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Staging the true cultural dining experience in an ethnic restaurant is crucial to 

ensure customer satisfaction, revisit intention and cultural preservation. 

However, compared to other ethnic restaurants with lucid elements 

projections, Malay restaurants have a blurry and weak identity presentation. 

This situation prevents diners from identifying and immersing themselves in a 

true Malay dining experience. Furthermore, there are no guidelines set by the 

government or academic findings for the restaurants to refer to when staging 

Malay heritage dining. As such, this study aims to explore and understand the 

dining elements that need to be staged inside traditional Malay restaurants 

through these three main questions: 1) what are the fundamental elements of 

a traditional Malay restaurant?; 2) how can the elements give meaning and 

value to the staging of the traditional Malay theme?; and 3) what are the 

challenges faced by traditional Malay restaurants in presenting the Malay 

identity?. A qualitative study was employed in this study. A total of nine 

informants were interviewed, five of them from traditional Malay restaurants’ 
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management and the remaining four were interior designers. Data were 

primarily gathered  through an in-depth, semi-structured interview and 

supported by participatory observation and visual material of the restaurants’ 

interior and exterior. The data were further analysed through thematic analysis 

using Nvivo Software. Codes and categories were formed to develop the main 

themes to answer the research questions.  

 

The study revealed that, for a restaurant to truly stage the Malay identity inside 

the restaurant settings, it should have the following five elements which are; 1) 

serving traditional Malay cuisine; 2) implementing classical concepts; 3) 

strengthening the Malay identity in design and décor; 4) fostering a cultural 

atmosphere; and 5) promoting local hospitality and services. In the second 

step to truly immersed with the elements, restauranteurs should learn and 

know about the value and meaning of each of the elements presented, which 

are; 1) reminiscence of Malay culture; 2) resemblance of Malay culture; and 3) 

educating and elevating the dining experience. In staging elements, 

restauranteurs experienced some challenges, namely; 1) misconceptions 

surrounding the concept; and 2) challenges in design and decoration. In 

conclusion, the findings of this study can help restaurant managers to stage 

Malay cultural dining experiences to expose and educate diners about the 

value and beauty of Malay culture, art, and heritage. The valuable findings 

would also aid authorities in projecting their marketing and use traditional 

restaurants as a focal point of their strategy. 

 

Keywords: authentic, cultural dining experience, ethnic restaurant, Malay,  
traditional restaurant. 
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Persembahan budaya sebenar ketika menjamu selera di sesebuah restoran 

etnik amat perlu untuk dititikberatkan bagi memastikan kepuasan hati 

pelanggan, menyemai niat untuk mengulang ziarah dan memelihara budaya. 

Namun, berbanding restoran-restoran etnik lain yang mempunyai penampilan 

elemen-elemen yang jelas, restoran-restoran Melayu pula mempunyai 

persembahan identiti yang tidak jelas dan lemah. Situasi ini menghalang para 

penjamu selera daripada mengenal pasti dan menyelami pengalaman sebenar 

ketika menjamu selera. Selanjutnya, tiada garis panduan yang ditetapkan oleh 

pihak kerajaan atau dapatan akademik untuk dirujuk oleh restoran-restoran 

Melayu ini dalam hal berkenaan persembahan makanan warisan Melayu. Oleh 

yang demikian, kajian ini bertujuan untuk menyelidik dan memahami elemen-

elemen makan yang perlu dipersembahkan di dalam restoran-restoran Melayu 

tradisional melalui tiga persoalan utama yang berikut: 1) Apakah elemen-

elemen teras bagi sesebuah restoran tradisi Melayu?; 2) Bagaimanakah 

elemen-elemen tersebut memberikan makna dan nilai kepada persembahan 
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tema tradisi Melayu?; dan 3) Apakah cabaran-cabaran yang dihadapi oleh 

restoran-restoran tradisi Melayu dalam mempersembahkan identiti Melayu? 

Satu kajian kualitatif telah dijalankan dalam kajian ini. Seramai sembilan orang 

pemberi maklumat telah ditemuramah; lima orang daripada mereka adalah 

daripada pihak pengurusan restoran-restoran tradisi Melayu, manakala empat 

orang yang lain pula ialah pereka bentuk dalaman. Data dikumpul terutamanya 

melalui temuduga mendalam semistruktur dan disokong oleh pemerhatian 

peserta dan bahan visual terhadap reka bentuk dalaman dan luaran restoran-

restoran tersebut. Data tersebut selanjutnya dianalisis melalui kaedah analisis 

tematik dengan menggunakan perisian Nvivo. Kod-kod dan kategori-kategori 

dibentuk untuk membina tema-tema utama bagi menjawab persoalan-

persoalan penyelidikan. 

 

Kajian ini mendedahkan dapatan bahawa, untuk sesebuah restoran yang 

benar-benar mempersembahkan identiti Melayu di dalam tetapan restoran 

tersebut, ia perlu memiliki kelima-lima elemen yang berikut: 1) menghidangkan 

juadah tradisi Melayu; 2) menerapkan konsep-konsep klasik; 3) memperkukuh 

identiti Melayu pada reka bentuk dan dekorasi; 4) menyemaikan suasana 

berbudaya; dan 5) mempromosikan layanan dan perkhidmatan tempatan. 

Dalam langkah kedua untuk benar-benar menyulam elemen-elemen tersebut, 

para pemilik restoran perlu mempelajari dan mengetahui nilai dan makna bagi 

setiap elemen yang dipersembahkan, iaitu 1) membangkitkan kenangan 

terhadap budaya Melayu; 2) memberikan kesamaan dengan budaya Melayu; 

dan 3) mendidik dan membangkitkan pengalaman menjamu selera. Dalam 

elemen-elemen persembahan, para pemilik restoran mengalami beberapa 
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cabaran, iaitu 1) salah faham mengenai konsep dan 2) cabaran berkenaan 

reka bentuk dan dekorasi. Kesimpulannya, dapatan-dapatan daripada kajian 

ini boleh membantu para pengurus restoran untuk mempersembahkan 

pengalaman menjamu selera menurut budaya Melayu untuk memberikan 

pendedahan dan mendidik para penjamu selera berkenaan nilai dan 

keindahan budaya, seni dan warisan Melayu. Dapatan-dapatan yang bernilai 

ini turut boleh membantu pihak berkuasa dalam melancarkan usaha 

pemasaran mereka dan menggunakan restoran-restoran tradisi ini sebagai 

titik fokus yang penting dalam strategi mereka. 

 

Kata kunci: autentik, pengalaman menjamu selera mengikut budaya, restoran 
etnik, Melayu, restoran tradisi. 
 
SDG: GOAL 4: Sustainable Cities and Communities 
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CHAPTER 1 

INTRODUCTION 

This chapter comprises seven sections. The first section outlines the 

background of the research, while the second section delves into the problem 

statement and continues with the objectives, and research questions. Finally, 

the sixth section explores the significance of the study and the chapter 

concludes with operational definitions.  

 

1.1  Background of the Study 
 
 
The food service industry is one of the largest and fastest growing sectors in 

the world, and it has been identified as one of the key components of the 

hospitality industry that contributes significantly to Malaysia's revenue 

(Othman et al., 2018). However, according to the data from the Ministry of 

Entrepreneur Development and Cooperative (MEDAC), 32,469 small and 

medium enterprises (SMEs), including restaurants, had been reported either 

closed or ceased operations since the beginning of the MCO (Adam, 2020). 

The result can be seen in Figure 1.1, where the number of Micro, Small and 

Medium Enterprise (MSME) establishments is decreasing in 2022 as 

compared to 2021 (Department of Statistics Malaysia, 2023).  
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Figure 1.1: Number of Establishment MSME’s in 2022 
(Source: Department of Statistics Malaysia, 2023)  
 

As Malays constitute the dominant ethnic group in Malaysia, and with a 

substantial presence of SME restaurants in the market, this particular business 

sector is also affected.  The Malay restaurants are currently facing significant 

risks, as their sustainability was already precarious prior to the occurrence of 

the pandemic (Abdullah & Isa, 2020). The findings of this study are consistent 

with previous research, which has demonstrated the remarkable popularity 

and success of various ethnic restaurants, including Mamak restaurants 

(Indian Muslim restaurants), Indian restaurants, and Chinese restaurants 

(Othman et al., 2018; Othman et al., 2013). Furthermore, past study has 

investigated different dimensions of the difficulties encountered by Malay 

restaurants, including managerial and organisational factors (Abdullah & Isa, 

2020) as well as customers' experiences and service quality (Othman et al., 

2013).  

 

However, there is a lack of research exploring the use of theming within ethnic 

restaurants as a business strategy to increase profits and customer 

satisfaction while preserving cultural heritage. Previous research has 

established that theming is a crucial aspect of restaurant operations and often 

serves as a marketing strategy to differentiate from competitors (Wood & 
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Muñoz, 2007). According to Åstrøm (2020), theming transforms services into 

experiences by carefully designing and arranging the environment to make it 

visually appealing and memorable for customers. In some themed restaurants, 

the theme encompasses interior and exterior design. Conversely, in ethnic-

themed restaurants, the priority is placed on the food, while the interior and 

exterior design enhances the overall surrounding of the restaurant (Sørensen 

et al., 2020). 

 

Despite the distinctiveness of Malay heritage, traditional Malay restaurants 

have undergone fusion and significant influence from multiple ethnic groups. 

As stated by Othman (2007), many Malay restaurants serve a variety of Asian 

and other ethnic cuisines, including Malay, Chinese, Japanese, Indonesian, 

and Thai. Jalis (2008) noted that these restaurants offer diverse menus to 

accommodate the preferences of a wide array of ethnicities and varying food 

choices within the country. Unfortunately, this phenomenon blunts Malay 

identity representation and loses the main attractions of what an ethnic 

restaurant should become. For many people, ethnic-themed restaurants are 

their first or only contact with a foreign culture, giving them a chance to try a 

country's food and people for the first time and form an opinion about them 

(Mkono, 2012). 

