
 

  

 

 

Abstract – The aim of this paper is to propose a hypothetical 

framework for identifying and assessing antecedents of consumer 

purchase intentions towards traditional foods. Literature on theories 

that have been applied to food choice studies is reviewed, followed 

by an integration of selected theories into a proposed hypothetical 

framework for investigating antecedents of consumer purchase 

intentions towards traditional foods. The resulting hypothetical 

framework identifies ten variables, acting as antecedents that 

influence purchase intentions towards traditional foods, which have 

been grouped into personal factors, external factors and food 

properties. The proposed hypothetical framework is useful for 

designing future empirical studies that seek to identify and assess 

antecedents of consumer purchase intentions towards traditional 

foods. The hypothetical framework is therefore a first step towards 

developing a validated model for explaining and predicting purchase 

intentions towards traditional foods, for the benefit of marketing 

scholarship and industry practice alike.  

Key words – Antecedents, Consumer behaviour, Purchase 

intentions, Traditional food  

I. INTRODUCTION 

Research has established that traditional foods provide 

consumers with food and nutritional security [1], [2], improve 

the security of incomes and livelihoods for producers of 

traditional foods [3], have minimal adverse effects on the 

environment [4], and support sustainable food systems [4]. In 

spite of these benefits, the proportion of traditional foods 

consumed around the world has been declining when 

compared to cash crops such as maize, rice and wheat [4], [5].  

An understanding of antecedents affecting consumer 

purchase behaviour towards traditional foods, through 

purchase intentions, is essential for developing marketing 

strategies designed to modify consumer behaviour [6] by 

stimulating consumer demand for traditional foods [7], [8], 

[9], [10], [11]. However, current literature does not offer any 

model that identifies and explains antecedents of consumer 

purchase intentions with specific reference to traditional 

foods.  
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While there is an abundance of research on consumer 

purchase behaviour models applied to organic food [12], [13], 

[14] sustainable food [15], local food [16], [17], functional 

food [18], [19], [20] etc., consumer research applied to 

traditional foods is generally limited and there is yet to be 

research on a comprehensive framework of antecedents 

affecting consumer purchase intentions towards traditional 

foods.       

The aim of this paper is to propose, from literature, a 

hypothetical framework for identifying and assessing the 

antecedents of consumer purchase intentions towards 

traditional foods, through the integration of validated food 

choice models. The paper is structured as follows. First, 

literature on traditional foods and consumer behaviour models 

applicable to food choice are reviewed in the following 

section. Thereafter, a hypothetical framework is proposed 

based on the discussed literature. The paper ends with a 

discussion of the practical implications of the proposed 

hypothetical framework and conclusion of the study.  

II. LITERATURE REVIEW 

This section begins by clarifying the concept of traditional 

food by considering definitions from different sources. This is 

followed by a discussion of selected models explaining 

consumer preference and choice with specific reference to 

food.  

A.  Traditional Foods  

Traditional food products (TFP) are defined as products 

that are connected to a specific geographic location, have been 

consumed over long periods covering several generations and 

are linked to specific gastronomic traditions and heritage [21]. 

TFPs are often prepared in a way that minimises processing so 

as to preserve their sensory attributes [21].   

The above definition by [21] corroborates earlier 

definitions by, for example, [22], [23] and [24]. The main 

dimensions of TFP highlighted by the above authors are: (i) a 

connection to a particular location, (ii) a connection to culture 

and (iii) consumption over a long time. 
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B. Consumer Behaviour Theories Relating To Consumer 

Purchase Intentions  

While there are numerous consumer decision models, they 

tend to have overlapping constructs and this presents 

difficulties when selecting an appropriate model [25]. 

Consequently, researchers have tended to rely on generic and 

popular consumer decision theories such as the Nicosia model 

(1976) and the EMB model (1985) [26]. While there is 

comfort in this approach, the selection of theories ought to be 

informed by, and aligned to the targeted behaviour and 

population [25].  

Whenever the context relates to food choice, it is always 

more beneficial to consider a model that is specific to food 

choice, over one that is generic [20]. On this, the Food 

Preference Model [27], the Consumer Behaviour Model with 

respect to food [28], and the Theory of Planned Behaviour 

[29] have been selected for review.  

1) Food Preference Model  

The Food Preference Model is one of the earliest models to 

comprehensively incorporate a wide range of factors that 

affect food choice [27]. These factors are grouped into three 

dimensions, namely food characteristics, environment 

characteristics and individual characteristics [26]. The factors 

in each dimension are shown in Fig. 1 below.  

