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____________________________________________________________________________ 

ABSTRACT 

This study aims to examine the awareness towards domestic waste management among 
households at Kota Bharu, Kelantan. The objective of this study is to identify and analyse the 
factors contributing towards domestic waste management awareness among households. This 
study adopts quantitative research 351 questionnaires have been distributed randomly to selected 
participants around Kota Bharu, Kelantan. Data collection has been done by reaching the 
participants via online survey through social media. SPSS software has been used to analyze the 
data collected from the respondents. The result shows a positive relationship between the factors 
contributing towards domestic waste management awareness among households at Kota Bharu, 
Kelantan. The implication and recommendation also provided for the future researchers that will 
conduct this kind of study in the near future. 

Keywords: Factors, awareness, domestic waste management, household 
____________________________________________________________________________ 
INTRODUCTION 

Environmental issues are one of the most significant issues in the world. As the amount of 
domestic waste keeps increasing globally, every country needs to take proactive action for global  
wellbeing. Correspondingly, the awareness about waste management has to be instilled among 
every household around the globe for a sustainable tomorrow.  So, by just being aware of this 
situation will atleast save the environment for future generation. Human activities create waste, 
and the way how this waste is handled, stored, collected and disposed are creating risk to the 
environment and public health (Zurbrugg 2003). 

This study investigates the factors that influence domestic waste management awareness 
among households at Kota Bharu, Kelantan. The key of awareness towards domestic waste 
management is compounded further by several factors that can influence people aware of 
domestic waste issues, especially in the household. Three factors namely; government practices,  
level of knowledge and attitude have been predetermined based on previous studies to study the 
awareness towards domestic waste management. The outcome is expected to be helpful 
practitioners, researchers and citizens. There are three objectives in this research: 

1. To examine the role of government practices towards domestic waste management 
awareness among households. 

2. To study the role of level of knowledge towards domestic waste management awareness 
among households. 

3. To measure the role of attitude towards domestic waste management awareness among 
households. 
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Significance of the Study 

 

Researchers 

This research is intended to provide comprehensive information about waste management to the 
new researchers interested in studying waste management. This study may influence the 
researcher’s perception towards the importance of the domestic waste management. Through 
this study, future researchers will be able to understand the advantages and disadvantages of 
domestic waste management among household and further expand the area. 

 

Government 

The outcome of this study is expected to assist the local government by setting up policies related 
to domestic waste management within Malaysia. It is important to ensure that the Malaysian 
citizens are aware of the policy that’s already in practice and thus improvements can be observed.  
The results of this study may also help to improve the efficiency of industrial operations when it 
comes to waste management. 

 

Community 

The result of this study will enhance the knowledge and information regarding domestic waste 
management among the local community. They can learn more about the advantages and 
disadvantaged of domestic waste management among household and practice accordingly.  

 

LITERATURE REVIEW 

Government practice 

As Malaysia move towards industrial revolution, waste management has continued to be an issue 
due to uncontrolled dumping that is widespread due to urbanization and shortage of landfill sites. 
Indeed, the separation of household waste is unpopular in developing countries, including 
Malaysia, due to the negative perception towards waste management. Consequently, the lack of 
separation of solid waste increases the inefficiency of waste recycling and waste materials 
become contaminated (Jereme et. al., 2015). 

In order to promote public involvement in waste management, the ministry of Housing and 
Local Government (MHLG) has engaged with one of the renowned public realtion company to 
promote recycling activity by creating pamphlets, posters, billboards, promotional ads and songs. 
Then, many buy-back centers have slowly been set up in major Malaysian cities for easy disposal 
of recycled materials. Indeed, in June 2016, the Malaysian government has implemented 
compulsory segregation of waste. Penalties for citizens who do not comply with rules has been 
imposed and it include penalties of up to 500 Malaysian Ringgit. However, the effort somehow 
failed Sile, A.W, 14th November 2016. 

 

Lack of Knowledge 

The lack of knowledge on waste disposal is a major drawback to human health. Owing to the lack 
of knowledge and short handling of dustbins among households, the region is divided into double 
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sided issues (Kiran et al., 2015). It essential for the local people to have basic knowledge about 
waste management. Inadequate knowledge on household waste management may have 
significant health implications to the people and huge effect towards the environment. Contrarily,  
if people have knowledge about household waste disposal, they can stop themselves from 
infectious diseases and keep their environment safe (Jatau, 2013). 

