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Abstract :

This study investigates the influence of personal values on customers’ intention to buy
traditional dishes at restaurants. Specifically, it examines how personal value orientation impacts
the link between customers’ perceived value and their purchase intention for these dishes. We focus
on two types of personal value orientation: customers who are open to change, and those who are
conservative. Data from 324 customers was collected via survey, and structural equation modeling
was used to analyze it. The findings revealed that personal values influence the effect of perceived
functional, emotional, and social value on purchase intention. However, no influence was noted in
the effect of perceived economic value on purchase intention. Customers with an openness to change
value orientation are interested in the functional value of traditional dishes, while those with a
conservation value orientation are mainly interested in its emotional and social value. The study
helps restaurants tailor marketing strategies for diverse customer segments by optimizing pricing,
menu selections, and incorporating emotional and social elements.
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1. Introduction

Algeria has a diverse array of traditional dishes, including Rechta, Couscous, and Tajine
Zitoun...etc. Recently, there has been a noticeable surge in the popularity of restaurants offering
traditional dishes and an increase in customer demand. This marks a notable shift from the past, where
traditional Algerian dishes were predominantly prepared at home (Zaroual et al.,2016). Therefore,
understanding the perceptions of customers regarding traditional dishes offered in restaurants and
how these perceptions influence their growing demand is of paramount importance .
From the viewpoint of consumers, Guerrero et al. (2009) defined traditional foods as those regularly
consumed, often linked with particular festivities or times of the year, passed down through
generations, and deeply rooted in gastronomic heritage. Many studies showed that customers may
assign varying degrees of value to different facets of traditional dishes in restaurants. For instance,
they may value nostalgia evoked by its consumption (Chen et al., 2020); the authenticity of traditional
dishes (Zhang et al., 2021; Chung et al., 2018); perceive them as part of cultural, historical, and
geographical identity (Almli et al. 2011; Vanhonacker et al., 2013); derive hedonic and emotional
satisfaction from their consumption (Leong et al., 2020); or simply appreciate their utilitarian
attributes such as taste, quality, and ingredient composition.
Personal values are one of the factors that can shape perception and behavior. According to Shwartz's
(1992) theory of basic values, values are a criterion used in the perception of objects, people, and
events to evaluate desirability. Research has demonstrated the significance of personal values in
guiding behavior (Anliacik et al., 2020; Vermeir & Verbeke, 2008; Bardi & Schwartz, 2003).
Weber (2017) indicated that individuals' decisions and actions are often influenced by their specific
values. They are not just an abstract concept but they may regulate the influence of attitude on
purchase intention (Ajzen & Fishbein, 1980) .
Within this context, traditional dishes value perception and individual's purchase intention may be
influenced by their personal values. Despite of some literature on traditional dish consumption and
its influencing factors, there is a gap regarding how personal values may have an impact on the link
between customers' perceived value of traditional dishes and their purchase intention. While studies
have explored various attitudes and behaviors associated with traditional food consumption
(Vanhonacker et al., 2010; Dagevos, 2005), there is a limited understanding of how personal values
interact with traditional dishes perceptions to impact purchase intentions. Moreover, within the scope
of the restaurant industry, studies have predominantly concentrated on the impact of physical stimuli
on customers (Leong et al., 2020), and the nature of customers has not been investigated to explore
its impact on behavior and perception, particularly in relation to traditional dishes. Hence the
objective of this study is to investigate how personal values influence customers' perceptions of
traditional dishes in restaurants and their purchase intentions. It aims to explore the impact of personal
values on the relationship between customers' perceived value of traditional dishes and their purchase
intentions.
The significance of this study lies in the increasing popularity of traditional foods such as Rechta,
Couscous, and Tajine Zitoun in restaurants. As these dishes gain traction outside the home, it becomes
essential for restaurateurs to understand consumer perceptions to effectively meet this demand. This
research challenges the predominant focus on physical stimuli in the restaurant experience by shifting
attention to the intrinsic characteristics of consumers themselves. By exploring personal values, the
study contributes to a more comprehensive understanding of what influences consumer behavior and
preferences regarding traditional foods in restaurants. The findings can provide valuable insights for
restaurateurs and marketers to ensure growth in a growing competitive market.