 

Fig. 1. The Food Preference Model [27] 

 

In the Food Preference Model [27], food consumption is 

directly affected by food preference, which in turn is affected 

by individual characteristics, food properties and 

environmental characteristics [26]. Characteristics of the 

individual mostly comprise age, nutrition knowledge, income, 

education, sex and age. Attitude is also included under this 

category. Food characteristics include several food attributes 

such as food combinations, form, food type, cost, texture, 

seasoning, appearance, taste and method of preparation. 

Environmental characteristics include household size and 

stage of family, employment, degree of urbanisation, mobility 

and season [27]. 

2)  Consumer Behaviour Model with respect to food  

The Consumer Behaviour Model with respect to food [28], 

shown in Fig. 2 below, has the same categories of food choice 

factors as in the Food Preference Model [27] by [27]. 

However, [28] makes an improvement by introducing a four-

step decision-making process that explains how consumers 

make their food choice. The Consumer Behaviour Model with 

respect to food has eight factors grouped into three broad 

categories, namely: food properties made up of sensory 

perception and physiological effects; personal factors 

incorporating biological, psychological and socio-

demographic variables; and environmental factors, 

incorporating economic factors of price and income as well as 

cultural and marketing factors [28]. 

 
Fig. 2. Consumer Behaviour Model with respect to food [28] 

3)  The Theory of Planned Behaviour  

The TPB is a generally accepted cognitive theory that has 

been widely applied to food consumption research [30], [31], 

[32], [33], [34], [35]. The TPB [29], shown in Figure 3 below 

observed consumer behaviour towards purchase to be 

influenced by attitude, subjective norms, and perceived 

behavioural control, through the mediatory effect of 

behavioural purchase intentions [35]. 
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Fig. 3. Theory of Planned Behaviour [29] 

 

III. PROPOSED HYPOTHETICAL FRAMEWORK 

In spite of the general acceptability of the reviewed models 

and their wide application to food contexts, they each have 

significant limitations. The limitation of both the Food 

Preference Model [27] and the Consumer Behaviour Model 

with respect to food [28] is that they simply list factors 

affecting food choice without establishing, through the 

estimation of causal relationships, the extent to which the 

identified factors affect food choice. As a result, the two 

models remain largely descriptive in nature [26].  

To address this challenge, researchers have utilised 

alternative models with capabilities of quantitatively 

demonstrating causal relationships that are useful for 

explaining and predicting food choice, with the Theory of 

Planned Behaviour (TPB) being a popular choice [26]. 

However, the limitation of the TPB, when compared to the 

Food Preference Model [27] and the Consumer Behaviour 

Model with respect to food [28], is that it captures a limited 

number of factors [36]. This limitation of a single theoretical 

framework in adequately explaining or predicting 

sophisticated consumer behaviour involving multiple complex 

conscious and unconscious factors of behaviour is well 

established in literature [34], [37]. 

Having reviewed the Food Preference Model [27], Consumer 

Behaviour Model with respect to food [28], and the Theory of 

Planned Behaviour [29]; there emerges an apparent need for a 

comprehensive explanatory model that sufficiently accounts 

for the diversity of food-specific antecedents that affect 

consumer purchase intentions, in a manner that is measurable 

and useful in predicting consumer purchase intentions towards 

traditional foods. There is a general consensus among 

researchers that there is potential theoretic value in developing 

a comprehensive model by integrating various theories so as to 

complement their individual strengths while minimising their 

individual inadequacies [37],[38],[39]. 

Informed by the above consensus, the Food Preference 

Model [27], the Consumer Behaviour Model with respect to 

food [28], and the Theory of Planned Behaviour [29] have 

been integrated into a proposed hypothetical framework for 

identifying and assessing antecedents affecting consumer 

purchase intentions towards traditional foods. The process of 

factor integration into a single hypothetical framework 

entailed making decisions about which factors to include and 

which ones to exclude. The inclusion/exclusion criteria were 

informed by [36] recommendations. The first recommendation 

by Ajzen was that if a variable is to be added to a framework, 

it should be feasible to imagine that proposed variable as a 

causal factor directly influencing action or intention [36]. 

It is on these grounds that the four-step decision making 

process in the Consumer Behaviour Model with respect to 

food [28] was excluded as it is not a causal factor of any 

intention or action. Rather it illustrates internal cognitive 

processes related to components of the TPB [37]. Cognition is 

already a fundamental assumption of food choice models, 

which ascribe observable behaviour to internal cognitive 

processes in which the consumer is seen as a rational 

information processor [38]. This logic also applies to the ‗food 

preference‘ variable in the Food Preference Model, which 

involves the assessment and selection of alternatives [39]. 

