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A B S T R A C T   A R T I C L E  I N F O  

Ethnic cuisine plays an important role in the hospitality industry. Therefore, this study 

aims to examine the behavioral intention to experience ethnic cuisine restaurants. This 

research also investigates the impact of several factors on the customer's intention to 

experience ethnic cuisine restaurants, such as country image, cuisine knowledge, food, 

and environment authenticity. A total sample of 560 questionnaires was gathered by 

asking the customers dining at Thai and Korean restaurants in Ho Chi Minh city, 
Vietnam. The research employs the approach of partial least square structural equation 

modeling to analyze data collected and generate several meaningful results. The 

empirical findings note the significant role of affective country-of-origin image in the 

relationship with cuisine image and then behavioral intention. Besides, this study 

highlights the positive connections between cuisine knowledge and authentic factors 

with the customer's intention. The managerial implications can be useful for 

understanding diners’ insights and attracting them to experience ethnic cuisine 

restaurants 
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1. INTRODUCTION  

The behavioral intention has been widely investigated for decades and in different contexts such as in finance and 

banking sectors (Gu et al., 2009), transportations (Van et al., 2014), or the hospitality industry (Kuruuzum & Koksal, 2010; 

Tsaur et al., 2005). This concept was from the theory of planned behavior which was originally proposed by Ajzen (1985). 

Since then, the notion of customer's behavioral intention has become one of the central cores in the studies on hospitality 

management (Rather et al., 2019).The hospitality industry has witnessed rapid changes entered into the era of upgrading 

service quality to serve the customers better (Kuruuzum & Koksal, 2010). Many studies have proved that there are various 

determinants affecting the behaviors of customers in the hospitality industry, such as product image (Diamantopoulos et al., 

2011), country image (Choe & Kim, 2018), product knowledge (Wang & Mattila, 2015), and authenticity (Ebster & Guist, 

2005). In specific, customers tend to conduct an information process referring to product-related aspects that include those 

several factors before they decide to experience or purchase the products. In many studies on customer’s behavioral 

intention regarding the impact of the country-of-origin image, whether directly or indirectly, the bond between the country 
image and product image is inseparable(Diamantopoulos et al., 2011). The study has proved that country-of-origin image 

and product image work together as drivers for behavioral intention, in which customer's perception of a country intrigues 

their perception of the country's product. For that reason, the country-of-origin effects are determined to be product-related 

and have a significant impact on the intention. The country-of-origin image has been mentioned as a critical factorin the 

studies on distinctively non-local products in the tourism and hospitality industry (Chaulagain et al., 2019; Suter et al., 

2018). Country-of-origin image, or country image, is defined as the evaluation focusing on economic, technological, social, 

and political factors of a particular country (Verlegh & Steenkamp, 1999). Those variables can be classified into two major 

perspectives: cognitive and affective assessments. While the cognitive variable emphasizes the economic and technological 
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status, the affective one expresses the customer’s perception of a country based on its social lifestyle and the people 

themselves (Papadopoulos, 1993). Moreover, the customer’s perception of a country also relies on their prior experience 

and the country's competitive advantages(Roth & Romeo, 1992). A customer, therefore, can possess positive or negative 

feelings, like or dislike to certain countries and their products(Hernández-Mogollón et al., 2018).  

Considering the importance of food and beverage in the hospitality industry, exotic cuisine's penetration has marked a 

tremendous development in Vietnam. Local citizens have been exposed to and familiar with the wave of non-local food 

originated outside the country's territory. This non-local food leads to the concept of ethnic food that is a particular cuisine 

reflecting the characteristics of its cultural origin or ethnic group in terms of racial or national concerns(Berghe, 1984). The 

research also defined ethnic food as a unique cuisine created by minority groups' culture compared to more multicultural 

societies. A restaurant serving ethnic foods is then viewed as an ethnic cuisine restaurant, featuring the cultural values in 

fresh, outstanding food and distinctive ambiance in the service setting. In addition, ethnic cuisine is then considered a non-

local product, and its image serves as the product image. The differentiation occurring in each cuisine is the result of the 

unconventionality in each culture and region. The customer's curiosity comes from the excitement of experiencing new 

cultures that an ethnic cuisine restaurant offers(Olsen et al., 2000). That incomparable experience works as a definition of 

