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Abstract.
The study aims to explore the trends of several studies of consumer preferences for local culinary 
products that have been around for a decade. The consumer behavior theory approach is more 
widely used in the analysis of consumer preferences for local culinary research. The research 
method in this study uses a literature review approach, precisely systematic review with the 
collection of reputable journal-based data obtained from searches on google scholar databases as 
well as qualitative methodologies for evaluating and synthesizing findings from several studies in 
the past. The results showed that some studies on consumer preferences for local cuisine were 
influenced by some predictors of consumer attitudes towards local cuisine. Literature review on 
local culinary-based research relates to culinary tourism destinations, including the field of 
hospitality. Consumer segmentation is influenced by how purchasing behavior is for local 
culinary.
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I. INTRODUCTION
The The development of technology and information systems brought changes to consumers' 

thinking and desire for product purchases [1]. Companies respond to digitalization by creating business 
innovations in marketing strategies [2], namely: implementing digital transformation, through online 
shopping platforms, such as: marketplace, e-commerce, and social media. Consumers tend to choose to shop 
online and slowly abandon the traditional buying model. Moreover, the availability of online banking 
services [3] to support digital business transactions, including: mobile banking; internet banking; e-money, e-
wallets will make it easier for buyers and save time [4]. In fact, banking promotions provide offers to 
consumers if transacting using electronic money there will be a price discount (cashback) on the purchase of 
product items [5].The ease of online transactions with a cashless payment system is expected to stimulate an 
increase in buying interest. Digital transformation in business will influence online consumers in making 
purchasing decisions [6]. The use of digital business applications provides a unique shopping experience, 
where consumers can review products by viewing images, studying catalogs and descriptions[7], and read 
online reviews of buyers displayed by the marketplace[8];[9]. The facility of delivering goods to consumers 
for free on product purchases will add value to consumers[10]. Pleasant experiences for online consumers 
lead to product purchase retention[11]. Consumer thinking about product quality before purchase (pre-
purchase) is very closely influenced by perceptions and preferences for products[12], so that in the end the 
desires or consumers also change.  

Consumer perceptions are shaped by product knowledge[13], and product attribute information[14]; 
obtained and will later influence consumer thinking about the product, while consumer preferences for 
products are influenced by product attributes[15];[16]and also adapt to consumer desires. Some of the 
findings of the literature review study on consumer preferences for products, including the exploration of 
product attribute reviews[17]; product sustainability characteristics[18]. However, research on consumer 
preferences for online users for culinary products in the last ten years tends to be scanty.Literature review for 
consumer preferences for local cuisine to developing countries has not been widely studied [19]. There are 
some limitations to the study with data collection using questionnaires and interviews. When research is 
carried out with large-scale surveys, it causes high costs, little time, and narrow scope [20] Thus there is a 
research gap in this research study, so an in-depth study is needed, through a literature study to add new 
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insights to consumer behavior research.This study focuses on consumer preferences for local culinary 
products or made by SMEs. Given that this local culinary business makes products that are easy to 
imitate[21]; but has a great opportunity to enter the market, and also has a high level of competition[22];[23], 
then this study becomes important to explore. Although the scale of the company is micro, small, and 
medium to be researched, its role for the economy cannot be ignored[24]. When a country experiences 
economic stability due to situational factors, for example: the COVID'16 pandemic, MSMEs are able to 
survive and contribute to the economy[25].So, this research is expected to be useful for MSMEs, namely: 
can contribute in the form of knowledge, such as: how consumer behavior is created, through understanding 
consumer preferences online. 

In addition, there is a community culture known as culinary tourism[26];[27]or the tradition of 
visiting street food vendors or restaurant dishes with the sole intention of tasting the cuisine. Each region has 
a culinary variety from cultural heritage and is a characteristic of regional origin[28].The understanding of 
MSME actors on consumer preferences for their products will help them in improving marketing, 
communication and decision making[29]. Online consumers are active buyers on online shopping platforms, 
where users register themselves before using shopping applications. The treatment is somewhat different in 
purchasing decisions for local culinary by online consumers, where in the culinary product marketplace there 
are no testimonials from buyers, but a product ranking display is available at each merchant. It is also 
possible for online consumers to create preferences for culinary products based on group menu attributes 
according to product type categories, such as: quality, location, price, time.This literature review study aims 
to increase understanding on how online consumer perspectives in building preferences can influence 
purchasing decisions for local culinary. In addition, this literature research is intended to identify factors and 
variables related to online consumers based on the analysis of the study results. Literature review research 
presents an interesting area of research, which is undocumented and may be less popular as a reference in 
this work. The literature review revealed an interesting view that was left unaccounted for. The article is 
structured as follows: the “theoretical study” section explains the theoretical basis that contributes to the 
study, the “methods” section describes how the process of determining the source of the study to be reviewed 
and the suitability of the criteria.

