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Consumer Education and Traditional Foods: A Five-Year Review of 
Learning Experiences  

 
ABSTRACT 

Objective: This study aims to explore consumer education experiences in choosing traditional foods as an essential component of 
the culinary industry, and to identify key factors influencing consumer preferences.  Method: This research adopts a qualitative 
approach by examining consumer experiences through previous consumption, social interactions, sensory perceptions, and 
emotional connections with traditional foods. Data were analyzed to identify patterns in consumer decision-making processes, 
including demographic, cultural, and quality-related considerations.  Results The findings reveal that consumer preferences for 
traditional foods are significantly influenced by prior experiences, social engagement, sensory attributes, special events, and 
emotional memories. In addition, demographic characteristics, food safety, perceived quality, and socio-cultural influences play 
important roles in shaping consumer choices. These factors collectively contribute to stronger consumer attachment and 
willingness to engage with traditional culinary products. Novelty: This study offers a comprehensive perspective by integrating 
consumer education experiences with emotional and cultural dimensions in the context of traditional foods. It highlights the 
importance of authentic and experience-based marketing strategies and provides insights into how technological advancements 
can be leveraged to enhance competitiveness in the 
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Banerjee & Quinn (2022); Akgün et al. (2020); Taheri et al. (2021)). While direct attributes 
explain why consumers may prefer a specific traditional food based on product quality 
or sensory appeal, socio-cultural norms explain why consumers attach symbolic, 
emotional, and educational meaning to traditional food consumption. This contrast 
suggests that consumer education in traditional food should not be understood merely 
as product knowledge, but as a learning process that integrates sensory evaluation with 
cultural understanding, social values, and identity formation. 

 
1. Types of Research. 

The types of research about traditional food are listed in the following table. 
Table 2. Type of Research 

Metode/Design # Authors 
quantitative 32 Rizzon et al. (2023),Shin et al. (2020), J. J. Kim et al. (2021), 

Bichler et al. (2020), Gannon et al. (2022), Lao et al. (2021),Hao 
et al. (2023) ,Gupta & Singharia (2021), Afaq et al. (2023)G. 
Singh et al. (2021), Cevdet Altunel & Erkut (2015),Arroyo et al. 
(2021) (Kapelari et al., 2020),Mangiò & Di Domenico (2022) 
,Yang & Lee (2019),Youn et al. (2020), (García-Barrón et al., 
2021),Akgün et al. (2020) ,Rastini et al. (2020) ,  Peulić et al. 
(2023),Makowska et al. (2024), Silva et al. (2022), Ferraris et al. 
(2021), Forlani et al. (2022), Zhang et al. (2021), Ma (2023),  Al-
Azab & Abulebda (2023),Ahn & Shamim (2023), Wasudawan 
(2020), Taylor & Galanis (2020), X. Wang & Chao (2020),Santini 
et al. (2023) , Bhutto & Rūtelionė (2024) 

qualitative 
 

8 Birtalan et al. (2021), Banerjee & Quinn (2022) , Guerrero et al. 
(2009) , Dresler & Jackson (2024), Hartmann & Brunk (2019), C. 
M. Hall (2020), Afaq et al. (2023) , Buehring & O’Mahony (2019) 

Mix method 4 Kaushal & Yadav (2021), Abbasian (2019),Dr. D. Singh et al. 
(2024),Taheri et al. (2021) 

Experiment 
Study 

4 Singapurwa et al. (2023),Muñoz-Leiva et al. (2021),Grandi et al. 
(2020) ,  J. J. Kim et al. (2021) 

Theme Review  7 Dorcic et al. (2019),Lindsey (2024),Dacremont & Sester (2019), 
Moyo et al. (2023) , Felicetti et al. (2023) ,Rana et al. (2022), C. 
M. Hall (2020), 

Mixtures and 
SOR Theory 

1 Hoang et al. (2024) 

Netnographic 1 R. Singh (2019) 
Source: Processing Data, 2024 

 
Based on these data, most researchers on consumer education experiences 

regarding traditional food conducted quantitative research, accounting for 32 articles 
(65%) compared to other research types, including qualitative, mixed, and other. Of course, 
the data processed illustrate the large number of quantitative studies conducted. However, 
behind the advantages of research using quantitative methods, there are definite 
shortcomings related to the lack of information obtained from respondents and limited 
questionnaires made using the Likert scale and depending on the quality of the measuring 
instruments used, such as differences in the validation value of processed results using 

1

1

1

4

5

Page 16 of 21 - Integrity Submission Submission ID trn:oid:::1:3619729230

Page 16 of 21 - Integrity Submission Submission ID trn:oid:::1:3619729230



 
 

SPSS, with a minimum data validation standard of 0.3, using SEM PLS, with a minimum 
data validation standard of 0.7 
 
2. Research question  

1: How is the pre-experience of consumers in determining traditional food?  
As for the discussion of consumer pre-experience in determining traditional food 

