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Abstract

Traditional Peruvian cuisine has become a globally recognized experience, but its impact
on visitors to the Caral Supe archaeological site—one of the oldest centers of civilization
in South America and a UNESCO World Heritage Site—has not been studied. The main
objective was to explain the constructs of the perceived authenticity of traditional food,
loyalty to traditional food, service quality at traditional restaurants, and tourist satisfaction
with visits to archaeological sites, based on the experience economy theory. An explanatory
study was conducted using a structural equation modeling approach (PLS-SEM), applied
to a sample of 381 tourists who visited the archaeological site and consumed local cuisine at
restaurants in the destination of Barranca. The findings confirmed significant relationships
among the model’s constructs (p < 0.01). It is suggested that the perception of authenticity
of traditional food is a determining factor for loyalty (R2 = 0.743) and a driver of satisfaction
with the visit to the archaeological site (R2 = 0.617), which constitutes the study’s contribu-
tion. However, the R2 value for the construction of the tourist experience at the destination
(R2 = 0.301), the model does not fully capture the complexity of experiential processes at this
particular heritage destination, which may depend on emotional, cultural, or contextual
variables not included in this study. Satisfaction with the visit to the archaeological site is
primarily related to staff attentiveness, the quality of guide explanations, and safety. It is
concluded that the interplay between satisfaction with the visit to the archaeological site,
the perceived authenticity of traditional food, and the quality of service in restaurants is
fundamental to enhancing the experience at the heritage destination, thereby positioning
traditional food and archaeotourism. It is recommended that the public and private sectors
design strategies aimed at generating authentic and sustainable experiences for visitors,
strengthening factors such as the destination’s reputation, the positive image of the site,
satisfaction with the trip at the destination, and the positive experience.

Keywords: intangible cultural heritage; tourism; archaeotourism; management; loyalty;
satisfaction; quality of service; ancestral foods; Caral–Supe; Peru

1. Introduction
In the field of tourism, intangible cultural heritage goes beyond mere observation by

integrating sensory perception, social experience, and emotional resonance [1,2]. This form
of tourism is not mutually exclusive but rather complementary to tourism centered on
tangible assets (monuments, museums, archaeological sites), thereby fostering a compre-
hensive and holistic tourist experience [1]. Such is the case with archaeotourism, a form
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of heritage tourism focused on visits to archaeological sites, parks, and excavations [3]. It
creates an educational space that offers visitors experiences of wonder, mystery, rediscovery,
and reinvention of identities [4]. Its management is characterized by sensitivity toward the
integrity of the archaeological environment and a commitment to transmitting knowledge
about historical human activity [5].

Archaeological sites, as spaces of high symbolic and cultural value, represent destina-
tions that attract tourists motivated by learning, history, and the identity of peoples [5,6].
However, designation as a World Heritage Site impacts the social values that local residents
and visitors attribute to the heritage [7]. Social value is defined as the set of meanings and
connections that contemporary communities attribute to heritage, in a dynamic process
through which the values inherent in the archaeological site are constantly reinterpreted
and redefined by society [8], depending on people’s identity, sense of belonging to the
place, as well as their forms of memory and spiritual association [9]. Research on cultural
value often ignores the empirical data and experiences of those who engage in everyday
cultural practices [10].

For customers, both foreign and local, the local origin of ingredients is crucial to the
perception of food as authentic [11]. For archaeology and anthropology, food leaves a
physical trace at the archaeological site; in general, it is considered a biologically necessary
and cognitively prominent material culture that plays an active role in the construction
and negotiation of social distinctions [12,13]. Research on macroremains found at the ar-
chaeological sites of Caral–Supe, Peru (3000–200 BCE) and Áspero (3000–1800 BCE) shows
that the diet at Caral was a combination of marine and agricultural resources [14]. In this
sense, traditional food constitutes an authentic manifestation of intangible cultural heritage,
reflecting traditions, indigenous ingredients, and knowledge passed down through genera-
tions [15], which helps identify the identity of the place [16], since Caral was an important
center of regional integration throughout all subperiods of the Early Formative period and
was interconnected with the Central Andes and the Amazon Rainforest for the exchange of
various products and knowledge [17].

The contribution of this research lies in studying the perceived authenticity of tradi-
tional food by visitors to the Caral archaeological site as a heritage destination. Authenticity
is defined as a person’s perception that something is real or genuine and has symbolic
value [2,18]. From the perspective of cultural heritage tourism, it can be studied through
various approaches: objective (real) [18], constructive (sociopolitical) [19], personal (phe-
nomenological), and existential [2,20], within a context of space and time [21]. For this
study, perceived authenticity is examined from a real and phenomenological perspective.

Authenticity has been studied in the context of ethnic and themed restaurants for
over two decades [22–24], showing that consumers frequent these restaurants in search of
authentic cultural experiences, and it has been demonstrated that restaurant authenticity
significantly influences consumer satisfaction [25]. It was reported that in some populations,
customers are more concerned with the authenticity of the food than with the overall
atmosphere of the restaurant [26].

The study also examined consumers’ perception of authenticity as it relates to the
brand value of ethnic restaurants, brand recognition, perceived quality, and brand loy-
alty [27], among other studies, a bibliometric analysis revealed that there is little research
on gastronomy, even though it represents a significant part of the cultural heritage and
identity of tourist destinations [28], and specifically, there is a knowledge gap regarding
the influence of the perception of authenticity of traditional food on satisfaction with visits
to archaeological sites.

Similarly, previous studies have examined overall satisfaction with visits to heritage
tourist sites in relation to visitor engagement and destination loyalty [29], or have focused
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specifically on the experience and loyalty associated with archaeological sites [30], as well
as the relationship between motivation and loyalty regarding visits to archaeological muse-
ums [6]. Other research has focused on archaeological heritage destinations and destination
image and their influence on tourist satisfaction [31] or archaeological heritage and culinary
experiences as a co-creative tourism product [32]. Additionally, the authenticity of restau-
rants and its influence on the peak experience were studied [25], as well as the positive
links between destination satisfaction and loyalty [33].

The literature indicates that the positive emotion associated with authenticity leads
to better perceptions of value in food [23], but there is a knowledge gap in the analysis
of the influence of traditional restaurants on visitor satisfaction at the archaeological site.
The perception of authenticity of traditional food among visitors to an archaeological site
designated a World Heritage Site has not been studied, and this is the novelty and one of
the contributions of this work.

Various studies in the field of tourism marketing and the experience economy [25,34,35]
indicate that satisfaction with complementary services, such as dining, can influence visitor
loyalty, understood as the intention to return to the destination or recommend it to oth-
ers. Thus, the culinary experience becomes a strategic component within the gastronomic
tourism offering, directly influencing the overall perception of the heritage destination [36].

The objective was to analyze how the perceived authenticity of traditional food,
loyalty to consuming it, satisfaction with the visit to the Caral–Supe archaeological site,
and the tourism experience at the heritage destination influence one another. The following
constructs were analyzed: perceived authenticity of traditional food, loyalty, service quality
at traditional restaurants, satisfaction, and tourism experience.

