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Abstract
Purpose – This paper aims to explain the relationship between product quality, price and convenience
with a positive attitude and intention to buy traditional food. In addition, it also aims to explain the role of
the product type in moderating the relationship between these variables.
Design/methodology/approach – Samples were taken non-randomly, consisting of 500 snack food
buyers and 500 restaurant food buyers. Some of the places chosen for sampling include Paragon Mall,
Solo Grand Mall, Matahari Mall, Hartono Mall or other places in Surakarta-Indonesia, where people spend
time relaxing. Furthermore, multiple structural equations model (multi group SEM) is a statistical method
used to explain the relationship between the conceptual variables.
Findings – Some of the findings are as follows: before the product as a moderator, price and quality are
the variables that influence the positive attitude and the intention to buy, while the convenience is the
variable found not affecting both the positive attitude and the intention to buy. After the product type as a
moderator, for snacks, the test results indicate that the price, product quality and convenience are the
variables that affect the positive attitude but do not affect the intention to buy. For restaurant food, test
results indicate that only prices and qualities affect positive attitudes, whereas convenience is found not
to affect positive attitudes. Furthermore, only price and quality affect the intention to buy, while
convenience is found not to affect the intention to buy.
Originality/value – This paper underlines that the type of product is a moderating variable in the buying
behavior process of traditional foods. Regarding its role as a moderator variable, the relationships
between variables that are conceptualized can be explained in detail, along with their significance.
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1. Introduction
The shift in the attitude of the Indonesian people towards migrant food from local food or the
so-called traditional food, has occurred because of the influence of globalization. This is
marked by the difficulty of finding traditional food in several public areas, some of which are
already hard to find are klepon, jadah, Wajik and various other foods made from sticky rice,
then Tiwul, Ongol-ongol and various other foods made from cassava, hereinafter is
Nogosari, Kue Lapis, and various other types made from rice and coconut milk, as well as
various other types of snacks which are very rare and hard to find. Likewise, the main menu
of traditional foods also includes fried chicken and grilled chicken. Soto stalls, Warung
Gudeg and others are increasingly marginalized by the existence of Kentucky Fried
Chicken, CA Fried Chicken, Burger King or other restaurants that offer Western, Chinese
cuisine, Korean and others. Also the traditional drinks such as Bajigur, the Wedang ronde,
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the Kopi klotok and the Dawet have begun to be displaced by the presence of the Thai tea,
Milk Shake and other types of drinks that win the hearts of the people, the community. This
phenomenon has become a common concern and various efforts have been made starting
from the demonstration of making traditional foods through TV programs, food campaigns
at promotion or ceremonial events and other events aimed at increasing positive attitudes
and intentions from the community to return to traditional Indonesian food. This
phenomenon of concern is probably caused by the growing Malls and modern markets and
the decline of traditional markets that lack education about the process of making and
serving traditional foods that are attractive to compete with newcomers. Another possibility
is that traditional food is a type of food that connotes less attention to hygiene; this happens
because in the traditional manufacturing process, less attention is given to the way of
presentation, the atmosphere of the store and attractive packaging, as well as other
marketing aspects that attract consumers.
The development of the traditional food business in Indonesia has shown unpleasant data
that there has been a shift in the interest of Indonesian people from traditional food to
foreign food or migrant food. This is indicated by the emergence of modern markets that are
growing rapidly at around 31.4 percent, and conversely traditional markets have decreased
by around 8.1 per cent. This condition has a negative impact on the number of sales of
traditional markets which declined by around 16.3-24 per cent, and also the amount of
revenue from traditional markets which declined by around 17.5-30 per cent as a
consequence of a decrease in the number of customers of around 29-32 per cent (Novan,
2016). This condition has implications for the decline in the interest of traditional food
entrepreneurs to do traditional food business, and this condition is further exacerbated by
the ability of traditional food entrepreneurs, most of whom have relatively low.
Previous studies have shown that some cases that are usually faced by traditional sellers
are a lack of understanding of what consumers are thinking, and do not try to serve
consumers well (Haryanto, 2014; Setiawan and Haryanto, 2014). Most traditional sellers only
focus on what can be sold, and not sell what consumers want. Satisfaction is something that
is ignored by them, so individuals buy products only to meet consumer needs and not to
satisfy consumer desires. Related to this, traditional marketers need to understand the
factors that can influence the cognitive processes of consumers in an effort to improve their
marketing performance through consumer satisfaction. This process of cognition begins
with understanding how to think (cognitive), how to behave (affective) and how to act
(conative) from consumers, hereinafter referred to as the consumer behavior process
(Dodds et al., 1991; Engel et al., 1995). This is an approach that is considered effective in
solving problems of consumer behavior in an effort to improve marketing performance
through an individual cognitive perspective (Setiawan and Haryanto, 2014). This approach
is then used to resolve behavioral problems associated with traditional food purchase
decisions, both in the choice of snacks and restaurant food.
Research on traditional foods has actually been done by many researchers before, but the
results still show diversity in terms of research themes, models and observed variables
(Gofton and Ness, 1991; Bredahl et al., 1998; Espejel et al., 2007; Ali et al., 2010; Loker
et al., 2013; Wang et al., 2016; Motion, 2017). Starting with research conducted by Gofton
and Ness (1991) which took the theme of choice of two foods. The research model explains
that there are 2 trends in food choices made by housewives, namely health reasons or
convenience reasons. The results show that a shift in food selection has occurred in
housewives, and this has negative consequences for lazy housewives because they
prioritize convenience over health in choosing food. Next Bredahl et al. (1998) which takes
the theme of research on perceptions of food quality. The conceptual model explains that
individual perceptions of product quality influence the purchasing decisions of pork.
Subsequent research with a different theme was carried out by Ali et al. (2010). The
conceptual model explains the Middle Easterners’ buying behavior towards food products
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when the economy is growing. The results of the study only describe food products made
by the Middle East community at a time when economic conditions are experiencing
growth. The following research theme was put forward by Loker et al. (2013) which explains
the phenomenon about traditional food in Turkey. His study revealed that there are five
traditional foods in Turkey that are able to compete with foreign food. Subsequent research
by Wang et al. (2016) who took the theme of traditional Chinese food and European food.
The conceptual model tries to reveal the perceptions of Chinese people towards traditional
Chinese food and European food. The last research presented here was conducted by
Cerjak (2017) who revealed the theme of the quality of traditional food, where the model
explained the importance of intrinsic and extrinsic food quality characteristics to influence
different consumer segments.
Different from previous studies, this study aims to observe Indonesian consumer behavior
towards traditional Indonesian food. This is interesting to study because in addition to
practical reasons in the form of shifting attitudes and intentions of the community towards
traditional food, there are also problems that are different from previous studies. This study
focuses more on how to improve the positive attitudes and buying intentions of the
community towards traditional food, because this is the initial solution to solving other
problems related to the development of traditional foods in Indonesia. This study
conceptualizes a behavioral model that starts from an individual’s way of thinking that forms
a positive attitude and intention to buy traditional food. There are three decision variables
that affect individuals to buy traditional foods, namely, product quality, fairness of price and
convenience.
Product quality is the first variable conceptualized to influence positive attitudes and
intentions to buy traditional food (see Wheelock, 1992; Calvo-Porral and Lévy-Mangin, 2017;
Motion, 2017). This is because traditional foods are often connoted foods that lack attention
to hygiene and health aspects, how to serve, how to service and some other aspects
related to quality (Richard et al., 1996; Manning and Baines, 2004; Botonaki et al., 2006;
Chamhuri and Batt, 2015). Thus, to decide on the purchase of traditional food, food quality
is the first variable to be an important consideration for individuals.
Price is the next variable that is conceptualized to influence a positive attitude, and intention
to buy traditional food. This argument is based on several previous studies that explain the
importance of prices in determining food performance. Food performance in question is the
number of individual demands for a particular food sold by a seller, and this is influenced by
the individual’s perception of the price determined by the seller. Several previous studies
have tried to link price perceptions and examine their impact on food performance in
various contexts, some of which are presented here are how consumers interpret and
explore food prices to determine purchasing decisions for these foods (Arndt and Gripsrud,
1981; Berger et al., 2018), then, how consumers react to decided price strategies for
sustainable food products (Ingenbleek, 2015), and how consumers react to food price
decisions in times of inflation (Chengsi et al., 2014). In this study, the researchers suggest
that price is a variable that is conceptualized as an important predictor of a person’s
decision to buy food, and this consumer reaction varies depending on the economic
conditions that occur. In the context of traditional food, price is the determining factor for
attitudes and buying intentions towards the food, because people often associate traditional
food with cheap price aspects because it contains elements of easy, cheap, and fast in
obtaining it, so the price becomes one of the important determining factor in purchasing.
Thus it can be postulated that the cheaper the price of traditional food is perceived, the
higher the decision to buy the food.
This concept is based on previous research that explains the importance of convenience
variables in food selection, including research conducted by Capps et al. (1985) which
explains that family food demand is based on convenience and non-convenience
considerations, furthermore Jae et al. (2000) which relates the amount of individual
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expenditure to the problem of convenience in buying food by urban communities, then
Candel (2001) focuses more on the problem of conceptualization and measurement
of convenience variables, and finally put forward here is Buckley et al. (2005) which links
convenience and lifestyle. Different from these studies, this study conceptualizes
convenience as a predictor of positive attitudes and consumer intentions to buy traditional
food, because for sellers, convenience is one of the key variables for sellers to attract
consumers, because in it is related to place selection strategies, and This will be the seller’s
priority in an effort to be close to the consumer.
Product type is a variable conceptualized as moderating the process of buying traditional
food. This rests on previous studies that differentiate food into different types, including ecolabeled and non-eco-labeled or regular products (Loureiro et al., 2001, 2002), functional
food products (Markosyan et al., 2009), meal foods and snack foods (Bellisle and Dalix,
2001; Capaldi, 2006; Bellisle, 2014), restaurants and convenience stores (He et al., 2012).
Different from these concepts, this study distinguishes food types based on snacks and
restaurant food, because individuals perceive traditional foods as foods that are only made
using local basic ingredients with traditional production processes, so that they include
snacks and food restaurant. In this study, the two types of products will be distinguished,
because each has implications for the different purchasing decision processes, so that the
decision variables that become individual considerations in forming a positive attitude and
purchase intention towards each product are different. This indicates that, marketers will
use different strategies related to determining stimulus to influence individual research
decisions for each type of food. Thus, the research model conceptualized aims to explain
how price perceptions, quality perceptions, and convenience perceptions influence positive
attitudes and purchase intentions, while also explaining how product types namely snacks
and restaurant food moderate the influence of price perceptions, quality perceptions, and
convenience perceptions on positive attitude and purchase intention.