II. LITERATURE REVIEW
Local Culinary

In recent years, culinary is considered an important element for the promotion of tourist destinations [30]. 
However, not all tourist areas utilize local cuisine as destination marketing[27]. In fact, food is also 
connected with the culture of a region, where visitors are attached to the experience of learning about local 
products as a gastronomic tour[31]. According to[32], food as a cultural phenomenon is a brand identity.
Local cuisine is a dish or cuisine, in the form of: food and drinks that are produced and generally consumed 
by local residents[27]. The involvement of local culinary knowledge and information (cooking) correlates 
with tourists' perceptions of the attractiveness of local culinary[33]. The term "Culinary" is an adjective form 
of cuisine and includes cuisine, namely: style includes food preparation, the social context of how food is 
obtained, prepared, consumed is taken into account[34]. The role of technology and digital media has led to 
many influencers or content creators making reviews about culinary[35]to popularize food. Local cuisine has 
unique characteristics in varied tastes[26], due to differences in the composition of ingredients and 
seasonings. Although most local cuisines are traditional foods, consumers' interest in purchasing products is 
increasing[36];[29]. Consumers make high judgments on food products that combine local, regional, and 
traditional characteristics[37]. Consumers' tastes in food are influenced by consumers' food choices[38], 
while taste has a role as a determining attribute of food choice and culinary making[39]. 

Online Consumer and Product Preference
Studies of consumer preferences or choices for culinary or food have been researched based on 

several perspective review, namely: type of product, such as: paired product, for example: food and 
drink[40]; Mood-influenced choice of food products[38]; product attribute relevance[41]; product 
attitude[36],(Sadilek, 2019). Several product attributes can drive consumer preferences or choices in food, 
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including: taste, price, naturalness, nutritional value, convenience, environmental concern, appearance, 
traditional production methods, authenticity, good labor treatment, and safety.[36]. On the other hand, 
product attributes are also related to product quality(Sadilek, 2019). However, food preferences depend not 
only on quality, but also on external business marketing support[43]. In understanding consumer attitudes 
towards products, it is necessary to identify consumer segments based on consumer preferences for products.
Consumers' willingness to buy local food is based on a positive attitude towards the purchase and a feeling of 
being connected to the environment[19]. Attitudes and feelings are the main predictors in the relationship 
between consumer preferences for local food[44]. Overseas consumer preferences for local cuisine, 
including: food taste and quality, food management, food localization, eating ethics, food traditions and 
nutrition, as well as food aroma and hygiene[34].Dimensions on destination food image factors (tastes) 
predict consumer food preferences[45]. For online users, consumers have a positive attitude towards online 
food purchases, namely: tend to prioritize other people's suggestions. Consumers experience high purchase 
intention on online purchases[46]. The research study question is: how online users determine consumer 
preferences for local culinary.

III. METHODS
A literature review approach was applied to this study to find out the existing studies during the last 

decade (2011 – 2022). Qualitative analysis was used in this research, which was carried out by summarizing 
and synthesizing existing literature findings from a complete search derived from Google Scholar data 
sources. Data search is supported by the use of software "Publish or Perish"[47]based on the suitability of the 
paper with the catalog. However, before conducting a systematic analysis of literature reviews and data 
collection, the first step is to define the objectives and scope.Research based on literature review provides a 
contribution to the discipline by meeting the achievement of key standards, namely: first, there is a suitability 
of the research domain with the review paper; second, review activities are carried out appropriately, 
including: analytical techniques, literature coverage, and writing style; third, offering a new view based on a 
systematic comparison of several studies[48]. 