 

On the other hand, the role of atmospherics, environmental factors, and food 

quality in ethnic restaurants has been a topic of interest in recent studies. 

These findings are in line with previous studies that have established the 

impact of atmospherics on customers' behaviours and revisit intentions in 
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various ethnic restaurants, such as Mamak, Chinese, and Korean restaurants 

(Ha & Jang, 2010; Jalis et al., 2018; Jang et al., 2011; Pratminingsih et al., 

2018). Furthermore, the interior décor and ambience also play a crucial role in 

showcasing the theme and identity of the ethnicity, which can significantly 

impact diners' perceptions and evaluations of the restaurant (Ishak et al., 2018; 

Tsai & Lu, 2012). Therefore, emphasising the décor element will help ethnic 

restaurants stage their dining area effectively and preserve their ethnic identity. 

 

Several scales and frameworks have been developed to assess the various 

elements that contribute to customer satisfaction and revisit intentions in 

restaurants, including ATMOSPHERIC, SERVICESCAPE, SERVQUAL, 

DINESERV, TANGSERVE, and DINEX (Antun et al., 2010; Bitner, 1992; 

Kotler, 1973; Parasuraman et al., 1985; Raajpoot, 2002; Stevens et al., 1995). 

These frameworks were developed through quantitative research and 

generally applied to middle-to-upscale restaurants. However, none of them 

was specifically designed for ethnic restaurants. The most pertinent framework 

that addresses the unique requirements of ethnic restaurants is the 

DINESCAPE scale, which was formulated by Ryu and Jang (2008). This scale 

considers six crucial elements - facility aesthetics, lighting, ambience, layout, 

table setting, and service staff - that play a significant role in defining the 

identity of an ethnic restaurant. 

 

Notwithstanding, with modernization, originality has been transformed or 

diluted in its presentation. For example, it can be observed using wayang kulit 

character paintings to evoke a Malay-Indonesian theme instead of using 
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physical shadow puppets or batik cloth (Ishak et al., 2017). The same study 

also revealed that the restaurant owner used yellow and grey in the dining 

area, representing the heritage colour (yellow keraton) while incorporating a 

touch of modernity (grey). However, there needs to be more clarity in previous 

research on how the evolution of Malay restaurants still embodies cultural 

identity while accommodating the fast-paced trends in the contemporary era. 

The question remains whether the modified presentation still represents the 

true heritage of ethnicity or if it is a method of preservation that caters to 

modernization and is accepted by customer preferences. 

 

It is imperative to conduct a comprehensive investigation into the current 

practices of the traditional Malay restaurant sector to address the dilution or 

modernisation of the Malay ethnic identity. Furthermore, developing guidelines 

for industry practitioners to refer to is crucial as a means to preserve the 

traditional Malay restaurant in the food service industry (Jacob & Kuruvilla, 

2010). This study aims to explore the challenges traditional Malay restaurant 

owners face in maintaining their cultural identity in the dining experience and 

provide a set of guidelines for their preservation. The successful establishment 

of these restaurants will not only secure their survival but also serve as a bridge 

between the tourism industry and those who offer a combination of food and 

cultural identity to meet the demands of tourists (Levitt, 2018; Jang, 2017; 

Sørensen et al., 2020). 
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1.2  Problem Statement 
 
 
According to Chen et al. (2019), ethnic restaurants offer distinctive dining 

experiences that aim to authentically represent a particular culture. 

Consequently, originality plays a pivotal role in these establishments, 

encompassing various aspects such as ambiance, cuisine, and service quality 

(Jang et al., 2011; Kim & Jang, 2016; Liu, 2008). For instance, the Thai 

government's Thai Select program, initiated in 2006, strives to enhance the 

portrayal of Thai culture in overseas restaurants by focusing on interior design, 

ambiance, and culinary offerings (Berno et al., 2019). This concerted effort has 

earned Thai restaurants recognition, placing 13th out of 20 cities for the yearly 

Travellers' Choice Awards by TripAdvisor (The Beat Asia, February 13th, 

2023). Furthermore, Taste Atlas ranked Thailand as the 30th best overall 

culinary destination globally, based on public votes (Taste Atlas, 2022). These 

accolades underscore the significance of originality in effectively conveying the 

true essence of a specific ethnicity, aligning with the desired qualities and 

characteristics of an authentic ethnic restaurant. 

 

Despite the importance of preserving cultural authenticity, the portrayal of 

Malay culture in restaurants needs to be improved. It has been emphasised 

that the decor, menu, and name of an ethnic restaurant should all reflect the 

ethnicity of the cuisine (Yoshino, 2010). However, the menu in many Malay 

restaurants lacks originality and often incorporates elements from other ethnic 

groups, such as Indians, Thais, Javanese, Sumatran, Chinese, and Arabs 

(Yoshino, 2010). Traditional dining etiquette is also being neglected in the 

dining environment of Malay restaurants (Hamzah et al., 2013). Compounding 
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the situation, the dominance of local millennials as primary consumers in 

contemporary business settings has significantly influenced the evolution of 

trendy and hipster restaurants, thereby reshaping the landscape of the 

Malaysian food service industry (Shaare & Muhammad, 2018). This highlights 

the need for increased awareness and preservation of cultural heritage to 

prevent the "fading away" of ethnic identity (Azmi & Ismail, 2016). 

 

Concerning the above notion, another issue arises when traditional Malay 

restaurants lack guidelines for curating cultural dining experiences. Such 

guidelines are necessary for the ability of these restaurants to convey their 

cultural identity. To address this issue, previous scholars have listed the 

essential attributes of other ethnic restaurants (Alansari, 2016; Jalis et al., 

2018). For instance, Jalis et al. (2018) identified eight critical elements of 

Mamak restaurants: environment/ atmosphere, seating capacity, menu, 

employees, price, operating hours, name, and location. However, while 

previous studies have explored various aspects of food culture, food quality, 

food safety, food tourism, food heritage, and food consumption (Hashim et al., 

2019; Henderson, 2016; Tsai & Wang, 2017; Zain et al., 2018), they do not 

encompass the broader scope of cultural experiences that ethnic restaurants 

can offer beyond food. 

 

Finally, a gap in methodology was also identified in previous studies, which 

primarily employed a quantitative approach (Băltescu & Boşcor, 2016; 

Hendriyani, 2018; Jang & Ha, 2014; Min & Lee, 2014). To address this issue, 

this study employs a qualitative approach, in line with the recommendation of 
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Chatzopoulou (2018) and the insights from previous studies (Brown, 2013; 

Khalifa, 2015; Rickly-Boyd, 2013), which encouraged the use of qualitative 

methods to explore the originality of ethnic restaurants. The in-depth nature of 

qualitative research (Creswell & Poth, 2018) makes it appropriate for 

examining the dining elements in traditional Malay restaurants. It allows the 

researcher to understand how these elements are portrayed and staged to 

reflect the essence of Malayness. This research aims to investigate the role of 

cultural elements in managing the identity of traditional Malay restaurants and 

to examine the challenges faced by traditional Malay restaurant owners in 

showcasing their cultural heritage. 

 

1.3  Research Questions 
 

 

This study aims to provide a comprehensive exploration of the key 

components that define traditional Malay restaurants and to gain deep insights 

into the significant challenges encountered by restaurant owners or managers 

in effectively representing and preserving the cultural identity of the Malay 

community within their establishments. Hence, the study seeks to address the 

following research questions: 

 

1. What are the fundamental elements of a traditional Malay restaurant? 

2. How can the elements give meaning and value to the staging of the 

Malay traditional theme? 

3. What are the challenges faced by traditional Malay restaurants in 

presenting the Malay identity? 
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1.4  Research Objectives 
 

 
The purpose of this study is to examine the essential components of traditional 

Malay restaurants and to understand the challenges faced by the owners or 

managers in presenting the cultural identity of Malay within the restaurant. The 

specific objectives of this research are: 

 

1. To explore the fundamental elements of a traditional Malay restaurant 

2. To identify the roles of each element in giving meaning and value 

through the Malay traditional theme. 

3. To discover the problems for traditional Malay restaurants when it 

comes to showing their Malay identity in the restaurants. 

 

1.5  Significance of the Study 
 
 
The present study examines the identity representation of traditional Malay 

restaurants by exploring the dining elements employed by these 

establishments within the Klang Valley region. This research seeks to identify 

the significance and value of these cultural elements in portraying Malay 

identity in restaurants. The findings of this study could be utilised by future or 

current owners of traditional Malay restaurants to ensure that they incorporate 

the appropriate cultural elements in their establishments. The study also has 

the potential to inform regulatory bodies, such as the Department of National 

Heritage, the Ministry of Tourism, Arts, and Culture (MOTAC), and Tourism 

Malaysia, in their evaluations of the effectiveness of these strategies in 

preserving the cultural heritage of traditional Malay restaurants. The 
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significance of this study is multi-faceted and will be further discussed in the 

following sections. 

 

1.5.1 Theoretical  
 
 
This research significantly contributes to the theoretical landscape of staging 

Malay restaurants in several ways. Firstly, it addresses the need to understand 

and identify the cultural identity of traditional Malay restaurants. In the 

contemporary food industry, restaurants must go beyond just offering quality 

food to retain their reputation, as consumers are becoming increasingly 

discerning with rising food prices (Marinkovic et al., 2015).  

 

Furthermore, the findings of this study can serve as a foundation for future 

research, potentially extending into a broader scope. For instance, it paves the 

way for investigating the cultural identity of various other ethnic restaurants in 

Malaysia. Therefore, this study has the potential to deepen comprehension 

regarding of the dynamics of a country’s diverse culinary landscape.  