Informed by this criterion of excluding factors that do not 

directly affect consumer purchase intention or action, all 

background factors were excluded from the hypothetical 

framework [36]. The ‗socio-demographic‘ factor in the 

Consumer Decision Model with regards to food [28] was also 

excluded, together with most characteristics of the individual 

in the Food Preference Model [27], which include 

demographic factors such as age, sex, education, income, 

employment, size of family, cooking skills and stage of 

family. According to the TPB, background factors do not 

directly affect consumer intention as depicted in the Food 

Preference Model [27] and the Consumer Decision Model 

with regards to food [28]. Rather, they have an indirect effect 

on consumer purchase intentions, through the mediation of 

TPB components and their underlying salient beliefs [36]. 

Demographic factors are therefore excluded as they are not the 

most proximal factors affecting intentions or ultimate 

behaviour. 

The ‗psychological factor‘ in the Consumer Decision 

Model with regards to food [28] comprising ‗values‘ and 

‗lifestyle‘ were excluded from the conceptual framework 

because they are accounted for in the TPB as part of the 

background/ predisposing factors [36]. Based on the preceding 

arguments, the proposed hypothetical framework is built on 

ten factors (acting as antecedents) grouped under three broad 

dimensions (external, food properties and personal factors). 
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Fig. 4. A proposed hypothetical framework for investigating the 

antecedents that affect purchase intentions towards traditional foods 

(adapted from [29], [27],[28]) 

External factors comprise ‗perceived behavioural control‘ 

and ‗subjective norms‘, which were derived from the TPB. 

Additional external factors derived from the Consumer 

Behaviour Model with respect to food are: ‗marketing‘, 

‗culture‘ and ‗economic‘ factors. ‗Marketing‘ has been 

disaggregated into its marketing mix elements of ‗price‘, 

‗promotion‘, ‗place‘ and ‗product‘). However, for purposes of 

theory integration, only price and ‗promotion‘ were retained in 

the ‗external factors‘ group because they were the only 

marketing mix elements that were distinct from other 

antecedents. These exclusions are in alignment with Ajzen‘s 

recommendation that additional variables should be 

conceptually independent of existing variables acting as 

antecedents to avoid a factor redundancy [29]. The ‗culture‘ 

variable could be operationalised through the ‗identity‘ 

construct [40] or any selected construct through which culture 

may find expression.  

Personal factors comprise ‗attitude‘ and ‗biological‘ 

variables. Similarly, researchers will need to select an 

appropriate construct that can serve as a proxy for the 

‗biological‘ For example, a researcher may select ‗perceived 

risk of non-communicable diseases‘ (NCD) [41] to 

operationalise the biological benefits from traditional foods. 

The variables under the food properties group are ‗sensory‘ 

and ‗physiological‘.  

The proposed hypothetical framework could be used by 

researchers for designing future empirical studies. Such 

studies could either adopt a quantitative or mixed methods 

design, depending on the philosophical perspectives and 

world-view embraced by a researcher [42].  

Whichever way the proposed hypothetical framework is 

used in future research, it could serve as a comprehensive 

framework for explaining antecedents affecting consumer 

purchase intentions towards traditional foods in the chosen 

populations in which it is applied.     

IV. PRACTICAL IMPLICATIONS 

The consumption of traditional foods can either be 

promoted by supply-side oriented or demand-side oriented 

interventions. There is currently abundant supply-side research 

directed at improving the supply of traditional foods through: 

increasing agricultural yield, minimising pre-harvest and post-

harvest losses, and improving the distribution of small grain 

foods along the supply chain [43], [44], [45], [46], [47], [48], 

[49].  

Unlike supply-side oriented research, demand-side oriented 

research aimed at stimulating consumer demand for traditional 

foods is very sparse. Stimulating consumer demand is 

recommended by several authors [7], [8], [9], [10], [11] as a 

viable approach for enhancing the purchase of traditional 

foods. The proposed hypothetical framework, therefore, 

complements existing supply-side research by offering a 

demand-side approach to producing new information that 

could be instrumental in promoting the purchase and 

consumption of traditional foods.  

V. CONCLUSION 

The proposed hypothetical framework for investigating the 

antecedents of traditional food purchase intentions will 

significantly enrich existing food choice literature with 

specific reference to traditional foods. Additionally, the 

proposed hypothetical framework has utility in facilitating 

further research into factors affecting the formation of 

purchase intentions towards traditional foods. This will greatly 

complement existing efforts to promote the purchase and 

consumption of traditional foods, leading to the possibility of 

improved public health, reduced rural poverty, enhanced food 

and nutrition security and strengthening of rural livelihoods. 
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