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Abstract

This study examines how food packaging influences the younger generation's purchasing decisions
regarding Traditional Malay foods, focusing on Terengganu's heritage cuisine. Packaging was considered
for its functional role and as a medium to promote and preserve traditional foods among younger
consumers. The research was conducted in Kuala Dungun and Kuala Terengganu, where 400 respondents
completed a self-administered questionnaire. Data were analyzed using SPSS Version 29 through
reliability testing and multiple regression analysis. The results showed that the model explained 40.8% (R?
= 0.408) of the variance in consumer purchase decisions. Among the predictors, Design emerged as the
strongest factor (B = 0.368, p = 0.001), indicating that visual appeal including color, shape, graphics,
typography, and layout plays a key role in creating favorable first impressions. Material (B = 0.186, p =
0.001) and ease of use (B = 0.173, p = 0.001) were also significant, confirming that all hypotheses were
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supported. The findings of this study will contribute to efforts in preserving Terengganu’s traditional
cuisine while supporting the growth and sustainability of Malaysia’s food industry.

Keywords:
Terengganu heritage food, consumer purchase decision, packaging design, material, ease of use,
preservation of Malay traditional cuisine

1 Introduction

Traditional Malay cuisine is typically defined as food passed down through
generations with minimal modification. These dishes evoke a sense of nostalgia and
identity, fostering communal bonds (Misran et al., 2022). However, as younger
generations gravitate toward convenience and contemporary food trends, traditional
foods are becoming less prominent in their daily diets. Factors such as time constraints,
changing dietary habits, and inadequate packaging have contributed to the declining
relevance of Terengganu’s heritage foods (Karim et al., 2024). Additionally,
intergenerational knowledge transfer is weakening in the digital era, further impacting
the preparation and appreciation of these culinary treasures (Shariff et al., 2022).

While traditional Malay foods hold deep cultural value, most existing studies on
their preservation have focused on recipe documentation, cultural festivals, or tourism
promotion, with far less emphasis on practical product innovation such as packaging
(Tharmabalan et al., 2025). In the current market, many heritage food products are still
sold with minimal packaging or designs that fail to capture younger consumers’
attention, limiting their competitiveness against modern, mass-produced alternatives.
This lack of strategic packaging adaptation represents a missed opportunity to align
heritage foods with evolving consumer lifestyles and preferences.

To address these challenges, innovative packaging solutions offer a promising
avenue for revitalizing traditional Malay foods. Beyond serving as a protective layer,
packaging plays a strategic role in product differentiation, marketing, and consumer
engagement. Effective packaging design can enhance visual appeal (Riswanto et al.,
2025), improve convenience, and communicate essential product details, such as
nutritional value (Chu et al., 2024) and cultural significance. By leveraging modern
packaging strategies, traditional Malay foods can be more attractive and accessible to
younger consumers, ensuring their continued relevance in contemporary food culture.

To ensure the preservation of Malay heritage, it is essential to maintain and
safeguard traditional Malay cuisine. Without proper efforts to preserve these culinary
traditions, a significant part of Malay history may fade, depriving future generations of
the opportunity to appreciate and experience it. One practical approach to sustaining
Malaysia's traditional cuisine is through innovative packaging. The Design, materials,
and functionality of packaging play a crucial role in influencing consumer perceptions
and purchase decisions, particularly among younger generations. By enhancing the
appeal and convenience of traditional Malay food packaging, its relevance and
accessibility can be strengthened, ensuring its continued appreciation and consumption.
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This study aims to identify the packaging factors that influence the purchase of
traditional Malay food products. Building on this objective, it seeks to determine the
most significant factors influencing consumer purchasing decisions of traditional Malay
food products. By achieving these objectives, the study aspires to contribute to the
preservation of Terengganu's culinary heritage while enhancing the sustainability of
Malaysia's food industry in a rapidly evolving consumer landscape.

2 Literature Review

2.1 Consumer Purchase Decision

Visual cues influence consumer purchase decisions, including packaging design,
materials, and usability. Ye-tracking studies show that visual attention to specific
packaging elements such as transparency, logo placement, and nutritional information
significantly influences purchase intention (Mehta et al., 2024). The consumer decision-
making process consists of five key stages: problem recognition, information search,
alternative evaluation, purchase decision, and post-purchase evaluation (Sharma et al.,
2023).

