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Abstract 
Since governments recognised the importance of intensifying economies in rural and urban 
areas, food innovation has taken centre stage in most countries. When compared to other 
countries, some have achieved significantly greater outstanding success in cultivating an 
innovative culture in the food sector. However, introducing innovative food products on the 
market may turn out to be challenging work for marketers. Consumers are often reluctant to 
accept innovations, especially when they are related to advanced technology. This 
consequence is more obvious when it comes to traditional food which is fundamentally 
influenced by lifestyles, socio-demographics, and cultural aspects. The traditional food 
segment experiences the extra challenge due to the possible contradiction between the idea 
of traditional food and the idea of innovation which increases the challenge of introducing 
satisfactory innovations within this food segment to the market. This study reviewed several 
frameworks and past literature to understand the influence of consumers’ innovativeness, 
uncertainty avoidance, attitude as a personal factor, perceived quality, and perceived 
authenticity as product attributes factors on consumers' consumption satisfaction acts as a 
mediating variable, and continuance acceptance as the dependent variable. Therefore, this 
study proposed a new conceptual framework on consumer continuance acceptance that 
models the acceptance development process with a stronger emphasis on the consumption 
satisfaction of innovative Malaysian traditional food products. 
Keywords: Traditional Food Innovation, Consumption Satisfaction, Continuous Acceptance, 
Consumer Innovativeness, Uncertainty Avoidance, Attitude, Perceived Quality, Perceived 
Authenticity. 
 
Introduction  

Process and product growth are critical to the food sector, as they are to any other 
industry, and are regarded as the lifeblood of sound business strategy (Guiné et al., 2020). 
According to Stanton (2016), innovation is viewed as a critical driver of economic growth, and 
developing new food products has become a critical manoeuvre for many international food 
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organisations. The primary purpose of innovation for most food films is to intensify their 
production capability, expand product variety, and form a reputation as an innovative 
organization that eventually positively impacts their image (Albertsen et al., 2020) Thus, the 
food sector is required to continuously innovate food products to deal with competition and 
fulfil consumer demands.  

Since governments recognised the importance of intensifying economies in rural and 
urban areas, food innovation has taken centre stage in most countries. Nonetheless, when 
compared to other countries, some have achieved significantly greater outstanding success 
in cultivating an innovative culture in the food sector. Within the Malaysian setting, the food 
and beverage (F&B) sector is growing significantly and is one of the major sources of revenue 
for the national account. According to the Ministry of International Trade and Industry (2016), 
the investment target in food manufacturing industries has been established at RM 24.6 
billion in the Industrial Malaysian Plan 2006-2020 (IMP3) period. Nevertheless, the external 
challenge SMEs face in the food and beverages sector in terms of changes in demand, 
technological developments, competition, and rising production costs increases the 
requirement for SMEs to innovate to survive in the industry (Bhuiyan et al., 2016). 
Sajdakowska et al (2018) proposed that SMEs’ inclination to improve processes efficacy by 
executing process innovation, to distinguish products by employing product innovation, and 
to capture new markets by performing marketing innovation. 

According to Statista.com (2022), revenue in the Malaysian convenience food segment 
amounts to US$2.79 billion in 2022. The market is expected to grow annually by 6.83% (2022-
2027). Among the innovations that apply are necessities such as prolonging shelf life, 
enhanced food safety, and minimizing wastage, until the need for special features of 
improving refined foods, including nutritional value, convenience, and palatability. Ready-to-
eat foods, pre-cooked foods, frozen foods, ready-to-cook, packaged mixes, instant paste or 
powdered foods, canned products, ethnic or traditional cuisine, and retort pouch products 
are examples of Malaysian-developed innovative food products. 

However, introducing innovative food products on the market may turn out to be 
challenging work for marketers. Talwar et al (2020) argued that consumers are often reluctant 
to accept innovations, especially when they are related to advanced technology. This 
consequence is more obvious when it comes to food which is fundamentally influenced by 
lifestyles, socio-demographics, cultural aspects, or individual neophilia/neophobia. 
Concerning the Malaysian food innovation industry, there is a vast production of high-quality 
Malaysian food products produced by Malaysian food producers, including traditional 
Malaysian foods. Nevertheless, based on Papargyropoulou et al (2019) surveys, many of these 
products are untouched in many retail stores and hypermarkets. The traditional food segment 
experiences the extra challenge due to the possible contradiction between the idea of 
traditional food and the idea of innovation which increases the challenge of introducing 
satisfactory innovations within this food segment to the market (Ferreiro et al., 2019). 
Additionally, many food entrepreneurs nowadays are too focused on the production and very 
obsessive about producing products with their brands (Costa & Monteiro, 2018). Eventually, 
too many products are very similar even though the market is small, contributing to 
oversupply, product failure, and company bankruptcy. As a result, this study believes it is 
critical to investigate the factors that contribute to consumers' consumption satisfaction and 
continued acceptance of innovative traditional food products to ensure long-term success.   
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Literature Review  
Consumer innovativeness as a Personal Factor 