Data collection refers to keywords carried out based on a search from the title or abstract of the 
article. The literature review integrates findings and perspectives from many empirical findings, so as to 
answer research questions that are not shared by all of one study[49]. The results obtained from the articles 
are then sorted into a database.Systematic literature reviews provide insight into how research trends relate to 
the topic or field of research[50]. The final stage is to analyze the results of the acquisition of articles as part 
of the research discussion. The analysis of the selected studies is the result of the evaluation and 
interpretation of the literature material. The criteria for selecting articles obtained from the Google Scholar 
database include: first, adjusting keywords and being articles in English; second; the search period is for the 
last 10 years from the published journal; third: sourced from publications of internationally reputed and peer-
reviewed journals. Groups of keywords in the data search input, namely:
∑ “consumer preferences”; “local cuisine”; “local food”; "e-commerce"

∑ “consumer preferences”; “local cuisine”; “local food”; “literature review””
These five keywords are one of the criteria in the selection of articles used to ensure that the selected study 
addresses the theme and research objectives significantly. Each article that describes consumer preferences 
regarding local food or culinary will be reviewed. The search results for articles based on consumer 
preferences for food were found as many as 172 studies, and as many as 13 studies were judged to be the 
most suitable with local culinary criteria.

IV. RESULT AND DISCUSSION
Results
Based on the findings of several recent researches, there are not many or still limited literature 

studies regarding consumer preferences for local culinary products, especially online consumers. Most of the 
research on consumer preferences for local food is more related to consumer attitudes towards the product. 
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Most consumer preference research places the classification of consumer types [36];[42]. The study of food 
is associated with lifestyle, thus influencing how the type of consumer[51].Consumers have a positive 
attitude towards online purchases for local specialty foods with product characteristics, such as: high quality, 
attractive packaging and conveying the image of the local community. Therefore, consumers have higher 
purchase intentions for food products when buying online[46]. 

A search for articles in the last ten years on the current study of consumer preferences for local 
culinary shows that food-based research obtained from online reviews and later is expected to provide an 
answer to curiosity from a consumer perspective.[20]. The theoretical approach that is widely used in 
consumer preference research as an analytical tool is consumer behavior, both in purchasing and consuming 
local culinary.The literature review for consumer preferences for local cuisine describes the attitudes, and 
intentions of consumers to consumer motivation for local cuisine is also used as a basis in the study of 
consumer preferences.[36];[19]. Consumer behavior theory provides an understanding of how consumers 
plan and collect information before making a decision to buy local culinary products. The findings of the 
selected articles will then be analyzed in the literature review from 2011-2021. Journal, title, synthesis of 
results, theoretical approach, and a number of citations are presented. Selected studies from the last decade 
show that often food research-based research falls within the scope of culinary tourism discussions. Based on 
the study findings, there is a correlation between tourist destinations and local culinary [30]. The following 
of Table 1. is an analysis of several studies related to consumer preferences for local culinary:

Table 1. List of Scientific Articles on Online Consumer Preferences for Local Culinary Products
Author 
(Year)

Journal 
Name

Article Title Synthesis of Results
Theoretical                  
Approach

Citation

[46] International 
Journal of 
Hospitality 
Management

Exploring the 
online buying 
behavior of 
specialty food 
shoppers

Consumers have positive 
attitudes toward online 
purchasing of specialty foods and 
are more likely to follow the 
advice of others, and feel a high 
degree of control, when using 
websites. Experience a higher 
intention to make a purchase 
online.

Theory of 
Planned 
Behavior

109

[34] Journal of 
Vacation 
Marketing

Culinary 
preferences of 
foreign 
tourists in 
India

Consumer preferences for 
culinary are associated with 
tourism. Food taste and quality 
are the most important attributes 
of culinary preferences. There is 
a segment of tourists who prefer 
product localization and 
historical relevance which offers 
opportunities to promote culinary 
destinations.

Tourists' 
motivation and 
behavioral 
outcomes

62

[33] Asia Pacific 
Journal of 
Tourism 
Research

The 
Contribution 
of Local 
Cuisine to
Destination 
Attractiveness: 
An Analysis
Involving 
Chinese 
Tourists' 
Heterogeneous
Preferences

Interest in local cuisine 
significantly contributes to 
tourists' perceptions of the 
attractiveness of a destination. 
Heterogeneous preferences of 
tourists (local cuisine, tourist 
involvement, knowledge of local 
cuisine) correlate with 
perceptions of local cuisine.