2. Theory and hypotheses
2.1 Cognitive approach
This research relies on a cognitive approach that shows that purchasing behavior is a process
that starts from thinking (cognitive), followed by feeling (affective), and ending in acting
(conative) (Verbeke, 2001; Cook et al., 2002; Haryanto et al., 2015). In this study, there are
three independent variables categorized as cognitive structures namely product quality, price,
and convenience, basically these three variables are individual perceptions of marketing
stimulus. Furthermore, these three variables will affect the affective structure which is a positive
attitude towards traditional food, and the end of this process is the conative structure, which is
the purchase intention towards traditional food. In this study, the type of traditional food namely
snack food and restaurant food is conceptualized as a moderating variable, because the
process of individual purchasing behavior depends on the two types of products. This means
that the two types of products that can distinguish the variables considered important by
individuals in forming a positive attitude and purchase intention.
The process of attitude and purchase intention formation is composed of people’s rational
actions responding to internal and/or external stimuli as received by human senses. The
responses themselves take form of attitude and intention of performing certain actions
(Engel et al., 1995). In this case, the process of purchasing decision is a well-thought
decision or originates from clear conscience (Ajzen, 1991; Verbeke, 2001).

2.2 Positive attitude and purchase intention
Based on the process of purchasing behavior, positive attitude toward traditional food is the
behavioral variable used for predicting behavioral intention proxied by purchase intention
toward traditional food (Verbeke, 2001; Cook et al., 2002; Verbeke, 2005; Haryanto et al.,
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2015). In this case, people are inclined to treat traditional foods as functional products and
not as emotional or prestigious products. The forms of the stimuli – simplicity in the
presentation and selling place, affordability as functional product – that do not focus on
emotional satisfaction well represent the situation (Schmidt, 2000; Cook et al., 2002; Urala
and Lähteenmäki, 2003; Verbeke, 2005).
In their process of purchase, people act with their clear conscience. Meaning to say,
purchasing process is a rational decision-making process. This means the logic supporting
the purchasing decision is initiated by the formation of positive attitude toward the product
(Schmidt, 2000; Cook et al., 2002; Urala and Lähteenmäki, 2003; Verbeke, 2005). Some
marketers then use the purchase intention to predict product’s actual purchase. Moreover,
some studies suggest that attitude and intention are effective predictor variables for actual
purchase (Delafrooz and Paim, 2011; Harcar and Yucelt, 2012; Beneke et al., 2013). Under
normal conditions, attitudes and intentions are standard measures in predicting market size
or market share that indicate the amount of market demand for a particular product. For this
reason, marketers pay close attention to the variable attitudes and purchase intentions of a
product, as a measure of marketing performance that can be achieved (Morris and Morris,
1990; Kotler and Keller, 2006).
In this study, purchase intention is defined as unexecuted unexpressed purchase intention,
and still in the form of idea (Schmidt, 2000; Verbeke, 2001; Verbeke et al., 2001; Cook et al.,
2002; Haryanto et al., 2015). In agreement, some studies defined purchase intention as
people’s desire to purchase certain products (Dodds et al., 1991; Ali et al., 2010; Haryanto,
2014). As a desire, it is measured in the forms of people’s tendency, possibility or decision
to purchase certain products (Urala and Lähteenmäki, 2003; Kordnaeji et al., 2013).
In relation with behavior process, many researches have suggested that there is a
significant and positive relationship between positive attitude and purchase intention toward
brand, indicating that higher positive attitude means higher purchase intention (Mitchell and
Olson, 1981; Simonin and Ruth, 1998; Haryanto, 2014). In the case of traditional food,
people’s desire to buy is driven by their positive attitude toward the products. Their positive
attitude is the driving variable. This is initiated by earlier problem identification or the need to
eat or drink that requires fulfillment. This drives individuals to respond and evaluate stimuli
from marketers, and to determine certain attitude toward products. The attitude will be a
positive one if the stimuli perceived are interesting and a negative one if the stimuli are
uninteresting (Engel et al., 1995).
This study believes that attitude is people’s state of mind that tends to be positive. It is then
used to predict purchase intention as the variable of research objective. The basic notion
supporting this belief is that people’s desire to buy product is driven by their positive
attitude toward the product (Mittal et al.,1998; Munger and Grewal, 2001; Kwek, 2010;
Harcar and Yucelt, 2012; Haryanto et al., 2015). Furthermore, the level of positivity in the
attitude toward products determines the level of purchase intention; the higher the positivity,
the higher the intention. This argument is the basis of the formulation of this research
concerning the relationship between positivity in attitude and purchase intention for
traditional food products:
H1. There is a relationship between positive attitude toward traditional food products and
purchase intention for the products.