2. Literature Review
2.1. Experience Economy Theory

The experience economy theory, proposed by Pine and Gilmore in recent years [34,37],
argues that the economy has progressively evolved from the commercialization of raw mate-
rials or natural products, goods, and services toward the creation of memorable experiences
that generate greater value for the consumer [38]. The tourism experience is defined as the
set of perceptions, affective states, and dispositions that the consumer develops throughout
their consumption cycle. This process, derived from constant interaction with service
elements (such as staff, the environment, and processes), culminates in a comprehensive
response that encompasses cognitive, emotional, sensory, and behavioral dimensions [39],
although other authors argue that the memorable tourism experience constitutes a reflective
approach that integrates and values the consumer’s subjective perceptions and emotional
responses [40]. The experience occurs when a person actively participates in or is immersed
in an environment that stimulates their senses and emotions. In the field of tourism, it
is the point where tourism consumption and production converge, generating economic
value from the visitor’s experiences. This value depends not only on the experience offered,
but also on the characteristics and emotional state of the tourist at the moment of the
experience [41] or on the social value the tourist may attribute to the heritage site when
visiting it [8].

According to the literature, gastronomic tourism experiences related to the restaurant
atmosphere, the dining experience, service, and the consumption of traditional food in
restaurants contribute to generating positive emotions, meaningful memories, and a higher
appreciation of the tourist destination [42]. This has been extensively researched and sys-
tematized in reviews that provide a solid empirical foundation [40,43], in which the visitor’s
experience is shaped by their interaction with the destination’s cultural, gastronomic, and
heritage environment [41,44,45]. A traditional restaurant is an establishment dedicated to
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preserving, promoting, and serving the cuisine of a specific region or culture [46]. The social
and cultural value it offers is a memorable experience, keeping the essence of the flavors
that have defined a people over time alive, and its important role in promoting the region’s
culinary offerings [46–48]. The dimensions provided by this theory converge in the experi-
ence: entertainment (associated with fun and enjoyment) linked to the realm of cultural
heritage [49,50], education (learning, knowledge) enhancing skills and promoting cultural
experiences [51,52], creating aesthetics (atmosphere, setting, landscape) in restaurants and
gastronomic facilities [53,54], and escapism (active participation, immersion) based on
cultural experience [29,43], as well as the social and cultural value of the archaeological
site [6], which help us understand how people perceive and value an experience [37].

Considering that gastronomic satisfaction has a greater influence on loyalty than
satisfaction with the destination [33]. The culinary and cultural experience fulfills not only
a functional role but also a symbolic and emotional one, which strengthens the overall
satisfaction of the cultural tourist [36]. Furthermore, companies must offer original, sincere,
and authentic services or products to consumers, as it was demonstrated that culinary
attraction has been the strongest predictor of nostalgia, and cultural heritage was linked to
memorable experiences [55]. In tourist destinations with high historical and cultural value,
such as the Caral–Supe archaeological site in Peru, the visitor experience is shaped by the
interaction between archaeological heritage, traditional cuisine, and local tourism services,
allowing for a comprehensive analysis of the heritage tourism experience.

This theory is complemented by the conceptual approach of experiential marketing,
also known as experience marketing; it is a strategic framework that seeks to connect the
brand with the consumer, not through product characteristics, but through immersive,
emotional, and sensory experiences [56]. This strategic approach seeks to create comprehen-
sive gastronomic experiences that unify individual experiences into a global and coherent
experience, since consumers make not only rational but also emotional decisions.

Consequently, the theory of the economics of experience provides a relevant theoretical
framework for investigating the relationship between perceptions of the authenticity of tra-
ditional food, loyalty to traditional cuisine, the quality of service in traditional restaurants,
visitor satisfaction, and the heritage tourism experience.

2.2. Authentic Traditional Food, Loyalty, and Restaurants

Traditional food is the intangible cultural heritage of a place; it reflects historical pro-
cesses, values, and social conditions [15] and highlights ancestral food practices, allowing
for an understanding of past customs, and its continuity directly impacts sustainability,
cultural preservation, and the construction of a place’s ethnic identity [5]; for customers,
the local origin of ingredients is important for perceiving the food as authentic [11].

Authenticity is defined as a person’s perception that something is real, genuine, and
symbolic [2,18] because it stimulates desire and the creation of value [18]. In the field of cul-
tural heritage tourism, authenticity encompasses various theoretical approaches: objective
(real) authenticity [18], which can be confirmed by experts [19]. Constructive authenticity,
developed by individuals based on their life history, cultural heritage, and (sociopolitical)
beliefs [19]. Personal (phenomenological) or existential authenticity [2,57,58], in which a
person holds beliefs, derives pleasure, and remains faithful to the essential nature of the
event or object, based on lived experience or as a result of actively participating in a tourism
experience [2,20], depending on the context of space and time [21]. Food authenticity can
also be considered as unique, local, original, and traditional [59]. Authenticity depends on
the type of tourism experience the person seeks [19]. According to Taylor [18], it is based
on legitimation by origin; that is, the authenticity of the present does not arise from its
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own reality, but from its ability to “pay homage” to or resemble that historical conception
of origin.

Among other aspects, authenticity in the context of restaurants has been studied to
determine its influence on satisfaction and the intention to return to the restaurant [23,27],
to investigate local cuisine and authenticity in restaurants, evaluating local ingredients
and their costs, as well as the total cost of food [11]. It has also been studied to analyze
the dimensions of food authenticity, to attract more consumers and improve the offerings
for visitors [59]. Previous studies reported on local labor and working conditions in
ethnic restaurants [60]. In this case, we analyses the quality of products, service, and their
significant impact on customer satisfaction [61].

Although the authenticity of restaurants has been extensively studied, few studies
have addressed the perception of the authenticity of traditional food, specifically in this
region of Peru; in this case, we approach authenticity from a real and phenomenological
perspective [2,18,20,57]. A bibliometric review revealed that although gastronomy repre-
sents an important part of the cultural heritage and identity of tourist destinations, the
scientific literature on the subject is scarce [28].

Peruvian ceviche is an iconic dish that combines fresh seafood and agricultural prod-
ucts and plays a key role in Peru’s economy and social life. UNESCO included the traditions
associated with its preparation and consumption on the Representative List of the Intangi-
ble Cultural Heritage of Humanity [62]. However, several ingredients associated with this
traditional dish were found at the Caral–Supe archaeological site and are also used in the
preparation of traditional dishes such as the region’s style of fish ceviche, Tacu Tacu, Pari-
huela, Sopa de menestras, Seco de cabrito con frijoles, Tamales, and/or humitas offered by
traditional restaurants. The study of this traditional cuisine is important because the social
and cultural value conveyed through the ingredients and cooking methods is expressed in
the way the food is prepared and served [26]; to date, the perception of authenticity of these
dishes based on the experience of visitors to the archaeological site has not been studied.

