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Abstract: This research aims to determine domestic tourists' assessment of local food value in West Sumatra. The
local food consumption value variable consists of 7 subvariables, namely quality value, health value, price value,
emotional value, prestige value, interaction value and epistemic value that is felt when domestic tourists visit West
Sumatra. The research method used is descriptive analysis by measuring each sub-variable. The sampling
technique used was purposive sampling with the criteria being that the respondent was 17 years old. The total
sample was 193 respondents. The research results reveal that the sub-variable quality value is perceived by
domestic tourists as local food that provides high-quality raw materials and that local food has high quality
standards. In the health value sub-variable, domestic tourists give a high assessment that local food restaurants
provide food that is safe for health and prices are commensurate with the value of the money spent. In the
emotional value subvariable, domestic tourists stated that they were very impressed with local food because it
tasted delicious and spicy. In the prestige value variable, respondents stated that by eating local culinary delights
they would share this experience with other people by showing their photos. Likewise with the interaction value
subvariable, they agreed that by enjoying local culinary delights, respondents felt it was easier to interact with
other people. In the epistemic value subvariable, respondents considered that local food provided an opportunity
to learn about the local culture of West Sumatra.
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1. Introduction

West Sumatra is famous for its diverse culinary attractions with the image of delicious local
culinary flavors. This was also marked by the fact that rendang was named by CNN in 2012 as
the most delicious food in the world. And it is not surprising that culinary tourism is one of the
main attractions for tourists visiting West Sumatra. In West Sumatra, after the Covid-19
pandemic passed, tourist visits began to increase. This condition is utilized by tourist
destinations and culinary tourism in West Sumatra to increase the consumption value of local
culinary delights, which can be enjoyed at local food restaurants spread across West Sumatra.
The research results of Choe & Kim (2018) reveal that the consumption value of memorable
and superior culinary delights will provide a positive value to tourists' attitudes towards local
culinary delights so that it will give a positive impression of the image of local culinary
delights, which ultimately has an impact on repeat visits. intention). This research is supported
by Kim, Ritchie, and McCormick (2012), who revealed that tourists are impressed by their
travel experience and enjoying culinary delights in tourist destinations and have a significant
influence on their intention to visit in the future.

According to Martin, lzquierdo, and Garcia (2021), local food with authentic flavors will
influence tourists' intentions to visit a destination in the future. Research by Kim et al (2019)
reveals that food authenticity is the method of cooking local culinary delights, the unique way
of processing and serving it will be a motivation for tourists to enjoy the culinary delights.
Findings from Choe & Kim (2018) reveal that there are 7 sub-variables of consumption value
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that will influence tourists' attitudes towards local culinary delights, namely quality value,
health value, price value, emotional value, prestige value, interaction value, epistemic value
towards attitude, food image, revisit intention, and local food restaurant in West Sumatra.
Meanwhile, Ellis et al. (2010) stated that food image is one of the important aspects that
influences the level of culinary experience felt by tourists. Zhang et al. (2019) added that local
food is specific, authentic local food that describes local local culture, which influences tourists'
desire to visit again. "Based on the description in the background of this proposal, it is
important to carry out this research to analyze domestic tourists' perceptions of local food
consumption value at local food restaurants in West Sumatra.”

Therefore, in this research, it can be formulated how domestic tourists perceive consumption
value at local food restaurants in West Sumatra. This research aims to analyze the consumption
value at local food restaurants in West Sumatra by measuring 7 sub-variables that are part of
the local food consumption value.

2. Literature Review

Local food consumption value concept

According to Sweeney and Soutar (2001), consumption value theory states that consumer
choice behavior is influenced by various consumption values, namely functional value,
emotional value, interaction value, and epistemic value. value), and each consumption value
makes a different contribution depending on various contexts. Consumption value refers to the
perceived utility obtained from consuming a product. The concept of consumption value has
been applied to food consumption in tourism. And functional value is traditionally considered
the main factor influencing consumer choice.

Choe & Kim (2018) classified the consumption value of local culinary into 7 (seven)
subvariables. First, quality life is a subvariable of the consumption value variable, which refers
to the utility felt by consumers when consuming a product (Sheth et al., 1991; Sweeney &
Soutar, 2001). The concept of consumption value has been implemented in culinary
consumption in the tourism sector. Second, health value according to Choe & Kim (2018) is
measured by local food restaurants providing hygienic food, providing food that makes the
body healthy, providing safe food, and providing food that provides good nutrition.