2.3 Product quality
In this study, product quality is defined as the quality of the traditional food products. This is
a decision variable that plays an important role in people’s process of making decision to
buy products. Previous studies have stressed on the importance of product quality in
influencing products buying process (Wheelock, 1992; Richard et al., 1996; Vraneševic¨
ec, 2003; Espejel et al., 2007; Straete, 2008; Setiawan and Haryanto, 2014;
and Stanc
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Chamhuri and Batt, 2015; Cerjak, 2017). Also, previous studies have developed and used
the concept of product quality to solve various problems, either in terms of research
subjects or settings positioned as the focus of the study. The following will be presented
different notions related to the concept of product quality.
First, product quality is a relative value that belongs to the product and customers’
expectation on the product (Wheelock, 1992; Cardello, 1995). This means when customers
buy certain products, they buy the expectation from the products. This expectation
determines the quality of the product. Some scholars suggested that product quality covers
the whole goods and services, which position it as value opportunity to gain bigger profit
margin (Selnes, 1993). Some others even developed the concept to formulate people’s
perception based on products’ physical characteristics or attributes (Van-Trijp et al., 1996;
ec, 2003).
Bredahl et al., 1998; Vraneševic and Stanc
Second, product quality is defined as product superiority in comparison with alternative
products from the standpoint of market (Mittal et al., 1998). Today, the definition is more
specific. Product quality does not only concern with product superiority perception, but also
with the whole combination of product intrinsic value – attributes inherent in the product –
and extrinsic values – attributes outside of product (Espejel et al., 2007; Cerjak, 2017).
This study posits traditional food product quality as people’s perception toward the
products; products’ decisive attribute. At this point, by attribute, I mean everything inherent
in the product or intrinsic quality of a product which includes food taste, smell, color,
temperature and physical appearances, and extrinsic quality which includes packaging,
packing, service and other external factors that provide additional values. This is supported
by previous studies that in their product study identified product quality as the combination
of intrinsic and extrinsic values (Espejel et al., 2007; Cerjak, 2017).
In previous studies, product quality is developed as relative value and people’s expectation
ec, 2003), or
toward products (Wheelock, 1992; Bredahl et al., 1998; Vraneševic and Stanc
is used to formulate comparison among countries (Henchion & McIntyre, 2000), or to
determine prices (Henchion and McIntyre, 2000; Berger et al., 2018). In this study, product
quality is developed and applied to define positivity in attitude and purchase intention for
traditional food products (Beneke et al., 2013; Setiawan and Haryanto, 2014). The concept
posited in this study is that the higher the traditional food product quality as perceived by
people, the higher the positivity in their attitude; also, the higher the traditional food product
quality as perceived by people, the higher the purchase intention for the product. In the
context of traditional food products, this is driven by the fact that most of the people see
product quality as an important factor in their buying decision. They are inclined to think that
food taste, smell, color, shape, nutrition, packaging, hygiene, selling location and other
quality perception-shaping attributes are important. That is why these attributes determine
people’s positivity in attitude and purchase intention for traditional food products. Bearing
these in mind, below are the hypotheses of this study:
H2. There is a positive relationship between traditional food product quality and positivity
in attitude toward traditional food product.
H3. There is a positive relationship between traditional food product quality and
purchase intention for the products.

2.4 Price fairness
The next variable that is important for people when trying to make buying decision for
traditional food products is price. In this part, price is defined as the perception on the sum
of money spent to acquire certain product or brand (Ayres and Nalebuff, 2003; De-Matos
et al., 2007; Catoiu et al., 2010). This concept explains that price is an indicator of
meaningful quality if the price of a brand is high, hence signaling that the quality of the
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brand is also high. There were several premises concerning price in previous studies. One
of them is that price is heavily connected with the concept of honesty. In the process of
price formulation, the aspect of honesty is always involved – honesty in terms of any kind of
efforts in expressing products with desired price and profit margin (Ayres and Nalebuff,
2003).
Other studies were more inclined to define price as people’s perception on the sum of
money in relation with the quality of a product or brand. Moreover, there are some
terminologies that regularly mentioned around this concept of price. Some of them are
premium price (Loureiro et al., 2002), relative price (Beneke et al., 2013) and price-based
quality (Berger et al., 2018). In some other studies, price is defined as a sum of money
which is determined by taking into account the aspect of fairness, involving terminologies
such as price unfairness (Campbell, 1999; Xia et al., 2004) and price fairness (Schein,
2002; Vaidyanathan and Aggarwal, 2003; Catoiu et al., 2010).
Other researchers defined price as the value of a product which is determined based on
demand and offer. This concept includes several relevant terminologies such as market
price (Morris and Morris, 1990) and sustainable price (Ingenbleek, 2015). The last group of
studies defined price as the value of a product in connection with relevant situations. This
concept includes several terminologies such as promotional price (Munger and Grewal,
2001) and dynamic pricing which comes from customers’ fairness perception (Haws and
Bearden, 2006).
This study approaches price as people’s perception of the price fairness. Price fairness is
determined by marketer. It involves normality, openness, correspondence, rationality and
logic. In traditional food market, as marketers see, customers tend to put forward
functionality, not emotional benefit or prestige. In this context, price is considered fair when
it is rational (acceptable) according to people’s perception. And this type of price tends to
receive more positive responses from customers (Xia et al., 2004; Catoiu et al., 2010). Still in
connection with price, marketers of traditional food products tend to receive negative
responses if they prioritize more on the aspect of convenience – by taking advantage of
certain situations and determining prices unfairly or too high – rather than on customers’
loyalty (Campbell, 1999; Xia et al., 2004).
In the process of behavior, price is conceptually related positively to the purchase decision
(Campbell, 1999; Vaidyanathan and Aggarwal, 2003; Xia et al., 2004). In relation to a
positive attitude, it is conceptualized that the higher the fairness of the price, the higher the
positive attitude toward the traditional foods and intention to buy traditional foods (Delafrooz
and Paim, 2011; Harcar and Yucelt, 2012; Beneke et al., 2013). This argument is the basis
for the formulation of the hypotheses on the relationship between price perception and
positivity in attitude and intention to purchase traditional food products:
H4. There is a positive relationship between price fairness and positive attitude toward
traditional food products.
H5. There is a positive relationship between price fairness and purchase intention for
traditional food products.