Research was also conducted on the attributes of the restaurants—such as ambiance,
experience, food and service quality, local cuisine, and complementary elements characteris-
tic of the gastronomy—which influence customers’ perceptions of the cuisine [42], as well as
the aesthetics, spatial layout, price, and authenticity perceived by customers of traditional
restaurants, which are positively influenced by emotions [63]. Based on these theoretical
contributions and the characteristics of traditional restaurants in this particular region,
the following factors were considered for the analysis of the construct: traditional food,
tradition and deep-rootedness, location, quality/price, service, and restaurant atmosphere.

Customer loyalty is defined as a positive attitude toward a brand or company, which
drives repeat purchases and reduces susceptibility to both price and competitors’ offers [64].
Numerous studies have investigated loyalty toward restaurants; among them, some have
focused on measuring quality attributes, satisfaction, and loyalty in gastronomic tourism,
but these values depend on the perceived authenticity of local food [65], authentic gastro-
nomic tourism experiences and their positive influence on perception, satisfaction, and
tourist loyalty [66], participation in the dining experience and its significant influence on
attachment to the place and loyalty to the destination, which varies according to tourists’
lifestyles [67]. This study used the attributes “I will buy traditional food from the restaurant
again” and “I will recommend traditional food.”

The contribution of this research is to analyze these constructs from the perspective of
visitors to the Caral–Supe archaeological site, proposing the following hypotheses:

H1. The perceived authenticity of traditional food positively influences loyalty to traditional food.
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H2. The perceived authenticity of traditional food positively influences service quality at tradi-
tional restaurants.

H3. The service quality of traditional restaurants positively influences loyalty to traditional food.

2.3. Satisfaction with the Visit to the Archaeological Site and the Tourism Experience at
the Destination

The scientific literature has shown that archaeotourism is a form of heritage tourism
focused on visiting archaeological sites and parks, which promotes learning about the
human past and respects the fragility of these environments [5]. The archaeological site
serves as a living testimony that transcends the passage of time. More than a collection
of material remains, it is a space for learning where history regains its voice [6]. In the
context of archaeological interpretation centers, the scientific literature points to a significant
relationship between the quality of the visit and the emotions experienced by the visitor [68].
Satisfaction is defined as the pleasure felt by the visitor as a result of their travel experience
in fulfilling their desires, expectations, and needs related to that experience [69].

Satisfaction is considered to consist of the visitor’s affective and cognitive aspects, and
it is during the visit that the visitor makes decisions regarding their expectations [68]. Ad-
ditionally, research was conducted on visitor management through monitoring, guidance,
and interpretation of the site visit [70], the role of local stories in archaeological heritage [71],
the availability of interpretive information at the archaeological site, and its influence on
satisfaction and conservation [72]. The study also examined the value of knowledge, rela-
tional value, and perceived investment in the site [73]. Service quality, perceived sacrifice,
and satisfaction with the visit to the archaeological site, which varies according to origin
and prior experience at the destination [74]. Additionally, visitor management strategies at
different archaeological sites were investigated [75], among other contributions related to
heritage management.

Studies indicate that the perception of authenticity positively influences satisfaction,
and in the case of restaurants, higher levels of satisfaction foster the intention to return,
as well as customer loyalty, increased sales, and profits [25]. Furthermore, easy access to
facilities promotes participation in tourist experiences by fostering inclusion, safety, and
trust, providing resources and information that enable access for all people, regardless
of their abilities [76]. It was found that a tourist destination’s culinary experience plays
distinct roles in influencing perceived functional and emotional values, and it is the emo-
tional value that impacts tourists’ satisfaction and memory of the destination’s culinary
experience, with memory playing a fundamental role in the intention to engage in online
word-of-mouth [35]. However, few studies address traditional cuisine in relation to and
archaeological sites [13,32,65,77,78]; there has been insufficient research on the influence of
the perception of authenticity as an attribute of traditional cuisine and satisfaction with the
visit to the archaeological site.

The literature highlights the service provided by well-trained guides, who protect
heritage sites and promote sustainable tourism by enhancing the visitor experience [77], and
reveals that the transportation system to the archaeological site is one of the most significant
weaknesses in some heritage destinations [71]. It is also evident that the attributes studied
regarding satisfaction with visits to archaeological sites—such as the quality of the guided
tour, basic services, transportation [79], safety, and personalized attention—significantly
influence visitor satisfaction and the intention to return [25].

To analyze visit satisfaction, this study considered the following attributes based on
the context of the Caral–Supe archaeological site: comfort of the visit, staff service, restroom
facilities, and safety during the visit—factors that had been previously studied.

https://doi.org/10.3390/heritage9050191

https://doi.org/10.3390/heritage9050191


Heritage 2026, 9, 191 7 of 24

The tourism experience at the heritage destination was analyzed based on widely
studied attributes, such as the following: the overall image of the destination, the overall
experience at the destination, reputation, whether the trip was worth it, and whether it
is a good destination to visit. The image of a tourist destination is defined as the set of
perceptions, judgments, and concepts that visitors hold about a place [31]. This factor is
decisive both for travelers’ decision-making when choosing a destination and for planning
effective marketing strategies in the sector [69,80].

The scientific literature has revealed, among other studies, the intensity of the visitor
experience and its impact on the destination’s image [81], travel attitude, perceived authen-
ticity, and the motivations associated with the destination image [82]. It was also reported
that motivation had significant effects on visitor engagement, the visitor experience, and
the image of the heritage destination, which in turn led to the satisfaction of heritage
tourists [83].

Likewise, the impact of the destination’s image, memorable tourist experiences, and
loyalty was analyzed [84]. It was reported that the visitor experience and the perceived
image of the destination at UNESCO sites have a strong influence on the visitor’s be-
havioral intention [31,69,85]. However, consumer satisfaction with a tourist destination
depends on consumer expectations regarding the destination’s attributes [86], such as its
reputation. A destination’s reputation is defined as an objective assessment made by its
various audiences, influenced by the information received, the mindset of those involved,
and personal experiences at the site; this reputation is built and disseminated through
multiple channels, including both word of mouth and the impact of traditional media and
digital platforms [87].

Therefore, the tourist experience is a key area of study due to its influence on traditional
restaurants and visitor satisfaction at the archaeological site.

In a heritage context, analyzing how factors attributed to the restaurant affect this
experience is essential for developing effective marketing and service management strate-
gies [43]. For this reason, we propose the following hypotheses.

H4. The service quality of traditional restaurants influence satisfaction with the visit to the Caral
Supe archaeological site.

H5. Satisfaction with the visit to the Caral–Supe archaeological site influences the tourist experience
at the destination.

The architecture of the relationships proposed in this model goes beyond purely ratio-
nal evaluation. It is argued that the link between the perceived authenticity of traditional
food and visitor loyalty does not stem from a linear cognitive judgment but is rather
articulated through a multidimensional experiential and affective mechanism.

