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Abstract 
Innovation in Malay traditional food is somehow inevitable for the society in this modern era 
with their hectic lifestyle and limited time to prepare food from scratch. However, the 
implementation of innovation in traditional food is highly challenging as traditional and 
innovation are two elements that are considered contradict as the innovation may possibly 
ruin the authenticity and traditional characteristics of the foods. Therefore, this study 
investigated the perceived authenticity quality of innovated traditional Malay food products 
among Malaysian consumers will lead to better understanding. This study employed 
quantitative research design. The information needed for this study was obtained through 
self-administered questionnaire with 215 Malaysian consumers who have consume 
innovated Malaysian traditional food products with the age range from 18 till 60 years old. 
This study confirmed that majority of the consumers were positive towards innovations in 
traditional Malay food products particularly pertaining to sensory quality properties and 
ingredients content and revealed that perceived authenticity quality had a relatively strong 
influence on consumer acceptance. Therefore, it is crucial for the food manufacturer to not 
only strategically develop their innovation plan of action to better organize the scope of 
innovation categorization, but also be able to understand the importance of preserving the 
authenticity of the traditional foods character simultaneously. 
Keywords: Food Innovation, Malay Traditional Foods, Consumer Acceptance, Food 
Authenticity 
 
Introduction 
Malaysian traditional foods have been formed and created through varying evolution and have 
faced no exception from innovation and modern technology advancement to cope with the 
latest society. The distinctive food cultures and cooking practices are deep-rooted in the 
acculturation of tradition, heritage and cooking practices of Malays, Chinese and Indians as the 
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three major ethnic groups in Malaysia. Despite the assortment of traditional dishes available, 
innovation in Malay traditional food is somehow inevitable for the society in this modern era 
with their hectic lifestyle and limited time to prepare food from scratch. Conventionally, 
preparing traditional Malay foods from scratch commonly requires a lot of time, work and 
typically relatively high cost due to the variety of ingredients, which people nowadays try to 
avoid. Innovation is closely woven into the fabric of tradition and sooner or later, if not all, 
most of the Malay traditional foods will go through the stage of innovation.  

 
Within the Malaysian food industry, there is an abundance of high-quality Malaysian food 
products produced by Malaysian food producers, especially traditional Malay foods, that can 
meet the international quality and packaging standards. These include instant paste and 
premix, canned products such as chicken rendang, curry, asam pedas, frozen products such as 
lemang, roti canai, otak-otak, variety of kuih, ready-to-eat food such as sambal, nasi lemak, 
ready to cook foods such as nasi impit, ketupat palas and many more. However, it is believed 
that many food entrepreneurs are too focused in the areas of production and very obsessive 
about producing food products with their own brand. Eventually, there are too many products 
that are very similar to each other even though the market is small, which will contribute to 
oversupply and lead to product failure and company bankruptcy. The government is also too 
focused on aiding entrepreneurs who have the capacity to produce their own products without 
looking at its market prospects. Innovation in the food industry confronts greater challenges 
compared to some other sectors and requires a high level of risk. Colurcio and Russo-Spena 
(2013) mentioned that within less than a year, nearly 40% to 50% of innovative food product 
introductions fail and lots of new product launches are out of the market's shelves (Henard & 
Dacin, 2010). Gellynck and Molnár (2009); Jordana (2000) stated that the implementation of 
innovation in traditional food is highly challenging as traditional and innovation are two 
elements that are considered rivalry. Ludmila et al (2014) said that even if the consumer 
accepts the products, innovation may possibly ruin the authenticity and traditional 
characteristics of the foods. Therefore, the level of acceptance of traditional food products 
relies on the product itself and the innovation category that has been implemented. 