2.5 Convenience
Convenience is the accessibility of the product. When marketers well provide convenience,
customers can buy their products easily and with little effort. That is why many marketers
put a lot of effort to minimize customers’ effort or cost to acquire their products. This also a
normal view in the case of traditional food products. The marketers have formulated several
ways in their marketing: selling directly to the customers and setting up stalls in public
places where most people are available; only a minority of them really attempt to market
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their products using brand strength and uniqueness (Verlegh and Candel, 1999; Verbeke
et al., 2001; Verbeke, 2005).
Several previous studies limit the concept of convenience with customers’ convenience in
acquiring products. And they often relate this concept with several specific situations at
hand that influence the level of convenience of products such as family demand (Capps
et al., 1985), personal choice about healthy food or convenient food (Gofton and Ness,
1991), challenges in finding where to find the products (Nickols and Fox, 1983; Gofton and
Ness, 1991; Scholderer and Grunert, 2005), customers’ life style (Buckley et al., 2005) and
ease-of-access from the stores or restaurants selling the products (Verlegh and Candel,
1999; Scholderer and Grunert, 2005; He et al., 2012). This study positions convenience as
the ease of people in getting the food products. But this study does not focus on the store or
restaurant. It focuses on the convenience in the food product itself that drives people to buy
the product in several ways. This makes marketers put a lot of efforts to approach
customers and make the products more accessible such as setting up stalls near where
customers gather and setting up stores in strategic places.
Furthermore, when people prioritize convenience and make it a decisive factor in making a
purchase, there are several personal considerations taken into account. Some of them are
situation and reference (Verlegh and Candel, 1999). In terms of situation, when people are
in the situation of distress, they tend to look for the most accessible products with minimal
effort. In terms of reference, it is a situation in which customers receive certain reference
from other people who have pleasant experience with the referenced product. Other study
that also reveals the importance of convenience is the research conducted by Capps et al.
(1985). This study reveals that when people try to look for choices, they will consider
aspects of convenience and inconvenience. In other studies, convenience is seen as an
essential aspect in a food product because, normally, there are challenges in the process of
acquiring such product. These challenges inflict product price. So, products with more
convenience tend to be cheaper (see also Jae et al., 2000; Candel, 2001; Scholderer and
Grunert, 2005). Other studies concerned more on convenience in the stores or restaurants
where products are being sold, assuming that people buy products from restaurants that
are strategically placed and close to them (He et al., 2012).
For modern society like Indonesia, one of them, convenience is one of the variables
considered important by individuals in purchasing a product, because it is related to
transportation problems that are relatively expensive in the sense that it requires a number
of costs in the form of money, time, energy, and psychology. This consideration becomes
an important determinant of buying the product, so if the higher the time it is sacrificed to
get the product, the lower the positive attitude and the intention of buying the product. Thus,
it can be conceptualized that the higher the ease of getting the product, the higher the
positive attitude toward the traditional foods (Thom, 2007; Delafrooz and Paim, 2011; Harcar
and Yucelt, 2012). Similarly, in terms of relationship to purchasing intentions, it is
conceptualized that the higher the ease of getting the product, the higher the purchase
intention of products (Thom, 2007; Delafrooz and Paim, 2011; Harcar and Yucelt, 2012;
Dehghanan and Bakhshandeh, 2014). Thus, it can be conceptualized that the higher the
ease of getting the product, the higher the positive attitude toward the traditional foods
(Thom, 2007; Delafrooz and Paim, 2011; Harcar and Yucelt, 2012). Similarly, in terms of
relationship to purchasing intentions, it is conceptualized that the higher the ease of getting
the product, the higher the purchase intention of products (Thom, 2007; Delafrooz and
Paim, 2011; Harcar and Yucelt, 2012; Dehghanan and Bakhshandeh, 2014):
H6. There is a positive relationship between convenience and positive attitude toward
traditional food products.
H7. There is a positive relationship between convenience and purchase intention for
traditional food products.
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2.6 Product type
Product type is a feature in a product that represents the characteristics of the product and
makes it uniquely different from other products. Previous studies showed that different
product types represent different management, mainly in terms of the formulation of
marketing strategy. This makes every product type to have specific market segment and
purchasing behavior (Gofton and Ness, 1991; Capaldi et al., 2006; Calvo-Porral and LévyMangin, 2017).
This product type-based categorization plays an important role in describing the shift in
health and convenience (Gofton and Ness, 1991); determining price as in the case of ecolabeled products (Loureiro et al., 2001, 2002); describing different purchasing behaviors in
specialty food retailing (Capaldi et al., 2006); measurement (Bellisle, 2014); and describing
the benefit of each food product by separating meals and snacks for diet management and
energy formulating marketing strategy for isocaloric meal and snack food products (CalvoPorral and Lévy-Mangin, 2017).
In this study, product type is a variable developed and used to differentiate the process of
purchasing behavior for snack products and for meal products as in restaurants. The
underlying argument for this is that in Indonesia, the process of purchasing snack products
relies more on the factor of convenience. This is apparent in the selling method applied by
snack products sellers who always attempt at approaching customers as close as possible.
The story is different for meal products in restaurants. The products are offered in fixed
locations which are selected strategically, expecting customers to easily find them
(Capaldi et al., 2006; He et al., 2012; Calvo-Porral and Lévy-Mangin, 2017). The strategies
in terms of price are also different. For snack products, the determined price is relatively
affordable. This is the main strategy to attract customers and positively influence the sale of
the product. For meal products sold in the restaurants, price is a sensitive issue for their
customers. That is why restaurants always provide price list of their products, informing
customers clearly about the details of the products (Schein, 2002; Vaidyanathan and
Aggarwal, 2003; Catoiu et al., 2010). Both products also have different strategies in terms of
product quality which is a delicate matter that is handled carefully by sellers from both
sides, making sure that quality is a top priority. For snack products, they commonly connote
inferiority in terms of quality. Some factors that are often linked with this are the selection
and handling of ingredients (usually in traditional markets) that are not based on quality; the
cooking process that does not obey health standards; the usage of substances that may
pose a threat and used only to visually attract customers; and the affordability of the price
and other issues that affect product quality. Today, with the increase of customers’
awareness on go-green issues, the producers of traditional food products have begun to
pay more attention on the quality of their products (Loureiro et al., 2001, 2002).
In this study, product type is the variable that is used to categorize purchasing behavior
processes for traditional food products and developed as moderating variable (Dmitrovic
and Vida, 2010; Bearden and Etzel, 2001; Haryanto et al., 2015). As moderating variable,
product type strengthens the relationship between three decision variables (product quality
perception, price fairness perception and convenience perception) and positive attitude
and purchase intention for traditional food products. Below is the hypotheses drawn up from
the above exposition:
H8.