2. Literature review and hypotheses
2.1. Personal values

Values are important concepts utilized in various disciplines, especially in psychology and
sociology. In consumer research, there is a growing focus on understanding how values influence
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consumer behavior in the marketplace. The predominant and widely embraced theoretical framework
of values is expounded by Schwartz (1992) in his theory of personal values. It integrates five
established theories to provide a comprehensive understanding of human behavior and societal
values. It combines Kluckhohn and Strodtbeck's (1961) value orientation theory, Rokeach's (1973)
theory of human values, Inglehart's (1981) theory of Post-Materialism, Hofstede's (2001) Cultural
Dimensions Theory, and Kassin's (2003) trait Theory. This amalgamation offers insights into
individual behaviors, cultural preferences, value shifts, and cross-cultural communication (Mubako
et al., 2020).

Schwartz (1992) defined values as “desirable transsituational goals, varying in importance, that serve
as guiding principles in the life of a person”. This definition clarifies that values exert a profound
impact on human behavior (Schwartz and Bilsky, 1987), and exhibit a distinctively individualistic
character, and form a personality system (Schwartz and Sortheix, 2018; Ladhari and Tchetgna, 2015).
This means that values are the basis of the development of attitude and a guiding principle of
behavior; therefore, individuals tend to align their actions and behaviors in accordance with what they
value the most (Schwartz, 2012). Individuals can hold multiple values, and the significance of these
values can differ from person to person. What is highly important to one individual may not hold the
same level of importance for another individual, even if they are part of the same organization or
household (Weber, 2017).

Following Schwartz's (1992) theoretical framework, ten core values exist, namely: power,
achievement, hedonism, stimulation, self-direction, universalism, benevolence, tradition, conformity,
and security. They are closely connected and can either align or conflict with each other in terms of
motivation (Schwartz,1994). These connections lead to a structure that is shaped like a circle
characterized by two fundamental sets of opposites, resulting in four higher-order values called value
orientation (Schwartz, 2012; Schwartz & Huismans, 1995; Schwartz, 1992). The contrasting
dimension ‘openness to change’ versus ‘conservation’ value orientation and the second-dimension
contrasts ‘self-enhancement’ versus ‘self-transcendence’ value orientation.

Openness to change versus conservation: Conservation value orientation encompasses tradition,
conformity, and security values. It is motivated by the desire to keep things as they are, seeking
predictability and avoiding risks, prioritizing order, adherence to established norms, preservation of
heritage, and opposition to change (Levontin and Bardi, 2019). On the other hand, openness to change
value orientation encompasses self-direction and stimulation. It emphasizes independent thinking,
action, and the willingness to embrace change. It reflects a motivation for novelty and challenge and
readiness for new experiences and ideas (Levontin and Bardi, 2019).

Self-transcendence versus self-enhancement: A self-transcendence value orientation encompasses
universalism and benevolence values. This orientation is driven by the motivation to go beyond one's
self-interest, prioritize the well-being of others (Levontin and Bardi, 2019), and care for others
irrespective of their social position, principles of fairness, fidelity, and environmental concern
(Roccas et al., 2010). It also encompasses biospheric and altruistic values (Choongo et al. 2018). On
the other hand, the self-enhancement comprises power and achievement values. This orientation is
motivated by the willingness to increase one's self-interest and exert dominance over others (Levontin
& Bardi, 2019), achievement, and emphasis on pursuing individual interests and social position by
asserting control over others and have assets to demonstrate accomplishment or capability as per
societal norms (Roccas et al., 2010).

The opposing aspects of values becomes apparent when an individual is on the brink of making a
decision, selecting an option, or revealing an attitude or intention (Bouman et al., 2018; Illes and
Vogell, 2018; Fritzsche and Oz, 2007; Fritzsche, 1995). When individuals are faced with a decision-
making scenario, their ultimate choice is often shaped by the value orientation that resonates most
strongly with their beliefs. Even among individuals who exhibit a high degree of alignment with both
sets of value orientations, the prioritization of one over the other comes into play when confronted
with decisions characterized by conflicting considerations (Steenhaut and Kenhove, 2006; Schwartz,
1992).
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The notion that a single value alone can rarely suffice to drive a decision or action stands as a
recognized observation. Instead, the concept of value orientation assumes greater prominence in
explaining decision-making and behavior (Rokeach, 1973).