Heterogeneous 
Preference

66

[36] Journal of 
Food 
Products 
Marketing

Consumers' 
Preferences 
and Attitudes 
Toward
Local Food 

Consumer segmentation with 
reference to consumer behavior 
towards local food is identified 
into 5 aspects: food consumption 
style, perception of local food, 

Consumer 
Behavior

161
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Author 
(Year)

Journal 
Name

Article Title Synthesis of Results
Theoretical                  
Approach

Citation

Products purchase motivation, perception 
of local food quality and socio 
demography. The profile of each 
consumer, including: 
ethnocentric, environmental, 
localist,

[19] Journal of 
Food 
Products 
Marketing

Exploring 
Urban 
Consumers' 
Attitudes and
Intentions to 
Purchase 
Local Food in 
Chile

Willingness to buy local food is 
based on their positive attitude 
towards purchasing local food 
and feeling connected to the 
environment, but not because 
they have a desire to support 
local businesses.

Consumer 
Behavior 
Theory

31

[52] International 
Journal of 
Tourism 
Sciences

Local 
consumers' 
perceptions 
and 
preferences 
for
Asian ethnic 
foods

The behavioral side of the 
choice, namely: that China has 
the most popular types of 
restaurants, and chooses Asian 
food once or twice a week, and 
gets information about possible 
choices mainly from mouth 
power sources. Asian food is 
considered tasty, delicious, well 
textured and vegetable based. 
Perception of country-country 
pairs as offering the same food: 
Korea-Japan, Vietnam-China and 
India-Thailand. The six types of 
Asian food people are ranked in 
descending order as follows: 
Chinese, Japanese, Thai, Korean, 
Indian and Vietnamese

Consumer 
Behavior 
Theory

9

[44] Journal of 
Food 
Products 
Marketing

Preference to 
Local Food vs. 
Preference to 
“National” 
and Regional 
Food

Several consumer attitudes and 
feelings were the main predictors 
of the relationship between 
consumer preferences for local 
foods, and preferences for 
national or regional foods. Food 
made by local producers is 
perceived by consumers as being 
of higher quality and better 
meeting their habits and needs 
than "regional" or "national" 
food products.

Purchasing
Behavior

33

[51] Journal of 
Food 
Products 
Marketing

Understanding 
Local Food 
Consumers: 
Theory of 
Planned 
Behavior and 
Segmentation 
Approach

Health awareness, environmental 
concern, and local economic 
concern as predictors of attitudes 
towards local food and have a 
significant effect on intention to 
buy local food. Segmentation 
according to food-related 
lifestyles results in four types of 
consumers (impromptu 
explorers, uninvolved 
connoisseurs, engaged 
information seekers, and 
apathetic local food consumers).

Theory of 
Planned
Behavior

104
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Author 
(Year)

Journal 
Name

Article Title Synthesis of Results
Theoretical                  
Approach

Citation

[20] Online 
Information 
Review

Using social 
media to 
explore
regional 
cuisine 
preferences
in China

Among several traditional 
Chinese cuisines, the cuisine 
from the Sichuan region is the 
most preferred according to 
consumers' views of online 
social media users in all regions 
in China. The geographic 
approach is more closely related 
to differences in regional dish 
preferences than the climatic 
approach.

Cuisine 
Preference

1 10

[53] Journal of 
Rural 
Studies

Preference for 
local food as a 
matter of 
helping 
behavior: 
Insights from 
Norway

Empathic concern and social 
concern can influence their 
attitudes towards and preferences 
for local food. Local patriotism 
influences preferences for local 
food, even if the consumer 
evaluates it as lower quality and 
less desirable than other food 
products.

Behavior 
Theory

42

[45] Journal of 
Destination 
Marketing & 
Management

Destination 
food image 
dimensions 
and their 
effects on food 
preference and
consumption

The effects of certain food image 
factors on food preferences and 
consumption among tourists, and 
their effects depend on the tourist 
country. Food taste image was 
found to be a food image factor 
that consistently predicts food 
preferences and consumption of 
both nationalities. The food 
image factor was found to have a 
higher influence on food 
preferences than food 
consumption.

Image, 
Preference, 

Consumption

58

[42] British Food 
Journal

Consumer 
preferences
regarding food 
quality labels:

The most important factors for 
Czech consumers when buying 
food are price, origin and 
appearance with three consumer 
segments: quality seekers, 
oblivious shoppers and impulsive 
buyers. Segmentation of Czech 
consumers based on their 
perception of better food quality 
labels based on socio-
demographic characteristics. 
Food quality labels are a 
perceived favorable decision-
making factor.