In the context of heritage gastronomic destinations, authenticity acts as an emotional
catalyst. By connecting with the place’s legacy and identity, the visitor not only evaluates
quality but also becomes emotionally invested, which enhances their evaluative satisfac-
tion. This sequence—grounded in the Experience Economy Theory—suggests that the
consumption of sensory and symbolic elements generates greater value that transforms
the perception of the trip. As a result, this emotional engagement crystallizes into solid
behavioral outcomes, specifically in loyalty and the intention to return to the destination.

These hypotheses constitute the theoretical framework that guides the statistical
analysis and interpretation of the results, facilitating a comprehensive evaluation of the
proposed conceptual model (Figure 1).

https://doi.org/10.3390/heritage9050191

https://doi.org/10.3390/heritage9050191


Heritage 2026, 9, 191 8 of 24

Figure 1. Conceptual model.

3. Materials and Methods
3.1. Scope of the Research

The province of Barranca, located in the department of Lima, borders Áncash to the
north, Ocros to the east, Huaura to the south, and the Pacific Ocean to the west. It is divided
into five districts: Barranca, Paramonga, Pativilca, Supe, and Supe Puerto. It is notable for
its cultural tourist attractions, such as the Bolivarian Museum and archaeological sites like
Caral–Supe, Áspero, the Paramonga Fortress, La Rinconada, and others.

The Caral–Supe archaeological site was recognized by UNESCO as a World Heritage
Site, considered the capital of the Caral civilization, and located about 200 km north of
Lima (Figure 2). It was linked to other settlements in the Supe Valley, such as Áspero,
Miraya, Lurihuasi, Chupacigarro, and Allpacoto [17,88]. It is notable for its complex
ceremonial and administrative architecture dating from the Late Archaic Period of the
Central Andes [17,89].

 

Figure 2. (A) Location of the Caral-Supe archaeological site, Supe (source: Google Maps). (B) The
central part of the valley, across from the archaeological site, where squash, chili peppers, beans, and
other food crops are grown. (C) Visitors at the Caral–Supe archaeological site.

Research on macroremains found at the Caral–Supe archaeological site in Peru (3000–
200 BCE), in the middle Supe Valley, and at Áspero (3000–1800 BCE), focusing on a coastal
settlement, shows that the diet at Caral consisted of a combination of marine and agricul-
tural resources [14].

This site received 37,669 visitors between January and November 2025, equivalent to
61% of the level recorded in 2019. Of the total, 94.7% were domestic visitors and 5.3% were
foreign visitors [90].

The macrobotanical remains recorded at Áspero and the Sacred City of Caral–Supe
provides evidence of early farming and consumption practices in the Supe Valley, with
similar botanical inventories found at both archaeological sites. Species identified include
Psidium guajava (guava), Cucurbita sp. (squash), Canna indica (achira), Ipomoea batatas
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(sweet potato), Solanum tuberosum (potato), Oxalis tuberosa (oca), Phaseolus vulgaris (common
bean), Phaseolus lunatus (pallar), Capsicum sp. (chili pepper), Inga feuillei (pacay), Pouteria
lucuma (lucuma), Persea americana (avocado), Annona muricata (soursop), and Zea mays
(corn). Isotopic analyses suggest that since ancient times, people consumed a diet high
in carbohydrates (tubers, legumes, cucurbits, and fruits). Although the consumption of
marine resources remained stable among the population of Áspero between 3300 and
1800 BCE, it declined between 2550 and 200 BCE for the population of Caral [14]. These
consumed species and their possible predominance allow us to understand their economic
importance and their impact on land use, the organization of labor, and exchange networks
from that period [88]. Recent archaeological excavation studies reveal an intense exchange
of goods between coastal settlements and the interior of the Supe and Pativilca valleys:
abundant shells and fish remains indicate the transport of marine resources to other areas,
while agricultural products such as squash and cotton were used for the manufacture of
fishing nets on the coast [91,92].

In the province of Barranca, several traditional dishes incorporate traditional ingre-
dients and seafood. Among the most representative traditional dishes are the following:
Tacu Tacu, which is made by mixing cooked rice with beans (Phaseolus vulgaris), which
is seasoned with chili peppers (Capsicum sp.) and other spices, forming a mixture that
is browned in a skillet until it has a crispy texture on the outside and soft on the inside.
This dish is served with seafood, fried fish, or dried goat meat. Seco de cabrito con frijoles
is a stew prepared with chili peppers, herbs, and beans (Phaseolus vulgaris); it is served
with yuca or rice and is one of the most iconic dishes of the Norte Chico region. Fish
ceviche is made with fresh fish from the Barranquilla coast and chili peppers (Capsicum sp.)
and is served with sweet potatoes (Ipomoea batatas) and corn (Zea mays). Parihuela is a
traditional soup from the Peruvian coast, made primarily with white fish, shrimp, octopus,
mussels, crab, and scallops. It often includes seaweed and vegetables, highlighting its
maritime character and high nutritional value. Tamales and humitas are corn-based (Zea
mays) dishes, filled with meat or chili peppers in the case of tamales, and sweet or savory
fillings in the case of humitas [62,93]. Menestras soup includes beans (Phaseolus vulgaris),
lima beans (Phaseolus lunatus), and squash (Cucurbita sp.), reflecting the valley’s agricultural
tradition; however, salads and side dishes with avocado (Persea americana) are used as fresh
accompaniments in many dishes.

These dishes demonstrate the historical continuity in the use of ancestral crops from
the Supe, Pativilca, and La Fortaleza valleys, as well as the complementary relationship
between agriculture and marine influence that is so characteristic of Barranca.

Traditional foods such as Tacu Tacu, fish ceviche, Parihuela, and vegetable soup,
tamales and humitas, and goat seco with beans were selected by two gastronomy experts
based on an objective assessment of authenticity, including: whether the dishes use typical
regional ingredients; whether the presentation and flavor of the food adhere to the area’s
original recipes; and whether the traditional food served is representative of the local
cuisine, according to Ab-Latif, Z., et al. [59]. Once the traditional dishes were selected, they
were included in the instrument to analyze visitors’ perception of authenticity.

3.2. Data Collection

The research adopted a quantitative, correlational approach with a non-experimental
design. The population included tourists over the age of 18 who visited the Caral–Supe
archaeological site, from which a non-probabilistic convenience sample of 381 respondents
was obtained, suitable for SEM analysis.

Data collection took place from April to June 2025 through in-person and online
surveys administered at strategic locations in the city of Barranca and at the archaeological
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site. The questionnaire, based on a literature review, consisted of 23 items measured on
a five-point Likert scale: 1 (Strongly Disagree), 2 (Disagree), 3 (Neutral), 4 (Agree), and
5 (Strongly Agree). Ethical criteria were ensured in accordance with the Declaration of
Helsinki, including informed consent, voluntary participation, and confidentiality.

3.3. Instrument

The questionnaire was structured into two sections: the first collected sociodemo-
graphic data (gender, age, educational level, type of accommodation, “Who are you travel-
ing with?”, and place of origin), and the second assessed the study constructs: perception of
the authenticity of traditional food, loyalty to traditional food, service quality at traditional
restaurants, satisfaction with visiting the Caral archaeological site, and tourism experience
at the destination (Table 1).