 

Additionally, from the theoretical perspective, this study contributes to the body 

of knowledge in the field of restaurant management and design, specifically 

within the Malaysian context. By concentrating on the dominant ethnic group 

in Malaysia, this study uncovered a more comprehensive understanding of 

how cultural and design elements intersect in shaping the dining experience.  

This enriches the theoretical foundation on the complexity of ethnic restaurants 

and their role in fostering cultural preservation and identity in diverse societies.  
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1.5.2 Practical 
 
 
In light of the saturation of various types of restaurants in Malaysia, such as 

fast food, full-service, themed, and ethnic restaurants, each establishment 

must adopt strategies to maintain relevance and sustainability within the 

industry. As the dining environment has been demonstrated to significantly 

impact customers' emotions and shape their post-dining behaviour intentions 

(Liu, 2008), carefully considering the selection and portrayal of Malay elements 

within the restaurant is of managerial significance. This can not only enhance 

the sustainability and competitiveness of the establishment but also increase 

customer satisfaction and encourage return visits. Furthermore, if the Malay 

cultural theme is effectively staged, the restaurant can serve as a platform to 

educate and expose customers to the unique elements of the Malay culture. 

 

To add, the present study has the potential to bring benefits to relevant 

authorities such as MOTAC, Tourism Malaysia, and travel agencies. These 

entities can leverage the study's findings to identify traditional Malay 

restaurants as cultural ambassadors and tourism hotspots, thereby increasing 

profits for the food and beverage (F&B) and tourism industries. Furthermore, 

the exploitation of traditional Malay restaurants as cultural centres has the 

potential to impact society positively. This is because the study aims to define 

the concept of an authentic ethnic restaurant clearly and to preserve the 

cultural identity of the Malay ethnic group. The study also seeks to promote 

"edu-dining," where traditional Malay restaurants serve not only as a place to 

eat but also as a place to learn about the culture. 
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1.6  Scope of Study 
 

The primary objective of this study is to examine the key elements of traditional 

Malay restaurants. This will be achieved by investigating the difficulties 

encountered by owners or managers and interior designers in effectively 

showcasing the Malay cultural identity in the restaurant settings. Therefore, 

the focus of this study is exclusively on traditional Malay restaurants, excluding 

other varieties of ethnic food establishments. Furthermore, the analysis of the 

customer experience falls outside the scope of the present study's objectives. 

To add, the objective of this study is not to provide a description or comparison 

of the developed framework with the small-scale approach employed in prior 

research that focused on theming. The main aim of this study is to enhance 

comprehension of the fundamental components and obstacles faced by 

conventional Malay restaurants in executing their thematic representation. 

Moreover, it is imperative to acknowledge that given the exploratory nature of 

this study, a limited number of restaurants were chosen to be in the sample 

and it is specifically carried out within the limits of the Klang Valley region. 

Thus, it should not be extrapolated to encompass all dining establishments 

universally.  

 

1.7  Definition of Terms 
 

Authenticity 

The quality of being genuine or true to oneself (Taylor, 1991) 
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Ethnic Restaurant 

A restaurant that provides a memorable dining experience and cultural 

entertainment by fostering a connection between customers and their ethnic 

heritage and cuisine (Ting et al., 2016). 

 

Moderate Upscale Restaurant 

A themed restaurant, also called a concept restaurant, is distinguished from 

conventional establishments' emphasis on décor, ambience, physical 

environment, and service staff attire that aligns with a selected theme (Ryu & 

Jang, 2008). 

 

Physical Environment 

Refers to various elements within the restaurant, including décor, artifacts, 

spatial arrangement, interior and exterior decorations, ambience, and service 

staff (Mahalingam et al., 2016). 

 

Sensory Marketing Strategies 

Strategies in marketing aim to appeal to and influence customers' emotions 

and behaviour through sensory stimulation, sight, smell, touch, taste, and 

hearing (Krishna, 2012). 

 

Traditional Restaurant 

A restaurant that provides local cuisine with a significant historical background, 

showcasing the gastronomic attributes specific to a particular region (Youn et 

al., 2020) 
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Traditional Culture 

It encompasses a wide range of human activities such as religious beliefs, 

philosophical principles, societal norms, ethical codes, historical events, 

recreational pursuits, literary works, artistic expressions, and ritualistic 

practices that have been preserved, transmitted, and taught through oral 

tradition, imitation, or other means over an extended period within a particular 

community or group (UNESCO, 1989). 

 

1.8  Chapter Summary 

 
This chapter highlights the significant role of the food and beverages industry 

in Malaysia, with a specific focus on traditional Malay restaurants. It delves into 

the challenges these restaurants face in terms of their survival and aims to 

contribute valuable insights into how they can thrive by incorporating the right 

elements. The upcoming chapter will review previous studies concerning the 

definition of Malay, the food service industry in Malaysia, the obstacles 

confronted by ethnic restaurants, and relevant theories related to the subject 

of this study.



© C
OPYRIG

HT U
PM

164 
 

REFERENCES 
 

Abdullah, N. (2020). Inter-cultural encounters with Malay food: Ethnicity, hybridity, 
cosmopolitanism. In W. H. Zoohri, Z. A. Rasheed, & N. Saat (Eds.), Beyond 
bicentennial: Perspectives on Malays (pp. 319). World Scientific. 

Abdullah, R. P. S. R., & Isa, S. S. (2020). Gastronomy tourism growth in Malaysia: A 
case study of Malay restaurants performance in Klang Valley. Journal of 
Tourism and Hospitality Education, 10, 8-21. 

Abidin, M. R. Z., Ishak, F. A. C., Ismail, I. A., & Juhari, N. H. (2020). Modern Malaysian 
cuisine: Identity, culture, or modern-day fad?. International Journal of 
Gastronomy and Food Science, 21, 100220. 

Adam, A. (2020, November 10). Ministry: Over 30,000 SMEs have shutdown since 
start of MCO. Malay Mail.  

Adams, W. C. (2015). Conducting semi-structured interviews. In J. S. Wholey, H. P. 
Hatry, & K. E. Newcomer (Eds.), Handbook of practical program evaluation 
(pp. 365–377). Jossey-Bass. 

Ahmad, H., & Tajuddin, R. M. (2022). A content analysis of Malay clothing in Malaysia. 
Environment-Behaviour Proceedings Journal, 7(SI7), 529-541.  

Agarwal, R., & Dahm, M. J. (2015). Success factors in independent ethnic restaurants. 
Journal of Foodservice Business Research, 18(1), 20-33.  

Alansari, A. (2016). Factors influencing place attachment to Middle-Eastern 
restaurants in the United States: A case study. Design Journal, 6(4), 49-54. 

Ali, M., & Raza, S. A. (2017). Service quality perception and customer satisfaction in 
Islamic banks of Pakistan: the modified SERVQUAL model. Total Quality 
Management & Business Excellence, 28(5-6), 559-577. 

Allsop, D. B., Chelladurai, J. M., Kimball, E. R., Marks, L. D., & Hendricks, J. J. (2022). 
Qualitative methods with Nvivo software: A practical guide for analyzing 
qualitative data. Psych, 4(2), 142-159. 

Altuntas, S., Dereli, T., & Kaya, I. (2018). Monitoring patient dissatisfaction: 
SERVQUAL scale and statistical process control and charts. Total Quality 
Management & Business Excellence, 31(9-10), 978-1008. 

Annisa, S., Wulandrari, R., & Rusyda, H. F. S. (2023). Desain kantor kecamatan 
bandar laksamana dengan penerapan budaya Melayu. eProceedings of Art & 
Design, 9(6). 

Antun, J. M., Frash Jr, R. E., Costen, W., & Runyan, R. C. (2010). Accurately 
assessing expectations most important to restaurant patrons: The creation of 
the DINEX scale. Journal of Foodservice Business Research, 360-379. 

Ariffin, H. F., Bibon, M. F., & Abdullah, R. P. S. R. (2017). Restaurant's atmospheric 
elements: What the customer wants. Journal of Asian Behavioural Studies, 
2(3), 85-94. 



© C
OPYRIG

HT U
PM

165 
 

Åstrøm, J. K. (2020). Why theming? Identifying the purposes of theming in tourism. 
Journal of Quality Assurance in Hospitality & Tourism, 21(3), 245-266.  

Azmi, E., & Ismail, M. Z. (2016). Cultural heritage tourism: Kapitan Keling mosque as 
a focal point & symbolic identity for Indian Muslim in Penang. Procedia - Social 
and Behavioral Sciences, 222, 528-538. 

Baker, J. (1987). The role of the environment in marketing services in Czepeial, J.A. 
American Marketing Association, 79-84. 

Baker, J., Parasuraman, A., Grewal, D., & Voss, G. (2002). The influence of multiple 
store environment cues on perceived merchandise value and patronage 
intentions. Journal of Marketing, 66, 120-141. 

Băltescu, C. A., & Boşcor, D. (2016). Are ethnic restaurants a solution to dine out for 
the young local population?. Bulletin of the Transylvania University of Brasov, 
9(58). 

Baraban, R. S., & Durocher, J. F. (2010). Successful restaurant design. John Wiley & 
Sons. 

Barbas, S. (2003). "I'll take chop suey": Restaurants as agents of culinary and cultural 
change. The Journal of Popular Culture, 36(4), 669-686. 

Barringer, A. R. (2008). Customer loyalty: An exploration of the relationship between 
service quality and customer intent to return and willingness to recommend in 
the restaurant industry [Doctoral dissertation, Capella University].  

Batat, W. (2021). The role of luxury gastronomy in culinary tourism: An ethnographic 
study of Michelin‐starred restaurants in France. International Journal of 
Tourism Research, 23(2), 150-163. 

