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Purpose – Food has entered commerce as an intangible cultural heritage (ICH) because 
consumers want authentic food and memorable consumption experiences. Food culture 
and the marketplace are arenas for the creation and articulation of identities and meanings, 
enabling dynamic conditions that encompass multiple positions and authenticity validations 
in consumption experiences. This study offers insight into the authentication of gastronomic 
heritage from a consumer culture perspective.
Design / Methodology – A thematic review is conducted to analyse and summarise the 
literature on gastronomic heritage, authenticity, commercialization, and consumer behaviour 
in the food industry.
Approach – Literature works from databases and academic platforms were used to highlight 
several key thematic points and arguments related to the authentication process and consumer 
behaviour.
Findings – Food authenticity is socially negotiated by a variety of actors who mobilise 
resources and a web of interactions, creating identity and value according to their position 
as they respond to differences in market culture. The negotiation of authenticity mediates the 
assumption of legitimacy, quality, and identity that diversifies consumption patterns. 
Originality of the research – The article contributes to a theoretical discourse that extends the 
conceptualisation of authenticity in addressing food heritage within a dynamic consumption 
context and commercialisation agenda.  
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INTRODUCTION 

Food, as part of intangible cultural heritage (ICH), has played a crucial role in cultural tourism worldwide and destination 
marketing due to the demand for authentic experiences (Harrington & Ottenbacher, 2010; Ab Karim & Chi, 2010; Sánchez-
Cañizares & López-Guzmán, 2012; Bessiere & Tibere, 2013). Food heritage covers a broader perspective on gastronomic 
discourses associated with raw food materials, such as agricultural products that form part of ingredients and recipes, dishes, 
preparation methods, food traditions and etiquette, and material aspects such as utensils and dishware (Almansouri et al., 2021,  
pp. 791).

The gastronomy culture constantly evolves with the food industry’s growth, amplified by modernisation and globalisation 
that transform consumption, dietary patterns, and eating habits (Zainal Abidin et al., 2020). Even so, the desire to safeguard 
authentic gastronomic tradition is formally pursued, driven by the perpetual interest in food as a heritage identity. While it 
connotes the retention of cultural practices related to the past and valued as a significant ‘treasure’ or ‘legacy’, concurrently, 
it denotes various purposes that can run from political legitimacy (Ramshaw, 2016) to economic development of regions and 
communities through tourism and the commodification of tradition and society (Khanom et al., 2019). As a result, government 
institutions strive to develop and recognise the gastronomic tradition of communities through the heritagisation process as an 
authentication mechanism involving the attachment of value that transforms food, places and practices into a cultural heritage 
(Geyzen, 2014; Su, 2018; Zocchi et al., 2021).

Although heritagisation is intended to safeguard the tradition, it also entails appropriating such value to promote the development 
of food heritage for the commercial industry, especially when the global scale of commodities, media, and communities has 
amplified the commercial value of authentic culture (Zhu, 2015). Appadurai (1986) believed that authenticity should not be 
applied to gastronomy, as the idea appears timeless and historically profound, contrasted with the dynamicity of food culture. 
In addition, when we talk about food heritage as a commodity, the cultural gap between consumer narratives, mainly the locals 
and tourists, could contribute to the adaptation and modification of heritage food offerings in the commercial scene (Gupta & 
Duggal, 2021) thus blurring the line between protecting the food heritage and commercialising its cultural identity. Producers 
and marketers authenticate their products using cultural resources to generate the process of otherising and traditionalising 
(Koontz, 2010) as a differentiation strategy in the global market that creates value to promote consumption and simultaneously 
cater to consumer demand for genuine products. 

https://orcid.org/0000-0003-3523-3819
https://orcid.org/0000-0003-0626-0076 
https://doi.org/10.20867/thm.29.2.3


Tourism and Hospitality Management, 29(2), 185-195, 2023
Shahrin, N. & Hussin, H. (2023). NEGOTIATING FOOD HERITAGE AUTHENTICITY IN CONSUMER ...

186

Literature on authenticity negotiation mostly prevails within tourism discourse since MacCannell’s (1973) “staged authenticity”. 
Cohen & Cohen’s (2012) work on Authentication: Hot and Cool illustrates the dynamics of the interaction and constitution of 
tourist attractions conducive to different types of personal experiences of authenticity. Authentication is a “social process through 
which the authenticity of the product, site, object or event—is confirmed as “original,” “genuine,” “real,” or “trustworthy” 
(Cohen & Cohen, 2012, pp. 1296). Within the process, not only government, multiple stakeholders, including communities, and 
businesses or organisations with the power, play a significant role in making authentication claims of cultural representations 
(Xie & Lane, 2006; Cohen & Cohen, 2012; Lugosi, 2016) that systematically directed toward their politics of interests. It 
presents another dichotomy based on social processes highlighting the agencies’ role in the authenticity mode.

Even so, people interpret the authenticity of offerings according to their understanding (Reisinger & Steiner, 2006) and respond 
differently to various authenticators (Kovács et al., 2017). In the consumer culture, it demonstrates the “dynamic relationships 
between consumer actions, the marketplace and cultural meanings” (Arnould & Thompson, 2005, p. 868), particularly what 
consumers do and believe in consuming market-made commodities which closely associated with the principles of modernity, 
choice, individual freedom, and market relations (Slater, 1997; Arnould & Thompson, 2018). Arnould & Thompson (2005) 
outlined Consumer Culture Theory (CCT) as a scholarly framework that could be applied to comprehend food consumption 
from various perspective stages that resonate with broader interdisciplinary interests and discussion in consumer research. They 
proposed four domains, explaining consumption as a projection of identity, examining the marketplace culture, the sociohistoric 
patterning of consumption and conversing on mass-mediated marketplace ideologies and consumers’ interpretive strategies at 
the macro level.

From the CCT perspective, consumers are recognised as active market actors who incorporate and enact various cultural 
resources into their identity work to negotiate a sense of self and meaningful identity narratives. In this sense, they are exposed 
to marketplace cultures as extended social contexts and material environments where consumption occurs, further reflecting the 
formation of subculture and its role in the co-creation, negotiation, and dissemination of distinct market and consumption 
practises and meanings. Then, at the macro level, consumption patterns and consumer identities are analysed through the lens 
of social structural and historical influence, resulting in value creation through socially shared practices. Mass media also 
contribute to consumption ideologies and cultural narratives, but consumers, as active “interpretive agents,” either make sense 
of and decode the narratives about their consumption or go along with media representations of consumption identity and ideals 
(Rokka, 2021).

Chhabra (2019) highlighted how heritage is authenticated, critically deconstructed and reconstructed according to the type of 
audience and context. So far, little attention has been paid to explore food heritage authentication from the CCT perspective. 
In particular, the question of who can be considered relevant negotiating agents and how authenticity is positioned within the 
consumer culture is still unclear. Given the above narrative, the study aims to: 

1.	 highlight the role of institution agencies, businesses, and consumers as three stakeholders in the food authentication 
process through the literature evidence; and 

2.	 explore the negotiation of food heritage authenticity within Arnould and Thompson’s CCT framework. 

Food culture and marketplace are not just readymade markers of traditionality but also arenas for creating and articulating 
identities and meanings that allow dynamic conditions encompassing diverse positions and authenticity validation in consumption 
experiences. Moreover, many studies have examined the fundamental elements of the food heritage and its connotation, yet 
what constitutes its authenticity further varies between countries, cultures, and even individuals.

1. METHODOLOGY

The study presents a thematic review which integrates the literature assessment of prior studies concerning food heritage and 
authenticity in particular research streams with a narrative approach to offer the elaborative application of those themes in the 
consumer culture framework (Green et al., 2006; Pickering & Byrne, 2014; Xiao & Watson, 2017; Paul & Criado, 2020). For 
a start, the review attempts to articulate the dimension of the authenticity agencies as the research problem. The analysis of 
selected materials has framed three research themes on the negotiation of authenticity characterised by institutions, businesses, 
and consumers, which serves as the theoretical contribution of this review.