Consumer innovativeness plays a crucial part in the acceptance and distribution of 
innovative products. For decades, there has been considerable study interest in the topic of 
consumer innovativeness and has expanded significantly in recent years (Kim et al., 2021). In 
accordance with Rogers' (2003) theory of diffusion of Innovation, he defines innovativeness 
as the degree to which a person is a pioneer in the adoption of new ideas and innovation 
products in comparison to other members of the system. Meanwhile, according to the results 
of the content analysis by Eryigit (2020) on the consequences of consumer innovativeness, 
various past studies suggest that a range of dependent variables were focused on buying 
intention, adoption, repurchase intention, brand loyalty, brand switching, perceived value, 
evaluation of product qualities, perceived risk, brand extension, and willingness to pay. The 
effects of consumer innovativeness toward adoption behaviour or intention have received 
the greatest attention (Eryigit, 2020). Mangafić et al (2017); Wang (2014) concluded that 
consumer innovativeness is the crucial indicator for the adoption of innovative products. This 
is due to the acceptance of new products was the effect of consumer innovativeness that was 
most frequently noted. Consumer innovativeness studies look at a range of new and 
innovative products for diverse fields, including studies of the impact of consumer 
innovativeness on the acceptance of sustainable products and services eco-innovations, or 
green products (Paparoidamis & Tran, 2019), organic foods (Konuk, 2018, Mangafić et al., 
2017; Nathan et al., 2021), innovative coffee products acceptance (Barrena-Figueroa & 
Garcia-Lopez-de-Meneses, 2013), robotic restaurant service (Kim et al., 2021), and functional 
food (Bekoglu et al., 2016). Given that innovative traditional food products are relatively new 
alternatives to conventional food products, this study anticipates that consumer 
innovativeness will be one of the factors influencing consumers' consumption satisfaction and 
acceptance of innovative traditional food products. 
 
Uncertainty Avoidance as a Personal Factor 

Recent years have seen an intensification in studies looking at customer resistance to 
innovation. This has become a subject of research on innovation resistance from the 
standpoint of cultural and social norms influencing consumer’s food behaviours, since 
familiarity with food is one of the key elements of acceptance and is, therefore, one of the 
most vital factors when launching innovative food products onto the market (Jeong & Lee, 
2021). The strongest claims made by Minkov and Hofstede (2012) on the importance of 
national culture in the adoption of technology and innovation is highly related to uncertainty 
avoidance (UA). According to Hofstede’s cultural dimensions, uncertainty avoidance refers to 
the degree to which members of a society are at ease with the unfamiliar and uncertainty 
(Basarir & Dayan, 2022). According to Laukkanen (2015), the level of ambiguity tolerance of 
individuals within society indicates how receptive they are to change and innovation. A higher 
UA index denotes a lower threshold for risk-taking, ambiguity, and uncertainty. On the other 
hand, a low UA culture denotes a strong acceptance of ambiguity, risk, and uncertainty. There 
are fewer restrictions and a greater openness to the unknown. Within the realm of food 
innovation, Amira & Artinah (2015); Jeong & Lee (2021) have suggested that culture affects 
consumer behaviour in several ways, especially in terms of food innovation satisfaction and 
acceptance. From the previous studies, it can be observed that the acceptability of certain 
food depends on the level of people’s uncertainty avoidance of their respective cultures 
(Prakoso et al., 2019; Yang et al., 2021). It is critical to emphasise that ambiguity may be a key 
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factor in determining whether consumers will accept a food innovation. Furthermore, 
different cultures and countries have different customs and food consumption habits, so any 
uncertainty and unfamiliarity will be avoided, and vice versa. Additionally, different levels of 
acceptance may typically be found for each food, each innovation, and their potential 
combinations, based on the nation or culture and the unique features of each consumer. 
 
Attitude Towards Food Innovation as a Personal Factor 

Attitude is an individual evaluation of surroundings elements and the effect that results 
from this evaluation might vary and range from favourable to unfavourable. According to 
Ajzen (1991), standard assessing categories include good-bad, likeable-dislikeable, and 
pleasant-unpleasant. The Theory of Reason Action claims that attitudes are the primary factor 
influencing behavioural intentions (Loh & Hassan, 2022; Nystrand & Olsen, 2020; Rastini et 
al., 2020). In order to accurately anticipate a behaviour, it is crucial to examine attitudes 
toward the particular behaviour of interest. This might have a significant impact on the degree 
to which a person intends to engage in a certain behaviour, which then leads to the actual 
behaviour. 
The concept of attitudes has been widely used in psychological studies as stimuli to explain 
how people react to innovations and technology (Ng et al., 2022). In the food realm, attitude 
and intention are frequently most closely related (Basarir & Dayan, 2022; Gârdan et al., 2021; 
Siegrist, 2007), this includes attitude toward functional food (Bekoglu et al., 2016; Nystrand 
& Olsen, 2020). Nguyen et al (2020) have highlighted in their study that attitude has proven 
crucial for the study of food consumption and consumer behaviour. Some research on 
attitudes has been conducted in the context of traditional food innovation. A study was done 
by Nystrand & Olsen (2020); Rabadán (2021); Rastini et al (2020) on consumer attitudes 
towards technological innovation in a traditional food product and showed that consumers 
with high education, adolescent segment, and the greatest income and have the most 
positive views toward process and product innovation. The divergence of previous studies' 
findings has begun to shed light on how attitudes may influence consumer satisfaction and 
acceptance of food innovation in traditional foods. 
 