"authenticity," an important determinant in customers' intention regarding dining at an ethnic restaurant(Warde & Martens, 
1998). Authentic experience from ethnic dine-in restaurants differs from customers normally used-to meals at 

home(Turgeon & Pastinelli, 2002). For that reason, authenticity is the element that customers are looking for besides 

considering cuisine image and country image of the food-experience product. Although there are many studies carried out 

on the relationships between country-of-origin image, product image, and behavioral intention, the contradiction in findings 

also occurs. For example, while several papers asserted the positive association between country-of-origin image and 

behavioral intention(Cilingir & Basfirinci, 2014; Verlegh & Steenkamp, 1999; Wang et al., 2012), others hold little exist or 

no impact of the country image on the customer's intention(Hui & Zhou, 2002; Pecotich & Rosenthal, 2001). These studies 

also emphasized the important role of the cognitive factor compared to the affective one in determining the product's quality 

perception. For that reason, the perspective of the affective image has been underrated; and the relationship between 

cognitive and affective variables examined in the food and beverage context has been vagued. Moreover, researches 

conducting on customer's behavioral intention towards ethnic cuisine have been concentrated on the value of perceived 
authenticity and perceived quality only(Jang et al., 2012; Kim et al., 2017; Liu et al., 2018), rather than looking at a broader 

perspective where country-of-origin image, cuisine-related factors, food, and environment authenticity work together to 

enhance the customer’s behavioral intention.Therefore, it is necessary to conduct this study in order to clarify the issues 

relating to the intention to experience ethnic cuisine restaurants. 

2. LITERATURE REVIEW 

2.1 Behavioral Intentions 

The theory of planned behavior (TPB), initially proposed by Ajzen (1985), is a theoretical model built up to anticipate 

and interpret human behavior in accordance with beliefs and attitudes. According to this theory, people will strongly intend 

to perform a specific action when they have positive attitudes towards that act. In conjunction with perceptions of 

capability, the intention determines their tendency to carry out the behavior (McDermott et al., 2015). There are three 

determinants included in the TPB model: attitude, subjective norms, and perceived behavioral control (Ajzen, 1985; Raab et 

al., 2018). Particularly, attitude in TPB refers to the evaluation of people about a specific behavior (Ajzen, 1991). Subjective 
norms indicate one's thoughts and perceptions about whether he or she should or should not perform a certain behavior 

(Azjen, 1980). Meanwhile, the perceived behavioral control demonstrates a person's capability to perceive easiness or 

intricacy to perform the behavior (Roberts & Barrett, 2011). The key inference of the TPB model is that human’s behaviors 

are rational and under their control. In addition, the theory states that the more favorable the attitude and subjective norms, 

the greater behavioral intention should be (Ajzen, 1991). TPB is one of the most common structured frameworks for 

examining behavior-related food choices and behavioral intention (Kim et al., 2013). Hence, this study employs TPB to 

clarify customers’ behavioral intention towards ethnic cuisine restaurants. Behavioral intention relates to customer's 

engagement in a particular set of behaviors, considering the situation of making choices and willing acts(Yeo et al., 2017). 

In addition, behavioral intention implies the possibility that customers are willing to re-purchase specific products or 

services in the future (Ladhari, 2009)and can be evaluated as a critical element to differentiate a service or product provider 

from the opponents. Also, it indicates the customer’s willingness to switch among several alternatives rather than 
committing to one provider (Ryu & Han, 2010). It is the ultimate consequence of a customer resulted from the whole 

process of collecting, analyzing, and evaluating information. Businesses and manufacturers are relentlessly looking for these 

positive behavioral intentions as these are the answers for the company's sales, revenues, and loyal customers. In the service 

industry and restaurant settings, customer's intention to behave comprises word-of-mouth behaviors, restaurant suggestions, 

and intention to re-visit in the near future (Jang et al., 2012). 
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2.2 Cognitive and affective images 

The country-of-origin image in marketing context explains how the image of a nation influences the brand or sales of a 

product in other countries (Suter et al., 2018). Some people view a country using their beliefs regarding economic 
development, technology, and citizens' living standards, while others choose to consider its people and country itself(Li et 

al., 2014). Country-of-origin image can be interpreted at firm or country levels (Pappu et al., 2007); however, in this study, 

it is employed as a firm-level construct to examine the customers’ behavioral intentions. When looking into the aspect of the 

country-of-origin image, it is critical to distinguish between cognitive and affective images because people may 

inconsistently perceive these two images of a specific country at the same time (Wang et al., 2012).Cognitive image is the 

perception of consumers on several aspects of a particular country, such as economic development, living standards, and so 

forth, while affective image refers to the consumers' emotional assessments of the country and its citizens (Cateora et al., 