The third is price value, which measures local food consumption value through functional
characteristics, namely price value. This indicates that this price value can be measured through
the local culinary price indicator, which is quite reasonable; the local culinary offered is in
accordance with the value of the money sacrificed (Choe & Kim 2018). The fourth is emotional
value, which is related to the experience of consuming food and drinks in tourist destinations
that can facilitate social interaction between tourists and other tourists during their tourist trips.
Tourist experiences are created through interactions between tourists and other tourists (Kim,
2014). The fifth is emotional value, namely tourist activities related to traveling activities in
the form of pleasure that can also be enjoyed. associated with emotional value. The fifth is
prestige value, which can be interpreted as an individual's feeling of recognition. The sixth is
interaction value, which is related to interactions with other people (Choe & Kim 2018). So it
is important for consumers to enjoy their travel trips in the presence of friends. The seventh is
epistemic value, namely the desire of tourists to get something new and useful for their tourist
visit. In particular, consuming culinary delights from other cultures is likely to provide
epistemic value, as most tourists regard consuming local food as a new experience and a means
of expanding their knowledge or cultural capital (e.g., by learning how to cook a new culinary
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specialty, or cooking a culinary specialty they are familiar with). origins of other cultures).
food, or the story behind a particular dish).

3. Method

This research uses a descriptive approach through frequency distribution calculations. The
population is all domestic tourists who have visited West Sumatra province. The sampling
technique was purposive sampling, and respondents aged 17 and over were used as respondents
and those who had visited at least once. The number of respondents was 193 using SPSS.

4. Result and Discussion

Based on data obtained from the results of questionnaires that have been distributed, data was
obtained regarding respondents' responses to the local food consumption value variable. A
description of the frequency of answers chosen by respondents for this variable can be seen in
the following table.