Accordingly, a preliminary search is performed to see the related works in the area of interest published between 2012 – 2022 for 
a general protocol. Only electronic academic databases such as Google Scholar, Scopus, Web of Science and ResearchGate were 
used to look for articles pertinent to the study. For this step, multiple keywords were used, such as authenticity, authentication, 
combining the related concepts with food, heritage, traditional food, heritagisation, consumer culture, consumer behaviour 
and commercialisation. 
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Figure 1: PRISMA Flowchart adapted from Page et al. (2021)

A total of 484 articles were identified and later sorted following the protocol to exclude non-full text documents, duplication 
and unrelated study contexts based on the titles. The pool is further refined in a screening process to exclude non-journals 
publications such as book chapters, conference papers, book reviews, editorial notes, theses and government documents such 
as press releases and booklets to ensure a consistent standard for analysis (Pickering et al., 2015). However, some remain in 
references with no determined timeframe based on their relevance to the arguments in the study. The general Google search 
engine was also used to access several websites for supplementary information and reference.

The review was confined to articles written in English and published only in academic journals based on comprehended abstracts. 
Then, 149 articles were assessed for their eligibility based on full-text reviews, and a further 30 were discarded mainly due 
to the irrelevant emphasis concerning food culture, authenticity, and consumption context. One hundred nineteen original and 
review articles were considered eligible, with six added to the lists in the final cross-check. Fig. 1 provides a flowchart of the 
review process based on PRISMA (Preferred Reporting Items for Systematic Reviews and Meta-Analyses) (Page et al., 2021) 
with some modifications to the screening and assessment process.

2. FINDINGS 

2.1. The key journal disciplines and methods

The findings comprised 125 studies published in 85 journals between 2012 and 2022, as illustrated in Table 1. The greatest 
incidence was found in the journals of Tourism, Hospitality & Leisure fields (n = 26 [31%]), consisting of 43 articles, with nine 
published in the International Journal Of Hospitality Management. The Journal on food disciplines (n = 18 [21%]) contributes 
33 articles, with seven analysed out of the British Food Journal. The result is most likely attributable to the prominent discussion 
of food heritage authenticity from the lens of gastronomic tourism, food production and the service industry. Seven articles 
were also found in the Sustainability as a multidisciplinary research journal (n = 11 [13%]). Decade research on authenticity, 
especially in food as a cultural heritage, generally shows an upward trend in recent years as the topic could draw various 
possible studies from diverse contexts. 
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Table 1: No. of Journals and articles by discipline and by years

Journal Disciplines (No. of articles) No. of Journals 
(%) No. of articles 2012 – 2016 2017 – 2022

Tourism, Hospitality & Leisure
1.	 International Journal Of Hospitality 

Management (9)
2.	 Tourism Management (4)
3.	 Journal Of Heritage Tourism (4)

26 (31%) 43 17 26

Food/Gastronomy/Food Science
1.	 British Food Journal (7)
2.	 Food, Culture & Society (4)
3.	 Appetite (3)

18 (21%) 33 12 21

Multidisciplinary Research 
1. Sustainability (7) 11 (13%) 17 3 14

Social Science & Cultural Studies 13 (15%) 15 5 10
Marketing & Consumer Behaviour 8 (9%) 8 2 6
Business Management & Organisation Studies 9 (11%) 9 2 7
TOTAL 85 (100%) 125 41 84

The reviewed studies used a range of approaches and research designs. Most articles (n = 55 [44%]) applied qualitative research 
methods, including historical and content analyses, as well as ethnographic and phenomenological-based approaches via 
interviews and case studies. Quantitative research, comprising surveys and experimental designs, accounted for 33.6% (n = 42) 
of the papers. The papers used mixed designs (n = 10 [8%]) are relatively low in contrast to the number of conceptual paper 
analyses, which was 14.4.6% (n = 18), indicating a possible methodological contribution of this review. Table 2 provides a 
breakdown of the frequencies for each method.

Table 2: Methods in food heritage authentication studies

Method No. of articles (%)
Conceptual 18 (14.4%)
Empirical 
•	 Qualitative
•	 Quantitative
•	 Combination (Mixed Method)

55 (44%)
42 (33.6%)
10 (8%)

TOTAL 125

2.2	 Food authenticity in consumer culture

Table 3 illustrates the frequencies of each research theme and its identified context of discourses with some examples of notable 
works. Then the following sections briefly describe each theme’s primary objectives and application in the CCT framework.

Table 3: Research themes and discourse contexts in food heritage authentication studies
Theme Context of discourse No. of articles 

reviewed (%)
Institutional 
authentication

Example of articles

•	 Heritagisation 
•	 Trusted bodies assessment
•	 Quality assurance
•	 Certification
•	 Expert evaluation
•	 Destination branding

36 (28.8%)

Bessière (2013), Liu et al. (2014), Pfeilstetter (2015), Littaye (2016), Pearson & Pearson (2017), 
Klein (2018), Lunchaprasith & Macleod (2018), Guan et al. (2019), Bardone & Spalvēna (2019), 
Othman et al. (2019), Marie‐Vivien (2020), Zocchi et al. (2021), Pétursson & Hafstein (2022)



Tourism and Hospitality Management, 29(2), 185-195, 2023
Shahrin, N. & Hussin, H. (2023). NEGOTIATING FOOD HERITAGE AUTHENTICITY IN CONSUMER ...

189

Theme Context of discourse No. of articles 
reviewed (%)

Business/ marketers 
authentication

Example of articles 

•	 Differentiation strategy
•	 projection of authenticity
•	 authenticity claim
•	 business branding
•	 marketing campaign

38 (30.4%)

Mkono (2012), Chhabra et al. (2013b), Kovács et al. (2014), Aaltonen et al. (2015), Lu et al. 
(2015), Kim & Baker (2017), Kovács et al. (2017), Lehman et al. (2018), Liu et al. (2018), An-
gelopoulos et al. (2019), Mardatillah (2020), Skinner et al. (2020), Kim et al. (2020), Abd Aziz 
et al. (2021), Chiu & Huang (2022)

Consumers 
authentication 

Example of articles 

•	 Self-authentication act
•	 Cues
•	 Credible source
•	 Socio-technological interaction
•	 Co-created value
•	 Consumer attitude

51 (40.8%)

Autio et al. (2013), Sparks et al. (2013), Mellet et al. (2014), Sidali & Hemmerling (2014), Bryła 
(2015), Vásquez & Chik (2015), Luca & Zervas (2016), Lugosi (2016), Ishak et al. (2018), Bur-
gess & Green (2018), Lim et al. (2020), Choudhary et al. (2019), Lim et al. (2020), Bentsen & 
Pedersen (2021), Andrade Cruz et al. (2021), Le et al. (2022) Rewtrakunphaiboon & Sawangdee 
(2022)

Total 125 (100%)

3. DISCUSSION

3.1. Institutional authentication

The first theme contemplates the legitimation of food heritage and various discourses of institutionalised formation of 
authenticity in consumer culture, constituting 28.8% (n = 36) of the reviewed articles. The study synthesises institutional 
authentication as a dimension concerning authorities’ and experts’ validation, in which the power vested in them could declare 
the authenticity of an object, site, event, custom, role, or person to be original, genuine, or real (Cohen & Cohen, 2012). In this 
context, food authenticity is validated from an objectivist perspective that is associated with genuine, true and original as a 
result of a specific craft process (Pratt, 2007) or quality attributed to a range of foods and cuisines specific to a location, region 
or country (Guerrero et al., 2009; Vanhonacker et al., 2010; Omar & Omar, 2018; de Almeida Costa et al., 2021) and originally 
manufactured or locally produced by ethnic communities (Chhabra, 2010; Almansouri et al., 2022).

The legitimacy of authentication is structured in an explicit and formal performative act through established mechanisms such 
as certification and recognition for quality assurance to encourage confident consumption. The authentication comes with 
several purposes, such as protecting producer and consumer interest (Antonelli & Viganò, 2018), increasing the commercial 
value of the products (Mohd Noor & Abd. Aziz, 2010; Aziza et al., 2020), providing an advantage for local and traditional food 
to remain competitive in the economic sector (Parasecoli, 2017; Reinders et al., 2019; Latiff et al., 2020, Bardone & Spalvēna, 
2019; Marie‐Vivien, 2020) and conveying the significant quality cues to conclude in corroborating consumption ideologies and 
identity (Chousou & Mattas, 2021; Othman et al., 2019). It also comprises expert evaluation and standardised rating systems to 
enhance the authenticity and quality of food and service (Liu et al., 2014). 