2020). Each latent variabletends to work separately and variously towards different customers’ non-local product 

evaluations (Cilingir & Basfirinci, 2014). In other words,if the cognitive image of a country’s economy and technological 

ability are unfamiliar to customers, they will thenrely on the affective factor to support behavioral intention.When 

considering choices to make for a non-local product, customers must take the ground of the product's originality into 

evaluation(Hsieh, 2004). Hence, it implies the relationship between customer's attitudes towards the product's origin and 
intention to purchase, which means that people who have contrasting perceptions for a particular country tend to behave 

differently towards the country's products(Otter et al., 2018). 

2.3 Cuisine image and its relationships with cognitive and affective images of a country 

Originating from the product image, cuisine image is determined as the customer's perception of the cuisine 

itself(Karim & Chi, 2010). It is an inconsistent, unique, and a powerful component in customer's decision making to 

dine(Suhaimi & Zahari, 2014). Different people tend to perceive the cuisine differently, resulting in significant feelings and 

positive emotions towards the cuisine and intention to dine at a restaurant, review a high rate, or recommend the restaurant 

to other people. Many countries employ cuisine image as a factor to increase the competitiveness of a destination (Linet al., 

2011). In this study, the cuisine image can be seen as an element to attract customers to experience the ethnic cuisines at 

restaurants. For that reason, similar to the general term of the product image, cuisine image helps to elevate customers’ 

experiences and maintain their loyalty towards a particular country’s cuisine (Lai et al., 2019).Previous studies have 
supported the influence of the country image, including cognitive and affective image, on the customer's purchase intention, 

both directly and indirectly, through the cuisine image(Diamantopoulos et al., 2011; Wang et al., 2012). Whereas the 

cognitive and affective country images possess distinctive impacts on the cuisine image and, eventually, the purchase 

intention(Lai et al., 2019). Besides, former researches have successfully proved the unnecessity for these two dimensions to 

be consistent. To be more specific, the recent study has highlighted that while Chinese customers generate a high cognitive 

image of the U.S. and Germany, they still possess critically higher affective evaluations for the Germany and Korea(Wang 

et al., 2012). Thus, it implies that the intention to purchase can be dramatically affected by affective views rather than 

merely by the product quality or the country's cognitive condition(Cilingir & Basfirinci, 2014; Klein et al., 1998; Maher & 

Carter, 2011).In the hospitality industry where service product is a distinctive type, favorability is more important than 

superiority considering the service provider's origin. People need to know and tend to like that country first to generate a 

purchase or further behavioral intentions towards its product, whether it is accommodation,food and beverage, or any 

service-related product(Choe & Kim, 2018). Ethnic cuisine is therefore not exceptional. When the cognitive and affective 
images are not consistent, the affective one will serve as a better indicator for behavioral intentions(Wang et al., 

2012).Basing on the preceding discussions, this research proposed hypotheses concentrating onthe relationships between 

country-of-originimage including affective and cognitive images, cuisine image and behavioral intentions. 

H1:Cognitive country-of-origin image has a positive relationship with cuisine image. 

H2: Affective country-of-origin image has a positive relationship with cuisine image. 

H3: Cuisine image has a positive relationship with the behavioral intention. 

2.4 Cuisine Knowledge 

Cuisine knowledge results from the concept of product knowledge which is defined as the customer's stored 

information existed for a particular object or product(Bian & Moutinho, 2011). Every individual will hold different product 

knowledge levels based on their prior experiences and point-of-view, thus creating distinctive perceptions and distinctive 

images of that product(Nepomuceno et al.,  2014). General product knowledge relies on the different kinds of knowledge, 
such as perceived knowledge or so-called subjective knowledge, and objective knowledge which is attained from former 

experiences (Lin & Chen, 2006). Previous study has stated that the higher the level of product knowledge, the more relevant 

information can be constructed, the less effort is required to process and analyze evaluation(Kempf & Smith, 1998). 

