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22 q{u. of Files (landscape tables should be in separate file) : Table 1. Food Souvenir Classification

Food group

Types of food souvenirs

Food processing

Processed fish

Sambal lingkung (shredded fish)

Frying and pressing

Tkan kering (dried fish). Teripang kering (dried sea Drying
cucumber)

Kemplang (a kind of fish crackers) Frying
Kericu (a kind of fish crackers) Frving
Getas (a kind of fish crackers) Frying

Otak-otak (a kind of cake from a fish dough)

Steaming and roasting
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Pempelk (a kind of cake from a fish dough) Steaming
Ikan asin (Salting fish) Salting and drying
Terasi (shrimp paste) Fermented
Siput gunggung (gunggung snails) Frying

Processed poultry Sarane wallet (Swallow nest) Cleaning and packing
Dry vegetables Jamur kulat (kullat mushroom) Drying
Processed flour Assorted chips Frying
Processed fruit Dodol cempedak, dodol durian Caramelization
Sukun chip, banana chip Frying
Confectionery. sweets. Brown confectionery Caramelization
and honey Sweet kelub: fruit Fermented
Honey Filtering
Seasonings Soy sauce Fermentation
Lempah spice Milling
Herbs and spices White and black pepper Drying
Soft drinks and powder Sivop jeruk kunci Extortion
drinks Tea Drying
Coffee powder roasting. milling

Processed graimns or tubers

chips

Sweet potato chips. sweet potato chips. green bean  Frying

23 Source: Data Processed
24 Table 2. Assessment of Authenticity Based on Geography Approach

Food souvenir Raw material Production Selling Social and Local Wisdom
culture
Otak-otak Support Qupport Support Support Support
Pempek Support Support Support Support Support
Kempalang Support Support Support Support éuppm‘t
Getas Support Support Support Support upport
Kericu Support Support Support Support Support
Ketam Support Support Support Support Support
Rusip Support Support Support Support Support
Terasi Support Support Support Support Support
Kopi Not support Support Support Support Support
Lada Support Support Support Support Support
Madu Support Support Support Support Support
25  Source: Primary Data Processed
26  Table 3. Consumer Assessment and Authenticity Assessment
Food souvenir Conspmer purchases L&thﬂltilcit},r

Oralk-otak &r}r high ery high

Pempel Very hugh Very lugh

Kempalang Very high Very high

Getas High Very high

Kericu Low Very lugh

Ketam High Very high

Rusip Very low Very hugh

Terasi High Very lugh

Kopi High High
Lada Low Very high
Madu Low Low

27  Souces: Primary Data Processed

28  Figure 3. Food Souvenirs Purchased
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* Corresponding authors name and email address: Levyda LEVYDA, levyda@usahid.ac.id

Abstract

Authentic food souvenirs are essential in tourism., MSMEs and local wisdom. However, there
1s no satisfactory authentic assessment method yet, because it only examines objective or
subjective aspects. Therefore, a more comprehensive study 1s needed: this study aims to assess
authentic food souvenirs' authenticity with a geographic approach. Several stakeholders
involved. It uses various methods of obtaining information. The result of this research is the
superior authenticity of food souvenirs. Authentic food is useful for promoting destinations and
increasing tourist spending. This assessment method can be an alternative in the assessment of
authentic food souvenirs.

Key Words: authentic food souvenirs, geographical approach, MSMEs, local wisdom

Introduction

Food souvenirs are very essential and are often bought by tourists (Kusdibyo, 2016).Tourists
often buy food souvenirs to evoke memories and feel different experiences (Medeiros et al.,
2017b) and motivate them to revisit it (Suhartanto et al., 2018). Food souvenirs can be used to
promote cultural destinations (Huang et al., 2020) and have significant impact on the
destination’s economy (Huang et al., 2020).