Surabaya, October 26-27'", 2024

Table 1
Analysis Description Variable Local Food Consumption Value
Statement Alternative Choice N Mean | TCR | Criteria
Code s;fs | 1s | N | s | ss
Quality Value
X1.1 | This local food 3 3 21 73 93 193 4,57 91.4 Very
restaurant (1.55%) | (1.55%) | (10.88%) | (37.82%) | (48,19%) | (100%) High
provides the best
spices
X1.2 | This local food 0 5 18 86 84 193 492 | 984 Very
restaurant (0.00) (2.59%) | (9.33%) | (44.56%) | (43.52%) | (100%) High
provides good
quality raw
ingredients
X1.3 | This local food 2 4 15 72 100 193 443 | 88.6 High
restaurant (1.04%) | (2.07%) | (7.77%) | (37.31%) | (51.81%) | (100%)
provides the best
taste
X1.4 | This local food 0 5 12 82 94 193 4.68 | 93.6 Very
restaurant (0.00%) | (2.59%) | (6.22%) | (42.49%) | (48.70%) | (100%) High
provides delicious
food
X1.5 | This local food 1 5 21 84 82 193 492 98.4 Very
restaurant has (0.52%) | (2.59%) | (10.88%) | (43.52%) | (42.49%) | (100%) High
high quality
standards
Mean Subvariable Value 4.70
Health Value
X1.6 | This local food 0 7 36 82 68 193 4.09 | 78.9 High
restaurant (0.00%) | (3.63%) | (18.65%) | (42.49%) | (35.23%) | (100%)
provides hygienic
food
X1.7 | This local food 1 10 49 68 65 193 396 | 764 High
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restaurant (0.52%) | (5.18%) | (25.39%) | (35.32%) | (33.68%) | (100%)
provides healthy
food
X1.8 | This local food 1 2 32 84 74 193 4.18 | 80.67 High
restaurant (0.52%) | (1.04%) | (16.58%) | (43.52%) | (38.34%) | (100%)
provides safe food
X1.9 | This local food 1 6 41 80 65 193 4,04 | 77.97 High
restaurant (0.52%) | (3.11%) | (21.24%) | (41.45%) | (33.68%) | (100%)
provides food
with good
nutrition
Mean Subvariable Value 4.06
Price Value
X1. | Food prices at this 3 3 41 82 64 193 4.04 | 77.97 High
10 | local food (1.55%) | (1.55%) | (21.24%) | (42.49%) | (33.16%) | (100%)
restaurant are
reasonable
X1. | The food offered 5 3 26 92 67 193 410 | 79.13 High
11 | is worth the (2.59%) | (1.55%) | (13.47%) | (47.67%) | (34.72%) | (100%)
money spent
Mean Subvariable Value 4.07
Emotional Value
X1. | | feel happy to be 2 1 18 62 110 193 4.06 | 81.2 High
12 | able to eat local (1.04%) | (0.52%) | (9.33%) | (32.12%) | (56.99%) | (100%)
food in West
Sumatra
X1. | I feel happy to be 4 1 16 64 108 193 418 | 83.6 High
13 | able to eat local (2.07%) | (0.52%) | (8.29%) | (3.16%) | (55.96%) | (100%)
food in West
Sumatra
X1. | I feel that the 1 4 20 78 90 193 471 | 94.2 Very
14 | local food served (0.52%) | (2.07%) | (10.36%) | (40.41%) | (46.63%) | (100%) High
makes my mood
positive
X1. | I wasimpressed 2 3 12 86 90 193 4,78 95.6 Very
15 | by the local food (1.04%) | (1.55%) | (6.22%) | (44.56%) | (46.63%) | (100%) High
in West Sumatra
X1. | I want local food 1 6 21 77 88 193 472 | 944 Very
16 | served according (0.52%) | (3.11%) | (10.88%) | (39.9%) | (45.6%) | (100%) High
to my taste
X1. | I feel that this 1 5 25 75 87 193 473 | 94.6 Very
17 local food can (0.52%) | (2.59%) | (12.95%) | (38.86%) | (45.08%) | (100%) High
encourage me
Mean Subvariable Value 4.53
Prestige Value
X1. | Eating these local 3 2 21 73 94 193 432 | 83.37 High
18 | foods providesan | (1.55%) | (1.04%) | (10.88%) | (37.82%) | (48.7%) | (100%)
opportunity to
share culinary
experiences with
others
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X1. | | feel like | have 7 17 49 59 61 193 4.85 97 Very
19 | high social status (3.63%) | (8.81%) | (25.39%) | (30.57%) | (31.61%) | (100%) High
when | eat local
food
X1. | I show photos of 14 12 28 70 69 193 471 | 94.2 Very
20 | culinary (7.25%) | (6.22%) | (14.51%) | (36.27%) | (35.75%) | (100%) High
experiences to
others
X1. | Eating local food 2 11 45 63 72 193 483 | 96.6 Very
21 | gives me a sense (1.04%) (5.7%) | (23.32%) | (32.64%) | (37.31%) | (100%) High
of prestige
Mean Subvariable Value 4.67
Interaction Value
X1. | I feel that my 0 7 26 74 86 193 474 94.8 Very
22 | friendship with (0.00%) | (3.63%) | (13.47%) | (38.34%) | (44.56%) | (100%) High
my travel
companions
increases when |
eat local food
together
X1. | Local food helps 3 3 32 69 86 193 467 | 934 Very
23 | interact with other | (1.55%) | (1.55%) | (16.58%) | (35.75%) | (44.56%) | (100%) High
people I travel
with
Mean Subvariable Value 4.70
Epistemic Value
X1. | laminterested in 3 8 25 71 86 193 4.64 92.8 Very
24 | finding more (1.55%) | (4.15%) | (12.95%) | (36.79%) | (44.56%) | (100%) High
information about
this local food
X1. | Curious about the 5 2 19 78 89 193 467 | 934 Very
25 | local food of an (2.59%) | (1.04%) | (9.84%) | (40.41%) | (46.11%) | (100%) High
area because of its
uniqueness
X1. | Eating local food 2 3 30 76 82 193 4.84 96.8 Very
26 | gives me the (1.04%) | (1.55%) | (15.54%) | (39.38%) | (42.49%) | (100%) High
opportunity to
learn new things
X1. | lalways want to 2 4 19 68 100 193 439 | 87.8 High
27 | try more diverse (1.04%) | (2.07%) | (9.84%) | (35.23%) | (51.81%) | (100%)
local food
X1. | By eating local 1 4 21 81 86 193 482 | 96.4 Very
28 | food, | feel my (0.52%) | (2.07%) | (10.88%) | (41.97%) | (44.56%) | (100%) High
knowledge of a
region's culture
increases
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X1. | laminterested in 3 5 24 81 80 193 489 | 97.8 Very
29 | learning eating (1.55%) | (2.59%) | (12.44%) | (41.97%) | (41.45%) | (100%) High
habits through
culinary