People with lack of knowledge on household waste disposal may negatively perceive waste 
disposal in their homes. People should think about innovative practices for household waste 
management for their benefit. Moreover, poor waste disposal practices may result in 
environmental pollution and rise of infectious diseases among residents. Mass media, television 
and, radio should play a critical role in creating awareness and follow-ups about waste disposal 
among public (Thirumarpan et al., 2015). 

 

Attitude  

Attitude is referred to an individual that have positive or negative perspective in the act of specific 
behaviours (Yazdanpanah M., Forouzani M et al., 2015). This study telling about perspective as 
young people’s perceptions and tendencies of behaviour toward municipal solid waste sorting. If 
youngsters hold a positive perspective toward that, then they become a lot of conscious of the 
importance of municipal solid waste sorting and area unit consequently a lot of bent partaking in 
municipal solid waste sorting, and contrariwise (J. Hosp. Manag et al, .2014).Many of us shows 
lack of interest towards waste disposal. thirty second individuals were best-known regarding ways 
of waste disposal however that have lack of dustbins they weren't waste the rubbish in an 
exceedingly correct means (Azuike et al., 2015). 

 

Research Hypothesis 

Three hypotheses have been included in this study: 

H1: There is a relationship between government practices and domestic waste management 
awareness among households at Kota Bharu Kelantan. 

H2: There is a relationship between the levels of knowledge and domestic waste management 
awareness among households at Kota Bharu Kelantan. 

H3: There is a relationship between attitude and domestic waste management awareness among 
households at Kota Bharu Kelantan. 

 

Research Framework  

The conceptual framework in Figure 1, illustrates the diagrammatic representation of relationships 

between independent variable and dependent variable. 
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Figure 1: Conceptual Framework 

Sources: Adopted from Jayashree, S., Marthandan, G., & Malarvizhi, C. (2012) 

 

METHODOLOGY  

Quantitative approach has been used to study the awareness towards domestic waste 
management among household at Kota Bharu Kelantan. Quantitative approach has been used 
for data collection by considering respondent’s privacy concern. Online surveys have been 
designated and distributed to the potential respondents via social media.  

 

Research Design 

For this study, the researcher has been used the quantitative approach to study on the awareness 
towards domestic waste management in household at Kota Bharu Kelantan. This research has 
been used descriptive analysis for the variable to complete this research. The researcher more 
prefers to use quantitative method to collect the data because the questionnaire might be privacy 
for staffs. 

 

Population  

Populations are branched into subject or subject that has certain criteria quality that is being set 
up by the researcher to be studied and then to pull out the conclusion from it. The population as 
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in whole had all the values that might occur, derived from calculation or its quantitative or 
qualitative that comes from a character of a subject that is wanted to be studied. The total 
population of the data stated are 3673 residents in the area of Kemumin which got from the 
Department of Statistics Malaysia official websites. The reason why we are choosing Kota Bharu 
because there are varieties of households in this area such as families and students. The 
domestic waste from every households is not the same and there will be variety of data collected 
from the research. Therefore, 351 respondents have been choosing from the households inKota 
Bharu, Kelantan. We are choosing the household because the household is most likely to interact 
with the domestic waste management the most in their daily lives as domestic waste is the 
ordinary day-to-day use of a domestic premise waste that is generated as a result. 

 

Data Collection  

Primary data is the firsthand data gathered and assembled specifically for the research project at 
hand. As for this study, primary data has been gathered through online survey. The primary data 
collected serves as the leading resources for this research (Lance P.Hattori 2006). Secondary 
data refers to information gathered by the researcher based on the others’ work. The secondary 
sources have been collected from the third-party resources such as books, journals, articles, 
websites and etc. The secondary sources are also defined as the data that has been previously 
gathered for some mission. Secondary sources can be used in different situation and it is 
assessable, inexpensive, and available at all time. 

