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ABSTRACT

Coffee farming contributes to direct incomes to farmers while accelerating
infrastructure growth in many developing counties. However, being a key agricultural
commodity, coffee is affected by high supply variations causing fluctuations in price.
In response to this situation, coffee farm managers are exploring other income
generating activities in coffee growing areas such as venturing in gastronomic
tourism. The purpose of this study was to evaluate guests’ activities, product design
decisions and gastronomic experiences in selected coffee growing farms of central
Kenya. The study sought to assess the influence of coffee visitor activities on
gastronomic experiences; to establish the influence of product design decision
(branding) on gastronomic guest experiences, to determine the influence of product
design decision (packaging) on gastronomic guest experiences ; to determine the
influence of product design decision (pricing) on gastronomic guest experiences, and
to evaluate the mediating influence of guest profiles on gastronomic guest
experiences in selected coffee growing farms of Central Kenya. The study employed
descriptive survey design targeting a population comprising of tourists visiting coffee
factories and estates and managers in of these places. The target population was 384
tourists and 124 managers. Stratified sampling, purposive sampling, simple random
sampling and convenient sampling were used to come up with the selected samples of
the coffee estates and factories, and of respondents. Data was collected using semi-
structured questionnaires using a Likert scale type structure. Data was coded and
analyzed using SPSS where general information of the respondents was done using
descriptives while inferential statistics involved factor analysis and Categorical
Regression. A significant positive relationship was established between guest
activities and gastronomic experiences in selected coffee growing farms of Central
Kenya. This was a clear indication that the coffee tourism activities carried out in the
area of study had a bearing on the experiences that coffee tourists derived from their
gastronomic tours. Hence, objective one was achieved and the respective null
hypothesis (H01) was rejected. Categorical regression was used to assess the influence
of guest activities on gastronomic experiences in coffee growing areas of Central
Kenya. Three main activities were considered as independent variables; Coffee
tourism activities, coffee factory visits, coffee farm visits and coffee tasting while the
dependent variable included; gastronomic experiences. The model fit scores were
highly significant (R2= 966, F= 275. 377, p= 0.000). This means that the model
explained more than 96.8% of the variance that was sought in the relationship. All the
coefficient scores of the independent variables were also highly significant (p =
0.000). In objective two, it was established that product design decision elements and
gastronomic experience had a significant positive relationship and H02 was rejected.
Categorical regression was used to decipher the relationship between three product
design decisions (branding, packaging and cost), and gastronomic experiences in
coffee growing areas of central Kenya region. The model fit was robust with values of
(R2= 911, F= 171.484, p= 0.000). Out of three product initiatives branding (B=0.835,
df=3, F= 118.955, P= 0.000) and packaging (B=0.205, df=2, F= 3.694, p = 0.000)
emerged significant. Categorical regression was further used to determine the major
coefficients in the independent list (factor that explained the product design decisions).
The model fit was robust (R2 change= 0.970, F= 723. 669, p= 0.00) showing that it
could represent more than 97% of the relationship sought by the researcher. All the
coefficient variables were significant. The pricing factor was not significant (B=0.027,



vii

df=1, 0.272, p = 0.603). To assess the mediating effect of guest profiles on
gastronomic experience half of the eight socio-demographic factors had a significant
mediating influence on gastronomic experiences of guests while the other four ha no
significant effect. The study concludes that elements of guest activities and product
design decisions are key in enhancing coffee tourism gastronomic experience in the
area of study. It is hence recommended that they be enhanced.
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