Perceived Food Quality as Product Attributes Factor 

The concept of food quality is indeed a very subjective issue, a process of interpretation 
that has different meanings for different people (Al-Tit, 2015). As mentioned by  Brečić et al 
(2017) food quality is not viewed based on attributes of the product but rather on the 
consumer perception. According to Petrescu et al (2020), food quality is the quality features 
of food that provide satisfaction to consumers. Presently, consumer decisions to make 
purchases of food products are constructed through varying trait measures that could be 
categorized into intrinsic attributes such as taste, appearance, odour, colour, and extrinsic 
characteristics including the product’s image, brand, origin, and labelling of a food product. 

The Total Quality Model by Grunert et al (2004) suggested that it is often assumed that 
customer satisfaction is determined by the relationship between expected food quality and 
actual quality, and thus, the likelihood of making a repeat purchase. According to the model, 
time influences how customers evaluate a food product, including before and after purchase 
as well as before and after consumption. The model’s horizontal dimension, which 
incorporates the predicted quality before purchase and experienced quality after 
consumption serves as a representation of this. The preceding discussion suggests that the 
quality perception process is similar to how consumer preferences are formed, implying that 
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perceived quality and acceptance are closely related concepts. Despite numerous studies of 
perceived food quality have been done in various contexts, however, there found to be 
limited research pertaining to the perceived quality of innovative traditional food products. 
Therefore, concerning this study, the perceived food quality of innovated traditional food 
products is considered a crucial dimension to be investigated the influence on consumer 
consumption satisfaction and acceptance. 
 
Perceived Food Authenticity as Product Attributes Factors 

Authenticity has grown in importance in today’s market due to consumer demand for 
products with a stronger sense of originality and tradition (Ramkissoon & Uysal, 2011). The 
definition of authenticity typically evokes several interpretations representing the genuine, 
true, original, or natural (Autio et al., 2013). In addition, Hamzah et al (2013) stated that food 
could be perceived as authentic when it is homegrown, unique, homemade, natural, and has 
distinct extrinsic product characteristics. Instead, a study done by Amherst et al (2019) 
indicated that people's nostalgia sentiments may be triggered by authentic food. Over time, 
more studies have been conducted to analyze the concept of authenticity, particularly in the 
literature related to tourism, as tourism services are experiential in nature (Amherst et al., 
2019; Ramkissoon & Uysal, 2011; Zhang et al., 2019). Besides that, several studies also 
investigated the effect of authenticity on customer purchase intention, particularly in various 
types of restaurants (Chen et al., 2020; Shafieizadeh et al., 2021; Youn & Kim, 2017). 

Although authenticity theories have been extensively studied (Amherst et al., 2019; 
Autio et al., 2013; Latiff et al., 2020; Shafieizadeh et al., 2021; Sidali & Hemmerling, 2014; 
Youn & Kim, 2017; Zhang et al., 2019), very scarce academics have offered empirical support, 
particularly in the context of traditional food innovation. For example, within food innovation, 
Abdullah & Azam (2021) have investigated the influence of perceived authenticity quality of 
innovative traditional Malay food products among Malaysian consumers and the result 
showed that perceived authentic quality had a relatively strong influence on consumer 
acceptance of innovative traditional Malay foods. Sidali & Hemmerling (2014); Hamzah et al 
(2013) developed an authenticity dimension in Malay cuisine from an experts’ perspective in 
the qualitative method. The model developed a three-dimension model that determines the 
authenticity of Malay food including family culture, self-interest, and awareness. However, 
aspects of food authenticity are frequently overlooked in food innovation and are not 
explicitly addressed in the authenticity theory. Therefore, based on the aforementioned 
notion, incorporating this element in this study would be noteworthy in determining the level 
of consumer satisfaction and continuous acceptance of innovative traditional food products. 
 
Consumption Satisfaction 

Satisfaction is a subjective assessment of the results compared to a set of objectives or 
standards that bring about a sense of fulfilment, including under or over-fulfillment (Choi et 
al., 2019). As mentioned by Gera & Jain (2020), customer satisfaction has been proven to be 
crucial in customer post-purchase behaviour in the five-stage model of the consumer 
purchasing process. In this stage, customers compare products to their expectations after 
making a purchase, and satisfaction or dissatisfaction are the two possible outcomes. 
Consumer expectations for a product's performance and characteristics most of the time are 
the major determinants regardless of whether a consumption experience is deemed to be 
satisfactory or unsatisfactory (Guido, 2015). Oh & Kim (2017) described customer satisfaction 
as an outcome of perceptions from previous consumption, and satisfaction leads to 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 6, 2023, E-ISSN: 2222-6990 © 2023 
 