Table 1. Variables and indicators.

Literature Review Variables Number
of Items Indicators

[5,14,60,62,88,93,94]

Perceived
authenticity of
traditional food
(GASTROCARAL)

6

Perceived authenticity of
Tacu Tacu
Perceived authenticity of
fish Ceviche
Perceived authenticity
of Parihuela
Perceived authenticity of Sopa
de menestras
Perceived authenticity of tamales
and/or humitas
Perceived authenticity of Seco de
cabrito con frijoles

[25,33,53] Loyalty to traditional
food (LGC) 2

I will return to the
traditional restaurant
I will recommend
traditional food

[44,53,95]
Service quality in
traditional
restaurants (RTE)

6

Traditional cuisine
Tradition and
deep-rootedness Location
Value for money
Customer service
Restaurant atmosphere

[5,6,45,76,96]

Satisfaction with the
visit to the Caral
archaeological site
(SATCARALSUPE)

5

Explanations provided by tour
guides and/or tour coordinators
Comfort during the visit
Staff service
Restrooms at the
archaeological site
Safety during the visit

[43–45,63]
Tourist experience at
the destination
(TOURISTEXP)

4

The overall impression
is positive
The overall experience is positive
It has a good reputation
The trip was generally worth it
It is a good destination to visit

The questionnaire was administered in Spanish to all participants, and when there
was an English-speaking foreign participant, they were given a printed copy of the form
that had been previously drafted in English. English was chosen as the language for the
questionnaire because it is the most widely used universal language. A process of technical
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translation and cross-validation was carried out. The “back-translation” technique was
used to ensure that the original meaning was not compromised.

The questionnaire took an average of 10 min to complete and was administered
on a voluntary and anonymous basis, following an explanation of the study’s purpose.
Data collection was conducted by a trained team, following standardized procedures to
reduce bias.

The SEM analysis evaluated the relationships between perceived authenticity of tradi-
tional food, loyalty to traditional food, service quality in traditional restaurants, satisfaction
with visiting the archaeological site, and the tourism experience, considering validity, re-
liability, and hypothesis testing. All items had loadings greater than 0.707, maintaining
good reliability.

The Variance Inflation Factor (VIF) was used to assess multicollinearity. A variable is
generally considered highly multicollinear when its VIF exceeds 10. In this study, all VIFs
were below that threshold, ruling out multicollinearity issues; see Table 2.

Table 2. Individual reliability of items for the proposed model.

Variables Indicators External Weight VIF

GASTROCARAL1 Perceived authenticity of Tacu Tacu 0.221 2.016

GASTROCARAL2 Perceived authenticity of
fish Ceviche 0.213 2.331

GASTROCARAL3 Perceived authenticity of Parihuela 0.200 3.089

GASTROCARAL4 Perceived authenticity of
Sopa de menestras 0.188 3.099

GASTROCARAL5 Perceived authenticity of tamales
and/or humitas 0.190 2.880

GASTROCARAL6 Perceived authenticity of Seco de
Cabrito with beans 0.192 3.084

LGC1 I will return to the
traditional restaurant 0.543 2.317

LGC2 I will recommend the
traditional food 0.525 2.317

RTE1 Traditional cuisine 0.169 2.175

RTE2 Tradition and deep-rootedness 0.192 3.185

RTE3 Location 0.192 3.886

RTE4 Value for money 0.195 4.778

RTE5 Customer service 0.186 4.093

RTE6 Restaurant atmosphere 0.198 4.866

SATCARALSUPE1 Explanations provided by tour
guides and/or tour coordinators 0.219 3.636

SATCARALSUPE2 Comfort during the visit 0.232 4.121

SATCARALSUPE3 Staff service 0.223 3.655

SATCARALSUPE4 Restrooms at the archaeological site 0.219 4.466

SATCARALSUPE5 Safety during the visit 0.209 3.467

TOURISTEXP1 The overall impression is positive 0.257 2.853

TOURISTEXP2 The overall experience is positive 0.244 2.959

TOURISTEXP3 It has a good reputation 0.226 2.871

TOURISTEXP4 The trip was worth it overall 0.205 2.443

TOURISTEXP5 It is a good destination to visit 0.220 3.006
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3.4. Data Analysis

The data analysis was conducted in three sequential phases. First, a descriptive analy-
sis of the participants’ characteristics was performed using Microsoft Excel (2016 version;
Microsoft Corp., Redmond, WA, USA). Second, an inferential analysis was conducted.
Third, a structural analysis of the model was performed using Structural Equation Model-
ing (SEM) with the Partial Least Squares (PLS-SEM) technique, using SmartPLS software
(version 4).

The choice of PLS-SEM is based on several methodological considerations [97]. First,
the goal of this study is to advance theory through a prediction-oriented approach, rather
than to confirm existing theories. Specifically, our aim is to investigate how the perceived
authenticity of traditional food contributes to shaping heritage tourism experiences within
an emerging empirical context that remains relatively unexplored in the literature.

Second, the structural model we have employed is quite complex, as it involves multi-
ple latent constructs and simultaneous direct and indirect relationships. This complexity
makes variance-based estimation particularly well-suited for maximizing the explained
variance in the endogenous constructs. The T-statistic values were considered; this is the
measure used to determine the statistical significance of the estimated coefficients. Values
of the standardized path coefficient (β), which represents the strength and direction of
the hypothesized relationships between latent constructs. The coefficient of determination
(R2), which is the primary measure for assessing the predictive power of the structural
model. It represents the proportion of the variance in an endogenous construct (dependent
variable) that is explained by the exogenous constructs (independent variables). The F2

value measures the effect size and is an essential metric that complements R2.
Third, our sample size and the distribution characteristics of the data support the use

of PLS-SEM, as this method is robust under non-normal data conditions and performs
effectively with the moderate sample sizes typically found in tourism studies.

4. Results
4.1. Participant Characteristics

The sample consisted of 381 visitors to the archaeological site, with a slight female
majority (53%) and a predominance of the 18–25 age group (65.1%). Of the total, 81.1% had
a college education, 59.1% stayed overnight, mostly for one night (53%), and traveled with
family (47%) or as part of an organized group (21.5%); a smaller proportion of visitors came
from abroad (35.7%); see Table 3.

Table 3. Sociodemographic Characteristics.

Variable Participants = 381 Frequency %

Gender
Female 202 53.0

Male 179 47.0

Age

18 to 25 years 248 65.1

26 to 39 years 60 15.7

40 to 59 years 58 15.2

Over 60 15 3.9

Level of education

Elementary education 5 1.3

Secondary education 30 7.9

Technical studies 37 9.7

College education 309 81.1
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Table 3. Cont.

Variable Participants = 381 Frequency %

During your trip, will you or did
you use lodging?

No 156 40.9

Yes 225 59.1

If you are staying overnight, how
many nights?