Similarly, in the context of non-local and ethnic cuisine products, when the level of cuisine knowledge is low, it will hold a 

significant role in the information process for the customers: whether to depend on the existing knowledge or to take a look 

into other factors, including the country image and the authenticity of the product(Song et al., 2019).Existing researches 

have proved that customer's prior knowledge about ethnic cuisine, in general, is supportive in the information and 
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evaluation process(Ebster & Guist, 2005; Wang & Mattila, 2015). In a research on the American customers’ acceptance of 

Korean food, the cultural familiarity is supposed to diminish the subjective risks of trying ethnic cuisine and substantially 

influence behavioral intention (Jang & Kim, 2015). Likewise, customers who possess cuisine knowledge will be more 
familiar with that cuisine, which createsconvenient feelings for making purchase intentions(Song et al., 2019). Therefore, in 

this study, we also examine the role of cuisine knowledge on customer's behavioral intentions, which is hypothesized:  

H4: Cuisine knowledge has a positive relationship with the behavioral intention. 

2.5 Food Authenticity and Environment Authenticity 

Authenticity is a general term used to describe something as genuine, real, or true(Taylor, 1992). Customers tend to 

concern a product as authentic when the product features the original characteristics of its hometown or provide the 

customers with exceptional and novel values that can not be found on a daily basis(Park et al. 2016).While the authenticity 

is easy to be defined, existing papers often assess it through twoperspectives: objective and subjective(Liu et al., 2018; Lu et 

al., 2015). A restaurant is being viewed as authentic not only for ethnic food or originality but also for the experience that 

can reflect the pristine cultural values(Wang & Mattila, 2015). In other words, customers choose to dine at an ethnic 

restaurant thanks to the differences in cuisine and cultural experiences (Sukalakamala & Boyce, 2007). Specifically, food 

authenticity relates to the genuine in the food quality, considering the cooking techniques, ingredients, and preparation 
process(Renko et al., 2014). On the other hand, the authenticity expressed through the ambiance of the restaurant is often 

estimated by the architecture, decorations, music, and employee's appearance(Wang & Mattila, 2015). Customers evaluate 

an authentic restaurant objectively when the criteria among the categories of food and environment are being judged, from 

the food flavorsto the interior and exterior designs. It implies that customers will evaluate the authenticity of the ethnic 

restaurants basing on what they have experienced, especially in terms of food and environment. Hence, this study will 

concentrate on the subjective aspect of authenticity to determine the impact of customers’ experiences on their behavioral 

intention. The authenticity, regarding food and environment authenticity in the context of this study, has been proved to 

work as an essential attribute for determining behavioral intentions(Lu et al., 2015). Authenticity will provoke the 

customer's motivation to learn new cultures. Sukalakamala and Boyce (2007) stated that when diners want to experience 

different cultures, they will visit ethnic restaurants, like Thai ones. However, the perception of authenticity does not work 

out consistently for every customer. Each individual has different cultural knowledge, prior experiences, and personal point-
of-view; thus, the comprehension of authenticity might vary among customers(Gilmore & Pine, 2007). In addition, the 

differences in food and atmosphere also contribute to the distinctive evaluations of customers.These discussions work as the 

sound basis for this study to conduct analysis on the conceptual model of food and environment authenticityinfluencing 

customer's behavioral intentions. Thus, in compliance with the context of authentic cuisine restaurants, this study employs 

food-related factors and environmental one in order to examine their relationships with behavioral intentionas supported by 

several former studies (Kim & Jang, 2016; Kim et al., 2017; Song et al., 2019).Basing on the foregoing literature review, 

this study hypothesizes: 

H5: Food authenticity has a positive relationship with the behavioral intention. 

H6: Environment authenticity has a positive relationship with the behavioral intention. 

 
Fig.1.  Proposed research model 

(Source: Authors’ own research) 

3. METHODOLOGY 

3.1 Measurements 

This study concentrates on non-local food and beverages that are ethnic cuisine. In order to control the undesirable 

impact of brand name and brand associations related to products, the survey was designed without any brand indicated. 