 
Many studies have been performed to examine the underlying dimensions on the concept 

of food innovations, especially associated with innovation in technology-based in various fields 
pertaining to consumer acceptance, with results have shown that some consumers simply 
accept and reject the latest technology-based innovation (Lubberts, 2018; Dahan et al., 2015). 
In the case of the Malaysian context, no comprehensive studies have concentrated directly on 
consumer acceptance on the innovation of Malay traditional food products. Basically, many 
previous studies related to innovation highlighted more on the manufacturing sector, 
information and communications technology (ICT) and food products in general. As a result, no 
definite description is currently available on how consumers would accept innovated traditional 
Malay foods from the perspective of perceived authenticity quality. To lessen the gap of 
available literature, further study on the perceived authenticity quality of innovated traditional 
Malay food products among Malaysian consumers will lead to a better understanding. 
Therefore, investigating acceptance among consumers to accept or reject innovated traditional 
Malaysian food products would become strategic to safeguard the Malay traditional food and 
the Malaysian food sector simultaneously. 
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Literature Review 
Innovation in Traditional Food 

Innovation in traditional food is the assimilation of new concept on traditional food 
products by enhancing the product’s perceptual characteristic including the improving of 
traditional quality, cutting up the content of fat, distinct packaging, withdrawing the 
unnecessary flavour, upgrading the product presentation to be more authentic and selling the 
product through vending machines to create a new facet of traditional food product (Stanton, 
2016; Winger & Gavin, 2006). Youn and Kim (2017) added some of the possible reasons for 
innovation in traditional foods: the requirement and demand for safety and preservation, 
improvement in keeping quality, practical and convenient packaging, and the production 
processes of industrialization. Amilien and Hegnes (2013) mentioned that the preservation, 
processing, and improvement of food safety and hygiene had facilitated the traditional 
techniques through the implementation of advanced technologies. The study by Sharif et al. 
(2017) also revealed that consumer decisions to purchase food products are constructed 
through varying trait measures that could be categorized into intrinsic attributes such as taste, 
appearance, odour, colour, and extrinsic characteristic including product’s image, brand, origin, 
and labeling of food product. In order to retain market acceptance, the essential rule for 
innovative traditional food product is the authentic characteristic of the food, especially the 
ingredients and sensory attributes that are not altered without attentive deliberation (Almli et 
al., 2011).  
 
Perceived Authenticity of Innovated Traditional Food Products 

Food authenticity is described as the genuine and originality of food in several aspects 
(Borghini, 2013; Özdemir & Seyitoğlu, 2017). It is also a significant component in representing 
a community's culture, family identity, and tradition (Hamzah et al., 2013). Guiné et al. (2016) 
added that additional core component of food authenticity exists within the individual. These 
‘personal’ features encompass the cultural knowledge and awareness of the consumers on 
what is considered as food authenticity. Even though many efforts are taken to maintain the 
authenticity of traditional foods, consumers’ demands become the challenge and force the 
industry to merge the traditional foods with a more advanced and modern touch. Still, they try 
to sustain the traditional character of the foods despite the shifting of the food consumption 
due to the revolution and modernization so that the food just tastes ‘right’. In relation to 
traditional food segment, Kallas et al (2018) stated that the best accepted innovation in 
traditional food is the one that provided benefits, but neither affected the traditional image nor 
the characteristic sensory properties of the product. Multiple studies have recognised the 
foods' sensory qualities as the utmost important aspect in food choice (Cayot, 2007; Ludmila et 
al., 2014). As cited by Wong and Said (2017), consumer evaluation of food products is mostly 
influenced by sensory characteristics. The physicochemical components are made of taste, 
texture, colour, formulation alteration, and freshness. Consumers have the capacity to choose 
whether they like or reject the food products once they have consumed and experienced their 
sensory features. This is supported by Maina (2018) in which the sensory properties of food, 
such as taste, scent, texture, and appearance, have strong consequences on consumers’ 
preference. This is further reinforced by Sharif et al (2017); Konuk (2019) in which the food 
sensory properties, including taste, aroma, texture and appearance, are vital before, during and 
after the consumption. These components draw consumers towards the food origin, 
preferences, choices, and satisfaction with the food they eat. In addition, Almli et al (2011) 
explained that to retain market acceptance, the essential rule for an innovative traditional food 
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product is the authentic characteristic of the food, which is that the sensory attributes are not 
altered without attentive deliberation. 
 