1 night 202 53.0

2 nights 98 25.7

3 nights 60 15.7

4 or more nights 21 5.5

Who are you traveling with?

Friends 71 18.6

Family 179 47.0

Organized group 82 21.5

Couple 29 7.6

Single 20 5.2

Origin
Foreign 136 35.7

Domestic 245 64.3

4.2. Inferential Analysis

The composite reliability of the constructs exceeds 0.7, indicating that the variables are
adequate and significant within the model. The average variance extracted (AVE) exceeds
0.5 for all constructs, confirming their convergent and [98] validity.

Likewise, there is no evidence of multicollinearity, ensuring the validity of the esti-
mates. The AVE and CR compensation rule states that, although the ideal AVE is ≥0.50, a
lower AVE may be accepted if the composite reliability (CR) exceeds 0.60–0.70; in this case,
both meet the established criterion (see Table 4).

Table 4. Composite reliability and convergent validity.

Factor Cronbach’s
Alpha

Composite
Reliability (CR)

Average Variance
(AVE) Rho_A

GASTROCARAL 0.911 0.931 0.693 0.912

LGC 0.860 0.934 0.877 0.860

RTE 0.942 0.955 0.778 0.945

SATCARALSUPE 0.946 0.959 0.822 0.947

TOURISTEXP 0.917 0.937 0.750 0.921

Discriminant validity, which assesses whether a construct is distinct from the others,
was analyzed using the HTMT and Fornell–Larcker criteria. Table 5 presents the Fornell–
Larcker criterion, in which the diagonal reflects the square root of the AVE for each construct,
used to evaluate the discriminant validity of the model [99].

Table 5. Discriminant validity: Fornell–Larcker criterion.

FACTOR GASTROCARAL LGC RTE SATCARALSUPE TOURISTEXP

GASTROCARAL 0.832

LGC 0.650 0.936

RTE 0.635 0.850 0.882

SATCARALSUPE 0.563 0.760 0.786 0.907

TOURISTEXP 0.460 0.542 0.558 0.549 0.866
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4.3. Structural Analysis

After validating the measurement model using PLS-SEM, it was found that the per-
ception of authenticity of traditional food has a positive influence on consumer loyalty, and
that the relationships between the perception of authenticity of traditional food, service
quality at traditional restaurants, satisfaction with visiting the Caral–Supe archaeological
site, and the tourist experience at the destination all have significant effects; see Table 6.

Table 6. Structural analysis of hypothesis testing.

Hypothesis Structural
Relationship

Standardized
Path (β)

T-Statistics
(|O/STDEV|) p-Values Contrast

H1 GASTROCARAL
-> LGC 0.184 4.494 0.000 Accepted

H2 GASTROCARAL
-> RTE 0.635 16.23 0.000 Accepted

H3 RTE -> LGC 0.733 19.872 0.000 Accepted

H4 RTE
-> SATCARALSUPE 0.786 29.530 0.000 Accepted

H5 SATCARALSUPE
-> TOURISTEXP 0.549 14.555 0.000 Accepted

The structural analysis shows that the perceived authenticity of traditional food is
significantly associated with loyalty to traditional food (β = 0.184, t = 4.494, p < 0.000)
and with the service quality of traditional restaurants (β = 0.635, t = 16.123, p < 0.000).
Likewise, the quality of service in traditional restaurants significantly influences loyalty
to traditional food (β = 0.733, t = 19.872, p < 0.000) and satisfaction with the visit to the
Caral archaeological site- Supe (β = 0.786, t = 29.530, p < 0.000), and satisfaction is also
significantly associated with the tourist experience at the destination (β = 0.549, t = 14.555,
p < 0.000); see Figure 3.

Figure 3. Estimated model. (Source: Author’s own work).

The R2 values indicate moderate explanatory power for the endogenous constructs,
suggesting that the proposed antecedents account for a significant proportion of the vari-
ance in tourist satisfaction and destination loyalty [98]; see Table 7.

The analysis of indirect effects confirms the mediating role of satisfaction and the
tourist experience within the structural model. This finding adds theoretical depth to
the research by demonstrating that loyalty is not an automatic response to gastronomic
attributes, but rather the result of a cumulative experiential evaluation process. Thus, it is
confirmed that experience and satisfaction act as the psychological mechanisms necessary
to transform gastronomic value into long-term loyalty.
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Table 7. Analysis of explanatory power and specific indirect effects.

Variables R2 Structural Relationship Specific
Indirect Effects

LGC 0.743 GASTROCARAL -> RTE
-> SATCARALSUPE 0.499

RTE 0.403 RTE -> SATCARALSUPE
-> TOURISTEXP 0.431

SATCARALSUPE 0.617 GASTROCARAL -> RTE
-> SATCARALSUPE -> TOURISTEXP 0.274

TOURISTEXP 0.301 GASTROCARAL -> RTE -> LGC 0.466

The F2 values show that the perceived authenticity of traditional cuisine and the
quality of service in restaurants contribute significantly to visitor satisfaction, confirming
their importance in shaping the heritage dining experience; see Table 8.

Table 8. Assessment of the effect size of the model’s structural relationship.

Structural Relationship F2

GASTROCARAL -> LGC 0.078

GASTROCARAL -> RTE 0.676

RTE -> LGC 1.249

RTE -> SATCARALSUPE 1.611

SATCARALSUPE -> TOURISTEXP 0.431

Taken together, these indicators reinforce the robustness of the proposed structural
model, while revealing that the nature of tourism experiences is only partially explained by
additional contextual factors that have not been included in the current specification. We
expressly acknowledge that this represents an avenue for future research. The resulting
model is shown in Figure 3.

5. Discussion
All five hypotheses proposed in the study were confirmed. Hypothesis H1: The

perceived authenticity of traditional food positively influences loyalty to traditional food
(p < 0.000). This is consistent with the report by Sukalakamala et al. [26], which notes
that customers care more about the authenticity of the food than about the restaurant’s
overall atmosphere. Likewise, other studies highlight how traditional local cuisine shapes
perceptions of haute cuisine [42]. This perception is likely influenced by the image formed
at the archaeological heritage site and visitor satisfaction [36]. Although other studies
indicate that authentic food affects destination loyalty, the tourist experience, and the
destination’s image [100].

An analysis of the interaction of the “traditional food” construct reveals that visitors
to the site perceive Tacu Tacu (VIF = 2.016), fish ceviche (VIF = 2.331), and tamales and
humitas (VIF = 2.880) as authentic dishes to a greater extent than the others. It is also
found that this perception of authenticity positively influences the intention to return to
the establishment (VIF = 2.317). The contribution of this research suggests that traditional
restaurants should enhance the value of dishes with a lower-, based on a long-term mar-
keting strategy that allows for their positioning. These findings serve to remind food
service managers of the perceived authenticity of traditional food from a real and phe-
nomenological perspective [18,19], which has implications for the tourist experience at the
destination [36,37].
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H2: The perceived authenticity of traditional food positively influences service quality
at traditional restaurants (p < 0.000); these results are consistent with previous research,
which identifies food and drink as the determining factor in the perception of authenticity
of ethnic restaurants, followed by marketing strategies targeting the local community [101].
Although menu presentation and music can significantly influence negative emotions in
ethnic restaurants [102]. It is important to consider that food flavor and service reliability
appear to be key attributes for restaurant success [103].