Hamzah et al. (2013) defined authentic food as “the originality and genuine of Malay cuisine
in various aspects,” and measured by family culture, self-interest, and awareness characteristics.
Food souvenirs are specialty food that tourists buy in destinations and physically and mentally
reflect the destination's identity (Sosianika et al., 2018). The forms of food souvenirs, according
to (Buczkowska, 2014), are food and beverage products consumed after returning home, eating
or cooking utensils, cooking recipe books. and photos of dishes sold in traditional markets,
restaurants, or production sites. In Indonesia, food souvenirs are sold in gift shops and
restaurants in meals, snacks, semi-finished food, and food raw materials.

Authenticity is the most important characteristic in food souvenir (Altintzoglou et al., 2016) .
Authentic food often interchanges with local food, traditional food and origin food, so this study
discusses these four things. Authenticity can be seen in many ways. Based on the philosophical
approach, there are three approaches to authenticity: objective, constructive or symbolic, and
existential (Wang, 1999). In objective authenticity, there are authentic measurements that are
objective or absolute. Constructive assumes that authenticity is a social construct related to
views, beliefs, power, and social perspective. It is relative and negotiable, defined by
contextual, and ideological. There are two dimensions in existential authenticity: interpersonal
and intrapersonal authenticity. Intrapersonal authenticity involves physical experiences and
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feelings of tourists, while interpersonal authenticity. or social authenticity. is linked to traditions
and community’s emotions.

Normatively, the territoriality, communality, typicity and traditionality factors determine the
originality of the food (Meulen. 2007). Territoriality describes the proximity of the distances
between actors in the food supply chain. Communality explains how high the sharing
experience 1s among actors. Typicity explains the uniqueness of ingredients and food
production processes, while traditionality describes historical content reflected in legends,
written documents, and rituals related to food.

Bowen & Zapata (2009 ) emphasized the importance of geographical identifications (GIs) to
increase local bargaining actors to maintain control over production and prevent globalization's
negative impacts. GIs is a place-based name that conveys geographic origin and cultural and
historical identity, of agricultural products. Geographical Identification is a tool for framing
products based on the product's geographic, cultural, historical and geographic origins. GIs is
possible. Based on these opinions. authentic food souvenirs are produced by MSMEs and
maintain local wisdom.

According to the European Commission in Guerrero et al. (2009), traditional is proven to have
been used by the user community for a minimum period of 25 years, and there is evidence that
they are passed from one generation to the next. In the food context, traditional food uses
conventional raw materials, and the composition of ingredients is arranged, processed, or
produced traditionally. Guerrero et al. (2009) concluded that the dimensions of traditional food
are foods often eaten, part of daily life, and often used (habit and natural), processed with simple
technology (processing and elaboration) and rich in taste (tasteful)., produced and marketed
around the place of production. and contained local values in the area of production or
marketing (origin and locality).

Sidali & Hemmerling (2014) assess the authenticity of food based on subjective and objective
assessments. Objective authenticity is an assessment based on objective things, such as the
production process. the origin of materials, and production location. In contrast, subjective
authenticity is a subjective assessment of tourists, such as tourists’ beliefs about the authenticity
of products and product support for biodiversity diversity. Both subjective and objective
measurements are needed to help understand perceived authentic food, Sidali &
Hemmerling,(2014) suggests using these two measurements. Objective assessment is less
meaningful when not attracted tourists.

Making food and consuming food determines the authenticity of food; therefore, authentic food
is from the merchant. producer, and consumer and marketing officer's point of view
(Lunchaprasith & Macleod, 2018). The merchant views authentic food as the process of
creating old fashion food. Marketers view authenticity as the process of creating a traditional
image., whereas visitors view authentic food based on their childhood experiences and unusual
traditions.

Criteria for food origin are different from perceived authentic food origin. Bryta (2015) found
that the ten most important characteristics of origin food are traditionality, territoriality, high
quality, healthiness, typicity, etc. Consumer knowledge determines the perceived authentic
food origin. Bryla's survey results included several factors, such as natural taste, quality, place
of sale and others.
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Zhang et al.( 2019) considers the experience of eating local food to be a cultural phenomenon
so that he defines and measures authentic food with a constructive approach. Eating authentic
food is a social construct that describes the imagination, expectations, preferences, beliefs, and
capabilities of the product. An authentic food experience is a combination of chefs, restaurants,
recipes, and cuisines that evoke an atmosphere of local culture. The dimensions of authentic
food souvenirs are cultural symbols, uniqueness of recipes., cooking methods, and various
rituals in planting, processing, serving, and restaurant decorations.