Product type moderates the relationship between positive attitude toward traditional
food products and purchase intention for the products.

H9.

Product type moderates the relationship between traditional food product quality
and positive attitude toward the products.

H10. Product type moderates the relationship between traditional food product quality
and purchase intention for the products.
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H11. Product type moderates the relationship between price fairness and positive
attitude toward traditional food products.
H12. Product type moderates the relationship between price fairness and purchase
intention for traditional food products.
H13. Product type moderates the relationship between convenience and positive attitude
toward traditional food products.
H14. Product type moderates the relationship between convenience and purchase
intention for traditional food products.

3. Research methods
3.1 Sampling
The sample consists of 1,000 people who like Indonesian traditional food products, either
snacks or meals (restaurant food). The sample is then split into two groups of 500 people.
The first 500 people are for studying traditional snack products and the second for
traditional meal products from restaurants. The goal of the split is to bring forward the
difference in people’s purchasing behaviors for both products, taking the hypotheses as
reference. The determination of the number of the sample is appropriate if the population is
unrestricted and is measured in millions (with 95 per cent confidence interval level, 5
per cent error margin; Sekaran, 2006). The location of the sample collection is several
public spaces in Surakarta (Indonesia), including Mall Paragon, Solo Grand Mall, Matahari
Mall, Hartono Mall and some other places where most people spend their free time.
The selection is conducted to well represent the target population. In collecting the data, the
researchers directly ask the visitors of the locations such as the department stores or other
public spaces about their preferences on traditional food products. Some indicators asked
were concerning their favorites, their level of enjoyment of each products, positivity in their
attitude toward the products and their intention and tendency to buy traditional food
products. This is required to support the goal of this study, which is to produce a prediction
model for positivity in attitude and purchase intention for traditional food products. If the
responses from the respondents indicate positive preference, they will be offered the
research questionnaire which will be collected after completion.

3.2 Measures
The following is the definition of the variable and its measurement. The product price is
defined as the individual’s perception of the fairness of the price. The variables are
measured by fairness, openness, correspondence, rationality and logic. The product quality
is an individual perception of the superiority of a product’s quality. This variable is measured
by ease, privilege, freshness, excellence and cleanliness. The convenience in obtaining the
product is defined as the individual’s perception of the level of effort sacrificed in obtaining
a product. This variable is measured with overprice, congestion, exhaustion, stress and
aggravation. The positive attitude is defined as feeling like or happy about a product.
Furthermore, positive attitudes are measured by like, happy, pleasure, positive thoughts
and enthusiasm. The purchase intent is defined as the individual’s desire to buy a product.
Furthermore, this variable is measured by the following items: probability, will, tendency,
interest and desire. All of the items are measured using a five-level Likert scale: 1 (strongly
disagree) to 5 (strongly agree), whereas the product type is measured using two
categorical scales: 1 (snack foods) and (2) restaurant foods.
For hypotheses testing, Multi Group Structural Equation Model (Multi Group SEM) with
AMOS 20 is used. The tool is selected because it provides a capability to accommodate the
relationship between variables that are the basis of the hypotheses (Bou and Satorra, 2010).
Concerning the indicators, before being analyzed using Multi Group-SEM, they are tested
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with a series of validity and reliability tests to ensure that they have the capability to measure
the constructs (Fornell and Larcker, 1981; Bou and Satorra, 2010).

4. Results
4.1 Validity and reliability test
In this research, there are two types of validity tests conducted: convergent validity test and
discriminant validity test. With cut-off values for Factor Loading > 0.40, composite reliability
(CR) > 0.70 and average variance extracted (AVE) > 0.50 (Fornell and Larcker, 1981; Bou
and Satorra, 2010; Satora, 2010), the result of the convergent validity tests indicates that the
extracted indicators have good convergent validity value (Factor loading = 0.457  0.878;
CR = 0.776  0.893 > 0.70; AVE = 0.642  0.890; see Table I). In short, the extracted
indicators have the capability to measure the constructs.
In the discriminant validity test, the square root value of AVE has to be higher than other
coefficient correlations (Fornell and Larcker, 1981; Satora, 2010). In this research, the result
of this test indicates that each measuring variable presents good discriminant validity. The
relationship values among similar variables are higher than the relationship value among
different variables (see Table II).
Table I Validity and reliability tests
Variables

Indicators

Price

P1
P3
P4
P5
Q2
Q3
Q4
Q5
Inc1
Inc2
Inc3
Inc4
Inc5
At1
At2
At3
At4
At5
Int1
Int2
Int3
Int4
Int5

Quality

Convenience

Attitude

Intention

Factor loading

CR

AVE

0.684
0.735
0.832
0.839
0.675
0.838
0.845
0.868
0.620
0.463
0.874
0.907
0.878
0.738
0.867
0.838
0.764
0.732
0.681
0.679
0.457
0.794
0.795

0.836

0.646

0.872

0.842

0.814

0.645

0.893

0.890

0.776

0.642

Table II Relationship matrix of variables
Variables
Price
Quality
Convenience
Attitude
Intention

1

2

3

4

5

0.821
0.634
0.654
0.733
0.572

0.794
0.767
0.714
0.672

0.811
0.710
0.683

0.848
0.821

0.782
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4.2 The result of hypotheses testing
The result of hypothesis testing, which conceptualizes the relationship between positive
attitude and buying intention of traditional food, is significant and positive ( b = 0,386;
SE = 0,073; CR = 5.261; see Table III), and hence hypothesis supported. When given the
moderation effect, the test results still indicate a significant and positive relationship for
snack foods ( b = 0.226; SE = 0.079; CR = 3.863) and for restaurant food ( b = 0.390; SE =
0.095; CR = 4.108; see Table IV). This suggests that the relationship between positive
attitudes and purchasing intentions is consistent both before and after moderation. A
significant and positive relationship indicates that if the individual has a positive attitude
toward the product, it ultimately affects the individual’s intention in buying traditional food.
The findings of this study support previous research conceptualizing a regularity phenomenon
of positive relationships between positive attitudes and purchasing intentions of products
(Ajzen, 1991; Haryanto, 2014; Setiawan and Haryanto, 2014). Nevertheless, this concept still

Table III Result and goodness-of-ﬁt indices (before moderation)
Relationship

Estimate

S.E.

C.R.