Furthermore, the factors country-of-origin images would be meaningless if the study merely focused on a single context for 

the product of ethnic cuisine. Thus, we had decided to analyze the influences of the country-of-origin image, cuisine 
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knowledge, food, and environment authenticity in the context of two countries thatconsiderably possess popular images and 

dominate theethnic cuisine in Vietnam, which are Thailand and Korea. The underlying reason for choosing Thailand and 

Korea as the primary contexts of this study is based on Vietnamese customers' perception and familiarity levels towards the 
wave of those exotic ethnic cuisines. Considering Western and Asian cultures, Vietnamese citizens are familiar and more 

favorable for the Asian ones, thus generating more accurate results. Themeasurement was adopted from existing literature 

and modified according to the circumstances of this study. The scales recommended byParameswaran and Pisharodi (1994) 

were adapted to evaluate the cognitive and affective country-of-origin images. A scale of product image was employed from 

the research of Wang et al. (2012). Product knowledge adapted the measurement from the study ofSmith and Park (1992). 

Both the measures of product image and knowledge were modified to fit the context of ethnic cuisine, which means the 

product image and knowledge itemsserved as indicators for cuisine image and cuisine knowledge. Following that, to 

measure the food and environment authenticity, the scales from the study of Jang et al. (2012) and Robinson and Clifford 

(2012) were applied. The customer's behavioral intention was measured based on the scale from the paper ofHa & Jang 

(2010). Respondents were then required to rate their evaluation on each item, using a 5-point Likert scale ranging from 1 as 

"Strongly Disagree" to 5 as "Strongly Agree." Before coming to the main section of researching factors, customers were 

asked to answer questions including age, gender, income, dining frequency at Thai/Korean ethnic restaurants, and other 
relevant information. In compliance with the context, the surveys were distributed among customers at selected ethnic 

cuisine restaurants in Ho Chi Minh city, Vietnam. In terms of Thai context, four typical restaurants serving Thai ethnic food 

were selected. For the Korean context, the chosen restaurants consisted of two famous chain restaurants and three Korean 

franchising restaurants in Ho Chi Minh city.  

3.2 Data collection and data analysis approach 

A total sample of 560 valid responses was collected, in which 277 responses are from the Thai restaurants, and the rest 

of the 283 samples are fromthe Korean ones. The samples have been screened carefully to identify invalid or biased answers 

and eliminate missing values. The sample profile is presented in table 1 below.This study applies partial least square path 

modeling (PLS-SEM) to analyze data collected. This approach allows us to examine latent and observed variables 

simultaneously, and it is suitable for analyzing complex structured models with several simultaneous relationships(Hairet al. 

2019), as similarto the proposed model of this research. According to Hair et al. (2019), PLS-SEM is appropriate for the 
studies with small sample sizes; however, this method is also good at handling large sample sizes. According to Hair et al. 

(2011), the minimum number of response for analyzing the PLS-SEM pathway should equal to or larger than “ten times the 

largest number of formative indicators used to measure one construct, or ten times the largest number of structural paths 

directed at a particular latent construct in the structural model.” Therefore, the total number of samples of this study exceeds 

the requirement to conduct data analysis. 

Table 1.      Sample profile 

                                                                  N Percentage (%) 

Gender   

Male 176 31.4 

Female 384 68.6 

Age   

From 18-25 482 86.1 

From 26-34 65 11.6 

From 35-40 9 1.6 

Above 40 4 0.7 

Monthly Income (VND)   

Less than 3 million   221 39.5 

From 3-5 million 133 23.8 

From 5-9 million 116 20.7 

From 9-15 million 62 11.1 

From 15-20 million 22 3.9 

Over20 million 6 1.1 

Education   

Highschool Graduated 174 31.1 

Vocational Degree 85 15.2 

Bachelor's Degree 295 52.7 
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Master's Degree 6 1.1 

Eating frequency (per month)   

1 time 87 15.5 

2-3 times 229 40.9 

More than 3 times 138 24.6 

More than 5 times 106 18.9 

Average Spend (VND)   

Less than 200,000  30 5.4 

From 200,000-300,000  114 20.4 

From 300,000-500,000  208 37.1 

From 500,000-1,000,000  176 31.4 

Above 1,000,000  32 5.7 

Source: Authors’ own research results. 

