests if the choice of alcohol has a significant impact on the choice 

of drinkscapes. The dependent variable choice of drinkscapes was regressed on the 

predicting variable choice of alcohol to test hypothesis H3. Choice of alcohol 

significantly predicted choice of drinkscapes, F (1, 479) =15.63, p<0.001, which 

indicates that the choice of alcohol can play a significant role in influencing the 

choice of drinkscapes for a tourist (b=.071, p<0.001). The results direct the positive 

effect of the choice of alcohol. The R2 = .032 depicts that the model explains only 

3% of the variance in the choice of drinkscapes. Table 6 shows the summary of the 

findings 

Table 6. Summary of findings 

Hypothesis Regression 

weights 

Beta 

Coefficient 

R 

square 

F p-

value 

Hypothesis 

supported 

H1 TK&PE        

COA 

1.104 .108 58.219 .000 Yes 

H2 TK&PE        

COA 

.521 .152 86.101 .000 Yes 

H3 COA            

COD 

.071 .032 15.633 .000 Yes 
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To check the association between the choice of alcohol and the choice of 

drinkscapes, cross-tabulation and Chi-square test was used. Table 7 shows the 

results of the cross-tabulation. 

Table 7. Cross-tabulation of Choice of Alcohol and Choice of Drinkscapes 

  Choice of Drinkscapes 

Total 

Choice 

of 

Alcoho

l 

Beac

h 

shac

k 

Disco 

/ 

Karao

ke 

Bars 

Drink 

Festi

val 

Hot

el 

Loun

ge 

Othe

rs 

Pub / 

Tave

rn 

Restaur

ant 

Tasti

ng 

Roo

m 

Upsc

ale 

Bar 

Whisk

y 

12.4

% 

6.2% 0.0% 2.1

% 

8.2

% 

19.6

% 

20.6

% 

25.8% 0.0

% 

5.2% 100.0

% 

Gin 11.1

% 

7.4% 0.0% 3.7

% 

3.7

% 

3.7

% 

18.5

% 

51.9% 0.0

% 

0.0% 100.0

% 

Brand

y 

6.7

% 

6.7% 0.0% 6.7

% 

0.0

% 

6.7

% 

26.7

% 

40.0% 0.0

% 

6.7% 100.0

% 

Vodka 23.1

% 

25.0

% 

3.8% 1.9

% 

5.8

% 

3.8

% 

13.5

% 

21.2% 0.0

% 

1.9% 100.0

% 

Rum 20.4

% 

8.2% 0.0% 8.2

% 

2.0

% 

12.2

% 

20.4

% 

26.5% 0.0

% 

2.0% 100.0

% 

Tequil

a 

0.0

% 

66.7

% 

0.0% 0.0

% 

0.0

% 

0.0

% 

16.7

% 

16.7% 0.0

% 

0.0% 100.0

% 

Feni 18.2

% 

0.0% 0.0% 0.0

% 

0.0

% 

27.3

% 

54.5

% 

0.0% 0.0

% 

0.0% 100.0

% 

Wines 13.1

% 

1.6% 1.6% 6.6

% 

9.8

% 

4.9

% 

9.8

% 

37.7% 13.1

% 

1.6% 100.0

% 

Beers 25.2

% 

6.7% 5.9% 3.0

% 

3.0

% 

14.8

% 

15.6

% 

24.4% 0.0

% 

1.5% 100.0

% 

Lique

urs 

0.0

% 

0.0% 0.0% 0.0

% 

66.7

% 

0.0

% 

33.3

% 

0.0% 0.0

% 

0.0% 100.0

% 

Cockt

ail 

25.0

% 

20.0

% 

4.0% 4.0

% 

4.0

% 

12.0

% 

8.0

% 

23.0% 0.0

% 

0.0% 100.0

% 

Count 88 45 12 18 26 58 83 132 8 11 481 

% 

within 

COA 

18.3

% 

9.4% 2.5% 3.7

% 

5.2

% 

12.3

% 

17.3

% 

27.4% 1.7

% 

2.3% 100.0

% 

Cross tabulation results indicated that while the respondents who preferred to have 

whisky, gin, brandy, rum and wines chose restaurants as their favorite drinkscapes, 

those who prefer to have vodka and tequila chose discotheques/karaoke bars as their 

favorite drinkscapes, feni drinkers preferred to drink in a pub/tavern, those who 

liked to drink beers and cocktails preferred a beach shack, whereas those who 

consumed liqueurs preferred to visit a lounge. Pearson Chi-square test value was 

195.860, and the p-value was 0.000, indicating a significant association between 

the choice of alcohol and choice of drinkscapes. 
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Conclusion, managerial implications, limitations and future research 

Previous studies have examined the attribute importance and performance in the 

selection and evaluation of restaurants. However, few have considered the attributes 

that are potentially important for drinkscapes, particularly for alcohol consumption. 