Beer, S. (2008). Authenticity and food experience - commercial and academic 
perspectives. Journal of Foodservice, 19(3), 153-163.  

Bernard, H. R. (1994) Research methods in anthropology: Qualitative and quantitative 
approaches, (2nd  ed.). SAGE Publications. 

Berno, T., Dentice, G., & Wisansing, J. J. (2019). Kin kao laew reu young (‘Have you 
eaten rice yet’)?: A new perspective on food and tourism in Thailand. In Food 
Tourism in Asia, 17-30. 

Bhatia, R., Garg, R., Chhikara, R., Kataria, A., & Talwar, V. (2021). Sensory 
marketing–a review and research agenda. Academy of Marketing Studies 
Journal, 25(4), 1-30. 

Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on 
customers and employees. Journal of Marketing, 56, 57-71. 

Blose, J. E., Frash Jr, R. E., & DiPietro, R. B. (2017). A top box analysis of DinEX to 
optimize restaurant resources. International Journal of Hospitality & Tourism 
Administration, 1-26. 

Bowen, R. L., & Devine, C. M. (2011). “Watching a person who knows how to cook, 
you’ll learn a lot”. Linked lives, cultural transmission, and the food choices of 
Puerto Rican girls. Appetite, 56(2), 290-298. 



© C
OPYRIG

HT U
PM

166 
 

Boyd, C. O. (2001). Philosophical foundations of qualitative research. In P. Munhall 
(Ed.), Nursing Research: A qualitative Perspective (pp. 65-90). 

Braun, V. & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative 
Research in Psychology, 3, 77-101 

Brown, L. (2013). Tourism: A catalyst for existential authenticity. Annals of Tourism 
Research, 40, 176-190. 

Buang, N. N., Sulaiman, Z., Chin, T. A., Muharam, F. M., Masod, A., Zakuan, N., & 
Choon,  T. L. (2018). Muslim consumers’ patronage towards Korean 
restaurant chains in Malaysia. The 6th International Conference on 
Manufacturing, Optimization, Industrial and Material Engineering, (pp. 3-7). 

Bufquin, D., Partlow, C. G., & DiPietro, R. B. (2015). Measuring restaurant patrons' 
perceptions and expectations: An importance-performance analysis using the 
DINEX model. Journal of Foodservice Business Research, 18(3), 226-243.  

Bujisic, M., Hutchinson, J., & Parsa, H. (2014). The effects of restaurant quality 
attributes on customer behavioral intentions. International Journal of 
Contemporary Hospitality Management , 1270-1291. 

Campanari, A., & Cavicchi, A. (2021). From the rise of authentic Italian restaurants in 
America to the creation of new multicultural food tourism experiences. Tourism 
Culture & Communication, 21(1), 5-16. 

Candela, A. G. (2019). Exploring the function of member checking. The Qualitative 
Report, 24(3), 619-628. 

Caretta, M. A., & Pérez, M. A. (2019). When participants do not agree: Member 
checking and challenges to epistemic authority in participatory research. Field 
Methods, 31(4), 359-374. 

Chatzopoulou, E. (2018). A grounded theory of authenticity and quality constructions 
for ethnic restaurants: implications for effective marketing strategies [Doctoral 
dissertation, Newcastle University]. 

Chen, C.-T. (2014). A study on investigating the service quality of green restaurants 
using IPA and gap analysis. International Journal of Performance 
Measurement, 4(2). 

Chen, C.-T., Cheng, C.-C., & Hsu, F.-S. (2015). GRSERV scale: An effective tool for 
measuring consumer perceptions of service quality in green restaurants. Total 
Quality Management & Business Excellence, 355-367. 

Chen, Q., Huang, R., & Zhang, A. (2020). A bite of nostalgia: The influence of 
nostalgia in consumers’ loyalty intentions at traditional restaurants. Journal of 
Hospitality and Tourism Management, 45, 604-614.  

Chen, Y.-C., Tsui, P.-L., Chen, H.-I., Tseng, H.-L., & Lee, C.-S. (2019). A dining table 
without food: The floral experience at ethnic fine dining restaurants. British 
Food Journal, 122(6), 1818-1832. 

Chen, Y. D., & Lee, C. (2018). Is it the staff or is it the food? How the attire of restaurant 
employees affects customer judgments of food quality. British Food Journal, 
120(6), 1223-1235. 



© C
OPYRIG

HT U
PM

167 
 

Che Rodi, R. (2022). Hati budi Melayu sebagai simbol peradaban masyarakat: 
Analisis kata fokus "Ilmu” berdasarkan teori medan makna. RENTAS: Jurnal 
Bahasa, Sastera dan Budaya, 1(1), 157-180.  

Cho, S. J. (2009). Restaurant intypes: Contemporary interior design and theory study 
[Master’s thesis, Cornell University]. 

Ciani, A. E. (2010). A study of how lighting can affect a guest's dining experience. 
Iowa State University. 

Coşkun, G. (2021). Authentic experience in tourism and commodification. Journal of 
Tourism Leisure and Hospitality, 3(2), 95-102.  

Creswell, J. W. (1998). Research design: Qualitative and quantitative approaches. 
SAGE Publications. 

Creswell, J. W. (2013). Qualitative inquiry and research design: Choosing among five 
approaches. SAGE Publications. 

Creswell, J. W., & Poth, C. N. (2018). Qualitative inquiry and research design (4th 
ed.). SAGE Publication. 

Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: A reaxamination 
and extension. Journal of Marketing, 55-68. 

Cronin Jr, J. J., & Taylor, S. A. (1994). SERVPERF versus SERVQUAL: Reconciling 
performance-based and perceptions-minus expectations measurement of 
service quality. Journal of Marketing, 125-131. 

Daher, W. (2023). Saturation in qualitative educational technology 
research. Education Sciences, 13(2), 98. 

Dawood, S. R. (2018). Urban kampongs and contesting space in a modernizing island 
city of George Town, Penang. Cogent Arts & Humanities, 1-13.  

Deakin, H., & Wakefield, K. (2014). Skype interviewing: Reflections of two PhD 
researchers. Qualitative Research, 14(5), 603-616. 

Department of Statistics Malaysia. (2021). Annual report 2021.  

Department of Statistics Malaysia. (2023). Perusahaan mikro, kecil dan sederhana 
(ISSN 2948 - 4146).  

Drewnowski, A. (1997). Taste preferences and food intake. Annual Review of 
Nutrition, 17(1), 237-253. 

Dworkin, S. L. (2012). Sample size policy for qualitative studies using in-depth 
interviews. Archives of Sexual Behavior, 41, 1319-1320. 

Earnest, D. (2020). Quality in qualitative research: An overview. Indian Journal of 
Continuing Nursing Education, 21(1), 76-76. 

El-Said, O. A., Smith, M., & Al Ghafri, W. (2021). Antecedents and outcomes of dining 
experience satisfaction in ethnic restaurants: The moderating role of food 
neophobia. Journal of Hospitality Marketing & Management, 30(7), 799-824.  



© C
OPYRIG

HT U
PM

168 
 

Erenkol, A. D., & Merve, A. K. (2015). Sensory marketing. Journal of Administrative 
Sciences and Policy Studies, 3(1), 1-26. 

Erkmen, E. (2019). Managing restaurant attributes for destination satisfaction: What 
goes beyond food?. Administrative Sciences, 9(1), 19. 

Erlandson, D. A., Harris, E. L., Skipper, B. L., & Allen. SD (1993). Doing naturalistic 
inquiry: A guide to methods. SAGE Publications. 

Euromonitor. (2022). Consumer Foodservice in Malaysia. 
https://www.euromonitor.com/consumer-foodservice-in-malaysia/report 

Everett, S. (2019). Theoretical turns through tourism taste-scapes: The evolution of 
food tourism research. Research in Hospitality Management, 9(1), 3-12. 

Flanders  Investment  &  Trade  Malaysia  Office.  (2020).  Food  &  Beverage  Industry  
Report  Malaysia  2020.  In Tapio Management Advisory Sdn Bhd. 

Fox, R. (2007). Reinventing the gastronomic identity of Croatian tourist 
destinations. International Journal of Hospitality Management, 26(3), 546-
559. 

Fu, X. (2019). Existential authenticity and destination loyalty: Evidence from heritage 
tourists. Journal of Destination Marketing & Management, 12, 84-94.  

Gagić, S., Tešanović, D., & Jovičić, A. (2013). The vital components of restaurant 
quality that affect guest satisfaction . TURIZAM, 166-176. 

Gao, B. W., Zhu, C., Song, H., & Dempsey, I. M. (2022). Interpreting the perceptions 
of authenticity in virtual reality tourism through a postmodernist approach. 
Information Technology & Tourism, 24(1), 31-55.  

Gao, J., Lin, S., & Zhang, C. (2020). Authenticity, involvement, and nostalgia: 
Understanding visitor satisfaction with an adaptive reuse heritage site in urban 
China. Journal of Destination Marketing & Management, 15, 100404.  

Goldberg, L. R., & Strycker, L. A. (2002). Personality traits and eating habits: The 
assessment of food preferences in a large community sample. Personality and 
Individual Differences, 32(1), 49-65. 

Gottdiener, M. (1997). The theming of America. Westview. 

Guion, L. A., Diehl, D. C., & McDonald, D. (2011). Triangulation: Establishing the 
validity of qualitative studies. EDIS, 2011(8), 3.  

Gvion, L. (2014). Intertwining tradition with modernity: The case of Palestinian 
restaurants in Israel. Journal of Intercultural Studies, 35(4), 366-384. 