4. RESULTS 

4.1 Measurement model 

This study was designed based on different customer's perceptions of country-of-origin image (COI) in two contexts of 
Thai and Korean ethnic cuisine restaurants. In order to clarify the constructs’ quality and reliability, a series of accreditation 

was analyzed. Cronbach's alpha values of all variables are higher than 0.6, which qualifies the reliability test (Hair et al., 

2006). Theouter loadings of 27 items are greater than 0.7, as suggested by (Henseler et al., 2012); thus, it ensures the 

internal consistency reliability(Hair et al., 2019). Moreover, the composite reliability (C.R.) value should be higher than 0.7, 

as suggested by Hair et al., (2014).In specific, C.R. values of all variables are above 0.8, which satisfies the preferable 

threshold and ensures the reliability of factors of this study. The results are indicated in table 2.In terms of convergent 

validity, it is required that all latent variables should possessaverage variance extracted (AVE) value above 0.5 (Fornell & 

Larcker, 1981). All AVE values of this study achieve this cut-off point, which varies from 0.601 to 0.756. Regarding the 

discriminant validity test, the Heterotrait-Monotrait (HTMT) ratio test was proposed to examine the discriminant issues 

(Henseleret al., 2015). Specifically, the discriminant validity is affirmed when HTMT values are lower than 0.85(Hair et al., 

2019), as shown in table 3, which means that all HTMT values of this research fulfill the requirement.Furthermore, the 

suitability of the research model was identified through specific criteria. The VIF values for all the independent variables 
were ideally less than 3, explaining no likelihood of multicollinearity issues, and the independent variables were separated 

from each other(Hair et al., 2019). All the construct's values of f2were greater than 0.2. Among all of them, twofactors of 

CCOI and ACOI offered the f2 value greater than 0.25, thus expressing the weak to medium size effect(Hair et al., 2011). In 

short, all the independent variables showed small to medium effect on the endogenous variables and had a contribution to 

the interpretation of dependent variables. 

Table 2.     Summary results for reliability, convergent validity, and measurement model 

Latent variables Observed variables Loadings Cronbach's alpha CR AVE 

Cognitive country-of-origin image 
(CCOI) 

CO1 0.825 

0.865 0.901 0.646 

CO2 0.826 

CO3 0.808 

CO4 0.810 

CO5 0.748 

Affective country-of-origin image 
(ACOI) 

CO6 0.774 

0.857 0.903 0.701 
CO7 0.862 

CO8 0.865 

CO9 0.845 

Cuisine image (CI) CI1 0.814 

0.862 0.901 0.645 
CI2 0.778 

CI3 0.802 

CI4 0.819 
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CI5 0.803 

Cuisine knowledge (CK) CK1 0.853 

0.864 0.907 0.711 
CK2 0.886 

CK3 0.795 

CK4 0.836 

Food authenticity (FA) FA1 0.797 

0.755 0.860 0.671 FA2 0.842 

FA3 0.818 

Environment authenticity (EA) EA1 0.804 

0.669 0.818 0.601 EA2 0.797 

EA3 0.721 

Behavioral intention (BI) BI1 0.85 

0.839 0.903 0.756 BI2 0.863 

BI3 0.896 

Source: Authors’ own research results. 

Table 3.     Heterotrait-Monotrait Ratio (HTMT) 
 ACOI BI CCOI CI CK EA FA 

ACOI        

BI 0.534       

CCOI 0.194 0.349      

CI 0.581 0.673 0.503     

CK 0.234 0.564 0.278 0.389    

EA 0.411 0.605 0.385 0.517 0.464   

FA 0.517 0.671 0.351 0.683 0.470 0.700  

Source: Authors’ own research results. 

5. STRUCTURAL EQUATION MODEL 

To test the hypothesis proposed, this study employs the nonparametric method to bootstrap 5000 samples. The results 

indicate that all the proposed relationships were accepted with significant p-values, as presented in table 4. Specifically, two 

factors of cognitive and affective country-of-origin imageshave positive relationships with cuisine image. Meanwhile, 

cuisine image, cuisine knowledge, food, and environment authenticitypositively influence the behavioral intention of 

customers. The relationship between affective country image and cuisine imageis the most significant with the original 

sample coefficient of 0.456. On the contradict, the linkage between environment authenticity and behavioral intention 
appears to be the least significant one with the standardized coefficient value is 0.142. In addition, the ACOI possesses a 

higher original sample coefficient with cuisine image than that of CCOI, which indicates that ACOI has a greater impact on 

cuisine image than cognitive COI regarding ethnic cuisine restaurants. Moreover, T-statistics values range from 3.514 to 

11.77, and the Standardized Root Mean Square Residual (SRMR = 0.082) value is approximate 0.08, which is considered a 

good fit and prevents model misspecification (Henseler et al., 2014; Hu & Bentler, 1999). The structural equation model is 

presented in figure 2. 