2.2. Customer-perceived value CPV

The theoretical development of CPV can be attributed to the contributions of management scholars
like Drucker (1986) and Porter (1985). Their insights into product value in the last century have been
foundational in establishing CPV as a crucial component in marketing (Ge et al., 2021). Building on
the concept of customer-based approach, Monroe & Krishnan, (1985) and Zeithaml (1988) further
refined the concept of CPV. They proposed that consumers perceive greater value when their
perceived gains exceed the perceived costs. Zeithaml's (1988) definition provided a foundational
understanding of CPV, describing it as "the consumer’s overall assessment of the utility of a product
based on perceptions of what is received and what is given". Expanding on this, Gale (1994) and
Dodds et al. (1991) provide complementary perspectives that enrich the discourse on consumer value
perceptions. Dodds et al. (1991) conceptualize CPV as "a cognitive trade-off between perceived
quality and sacrifice," emphasizing the cognitive process whereby consumers balance the product or
service quality against required sacrifices, such as cost or effort (Dodds et al., 1991). Building on this,
Gale (1994) offered a more nuanced interpretation of CPV, defining it as the perceived product or
service quality adjusted for its price .

CPV is highly personal and subjective (Woodruff & Gardial, 1996), and varies significantly based on
each customer's unique perspective. It can be seen from a unidimensional or multidimensional
perspective, each contributing a unique insight into consumer valuation processes. The
unidimensional approach is founded on utility theory and primarily focuses on the quality-price
relationship (Tellis and Gaeth, 1990), or the consumer’s general utility evaluation regarding a product
(Zeithaml, 1988). A multidimensional approach focuses on incorporating various consumer values.
These values are generally derived from Sheth et al. ’s (1991) Theory of Consumption Value (TCV).
It could include functional, epistemic, conditional, social, and emotional values (Sheth et al. 1991).
It can vary according to context or product type (Zauner et al., 2015). Holbrook (1999) outlined eight
distinct types of values, which he classified into four groups: altruistic value (spirituality, ethics),
hedonic value (aesthetics, play), social value (esteem, status), and economic value (excellence,
efficiency).

In this research, we approach CPV as a multidimensional concept, recognizing that traditional dishes
in restaurants are evaluated from diverse perspectives. We align with the framework of Sweeney &
Soutar, (2001) considering CPV as encompassing four dimensions: functional, economic, emotional,
and social. This holistic perspective enables a deeper comprehension of how consumers value
traditional culinary experiences in restaurant settings. Functional value, as described by Sheth et al.
(1991), relates to perceived utility derived from a product in meeting physical, utilitarian, or
functional requirements. This concept emphasizes the significance of quality perception and expected
product performance in consumer evaluation (Sweeney & Soutar, 2001). It includes elements such as
quality, availability, health benefits, safety...etc. Economic value refers to the financial aspect and
cost-benefit analysis associated with a product's trade (Watanabe et al., 2020). It includes elements
such as pricing, and whether the cost is often indicative of the product's quality (Cicia et al., 2002).
Emotional value is centered on the feelings and affective states generated by a product (Sheth et al.,
1991; Sweeney and Soutar, 2001). It includes elements such as enjoyment, self-satisfaction,
convenience...etc. Social value refers to the benefits perceived by individuals when they associate
with specific social or reference groups (Sheth et al., 1991). It aligns with maintaining an image
consistent with the standards of one's social group or projecting a desired social image (Bearden and
Netemeyer,1999).
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2.3. Purchase intention

The concept of behavioral intention is pivotal in both management and research contexts, as it mirrors
customer satisfaction. It's essentially an initial indication of real customer behavior (Kyto et al., 2019).
It is the result of a cognitive process involving the evaluation of products or services (Ajzen, 1991;
Dodds et al., 1991). Purchase intention is not just about the probability of a customer making a repeat
purchase or recommending a product; it's also about their trust and preference for a brand or a product
(Geetal.,2021). It is explained by Zeithaml et al. (1996) as a range of elements such as the likelihood
of repurchasing, recommending the product or service to others, demonstrating loyalty, making
complaints, and showing sensitivity to price changes.

2.4. Hypotheses development

Values serve as a fundamental criterion guiding individuals in their perceptions and actions (Weber,
2017; Schwartz, 1992; Smith et al., 1956). According to Ajzen and Fishbein (1980), individuals’
value priorities are involved in regulating the impact of attitudes on behavioral intentions. Numerous
studies have underscored the significance of personal values as a determinant of consumer behavior
(Vermeir & Verbeke, 2008; Bardi & Schwartz, 2003; Burgess, 1994). In addition, consumers’ product
perceptions can be impacted by their values (Horn, 2017). Within the context of the restaurant
industry, insights from Ha and Jang (2010) and Erkmen and Hancer (2018) converge to affirm that
perceived value influences behavioral intentions. Building on this foundation, it is crucial to recognize
that prior studies have consistently shown the positive impact of value perception on customers'
behavioral intentions (Tuncer et al., 2021; Pham and Ahammad, 2017; Rajaguru, 2016) .