However, visitors’ perception of the authenticity of traditional food at the Caral–Supe
archaeological site, as outlined in the proposed theoretical model, may be influenced by
their prior knowledge or social and cultural values regarding the region’s ancestral foods,
cooking styles, and agricultural production sites, since the site’s visitor itinerary is designed
to facilitate a contextual understanding of each unit of the archaeological site. During
the tour, the role of the middle Supe Valley as a fundamentally agricultural ecosystem is
emphasized. Finally, replicas of the findings are presented alongside comparative visual
material, which allows visitors to identify the close relationship between ancient dietary
patterns and contemporary food practices. This finding is consistent with the report by
Jang et al. [23], which states that customer experiences with a specific culture are decisive
in generating positive emotions, which reinforce the perception of authenticity in both
gastronomic attributes and the physical environment [23].

Hypothesis H3 was also confirmed: The quality of service at traditional restaurants has
a positive influence on loyalty to traditional cuisine (p < 0.000), which means that visitors
to the Caral–Supe archaeological site value the quality of traditional food (VIF = 2.175) in
traditional restaurants more highly than other factors, such as tradition and local roots
(VIF = 3.185), location (VIF = 3.886), value for money (VIF = 4.778), service (VIF = 4.093),
and restaurant atmosphere (VIF = 4.866), which has an impact on loyalty (VIF = 2.317)
and represents the key current contribution of our research from an authenticity perspec-
tive [18,19], as this finding reinforces the limited evidence in the existing literature that
an authentic culinary experience is a determining factor in fostering customer loyalty
and repeat business [101]. Although previous studies have shown that there is a higher
probability of returning to restaurants when they prioritize food quality, reasonable prices,
and attentive service [104]. Other authors suggest that to have satisfied customers who
intend to return after their meal, restaurants should consider three attributes (food, service
reliability, and environmental cleanliness) [103]; however, these findings do not account for
the perception of authenticity of traditional food.

Another key finding is the location of traditional restaurants (VIF = 3.886); although
these are located far from the archaeological site they visited, traditional food has a stronger
value (VIF = 2.175).

We also highlight that a poor dining experience can negatively affect loyalty to the
food and recommendations for the restaurant [102]. We verified that visitors’ positive
experiences at the restaurants in Barranca are closely related to the explanations provided
by guides and/or tour leaders, the comfort of the visit, staff service, safety during the
visit, and the restrooms at the Caral–Supe archaeological site, all of which led to a sat-
isfying experience following the visit. Proving Hypothesis H4: The service quality of
traditional restaurants influence satisfaction with the visit to the Caral Supe archaeological
site (p < 0.000). The conceptual relationship of this construct is a significant contribution of
this research to the scientific literature, as there are few studies on the subject. Our findings
are consistent with previous reports indicating a significant association between restaurant
characteristics, customer satisfaction, and restaurant loyalty [105]; food has positive effects
on the overall experience in traditional restaurants, and the museum visit has a positive
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effect on loyalty and recommendation [106]; however, neither study provides insights from
the perspective of visitors to the archaeological site.

The quality of service at traditional restaurants and satisfaction with the visit to the
archaeological site may be influenced by the role of guides, who shape visitors’ perceptions
of the archaeological site and foster appreciation for sustainable tourism assets and practices,
enhancing the visitor experience through effective interpretation [96], and who connect
visitors with the destination’s dining and lodging services.

The findings of this study show that visitors’ perceptions of the Caral–Supe archae-
ological site are linked to the destination’s good reputation, positive image, and overall
experience in Barranca. They believe the trip was worthwhile and that Barranca is a
good destination to visit. Therefore, this study confirmed H5: Satisfaction with the visit
to the Caral–Supe archaeological site influences the tourist experience at the destination
(p < 0.000), which is consistent with research indicating a strong relationship between
tourist experience and loyalty to visiting the archaeological site [30] and demonstrating that
overall satisfaction with the heritage site has a strong and positive relationship with desti-
nation loyalty [29]. Furthermore, the role of guides in interpreting an archaeological site
directly influences the site’s value and the visitor’s experience [107]. The literature indicates
that factors influencing the quality of service provided by tour guides and their impact
on tourist satisfaction are associated with the guides’ characteristics, including: behavior,
personal integrity, employment, and safety [108]. Our findings show that explanations
provided by guides/tour leaders have a slightly stronger value (VIF = 3.636) compared to
restroom facilities (VIF = 4.466). Site managers are advised to consider these aspects.

We confirm that stimuli at the archaeological site impact visitors’ emotional state
and behavior, providing evidence on the factors that favor the intention to revisit the
site, in accordance with the report by Tan et al. [95]. Furthermore, the travel experience
encompasses the sensations that visitors accumulate at the destination, influenced by factors
such as transportation, cuisine, accommodation, and safety. Managers must consider
these aspects to foster destination loyalty and recommendations [44,95]. It is important
to consider that culture is a way of life shared and learned by a group; it is not innate
but collective. It manifests itself in everyday activities, and although people naturally
possess basic emotions, culture influences how they are expressed and managed [43].
Consistent with other findings, which identify four motivations in archaeological tourism:
environment, relationships, values and culture, and development. The dimension of
values and culture is the main predictor of the intention to return and recommend the
experience [6]. Therefore, it is important to maintain the connection between the Caral–Supe
archaeological site and the Barranca destination.

The theoretical implications of this research encompass conceptual boundaries of in-
tangible cultural heritage [15], from a real and phenomenological approach [18,19] used in
gastronomy and tourism studies; it also offers important contributions to archaeotourism [5]
and the theory of the experience economy to explain how cultural and gastronomic elements
influence the perception of the heritage destination, visitor satisfaction, and subsequent
behavior regarding repeat visits [35]. It is important to note that visitor satisfaction stems
from effective organizational design, a service-oriented culture, staff training, and employ-
ees’ responsiveness to customer needs. Furthermore, these theoretical contributions benefit
academia, providing researchers in training with the tools to develop methodologies and
programs that address these constructs, thereby enhancing the positioning of all traditional
dishes in the region and offering unique tourist experiences. It is important for restaurant
managers in this region to recognize the theoretical contributions of this research because
organizations do not merely offer products or services; rather, they design experiences
capable of engaging the consumer on emotional, sensory, cognitive, and social levels,

https://doi.org/10.3390/heritage9050191

https://doi.org/10.3390/heritage9050191


Heritage 2026, 9, 191 18 of 24

thereby increasing their satisfaction and their connection to the product or heritage tourism
destination [37].