experiences such
as how to eat food
and use other
eating utensils

Mean Subvariable Value 4,70

Mean Value 435 | 89.97 High

Source: Researcher processed data, 2024

Based on the table above, the quality value subvariable in item X.1.1 is "This local food
restaurant provides good quality raw materials with an average value of 4.92, as well as item
X1.5, namely “This local food restaurant has high quality standards,” which was the highest
item. But in item X1.3, "This local food restaurant provides the best taste™ is the lowest average
value, namely around 4.43. For the health value subvariable, it can be seen that this local food
restaurant provides food with good nutrition," was the highest value given by respondents. This
indicates that the traditional local food served is food that has good nutrition because it consists
of various proteins, both animal and vegetable. Likewise, the statement item X1.9 has the
highest value perceived by visitors because it is in accordance with the indicator that "This
local food restaurant provides food with good nutrition.” High protein content, which provides
good nutrition for the body For the price value sub-variable in items X1.10 and This indicates
that in terms of prices, the local food offered is still at a normal and reasonable price. This must
be maintained because when the price of food is expensive and not commensurate with the
taste of the food, consumers will never return to that place/restaurant. For the sub-variable
emotional value, it appears that indicators X1.14, X1.15, X1.16, X1.17 do not have a significant
difference and tend to be the same at the figure of 4.72. This indicates that "respondents feel
that the local food served makes their mood positive,” "respondents want the local food served
to match their taste,” and "respondents feel that this local food can energize them." This
suggests that the spicy flavor of the food makes them feel invigorated again. For the sub-
variable prestige value, item X1.19 has the highest average with the statement that "respondents
feel they have high social status when consuming local food," followed by X1.21, "Consuming
local food gives me a sense of prestige." This indicates that consumers feel proud to be able to
taste the local specialty dishes of West Sumatra, which are known for their slow cooking
process, taking a relatively long time and resulting in delicious flavors. For the sub-variable
interaction value in items X1.22 and X1.23, which state that "I feel that friendships with travel
companions improve when enjoying local food together” and "Local food helps interact with
others who are traveling with me," a high value is given. Local cuisine serves as a medium to
strengthen the bond between one tourist and another who interact with each other while at the
same local food restaurant. In the sub-variable of epistemic value, it is seen in X.1.29, which
states, "l am interested in studying eating habits through culinary experiences,” such as the way
food is consumed and the use of other eating utensils. Becoming the highest value. Similarly,
on item X1.29 which states, "I am interested in learning about eating habits through culinary
experiences™ such as the way of enjoying food and using unique dining utensils like plates
made from woven palm fronds and coconut shells.
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5. Conclusions

Based on the research results, it was concluded that the seven sub-variables of local food
consumption value were generally perceived with high value by domestic tourists visiting West
Sumatra province. The research results show that domestic tourists perceive that local food
restaurants in West Sumatra provide high quality raw materials, provide delicious food and
have high food quality standards. And respondents perceive that the local food served suits
consumer tastes. Trying local food gives them the opportunity to learn about local culture and
feel like they have the experience of trying a variety of local foods.

Acknowledgements
Thank you Faculty of Economics and Business, Andalas University for supporting this research
for funding in 2024

References

Altunel, Mustafa Cevdet., & Erkut, Berkay. (2015). Cultural tourism in Istanbul: The mediation
effect of tourist experience and satisfaction on the relationship between involvement
and recommendation intention. Journal of Destination Marketing & Management.
http://dx.doi.org/10.1016/j.jdmm.2015.06.003

Badan Pusat Statistik Provinsi Sumatera Barat. (2023). Kunjungan wisatawan
nusantaramenurut kabupatenkota ~ di provinsi Sumatera Barat.
https://sumbar.bps.go.id/indicator/16/312/1/kunjungan-wisatawan- nusantara-
menurut-kabupaten-kota-di-provinsi-sumatera-barat.htmi

Barnes, Stuart J., Mattsson, Jan., & Sgrensen, Flemming. (2014). Destination brand experience
and visitor behavior: Testing a scale in the tourism context. Annals of Tourism
Research. 48. 121-139. http://dx.doi.org/10.1016/j.annals.2014.06.002

Chang, R.C.Y.; Kivela, J.; Mak, A.H.N. Food preferences of Chinese tourists. Ann.