For perceived functional value, studies have explored various aspects of customers' perceived
functional value in the restaurant industry, such as food and service quality, convenience, and
atmospheric dimensions (Zhong and Moon, 2020; Liu and Tse, 2018). Yang and Mattila (2016)
observed a positive association between customers' functional value perception and their overall
satisfaction. Shah et al. (2020) revealed the significant impact of food and service quality on
customers' perceived value. Furthermore, traditional food served in restaurants is often perceived as
healthy by consumers (Roseman et al., 2013). In turn, this perceived value was found to positively
impact customers' purchase intentions. Muskat et al. (2019) and Ha and Jang (2010) found similar
results concerning casual-dining ethnic restaurants.

Regarding perceived economic value, scholars have recognized various elements influencing
customers' restaurant choices and perceptions, with particular attention paid to elements such as price
and value (Zhong and Moon, 2020; Liu and Tse, 2018; Kim and Moon, 2009). Notably, a justifiable
price has been linked to the value perception of a product (De Toni et al., 2018; Kukar-Kinney et al.,
2007), which impacts both repurchase intention (Chen & Wang, 2016) and customer satisfaction
(Slack et al., 2020; Konuk, 2019). Within the context of green restaurants, Teng & Wu (2019) showed
that utilitarian values wield a positive and significant influence on behavioral intentions. Interestingly,
Individuals express willingness to pay extra for products that align with and validate their prosocial
interaction (Wei et al., 2023) .

Regarding perceived emotional value, Simonson (1992) and Zong et al. (2023) established that
products featuring traditional and cultural symbols exert a positive impact on purchase intentions
through emotional value. Other studies have consistently confirmed the impact of emotional value on
both purchase intention (Liu et al., 2021; Watanabe et al., 2020) and customer satisfaction (Prebensen
& Xie, 2017; Pena et al., 2012).

For the perceived social value, Ajzen, (1985) suggested that the social interpretation of products
aligns with the theoretical framework provided by the theory of planned behavior. The act of
consuming and purchasing products has the potential to derive value and fulfill cultural aspirations
(Zong et al., 2023; Liu et al., 2021). Moreover, it establishes a connection between consumers and
specific social groups (Williams & Soutar, 2009) that is dynamically influenced by personal values
(Chowdhury, 2020; Schwartz, 2007). This linkage can enhance the social value perception of a
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product, subsequently influencing purchase intention (Slack et al., 2020; Chae et al., 2020; Williams
& Soutar, 2009).

Accordingly, the subsequent hypothesis is suggested :

H1: Personal value orientation moderates the link between perceived value and purchase intention of
traditional dishes in restaurants in a way that :

H1la: The perceived functional and economic value of traditional dishes in restaurants will have a
significant positive influence on purchase intention for customers who are open to change, however,
this influence will not be significant for conservative customers.

H1b: The perceived emotional and social value of traditional dishes in restaurants will have a positive
significant influence on purchase intention for conservative customers, however, this influence will
not be significant for customers who are open to change.

3. Methodological approach

3.1 .Sample and data collection

This study centered on consumers who regularly dine on traditional dishes at restaurants in Algeria.
There are several traditional dishes served in restaurants in Algeria, including Couscous,
Chakhchoukha, Doubara, Rechta ...etc. The widespread consumption of traditional dishes in
restaurants in Algeria in recent years has spurred an inquisitive examination into how consumers
perceive the value of traditional dishes. Consumers may comprise individuals steadfast in their
dedication to traditional gastronomy, those who view such dishes as an aspect of their cultural and
culinary heritage, and those who exhibit a keen interest in the diverse flavors or overall appeal of
Algerian cuisine. The study's sample was limited to consumers actively engaging with traditional
dishes in restaurants in Algeria.

The collection of data was carried out via in-person surveys conducted between March and June 2023.
A sum of 332 questionnaires were collected, out of which 324 valid questionnaires were subjected to
data analysis. A multistage sampling technique involving three sequential stages was employed:
Clustering restaurants in Algeria through area sampling (Stage 1): The authors identified three
provinces (Constantine, Jijel, and Guelma) in the eastern region of Algeria. These provinces were
selected because of their prominence in offering traditional cuisine in eastern Algeria.