In the context of Terengganu's traditional Malay food, packaging plays a crucial role
at each stage. Visually appealing designs create product awareness, while clear labelling
provides essential information (Shukla et al., 2022). Consumers compare alternatives
based on packaging aesthetics and branding, influencing their perceived value. Material
choices, such as eco-friendly packaging, further impact purchase decisions (Nguyen et
al., 2020). Post-purchase, ease of use and functionality determine consumer
satisfaction, affecting repeat purchases and brand loyalty (Tunku & Rahman, 2020).
Traditional Malay foods can attract younger consumers by optimizing packaging design,
materials, and convenience, ensuring their sustained appreciation and preservation.

2.2 Food Packaging

Food packaging extends beyond its basic function of protecting food; it plays a
crucial role in ensuring safety, preserving quality, enhancing convenience, and delivering
key product information to consumers. It serves as the first point of contact between a
product and its potential buyers, functioning as a protective barrier and a marketing and
communication medium that can shape consumer perceptions and influence purchasing
behaviour. In this regard, previous studies have identified three key dimensions of
packaging that are particularly relevant to consumer decision-making: packaging design,
packaging material, and ease of use. These are supported by recent findings that visual
Design strongly influences attention and purchase decision (Riswanto et al., 2025), that
consumers increasingly prioritize ease of use along with Material and safety in their
packaging choices (Ernyasih et al., 2025), and that sustainable materials impact both
perception and purchase behaviour (Li & Li, 2024). These dimensions collectively
capture the visual, physical, and functional qualities of packaging, making them critical
areas of investigation in understanding how packaging affects consumer choices. While
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each of these dimensions plays a distinct role, their combined impact contributes to the
overall consumer experience and product acceptance.

2.2.1 Design

Packaging design is a crucial factor influencing consumer perceptions and purchase
decisions, incorporating visual and structural elements such as colour, typography,
graphics, shape, and layout (Liu & Zou, 2025). Attractive designs can capture attention,
convey product quality, and enhance brand recognition, leading to higher purchase
intentions (Vila-Lépez et al., 2021). Colour, in particular, communicates freshness,
authenticity, and brand personality (Srivastava et al., 2022), while the overall Design can
reflect cultural heritage and authenticity, strengthening consumer trust (Zheng &
Shanat, 2025). Additionally, a clear and appealing design helps communicate essential
product information effectively, improving consumer understanding and satisfaction.
Innovative and distinctive designs in competitive markets can differentiate products and
create lasting brand impressions. Given these findings, context-specific research is
needed to assess its effect on traditional Malay food products. With that, it can be
hypothesized that:

H1: Packaging design has a significant positive influence on consumer purchasing
decisions regarding traditional Malay food products

2.2.2 Material

Packaging material is vital in sustainability, food preservation, and consumer
perception. Although plastic remains widely used for its durability and low cost,
concerns over its environmental impact have increased interest in biodegradable
plastics, paper-based options, and recyclable materials (Ncube et al., 2020). However,
consumer awareness of eco-friendly packaging is still limited, with many not actively
seeking sustainability labels (Ketelsen et al., 2020). In the context of Terengganu's
traditional Malay food, using sustainable materials could attract environmentally
conscious young consumers.

Beyond sustainability, packaging materials also affect freshness, hygiene, and
quality perceptions. Advanced technologies such as active packaging and
nanotechnology can extend shelf life and maintain product integrity (Palanisamy et al.,
2025). High-quality materials improve handling, storage, and consumer satisfaction,
potentially increasing purchase intentions. With that, it can be hypothesized that:

H2: Packaging material has a significant positive influence on consumer purchasing
decisions regarding traditional Malay food products

2.2.3 Ease of Use

Ease of use in food packaging refers to the simplicity and convenience consumers
can handle, store, and consume the product. Packaging should be designed for easy
opening, resealing, and portioning while maintaining product integrity (Brennan et al.,
2023). Functional features, such as microwave-safe and resealable packaging, enhance
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convenience and have been shown to influence purchasing behaviour (Fennell et al.,
2023).