Hairon, S., Zahari, M. S., Akbarruddin, M. N., & Majid, H. N. (2017). Overview of 
Hipster food culture development in Malaysia. Journal of Tourism, Hospitality 
& Culinary Arts, 9(2), 481-492. 

Ha, J., & Jang, S. (2010). Effects of service quality and food quality: The moderating 
role of atmospherics in an ethnic restaurant segment. International Journal of 
Hospitality Management, 29, 2-13.  

https://www.euromonitor.com/consumer-foodservice-in-malaysia/report


© C
OPYRIG

HT U
PM

169 
 

Hamilton, J. B. (2020). Rigor in qualitative methods: An evaluation of strategies 
among underrepresented rural communities. Qualitative Health 
Research, 30(2), 196-204. 

Hammersley, M., & Atkinson, P. (1995). Ethnography: Principles in practice. (2nd 
ed.). Routledge.  

Hamzah, H., Karim, M. S., Othman, M., & Hamzah, A. (2013). Dimensions of 
authenticity in Malay cuisine from experts’ perspectives. Academic Journal of 
Interdisciplinary Studies, 2(3), 369-377. 

Hashim, M. S., Isa, A. M., Menon, A. S., & Mohd, N. N. (2019). The efffect of tourism 
towards the food security issues to the urban poor in Sarawak, Malaysia: A 
conceptual approach. International Journal of Financial Research, 10(5), 241-
249. 

Hassan, S. H. (2011). Consumption of functional food model for Malay Muslims in 
Malaysia. Journal of Islamic Marketing, 2(2), 104-124. 

Henderson, J. C. (2016). Halal food, certification and halal tourism: Insights from 
Malaysia and Singapore. Tourism Management Perspectives, 19, 160-164. 

Hendijani, R. B. (2016). Effect of food experience on tourist satisfaction: The case of 
Indonesia. International Journal of Culture, Tourism and Hospitality 
Research, 10(3), 272-282. 

Hendriyani, G. A. (2018). The importance of physical environment for guest 
satisfaction on restaurant in Bali. Advances in Economics, Business and 
Management Research, 52, 148-158. 

Hernández-Rojas, R. D., & Alcocer, N. H. (2021). The role of traditional restaurants 
in tourist destination loyalty. Plos One, 16(6), e0253088. 

Home, R., Oehen, B., Käsmayr, A., Wiesel, J., & Van der Meulen, N. (2020). The 
importance of being local: The role of authenticity in the concepts offered by 
non-themed domestic restaurants in Switzerland. Sustainability, 12(9), 3907.  

Horng, J. S., & Hsu, H. (2020). A holistic aesthetic experience model: Creating a 
harmonious dining environment to increase customers' perceived pleasure. 
Journal of Hospitality and Tourism Management, 45, 520-534. 

Huang, Y. F., Tang, Y., & Chen, Z. (2019). Examining the influence mechanism of 
customer perceived food authenticity and loyalty in the ethnic restaurant: 
cultural identity as a moderation. Canadian Social Science, 15(12), 51-7. 

Hultén, B., Broweus, N., & Dijk, M. V. (2009). What is sensory marketing?. In Sensory 
Marketing. Palgrave Macmillan. 

Hussain, S. (2018). Brand image and customer loyalty through sensory marketing 
strategies-a study on international fast food chain restaurants. International 
Journal of Management Studies, 2(7), 32-39. 

Hsin-Hui, H., Parsa, H. G., & John, S. (2010). The dynamics of green restaurant 
patronage. Food Service Management, 51(3), 344-362.  



© C
OPYRIG

HT U
PM

170 
 

Hsu, P. H. (2018). Analytic aspects of host authenticity in tourism. Journal of 
Landscape, 22(1), 53-67. 

Ingerson, S., & Kim, A. K. (2016). Exploring the value of an ethnic restaurant 
experience: A consumer perspective towards Korean restaurants. Tourism 
Recreation Research, 1-14.  

Işçi, C., Tüver, I. F., & Güzel, B. (2018). DINESCAPE factors affecting the satisfaction 
and loyalty of fish restaurant customers. Journal of Tourism and Gastronomy 
Studies, 6(2), 5-23. 

Ishak, F. A. C., Asseri, S. N., Ghani, F. A., & Ngali, N. (2018). The survivability of 
themed restaurants in Malaysia. International Conference on Sustainability, 
Technology and Business (pp. 174-182). Edusage Network. 

Ishak, F. A. C., Crang, P., & Karim, M. S. (2017). Material management in themed 
restaurants: Inspiring the experience economy. Journal of Tourism, Hospitality 
& Culinary Arts (JTHCA), 9(2), 1-12. 

Ishak, F. A. C., Zainun, N. A., Karim, M. S., Ungku, Z. A. U. F., & Mohamad, S. F. 
(2020). The multifaceted of themed restaurant: Exploring the unique and 
vulnerable elements in staging authentic dining experience. International 
Journal of Academic Research in Business and Social Sciences, 10(3). 

Ishtiaque, A., Hamid, A. B., & Aziz, Y. A. (2018). Do Bangladeshi restaurants meet 
customers' expectations? An empirical study on the perceptions of customers. 
Proceedings of Asia Conference on Business and Economic Studies (ACBES) 
by University of Economics Ho Chi Minh City on 8th–9th Sep 2018 at Ho Chi 
Minh City, Vietnam (pp. 820-824). UEH Publishing House. 

Ismail, S. (2012). Customer satisfaction in Malaysian Malay restaurants dining 
experience [Doctoral dissertation, Bournemouth University]. 

Ismail, Z. H., & Othman, A. M. (2020). The traditional Malay colour palette for 
contemporary design references. Jurnal Pengajian Melayu, 31(1), 36-46.  

Ivanova, N. (2022). The role of interior design in the ethnic themed restaurants of 
Chisinau. Cultural Heritage: Research, Valorization, Promotion (pp. 97). 
International Scientific Conference. 

Jacob, R., & Kuruvilla, A. (2010). Can God's own country sustain itself? Eco friendly 
practices for sustainable tourism development and management in Kerala. 
Annual Conference Proceedings of Research and Academic Papers - Volume 
XXII (pp. 77-89). International Society of Travel and Tourism Educators. 

Jalis, M. H. (2008). Acceptance level of Malaysian gastronomic tourism products 
among the western tourists [Doctoral dissertation, Universiti Teknologi 
MARA]. 

Jalis, M. H., Husin, N., & Mohaini, M. (2018). Core features of Indian muslim 
restaurant concept in West Malaysia. e – Academia Special Issue TeMIC, 20-
26. 

  



© C
OPYRIG

HT U
PM

171 
 

Jang, S. (2017). Ethnic restaurants, a marketing tool for culinary tourism?: An 
exploratory study on relationship between ethnic restaurants experience and 
intention to visit the origin country. Journal of International Trade & Commerce, 
13(4), 93-106. 

Jang, S., & Ha, J. (2014). Do loyal customers perceive the quality of restaurant 
attributes differently?: A study of Korean restaurant customers. Journal of 
Foodservice Business Research, 17(3), 257-266. 

Jang, S., & Ha, J. (2015). The influence of cultural experience: Emotions in relation to 
authenticity at ethnic restaurants. Journal of Foodservice Business Research, 
18(3), 287-306. 

Jang, S., Liu, Y., & Namkung, Y. (2011). Effects of authentic atmospherics in ethnic 
restaurants: Investigating Chinese restaurants. Journal of Services Marketing, 
23(5), 662-680. 

Jitsukawa, M. (2012). Contemporary Japanese restaurant design. Tuttle Publishing. 

Jusoh, J., Marzuki, A., & Hamid, N. F. (2015). The reality of Malay cultural heritage 
practitioner: Can they sustain the legacy?. Advances in Environmental 
Biology, 9(3), 156-159 

Kah, J. A., Shin, H. J., & Lee, S. H. (2022). Traveler sensoryscape experiences and 
the formation of destination identity. Tourism Geographies, 24(2-3), 475-494. 

Kala, D. (2020). Examining the impact of food attributes and restaurant services on 
tourist satisfaction: Evidence from mountainous state of India. Journal of 
Quality Assurance in Hospitality & Tourism, 21(4), 430-453. 

Kalman, M. (2019). “It requires interest, time, patience and struggle”: Novice 
researchers’ perspectives on and experiences of the qualitative research 
journey. Qualitative Research in Education, 8(3), 341-377. 

Kamaludin, N., Thamby Chik, C., Bachok, S., & Sulaiman, S. (2020). How sensory 
marketing elements attract customer to return to theme restaurant. Journal of 
Tourism, Hospitality & Culinary Arts, 12(1), 1-10. 

Kartika, L. N., & Andalas, P. R. (2021). The experiential marketing forming factors of 
customers of the traditional concept restaurants in Sleman Regency special 
region of Yogyakarta, Indonesia. International Journal of Multicultural and 
Multireligious Understanding, 8(7), 145.  

Keith, N. K., & Simmers, C. S. (2011). Measuring service quality perceptions of 
restaurant experience: The disparity between comment cards and 
DINESERV. Journal of Foodservice Business Research, 20-32. 

Khalifa, G. S. (2015). Ethnic restaurants' meal experience: Egyptian customers’ 
perceptions. Journal of Faculty of Tourism and Hotels, 9(1), 92-112. 

Khuong, M. N., & Quynh, D. N. (2018). The impact of atmospherics factors on 
repurchase intention at upscale restaurants in Ho Chi Minh City, Vietnam. 
International Journal of Trade, Economics and Finance, 9(1), 29-34.  

Kim, B., Wang, S., & Heo, C. Y. (2017). Sensory marketing in hotels. Routledge 
Handbook of Hospitality Marketing, 245. 