80 
 

consumers’ repurchase and return. This idea is also in line with the Post-Acceptance Model 
(Bhattacherjee, 2001) highlighted that satisfaction is the result of a consumer's evaluation 
deriving from experiences and analysis of past transaction performance. Therefore, from the 
aforementioned notions, it can be concluded that satisfaction may be derived from the initial 
consumption or encountered after the first purchase of the products or service. Customers 
are satisfied when they have a positive experience, individuals become connected to the 
brand and form an emotional bond (Mumtaz, 2013). Meanwhile, Han et al (2019) established 
and verified the connection between consumer satisfaction and intention to purchase. Recent 
studies have shown that satisfaction becomes the main variable influencing the intention to 
revisit, since the customer’s intention to return in the future may be predicted by their level 
of satisfaction. In line with the above argument, it is observed that the initial consumption of 
products has greatly contributed to consumers’ satisfaction or dissatisfaction. A company 
must ensure that its customers are satisfied with its products by creating a positive post-
purchase experience. This is because their satisfaction will lead to additional purchases and 
continued consumption of the product. As a result, investigating the effect of consumer 
consumption satisfaction is critical in determining the continued acceptance of innovative 
food products and their market viability. 

  
Continuance Acceptance Intention 

Continuance refers to a form of post-adoption behaviour. Continuance intention is the 
customer’s response after consuming or experiencing a product. It could be applied to 
determine whether a product or service has long-term success. To encourage the marketing 
and adoption of a product, retaining consumers’ continuous behaviour after their initial 
purchase or consumption is more crucial. Besides, behaviours of acceptance and continuation 
are theoretically and temporally distinctive (Bhattacherjee and Lin, 2015). Acceptance is the 
first phase after the initial experience with innovation or technology, but other influencing 
criteria are significant in subsequent experience phases influencing the intention to continue 
using the technology (Bhattacherjee and Lin, 2015; Kupfer et al., 2016). Instead of preliminary 
adoption and usage, continuous consumption and acceptance are critical factors in the 
development of innovations (Bhattacherjee, 2001). As specified by Bhattacherjee (2001) the 
continual use of a new technological product or service eventually determines its long-term 
survival and success.  

The recent research specifically examined the application of innovations about users’ 
perceptions and behaviour in the post-adoption or routinization phase to identify the trends 
and causes that encourage the continued use of a specific innovation after it has been widely 
adopted. As mentioned previously, food innovation is indispensable for today’s society 
lifestyle and crucial for business growth and many past researchers have explored what 
motivates consumers to accept innovative food products. Previous studies highlighted some 
of the most important determinants of food innovation acceptance such as perception 
(Sanmugam et al., 2021), food neophobia, (Lusk et al., 2014), perceived quality (Zakowska-
Biemans et al., 2016), naturalness (Román et al., 2017). While previous studies focused on 
initial acceptance of food innovations, post-continuance acceptance and usage of food 
innovations, particularly traditional foods, have received less attention. Finally, consistent 
acceptance is regarded as critical in determining the achievement of a product based on 
consumers' prior experience and consumption. Even though the acceptance of the products 
is just the initial response of consumers and is not guaranteed that the products will be 
continuously consumed or purchased in the future. Therefore, investigating the continuance 
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acceptance of products need to be stressed for enduring success and to survive in the market 
in the long run. 
 
Proposed Research Framework 

This study represents the initial attempt to integrate several theories, models, and 
constructs within the consumers’ behavioural and marketing discipline within the context of 
traditional innovative food products to explain the complex process between personal factors 
and product attributes factor, consumers’ consumption satisfaction, and continuance 
acceptance. This framework is founded on the integration of underpinning theories of the 
Stimulus-Organism-Response (Mehrabian & Russell, 1974), Diffusion of Innovation Theory 
(Roger, 2003), Hofstede's Cultural Dimensions Theory (Hofstede et al., 2008), Theory of 
Reason Action (Ajzen & Fishbein, 1975), Total food quality Model (Grunert, 2005), Food 
authenticity Model (Hamzah et al., 2013), and the Post-Acceptance Model (Bhattacherjee, 
2001) into a conceptual research model within food innovation, marketing, and consumer 
behaviour fields. The researcher reviewed several frameworks to understand the influence of 
consumers’ innovativeness, uncertainty avoidance, attitude as a personal factor, perceived 
quality, and perceived authenticity as product attributes factors on consumers' consumption 
satisfaction acts as a mediating variable and continuance acceptance as the dependent 
variable. Therefore, this study contributes to developing a new conceptual framework to the 
current literature on consumer continuance acceptance that models the acceptance 
development process with a stronger emphasis on the consumption satisfaction of innovative 
Malaysian traditional food products. 
 