Authentic food souvenirs are original Bangka Belitung. The souvenir uses original raw
materials from Bangka Belitung, processed based on local wisdom from generation to
generation and sold in Bangka Belitung and consumed by residents, reflecting the norms. habits,
and history of Bangka Belitung.

Food souvenirs are essential for tourism in Indonesia, particularly in Bangka Belitung Islands
Province. The average expenditure of tourists for souvenir shopping is 4.6% of domestic tourist
expenditure and 6.26% of foreign tourist expenditure (BPS - Statistics Indonesia, 2017). Food
souvenirs are important for Bangka Belitung and are mostly produced by micro, small and
medium enterprises (MSMEs). Furthermore MSME:s in the food sector is the largest. There are
18,543 businesses in the food sector (70.38%) and provide 48,407 (67.45%) workers. The
income of microbusinesses and small businesses in 2017 reached 3.1 trillion IDR (Indonesian
Rupiah). and the contribution of such businesses was 58.38% (BPS-Statistics of Provinsi
Kepulauan Bangka Belitung, 2020). Authentic food souvenirs are also needed to maintain local
wisdom.

Global cuisine threatens local cuisine (Mak et al., 2012); it can interfere with local wisdom.
Local wisdom is the viewing of people, and their understanding of nature and interacting with
it (Aswita et al., 2018). Local wisdom i1s collective knowledge and understanding, which is
learned from generation to generation about various fields, including food preparation. Local
wisdom plays a role in maintaining the authenticity of customs and culture. Thus, authentic
food souvenirs play a role in maintaining the authenticity of customs and culture.

In Indonesia, competition between destinations is very tight. There are five national super-
priority destinations in Indonesia, ten national priority destinations, and eighty-eight strategic
national tourism destinations, offering each food souvenirs. Therefore, each destination must
have an authentic food souvenir just like Bangka Belitung. Currently there is no Bangka
Belitung food which has become a national food. Bangka Belitung needs to establish authentic
food souvenirs. There are many food souvenirs, so there is a need to study authentic food
souvenirs. This study aims to analyze authentic food souvenirs in Bangka Belitung.

The study of authenticity in food souvenir is still limited. Sosianikzgt al.(2018): Huang et al.
(2020); Suhartanto et al. (2018) ;: Medeiros et al.(2017b: Altintzoglou et al.. 2016) examine
authentic food from a tourist perspective. Authentic food 1s complicated. so it needs a more
comprehensive discussion. This study fills the gaps in authentic food with a more thorough
discussion involving many stakeholders (Wijaya et al., 2017) and using a geographic approach
(Bowen & Zapata, 2009). This study involve tourists, food producers, food seller, and others
as sources (Lunchaprasith & Macleod. 2018).

Material and Methods
This research is qualitative. Interviews were conducted with tourists and souvenir producers
and souvenir traders. A total of eighty-one tourists and were interviewed. The study uses an
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181  observation method in four food stores. eight restaurants, and four coffee shops in Pangkal
182  Pinang and Tanjung Pandan in Belitung. This study also conducted in-depth interviews with
183  thirteen tour operators. The purpose of the interview was to find out the food souvenirs that
184  were purchased. The study will focus on purchased food souvenirs. Ten producers were
185 interviewed. Interviews with producers aim to explore information on sources of raw materials,
186  production processes. and marketing. Secondary data were used to assess the authenticity of the
187  geographic. social. and local wisdom approaches. Local wisdom is also strengthened from the
188  results of in-depth interviews with historian. Authentic food souvenirs are based on the results
189  of the authenticity assessment, and products that are of interest to consumers are judged as
190  superior products.