Chang, Seohee. (2018). Experience economy in the hospitality and tourism context. Tourism

Management Perspectives. 27 83-90. https://doi.org/10.1016/j.tmp.2018.05.001
Chen, Chun-Chu., Huang, Wei-Jue.,& Petrick, James F. (2016). Holiday recovery experiences,
tourism satisfaction and life satisfaction e Is there a relationship?. Tourism
Management. 53 140-147. http://dx.doi.org/10.1016/j.tourman.2015.09.016
Choe, Ja Y & Kim, Seongseop. (2018). Effects of tourists’ local food consumption value on
attitude, food destination image, and behavioral intention. International Journal of
Hospitality Managemt. 71. 1-10. https://doi.org/10.1016/j.ijhm.2017.11.007
Edisi5, Badan Penerbit Universitas Diponegoro, Semarang, (2011).
Ellis, A.; Park, E.; Kim, S.; Yeoman, I. What is food tourism? Tour. Manag. (2018),
Ghozali, Imam (2006) . Aplikasi Analisis Multivariate Dengan Program SPSS,
Goolaup, S., Mossberg, L., (2016). Exploring the concept of extraordinary related to food
tourist’s nature-based experience. Scand. J. Hosp. Tour. 1-17.

Guan, J., (2012). The Attractiveness of Local Cuisine and Its Influence on Chinese Domestic
Tourist’s Perceptions of Destinations. Unpublished Doctoral Dissertation. The Hong
Kong Polytechnic University, Hong Kong.

Proceeding 4t International Conference on Business & Social Sciences (ICOBUSS) 1422
Surabaya, October 26-27'", 2024



http://dx.doi.org/10.1016/j.jdmm.2015.06.003
https://sumbar.bps.go.id/indicator/16/312/1/kunjungan-wisatawan-%20nusantara-menurut-kabupaten-kota-di-provinsi-sumatera-barat.html
https://sumbar.bps.go.id/indicator/16/312/1/kunjungan-wisatawan-%20nusantara-menurut-kabupaten-kota-di-provinsi-sumatera-barat.html
http://dx.doi.org/10.1016/j.annals.2014.06.002
https://doi.org/10.1016/j.tmp.2018.05.001
http://dx.doi.org/10.1016/j.tourman.2015.09.016
https://doi.org/10.1016/j.ijhm.2017.11.007

AW A4t INTERNATIONAL CONFERENCE ON
BUSINESS & SOCIAL SCIENCES

4 COBUSS e-ISSN 2746-5667 BUSINESS REVIVAL THROUGH DIGITAL TECHNOLOGY TRANSFORMATION

Ha, Jooyeon., & Jang, SooCheong (Shawn). (2010). Perceived values, satisfaction, and
behavioral intentions: The role of familiarity in Korean restaurants. International
Journal of Hospitality Management. 29 2-13. doi:10.1016/j.ijhm.2009.03.009

Kim, J. H., Ritchie, J. R. B., & McCormick, B. (2012). Development of a scale to measure
memorable tourism experiences. Journal of Travel Research, 51(1), 12-25.
https://doi.org/10.1177/0047287510385467

Kim, Jong-Hyeong. (2014). The antecedents of memorable tourism experiences: The
development of a scale to measure the destination attributes associated with
memorable experiences. Tourism Management. 44, 34-45.
http://dx.doi.org/10.1016/j.tourman.2014.02.007

Kim, S.; Park, E.; Lamb, D. Extraordinary or ordinary? Food tourism motivations of Japanese
domestic noodle tourists. Tour. Manag. Perspect. (2019), 29, 176-186.

Lai, I.K., (2015). The roles of value, satisfaction, and commitment in the effect of service
quality on customer loyalty in Hong Kong-style tea restaurants. Cornell Hosp. Q. 56
(1), 118-138.