In another facet, institutional authentication is also linked with cultural heritage protection. Many countries experience external 
pressures on their culture and tradition, including losing their food heritage and identity. As a safeguarding measurement, 
gastronomic resources that convey genuineness attributed to their geographical origin and local culture are heritagised 
(Bessière, 2013; Brulotte & Di Giovine, 2016; Csergo, 2018; Zocchi et al., 2021). Such recognition is expected to empower 
cultural identity, preserve tradition and local knowledge, and improve socio-economic conditions (Matta, 2016; Raji et al., 
2018; Dai et al., 2018; Guan et al., 2019). However, it also provides an opportunity for the recontextualisation of food heritage 
through a legitimate process within political and cultural domains for commercialisation (Klein, 2018). In such cases, traditional 
foodways are presented through cultural staging and standardised commodities (Pétursson & Hafstein, 2022), initiating 
globalised food localism (Stazio, 2021) whereby food heritagisation matches the business strategy (Pfeilstetter, 2015; Littaye, 
2016; Barrionuevo et al., 2019), destination branding and tourism product (see Leng & Badarulzaman, 2014; Gyimóthy, 2017; 
Rinaldi, 2017; Pearson & Pearson, 2017; Lunchaprasith & Macleod, 2018; Lai et al., 2018, Lai et al., 2019).
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Although issues such as cultural propertisation and economic marginalisation (Lixinski, 2018) have subtly imposed a cultural 
and communication gap between the heritage preservation agenda and the redefinition of heritage value for economic 
development, heritagisation remains a persuasive branding pursued in consumer culture. It denotes its significant positioning 
among market-made commodities that convey the credibility of food heritage for experiential consumption for contemporary 
societies while cultivating identity, pride, and self-assurance, enriching the tourism sector through the way culinary tradition is 
reignited as socio-cultural enjoyment.

3.2.	 Business authentication

The second theme, which accounted for 30.4% (n = 38), is focused on the negotiation of authenticity in the commercial scene 
and business patterning of authenticity as a differentiation strategy in the marketplace as a competitive advantage. The study 
denotes business authentication as the claim and manifestation of authenticity in the marketplace to delineate, qualify, and 
evaluate experiential products and services. 

On the one hand, food producers and businesses strategically project authenticity through the organisation’s type (Kovács et al., 
2014)  by committing to the quality of products and services, maintenance of stylistic consistency, instrumental use of history and 
place as a positive reference and sources of market value (Beverland, 2005; Angelopoulos et al., 2019; Mardatillah et al., 2019), 
and persistent company tradition and production (Gilmore & Pine, 2016) to represent prestigious market offering. Aaltonen 
et al. (2015) coined the Enterprise Cultural Heritage (ECH) concept that appropriated history and unique heritage knowledge 
or hereditary practices of small-medium enterprises (SMEs), mainly the local craft and food industries resulting from decades 
of trading into a source of authentication and innovation assets (see Mardatillah, 2020, Abd Aziz et al., 2021). Intuitively, as 
cultural identity influences food consumption (Fernández-Ferrín et al., 2018; Huang et al., 2019) food industry appropriates 
ethnic values and cultural markers embedded in food tradition, local ingredients, traditional recipes, and commensality habits to 
be marketed as authentic performative and experiential attributes in culinary setting (e.g. Mkono, 2012; Chhabra et al., 2013a; 
Chhabra et al., 2013b; Lu et al., 2015; Wang & Mattila, 2015; Kim & Baker, 2017; Liu et al., 2018; Chen et al., 2020; Kim et 
al., 2020; Guiné et al., 2021; Chiu & Huang, 2022; Skinner et al., 2020; Grubor et al., 2022).

On the other hand, businesses also claim the impression of authenticity through a sincere narrative and a creative blend of 
industrial and rhetorical attributes (Beverland, 2005). Some food producers explore linguistic and material links that allow 
them to achieve authenticity, traceable reflecting the olden days yet viable for modern economies and palettes (Cavanaugh & 
Shankar, 2014). However, consumers typically regard business self-claim authenticity as self-promotional activity (Beverland 
& Farrelly, 2010), sometimes driven by an emotional reaction instead of a cognitive reassessment organisation’s authenticity 
(Kovács et al., 2017; Lehman et al., 2018). Nevertheless, when claims are seen as informational disclosure, consumers will be 
more aware of specific qualities that connote authenticity and resulting in positive assessments (Beverland, 2005). 

The marketplace represents a rich source of symbolic resources and choices through which people seek to build identity 
narratives conforming to social structures such as class, community, gender and ethnicity (Arnould & Thompson, 2005; 
Fonseca, 2008) while epitomises assumptions, beliefs, and what producers and marketers expect consumers to value that shape 
consumption patterns. Authenticity rhetoric in product marketing is typical (Peterson, 2005). Thus producers’ and marketers’ 
efforts to create and maintain authenticity with the understanding of how consumers develop notions of authenticity would be 
the source of business imperative and competitive advantage (Gilmore & Pine, 2016), which can impact product success in the 
marketplace (Koontz, 2010). 

3.3. Consumer authentication

The third theme accounted for the largest 40.8% (n = 51) of the reviewed articles, which focused on the consumers’ attitude 
and perspective on authenticity and their interpretive strategy, resulting from communicative cues, credible sources, and socio-
technological facilitation that influences the co-creation of references and consumption. Consumer authentication serves two 
purposes in CCT; self-authentication of consumption identity and authentication as interpretive strategies. 

The first purpose relates to consumption as an act that pursues specific ideals (Steenkamp & de Jong, 2010) and encapsulates a 
process of projecting a consumer’s personality (Sidali & Hemmerling, 2014). Consumers are conceived of as identity seekers 
and makers; thus, self-authentication exhibits unique individual traits, perceptions, and consumption attitudes congruent 
with personal identities. In other words, consumers make consumption decisions personally as they reflect their true selves. 
Beverland & Farrelly’s (2010) asserted that consumers self-authenticate their consumption based on three goals, i.e. the control 
or practicality of their choice, connection feeling, and the virtue or morality of their choice. For example, consumers decide 
to consume local foods as they feel connected to the nostalgia, natural and social environment that supports the ideals of 
sustainable livelihoods and traditions in their regions and provinces (Autio et al., 2013; Renko & Bucar, 2014; Bryła, 2015).



Tourism and Hospitality Management, 29(2), 185-195, 2023
Shahrin, N. & Hussin, H. (2023). NEGOTIATING FOOD HERITAGE AUTHENTICITY IN CONSUMER ...

191

Accordingly, mass media also provide a unique consumer acculturation source, authenticating images and values of various 
consumption activities, consumption-related norms, and the desirability of consumption ownership. They could signify 
numerous ideas and product intentions in the mass consumption system (Zukin & Maguire, 2004) that sometimes could be 
falsified and disguised as genuine messages (Luca & Zervas, 2016; Andrade Cruz et al., 2021). Based on CCT, consumers could 
submissively embrace the prevalent representations of identity and lifestyle aspirations depicted in advertising and mass media 
(Rokka, 2021) or consciously break from these ideological prescriptions with interpretative strategies that construe and respond 
to marketers’ messages about consumption. 

The innovative and productive consumer interpretive strategy sometimes goes against entrenched corporate meanings that 
yield authentication of consumption experience to advocate social interests. Further, internet technology has facilitated the 
accessibility, reproduction, and augmentation of media narratives and platforms for information sharing on gastronomic culture 
through user-generated content (Ishak et al., 2018; Burgess & Green, 2018; Lim et al., 2020). Consumers articulated the 
experiential value through writings and images in socio-technical performative arrangements (Lugosi, 2016) that could be 
valuable validation for food products, brands, and services (Choudhary et al., 2019; Rewtrakunphaiboon & Sawangdee, 2022). 