191
Tourists Tour Operators
Purchased food souvenirs
r- [l L [l
Analysis of authentic food souvenirs:
- origin of raw material
- production & selling
- social & cultural
- local wisdom
. __
Authentic food
SOUVenirs
Superior authentic
food souvenirs
192

193  Figure 1. Research framework

Peta Provinsi Kepulauan Bangka Belitung

Map of Bangka Belitung [slands Province
|

194
195 Figure 2. Bangka Belitung, Indonesia
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(Source: https://www.babelprov.go.id/content/aspek-geografis)

Results and Discussion

In Bangka Belitung, food souvenirs can be grouped into ten: processed fish, dried poultry, salted
and dried vegetables. processed coconut, flour and processed flour, sugar. confectionery, and
honey. spices, spices. light drink, and powder drinks. Processed dry fish dominated the food
souvenir. Type of dry fish is shredded fish (in Indonesia, it is called abon), dried squid, dried
sea cucumber (feripang); some kind of fish crackers as as kemplang, kericu, pilus seaweed
and some kind of cake fish as ofak-otak and pempel, gonggung snail. These are described in
Table 1.

Table 1. Food souvenir classification

Food group Types of food souvenirs Food processing
Processed fish Sambal linglung (shredded fish) Frying and pressing
Ilan kering (dried fish). Teripang kering (dried sea Drying
cucumber)
Kemplang (a kind of fish crackers) Frying
Kericu (a kind of fish crackers) Frying
Getas (a kind of fish crackers) Frying
Otak-otak (a kind of cake from a fish dough) Steaming and roasting
Pempek (a kind of cake from a fish dough) Steaming
Ikan asin (Salting fish) Salting and drying
Terasi (shrimp paste) Fermented
Siput gunggung (gunggung snails) Frying
Processed poultry Sarang wallet (Swallow nest) Cleaning and packmg
Dry vegetables Jamur kulat (kullat mushroom) Drying
Processed flour Assorted chips Frying
Processed fruit Dodol cempedak, dodol durian Caramelization
Sukun chip, banana chip Frying
Confectionery. sweets. Brown confectionery Caramelization
and honey Sweet kelubi fruit Fermented
Honey Filtering
Seasonings Soy sauce Fermentation
Lempah spice Milling
Herbs and spices White and black pepper Drying
Soft drinks and powder Sivop jeruk kunci Extortion
drinks Tea Drying
Cotfee powder roasting, milling
Processed grams or tubers  Sweet potato chips. sweet potato chips, greenbean  Frying
chips

Sources: Primary Data Processed

There were 81 respondents interviewed: 36% of them were men and 64% were women. Of
these, 8.6% aged less than 20 years; 29.6%. 20=30 years old; 11%, 3140 years old: 9.16%.,
41-50 years old: 16%. 51-60 years old. and 7.01%, over 60 years old. The purposes of visiting
were as follows: visiting family, 12.34%: conferences, 17.28%: and offices and tours, 24.4%.
49.6% of rgspondents have only visited Bangka Belitung once. 18.08% twice, and 25.92%
thrice. The]@\espondems were asked to state the types of food souvenirs purchased. The types
of products are described in figure 2.
Figure 3. The Food Souvenirs Purchased by Tourists
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DT ———————————————————
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Kemplang | 12.4%
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Lada Hitam/Putih [ G.0%
Kopi | 12.2%
Madu [N -.-°:

Lainnya | 0.2%

0.0% 5.0% 10.0% 15.0% 20.0%

Sources: Primary Data Processed

Thirteen tour operators were interviewed in this study. They convey the types of souvenirs
tourists buy, such as orak-otak (28%), pempek (9.5%), ketam (9.5%), kempalang (23%), coffee
(95%) and others. Information from tour operators supports the interview results of
respondents.

Processed fish has the most types of souvenirs compared to other types. Processed fish products
consist of shredded fish (abon ikan), dried squid, dried hisit, crackers, kemplang, aplang, squid
chips (kericu), getas, shrimp paste, crab, empek-empek, otak-otak, rusip, gunggung snail, fish
belly. seaweed pilus, fish skin, and salted fish. The processed dry poultry produced by Bangka
Belitung 1s wallet bird’s nest.