0.255
0.284
0.075
0.386
0.121
0.043
0.083

0.047
0.051
0.046
0.073
0.044
0.044
0.041
171.131
0.242
1.076
0.947
0.998
0.997
0.013

5.456
5.545
1.636
5.261
2.738
0.976
2.041

Att / Quality
Att / Price
Att / Convenience
Intent / Att
Intent / Price
Intent / Convenience
Intent / Quality
Chi-square
Probability (p)
CMIN/DF
Adjusted goodness-of-fit index (AGFI)
Comparative fit index (CFI)
Tucker–Lewis index (TLI)
Root mean square error approximations (RMSEA)

Table IV Result and goodness-of-ﬁt indices (after moderation)
Relationship
Att / Quality
Att / Price
Att / Convenience
Intent / Att
Intent / Price
Intent / Convenience
Intent / Quality

Estimate
0.221
0.253
0.128
0.226
0.041
0.055
0.022

Snack foods
S.E.
0.061
0.067
0.062
0.079
0.038
0.042
0.033

C.R.

Restaurant foods
Estimate
S.E.

3.617
3.807
2.061
2.863
1.072
1.313
0.659

0.286
0.259
0.076
0.390
0.161
0.016
0.115

Goodness of fit model index
Constraint model
Chi-square
412.261
Probability (p)
0.006
CMIN/DF
1.202
Adjusted goodness-of-fit index (AGFI)
0.890
Comparative fit index (CFI)
0.989
Tucker–Lewis index (TLI)
0.983
Root mean square error approximation (RMSEA)
0.021
Dx2 = 412.261 – 376.032 = 36.229
Ddf = 343 – 318 = 25
(prob. < 0.05)
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0.067
0.072
0.066
0.095
0.066
0.063
0.057

C.R.
4.249
3.586
1.160
4.108
2.453
0.251
2.013

Unconstraint model
376.032
0.014
1.182
0.889
0.990
0.985
0.020

requires further testing, in different contexts, in an attempt to improve the generalization of the
findings of this study.
Price is the first stimulus that is conceptualized to form the positive attitude and buying
intention of the product. The test result indicates the positive relationship between price and
positive attitude toward the product ( b = 0.284; SE = 0.051; CR = 5.545; see Table III). It
means that the higher the fairness of price, the higher the positive attitude towards the
traditional foods. This relationship is consistent although moderated by the product type, in
this case the snack ( b = 0.253, SE = 0.067, CR = 3.807) and the restaurant foods ( b =
0.259; SE = 0.072; CR = 3.586; see Table IV).
Positive relationships suggest that the conceptual hypothesis is supported both before and
after moderation, as the concept has been described in previous studies (Campbell, 1999;
Vaidyanathan and Aggarwal, 2003; Xia et al., 2004; Delafrooz and Paim, 2011; Harcar and
Yucelt , 2012; Beneke et al., 2013). Practically, the findings of this study indicate that the
price is an effective stimulus to influence the positive attitude of individuals to traditional
foods, both for snacks and restaurant food. In this study, recommended stimuli are
affordable prices, rational prices and reasonable prices, so that individuals will regard the
price as a reasonable price and not harm consumers.
Related to the buying intention, before the moderation effect, the test result shows the
significant and positive relationship between fairness of price and purchase intention of the
traditional foods ( b = 0.121; SE = 0.044; CR = 2.738; see Table III). This result is consistent
when there are moderate effects of the types of product. For snack foods, fairness of price is
one of the variables that is increases intention to buy the product (b = 0.041, SE = 0.038, CR =
1.072), as well as for food restaurant foods (b = 0.161; SE = 0.066; CR = 2.453; see Table IV).
This finding explains that price is one of the effective stimuli in forming the buying intention
towards the product. These significant and positive findings support the regularity of concepts
that have been conceptualized by previous researchers, which explains the positive relationship
between price and intention to buy products (Campbell, 1999; Vaidyanathan and Aggarwal,
2003; Xia et al., 2004; Delafrooz and Paim, 2011; Harcar and Yucelt , 2012; Beneke et al., 2013).
Quality of food is a variable that is conceptualized to improve the positive attitude and
intentions to buy the traditional foods. Test result indicates the positive relationship between
food quality and positive attitudes toward a product (b = 0.255; SE = 0.047; CR = 5.456; see
Table III). This relationship is consistent despite moderation effects by separating the types of
foods tested; for snack foods (b = 0.221; SE = 0.061; CR = 3.617) and for restaurant food
( b = 0.286; SE = 0.067; CR = 4.249; see Table IV). These findings support the concept of the
regularity of phenomenon about the positive relationship between product quality and positive
attitudes towards the product as described in previous studies (Munger and Grewal, 2001;
Beneke et al., 2013; Kordnaeji et al., 2013). This significant and positive relationship indicates
that the quality of food is an effective stimulus to influence the positive attitude towards the
product. Further, several types of stimulus recommended in this study are the way of attractive
presentation, the determination of appropriate portions, attractive colors and delicious aroma.
In relation to purchase intentions, before the moderation effects, there is a significant and
positive relationship between product quality and intention to buy the traditional foods ( b =
0.083; SE = 0.041; CR = 2.041; see Table III). However, after moderation effect, the
relationship of these two variables became inconsistent; for the snack food, the relationship
between product quality and intention to buy the product is not significant ( b = 0.022; SE =
0.033; CR = 0.659), whereas for the restaurant foods, the relationship between product
quality and intention to buy the product is significant ( b = 0.115; SE = 0.057; CR = 2.013;
see Table IV). These findings indicate that the quality of food is still effective to influence the
intention to buy the product, but not for traditional snacks. Thus, the findings of this study do
not fully support the concept of positive relationship between product quality and purchase
intentions (Munger and Grewal, 2001; Beneke et al., 2013; Kordnaeji et al., 2013).
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Convenience is the final stimulus that is conceptualized to influence the positive attitude and
intentions to buy the traditional foods. The test result indicates the insignificant relationship
between the convenience in getting the traditional foods and positive attitude towards that
traditional foods ( b = 0.075; SE = 0.046; CR = 1.636; see Table III). However, when given
the moderation effect, the relationship became significant and positive in snack foods
context ( b = 0.128, SE = 0.062; CR = 2.061), and not significant in restaurant food context
( b = 0.076; SE = 0.066; CR = 1.160; see Table IV). This finding explains that convenience is
not a variable that can influence the positive attitude towards the foods, especially for the
restaurant foods. However, for snack foods, convenience is a variable that influences the
positive attitude toward those foods.
For marketers, it is advisable not to ignore the convenience variables in the restaurant
business. Although not significant, this variable is still considered by marketers in marketing
their products, because the test results indicate the results of the model fit, which is relatively
good. This means that if the marketer ignores the variable of convenience, it will have an
impact on decreasing the positive attitude and consumer purchase intention towards
traditional food. Several types of stimuli associated to the convenience are sacrificed efforts
to obtain products such as overpriced fare, congestion, exhaustion, stress and aggravation.
Furthermore, inconsistency of the relationship indicates that this study does not fully support
the regularity of the phenomenon of a positive relationship between convenience and positive
attitudes toward the product as described in previous studies (Thom, 2007; Delafrooz and
Paim, 2011; Harcar and Yucelt, 2012). Thus, further testing is required to obtain further clarity
on the relationship of the two variables.
In relation to the purchasing intention towards the traditional foods, before moderation
effects, the test result indicates an insignificant relationship between convenience and
intention to buy the traditional foods ( b = 0.043; SE = 0.044; CR = 0.976; see Table III). This
insignificant relationship also occurs, when given a moderation effect, both on snacks ( b =
0.055, SE = 0.042, CR = 1.313) and on restaurant foods ( b = 0.016; SE = 0.063;
CR = 0.251; see Table IV). This finding explains that convenience in getting the foods is
not an effective stimulus in influencing the intention of buying the product.
For marketers, these findings provide the understanding that purchasing intentions cannot
be built directly from convenience variable, but from the positive attitude towards the foods
first, especially for snack foods. Individuals are very concerned about this convenience
variable, both in the form of monetary costs and psychological costs. The insignificant
relationship indicates that this study does not support the concepts proposed in previous
studies against a positive relationship between ease and purchase intent of the product
(Thom, 2007; Delafrooz and Paim, 2011; Harcar and Yucelt, 2012). Thus, these findings
require further studies to improve the generalization of the relationships between the two
variables on relevant product types and research settings.