© C
OPYRIG

HT U
PM

172 
 

Kim, J.-H., & Jang, S. (2016). Determinants of authentic experiences: An extended 
Gilmore and Pine model for ethnic restaurants. International Journal of 
Contemporary Hospitality Management, 28(10), 2247-2266. 

Kim, K., & Baker, M. A. (2017). The impacts of service provider name, ethnicity, and 
menu information on perceived authenticity and behaviors. Cornell Hospitality 
Quarterly, 58(3), 312-318.  

Kim, M., & Lee, G. (2022). The effect of servicescape on place attachment and 
experience evaluation: The importance of exoticism and authenticity in an 
ethnic restaurant. International Journal of Contemporary Hospitality 
Management, 34(7), 2664-2683.  

Kim, O. Y., Seo, S., & Nurhidayati, V. A. (2019). Scale to measure tourist value of 
destination restaurant service. International Journal of Contemporary 
Hospitality Management, 31(7), 2827-2844.  

Kim, S., Badu-Baiden, F., Oh, M., & Kim, J. (2020). Effects of African local food 
consumption experiences on post-tasting behavior. International Journal of 
Contemporary Hospitality Management, 32(2), 625-643. 

Kim, S., Park, E., & Xu, M. (2020). Beyond the authentic taste: The tourist experience 
at a food Museum restaurant. Tourism Management Perspectives, 36, 
100749.  

Kim, W. G., Lee, Y.-K., & Yoo, Y.-J. (2006). Predictors of relationship quality and 
relationship outcomes in luxury restaurants. Journal of Hospitality & Tourism 
Research, 30(2), 143-169.  

Kim, W. G., Ng, C. Y., & Kim, Y.-S. (2009). Influence of institutional DINESERV on 
customer satisfaction, return intention, and word-of-mouth. International 
Journal of Hospitality Management, 28, 10-17. 

Kim, W. H., Lee, S. H., & Kim, K. S. (2020). Effects of sensory marketing on customer 
satisfaction and revisit intention in the hotel industry: The moderating roles of 
customers’ prior experience and gender. Anatolia, 31(4), 523-535. 

Kim, Y. G., Eves, A., & Scarles, C. (2009). Building a model of local food consumption 
on trips and holidays: A grounded theory approach. International Journal of 
Hospitality Management, 28(3), 423-431. 

Kittler, P. G., & Sucher, K. P. (2004). Accent on taste: An applied approach to 
multicultural competency. Diabetes Spectrum, 17(4), 200. 

Knott, E., Rao, A. H., Summers, K., & Teeger, C. (2022). Interviews in the social 
sciences. Nature Reviews Methods Primers, 2(1), 73. 

Knudsen, B. T., & Waade, A. M. (2010). Performative authenticity in tourism and 
spatial experience: Rethinking the relations between travel, place and 
emotion. Re-Investing Authenticity, 1-20.  

Kotler, P. (1973). Atmospherics as a marketing tool. Journal of Retailing, 49(4), 48-
64. 



© C
OPYRIG

HT U
PM

173 
 

Krishna, A. (2012). An integrative review of sensory marketing: Engaging the senses 
to affect perception, judgment and behavior. Journal of Consumer 
Psychology. 22(3), 332-351.  

Krishna, A., Cian, L., & Sokolova, T. (2016). The power of sensory marketing in 
advertising. Current Opinion in Psychology, 10, 142-147. 

Krishna, A., & Schwarz, N. (2014). Sensory marketing, embodiment, and grounded 
cognition: A review and introduction. Journal of Consumer Psychology, 24(2), 
159-168. 

Leech, B. L. (2002). Asking questions: Techniques for semi structured interviews. PS: 
Political Science & Politics, 35(4), 665-668. 

Lee, L. (2018). Malay culture & minority cultures: Performing Malay on Senario 
[Doctoral dissertation, SOAS University of London]. 

Lee, S., Jeong, M., & Oh, H. (2018). Enhancing customers’ positive responses: 
Applying sensory marketing to the hotel website. Journal of Global Scholars 
of Marketing Science, 28(1), 68-85. 

Leko, M. M., Cook, B. G., & Cook, L. (2021). Qualitative methods in special education 
research. Learning Disabilities Research & Practice, 36(4), 278-286. 

Lester, J. N., Cho, Y., & Lochmiller, C. R. (2020). Learning to do qualitative data 
analysis: A starting point. Human Resource Development Review, 19(1), 94-
106. 

Le, T. H., Arcodia, C., Novais, M. A., & Kralj, A. (2021). How consumers perceive 
authenticity in restaurants: A study of online reviews. International Journal of 
Hospitality Management, 100. 

Levitt, J. A. (2018). An analysis of perception of restaurant authenticity at food tourism 
destinations in the Southeastern U.S. [Doctoral dissertation, University of 
South Carolina]. 

Levitt, J. A., DiPietro, R. B., Meng, F., Barrows, C., & Strick, S. (2022). What is truly 
representative: the development of a Restaurant Authenticity Scale (RAS). 
Journal of Foodservice Business Research, 1-31. 

Li, M. (2016). Chinese restaurants' interior decor as ethnographic objects in 
Newfoundland. ProQuest Central, 75(1), 33-75. 

Line, N. D., Runyan, R. C., Costen, W., Frash, R., & Antun, J. M. (2012). Where 
everybody knows your name: Homophily in restaurant atmospherics. Journal 
of Hospitality Marketing & Management, 1-19. 

Lin, P. M., Ren, L., & Chen, C. (2017). Customers’ perception of the authenticity of a 
Cantonese restaurant. Journal of China Tourism Research, 13(2), 211-230. 

Liu, F.-M., Gan, M.-L., Ho, S.-C., & Hu, Y.-J. (2017). The part of reliability in the 
SERVQUAL scale: An invariance analysis for chain restaurants in Taiwan . 
International Journal of Organizational Innovation, 220-230. 



© C
OPYRIG

HT U
PM

174 
 

Liu, Y. (2008). The effects of dining atmospherics: Application of an extended 
Mehrabian-Russell model to chinese restaurants [Doctoral dissertation, 
Purdue University]. 

Lowe, N. K. (2019). What is a pilot study?. Journal of Obstetric, Gynecologic & 
Neonatal Nursing, 48(2), 117-118. 

Lu, A. C. C., Gursoy, D., & Lu, C. Y. (2015). Authenticity perceptions, brand equity 
and brand choice intention: The case of ethnic restaurants. International 
Journal of Hospitality Management, 50, 36-45. 

Mahalingam, S., Jain, B., & Sahay, M. (2016). Role of physical environment 
(dinescape factors) influencing customers' revisiting intention to restaurants. 
International Conference on Advances in Computing, Communications and 
Informatics (ICACCI) (pp. 1069-1072). IEEE. 

Malmqvist, J., Hellberg, K., Möllås, G., Rose, R., & Shevlin, M. (2019). Conducting 
the pilot study: A neglected part of the research process? Methodological 
findings supporting the importance of piloting in qualitative research 
studies. International Journal of Qualitative Methods, 18. 

Marinkovic, V., Senic, V., & Mimovic, P. (2015). Factors affecting choice and image 
of ethnic restaurants in Serbia. British Food Journal, 117(7), 1903-1920. 

Marshall, B., Cardon, P., Poddar, A., & Fontenot, R. (2013). Does sample size matter 
in qualitative research?: A review of qualitative interviews in is research. 
Journal of Computer Information Systems, 54(1), 11-22.  

Marshall, C. & Rossman, G. (1989). Designing qualitative research. SAGE 
Publications. 

Marvasti, A. B. (2004). Qualitative research in sociology. SAGE Publications. 

Mazaya, M. S. (2019). Logical framework for smart discussion in learning process. 
Journal of Physics: Conference Series (Vol. 1157, No. 4, pp. 042002). IOP 
Publishing. 

Meng, B., & Choi, K. (2018). An investigation on customer revisit intention to theme 
restaurants: The role of servicescape and authentic perception. International 
Journal of Contemporary Hospitality Management, 30(3), 1646-1662. 

Merriam, S. B. (2009). Qualitative research: A guide to design and implementation. 
John Wiley and Sons. 

Merriam, S. B., & Tisdell, E. J. (2016). Qualitative research: A guide to design and 
implementation (4th ed.). Jossey Bass. 

Min, K.-H., & Lee, T. J. (2014). Customer satisfaction with Korean restaurants in 
Australia and their role as ambassadors for tourism marketing. Journal of 
Travel & Tourism Marketing, 31(4), 493-506. 

Mkono, M. (2012). A netnographic examination of constructive authenticity in Victoria 
Falls tourist (restaurant) experiences. International Journal of Hospitality 
Management, 31(2), 387-394. 



© C
OPYRIG

HT U
PM

175 
 

Mohi, Z. (2012). An analysis of restaurant patrons’ experiences in Malaysia: A 
comprehensive hierarchical modelling approach [Doctoral dissertation, 
Lincoln University]. 

Muhammad, R., Zahari, M. S. M., Shariff, M. S. M., & Abdullah, K. M. (2016). 
Malaysian foodways: Acculturation/assimilation towards authenticity 
sustainability among diasporic community. Procedia-Social and Behavioral 
Sciences, 222, 367-373. 

Muntean, A., & Milincu, C. (2019). Traditional Romanian restaurants, truly traditional?. 
Journal of Architecture, Urbanism and Heritage, 2(1). 

Muzamil, M., Qadeer, A., Makhija, P., & Jahanzeb, A. (2018). Impact of different 
factors in creation of word of mouth in the hospitality industry. Journal of Hotel 
& Business Management, 7(1), 1-7. 

Nahar, N., Karim, S. A., Karim, R., Ghazali, H., & Krauss, S. E. (2018). The 
globalization of Malaysia national cuisine: A concept of 'Gastrodiplomacy'. 
Journal of Tourism, Hospitality & Culinary Arts, 10(1), 42-58. 