In this context, value co-creation allows the interpretive strategy to represent increased consumer active performance and 
dissemination in appraisal systems (Mellet et al., 2014; Baka, 2015; Bentsen & Pedersen, 2021). It does not simply apply to 
consumers attributing qualities to a place, person, event, or product but also involves offering credible information, cues and 
suggestion that deliver more detailed and informative experience-related advice for prospective consumers (Sparks et al., 2013; 
Vásquez & Chik, 2015; Lim et al., 2020; Le et al., 2022). Correspondingly, value co-creation signifies marketplace culture in 
which consumers can experience strong emotional bonds through common passions, experiences, and identities, thus seeking to 
jointly recognise and participate in solidarity rituals of collective authentication processes amid socio-cultural differences that 
could significantly influence consumption.

Consumers’ sense of togetherness and shared value in products and services are exhibited through interpretive strategies as 
they compare their expectations with marketers’ creations (Koontz, 2010). At the same time, the interpretive strategy offers 
rich co-creative ideas, practices, and solutions that predict consumers’ behaviour, refining products and business practices to 
drive market improvement (Lugosi, 2014; Marine-Roig & Clavé, 2015; Orlikowski & Scott, 2015). In such a way, consumers 
may present commodities in various ways, altering their original significance; thus, consumption could be considered a sort 
of production, transforming the act of appropriation into a reinterpretation of commodities and innovation of sorts to suit their 
identity projection and interests.  

CONCLUSION 

The article contributes to a theoretical discourse that extends the conceptualisation of authenticity in addressing food heritage 
within a dynamic consumption context and commercialisation agenda. In a reflective sense, the negotiation of authenticity 
associated with the consumption experience is an integrated part of consumer culture (Arnould & Thompson, 2005; Jensen et 
al., 2015). In the consumption cycle, the business’s overall marketing mix seeks to authenticate offerings to distinguish them 
from mainstream everyday mass products, while consumers may interpret an object’s authenticity differently based on their 
social beliefs, expectations, or perceptions. At the same time, institutions are interested in utilising authentication schemes to 
establish certain values that mediate consumer decision-making. Hence, the review argued that food authenticity is socially 
negotiated by the diversity of stakeholders mobilising resources and the web of interactions, conforming to identity and values 
creation according to their position while responsive to differences in the marketplace culture. The negotiation of authenticity is 
represented as values, ideologies, manifestations and interpretive strategies that mediate the assumption of legitimacy, quality, 
identity and diversity of consumption patterns. 

This review offers an understanding of food heritage positioning in the consumer culture that kindles the exploration of 
opportunities and negotiation of its authenticity as a commodity. Further, in contemporary times, the decline of traditional 
food identity and the increased commercial taste are inevitable due to cultural homogenisation prompted by globalisation and 
international socio-economic integration. Therefore, authenticity is recommended as a collective reputation and quality for 
food heritage businesses and marketers to instil consumer trust and confidence in the face of commercial value. More empirical 
studies should be done in this area, notably addressing policymakers’ efforts and challenges in sustaining authentic heritage 
consumption and the implication underlying the authentication and heritagisation of gastronomy on business growth from 
market perspectives, especially in the digitalised marketing era.

In sum, the review has several limitations in its findings. First, it may be lacking in methodology as the review is drawn 
from literature sources and could be prone to bias in scoping and criteria selection according to the author’s framework of 
understanding. Then, the discourse was approached from a socio-cultural context. Other microscopic details of food, such 
as technology, safety, substance and nutritional perspective, are omitted from the discussion, suggesting its limitation. Also, 
it is worth mentioning that this review does not conclude the entire breadth of articles on food heritage from social structure 
perspectives or negotiation of food politics, for instance, the policy and legal instrumentation or branding associated with 
intellectual property rights. However, it may help highlight certain gaps for potential future research, possibly in dissecting the 
connotation of food heritage from the lens of iconic authenticity as an innovative and creative culinary interpretation. 



Tourism and Hospitality Management, 29(2), 185-195, 2023
Shahrin, N. & Hussin, H. (2023). NEGOTIATING FOOD HERITAGE AUTHENTICITY IN CONSUMER ...

192

ACKNOWLEDGEMENT

I thank Dr. Abdullah Khoso, Dr. Ruzanna Shahrin, and two anonymous reviewers for their invaluable input.

REFERENCES
  
Aaltonen, S., Heinze, A., Ielpa, G., & De Tommaso, D. (2015). Enterprise cultural heritage: The source for sustainable competitive advantage and survival for 

food sector SMEs. The International Journal of Entrepreneurship and Innovation, 16(2), 73-83. https://doi.org/10.5367/ijei.2015.0178 
Abd Aziz, N. A. S., Juliana, N., & Teng, N. I. M. F. (2021). Exploring Food Cultural Heritage Practices at Kampong Bharu, Kuala Lumpur: a Case Study of 

Local Foods Business Owners of Kampong Bharu. Malaysian Journal of Medicine and Health Sciences. 17(SUPP3), 245-251.
Ab Karim, S., & Chi, C. G. Q. (2010). Culinary tourism as a destination attraction: An empirical examination of destinations’ food image.  Journal of hospitality 

marketing & management, 19(6), 531-555. https://doi.org/10.1080/19368623.2010.493064
Almansouri, M., Verkerk, R., Fogliano, V., & Luning, P. A. (2021). Exploration of heritage food concept. Trends in Food Science & Technology, 111, 790-797. 

https://doi.org/10.1016/j.tifs.2021.01.013
Almansouri, M., Verkerk, R., Fogliano, V., & Luning, P. A. (2022). The heritage food concept and its authenticity risk factors - Validation by culinary 

professionals. International Journal of Gastronomy and Food Science, 28. https://doi.org/10.1016/j.ijgfs.2022.100523 
Andrade Cruz, B. D. P., Silva, S. C., & Dutt Ross, S. (2021). The social T.V. phenomenon and fake online restaurant reviews.  Tourism and Hospitality 

Management, 27(1), 25-42. https://doi.org/10.20867/thm.27.1.2
Angelopoulos, G. P., Schulp, J. A., & de Oliveira Menezes, V. (2019). Local food and authenticity in Greek restaurants. Research in Hospitality Management, 9(1), 

63-68. https://doi.org/10.1080/22243534.2019.1653605 
Antonelli, G., & Viganò, E., (2018). Global challenges in Traditional food production and consumption. In Cavicchi, A., & Santini C. (Eds.), Case Studies in 

the Traditional Food Sector (pp. 25-46), Woodhead Publishing. https://doi.org/10.1016/B978-0-08-101007-5.00003-8
Appadurai, A. (1986). On culinary authenticity. Anthropology Today, 2(4), 25.
Arnould, E. J., & Thompson, C. J. (Eds.). (2018). Consumer culture theory, (pp 3-8). London: Sage.
Arnould, E. J., & Thompson, C.J. (2005). Consumer culture theory (CCT): Twenty years of research. Journal of consumer research, 31(4), 868-882. https://

doi.org/10.1086/426626
Autio, M., Collins, R., Wahlen, S., & Anttila, M. (2013). Consuming nostalgia? The appreciation of authenticity in local food production. International Journal 

of Consumer Studies, 37(5), 564-568. https://doi.org/10.1111/ijcs.12029
Aziza, N., Prasnowo, M. A., & Hidayat, K. (2020). Halal Tourism, Certification Regulation, and Research Institute Insight From IMT-GT Countries: A 

Review. International Journal Of Science, Technology & Management, 1(3), 265-272. https://doi.org/10.46729/ijstm.v1i3.52
Baka, V. (2015). Understanding valuing devices in tourism through “place-making. Valuation Studies,  3(2), 149-180. https://doi.org/10.3384/VS.2001-

5992.1532149
Bardone, E., & Spalvēna, A. (2019). European Union food quality schemes and the transformation of traditional foods into European products in Latvia and 

Estonia. Appetite, 135, 43-53. https://doi.org/10.1016/j.appet.2018.12.029
Barrionuevo, C. A., Bernat, E. E., & Velarde, I. J. (2019). We recovered food heritage, and then? Value enhancement and promotion of local agri-food products 

in Argentina and Spain. British Food Journal, 121(12), 3168-3180. https://doi.org/10.1108/BFJ-10-2018-0711
Bentsen, K., & Pedersen, P. E. (2021). Consumers in local food markets: from adoption to market co-creation?. British Food Journal. 123(3), 1083-1102. https://

doi.org/10.1108/BFJ-03-2020-0173
Bessière, J. (2013). ‘Heritagisation’, a challenge for tourism promotion and regional development: An example of food heritage. Journal of Heritage Tourism, 