The total area of the Bangka Belitung Islands Province reaches 81,725.06 km?. 79.90% is the
sea, and the rest is land. The sea produced many fish catches. The volume of fishing production
in 2018 is 228.524.71 tons worth IDR 8.361.881.814.15, and the production volume of
cultivated fish 1s 9.340.93 tons with a value of IDR 623.232.195.95 (Directorate General of
Strengthening Competitiveness of Marine and Fisheries Products, Ministry of Marine Affairs
and Fisheries, 2018). There are 73 types of fish caught in this area, including small pelagic,
large pelagic. and demersal fish, consisting of 38 families (Kurniawan et al., 2019).

The number of fish catches and fish cultivation is high. causing per capita fish consumption in
Bangka Belitung to be high than other provinces in Indonesia. The fish catches are processed
into various foods. It is reflected in the Bangka people’s slogan, “Lom maken kalo dak lauk
ikan”, which means we have not eaten because we do not eat sea fish. Considering the
importance of fish for the population, even though prices increase due to reduced supply,
Bangka Belitung residents still buy sea fish. Per capita consumption of fish is highest than other
food groups and exceeds national average consumption. The conclusions are supported by
Levyda et al. (2019) and (Wulansari, 2016).

The food eaten is influenced by social norms (Higgs & Thomas, 2016). Food, following social
norms, is often consumed. A food survey conducted on Bangka Belitung resident shows that
pempelk and kemplang are the most frequently consumed, followed by otak-otak, kericu, rusip,

https://usahidsolo.turnitin.com/viewer/submissions/oid:26488:5294016/print?locale=en
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chili sauce, and rintak biscuit. rusip. dodol cempedak, and gunggung snails are less often
consumed (Levyda et al.. 2019).

Processed fish has become local wisdom for the people of Bangka Belitung. These foods are in
the poetry of the Bangka Malay community. Pantun, a kind of poem, is a literary that uses
specific words and signs and symbols. It is a cultural heritage that contains advice, humor,
puzzles, and even dimensions that are well packaged to be used in formal and informal
situations (Wulansari, 2016). In the Pantun mention that the island of Bangka is surrounded
by a sea rich in fish for daily consumption or for business. Panfun must pay attention to five
things: the physical aspect. the value it contains, its function and uses, the extent of its use, and
the sociocultural context (Tuti Andriani, 2012). The existence of these foods in the Bangka
Malay pantun shows that these foods are following the sociocultural context for a long time ago.
This shows that food souvenirs have been made some time ago based on local wisdom.

Otak-otak, empek-empek, and various crackers made from seafood as daily food for the Bangka
people since several centuries ago, their traces can be observed in Gedong Village, Bangka
Regency (Setiati, 2010). They are made from fish or shrimp and then crushed with eggs and
then stirred and mixed with sago flour. The dough is shaped oval and then steamed. The dough
can be made soft or made into crackers. The process of making it 1s making dough, formed
manually (Syaputra & Prasetiyono, 2017).

According to (Setiati (2010), typical Bangka foods such as . kemplang, keletek, empek-empetrk,
otak-otak, lakso, and panticw were originally made by immigrants from China several centuries
ago, which now belong to the Bangka community. Chinese people have been around for a long
time and are related to the tin mining business. The Chinese have known Bangka Belitung since
1436, which is listed in classical Chinese books. The arrival of many Chinese occurred in 1710
as coolies on tin mining contracts by mining companies owned by Dutch people. Most of the
Chinese people who came are Hakka from Guang Dong province. These traces can be observed
in Gedong Village. Bangka Regency (Setiati, 2010). Until now, these foods have been produced
in various places in Bangka Belitung and are consumed by the public.