Naz, N., Gulab, F., & Aslam, M. (2022). Development of a qualitative semi-structured 
interview guide for case study research. Competitive Social Science Research 
Journal, 3(2), 42-52. 

Negra, D. (2002). Ethnic food, fetishism, whiteness and nostalgia in recent film and 
television. In The Velvet Light Trap - A critical Journal of Film and Television 
(Vol. 50, pp. 62-76). University of Texas Press. 

Omar, M. S., Ariffin, H. F., & Ahmad, R. (2015). The relationship between restaurant 
ambience and customers’ satisfaction in Shah Alam Arabic restaurants, 
Selangor. International Journal of Administration and Governance, 1(4), 1-8. 

Omar, S. R., & Omar, S. N. (2018). Malaysian heritage food (MHF): A review of its 
unique food culture, tradition and present lifestyle. International Journal of 
Heritage, Art and Multimedia, 1(3), 1-15. 

Othman, M., Kandasamy, T., Bakar, A. Z., & Chua, B. L. (2018). Identifying the 
success factor of Mamak restaurants in Malaysia. International Journal of 
Engineering & Technology, 7(3.25), 150-155. 

Othman, Z. (2007). Service delivery system and customer patronization: A 
comparison of ethnic restaurants in Shah Alam [Master’s thesis, Universiti 
Teknologi MARA Shah Alam].  

Othman, Z., Zahari, M. S., & Radzi, S. M. (2013). Customer behavioral intention: 
Influence of service delivery failures and service recovery in Malay 
restaurants. Procedia - Social and Behavioral Sciences, (105), 115-121. 

Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1991). Refinement and 
reassessment of the SERVQUAL scale. Journal of Retailing, 67(4), 420-450. 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service 
quality and its implications for future research. Journal of Marketing. 49(4), 41-
50.  



© C
OPYRIG

HT U
PM

176 
 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item 
scale for measuring consumer perceptions of service quality. Journal of 
Retailing, 64(1), 12-37. 

Park, J. H., Lee, K. D., & Chung, L. C. (2017). A study for the impact of color marketing 
in traditional markets. Journal of Distribution Science, 15(3), 39-47. 

Patton, M. Q. (2002). Qualitative research and evaluation and research methods (3rd 
ed.). SAGE Publications. 

Pawar, R. (2013). Use audio-visual data in qualitative research work. International 
Journal of Scientific and Research Publications, 3(8), 1-2. 

Pearson, N., Naylor, P. J., Ashe, M. C., Fernandez, M., Yoong, S. L., & Wolfenden, 
L. (2020). Guidance for conducting feasibility and pilot studies for 
implementation trials. Pilot and Feasibility Studies, 6, 1-12. 

Pedraza, J. M. (2021). The micro, small, and medium-sized enterprises and its role in 
the economic development of a country. Business and Management 
Research, 10(1), 33. 

Pekkaya, M., Imamoglu, O. P., & Koca, H. (2019). Evaluation of healthcare service 
quality via SERVQUAL scale: An application on a hospital. International 
Journal of Healthcare Management, 12(4), 340-347. 

Petit, O., Velasco, C., & Spence, C. (2019). Digital sensory marketing: Integrating new 
technologies into multisensory online experience. Journal of Interactive 
Marketing, 45(1), 42-61. 

Pratminingsih, S. A., Saudi, M. H., & Saudi, N. S. (2018). Store atmosphere and food 
quality are determinant factors in visiting traditional restaurants in Bandung, 
Indonesia. International Journal of Engineering & Technology, 7(4.34), 287-
290. 

Pratt, J. (2007). Food values: The local and the authentic. Critique of 
Anthropology, 27(3), 285-300. 

Raajpoot, N. A. (2002). TANGSERV: A multiple item scale for measuring tangible 
quality in the foodservice industry. Journal of Foodservice Business Research, 
109-127. 

Raji, M. N., Karim, S. A., Ishak, F. A., & Arsyad, M. M. (2017). Past and present 
practices of the Malay food heritage and culture in Malaysia. Journal of Ethnic 
Foods, 4, 221-231.  

Raji, M. N., Karim, S. A., Ishak, F. A., & Arshad, M. M. (2020). Exploring local food 
characteristics in developing food tourism destinations at Lenggong Valley, 
Perak. International Journal of Academic Research in Business and Social 
Sciences, 10(6).  

Randhir, R., Latasha, K., Tooraiven, P., & Monishan, B. (2016). Analyzing the impact 
of sensory marketing on consumers: A case study of KFC. Journal of US-
China Public Administration, 13(4), 278-292. 



© C
OPYRIG

HT U
PM

177 
 

Rashid, M. F. A., & Ishak, A. G. (2009). The importance of internal migration: In the 
context of urban planning decision making. International Conference on Built 
Environment in Developing Countries, Penang Malaysia (pp. 1-20). 

Raza, H., & Burney, A. I. (2019). Impacts of service quality on customer satisfaction: 
A comparative study on banking sector of Pakistan through weighted 
SERVPERF model. International Transaction Journal of Engineering, 
Management, & Applied Sciences & Technologies, 11(2). 

Razalli, N. H., & Shariffuddin, M. A. M. (2022). Learning Malay food & table manners 
through simulation: Spicing up the traditional teaching method. ASEAN 
Journal of Teaching & Learning in Higher Education, 14(2). 

Rickly-Boyd, J. (2013). Existential authenticity: Place matters. Tourism Geographies, 
15(4), 680-686. 

Rivera, K. (2018). Use your feelings’: Emotion as a tool for qualitative research. The 
SAGE Handbook of Qualitative Business and Management Research 
Methods, 450-467. 

Ruslin, R., Mashuri, S., Rasak, M. S. A., Alhabsyi, F., & Syam, H. (2022). Semi-
structured interview: A methodological reflection on the development of a 
qualitative research instrument in educational studies. IOSR Journal of 
Research & Method in Education (IOSR-JRME), 12(1), 22-29. 

Rusli, R. D., Nawawi, N. M., & Vermol, V. V. (2022). Visualizing kelingkan embroidery 
through the Malays styles and motives. Environment-Behaviour Proceedings 
Journal, 7(SI7), 351-360. 

Ryu, K. (2005). DINESCAPE, emotions and behavioral intentions in upscale 
restaurants [Doctoral Dissertation, Kansas State University]. 

Ryu, K., & Jang, S. (2008). DINESCAPE: A scale for customer's perception of dining 
environments. Journal of Food Service Research, 11(1), 2-22. 

Saarijärvi, M., & Bratt, E. L. (2021). When face-to-face interviews are not possible: 
Tips and tricks for video, telephone, online chat, and email interviews in 
qualitative research. European Journal of Cardiovascular Nursing, 20, 392-
396. 

Salayanti, S. (2019). Analysis of Sundanese traditional spatial concepts on the space 
and the layout of Cibiuk Bandung Sundanese restaurant [Paper presentation]. 
6th Bandung Creative Movement 2019, Telkom University. 

Sandelowski, M. (1995). Sample size in qualitative research. Research in Nursing and 
Health, 18, 179-183. 

Sarihati, T., Cardiah, T., & Wulandari, R. (2020). The effect of the interior atmosphere 
on visitors' comfort at Sundanese restaurant in Bandung. Proceeding 
International Conference on Information Technology, Multimedia, 
Architecture, Design, and E-Business, (1), 198-205 

Sattarzadeh, N., Tsiami, A., Maxim, C., & Iordanova, E. (2023). Awareness and 
perceptions of ethnic restaurant managers towards authenticity and sensory 
strategies – A case study of Persian ethnic restaurants in London. 
International Journal of Gastronomy and Food Science, 100679.  



© C
OPYRIG

HT U
PM

178 
 

Satti, Z. W., Babar, S. F., & Ahmad, H. M. (2019). Exploring the mediating role of 
service quality in the association between sensory marketing and customer 
satisfaction. Total Quality Management & Business Excellence, 1-18. 

Schensul, S. L., Schensul, J. J., & LeCompte, M. D. (1999). Essential ethnographic 
methods: Observations, interviews, and questionnaires (Vol. 2). Rowman 
Altamira. 

Sedmak, G. (2021). The challenges of presenting traditional music in gastronomic 
establishments – The case of Slovenian Istria. International Journal of Culture, 
Tourism and Hospitality Research, 16(1), 370-382.  

Seo, H. (2020). Sensory nudges: The influences of environmental contexts on 
consumers’ sensory perception, emotional responses, and behaviors toward 
foods and beverages. Foods, 9(4), 509.  

Seo, S., Yun, N., & Kim, O. Y. (2017). Destination food image and intention to eat 
destination foods: a view from Korea. Current Issues in Tourism, 20(2), 135-
156. 

Shaari, N., Terauchi, F., Kubo, M., & Aoki, H. (2001). Kansei evaluation on Malay 
traditional clothes. Kansei Engineering, 2(4), 1-8. 

Shahab, A. M., Laeeq, H. J., Shujah, A. M., & Tahir, M. A. (2013). Measuring the 
service quality perceptions of the customers of restaurants in Pakistan. 
International Journal for Quality Research, 7(2), 187-200. 

Shahid, S., Paul, J., Gilal, F. G., & Ansari, S. (2022). The role of sensory marketing 
and brand experience in building emotional attachment and brand loyalty in 
luxury retail stores. Psychology & Marketing, 39(7), 1398-1412. 

Sharee, A., & Muhammad, N. S. (2018). Young adults’ satisfaction towards hipster 
cafes: The brewing factors. Advances in Business Research International 
Journal (ABRIJ), 4(2), 41-52. 

Sharif, M. S. M., Zahari, M. S. M., Nor, N. M., & Muhammad, R. (2013). How could 
the transfer of food knowledge be passed down?. Procedia - Social and 
Behavioral Sciences, 105, 429-437. 