8(4), 275–291. https://doi.org/10.1080/1743873X.2013.770861
Bessiere, J., & Tibere, L. (2013). Traditional food and tourism: French tourist experience and food heritage in rural spaces. Journal of the Science of Food and 

Agriculture, 93(14), 3420–3425. https://doi.org/10.1002/jsfa.6284
Beverland, M. B. (2005). Crafting brand authenticity: The case of luxury wines. Journal of Management Studies, 42(5), 1003–1029. https://doi.org/10.1111/

j.1467-6486.2005.00530.x
Beverland, M. B., & Farrelly, F. J. (2010). The quest for authenticity in consumption: Consumers’ purposive choice of authentic cues to shape experienced 

outcomes. Journal of Consumer Research, 36(5), 838–856. https://doi.org/10.1086/615047
Brulotte, R. L., & Di Giovine, M. A. (Eds.). (2016). Edible identities: Food as cultural heritage (pp 2-27). London: Routledge.
Bryła, P. (2015). The role of appeals to tradition in origin food marketing. A survey among Polish consumers. Appetite, 91, 302-310. https://doi.org/10.1016/j.

appet.2015.04.056
Burgess, J., & Green, J. (2018). YouTube: Online video and participatory culture, United Kingdom: John Wiley & Sons. 
Cavanaugh, J. R., & Shankar, S. (2014). Producing authenticity in global capitalism: Language, materiality, and value. American Anthropologist, 116(1), 51-64. 

https://doi.org/10.1111/aman.12075
Chen, Q., Huang, R., & Hou, B. (2020). Perceived authenticity of traditional branded restaurants (China): impacts on perceived quality, perceived value, and 

behavioural intentions. Current Issues in Tourism, 23(23), 2950-2971. https://doi.org/10.1080/13683500.2020.1776687 
Chhabra, D. (2010). Back to the past: A sub-segment of Generation Y’s perceptions of authenticity. Journal of Sustainable Tourism, 18(6), 793–809. https://

doi.org/10.1080/09669582.2010.483280 
Chhabra, D. (2019). Authenticity and the authentication of heritage: Dialogical perceptiveness. Journal of Heritage Tourism, 14(5-6), 389-395. https://doi.org

/10.1080/1743873X.2019.1644340
Chhabra, D., Lee, W., & Zhao, S. (2013a). Epitomising the “other” in ethnic eatertainment experiences. Leisure/Loisir, 37(4), 361-378. https://doi.org/10.108

0/14927713.2014.906171
Chhabra, D., Lee, W., Zhao, S., & Scott, K. (2013b). Marketing of ethnic food experiences: Authentication analysis of Indian cuisine abroad. Journal of 

Heritage Tourism, 8(2–3), 145–157. https://doi.org/10.1080/1743873X.2013.767816
Chiu, S. T., & Huang, W. J. (2022). Heritage interpretation from supply and demand perspectives: the case of culinary heritage workshops in Hong Kong. Journal 

of Heritage Tourism, 17(5), 563-592,. https://doi.org/10.1080/1743873X.2022.2091936
Choudhary, S., Nayak, R., Kumari, S., & Choudhury, H. (2019). Analysing acculturation to sustainable food consumption behaviour in the social media through 

the lens of information diffusion. Technological Forecasting and Social Change, 145, 481-492. https://doi.org/10.1016/j.techfore.2018.10.009
Chousou, C., & Mattas, K. (2021). Assessing consumer attitudes and perceptions towards food authenticity. British Food Journal. 123(5), 1947-1961. https://

doi.org/10.1108/BFJ-03-2019-0177
Cohen, E., & Cohen, S. A. (2012). Authentication: Hot and cool. Annals of Tourism Research, 39(3), 1295–1314. https://doi.org/10.1016/j.annals.2012.03.004
Csergo, J. (2018). Food as a collective heritage brand in the era of globalisation.  International Journal of Cultural Property,  25(4), 449-468. https://doi.

org/10.1017/S0940739118000322
Dai, S., Cui, Q., & Xu, H. (2018). The Resilience Capabilities of Yumcha Restaurants in Shaping the Sustainability of Yumcha Culture. Sustainability, 10(9). 

https://doi.org/10.3390/su10093304

https://doi.org/10.5367/ijei.2015.0178
https://doi.org/10.1080/19368623.2010.493064
https://doi.org/10.1016/j.tifs.2021.01.013
https://doi.org/10.1016/j.ijgfs.2022.100523
https://doi.org/10.20867/thm.27.1.2
https://doi.org/10.1080/22243534.2019.1653605
https://doi.org/10.1016/B978-0-08-101007-5.00003-8
https://doi.org/10.1086/426626
https://doi.org/10.1086/426626
https://doi.org/10.1111/ijcs.12029
https://doi.org/10.46729/ijstm.v1i3.52
https://doi.org/10.3384/VS.2001-5992.1532149
https://doi.org/10.3384/VS.2001-5992.1532149
https://doi.org/10.1016/j.appet.2018.12.029
https://doi.org/10.1108/BFJ-10-2018-0711
https://doi.org/10.1108/BFJ-03-2020-0173
https://doi.org/10.1108/BFJ-03-2020-0173
https://doi.org/10.1080/1743873X.2013.770861
https://doi.org/10.1002/jsfa.6284
https://doi.org/10.1111/j.1467-6486.2005.00530.x
https://doi.org/10.1111/j.1467-6486.2005.00530.x
https://doi.org/10.1086/615047
https://doi.org/10.1016/j.appet.2015.04.056
https://doi.org/10.1016/j.appet.2015.04.056
https://doi.org/10.1111/aman.12075
https://doi.org/10.1080/13683500.2020.1776687
https://doi.org/10.1080/09669582.2010.483280
https://doi.org/10.1080/09669582.2010.483280
https://doi.org/10.1080/1743873X.2019.1644340
https://doi.org/10.1080/1743873X.2019.1644340
https://doi.org/10.1080/14927713.2014.906171
https://doi.org/10.1080/14927713.2014.906171
https://doi.org/10.1080/1743873X.2013.767816
https://doi.org/10.1080/1743873X.2022.2091936
https://doi.org/10.1016/j.techfore.2018.10.009
https://doi.org/10.1108/BFJ-03-2019-0177
https://doi.org/10.1108/BFJ-03-2019-0177
https://doi.org/10.1016/j.annals.2012.03.004
https://doi.org/10.1017/S0940739118000322
https://doi.org/10.1017/S0940739118000322
https://doi.org/10.3390/su10093304


Tourism and Hospitality Management, 29(2), 185-195, 2023
Shahrin, N. & Hussin, H. (2023). NEGOTIATING FOOD HERITAGE AUTHENTICITY IN CONSUMER ...

193

de Almeida Costa, A. I., Marano-Marcolini, C., Malfeito-Ferreira, M., & Loureiro, V. (2021). Historical wines of Portugal: The classification, consumer 
associations and marketing implications. Foods, 10(5), 979. https://doi.org/10.3390/foods10050979

Fernández-Ferrín, P., Calvo-Turrientes, A., Bande, B., Artaraz-Miñón, M., & Galán-Ladero, M. M. (2018). The valuation and purchase of food products that 
combine local, regional and traditional features: The influence of consumer ethnocentrism. Food Quality and Preference, 64, 138–147. https://doi.
org/10.1016/j.foodqual.2017.09.015

Fonseca, M. (2008). Understanding consumer culture: The role of “food” as an important cultural category. Latin American Advances in Consumer Research 
Volume 2, 28-33.