Balacan (shrimp paste) is widely known in Indonesia as a seasoning. It is made from small
shrimp. anchovies, or other fish, which are fermented ( (Karim et al.. 2014 ;:Andrivani et al.,
2012). It is produced in several places in Bangka Belitung and is traditionally made and uses
recipes that have been learned and produced from generation to generation. Ba/acan or shrimp
paste is made through the stages of salting, pressing, drying, milling, fermentation, crushing,
and drying, among others (Andriyani et al., 2012) . Shrimp paste is a food that is often consumed
and easily available (Levyda et al., 2019). Thus, the shrimp paste is an authentic food souvenir.

Rusip 1s a meal of Bangka. It is the result of fermentation of anchovy, salt, and palm sugar
(Yuliana. 2007) that is stored for 2 weeks and used as a chili mixture or for side dishes
(Koesoemawardani, 2007). Fermentation techniques have been studied for generations, as
obtained in Bangka Belitung (Levyda et al., 2019). Crab is one of the superior waters of Bangka
Belitung, especially in Belitung. Crab production is 45 million tons per year. To increase the
added value of crab, food MSMEs process crab into crabs. Processed foods for crab meat are
easy to find in Belitung and are an everyday snack. so it is classified as authentic.

Based on the results of the interviews, eight entrepreneurs of food made from fish; four
representing micro-entrepreneurs and four small-scale entrepreneurs. They use fish raw
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materials purchased from the market close to where they live. Micro-entrepreneurs use the
production process is still done manually (handmade). and small companies use a semi-manual
process. They are made from fish or shrimp and then crushed with eggs and then stirred and
mixed with sago flour. The dough is shaped oval and then steamed. The dough can be made
soft or made into crackers. The dough is manually formed. In microbusinesses. the volume of
production is not continuous. They have received assistance from various government agencies
and state-owned companies, while small businesses have been doing business for more than 25
years and are producing continuously. Micro-merchants and small entrepreneurs distribute
products through conventional and online retail and through exhibitions. The differentiation
they do is in the recipe, raw material, form of cracker, trademark, packaging, and sales method.
The type of fish used can be determined by the color of the crackers, the taste, and the price of the
product.

Coffee production in Bangka Belitung is relatively low. In 2018. only 7.77 tons/year came from
Central Bangka and East Belitung. Although coffee production is relatively low, drinking coffee
has been a culture for Bangka Belitung people for a long time. Several coffee shops have been
around for a long time, such as the Tung Tau coffee shop in Bangka and the Ake, Kong Dji. and
Atep coffee shop in Belitung. Warung Tung Tau was founded in 1938; the Ake coffee shop has
been operating since 1922, the Afet coffee shop since 1949 (Erman, 2016), while the Kong Dji
coffee shop since 1943. The Tung Tau coffee shop in Bangka was founded in 1938. The
existence of a coffee shop is related to tin mining in Bangka Belitung since the eighteenth
century. These coffee shops serve mining workers. Billiton Maatschappij in 1852 and Bangka
Tin Winning in (Erman, 2016), companies owned by Dutch citizens, mostly used Chinese labor.

The coffee shop provides coffee to be used as souvenirs. Based on the interviews with the coffee
shop, they still use those from Lampung and Palembang due to limited local coffee products.
In addition to coffee produced and sold by coffee shops. several Bangka Belitung MSME:s also
produce coffee. Since it has been operating for more than 25 years (Guerrero et al., 2009), their
coffee is an authentic product. Apart from coffee produced and sold by coffee shops, coffee is
also produced by several Bangka Belitung MSMEs. The availability of abundant coffee and
pepper raw materials encourages the creativity of MSMEs to produce pepper coftee.

Bangka Belitung is known as the biggest pepper producer in Indonesia. Pepper production in
2018 was 32,811 tons. Pepper is also one of the favorite souvenirs of tourists. The number of
pepper management households 1s 111,757 (BPS-Statistics of Provinsi Kepulauan Bangka
Belitung, 2020). For souvenirs, pepper is dried and packaged in plastic bottles of various sizes
with various brands. In another form. pepper has been ground and packaged in plastic bottles
and sold in souvenir shops. The cultivation of Bangka Belitung pepper has been encouraged
since the Dutch colonial era in the nineteenth century (Budi et al., 2016) .Therefore, pepper
souvenirs are categorized as authentic souvenirs.