Sharif, M. S. M., Zahari, M. S. M., Nor, N. M., & Muhammad, R. (2016). The 
importance of knowledge transmission and its relation towards the Malay 
traditional food practice continuity. Procedia - Social and Behavioral Sciences, 
222, 567-577. 

Silah, S. B., Isa, B., & Karyono, T. (2021). Malaysian and Indonesian batik: The best 
practices. KnE Social Sciences, 47-55. 

Sinha, N., Chaudhuri, H. R., Fowler, J. G., & Mazumdar, S. (2017). Market-mediated 
authenticity in culturally themed culinary space. Emerald Insight, 21(3), 353-
374. 

Silverman, D. (2013). A very short, fairly interesting and reasonably cheap book about 
qualitative research. SAGE Publications. 



© C
OPYRIG

HT U
PM

179 
 

Skinner, H., Chatzopoulou, E., & Gorton, M. (2020). Perceptions of localness and 
authenticity regarding restaurant choice in tourism settings. Journal of Travel 
& Tourism Marketing, 37(2), 155-168. 

Song, H., Van Phan, B., & Kim, J. H. (2019). The congruity between social factors 
and theme of ethnic restaurant: Its impact on customer's perceived 
authenticity and behavioural intentions. Journal of Hospitality and Tourism 
Management, 40, 11-20. 

Sørensen, F., Fuglsang, L., Sundbo, J., & Jensen, J. F. (2020). Tourism practices and 
experience value creation: The case of a themed attraction restaurant. Tourist 
Studies, 20(3), 271-297. 

Spence, C. (2012). Managing sensory expectations concerning products and brands: 
Capitalizing on the potential of sound and shape symbolism. Journal of 
Consumer Psychology, 22(1), 37-54. 

Spence, C., Puccinelli, N. M., Grewal, D., & Roggeveen, A. L. (2014). Store 
atmospherics: A multisensory perspective. Psychology & Marketing, 31(7), 
472-488. 

Stanujkic, D., Karabaevic, D., Zavadskas, E. K., Smarandache, F., & Cavallaro, F. 
(2019). An approach to determining customer satisfaction in traditional 
Serbian restaurants. Infinite Study. 

Starman, A. B. (2013). The case study as a type of qualitative research. Journal of 
Contemporary Educational Studies/Sodobna Pedagogika, 64(1). 

Stevens, P., Knutson, B., & Patton, M. (1995). DINESERV: A tool for measuring 
service quality in restaurants. The Cornell Hotel and Restaurant 
Administration Quarterly, 36(2), 56-60. 

Stewart, A. L., Nápoles, A. M., Piawah, S., Santoyo-Olsson, J., & Teresi, J. A. (2020). 
Guidelines for evaluating the feasibility of recruitment in pilot studies of diverse 
populations: An overlooked but important component. Ethnicity & Disease, 30, 
745. 

Su, C.-S. (2011). The role of service innovation and customer experience in ethnic 
restaurants. The Service Industries Journal, 31(3), 425-440.  

Taste Atlas. (2022). Cuisines of the world, ranked from best to worst. World Food 
Atlas: Discover 16628 Local Dishes & Ingredients. 
https://www.tasteatlas.com/best/cuisines 

Tatsiy, V. Y., & Danilyan, O. G. (2019). The impact of globalization processes on the 
legal sphere. Amazonia Investiga, 8(22), 580-586. 

Taylor, C. (1991). The ethics of authenticity. Harvard University Press. 

Taylor, J. S., & DiPietro, R. B. (2017). Generational perception and satisfaction 
differences related to restaurant service environments. International Journal 
of Hospitality & Tourism Administration, 1-23.  

Teas, K. R. (1993). Expectations, performance, evaluation and consumers 
perceptions of quality. Journal of Marketing, 18-34. 

https://www.tasteatlas.com/best/cuisines


© C
OPYRIG

HT U
PM

180 
 

Teas, K. R. (1994). Expectations as a comparison standard in measuring service 
quality: An assessment of a reassessment. Journal of Marketing, 132-139. 

The Beat Asia. (2023, February 13). Lucky number 13 for Thailand in Tripadvisor’s 
best food list. The Beat Bangkok. 
https://thebeat.asia/bangkok/delish/restaurants/thailand-is-13th-best-foodie-
destination-says-tripadvisor 

Ting, H., De Run, E. C., Cheah, J. H., & Chuah, F. (2016). Food neophobia and ethnic 
food consumption intention: An extension of the theory of planned behaviour. 
British Food Journal, 118(11), 2781-2797. 

Tsai, C. T. (2016). Memorable tourist experiences and place attachment when 
consuming local food. International Journal of Tourism Research, 18(6), 536-
548. 

Tsai, C.-T., & Lu, P.-H. (2012). Authentic dining experiences in ethnic theme 
restaurants. International Journal of Hospitality Management, 31, 304-306. 

Tsai, C.-T. & Wang, Y.-C. (2017). Experiential value in branding food tourism. Journal 
of Destination Marketing & Management, 6, 56-65. 

Turgeon, L., & Pastinelli, M. (2002). Eat the world: Postcolonial encounters in Quebec 
City's ethnic restaurants. Journal of American Folklore, 247-268.  

Türker, N., Gökkaya, S., & Ayşegül, A. C. A. R. (2019). Measuring the effect of 
restaurant servicescapes on customer loyalty. Turizm Akademik Dergisi, 6(2), 
255-270. 

UNESCO. (1989). Recommendation on the safeguarding of traditional culture and 
folklore. https://www.unesco.org/en/legal-affairs/recommendation-
safeguarding-traditional-culture-and-folklore 

Utama, I. D. (2022). Creating customer satisfaction through sensory marketing (study 
on the foods and beverage industries in Bandung). Bisnis & Entrepreneurship, 
16(1), 1–11. 

Vásquez, C., & Chik, A. (2015). “I am not a foodie…”: Culinary capital in online reviews 
of Michelin restaurants. Food and Foodways, 23(4), 231-250. 

Vu, H. Q., Li, G., Law, R., & Zhang, Y. (2019). Exploring tourist dining preferences 
based on restaurant reviews. Journal of Travel Research, 58(1), 149-167. 

Wang, N. (1999). Rethinking authenticity in tourism experience. Annals of Tourism 
Research, 26(2), 349-370 

Wardono, P., Hibino, H., & Koyama, S. (2012). Effetcs of interior colors, lighting and 
decors on perceived sociability, emotion and behavior related to social dining. 
Procedia - Social and Behavioral Sciences, 38, 362-372. 

Wen, H., Leung, X., & Pongtornphurt, Y. (2020). Exploring the impact of background 
music on customers’ perceptions of ethnic restaurants: The moderating role 
of dining companions. Journal of Hospitality and Tourism Management, 43, 
71-79.  

https://www.unesco.org/en/legal-affairs/recommendation-safeguarding-traditional-culture-and-folklore
https://www.unesco.org/en/legal-affairs/recommendation-safeguarding-traditional-culture-and-folklore


© C
OPYRIG

HT U
PM

181 
 

Widianto, E., & Raharjo, K. M. (2021). Informal education process teaches 
preservation of pantun tradition to the young generation in Malay society. In 
7th International Conference on Education and Technology (ICET 2021) (pp. 
260-264). Atlantis Press. 

Wijaya, S. (2019). Indonesian food culture mapping: a starter contribution to promote 
Indonesian culinary tourism. Journal of Ethnic Foods, 6(1), 1-10. 

Williams-McBean, C. T. (2019). The value of a qualitative pilot study in a multi-phase 
mixed methods research. The Qualitative Report, 24(5), 1055-1064. 

Wood, N. T., & Muñoz, C. L. (2007). 'No rules, just right' or is it? The role of themed 
restaurants as cultural ambassadors. Tourism and Hospitality Research, 7, 
242-245. 

Yacoub, L., Nakhle, S., & Yahiaoui, D. (2022). Restaurant failure in post-conflict 
Beirut: The macroenvironmental context and mismanagement. EuroMed 
Journal of Business, 17(1), 133-154. 

Yan, X., Wang, J., & Chau, M. (2013). Customer revisit intention to restaurants: 
Evidence from online reviews. Information Systems Frontiers, 645-657. 

Yeong, M. L., Ismail, R., Ismail, N. H., & Hamzah, M. I. (2018). Interview protocol 
refinement: Fine-tuning qualitative research interview questions for multi-racial 
populations in Malaysia. The Qualitative Report, 23(11), 2700-2713. 

Yin, R. K. (2014). Case Study Research (5th ed.). SAGE Publications. 

Yin, R. K. (2018). Case study research and applications. SAGE Publications. 

Yoshino, K. (2010). Malaysian cuisine: A case of neglected culinary globalization. In 
Globalization, Food and Social Identities in the Asia Pacific Region. Sophia 
University Institute of Comparative Culture, (pp. 1-13). 

Youn, H., Yin, R., Kim, J., & Li, J. (2020). Examining traditional restaurant diners’ 
intention: An application of the VBN theory. International Journal of Hospitality 
Management, 85.  

Yusnita, Y., Yusof, M. R., & Ibrahim, Y. (2018). Songket: The linkage between 
heritage and tourism in Malaysia. Asian People Journal, 1(2), 207-216. 

Zain, N. A., Zahari, M., Salehuddin, M., & Hanafiah, M. H. (2018). Food and tourism 
destination image: Moderating effects of local food consumption. E-review of 
Tourism Research, 15(1), 21-36. 

Zhang, T., Chen, J., & Hu, B. (2019). Authenticity, quality, and loyalty: Local food and 
sustainable tourism experience. Sustainability, 11(12), 3437. 

 

 

  


	Blank Page