5. Conclusions and implications
Theoretically, this study contributes to the role of the product type as a moderating variable
of consumer behavioral processes that have been neglected in exposing the buying
behavior of traditional foods.
Practically, this study provides insight into marketers of snack foods and restaurant foods in
its efforts to create a strategy in marketing the product. For marketers of snack foods, a
positive attitude can be affected by price, quality and convenience, which in turn further
affect the intention to buy. As for marketers of restaurant food, a positive attitude and intent
to buy can be influenced by price and quality, and convenience is not an important
consideration for individuals to buy.
The contribution to the social aspect is the side benefit that society receives on the certainty of
the reasonable price and the quality of the food that must be well preserved, because these
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two variables are an important consideration of the individual in buying traditional foods. The
social contribution of this research is the side benefit obtained by the community, which is the
certainty of a reasonable price and good food quality, because these two variables are
important considerations for individuals in buying traditional foods. In addition, individuals will
also find it easy to get traditional foods, especially snacks, because this creativity variable is
another important stimulus that can affect positive attitudes.

6. Limitations
This study focuses on the types of traditional food products, which further distinguish by type
of snack foods and restaurant foods. Both of these variables have different characteristics that
impact on different behavioral processes. It is expressed on the significance of the test results
obtained. There are several inter-variable relationships that are conceptualized, but in their
relationship, it indicates an inconsistency in results, which includes the relationship between
price and purchase intentions; ease and positive attitude; and the relationship between
convenience and purchase intentions. So, these conditions do not support the regularity of
phenomenon that are conceptualized in previous studies. This is only in condition, and the
result will be different if tested in different contexts. Therefore, it is advisable for future studies
to retest the concepts in this study on different objects and research settings.
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Calvo-Porral, C. and Lévy-Mangin, J. (2017), “Specialty food retailing: examining the role of products’
perceived quality type”, British Food Journal, Vol. 119 No. 7, pp. 1511-1524.

VOL. 13 NO. 4 2019

j JOURNAL OF ASIA BUSINESS STUDIES j PAGE 539

Campbell, M.C. (1999), “Perceptions of price unfairness: antecedents and consequences”, Journal of
Marketing Research, Vol. 36 No. 2, pp. 87-99.
Candel, M.J.J.M. (2001), “Consumers’ convenience orientation
conceptualization and measurement”, Appetite, Vol. 36 No. 1, pp. 15-28.

towards

meal

preparation:

Capaldi, E.D., Owens, J.Q. and Privitera, G.J. (2006), “Isocaloric meal and snack foods differentially
affect eating behavior”, Appetite, Vol. 46 No. 2, pp. 117-123.
Capps, O., Jr, Tedford, J.R. and Havlicek, J. Jr(1985), “Household demand for convenience and nonconvenience foods”, American Journal of Agricultural Economics, Vol. 67 No. 4, pp. 862-869.
Cardello, A.V. (1995), “Food quality: relativity, context and consumer expectations”, Food Quality and
Preference, Vol. 6 No. 3, pp. 163-170.
Catoiu, I.A., Vranceanu, D.M. and Filip, A. (2010), “Setting fair price – fundamental principle sustainable
marketing”, Commerce Contribution to Sustainable Development, Vol. 12 No. 27, pp. 115-128.
Cerjak, R.B.Z.M.M. (2017), “Importance of intrinsic and extrinsic quality food characteristics by different
consumer segments”, British Food Journal, Vol. 119 No. 4, pp. 1-23.
Chamhuri, N. and Batt, P.J. (2015), “Consumer perceptions of food quality in Malaysia”, British Food
Journal, Vol. 117 No. 3, pp. 1168-1187.
Chengsi, Z., Chunming, M. and Getz, L. (2014), “Food pricesand inflation dynamics in China”, China
Agricultural Economic Review, Vol. 6 No. 3, pp. 395-412.
Cook, A.J., Kerr, G.N. and Moore, K. (2002), “Attitudes and intentions towards purchasing GM food”,
Journal of Economic Psychology, Vol. 23 No. 5, pp. 557-572.
Dehghanan, H. and Bakhshandeh, G. (2014), “The impact of green perceived value and green perceived
risk on green purchase behavior of Iranian consumers”, International Journal of Management and
Humanity Sciences, Vol. 3 No. 2, pp. 1349-1357.
Delafrooz, N. and Paim, L. (2011), “An integrated research framework to understand consumer’s internet
purchase intention”, International Conference on Sociality and Economics Development, Vol. 10, pp. 375-378.
De-Matos, C.A., Ituassu, C.T. and Rossi, C.A.V. (2007), “Consumer attitudes toward counterfeits: a
review and extension”, Journal of Marketing, Vol. 24 No. 1, pp. 36-47.
Dmitrovic, T. and Vida, I. (2010), “Consumer behavior induced by product nationality: the evolution of field
and its theoretical antecedents”, Transformations in Business and Economics, Vol. 9 No. 1, pp. 145-165.
Dodds, W.B., Monroe, K.B. and Grewal, D. (1991), “Effects of price, brand, and store information on
buyers product evaluations”, Journal of Marketing Research, Vol. 28 No. 3, pp. 307-319.
Engel, J.F., Roger, B. and Miniard, P.M. (1995), “Consumer Behavior”, 8th ed., The Dryden Press, Orlando.
Espejel, J., Fandos, C. and Flavian, C. (2007), “The role of intrinsic quality attributes on consumer behavior
for traditional food products”, Managing Service Quality: An International Journal, Vol. 17 No. 6, pp. 681-701.
Fornell, C. and Larcker, D.F. (1981), “Structural equation models with unobservable variables and
measurement error: algebra and statistics”, Journal of Marketing Research, Vol. 18 No. 3, pp. 382-388.
Gofton, L. and Ness, M. (1991), “Twin trends: health and convenience in food change or who killed the
lazy housewife”, British Food Journal, Vol. 93 No. 7, pp. 17-23.
Harcar, T. and Yucelt, U. (2012), “American consumer’s attitudes towards different airline companies channels: a
comparison of transaction methods”, Pasos. Revista de Turismo y Patrimonio Cultural, Vol. 10 No. 2, pp. 59-68.
Haryanto, B. (2014), “The influence of ecological knowledge and product attributes in forming attitude
and intention to buy green product”, International Journal of Marketing Studies, Vol. 6 No. 2, pp. 83-91.
Haryanto, B., Nusantara, A.C. and Budiman, S. (2015), “How sexuality in elegance of advertising and
congruency of product influence brand evaluation? (the study of consumer behavior using an
experimental design approach)”, Mediterranean Journal of Social Sciences, Vol. 6 No. 4, pp. 118-129.
Haws, K.L. and Bearden, W.O. (2006), “Dynamic pricing and consumer fairness perceptions”, Journal of
Consumer Research, Vol. 33 No. 3, pp. 304-311.
He, M., Tucker, P., Irwin, J.D., Gilliland, J., Larsen, K. and Hess, P. (2012), “Obesogenic neighbourhoods:
the impact of neighbourhood restaurants and convenience stores on adolescents’ food consumption
behaviours”, Public Health Nutrition, Vol. 15 No. 12, pp. 2331-2339.