 
Figure 1.0: Proposed Research Framework 
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Conclusion 
Based on the previous food innovation literature, it is notable that topics on food 

innovation studies have become more diverse over the years. However, there are still certain 
areas related to food innovation that has not been explored, specifically the integration of 
consumer behaviour models within the traditional food innovation context. The lack of 
traditional food innovation studies in the country that investigate the possible satisfaction 
and continuous acceptance outcome of innovative products may hamper the development of 
the overall food industry in Malaysia. To address the gap in previous works of literature in 
investigating determinants that may influence consumer satisfaction and continuance 
acceptance of innovative traditional food products, this study aims to integrate several 
theories, models, and constructs within the behavioural aspect of traditional food innovation. 
From there, the constructed framework will be able to explain the complex process of 
personal and product factors, consumer consumption satisfaction, and continuance 
acceptance. By integrating these theories, this study would provide empirical findings to the 
body of knowledge by contributing new results and a literature review within this realm and 
enhancing the knowledge gap within traditional food innovation research, food innovation 
acceptance, and food marketing in general. The findings of this study would provide an 
additional theoretical model for future research in the traditional food innovation domain, 
both locally and globally. The findings should help the food industry, consumers, and 
government agencies better understand consumers' perceptions and evaluations of 
innovative traditional food attributes and improve consumers' responses to various food 
product categories. Furthermore, food sector practitioners can use the developed framework 
and findings to benchmark their innovation endeavours and strategically develop their 
innovation plan of action to better organise the scope of innovation categorization. It is also 
beneficial for food marketers responsible for establishing effective communication and 
marketing strategies for consumer segments with different motives and attitudes by 
strengthening the most pertinent product characteristics. As a result, consumers may benefit 
from receiving high-quality, innovative traditional food products. From consumer 
perspectives, data from this study will be able to provide them with guidelines and direction 
on how to make decisions on innovative traditional food purchasing and consumption. 
Therefore, a few attempts are still in progress to address the relationship between 
consumers’ innovativeness, uncertainty avoidance, attitude as a personal factor, perceived 
quality, and perceived authenticity as product attributes factors on consumers’ consumption 
satisfaction and continuance acceptance of innovative traditional food products.  Performing 
this study is considered worthwhile and would be strategic to the food industry and Malaysian 
economy and safeguard the authenticity of traditional Malaysian food in both aspects.  
 
Acknowledgement 
This study is supported by Universiti Teknologi MARA under the Faculty of Hotel and Tourism 
Management Visibility Research Grant Scheme (FPHP VRGS) (600-FHTOUR (PJI.5/2) 
VRGS/020). 
 
Corresponding Author 
Khairunnisa Mohamad Abdullah.  Faculty of Hotel and Tourism Management, Universiti 
Teknologi MARA, 42300 Puncak Alam, Selangor. 
Email: nisabuha@gmail.com 
 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 6, 2023, E-ISSN: 2222-6990 © 2023 
 

83 
 

References 
Abdullah, K. M., & Azam, N. R. A. (2021). Innovated Malay Traditional Food Products: Do 

Consumers Accept the Authentic Quality? International Journal of Academic Research 
in Business and Social Sciences, 11(16). https://doi.org/10.6007/ijarbss/v11-i16/11228 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision 
Processes, 50(2), 179–211. https://doi.org/10.1016/0749-5978(91)90020-T 

Ajzen, I., & Fishbein, M. (1975). A Bayesian Analysis of Attribution Processes. In Psychological 
Bulletin (Vol. 82, Issue 2). 

Albertsen, L., Wiedmann, K. P., & Schmidt, S. (2020). The Impact of Innovation-Related 
Perception on Consumer Acceptance Of Food Innovations – Development Of An 
Integrated Framework Of The Consumer Acceptance Process. Food Quality and 
Preference, 84. https://doi.org/10.1016/j.foodqual.2020.103958 

Al-Tit, A. A. (2015). The Effect of Service and Food Quality on Customer Satisfaction and Hence 
Customer Retention. Asian Social Science, 11(23), 129–139.  
https://doi.org/10.5539/ass.v11n23p129 

Amherst, S., Li, X., & Yang, F. X. (2019). Authenticity and Nostalgia: A Gastronomic Experience 
of a Local Food Night Market. Travel and Tourism Research Association: Advancing 
Tourism Research Globally, 79. 
https://scholarworks.umass.edu/ttra/2019/research_papers/79 

Amira, S. N., & Artinah, Z. (2015). Uncertainty Avoidances Among International Students 
Towards Malay Food Acceptance. Journal of Social and Development Sciences 6(1):79-
82 

Autio, M., Collins, R., Wahlen, S., & Anttila, M. (2013). Consuming Nostalgia? The Appreciation 
Of Authenticity In Local Food Production. International Journal of Consumer Studies, 
37(5), 564–568. https://doi.org/10.1111/ijcs.12029 

Barrena-Figueroa, R., & Garcia-Lopez-de-Meneses, T. (2013). The Effect of Consumer 
Innovativeness In The Acceptance Of A New Food Product. An Application for The Coffee 
Market In Spain. Spanish Journal of Agricultural Research, 11(3), 578–592. 
https://doi.org/10.5424/sjar/2013113-3903 

Basarir, A., & Dayan, M. (2022). The Consumer’s Perceptions and Attitudes Toward Innovative 
Foods In The United Arab Emirates. Emir. J. Food Agric, 34. 
https://doi.org/10.9755/ejfa.2022.v34.i6.2895 

Bhuiyan, A. B., Said, J., Jani, M. F. M., & Fie, D. Y. G. (2016). The innovation drivers, strategies 
and performance of food processing SMEs in Malaysia. Geografia, Malaysian Journal of 
Society and Space, 12(2), 154-166. 