Geyzen, A. (2014). Food studies and the heritage turn: a conceptual repertoire. Food and History, 12(2), 67-96. https://doi.org/10.1484/J.FOOD.5.108963
Gilmore, J. H., & Pine, B. J. (2016). Authenticity: What Consumer Really Want, Boston: Harvard Business School Press.
Green, B. N., Johnson, C. D., & Adams, A. (2006). Writing narrative literature reviews for peer-reviewed journals: secrets of the trade. Journal of Chiropractic 

Medicine, 5(3), 101-117. https://doi.org/10.1016/S0899-3467(07)60142-6
Grubor, B., Kalenjuk Pivarski, B., Đerčan, B., Tešanović, D., Banjac, M., Lukić, T., ... & Ćirić, I. (2022). Traditional and Authentic Food of Ethnic Groups 

of Vojvodina (Northern Serbia)—Preservation and Potential for Tourism Development. Sustainability, 14(3). https://doi.org/10.3390/su14031805
Guan, J., Gao, J., & Zhang, C. (2019). Food heritagisation and sustainable rural tourism destination: The case of China’s Yuanjia Village. Sustainability, 11(10), 

2858. https://doi.org/10.3390/su11102858
Guerrero, L., Guàrdia, M. D., Xicola, J., Verbeke, W., Vanhonacker, F., Zakowska-Biemans, …., & Hersleth, M. (2009). Consumer-driven definition of 

traditional food products and innovation in traditional foods. A qualitative cross-cultural study. Appetite, 52(2), 345–354. https://doi.org/10.1016/j.
appet.2008.11.008 

Guiné, R. P., Florença, S. G., Barroca, M. J., & Anjos, O. (2021). The duality of innovation and food development versus purely traditional foods. Trends in 
Food Science & Technology, 109, 16-24. https://doi.org/10.1016/j.tifs.2021.01.010

Gupta, V., & Duggal, S. (2021). How do the tourists’ behavioral intentions influenced by their perceived food authenticity: a case of Delhi. Journal of Culinary 
Science & Technology, 19(4), 294-314. https://doi.org/10.1080/15428052.2020.1764430

Gyimóthy, S. (2017). The reinvention of terroir in Danish food place promotion. European Planning Studies, 25(7), 1200-1216. https://doi.org/10.1080/0965
4313.2017.1281229

Harrington, R. J., & Ottenbacher, M. C. (2010). Culinary tourism—A case study of the gastronomic capital. Journal of Culinary Science & Technology, 8(1), 
14-32. https://doi.org/10.1080/15428052.2010.490765

Huang, Y., 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), 51-57. http://dx.doi.org/10.3968/11482

Ishak, F. A. C., Nordin, M. A., Ghazali, H., Ungku Zainal Abidin, U. F., & Abu Bakar, A. Z. (2018). The utilisation of social media as a marketing tool in food 
truck business. International Journal of Accounting, 3(13), 117-124.

Jensen, Ø., Lindberg, F., & Østergaard, P. (2015). How can consumer research contribute to increased understanding of tourist experiences? A conceptual 
review. Scandinavian Journal of Hospitality and Tourism, 15(sup1), 9-27. https://doi.org/10.1080/15022250.2015.1065591

Khanom, S., Moyle, B., Scott, N., & Kennelly, M. (2019). Host–guest authentication of intangible cultural heritage: A literature review and conceptual model. 
Journal of Heritage Tourism, 14(5-6), 396-408. https://doi.org/10.1080/1743873X.2019.1574804

Kim, J.-H., Song, H., & Youn, H. (2020). The chain of effects from authenticity cues to purchase intention: The role of emotions and restaurant image. 
International Journal of Hospitality Management, 85(July) https://doi.org/10.1016/j.ijhm.2019.102354

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. https://doi.org/10.1177/1938965516686107

Klein, J. A. (2018). Heritagizing local cheese in China: Opportunities, challenges, and inequalities. Food and Foodways, 26(1), 63-83. https://doi.org/10.108
0/07409710.2017.1420354

Koontz, A. (2010). Constructing authenticity: A review of trends and influences in the process of authentication in consumption. Sociology Compass, 4(11), 
977-988. https://doi.org/10.1111/j.1751-9020.2010.00334.x

Kovács, B., Carroll, G. R., & Lehman, D. W. (2014). Authenticity and consumer value ratings: Empirical tests from the restaurant domain. Organization 
Science, 25(2), 458–478. https://doi.org/10.1287/orsc.2013.0843

Kovács, B., Carroll, G. R., & Lehman, D.W. (2017). The Perils of Proclaiming an Authentic Organisational Identity. Sociological Science, 4, 80–106. https://
doi.org/10.15195/v4.a4

Lai, M. Y., Khoo-Lattimore, C., & Wang, Y. (2018). A perception gap investigation into food and cuisine image attributes for destination branding from the host 
perspective: The case of Australia. Tourism Management,  69, 579-595. https://doi.org/10.1016/j.tourman.2018.06.033

Lai, M. Y., Khoo-Lattimore, C., & Wang, Y. (2019). Food and cuisine image in destination branding: Toward a conceptual model. Tourism and Hospitality 
Research, 19(2), 238-251. https://doi.org/10.1177/1467358417740763

Latiff, K., Ng, S. I., Aziz, Y. A., & Kamal Basha, N. (2020). Food authenticity as one of the stimuli to world heritage sites. British Food Journal. 122(6), 1755-
1776. https://doi.org/10.1108/BFJ-01-2019-0042

Le, T. H., Arcodia, C., Novais, M. A., & Kralj, A. (2022). How consumers perceive authenticity in restaurants: A study of online reviews. International Journal 
of Hospitality Management, 100. https://doi.org/10.1016/j.ijhm.2021.103102

Lehman, D. W., Kovács, B., & Carroll, G. R. (2018). The beholder’s eyes: Audience reactions to organisational self-claims of authenticity. Socius, 4, 1-17. 
https://doi.org/10.1177/2378023118793030

Leng, K. S., & Badarulzaman, N. (2014). Branding George Town world heritage site as city of gastronomy: prospects of creative cities strategy in 
Penang. International Journal of Culture, Tourism and Hospitality Research, 8(3), 322-332. https://doi.org/10.1108/IJCTHR-08-2012-0065

Lim, X. J., Ng, S. I., Chuah, F., Cham, T. H., & Rozali, A. (2020). I see, and I hunt: The link between gastronomy online reviews, involvement and behavioural 
intention towards ethnic food. British Food Journal, 122(6), 1777-1800. https://doi.org/10.1108/BFJ-07-2018-0459

Littaye, A. Z. (2016). The multifunctionality of heritage food: The example of pinole, a Mexican sweet. Geoforum, 76, 11–19. https://doi.org/10.1016/j.
geoforum.2016.08.008

Liu, C. H. S., Su, C. S., Gan, B., & Chou, S. F. (2014). Effective restaurant rating scale development and a mystery shopper evaluation approach. International 
Journal of Hospitality Management, 43, 53-64. https://doi.org/10.1016/j.ijhm.2014.08.002

Liu, H., Li, H., DiPietro, R. B., & Levitt, J. A. (2018). The role of authenticity in mainstream ethnic restaurants: evidence from an independent full-service Italian 
restaurant. International Journal of Contemporary Hospitality Management. 30(2), 1035-1053. https://doi.org/10.1108/IJCHM-08-2016-0410

Lixinski, L. (2018). Intangible heritage economics and the law: listing, commodification and market alienation. In  Akagawa, N., & Smith, L. (Eds.), 
Safeguarding intangible heritage: practices and politics (pp. 54-67), London: Routledge. 