For traditional Malay foods, user-friendly packaging can modernize heritage dishes
while preserving their authenticity. Innovative packaging solutions, including tamper-
evident and traceability features, can further strengthen consumer trust and satisfaction
(Syafrudin et al., 2025). By incorporating usability into packaging, producers can improve
consumer experience and align with the preferences of younger, convenience-oriented
buyers. With that, it can be hypothesized that:

H3: Ease of use significantly influences consumer purchasing decisions regarding
traditional Malay food products

Independent Variables Dependent Variable
. H
Design !
1 HZ L' . .
Material ” Consumer Purchase Decision
Hs
Ease of Use

Figure 1: Conceptual Framework (Mohd Noor & Mohamad Fuzi, 2024)

3 Methodology

This study applies a quantitative research approach to examine how packaging
influences young consumers' purchasing decisions for traditional Malay food in
Terengganu. Purposive sampling focused on consumers in Kuala Terengganu and Kuala
Dungun, with a combined population of 448,900 (Department of Statistics Malaysia,
2020). Kuala Terengganu and Kuala Dungun were selected as the study locations
because they represent two central urban and semi-urban districts in Terengganu with
significant consumer markets for traditional Malay food. Kuala Terengganu, as the state
capital, is the economic and cultural hub where conventional food businesses,
restaurants, and retail outlets are highly concentrated, making it a suitable site to
capture diverse consumer behaviours. Kuala Dungun, on the other hand, provides a
semi-urban context where traditional food consumption remains strong and is closely
linked to local community practices and cultural identity. The combination of these two
districts allows for a balanced perspective, capturing both urban consumer trends and
community-based consumption patterns, thereby enhancing the representativeness
and relevance of the findings to the broader population of Terengganu. Based on Krejcie
and Morgan's (1970) formula, a sample of 384 is required. However, 400 responses were
collected to account for unusable data. A bilingual (English and Bahasa Malaysia) self-
administered questionnaire was developed around key variables, packaging design,
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packaging material, ease of use, and purchasing behaviour, and measured using a 5-
point Likert Scale. The questionnaire covers demographics, purchase decisions,
aesthetics, material attributes (durability, sustainability), and functionality. Data is
collected online via Google Forms, distributed through email, social media, and QR
codes, with follow-ups conducted to improve response rates. Ethical procedures are
followed by obtaining informed consent. A pilot test involving 31 volunteers is
undertaken before the survey to refine wording and layout, ensuring clarity and
reliability. Data collection takes place between November and December 2023. Data
analysis is carried out using descriptive statistics to profile respondents, reliability
testing to ensure internal consistency of the instrument, Pearson correlation to examine
relationships between variables, and multiple regression analysis to identify the most
influential packaging factors on consumer purchase decisions. The findings aim to reveal
how packaging elements shape consumer behaviour and support the preservation of
Terengganu’s traditional Malay food heritage.

4 Findings

4.1 Demographic Profile of Respondents

Table 1 presents the demographic analysis of 401 respondents, covering factors
such as age, gender, race, education level, occupation, frequency of purchasing Malay
traditional food per month, and the most popular and authentic places to buy Malay
traditional food in Terengganu. The respondents are residents of both Kuala Terengganu
and Dungun.

Table 1: The frequency of section A (Demographic)

Variables Categories Frequency Percentage (%)
Age (Years Old) 11-15 64 16.0
16-20 135 33.7
21-26 202 50.4
Gender Male 170 42.4
Female 231 57.6
Race Malay 400 99.8
Chinese 0 0
Indian 0 0
Orang Asli 1 0.2
Level of education SPM 16 4.0
Diploma 129 32.2
Undergraduate/ Postgraduate 190 47.4
Degree
Master’s Degree 4 1.0
Doctorate (PhD) 0 0
UPSR 62 15.5
Occupation Government Sector 4 1.0
Non-government sector 22 5.5
Self-employed 12 3.0
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Student 352 87.8

Non-employed 11 2.7
Frequency of buying Malay Strongly Not Often 15 3.7
traditional food in one Not Often 28 7.0
month. Neutral 118 29.4
Often 183 45.6
Strongly Often 57 14.2
Where are the most popular Restaurants or cafes 94 23.4
and authentic places to buy Stalls (Night Market, Street 302 75.3
Malay traditional foods in vendors, etc.)
Terengganu? Supermarket 2 0.5
Online purchase 3 0.7

4.2 Reliability Analysis

Table 2 presents the Cronbach’s Alpha values, confirming that all variables exhibit
high internal consistency and reliability for this study. Cronbach’s Alpha, a measure of
internal consistency, ensures that the survey items effectively represent the research
variables (UCLA, 2021). The results, generated using SPSS, show that all variables meet
the acceptable threshold of 0.70 or higher, making them statistically reliable.