PAGE 540

j JOURNAL OF ASIA BUSINESS STUDIES j VOL. 13 NO. 4 2019

Henchion, M. and McIntyre, B. (2000), “Regional imagery and quality products: the Irish experience”,
British Food Journal, Vol. 102 No. 8, pp. 630-644.
Ingenbleek, P.T.M. (2015), “Price strategies for sustainable food products”, British Food Journal, Vol. 117
No. 2, pp. 915-928.
Jae, M.K., Ryu, J.S. and Abdel- Ghany, M. (2000), “Family characteristics and convenience food expenditure
in urban Korea”, Journal of Consumer Studies and Home Economics, Vol. 24 No. 4, pp. 252-256.
Kordnaeji, A., Askaripoor, H. and Bakhshizadeh, A. (2013), “Studying affecting factors on customers
attitude toward products with halal brand”, International Research Journal of Applied and Basic
Sciences, Vol. 4 No. 10, pp. 3138-3145.
Kotler, P. and Keller, K.L. (2006), “Marketing Management”, 12th ed., Pearson International Education,
New York, NY.
Kwek, C.L. (2010), “Investigating the shopping orientations on online purchase intention in the
e-Commerce environment: a Malaysian study”, Journal of Internet Banking and Commerce, Vol. 15 No. 2.
Loker, G.B., Amoutzopoulos, B., Ozkoc, O., Ozer, H., Satir, G. and Bakan, A. (2013), “A pilot study on
food composition of five Turkish traditional foods”, British Food Journal, Vol. 115 No. 3, pp. 394-408.
Loureiro, M.L., McCluskey, J.J. and Mittelhammer, R.C. (2001), “Assessing consumers preferences for organic,
eco-labeled and regular apples”, Journal of Agricultural & Resource Economics, Vol. 26 No. 2, pp. 404-416.
Loureiro, M.L., McCluskey, J.J. and Mittelhammer, R.C. (2002), “Will consumers pay a premium for ecolabeled apples?”, Journal of Consumer Affairs, Vol. 36 No. 2, pp. 203-219.
Manning, L. and Baines, R.N. (2004), “Effective management of food safety and quality”, British Food
Journal, Vol. 106 No. 8, pp. 598-606.
Markosyan, A., McCluskey, J.J. and Wahl, T.I. (2009), “Consumer response to information about a
functional food product: apples enriched with antioxidants”, Canadian Journal of Agricultural Economics/
Revue Canadienne D’agroeconomie, Vol. 57 No. 3, pp. 325-341.
Mitchell, A.A. and Olson, J.C. (1981), “Are product attribute beliefs the only mediator of advertising
effects on brand attitude?”, Journal of Marketing Research, Vol. 18 No. 3, pp. 318-322.
Mittal, V., Ross, W.T., Jr and Baldasare, P.M. (1998), “The asymetric impact of negative and positive
attribute-level performance on overall satisfaction and repurchase intentions”, Journal of Marketing,
Vol. 62 No. 1, pp. 33-47.
Morris, M.H. and Morris, G. (1990), “Market-Oriented Pricing: Strategies For Management”, Greenwood
Press, Inc, USA.
Munger, J.L. and Grewal, D. (2001), “The effects of alternative price promotional methods on consumers’
product evaluations and purchase intentions”, Journal of Product & Brand Management, Vol. 10 No. 3,
pp. 185-197.
Nickols, S.Y. and Fox, K.D. (1983), “Buying time and saving time: strategies for managing house hold
production”, Journal of Consumer Research, Vol. 10 No. 2, pp. 197-208.
Novan, R.A.T. (2016), “Menggarap potensi pasar tradisional di kota solo”, available at: www.facebook.
com/reatinov
Richard, A.E., North Duguid, J.P. and Sheard, M.A. (1996), “The quality of public sector food-poisoning
surveillance in England and Wales, with specific reference to salmonella food poisoning”, British Food
Journal, Vol. 98 Nos 2/3, pp. 1-109.
Schein, A. (2002), “Concern for fair prices in the Israeli housing marketing”, Journal of Economic
Psychology, Vol. 23 No. 2, pp. 213-230.
Schmidt, D.B. (2000), “Consumer response to functional foods in the 21st century”, AgBioForum, Vol. 3
No. 1, pp. 14-19.
Scholderer, J. and Grunert, K.G. (2005), “Consumers, food and convenience: the long way from resource
constraints to actual consumption patterns”, Journal of Economic Psychology, Vol. 26 No. 1, pp. 105-128.
Sekaran, U. (2006), “Research Methods for Business: A Skill Building Approach”, John Wiley & Son, Singapore.
Setiawan Haryanto, B. (2014), “The antecedent variables of attitude in forming intentioin to switch
smartphone (the survey study: Samsung brand in Surakarta)”, European Journal of Business and Social
Sciences, Vol. 3 No. 6, pp. 126-135.

VOL. 13 NO. 4 2019

j JOURNAL OF ASIA BUSINESS STUDIES j PAGE 541

Simonin, B.L. and Ruth, J.A. (1998), “Is company known by the company it keeps? Assessing the
spillover effects of brand alliance on consumer brand attitudes”, Journal of Marketing Research, Vol. 16
No. 1, pp. 30-42.
Straete, E.P. (2008), “Modes of qualities in development of speciality food”, British Food Journal, Vol. 110
No. 1, pp. 62-75.
Thom, N.T. (2007), “Attitude, motivation, and consumption of seafood in bachnich province, Vietnam”,
Master Thesis in International Fisheries Management.
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