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. https://doi.org/10.1016/j.ijhm.2015.07.008

Luca, M., & Zervas, G. (2016). Fake it till you make it: Reputation, competition, and Yelp review fraud. Management Science, 62(12), 3412-3427. https://doi.
org/10.1287/mnsc.2015.2304

Lugosi, P. (2014). Mobilising identity and culture in experience co-creation and venue operation. Tourism Management, 40, 165-179. https://doi.org/10.1016/j.
tourman.2013.06.005

Lugosi, P. (2016). Socio-technological authentication. Annals of Tourism Research, 58, 100–113. https://doi.org/10.1016/j.annals.2016.02.015

https://doi.org/10.3390/foods10050979
https://doi.org/10.1016/j.foodqual.2017.09.015
https://doi.org/10.1016/j.foodqual.2017.09.015
https://doi.org/10.1484/J.FOOD.5.108963
https://doi.org/10.1016/S0899-3467(07)60142-6
https://doi.org/10.3390/su14031805
https://doi.org/10.3390/su11102858
https://doi.org/10.1016/j.appet.2008.11.008
https://doi.org/10.1016/j.appet.2008.11.008
https://doi.org/10.1016/j.tifs.2021.01.010
https://doi.org/10.1080/15428052.2020.1764430
https://doi.org/10.1080/09654313.2017.1281229
https://doi.org/10.1080/09654313.2017.1281229
https://doi.org/10.1080/15428052.2010.490765
http://dx.doi.org/10.3968/11482
https://doi.org/10.1080/15022250.2015.1065591
https://doi.org/10.1080/1743873X.2019.1574804
https://doi.org/10.1016/j.ijhm.2019.102354
https://doi.org/10.1177/1938965516686107
https://doi.org/10.1080/07409710.2017.1420354
https://doi.org/10.1080/07409710.2017.1420354
https://doi.org/10.1111/j.1751-9020.2010.00334.x
https://doi.org/10.1287/orsc.2013.0843
https://doi.org/10.15195/v4.a4
https://doi.org/10.15195/v4.a4
https://doi.org/10.1016/j.tourman.2018.06.033
https://doi.org/10.1177/1467358417740763
https://doi.org/10.1108/BFJ-01-2019-0042
https://doi.org/10.1016/j.ijhm.2021.103102
https://doi.org/10.1177%2F2378023118793030
https://doi.org/10.1108/IJCTHR-08-2012-0065
https://doi.org/10.1108/BFJ-07-2018-0459
https://doi.org/10.1016/j.geoforum.2016.08.008
https://doi.org/10.1016/j.geoforum.2016.08.008
https://doi.org/10.1016/j.ijhm.2014.08.002
https://doi.org/10.1108/IJCHM-08-2016-0410
https://doi.org/10.1016/j.ijhm.2015.07.008
https://doi.org/10.1287/mnsc.2015.2304
https://doi.org/10.1287/mnsc.2015.2304
https://doi.org/10.1016/j.tourman.2013.06.005
https://doi.org/10.1016/j.tourman.2013.06.005
https://doi.org/10.1016/j.annals.2016.02.015


Tourism and Hospitality Management, 29(2), 185-195, 2023
Shahrin, N. & Hussin, H. (2023). NEGOTIATING FOOD HERITAGE AUTHENTICITY IN CONSUMER ...

194

Lunchaprasith, T., & Macleod, D. (2018). Food tourism and the use of authenticity in Thailand. Tourism Culture & Communication, 18(2), 101-116. https://
doi.org/10.3727/109830418X15230353469492

MacCannell, D. (1973). Staged authenticity: Arrangements of social space in tourist settings. American Journal of Sociology, 79(3), 589-603.
Mardatillah, A., Raharja, S. U. J., Hermanto, B., & Herawaty, T. (2019). Riau Malay food culture in Pekanbaru, Riau Indonesia: commodification, authenticity, 

and sustainability in a global business era. Journal of Ethnic Foods, 6(1), 1-10. https://doi.org/10.1186/s42779-019-0005-7
Mardatillah, A. (2020). The enterprise culture heritage of Minangkabau cuisine, West Sumatra of Indonesia as a source of sustainable competitive 

advantage. Journal of Ethnic Foods, 7(1), 1-10. https://doi.org/10.1186/s42779-020-00059-z
Marie‐Vivien, D. (2020). Protection of Geographical Indications in ASEAN countries: Convergences and challenges to awakening sleeping Geographical 

Indications. The Journal of World Intellectual Property, 23(3-4), 328-349. https://doi.org/10.1111/jwip.12155
Marine-Roig, E., & Clavé, S. A. (2015). Tourism analytics with massive user-generated content: A case study of Barcelona. Journal of Destination Marketing 

& Management, 4(3), 162-172. https://doi.org/10.1016/j.jdmm.2015.06.004
Matta, R. (2016). Food incursions into global heritage: Peruvian cuisine’s slippery road to UNESCO. Social Anthropology, 24(3), 338–352. https://doi.

org/10.1111/1469-8676.12300
Mellet, K., Beauvisage, T., Beuscart, J. S., & Trespeuch, M. (2014). A ‘democratization’of markets? Online consumer reviews in the restaurant industry. Valuation 

Studies, 2(1), 5-41. https://doi.org/10.3384/vs.2001-5992.14215 
Mkono, M. (2012). A netnographic examination of constructive authenticity in Victoria Falls tourist (restaurant) experiences.  International Journal of 

Hospitality Management, 31(2), 387-394. https://doi.org/10.1016/j.ijhm.2011.06.013
Mohd Noor, N. A., & Abd Aziz, A. S. (2010). Geographical indication: Its contribution and legal protection in Malaysia and Indonesia. In International 

Seminar, Economic Regional Development, Law and Governance in Malaysia and Indonesia, 7-9 June 2010, Universitas Islam Riau Indonesia (pp. 
1-14), Universitas Islam Riau Indonesia, Pekan Baru, Riau.

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

Orlikowski, W. J., & Scott, S. V. (2015). Exploring material‐discursive practices. Journal of management studies, 52(5), 697-705. https://doi.org/10.1111/
joms.12114

Othman, B., Md. Shaarani, S., Bahron, A., & Md. Nawi. N. H. (2019). The influence of Halal practices on organisational performance among food industries 
(SMEs) in Malaysia. Halal Journal, 3, 40-60.

Page, M. J., Moher, D., Bossuyt, P. M., Boutron, I., Hoffmann, T. C., Mulrow, C. D., ... and McKenzie, J. E. (2021). PRISMA 2020 explanation and elaboration: 
updated guidance and exemplars for reporting systematic reviews. BMJ, 372. https://doi.org/10.1136/bmj.n160

Parasecoli, F. (2017). Knowing where it comes from: Labeling traditional foods to compete in a global market, Iowa: University of Iowa Press.
Paul, J., & Criado, A. R. (2020). The art of writing literature review: What do we know and what do we need to know?. International Business Review, 29(4). 

https://doi.org/10.1016/j.ibusrev.2020.101717 
Pearson, D., & Pearson, T. (2017). Branding food culture: UNESCO creative cities of gastronomy. Journal of Food Products Marketing, 23(3), 342-355. 

https://doi.org/10.1080/10454446.2014.1000441
Peterson, R. A. (2005). In Search of Authenticity. Journal of Management Studies, 4(5), 1083–1098. https://doi.org/10.5840/intstudphil200032228
Pétursson, J. Þ., & Hafstein, V. T. (2022). Stirring Up Skyr: From Live Cultures to Cultural Heritage. Journal of American Folklore, 135(535), 49-74. https://

doi.org/10.5406/15351882.135.535.03
Pfeilstetter, R. (2015). Heritage entrepreneurship. Agency-driven promotion of the Mediterranean diet in Spain. International Journal of Heritage Studies, 

21(3), 215–231. https://doi.org/10.1080/13527258.2014.930502
Pickering, C., & Byrne, J. (2014). The benefits of publishing systematic quantitative literature reviews for PhD candidates and other early-career 

researchers. Higher Education Research & Development, 33(3), 534-548. https://doi.org/10.1080/07294360.2013.841651
Pickering, C., Grignon, J., Steven, R., Guitart, D., & Byrne, J. (2015). Publishing not perishing: How research students transition from novice to knowledgeable 

using systematic quantitative literature reviews. Studies in Higher Education, 40(10), 1756-1769. https://doi.org/10.1080/03075079.2014.914907
Pratt, J. (2007). Food values: The local and the authentic. Critique of Anthropology, 27(3), 285-300. https://doi.org/10.1177/0308275X07080357
Raji, M. N. A., Karim, S. A., Arshad, M. M., & Ishak. F. A. C. (2018). Community development through food tourism: exploring the utilisation of local food 

as community development at rural destination in Malaysia. International Journal of Academic Research in Business and Social Sciences, 8(10), 
937-951. http://dx.doi.org/10.6007/IJARBSS/v8-i10/4791 

Ramshaw, G. (2016). Food, heritage and nationalism. In Timothy, D. J. (Ed.), Heritage Cuisines: Traditions, Identities and Tourism (pp. 65-76), London: 
Routledge. https://doi.org/10.4324/9781315752525 