Table 2: Reliability analysis

Variables Number of Iltems Cronbach’s Alpha
Consumer Purchase Decision 5 0.748
Design 6 0.823
Material 5 0.850
Ease of Use 5 0.841

These values indicate that consumer purchase decisions (0.748) demonstrate
moderate reliability, while Design (0.823), Material (0.850), and ease of use (0.841) have
strong internal consistency. Therefore, the reliability of the data collection instrument
is well established, ensuring the accuracy of the study findings.

4.3 Multiple Regression Analysis

Table 3: Model Summary table

Model R R Square Adjusted R Square Std. Error of the Estimate
1 .638? .408 .403 46236
a. Predictors: (Constant, VE_EOU, VE_DSG, VE_MTR

Table 3 illustrates that the value for R is 0.638, which shows a correlation between
the dependent and independent variables. Besides, the value for R-squared for a model
is 0.408. The study's mean is 40.8% suggesting that favourable circumstances affect
consumers' buying decisions. Table 9's significant value of zero or p<0.05 indicates the
significance of this investigation.

Table 4: ANOVA Test Results
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Model Sum of Squares

1 Regression 58.404 3 19.468 91.066 <.001°
Residual 84.870 397 214
Total 143.274 400

a. Dependent Variable: VE_CPD
b. Predictors: (Constant), VE_EOU, VE_DSG, VE_MTR

As for the ANOVA test, we can see that the value of F (3,397) is 91.066 and the p
value is 0.001< 0.05, which means that the model is significant enough to determine the
outcome of the research.

4.4 Hypotheses Testing
Table 5: Coefficient of the Dependent Variable

Standardized

Coefficient Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.096 .169 6.486 <.001
VE_DSG .339 .051 .368 6.681 <.001
VE_MTR A71 .054 .186 3.201 .001
VE_EOU 174 .051 173 3.393 <.001

a. Dependent Variable: VE_CPD

Hypothesis testing was performed by using multiple regression analysis. The
statistical analysis supported the research hypothesis since all of these variable values
are below p<0.05. The Design variable was statistically significant toward Consumer
Purchase Decision since the p-value is 0.001< 0.05. When Design increases by one
standard deviation, Consumer Purchase Decision increases by 0.368. Thus, H1 is
supported.

Furthermore, the variable of Material was found to be statistically significant since
the p-value is 0.001< 0.05. When Material increases by one standard deviation,
Consumer Purchase Decision increases by 0.186. Therefore, H2 is supported. Lastly, the
variable of Ease of Use was also found to be statistically significant, with a p-value of
0.001<0.05. When Ease of Use increases by one standard deviation, Consumer Purchase
Decision increases by 0.173. So, H3 is supported. The model explained 40.8% (R? = 0.408)
of the variance in Consumer Purchase Decision, leaving 59.2% influenced by other
unexamined factors such as price, brand loyalty, and product quality. Among the
predictors, Design emerged as the strongest factor (f = 0.368, p = 0.001), indicating that
visual appeal including colour, shape, graphics, typography, and layout plays a decisive
role in attracting attention and creating a favourable first impression. We can conclude
that all hypotheses were supported.
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Table 6: Hypothesis

Hypothesis Finding

H1: Packaging design positively influences consumers to purchase the Supported
traditional Malay food product

H2: Packaging material positively influences consumers to purchase the Supported
traditional Malay food product

H3: The packaging ease of use positively influences consumers to purchase Supported
the traditional Malay food product

5 Discussion

The findings highlight that Design is the most influential factor in shaping consumer
purchase decisions for traditional Malay food packaging in Terengganu. Visual appeal
including colour, shape, graphics, typography, and layout is decisive in attracting
consumer attention and creating a favourable first impression. This outcome aligns with
Vila-Lépez et al. (2021), who observed that even minor label design changes can
significantly influence consumer preferences. Similarly, Liu and Zou (2025) identified
packaging design as a critical determinant of consumer perceptions, integrating visual
and structural elements. The present study also resonates with Srivastava et al. (2022),
who emphasised that colour conveys freshness, authenticity, and brand personality
attributes. These attributes are particularly relevant in traditional Malay food packaging,
where cultural symbolism enhances consumer trust and acceptance.

Likewise, Jamil & Abu Bakar (2025) highlighted those designs reflecting cultural
heritage can enhance consumer trust and strengthen brand identity, which may explain
the strong influence of Design in the Terengganu market. In this context, integrating
traditional motifs, locally inspired colour schemes, and culturally relevant graphics could
differentiate products in a competitive market and foster emotional connections with
consumers, ultimately increasing purchase intentions.