Bangka Belitung’s non-timber forest products are honey, 1083.16 liters; mushrooms, 0.18 tons;
and gaharu, 0.01 tons (BPS - Statistics Indonesia, 2016). Honey and mushrooms come from
the Central Bangka Necklace Forest. The significant tree in the forest is the Pelawan tree. In
the rainy season, the Pelamwvan tree grows a fungus called a Pelawan fungus. The nectar of the
Pelawan tree flowers is sucked by honey bees, producing bitter honey (Akbarini, 2016).
Pelawan honey and mushrooms are offered as authentic Bangka Belitung souvenirs sold in gift
shops. Based on the data collected for the assessment of the authenticity of souvenirs, it is
summarized as follows:
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Table 2. Assessment of Authenticity Based on Geography Approach
Food souvemr Raw materal Production Selling Social and Local Wisdom
culture
Orak-otak Qupport Support Support Support Quppm't
Pempek Support Support Support Support Support
Kempalang Support Support Support Support Support
Getas Support Support Support Support Support
Kericu Support Support éupport Support Support
Keram Support Support upport Support Support
Rusip Support Support Support Support Support
Terasi Support Support Support Support Support
Kopi Not support Support Support Support Support
Lada Support Support Support Support Support
Madu Support Support Support Support Support

Sources: Primary Data Processed

Not all authentic souvenirs are in demand by tourists, so a destination needs to choose authentic
food and is in order by tourists for various purposes, such as promoting culinary tourism. Based
on consumer surveys and authentic food, Bangka Belitung can use otak-ofak, pempek, and
kemplang for promotion.

Table 3. Consumer Assessment and Authenticity Assessment

Food souvenir Consumer purchases Authenticity
Otak-otak Very high Very high
Pempek Veryhich Very high
Kempalang VE% ch Very high
Getas High Very high
Kericu Low Very high
Ketam High Very high
Rusip Very low Very high
Terasi High Very lugh
Kopi High High
Lada Low Very high
Madu Low Low

Source: Primary Data Processed

Essential factors in shopping for souvenirs are tangibility, brand and packaging, value, and food
quality. Tangibility is the most important factor, including environmentally friendly, attractive
packaging, and producer image. Food quality is also an essential factor, so food souvenirs must
meet standards. taste good. and use natural raw materials. The aspects of value are the
usefulness of food souvenirs and economical in price. The brand and packaging of food
souvenirs must have a unique brand and an attractive package design (Sosianika et al., 2018).
Authentic souvenirs must be attractive and economical, must meet the standards. and must have
an attractive brand name so that consumers will remember.

Tourists buy food souvenirs with packaging suitable with transportation and hygienic and
sanitary conditions and if there is the name of the place visited and where the product is
traditionally produced (Medeiros et al., 2017a). Food souvenirs show the identity of the area of
origin of the food and drink, are packaged according to product characteristics, easy to carry by
tourists, can remember the origin of the souvenirs visited by tourists and even motivate tourists
to come again to the area origin of souvenirs (Horodyski et al., 2014).
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Producers of souvenirs need to be innovative while still maintaining the authenticity of the
product, since culinary tourism is part of the urban lifestyle, eating to get new experiences.
Eating is an expression of human freedom. and culinary tourism supports the expression of
human freedom. Traditional food needs to follow the egoistic changes of its audience. Food life
cycle is getting shorter (Setiawan, 2019)

Conclusion

The assessment method for authentic food souvenirs produces an assessment that reflects
Bangka Belitung's geography and reflects tourists' interest. Tourist assessment is critical
because food authenticity is nothing if the tourist does not interest—consumers' involvement in
a geographic approach. resulting in authentic food that attracts tourists. The limitations of
primary and secondary data are a weakness in the assessment. With the development of online
sales, tourists can buy food souvenirs without having to visit a destination. For future research,
new definitions and methods of assessment may be needed.
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