By addressing this gap, the present study has several theoretical implications. First, 

this study considers various attributes of alcohol consumption and drinkscapes in 

the customer selection of alcohol and drinkscapes. The purpose of this research was 

also to examine the influence of tourists' knowledge and past experiences regarding 

alcohol consumption on the choice of alcoholic beverages and factors affecting the 

choice of drinkscapes at tourist destinations. Travelers’ alcohol consumption 

experiences influence the choice of alcohol as well as the place of consumption. 

This is in line with the servicescape paradigm presented by Bitner (1992) and the 

experiencescape thinking by Mossberg (2007), which postulate that the 

consumption setting influences consumer experiences. Concerning the 

geographical context, this study has enriched the body of hospitality management 

literature by providing a better understanding of alcotourism in Goa, one of India's 

favorite tourism destinations. The study also contributes to the literature by 

introducing the concept of drinkscapes and presenting a novel framework for 

understanding the environment preferred by tourists for alcohol consumption at a 

drinkscapes. 

The results of this study provide several managerial implications. The study 

findings can help the drinkscapes managers better understand how various 

attributes can contribute to the customer experience. Regression analysis indicated 

that the choice of alcohol influences the choice of drinkscapes. Chi-square tests also 

suggested a strong association between the choice of alcohol and choice of 

drinkscapes, indicating that the tourists visited a drinkscapes based on the type of 

alcohol they wished to consume. Drinkscapes should therefore have a beverage list 

that suits the type of clientele, stands out with good brands and a variety of quality 

alcoholic beverages. With the choice of drinkscapes, the ambience was the most 

crucial attribute influencing the selection criteria. This indicates that the marketers 

should provide a unique ambience and décor to evoke more favorable perceptions. 

Results reveal that entertainment is the second most important attribute influencing 

restaurant experience. Hence, drinkscapes should also focus on the entertainment 

factor involving live music or popular DJs, dance floor, karaoke, bartending shows, 

standup comedy, and open mic nights; the key is to create engaging events, and 

entertainment attract customers and stand out in this competitive industry. The 

drinkscapes should also emphasize fun and exciting events to deliver a unique 

drinking experience. Another essential aspect that needs consideration is for 

drinkscapes to provide clean and safe environments. Results have suggested that 
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they were also critical factors considered by the respondents while choosing a 

drinkscapes. Furthermore, as the individual's experience and knowledge influence 

the selection criteria, understanding the tourist’s profile could help the marketers 

determine the customer expectations from the restaurant and then develop 

marketing strategies to deliver memorable experiences. 

It is anticipated that the findings will assist relevant stakeholders in designing 

drinkscapes and beverage selling strategies on a market-driven basis. Drinkscapes 

providers need to be aware of these facts and attempt to accommodate different 

drinking expectations when catering to tourists. It is posited that effectively 

managing these attributes would lead to superior customer experience. Further, 

emphasis on relevant attributes will lead to pleasure and elicits favorable customer 

outcomes. Moreover, past research has shown that meeting customer expectations 

with attribute performance leads to satisfaction, loyalty and positive word-of-mouth 

(Caruana, 2002). 

Several limitations of this study need to be highlighted. First, the survey responses 

were collected from only one destination, Goa. Second, no comparison was made 

between domestic and foreign tourists. Future research should investigate whether 

there are any differences in tourists' choice regarding the alcohol or drinkscapes 

between domestic and foreign tourists. 

Soriano (2002) suggested that sociodemographic variables play an essential role in 

the evaluation of restaurants. Therefore, future research studies could consider 

different customer sociodemographic factors and geographical locations in 

extending the present study to enhance understanding of the tourist's selection 

criteria. 

Future studies should adopt a critical view of the dimensions of alcohol 

consumption and include other dimensions that might impact tourist's alcohol 

consumption, for example, service experience and social settings. Future research 

can also explore the impact of motivational factors on alcohol consumption and the 

choice of drinkscapes. 
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