Furthermore, authentic ingredients also impact the expectations of authenticity of most 
individuals on the different characteristics that distinguish conventional or ethnic cuisine 
(Amilien & Hegnes, 2013; Asshidin et al., 2016). In specific, food ingredients that are unique or 
locally sourced are crucial to traditional food authenticity (Ismah et al., 2014; Latif, 2018). 
Fajans (2006) also mentioned that food ingredients contribute significantly to traditional food 
as it encompasses nutritive value that is essential in consumers' day-to-day food intake. He 
also said that the usage of such ingredients that are common to locals will substantially affect 
the evaluation of food authenticity by consumers. It is constant with the belief that these 
distinctive and/or familiar characters foster authenticity impressions and raise preferences for 
authentic food experiences. Hamzah et al. (2013) specified that only consumers who are 
familiar and accustomed with the food and culture of the ethnic origin are able to assess its 
authenticity and tend to reject unfamiliar food products.  

 
Consumer Acceptance of Innovated Traditional Food  

From consumers’ viewpoint, perceived quality is considered intricate in food products 
perspective and is frequently influenced by various aspects of constructs in which evaluation 
requires the construction of adequately appropriate evaluation (Asshidin et al., 2016; Khan, 
2019; Zhang et al., 2019). Therefore, it is important to adapt the evaluation according to 
individual product attributes as the effect of the differentiation will vary from expectation. The 
acceptance level is highly determined by the type of innovation applied to traditional food 
products from food innovation perspectives. Traditional food firms should be more alert 
particularly to the sensory modification of traditional food products, as any changes of sensory 
properties despite their potential benefits may reduce the value and acceptance of innovated 
traditional food (Kallas et al., 2018). Barrena et al. (2015) studied the consumers' decision 
structures of different ages pertinent to innovative traditional food products to identify 
potential dissimilarity, which proves that young consumers have high acceptance and 
consumption on innovative traditional food consistent with many previous results. 
Furthermore, Baregheh et al. (2014) postulated that young consumers tend to perceive more 
value from attributes of innovated food and the features are believed to provide greater 
influence on their personality. Vanhonacker et al. (2010) tested the innovation of traditional 
food character among consumers. This study, in general, proved that most of them were 
positive towards innovation in traditional food products. However, the acceptance depended 
on the innovation type connected to strengthening the traditional features; for example, the 
label that guarantees the ingredient source or gains advantage that either compensates the 
significant traditional features or reduces undesirable characteristics related to the traditional 
characters like fat content reduction. Yet, the study also revealed that most consumers were 
more skeptical about technologies relating to new distribution channels to sell traditional food 
products such as the use of vending machine. 

 
Methodology 

This study employed quantitative research design. The information needed for this study 
was obtained through a self-administered questionnaire from Malaysian consumers aged 18 
to 60 years old who have consumed innovated Malaysian traditional food products to provide 
relevant information on the particular subject. Majority of the items were adjusted from the 
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past studies on parallel topic to accomplish the study's goal (Almli et al., 2011; Barcellos et al., 
2009; Guerrero et al., 2008). The initial section dealt with the demographic information of the 
samples, including age, gender, education, and marital status. Section B was formed to test 
five items' perceived authentic quality (taste, smell, texture, appearance, ingredients). Finally, 
the five items in section C assessed the consumers acceptance. The five-point Likert scale was 
used with 1 denoting “strongly disagree,” and 5 signifying “strongly agree” to gather the 
response from the respondents. Entire information collected was entered into Statistical 
Package for Social Science (SPSS) version 23 to decipher the information. During the process 
of information screening, only 215 were useful responses. In this manner, descriptive 
statistical examination was applied to figure out the frequencies, rate, mean score, and 
standard deviation to report the variables' data. The standard multiple regression was utilized 
in deciding how the impact of nutritive value attributes described much variance in food 
preparation and consumption among chefs.  A pilot survey with 32 respondents was 
performed to assess the reliability and the final items were slightly modified based on their 
input 

 
Result and Analysis 
This section of analysis looked into the Perceived Authentic Quality of Innovated Traditional 
Malay Foods. The mean score is depicted in Table 4.1 below. 
 