Material showed a significant but more minor influence (f =0.186, p =0.001). While
consumers often lack the technical expertise to evaluate the quality of packaging
materials, increasing environmental awareness has contributed to growing interest in
eco-friendly options (Tu & Mustaffa Halab, 2024). However, similar to findings by
Ketelsen et al. (2020), the modest impact observed in this study may be due to limited
sustainability education and the fact that many consumers in emerging markets,
including Terengganu, do not actively seek sustainability labels when making food
purchases. Packaging material is widely acknowledged in literature as a key factor in
sustainability, food preservation, and shaping consumer perceptions. Although plastic
remains the most common choice for its durability and low cost, its environmental
drawbacks have encouraged exploration of biodegradable plastics, paper-based
packaging, and recyclable materials (Ncube et al., 2020). For Terengganu's traditional
Malay food sector, adopting sustainable materials could appeal particularly to
environmentally conscious young consumers, provided that public awareness
campaigns support such initiatives.
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Beyond sustainability, packaging materials influence freshness, hygiene, and
product quality perceptions. Advanced innovations such as active packaging and
nanotechnology can extend shelf life and maintain product integrity (Priyanka et al.,
2024). This statement aligns with prior research suggesting that high-quality, functional
materials not only improve handling and storage but also enhance consumer
satisfaction, which in turn boosts purchase intentions. The relatively smaller effect size
found in this study indicates that while Material matters, other factors such as Design
or functionality might play a more dominant role in influencing consumer behaviour.

Ease of use (B = 0.173, p = 0.001) had the weakest effect among the variables but
was still statistically significant. This finding suggests that while consumers value
convenience features, they may not be the primary driver of purchasing decisions in the
context of traditional Malay foods. Similar to the observations of Yadav (2024),
packaging elements that allow easy opening, resealing, storage, and portion control can
enhance consumer satisfaction by improving product handling and usability. However,
the smaller effect size in this study may indicate that aesthetic appeal or cultural
authenticity could outweigh functional convenience for many consumers.

Ease of use in food packaging is defined in literature as the simplicity with which
consumers can handle, store, and consume the product. Maintaining product integrity
while offering easy-to-use features is key to enhancing consumer experience (Nawi &
Yusof, 2024). Functional innovations such as microwave-safe, resealable, and portion-
controlled packaging improve convenience and have been linked to higher purchase
intentions (Ren & Tengku Anuar, 2024). For traditional Malay foods, integrating these
features can modernize heritage dishes without compromising authenticity.
Additionally, innovative packaging solutions, such as tamper-evident seals and
traceability technologies, can strengthen consumer trust and align with the expectations
of younger, convenience-oriented buyers (Nagaveni & Poosarla, 2024). This suggests
that future product development could benefit from balancing modern usability
features with the cultural and sensory attributes that make traditional foods distinctive.

In conclusion, all three hypotheses (H1, H2, H3) were supported. Still, Design proved
to be the dominant driver of purchase decisions, underscoring the importance of
aesthetic and cultural elements in marketing traditional food products.

6 Conclusion

This study confirms that Design is the most critical factor influencing consumer
purchase decisions for traditional Malay food products in Terengganu, followed by
Material and ease of use. The strong influence of Design stems from its ability to create
a positive first impression and attract attention on the shelf. Material and ease of use
remain essential, but are secondary considerations for most consumers. The findings
also highlight a lack of consumer awareness regarding eco-friendly packaging,
suggesting that material quality is often judged based on appearance rather than
sustainability credentials. Despite some limitations in data collection, the study
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successfully achieved its objectives, providing insights into packaging elements that
could help preserve and promote traditional Malay food heritage.

7 Recommendation

Future research should expand the geographical scope beyond Terengganu to
include other Malaysian states, enabling broader generalization. Additionally, studies
could explore packaging's role in supporting food security, particularly for export
markets. Consumer education campaigns on eco-friendly packaging could increase
awareness and raise the importance of material quality in purchase decisions. Packaging
innovation should focus on enhancing visual appeal while integrating sustainable
materials and improving usability without sacrificing cost efficiency.

For businesses, investing in distinctive and culturally relevant packaging designs
could help attract younger consumers and strengthen brand recognition. Incorporating
modern design trends while retaining traditional cultural elements can create a balance
between heritage preservation and market competitiveness. Moreover, future studies
should consider other potential factors such as price, branding, and product freshness
that may account for the unexplained variance in consumer purchase decisions.
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