Consumer 
Segmentation 
and Behavior

20

[54] Journal of 
Retailing 
and 
Consumer 
Services

What drives 
brand love and 
purchase 
intentions 
toward the 
local food
distribution 
systems? A 
study of social 
media-based 
REKO (fair
consumption) 
groups

For a product to be commercially 
successful, such growing 
popularity should translate into 
high purchase intention and a 
positive relationship with the 
product post consumption. 
Certain environmental stimuli 
influence the internal state of 
consumers and shape behavior. 
Altruism as a stimulus, support 
for local producers, transparency, 
satisfaction with labeling,
and the desire for labeling as the 

Stimuli 
Organism 

Response (SOR) 
theory

30
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Author 
(Year)

Journal 
Name

Article Title Synthesis of Results
Theoretical                  
Approach

Citation

internal state of the consumer 
(organism), as well as purchase 
intention and love
brand in response.

Source: Google Scholar, 2011-2021
Research related to food products is important to explore, because not only understand food is a 

basic need, but it is also useful to increase knowledge about product diversity. An analysis of consumer 
preferences for local cuisine can advance the tourism sector, which is inherently culinary in it as a cultural 
heritage with the peculiarities of each region. Tourists have certain food preferences and there are also food 
differences [20] according to each taste[45]. Understanding consumer preferences for local cuisine is also 
useful in the hospitality sector, which offers a variety of culinary menus.Enjoyment of local cuisine can 
contribute to the perception of tourists and create attraction to tourist destinations[33]. Product attributes of 
culinary preferences in culinary tourism, including: taste and food quality[34];[45]. Consumer segmentation 
from the findings of several studies on consumer preferences is intended to provide different services from 
culinary products. In addition, the existence of different types of consumers will show how personal views 
about perceptions of attitudes are[43]and consumer intentions towards local culinary and the extent to which 
they love the culinary product[54].

Consumer segmentation related to food can also be distinguished according to lifestyle attributes. 
Several factors, including: health, environment and economies of scale are predictors of consumer attitudes 
towards local food. Consumer perceptions of local food can influence the purchase intention of local food
products[51]. Certain environmental stimuli will affect the internal state of consumers and shape buying 
behavior by consumers[54]. The bonding of consumers' feelings on the environment forms a positive attitude 
towards purchasing local food[19]. One of them is the emergence of local patriotism that affects preferences 
for local food in the form of empathy and social care[53].The literature review analysis in this study places 
consumer preferences according to the consumer behavior theory approach from the point of view of 
subjective norms and behavioral perception control. Every consumer has a perception of local culinary 
products, although it is possible that environmental factors affect consumer attitudes towards local food. In 
the end, consumers' intentions to purchase local culinary products shape their behavior in consuming 
products in a sustainable manner. The novelty of this study is that it reveals that online purchases and the 
role of social media can influence consumer preferences for local cuisine.

V. CONCLUSION
This study is intended to determine the trend of consumer preference research for local culinary, 

through a qualitative literature approach. In all, 172 studies were published in reputable international 
journals, of which 13 articles met the selection criteria. The results reported and analyzed are according to 
Zhang et al. (2019), where social media platforms can influence consumer preferences for local cuisine. The 
impact of environmental factors, according to the findings of a study by Kumar (2021) is a stimulus that 
affects the internal state of consumers and shapes behavior.Research based on local food is widely associated 
with consumer behavior in culinary tourism. Aspects of consumer segmentation in consumer preference 
research for local culinary are identified from the buying behavior of local culinary. Attributes of local 
culinary products, such as: taste image and product quality are considered by consumers to form perceptions 
of the product. Consumer attitudes towards local culinary influence the purchase intention for local culinary 
by consumers.In the last ten years, based on the results of the discussion, research shows that research on 
consumer preferences for local cuisine has been explained by a review of consumer behavior. Consumer 
preference analysis still emphasizes the decision-making process. Meanwhile, an explanation of post-
purchase consumer behavior has not been shown. Social media platforms support to facilitate how 
consumers' preferences for local food can be known, where so far consumers have positive attitudes towards 
online purchases.
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