Random sampling of clusters (Stage 2): Following the identification of the provinces, the authors
randomly selected restaurants from each, ensuring a representative cross-section.

Customers convenience sampling from the selected restaurants (Stage 3): After restaurant selection,
the authors personally visited the restaurants, engaged with customers, and invited them to voluntarily
participate in the research.

3.2 .Measures

To assess the different constructs, the study adopted a survey questionnaire comprising three sections.
The initial section included questions related to consumption behavior, such as the types of traditional
foods preferred and the frequency of consumption. Section 2 assesses consumer's perceived value,
purchase intention, and value orientation. The scale included items structured on a Likert-type scale
from 1 (totally disagree) to 7 (totally agree) to measure consumers' perceived value and purchase
intention.

The consumer's perceived value scale used in this study was derived from Sweeney and Soutar's
(2001) scale which was adapted by Watanabe et al. (2020), encompassing a multidimensional
approach to measuring perceived food products’ value. The scale includes 17 items categorized into
four dimensions: functional (seven items), economic (four items), emotional (three items), and social
(three items) value perception. For purchase intention, this study employed the scale of Teng and
Wang (2015), including three items. The phrasing of the two scales was adjusted to fit the traditional
dishes context better.

To measure personal value orientation, the study used a six-point scale from Schwartz et al., (2001)
Portrait Values Questionnaire (PVQ) derived from Schwartz's value theory. This scale has been
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globally validated. (Schwartz, 2021; Rudnev et al. 2018; Schwartz 2012) and is legitimate for
measuring and analyzing personal value orientation (Rickaby et al. 2020; Roccas et al. 2017; Seppila
et al. 2012). The PVQ primarily uses rating to gauge the absolute importance of values orientation
(Schwartz, 2021). It enables researchers to investigate the link between values and other variables by
examining the tradeoffs and priorities within values orientation. Also, it is efficient to assess personal
values in samples that are less westernized (Schwartz; 2005).

For the current study, 12 items were selected for use, concentrating on two value orientations:
Conservation and Openness to change. The selection of items was tailored to the specific research
context. To measure Openness to change orientation, six items were employed, with two items each
dedicated to Self-direction, Stimulation, and Hedonism. For measuring conservation orientation, six
items were utilized, comprising two items for Security, three items for Conformity, and one item for
Tradition .

Participants were provided with scale items that described a certain type of person. Participants were
requested to self-assess their likeness to the given description using a rating scale from 1 (not like me
at all) to 6 (very much like me). To determine value orientations, centered means were computed for
each participant. This involved finding the average score for each participant, with the scores centered
around the midpoint of the scale. The average of the centered means for the two value orientations
was calculated afterward. Participants were then categorized into two groups: "Openness to change-
oriented" and "Conservation-oriented." This categorization was determined by the importance and
preferences that participants assigned for every value orientation, indicating whether they aligned
more closely with values related to openness to change or conservation. The third section of this
questionnaire included sociodemographic questions aimed to describe the study sample, such as sex
and age .

The survey was designed in both French and Arabic languages, and respondents were provided with
a questionnaire in their language of choice. The scales were submitted to a back-translation process.
Two experts and some customers assessed the questionnaire for content and face validity, and a
consensus affirmed its validity for the study.

4. Results

4.1. Demographics of the sample

The survey findings revealed that out of 324 respondents, 221 were male (69.2%) and 103 were
female (31.8%). The age distribution indicates that 74.7% of the sample falls within the 20 to 40 years
age range, followed by those aged between 41 and 50 years, accounting for 19.8%. In terms of dining
habits, 27.5% indicated consuming traditional dishes in restaurants at least twice a week, and 28.5%
reported a once-per-week frequency. Regarding expenditure, the majority of respondents (56.8%)
reported spending between 500 to 1000 Algerian dinars per dish.