Bekoglu, F. B., Ergen, A., & Inci, B. (2016). The Impact of Attitude, Consumer Innovativeness 
and Interpersonal Influence on Functional Food Consumption. International Business 
Research, 9(4), 79. https://doi.org/10.5539/ibr.v9n4p79 

Bhattacherjee, A. (2001). Bhattacherjee/information Systems Continuance MIS Qarterjy 
Understanding Information Systems Continuance: An Expectation-Confirmation Model1 
Motivation for the Study (Vol. 25, Issue 3). 

Brecic, R., Mesic, Z., & Cerjak, M. (2017). Importance Of Intrinsic and Extrinsic Quality Food 
Characteristics By Different Consumer Segments. British Food Journal, 119(4), 845–862. 
https://doi.org/10.1108/BFJ-06-2016-0284 

Cardon, P. W., & Marshall, B. A. (2008). National Culture And Technology Acceptance: The 
Impact Of Uncertainty Avoidance: Vol. IX (Issue 2). 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 6, 2023, E-ISSN: 2222-6990 © 2023 
 

84 
 

Chen, Q., Huang, R., & Hou, B. (2020). Perceived Authenticity of Traditional Branded 
Restaurants (China): Impacts on Perceived Quality, Perceived Value, And Behavioural 
Intentions. Current Issues in Tourism, 2950–2971.  
https://doi.org/10.1080/13683500.2020.1776687 

Choi, D., Chung, C. Y., & Young, J. (2019). Sustainable Online Shopping Logistics for Customer 
Satisfaction And Repeat Purchasing Behavior: Evidence From China. Sustainability 
(Switzerland), 11(20). https://doi.org/10.3390/su11205626 

Costa, A. I. A., & Monteiro, M. J. P. (2018). Food Product Introduction Failure: Reasons and 
Remedies. In Reference Module in Food Science. Elsevier. 
https://doi.org/10.1016/b978-0-08-100596-5.21405-4 

Eryigit, C. (2020). Consumer Innovativeness: a Literature Review. Marketing and 
Management of Innovations, 3, 106–119. https://doi.org/10.21272/mmi.2020.3-08 

First, I., & Brozina, S. (2009). Cultural Influences on Motives For Organic Food Consumption. 
Euromed Journal of Business, 4(2), 185–199.  
https://doi.org/10.1108/14502190910976538 

Gârdan, D. A., Epuran, G., Paștiu, C. A., Gârdan, I. P., Jiroveanu, D. C., Tecău, A. S., & Prihoancă, 
D. M. (2021). Enhancing consumer experience through the development of implicit 
attitudes using food delivery applications. Journal of Theoretical and Applied Electronic 
Commerce Research, 16(7), 2858–2882. https://doi.org/10.3390/jtaer16070157 

Gera, B., & Jain, R. (2020). Post Purchase Behaviour of The Consumers Towards Digital Food 
Ordering And Delivery Service. 8. www.ijraset.com 

Grunert, K. G. (2005). Food Quality and Safety: Consumer Perception and Demand. European 
Review Of Agricultural Economics, 32(3), 369–391.  
https://doi.org/10.1093/eurrag/jbi011 

Guido, G. (2015). Customer Satisfaction. In Wiley Encyclopedia of Management (pp. 1–8). 
John Wiley & Sons, Ltd. https://doi.org/10.1002/9781118785317.weom090287 

Guine, R. P. F., Florença, S. G., Barroca, M. J., & Anjos, O. (2020). The Link Between the 
Consumer and The Innovations In Food Product Development. Foods, 9(9). 
https://doi.org/10.3390/foods9091317 

Hamzah, H., Ab Karim, M. S., Othman, M., & Hamzah, A. (2013). Dimensions of Authenticity 
in Malay Cuisine from Experts’ Perspectives. Academic Journal of Interdisciplinary 
Studies. https://doi.org/10.5901/ajis.2013.v2n3p369 

Hofstede, G. J., Jonker, C. M., & Verwaart, T. (2008). Modeling Culture in Trade: Uncertainty 
Avoidance. Proceedings Of The 2008 Spring Simulation Multiconference, SpringSim’08, 
143–150. https://doi.org/10.1145/1400549.1400567 

Jeong, S., & Lee, J. (2021). Effects of cultural background on consumer perception and 
acceptability of foods and drinks: a review of latest cross-cultural studies. In Current 
Opinion in Food Science (Vol. 42, pp. 248–256). Elsevier Ltd. 
https://doi.org/10.1016/j.cofs.2021.07.004 