Reinders, M. J., Banovic, M., & Guerrero, L. (2019). Chapter 1 - Introduction. in Galanakis C. M. (Ed.), Innovations in Traditional Foods (pp. 1-26), Elsevier 
Inc, Cambridge. https://doi.org/10.1016/B978-0-12-814887-7.00001-0

Reisinger, Y., & Steiner, C. J. (2006). Reconceptualising object authenticity. Annals of Tourism Research, 33(1), 65–86. https://doi.org/10.1016/j.
annals.2005.04.003

Renko, S., & Bucar, K. (2014). Sensing nostalgia through traditional food: an insight from Croatia. British Food Journal, 116(11), 1672-1691. https://doi.
org/10.1108/BFJ-02-2014-0089

Rewtrakunphaiboon, W., & Sawangdee, Y. (2022). Street food tour experience, satisfaction and behavioural intention: examining experience economy 
model. Tourism and Hospitality Management, 28(2), 277-296. https://doi.org/10.20867/thm.28.2.2

Rinaldi, C. (2017). Food and gastronomy for sustainable place development: A multidisciplinary analysis of different theoretical approaches. Sustainability, 
9(10), 1–25. https://doi.org/10.3390/su9101748

Rokka, J. (2021). Consumer Culture Theory’s future in marketing. Journal of Marketing Theory and Practice, 29(1), 114-124. https://doi.org/10.1080/10696
679.2020.1860685

Sidali, K. L., & Hemmerling, S. (2014). Developing an authenticity model of traditional food specialties: Does the self-concept of consumers matter?. British 
Food Journal, 116(11), 1692–1709. https://doi.org/10.1108/BFJ-02-2014-0056

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. https://doi.org/10.1080/10548408.2020.1722785

Slater, S. F. (1997). Developing a customer value-based theory of the firm. Journal of the Academy of Marketing Science, 25(2), 162-167. https://doi.
org/10.1007/BF02894352 

Sparks, B. A., Perkins, H. E. & Buckley, R. (2013). Online travel reviews as persuasive communication: The effects of content type, source, and certification 
logos on consumer behavior, Tourism Management, 39, 1-9. https://doi.org/10.1016/j.tourman.2013.03.007

Stazio, M. (2021). Verace Glocal Pizza. Localized globalism and globalized localism in the Neapolitan artisan pizza. Food, Culture & Society,  24(3), 406-430. 
https://doi.org/10.1080/15528014.2021.1884400

Steenkamp, J. B. E., & De Jong, M. G. (2010). A global investigation into the constellation of consumer attitudes toward global and local products. Journal of 
Marketing, 74(6), 18-40. https://doi.org/10.1509/jmkg.74.6.18

Su, X. (2018). Reconstructing tradition: Heritage authentication and tourism-related commodification of the Ancient City of Pingyao. Sustainability, 10(3). 
https://doi.org/10.3390/su10030670

Vanhonacker, F., Verbeke, W., Guerrero, L., Claret, A., Contel, M., Scalvedi, L., …, Hersleth, M. 2010). How European consumers define the concept of 
traditional food: evidence from a survey in six countries. Agribusiness, 26(4), 453-476. https://doi.org/10.1002/agr.20241

https://doi.org/10.3727/109830418X15230353469492
https://doi.org/10.3727/109830418X15230353469492
https://doi.org/10.1186/s42779-019-0005-7
https://doi.org/10.1186/s42779-020-00059-z
https://doi.org/10.1111/jwip.12155
https://doi.org/10.1016/j.jdmm.2015.06.004
https://doi.org/10.1111/1469-8676.12300
https://doi.org/10.1111/1469-8676.12300
https://doi.org/10.3384/vs.2001-5992.14215
https://doi.org/10.1016/j.ijhm.2011.06.013
https://doi.org/10.1111/joms.12114
https://doi.org/10.1111/joms.12114
https://doi.org/10.1136/bmj.n160
https://doi.org/10.1016/j.ibusrev.2020.101717
https://doi.org/10.1080/10454446.2014.1000441
https://doi.org/10.5840/intstudphil200032228
https://doi.org/10.5406/15351882.135.535.03
https://doi.org/10.5406/15351882.135.535.03
https://doi.org/10.1080/13527258.2014.930502
https://doi.org/10.1080/07294360.2013.841651
https://doi.org/10.1080/03075079.2014.914907
https://doi.org/10.1177/0308275X07080357
http://dx.doi.org/10.6007/IJARBSS/v8-i10/4791
https://doi.org/10.4324/9781315752525
https://doi.org/10.1016/B978-0-12-814887-7.00001-0
https://doi.org/10.1016/j.annals.2005.04.003
https://doi.org/10.1016/j.annals.2005.04.003
https://doi.org/10.1108/BFJ-02-2014-0089
https://doi.org/10.1108/BFJ-02-2014-0089
https://doi.org/10.20867/thm.28.2.2
https://doi.org/10.3390/su9101748
https://doi.org/10.1080/10696679.2020.1860685
https://doi.org/10.1080/10696679.2020.1860685
https://doi.org/10.1108/BFJ-02-2014-0056
https://doi.org/10.1080/10548408.2020.1722785
https://doi.org/10.1007/BF02894352
https://doi.org/10.1007/BF02894352
https://doi.org/10.1016/j.tourman.2013.03.007
https://doi.org/10.1080/15528014.2021.1884400
https://doi.org/10.1509/jmkg.74.6.18
https://doi.org/10.3390/su10030670
https://doi.org/10.1002/agr.20241


Tourism and Hospitality Management, 29(2), 185-195, 2023
Shahrin, N. & Hussin, H. (2023). NEGOTIATING FOOD HERITAGE AUTHENTICITY IN CONSUMER ...

195

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. 
https://doi.org/10.1080/07409710.2015.1102483

Wang, C. Y., & Mattila, A. S. (2015). The impact of servicescape cues on consumer prepurchase authenticity assessment and patronage intentions to ethnic 
restaurants. Journal of Hospitality & Tourism Research, 39(3), 346-372. https://doi.org/10.1177/1096348013491600

Xiao, Y., & Watson, M. (2019). Guidance on conducting a systematic literature review.  Journal of Planning Education and Research,  39(1), 93-112.  
https://doi.org/10.1177/0739456X17723971

Xie, P. F., & Lane, B. (2006). A Life Cycle Model for Aboriginal Arts Performance in Tourism: Perspectives on Authenticity. Journal of Sustainable Tourism, 
14(6), 545–561. https://doi.org/10.2167/jost 601.0 

Zainal Abidin, M. R., Che Ishak, F. A., Ismail, I. A., & Juhari, N. H. (2020). Modern Malaysian Cuisine: Identity, culture, or modern-day fad?. International 
Journal of Gastronomy and Food Science, 21(May). https://doi.org/10.1016/j.ijgfs.2020.100220

Zhu, Y. (2015). Cultural effects of authenticity: Contested heritage practices in China. International Journal of Heritage Studies, 21(6), 594-608. https://doi.or
g/10.1080/13527258.2014.991935

Zocchi, D. M., Fontefrancesco, M. F., Corvo, P., & Pieroni, A. (2021). Recognising, Safeguarding, and Promoting Food Heritage: Challenges and Prospects for 
the Future of Sustainable Food Systems. Sustainability, 13(17). https://doi.org/10.3390/su13179510

Zukin, S., & Maguire, J. S. (2004). Consumers and consumption. Annual Review of Sociology, 30, 173-197. https://doi.org/10.1146/annurev.soc.30.012703.110553

Please cite this article as:
Shahrin, N. & Hussin, H. (2023). Negotiating Food Heritage Authenticity in Consumer Culture. Tourism and Hospitality Management 29(2), 185-195, 
https://doi.org/10.20867/thm.29.2.3

Creative Commons Attribution – Non Commercial – Share Alike 4.0 International

https://doi.org/10.1080/07409710.2015.1102483
https://doi.org/10.1177/1096348013491600
https://doi.org/10.1177/0739456X17723971
https://doi.org/10.2167/jost%20601.0
https://doi.org/10.1016/j.ijgfs.2020.100220
https://doi.org/10.1080/13527258.2014.991935
https://doi.org/10.1080/13527258.2014.991935
https://doi.org/10.3390/su13179510
https://doi.org/10.1146/annurev.soc.30.012703.110553