based on the source of the article, it can be explained as follows: 
 Previous experience: Consumer education experiences in the past related to traditional 
food consumption positively or negatively certainly affect consumer perceptions and 
preferences for the future, whether to end or continue to consume these traditional foods.         
(Akgün et al., 2020; Buehring & O’Mahony, 2019; Damião de Paula et al., 2023; Dorcic et 
al., 2019; Muñoz-Leiva et al., 2021; Rizzon et al., 2023) 
 Knowledge: Understanding the origins, cultural values, and production processes of 
traditional foods can increase consumer interest and preference for them,  (García-Barrón 
et al., 2021) 
 Expectations: Expectations assessment about quality, taste, authenticity, and overall 
dining experience by previous experience, online reviews, and the brand image of 
restaurants serving traditional food (Akgün et al., 2020). 
 Familiarity: Consumers tend to choose traditional foods that they know and love.   
(Wasudawan, 2020). 
 Access to traditional foodstuffs: Access to Nostalgia: Nostalgia can encourage 
consumers to choose traditional foods that remind them of fond memories of the past   
(Bhutto & Rūtelionė, 2024; Buehring & O’Mahony, 2019; Lindsey, 2024) 
 traditional foodstuffs from the country of origin can be an important factor for diasporas 
in determining their traditional food choices (Kapelari et al., 2020) 
 Familiarity: Familiarity with certain types of food can increase consumer acceptance of 
those foods (Yang & Lee, 2019) 
 Country of origin of products: Consumers, especially the older generation, can pay more 
attention to the country of origin of food products due to their patriotism and life 
experience (Makowska et al., 2024) 
 Cultural values and norms: Cultural values and norms may prioritise familiar foods, 
sensitive prices, and scepticism of new ideas, such as organic products    (Ahn & Shamim, 
2023; Bhutto & Rūtelionė, 2024; Felicetti et al., 2023). 
 Authenticity: Consumers seek traditional foods that reflect local culture (Al-Azab & 
Abulebda, 2023).  
 Quality: Consumers choose traditional foods made from high-quality ingredients and 
processed hygienically (Singapurwa et al., 2023) 
 

The systematic review demonstrates that consumers’ pre-consumption 
experiences in selecting traditional food emerge through the interaction of both direct 
product-related attributes and indirect socio-cultural influences, rather than being 
determined by a single factor. Across the reviewed studies, direct attributes such as food 
quality, taste, aroma, authenticity, and safety consistently shape consumers’ immediate 
sensory evaluations and initial purchase considerations. These tangible characteristics 

1
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influence consumers by providing functional and experiential value that can be directly 
assessed before or during consumption. 

However, the review also reveals that sensory evaluations alone are insufficient to 
explain traditional food choices. Indirect socio-cultural factors, including cultural values, 
nostalgia, familiarity, country of origin, and local traditions, provide the symbolic 
meanings that reinforce consumers’ emotional attachment and long-term preferences. 
These factors influence food choices by shaping consumers’ knowledge, identity, and 
cultural understanding, thereby transforming traditional food consumption into a learning 
experience rather than merely a purchasing decision. 

The interaction between these two dimensions suggests that consumer education 
is a multidimensional process in which cognitive evaluation of product attributes is 
continuously reinforced by socio-cultural learning and accumulated experiences. 
Consequently, effective marketing strategies for traditional food should integrate both 
tangible product quality and intangible cultural values. Businesses should therefore 
communicate not only the sensory excellence of traditional food but also its cultural 
heritage, authenticity, and educational value to strengthen consumer engagement and 
long-term loyalty. 

 
2: “What are the characteristics that drive customer offerings to traditional foods?” 
Consumer awareness of the need to always consume traditional foods has increased. This 
is based on consumers’ positive experiences and on health factors prioritised through 
examination of the nutritional content of these traditional foods. The results of a systematic 
review of literature on “What are the characteristics that drive customer offerings to 
traditional food?” can be expressed as follows: 
 Cultural Values and Social Norms: These factors can influence consumers’ food 

choices. Consumers tend to choose traditional foods that align with their values and 
habits.(Lu et al., 2024) 

 Nostalgia: Memories and associations with traditional foods can encourage customers 
to choose and offer them. (ÖZGÜNEŞ & BOZOK, 2022). 

 Temporal Orientation: Consumers who have a strong past orientation tend to value 
and choose foods that have significant historical or cultural value (X. Wang & Chao, 
2020) . 

 Local Ingredients and Methods: The use of local ingredients, methods, and cooking 
techniques unique to a region is the main attraction for customers (Adéyèmi et al., 
2020) . 

 Uniqueness and Novelty: Unique food features, unusual preparation methods, and 
new food experiences can attract customers (Erban et al., 2019). 

 Social Interaction: Food experiences that encourage social interaction between locals 
and tourists, as well as between fellow travellers, are also important factors 
(Rewtrakunphaiboon & Sawangdee, 2022). 

 Sensory Attributes: The appearance, aroma, taste, and texture of food play an 
important role in attracting customers (Pinke et al., 2020). 

 Events and Experiences: Participation in special occasions or family traditions 
involving traditional food can strengthen the consumer education experience (P.-C. 
Wang et al., 2023) 
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 Sensory Experience: The taste, texture, and aroma of traditional foods are often the 
main factors influencing consumer choice (Forde & de Graaf, 2022) 

 Demographic Factors: Age, gender, and geographic location can also influence 
consumer preferences towards traditional foods  (Carreras-Simó et al., 2023) 

  
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limitations that should be considered when interpreting the findings. First, the review 
was restricted to peer-reviewed journal articles published in English between 2019 and 
2024 and retrieved exclusively from the Scopus, EBSCO, and Emerald databases. 
Consequently, relevant studies indexed in other databases or published in different 
languages may not have been captured. Second, the reviewed literature was dominated 
by quantitative studies (approximately 65%), which may have limited the depth of 
contextual understanding regarding consumers’ educational experiences and cultural 
interpretations of traditional food. Third, although the review synthesized evidence from 
diverse geographical contexts, differences in cultural backgrounds, consumer behaviour, 
and food traditions may reduce the transferability of findings across regions. Finally, the 
selection of search keywords and inclusion criteria, while designed to ensure 
methodological consistency, may have excluded studies that addressed similar concepts 
using alternative terminology. Future Research: Future studies are encouraged to expand 
the scope by incorporating quantitative approaches, diverse demographic groups, and 
cross-cultural comparisons. Further research can also explore the role of digital 
technology and innovation in enhancing consumer education and promoting traditional 
foods in a modern market context. 
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