Sanzo, J. M., Rio, B. D. A., Iglesias, V., & Vazquez, R. (2003). Attitude and satisfaction in a 
traditional food product. In British Food Journal (Vol. 105, Issue 11, pp. 771–790). 
https://doi.org/10.1108/00070700310511807 

Kim, J. J., Choe, J. Y. (Jacey), & Hwang, J. (2021). Application of consumer innovativeness to 
the context of robotic restaurants. International Journal of Contemporary Hospitality 
Management, 33(1), 224–242. https://doi.org/10.1108/IJCHM-06-2020-0602 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 6, 2023, E-ISSN: 2222-6990 © 2023 
 

85 
 

Latiff, K., Ng, S. I., Aziz, Y. A., & Kamal Basha, N. (2020). Food authenticity as one of the stimuli 
to world heritage sites. British Food Journal, 122(6), 1755–1776. 
https://doi.org/10.1108/BFJ-01-2019-0042 

Loh, Z., & Hassan, S. H. (2022). Consumers’ attitudes, perceived risks and perceived benefits 
towards repurchase intention of food truck products. British Food Journal, 124(4), 
1314–1332. https://doi.org/10.1108/BFJ-03-2021-0216 

Lusk, J. L., Roosen, J., & Bieberstein, A. (2014). Consumer acceptance of new food 
technologies: Causes and roots of controversies. Annual Review of Resource Economics, 
6(1), 381–405. https://doi.org/10.1146/annurev-resource-100913-012735 

Mangafic, J., Pilav-Velic, A., Martinovic, D., & Cinjarevic, M. (2017). Consumer Innovativeness 
and Organic Food Purchase Intentions. In Green Economy in the Western Balkans (pp. 
285–319). Emerald Publishing Limited. https://doi.org/10.1108/978-1-78714-499-
620171010 

Mehrabian, A., & Russell, J. A. (1974). @ Percep~al and Motor Skills 1974 Monograph 
Supplement 1-V38 (Vol. 38). 

Minkov, M., & Hofstede, G. (2012). Hofstede’s Fifth Dimension: New Evidence from The World 
Values Survey. Journal of Cross-Cultural Psychology, 43(1), 3–14. 
https://doi.org/10.1177/0022022110388567 

Mumtaz, I. (2013). Post-purchase behavior of customers| On retailer Brand: An Empirical 
Approach. International Journal of Business and Management Invention, 2(10), 68–72. 
www.ijbmi.org 

Nathan, R. J., Soekmawati, Victor, V., Popp, J., Fekete-Farkas, M., & Oláh, J. (2021). Food 
innovation adoption and organic food consumerism-a cross-national study between 
Malaysia and Hungary. Foods, 10(2), 1–21. https://doi.org/10.3390/foods10020363 

Ng, W. E., Pindi, W., Rovina, K., & Mantihal, S. (2022). Awareness and attitude towards 3D 
food printing technology: the case of consumer responses from Klang Valley, Malaysia. 
Food Research, 6(4), 364–372. https://doi.org/10.26656/fr.2017.6(4).530 

Nguyen, N., Nguyen, H. V., Nguyen, P. T., Tran, V. T., Nguyen, H. N., Nguyen, T. M. N., Cao, T. 
K., & Nguyen, T. H. (2020). Some Key Factors Affecting Consumers’ Intentions to 
Purchase Functional Foods: A Case Study Of Functional Yogurts In Vietnam. Foods, 9(1). 
https://doi.org/10.3390/foods9010024 

Nystrand, B. T., & Olsen, S. O. (2020). Consumers’ Attitudes and Intentions Toward Consuming 
Functional Foods In Norway. Food Quality and Preference, 80. 
https://doi.org/10.1016/j.foodqual.2019.103827 

Oh, H., & Kim, K. (2017). Customer satisfaction, service quality, and customer value: years 
2000-2015. International Journal of Contemporary Hospitality Management, 29(1), 2–
29. https://doi.org/10.1108/IJCHM-10-2015-0594 

Papargyropoulou, E., Steinberger, J. K., Wright, N., Lozano, R., Padfield, R., & Ujang, Z. (2019). 
Patterns And Causes of Food Waste In The Hospitality And Food Service Sector: Food 
Waste Prevention Insights From Malaysia. Sustainability (Switzerland), 11(21). 
https://doi.org/10.3390/su11216016 

Paparoidamis, N. G., & Tran, H. T. T. (2019). Making The World A Better Place By Making Better 
Products: Eco-Friendly Consumer Innovativeness And The Adoption Of Eco-Innovations. 
European Journal of Marketing, 53(8), 1546–1584. https://doi.org/10.1108/EJM-11-
2017-0888 

Petrescu, D. C., Vermeir, I., & Petrescu-Mag, R. M. (2020). Consumer Understanding of Food 
Quality, Healthiness, And Environmental Impact: A Cross-National Perspective. 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 6, 2023, E-ISSN: 2222-6990 © 2023 
 

86 
 

International Journal of Environmental Research And Public Health, 17(1). 
https://doi.org/10.3390/ijerph17010169 

Prakoso, S. G., Satria, R., Kinanti, N. C., & Puspitasari, R. (2019). Analysis of Samyang Instant 
Noodle’s Market in Indonesia Using the Impact of Uncertainty Avoidance by Hofstede’s 
Cultural Dimensions. Insignia Journal of International Relations, 6(2), 123–136. 