Table 4.     Hypothesis testing results 
 Original Sample (O) Sample Mean (M) T Statistics P Values Result 

H1: CCOI → CI 0.395 0.396 11.770 *** Accepted 

H2: ACOI → CI 0.456 0.457 13.666 *** Accepted 

H3: CI → BI 0.329 0.328 7.890 *** Accepted 

H4: CK→ BI 0.253 0.253 6.881 *** Accepted 

H5: FA → BI 0.187 0.187 4.245 *** Accepted 

H6: EA → BI 0.142 0.144 3.514 *** Accepted 

Source: Authors’ own research results. 
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Fig.2. Structural equation model 

6. DISCUSSIONS AND CONCLUSION 

6.1 Discussions 

When considering buying the same product from different countries, customers tend to depend on their perceptions 

towards each country to make purchase intention(Cilingir & Basfirinci, 2014).The results indicate that country-of-origin 
image, including cognitive and affective images, has a positive relationship with cuisine image, which means that the 

customers' perceptions about a specific country will affect their evaluation of that country's cuisine. This indication is 

consistent with the former study (Wang et al., 2012). Moreover, the affective image plays a more assertive role than the 

cognitive one. This result is compatible with previous studies (Maher & Carter, 2011; Wang et al., 2012). Specifically, 

Wang et al. (2012) stated that Chinese customers from various regions exposed to diversified products originated from 

different countries still evaluated the affective image higher than the cognitive one.In this study, the cuisine image exists to 

positively affect behavioral intention, which is compatible with the research of(Choe & Kim, 2018).Cuisine image is an 

essential element in the customer's decision-making process when they want to experience ethnic cuisine. In addition, 

cuisine knowledge also affects the intention of customers, which is in line with several studies(Cilingir & Basfirinci, 2014; 

Liu et al., 2018; Wang & Mattila, 2015). Knowing about exotic cuisine helps customers accurately evaluate the ethnic 

cuisine restaurant and help them decide whether they should dine out at this restaurant.Undoubtedly, peopleoften gather 

information about the products for making a right decision, and the intention to dine at any recommendedethnic cuisine 
restaurant is unexceptional.In terms of authenticity, an individual tends to view the uniqueness and value of the restaurant in 

various ways, mainly basing on the food and atmosphere. The positive connections of food and environment authenticity 

with behavioral intention imply that creating an authentic atmosphere and traditional dishes of exotic cuisines can attract 

more customers to visit and experience a specific restaurant. This statement is consistent with the study of(Kovács, Carroll, 

& Lehman, 2014).The authenticity is formed by the customer's experiences and perceptionsabout the food and environment 

authenticity. In Thai and Korean cuisine scenarios, food authenticity has been noted to have a stronger effect on behavioral 

intentions than that of environment authenticity. It is similar to previous studies who also conducted research on the 

importance of authenticity in the context of the hospitality industry(Jang et al., 2012; Liu et al., 2018). People tend to choose 

ethnicrestaurants predominantly because of the quality, including flavor and eye-catching presentation.The unconventional 

feeling provided through interior design, and restaurant decoration will be the second importance. 

6.2 Theoretical implications 

The confirmation for the importance of country-of-origin image and perceived authenticity in the research model of 

ethnic cuisine has provided the supported ground for future analysis. The country-of-origin image had usually been 

investigated in various models and studies; however, the types of products being focused on are mainly not food-related. 

Being considered a kind of exotic product imported from foreign countries, ethnic cuisine customers depend on the feeling 

towards the country's characteristics to make an evaluation and decide to purchase, dine, recommend or re-patronage at a 

particular ethnicrestaurant. For that reason, the role of the country image should not be neglected in terms of any product 

regarding being distinctively exotic.  