The practical implications of this research, first and foremost, allow the public and
private sectors to position gastronomy and archaeotourism and join forces to create au-
thentic experiences for visitors to heritage tourism destinations. This implies a need to
highlight aspects of service quality in traditional restaurants such as tradition and local
roots, location, value for money, staff service, and restaurant ambiance. Although archae-
ological sites possess growing commercial value, they have frequently been sidelined by
traditional conservation policies. This phenomenon coexists with heritage management
that often lacks a visitor-centered perspective, neglecting the visitor-oriented approach
that, over the last decade, has established itself as a critical determinant for the effective
and sustainable management of such resources [109]. The Municipality, the Chamber of
Commerce and Tourism, and the various organizations in this heritage destination play
an important role in uniting the sector to strengthen its positioning. Second, tourism busi-
nesses must integrate an engaging experience into the value proposition of their products,
as consumers do not merely purchase a good or service but also the experience it offers,
which contributes to the brand’s success [110]. It is imperative that restaurant managers
consider the customer profile, assessing their eating habits and culinary knowledge when
projecting the restaurant’s value and presenting each traditional dish. It is important to
preserve the use of local ingredients, recipes, and preparation techniques, which make each
traditional dish unique to this destination. Additionally, all staff should have a thorough
understanding of the ancestral ingredients found at archaeological sites, including those on
display in the region’s museums, to connect the value of the traditional restaurant.

Third, the implications of this study suggest that improving comfort during visits to
the Caral–Supe archaeological site (VIF = 4.121) could be achieved by implementing on-site
internet and social media access, incorporating multilingual translation systems for foreign
visitors, and improving vehicle access, especially during the rainy season. These actions
would optimize the tourist experience and facilitate a greater influx of visitors.

Fourth, it is important to recognize that restaurants often serve as expressions of a
tourist destination’s personality [25], and these findings have significant implications for
the management of traditional restaurants in the culinary offerings provided to visitors at
the destination’s archaeological site.

One of the study’s limitations is the data collection period, which was cross-sectional
and spanned three months; therefore, visitors during other times of the year may not share
the same perspectives. The questionnaires were self-reported, and there may be some
bias, as they are subjective tools. The study’s convenience sampling was appropriate for
quantitative studies but does not guarantee that all elements of the study population have
the same probability of being selected, which increases bias and reduces the sample’s repre-
sentativeness. This is due to logistical issues regarding data collection and the increased
river flow, which prevented permanent access to the Caral–Supe archaeological site.

Although the causal model reveals significant relationships, the sample is predomi-
nantly composed of individuals aged 18 to 25, with a notable predominance of females.
Far from invalidating the findings, this demographic characteristic offers valuable insight
into the behavior of Generation Z consumers. According to the recent literature, gender
moderates the effects of perceived ease of use and service quality on intention to continue;
for women, service quality is their top priority [111], placing greater weight on existential
authenticity and service quality. Furthermore, millennials prefer verbal information on
restaurant menus over visual information [112]. However, it is acknowledged that the lack
of a more balanced sample in terms of gender and age limits the generalization of the results
to older segments (such as Baby Boomers), who might prioritize objective authenticity
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and the historical value of cuisine differently. For future research, it is recommended to
replicate this model using a probabilistic sampling method that allows for a multi-group
analysis. This would make it possible to test whether the proposed causal structure varies
significantly depending on the tourist’s gender or generational cohort.

Likewise, the R2 value of 0.301 observed in the construction of the tourist experience
indicates that the model does not fully capture the complexity of experiential processes,
which may also depend on emotional, cultural, or contextual variables not included in this
study; this is one of the study’s limitations, and further exploration of these aspects is sug-
gested. We report that this research did not develop the dimensions (education, aesthetics,
escapism, entertainment) in depth, but we did delve into the theoretical and conceptual
framework to strengthen the dimension of the tourist experience at the destination; we
recommend that future studies address these dimensions.

This research analyzed the construct of traditional food from the perspective of food
authenticity—realistic, phenomenological, and intangible cultural heritage [2,18,19,37].
In the future, it is recommended to investigate in greater depth the dimensions (unique,
original, local, and traditional) of food authenticity [59]. Longitudinal studies are recom-
mended that allow for mapping variables according to visitors’ perspectives throughout
all months of the year. It would be plausible to focus studies on restaurants to analyze
sensory marketing models. This is especially relevant in the agri-food sector, where sensory
experiences significantly influence purchasing decisions. In this context, organoleptic
characteristics such as taste, aroma, texture, and appearance are determining factors for
consumers, particularly when promoting the consumption of healthy and locally sourced
products. Therefore, studies are recommended to further explore the consumption of
products such as: Psidium guajava (guava), Cucurbita sp. (squash), Canna indica (achira),
Ipomoea batatas (sweet potato), Solanum tuberosum (potato), Oxalis tuberosa (oca), Phaseo-
lus vulgaris (common bean), Phaseolus lunatus (lima bean), Capsicum sp. (chili pepper),
Inga feuillei (pacay), Pouteria lucuma (lucuma), Persea americana (avocado), Annona muri-
cata (soursop), and Zea mays (corn). Research related to advertising and the design of
food and beverage menus could also be considered, as these elements influence consumer
perception and purchasing decisions. Analyzing these aspects would provide a better
understanding of how presentation and communication strategies contribute to improving
the customer experience.

It is important to improve the promotional strategy and the overall image of the
destination according to the visitor profile; the strategy for young people is not the same
as that for older adults. It is also suggested to investigate the organizational behavior of
tourism businesses and the effect of training for site guides and/or tour leaders (VIF = 3.636);
this is key to offering guided tours in languages other than Spanish. Studying these aspects
in the future will help improve the tourist experience at the Caral–Supe archaeological site.

6. Conclusions
The study analyzes the relationship between the perceived authenticity of traditional

cuisine, loyalty to traditional food, the quality of service at traditional restaurants, satisfac-
tion with the visit to the Caral–Supe archaeological site, and the experience at the heritage
tourism destination. The findings confirmed significant relationships between the model’s
constructs (p < 0.01). It is suggested that the perception of authenticity of traditional food is
a key factor in customer loyalty (R2 = 0.743) and a driver of satisfaction with the visit to
the archaeological site (R2 = 0.617). However, in the construction of the tourist experience
(R2 = 0.301), the model does not fully capture the complexity of experiential processes at
this particular heritage destination; these may depend on emotional, cultural, or contex-
tual variables not included in this study. It is recommended that the public and private
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sectors design strategies aimed at generating authentic cultural experiences for visitors,
strengthening factors such as the destination’s reputation, the positive image of the place,
satisfaction with the trip at the destination, and the positive experience.

It is also suggested that greater attention be paid to aspects of service quality in
traditional restaurants; tradition and local roots, location, value for money, staff service,
and atmosphere in traditional restaurants. Factors associated with satisfaction with the
visit to the archaeological site are highlighted: explanations provided by guides and/or
tour leaders, safety, and staff service to a greater extent than the comfort of the visit and the
site’s restrooms.
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