Table 1:  
Perceived Authentic Quality of Innovated Traditional Malay Foods 
 Perceived Authenticity Mean Standard 

Deviation 
N 

1. The taste and flavor of 
innovated traditional Malay 
food products is similar to the 
authentic traditional Malay 
foods  

3.8 .43 215 

2. The appearance and shape of 
innovative traditional Malay 
foods are similar to the 
authentic traditional Malay 
foods 

4.4 .54 215 

3. The texture of the products is 
similar to authentic traditional 
Malay foods. 

3.5 .45 215 

4. Ingredients used in the 
products are authentic and 
similar to the Traditional Malay 
foods 

3.7 .49 215 

5.  When I eat food products, it 
reminds me of the nostalgic 
feelings with my family. 

3.15 .41 215 

 
Results in Table 1 show that majority of the consumers slightly agreed that the taste and 
flavour (M = 3.8), appearance (M= 4.4) and texture (M=3.5) of innovated traditional Malay 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 1 , No. 16, 2021, E-ISSN: 2222-6990 © 2021 
 

194 
 

food products were similar to the authentic traditional Malay foods. They also somewhat 
agreed that the ingredients used in the products were authentic and similar to the traditional 
Malay foods (M = 3.7). In addition, when they ate the food products, it somehow reminded 
them the nostalgic feelings with their family (3.15). 
 

Consumer Acceptance on Innovated Traditional Malay Foods 
This section discusses the general consumer acceptance of innovated traditional Malay 

foods. The respondents were required to answer each item relating to their overall acceptance 
of innovated traditional Malay foods products using a five-point Likert scale. The mean score 
and standard deviation were tabulated in the table below. 

 
Table 2:  
Mean Score of the Consumer Acceptance on Innovated Traditional Malay Foods 
 Perceived Authenticity Mean Standard 

Deviation 
N 

1. I like and enjoy the taste and 
texture of the products  

3.45 .43 215 

2. The appearance of the 
innovative traditional food 
products looks appetizing 

4.62 .55 215 

3.  I will purchase the product 
again in the future 

4.10 .52 215 

4.. I will recommend the 
products to others 

3.30 .47 215 

5. I am satisfied with the overall 
quality of the product  

4.05 .56 215 

 
Table 2 shows that majority of the respondents slightly liked and enjoyed the taste and 

texture of the products (Mean =3.45). But they strongly agreed that the appearance of the 
innovated traditional food products looked appetizing (Mean =4.62). The mean score of (M= 
4.1) showed that the respondents would purchase the product again in the future and possibly 
will recommend the products to others (M= 3.3). Overall, they were satisfied with the quality 
of the products (M=4.05). 

 
Relationship between Perceived quality and Consumer Acceptance on Innovated Traditional 
Malay Foods 

Standard multiple regression further analysed the relationship between perceived 
authentic quality and consumer acceptance on innovated traditional Malay foods. The beta 
value under standardized coefficient was assessed by linking the contribution of the 
independent variables to the dependent variable. The result signified that Perceived Authentic 
quality was able to clarify 72 percent (p<.001) of the variance in consumer acceptance of 
innovated traditional Malay foods. By looking at the beta value, perceived authentic quality 
(β=76, p= 0.00) had a relatively strong influence on consumer acceptance of innovated 
traditional Malay foods. 
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Table 3:  
Multiple Regression Result 

Multiple Regression result on Dependent Variable (DV)  
Consumer Acceptance on Innovated Traditional Malay Foods 

Independent variable  Beta Coefficients and Significance Levels 

Step 1: Model variable 
Perceived Authenticity quality 
R2 
Adj.R2 
R2 change 
F-change 

 
.76*** 
.715 
.713 
.105 
141.81 

 
Conclusion 

As revealed in the above sections, the result showed to what extent perceived authentic 
quality impacted innovation acceptance (or rejection) of traditional Malay foods. Overall, this 
study confirmed that the majority of the consumers were positive towards innovations in 
traditional Malay food products, particularly sensory quality properties and ingredients 
content. Results also showed that perceived authentic quality had a relatively strong influence 
on consumer acceptance of innovated traditional Malay foods. Relying on the quality 
characteristics of the innovation, it is important to improve and retain the traditional character 
of authentic Malay foods as much as possible in the innovation in terms of sensory properties 
of the products specifically the taste, flavor and texture. On food manufacturers standpoint, 
they must maximize the sensory qualities of their products as perceived by their customers. 
This significantly enhances the perceived value of the product across distinct consumers. 
Besides that, consumers’ acceptance is critical for food producer and marketer as they have 
spent substantial budgets on research and development of new food products development 
and marketing. It is also crucial for the food manufacturer to strategically develop their 
innovation plan of action to organize the scope of innovation categorization better and 
understand the importance of preserving the authenticity of the character of the traditional 
food simultaneously. 
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