4.2 .Measurement Model

In order to evaluate the fit of the data to the model, a confirmatory factor analysis CFA was performed,
including perceived value and purchase intention constructs. The statistical analysis revealed that the
data fits the model well. Chi-square = 442.44 with 160 degrees of freedom (p <.001). Normed X2 =
2.765, Comparative fit index (CFI) = 0.915, Tucker-Lewis index (TLI) = 0.899, Standardized root
mean squared residual (SRMR) =0.057, Root mean square error of approximation (RMSEA)=0.074.
Table 1 presents the standardized maximum likelihood loadings, along with validity and reliability
statistics. It shows significant factor loading, ranging from 0.661 to 0.903, above the recommended
threshold of 0.5 (Hair et al., 2013). These loadings are distributed across five dimensions, and the
Average Variance Extracted (AVE) values reported exceed the recommended threshold of 0.5 (Hair
et al., 2013), affirming convergent validity. To examine discriminant validity, Maximum Shared
Variance (MSV) values were found to be lower than AVE, and the inter-construct correlations
illustrated in Table 2 were exceeded by the square root of AVEs (Fornell and Larcker, 1981)
indicating no concerns regarding discriminant validity. For internal consistency, Composite
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Reliability (CR) values surpass 0.7 for all constructs, indicating the reliability of each dimension
(Hair et al., 2013). The findings validate Sweeney and Soutar's (2001) dimensions of customer
perceived value in the specific context of this research. For personal value orientation, Table 3
displays the reliability of the scale, supported by acceptable Cronbach's alpha values, indicating
internal consistency.

Table 1. Confirmatory factor analysis
Standardized CR AVE — MSV

regression
weights
Perceived functional value 0.877 0.505 0.449
Traditional dishes are good for health L685%**
Traditional dishes are well produced 682 %**
Traditional dishes are reliable STT9HH*
Traditional dishes have acceptable standard of safety JTL5*E*
Traditional dishes have consistent quality 693 **
Traditional dishes are tasty JT18HE*
Traditional dishes have an acceptable standard of quality 697 H*
Perceived economic value 0.869 0.625 0.449
Traditional dishes are reasonably priced BO1***
Traditional dishes provide value for money B10%**
Traditional dishes are a good product for the price B76%**
Traditional dishes are economical compared to other products 661 %**
Perceived emotional value 0.876  0.703 0.383
Consuming traditional dishes makes me feel well B13H*
Consuming traditional dishes makes me want to use more S795%**
Consuming traditional dishes is something that I enjoy 903 **
Perceived social value 0.793  0.562 0.383
Consuming traditional dishes helps me feel acceptable B17***
Consuming traditional dishes leaves a positive impact on my family 735
members. '
Consuming traditional dishes aligns with the culinary culture and 691 %+
tradition of my social circle '
Purchase intention 0.780 0.541 0.260
If traditional dishes were on the menu at restaurants, [ would op';1 for 755
them )
I am willing to buy traditional dishes even if they come with higher 737
prices
I'm highly likely to purchase traditional dishes without hesitation T15%**
NOTE. ***: P<0.001
Table 2. Discriminant validity
Functional Economic ~ Emotional Social Purchase
value value value value intention
Functional value 0.710
Economic value 0.670 0.791
Emotional value 0.516 0.446 0.838
Social value 0.564 0.428 0.619 0.750
Purchase intention 0.469 0.336 0.467 0.510 0.736

Table 3. PVO Scale Reliability

PVO Cronbach's alpha
Openness to change 0.703
Conservation 0.610
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4.3 .Structural Model

Following the CFA, the structural model was tested to explore the interrelationships among constructs
and the moderation effect. The model exhibits a good fit: Chi-square = 442.44 with 160 degrees of
freedom (p <.001), Normed X2 =2.765, CFI=.915, TLI=0.899, SRMR = 0.057, RMSEA = 0.074.
Table 4 exhibits the effect of perceived functional, economic, emotional, and social values of
traditional dishes in restaurants on purchase intention. The effect was assessed through standardized
regression coefficients, the level of significance (p-value) for every regression path, and the
determination coefficient (R2). The findings reveal a positive significant effect of perceived
functional, emotional, and social values on purchase intention, with coefficients of 0.233, 0.141, and
0.271, respectively. In contrast, perceived economic value revealed a negative and non-significant
effect. Collectively, these perceived values account for 32.8% of the variance explained in purchase
intention.

Table 4. Path analysis

Std. Regression weight P value R’

Functional value — Purchase intention 0.233 0.020 0.328
Economic value — Purchase intention -0.020 0.823
Emotional value — Purchase intention 0.141 0.027
Social value — Purchase intention 0.271 0.005

To verify the hypotheses, the sample was divided into two distinct groups: one was openness to
change value-orientated group, consisting of 121 individuals with openness to change value
orientation, and another with the conservation value-orientated group, comprising 203 individuals. A
Chi-square test was conducted to compare constrained and unconstrained models, employing a multi-
group analysis to assess model invariance based on value orientation (the moderator) (Byrne, 2010;
Joreskog & Sorbom, 1993). The moderation effect was assessed by calculating the difference between
the regression paths of B values (Gaskin and Lim, 2018). This allows to explore how the relationships
among constructs in the structural model might vary between individuals who are open to change and
those who are conservative.