Mainolf, Giada., & Marino, Vittoria. (2018). Destination beliefs, event satisfaction and post-
visit product receptivity in event marketing. Results from a tourism experience.
Journal of Business Research. https://doi.org/10.1016/j.jbusres.2018.03.001

Moon, Hyoungeun., & Han, Heesup. (2018). Destination attributes influencing Chinese
travelers' perceptions of experience quality and intentions for island tourism: A case
of Jeju Island. Tourism Management Perspectives. 28, 71-82.
https://doi.org/10.1016/j.tmp.2018.08.002

Nilnoppakun, A., & Ampavat, K. (2015). Integrating Cultural and Nostalgia Tourism to Initiate
A Quality Tourism Experiences at Chiangkan, Leuy Province, Thailand. Procedia
Economics and Finance. 23 763 — 771. doi: 10.1016/52212-5671(15)00545-66

Pu, Bo., Du, Chan., & Phau, lan. (2024). Effects of food experience on travel intention to the
country of origin of food cuisine: A cross national study. Journal of Hospitality and
Tourism Management. 58. 476-494. https://doi.org/10.1016/].jhtm.2024.01.004

Rasoolimanesh, S. M., Seyfi, S., Rather, R. A., & Hall, C. M. (2021). Investigating the
mediating role of visitor satisfaction in the relationship between memorable tourism
experiences and behavioral intentions in heritage tourism context. Tourism Review.
https://doi.org/10.1108/TR-02-2021- 0086

Rasoolimanesh, S. Mostafa., Seyfi, Siamak., Hall ,Michael, & Hatamifar, Pezhman. (2021).
Understanding memorable tourism experiences and behavioural intentions of heritage
tourists. Journal of Destination Marketing & Management. 21 100621.
https://doi.org/10.1016/j.jdmm.2021.100621

Rivera, Dalilis Escobar., Fa, Marti Casadesus., & Villar, Alexandra Simon. (2019). Delightful
tourism experiences: A cognitive or affective matter?. Tourism Management
Perspectives. 32 100569. https://doi.org/10.1016/j.tmp.2019.100569

Sanchez, J., Callarisa, L., Rodriguez, R.M., Moliner, M.A., (2006). Perceived value of the
purchase of a tourism product. Tour. Manage. 27 (3), 394-409.

Sekaran,Uma (2011).Research Methods for Business.John Wiley & Sons,Inc Sthapit, E.
(2013), Tourist Perceptions of Memorable Experience ; Testing The Memorable
Tourism Experience Scale (MTES). Among Tourist to Rovaniemi, Lapland.

Proceeding 4t International Conference on Business & Social Sciences (ICOBUSS) 1423
Surabaya, October 26-27'", 2024



https://doi.org/10.1177/0047287510385467
http://dx.doi.org/10.1016/j.tourman.2014.02.007
https://doi.org/10.1016/j.jbusres.2018.03.001
https://doi.org/10.1016/j.tmp.2018.08.002
https://doi.org/10.1016/j.jhtm.2024.01.004
https://doi.org/10.1016/j.jdmm.2021.100621
https://doi.org/10.1016/j.tmp.2019.100569

C\COBUSS e-ISSN 2746-5667
o

BUSINESS & SOCIAL SCIENCES

Sheth, J.N., Newman, B.l., Gross, B.L., (1991). Consumption Values and Market Choices:
Theory and Applications. South-Western Pub, Cincinnat Tour. Res. 2010, 37, 989—
1011

Williams, L.T., Germov, J., Fuller, S., Freij, M., (2015). A taste of ethical consumption at a
slow food festival. Appetite 91, 321-328.

Yee, R.K., (2015). A tale of two food blogs: culinary tourism in Hong Kong from a Chinese-
American perspective. New Errands 3 (1), 45-49.

Zhang, H., Wu, Y., & Buhalis, D. (2018). A model of perceived image, memorable tourism
experiences and revisit intention. Journal of Destination Marketing and Management,
8, 326-336. https://doi.org/10.1016/j.jdmm.2017.06.004

Zhang, T., Chen, J., & Hu, B. (2019). Authenticity, Quality, and Loyalty: Local Food and
Sustainable Tourism Experience. Sustainability, 11(12), 3437.
https://doi.org/10.3390/su11123437

Zhang, Tao., Chen, Junyu., & Hu, Baoliang. (2019). Authenticity, Quality, and Loyalty: Local
Food and Sustainable Tourism Experience. Sustainability, 11, 3437;
doi:10.3390/su11123437

Proceeding 4t International Conference on Business & Social Sciences (ICOBUSS) 1424
Surabaya, October 26-27'", 2024

AN 4" INTERNATIONAL CONFERENCE ON

BUSINESS REVIVAL THROUGH DIGITAL TECHNOLOGY TRANSFORMATION



https://doi.org/10.1016/j.jdmm.2017.06.004
https://doi.org/10.3390/su11123437