Rabadan, A. (2021). Consumer Attitudes Towards Technological Innovation In A Traditional 
Food Product: The Case Of Wine. Foods, 10(6). https://doi.org/10.3390/foods10061363 

Ramkissoon, H., & Uysal, M. S. (2011). The effects of perceived authenticity, information 
search behaviour, motivation and destination imagery on cultural behavioural 
intentions of tourists. Current Issues in Tourism, 14(6), 537–562.  
https://doi.org/10.1080/13683500.2010.493607 

Rastini, N. M., Nurcaya, N., Kumala, A. A. W., & Mila. (2020). Role Of Teenagers’ Attitude and 
Intention in Buying Traditional Balinese Food Innovation With Customer Orientation. 
Russian Journal of Agricultural and Socio-Economic Sciences, 100(4), 17–21. 
https://doi.org/10.18551/rjoas.2020-04.03 

Roman, S., Sanchez-Siles, L. M., & Siegrist, M. (2017). The importance of food naturalness for 
consumers: Results of a systematic review. In Trends in Food Science and Technology 
(Vol. 67, pp. 44–57). Elsevier Ltd. https://doi.org/10.1016/j.tifs.2017.06.010 

Sajdakowska, M., Jankowski, P., Gutkowska, K., Guzek, D., Zakowska-Biemans, S., & Ozimek, 
I. (2018). Consumer acceptance of innovations in food: A survey among Polish 
consumers. Journal of Consumer Behaviour, 17(3), 253–267. 
https://doi.org/10.1002/cb.1708 

Sanmugam, S., Sivakumar, S., Gobalakrishnan, T., Sarawanan, T., Abeweera, R. P., & 
Sandrasaigaran, P. (2021). Perception and Acceptance of Genetically Modified Foods in 
Malaysia. Malaysian Journal of Science and Advanced Technology, 144–150. 
https://doi.org/10.56532/mjsat.v1i4.29 

Seo, S., Phillips, W. M. J., Jang, J., & Kim, K. (2012). The effects of acculturation and uncertainty 
avoidance on foreign resident choice for Korean foods. International Journal of 
Hospitality Management, 31(3), 916–927. https://doi.org/10.1016/j.ijhm.2011.10.011 

Shafieizadeh, K., Alotaibi, S., & Tao, C. W. (Willie). (2021). How Do Authenticity and Quality 
Perceptions Affect Dining Experiences and Recommendations of Food Trucks? The 
Moderating Role of Perceived Risk. International Journal of Hospitality Management, 
93. https://doi.org/10.1016/j.ijhm.2020.102800 

Sidali, K. L., & Hemmerling, S. (2014). Developing An Authenticity Model of Traditional Food 
Specialties: Does The Self-Concept Of Consumers Matter? British Food Journal, 116(11), 
1692–1709. https://doi.org/10.1108/BFJ-02-2014-0056 

Siegrist, M. (2007). Consumer Attitudes to Food Innovation and Technology. In Understanding 
Consumers of Food Products (pp. 236–253). Elsevier Ltd.  
https://doi.org/10.1533/9781845692506.2.236 

Talwar, S., Talwar, M., Kaur, P., & Dhir, A. (2020). Consumers’ Resistance to Digital 
Innovations: A Systematic Review and Framework Development. Australasian 
Marketing Journal, 28(4), 286–299. https://doi.org/10.1016/j.ausmj.2020.06.014 

Wang, W. (2014). Hospitality consumers’ innovativeness: A qualitative study. Advances in 
Hospitality and Leisure, 10, 37–56. https://doi.org/10.1108/S1745-
354220140000010002 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 3 , No. 6, 2023, E-ISSN: 2222-6990 © 2023 
 

87 
 

Yang, S., Isa, S. M., & Ramayah, T. (2021). Uncertainty Avoidance as a Moderating Factor to 
the Self-Congruity Concept: The Development of a Conceptual Framework. SAGE Open, 
11(1). https://doi.org/10.1177/21582440211001860 

Youn, H., & Kim, J. H. (2017). Effects Of Ingredients, Names, And Stories About Food Origins 
on Perceived Authenticity and Purchase Intentions. International Journal of Hospitality 
Management, 63, 11–21. https://doi.org/10.1016/j.ijhm.2017.01.002 

Zakowska-Biemans, S., Sajdakowska, M., & Issanchou, S. (2016). Impact of Innovation on 
Consumers Liking and Willingness to Pay for Traditional Sausages. Polish Journal of Food 
and Nutrition Sciences, 66(2), 119–127. https://doi.org/10.1515/pjfns-2016-0004 

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

  
 

 

 