Table 5 exhibits the significance of the difference between the two structural models across groups.
The findings of the Chi-square analysis shown in the table revealed a significant (P= 0.089>0.05)
difference between the two models, indicating that the model exhibits variations across the two groups
based on their value orientations (conservation and openness to change) .

Table 5. Chi-square difference test
X2 DF
Unconstrained 785.066 320
Constrained 793.140 324
Difference 8.074 4
P-Value 0.089

Table 6 compares the effect of customers' perceived value of traditional dishes on purchase intention
in the structural model between consumers who are open to change and those who are conservative
in their value orientation. The results show a significant difference (p=0.044) between the two
consumer groups regarding the impact of perceived functional value on purchase intention.
Specifically, a positive significant impact for consumers with an openness to change value orientation
(B=0.548, p <.01). In contrast, for consumers with a conservation value orientation, the impact was
non-significant (B = 0.003, p > .05). Consequently, the findings partially support the first part of the
hypothesis (Hla), suggesting that the link between customers' perceived functional value of
traditional dishes in restaurants and their purchase intentions differs significantly based on consumers'
value orientations.
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Regarding the effect of customers' economic value perception on the purchase intention of traditional
dishes, the findings indicate a non-significant difference between the two groups of consumers (p-
value for difference = 0.643). Specifically, for consumers with an openness to change value
orientation, the impact was negative and non-significant (B = -0.076, p > .05). Similarly, for
consumers with a conservation value orientation, the impact was positive non-significant (§ = 0.024,
p > .05). Consequently, the first part of the hypothesis (H1a) is partially not supported, as there is no
significant difference in the impact of customers' perceived economic value of traditional dishes in
restaurants on their purchase intention between the two distinct consumer groups.

Regarding the effect of emotional value perception on purchase intention, the findings indicated a
non-significant difference between the two groups of consumers (p-value for difference = 0.251).
Nevertheless, the impact exhibits a positive significant impact for consumers with conservation value
orientation (= 0.220, p <.05). In contrast, for consumers with openness to change value orientation,
the impact is positive but non-significant (f =-0.195, p > .05). Hence, partial support is provided for
the second part of the hypothesis (H1b) as there is a significant difference between the two distinct
consumer groups regarding the impact of customers' perceived emotional value of traditional dishes
on their purchase intention

For the influence of perceived social value on purchase intention, the results showed no significant
difference (p-value for difference = 0.178) between consumer groups. However, the impact is
significant and positive (f = 0.385, p <.01) for consumers with conservation value orientation, while
it is positive but non-significant for consumers with openness to change orientation (f = 0.233, p >
.05). Hence, the second part of the hypothesis (H1b) is partially supported, as there is a significant
difference in the impact of customers' perceived social value of traditional dishes on their purchase
intention between the two distinct consumer groups.

Table 6. Multigroup analysis

Openness to Conservation value  Difference P-Value

change Value orientation  in Betas f for

orientation Difference

B R s R

Functional — l?urchgse 0.548%* 0.23 0.003 0.55 0545 0.044
value intention

Economic = Purchase _, 176 0.024 009 0643
value intention

Emotional = Purchase 154 0.220* 0195 0251
value intention

Social value  — Purchase ;33 0.385%* 0.153 0.178
intention

NOTE. * p<0.05, ** p<0.01

Examining R2, it appears evident that the model of consumers with conservation value orientation
demonstrates a high coefficient of determination at 55%. This means that traditional dishes' perceived
value (particularly emotional and social perceived value) explains 55% of the variance in purchase
intention for consumers with conservation value orientation. On the other hand, the model, tailored
for consumers with openness to change value orientation, showed a lower coefficient of
determination, specifically 23%. This means that perceived value, predominantly functional value,
explains 23% of the variance in purchase intention for consumers with openness to change value
orientation.