6.3 Managerial implications 

Firstly, by understanding the role of each element in customer's decision-making process, restaurants or hospitality 

companies whose core product is ethnic cuisine can employ the underlying value in raising awareness, attracting and 

promoting the ethnic food to attract more customers. Customers dining at ethnic restaurants are seeking for the novelty and 
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unfamiliar feeling inside every dish; therefore, the suggested marketing plan is to emphasize the uniqueness of the food and 

the service setting rather than promotional or sales campaigns. Explaining to customers about the restaurant's core value and 

maintaining food quality are the best way to obtain loyal customers and attract new potential consumers. Secondly, this 
research can be beneficial for the restaurant chains in Vietnam, serving either Korean or Thai dishes. Compared to Thai 

cuisine segmentation, the development of Korean ethnic restaurants is more significant due to the numerous Korean 

restaurants and the familiarity of Korean culture. Customers decide to dine at Korean restaurants because they have more 

knowledge about Korean than Thai cuisine. Cuisine knowledge has also been proved to have a significant impact on the 

customer's behavioral intentions. Thus, Thai restaurants can attract more customers by providing more information about 

Thai cuisine and focusing on authenticity at the same time.   

7. CONCLUSION AND LIMITATIONS 

This research investigates the roles of country image, authenticity, and cuisine knowledge on behavioral intention 

regarding ethnic cuisine restaurants. The PLS-SEM approach delivered several meaningful results and allowed us to provide 

various recommendations for those working in the hospitality industry. Even though reporting on several positive results, 

this research still embraces some limitations. Firstly, the Covid-19 pandemic has hardly damaged the hospitality industry. 

The situation caused difficulties in the data collection process; thus, we could not approach the massive number of 
customers to gather data. Secondly, this research only focused on customers and restaurants located in Ho Chi Minh city, 

Vietnam. For that reason, the study result cannot represent the whole population in Vietnam. Thirdly, manyother factors can 

be examined to better determine the customers’ behavioral intentions in deciding to dine at ethnic cuisine restaurants.Future 

researches can focus more on the diversity of data collection targeting respondents and the location of researching. 

Examining the model from a broader perspective helps to improve the whole population-representative quality. Provided by 

that, the research can be conducted throughout the central region or big cities of Vietnam, offering the potential source of 

customers for chain restaurants serving ethnic cuisine. Finally, it is recommended to include more ethnic cuisines so that we 

can make comparisons among nations.  
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Appendix 
Table 5.     Measurement scale 

Factor Items 

Cognitive Image 
(CCOI) 
 

In your perception, Thailand/Korea: 
isaffluent. 
iseconomically well developed. 

has high living standards. 

hasadvanced technology. 

has good standard of life. 

Affective 
Image 
(ACOI) 

Based on your feelings, Thailand/Korea is: 
peace loving. 

friendly. 

cooperative with us. 
likable. 

Cuisine Image  
(CI) 

When you think about the cuisine coming from Thailand/Korea,you generallyperceive their 
image as: 
high food quality . 

having global presence. 

high workmanship. 
reliable/worthy. 
good-looking presentation. 

Cuisine Knowledge (CK) I feel very knowledgeable about Thailand/Korean cuisine. 

If a friend asked me about Thailand/Korean cuisine, I could give them suggestions about 
different brands offering them. 
If I had to purchase Thailand/Korean cuisine today, I would need to gather very little 
information in order to make a wise decision. 
I feel very confident about my ability to tell the difference in quality among different 
restaurant brands of Thailand/Korean cuisine . 

Food 
Authenticity 
(FA) 

I perceived the presentation of the food serving at Thai/Korean restaurants as authentically 
Thailand/Korean. 

I perceived the taste of the food serving at Thailand/Korean restaurants as authentically 
Thailand/Korean. 

I perceived the menu/name of dishes as authentically Thailand/Korean.  
Environment Authenticity 
(EA) 

I perceived the interior design of the Thailand/Korean restaurants as authentically 
Thailand/Korean.  
I perceived the music at Thailand/Korean restaurants as authentically Thailand /Korean.  

I perceived the appearance of employees at Thailand/Korean restaurants as authentically 
Thailand/Korean.  

Behavioral Intention (BI) I would like to dine out at restaurants serving Thailand/Korean ethnic cuisine. 

I would like to spread positive things about restaurants serving Thailand/Korean ethnic 
cuisine. 
I would like to recommend about restaurants serving Thailand/Korean ethnic cuisine to 
others. 

(Sources: Authors summarized) 

 