5. Discussion and implications

In the context of Algerian traditional dishes offered in restaurants, this study reaffirmed the constructs
of customer perceived value and purchase intention, consistent with the proposition of Sweeney and
Soutar, (2001) and Teng and Wang, (2015). The findings revealed that consumers with openness to
change value orientation exhibit a stronger purchase intention of traditional dishes when they perceive
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a high functional value compared to those with conservation value orientation. On the other hand,
consumers with conservation value orientation exhibit higher purchase intention of traditional dishes
when they perceive emotional and social value compared with those with openness to change value
orientation. Regarding the perceived economic value, the study found no significant difference of the
effect on purchase intention between the two consumer groups. Moreover, the influence of perceived
economic value on purchase intention is insignificant despite the value orientation. This aligns with
Platania and Privitera's (2006) argument that the price is not a substantial element when purchasing
traditional food products. It also aligns with the findings of Persaud and Shillo (2017) and Watanabe
et al. (2020) in the context of organic food. This could be attributed to the cultural significance
prevailing the economic value of traditional dishes, which are often priced higher than other menu
items, thereby diminishing the influence of economic value on purchase intentions. Hence, it is
suggested that restaurants consider other values in traditional dishes as key factors in buying
decisions. They might consider pricing strategies that reflect the cultural, experiential, and utility
value of these dishes rather than competing on price alone.

The study's results highlight that in the Algerian context, consumers are primarily motivated by the
functional, emotional, and social values that traditional dishes provide when considering their
purchase intentions in restaurants. Specifically, consumers with openness to change value orientation
show an exclusive interest in the functional value of traditional dishes. In contrast, those with a
conservation value orientation find both the emotional and social values of traditional dishes
appealing. Furthermore, the findings indicate that consumers with conservation value orientation
demonstrate a stronger purchase intention when they perceive the value of traditional dishes, as
compared to those with an openness to change value orientation. Hence, it is suggested that
restaurants tailor traditional dishes' menus to emphasize the cultural and social significance or their
unique functional attributes, depending on the targeted customer segment.

Consumers with openness to change value orientation are adventurous and seeking new experiences
and innovations. They tend to value traditional dishes for the experiences or benefits they offer, such
as health and nutritional advantages, as well as distinctive tastes and flavors. In contrast, consumers
with conservation value orientation typically value stability, tradition, and adherence to social norms.
Their interest in traditional dishes may rooted in the symbolic representation of traditional culture
and cultural identity, which can influence their purchase intentions (Zong et al., 2023). They are
inclined to value aspects of traditional dishes that connect them to culture, heritage, social belonging,
and group affiliations as well as connecting them to their childhood (Cerjak et al., 2014). Also, they
perceive it as familiar and comforting (Roseman et al., 2013). This preference is linked to the social
benefits that arise from fulfilling communicative purposes, engaging in social interactions, and
evoking the nostalgic and sentimental appeal of traditional dishes (Shah et al. 2020; Wu and Li, 2018).
Hence, restaurants or other stakeholders like tourism companies or cultural organizations could
promote cultural heritage by increasing the appeal of traditional culinary experiences (Jokom et al.,
2023). Additionally, traditional dishes evoke feelings of nostalgia and comfort for these consumers,
stirring emotions, pleasures, and hedonic aspects .

6. Limitations and future research

This research, like any other research, has certain limitations. First, the study used convenience
sampling as a data collection method, which can present limitations regarding the generalizability of
the results. Hence, it is advisable to proceed with caution in extrapolating the findings to another
population, as it may not have the same facets as the study sample. Second, the results showed that
the sample had 37.35% openness to change value-oriented consumers and 62.65% conservation
value-oriented consumers indicating some disproportionate division. It would have been better if the
sample was more balanced, with approximately equal numbers in each group to avoid biases and
improve comparability. Third, the study aimed to know the influence of personal values on the link
between value perceptions of traditional dishes and purchase intentions, a domain closely related to
a customer's personality, emotions, and unconscious behavior. Therefore, future research can get
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deeper insights and accurate findings using neuromarketing tools like Electroencephalography (EEG)
and Magnetic Resonance Imaging (fMRI) to explore better customer's traditional dishes' perceptions
and behaviors.

7. Conclusion

Personal value orientations may alter the influence of the value perception of traditional dishes on
buying intention. When the perceived value of these dishes aligns with an individual's personal value
orientation, the effect on purchase intention is likely to be significant. In contrast, if there is no
alignment, the impact on purchase intention tends to be non-existent. Additionally, regardless of
personal value orientation, the perceived economic aspect of traditional dishes does not appear to
influence purchase intention.
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