 

Sampling Method  

The sampling method is the most useful technique to reach the right respondents since the 
population size are large and the time associated to get the information from the population is 
high (Deming W.Edward 2007). Convenience sampling refers to the sampling technique that is  
used to reach people who are conveniently available. As such, convenience sampling technique 
has been adopted to reach the respondents in this study. In achieving a reliable and valid sample 
for this study, the researchers used the equation from Krejcie & Morgan (1970) to determine the 
sample size. The formula is as shown below: 

 

n = sample size 

N = population size 

e = the degree of accuracy expressed as proportion (0.05) 

 

𝑋2 = chi-square of degree of freedom 1 and confidence 95% (3.841) 

p = proportion of population (if unknown, 0.5) 

 

Research Instruments 

The research instruments used in a survey study is usually a questionnaire designed specially to 
collect the data. A questionnaire has many uses for the researcher. It can serve as a checklist to 
record observations of the behavior of the respondents. The list of question (items) in the 
questionnaire can also being used especially during the interview sessions with the respondents. 
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Data Analysis  

Three types of data analysis have been used in this study namely, reliability analysis frequency 
analysis, descriptive analysis and correlation analysis. The data obtained was analyzed by using 
Statistical Package for the Social Science (SPSS) version 2010. This exploration has been utilized 
clear investigation of the variable to finish this examination. Graphic investigation is utilized to 
depict the essential highlights of the information in the examination. Expressive investigation is 
significant on the grounds that empowers us to introduce the information in a more significant 
manner which permit easier translation of the information. The examination is finished by 
techniques for a quantitative outline investigate design including a composing study and definite 
affirmation requests about describes a survey as an assessment strategy used to assemble 
information in the midst of a significantly put together gathering. 

 

FINDINGS 

This topic was delineated about the discussion of research finding. Thus, the objective of this 
research is to identify the relationship between the government practice, level of knowledge and 
also attitude in Household at Kota Bharu, Kelantan.  

 

Government Practice 

Firstly, the result shows that there is a significant relationship between government practices and 
domestic waste management awareness among households around Kota Bharu, Kelantan. The 
table 4.5.1 of Pearson Correlation in independent variable 1 (government practice) it can be seen 
that the correlation coefficient (r) equals to 0.495, which indicated a moderate positive correlation 
between awareness towards domestic waste management and government practice. The result 
presented in Table 4.5.1 shows that the relationship between government practices and domestic 
waste management awareness among households is significant and moderate at r=0.495. The 
finding is in line with the study by (Jereme et.al,.2015) that lack of separation of solid waste at 
source increases the inefficiency of the recycling activity. 

 

Table 4.5.1 showed the correlation between awareness towards domestic waste management 
and government practice 

Correlations 

  Awareness Government Practice 

Awareness Pearson Correlation 1.000 .495** 

Sig. (2-tailed)  .000 

N 350.000 350 

Government 
Practice 

Pearson Correlation .495** 1.000 

Sig. (2-tailed) .000  

N 350 350.000 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Level of knowledge 

The result presented in Table 4.5.1 shows that the relationship between level of knowledge and 
domestic waste management awareness among households is significant and moderate at 
r=0.419. The finding is supported by (Kiran et. at., 2015) that lack of knowledge and short handling 
of dustbins in households contributes to domestic waste management issues.  

 

Attitude 

The result also shows that the relationship between attitude and domestic waste management 
awareness among households is significant and moderate at r=0.552. According to Yazdanpanah 
M., Forouzani M et al., (2015) attitude refers to the individual with a positive or negative 
perspective in acting a specific behaviour that is comparatively persistent. Their study has also 
highlighted the importance of young people’s attitudes and perspectives. 

 

DISCUSSION & RECOMMENDATION 

The success of domestic waste management indeed begins with people’s action. Every 
household should be aware and know the composition of the solid waste that needs to be 
separated, placed in an acceptable container or plastic trash and put on the edge of the bin on 
the day of collection specified in a area. However, bulk waste should be neatly arranged on the 
shoulder of the road on the day of collection to ease the collection process. The collection of 
waste material will be carried out once a week by the concessionaire who has been hired.  

Mass media and government should work together to create awareness among the citizens 
on the need for proper waste management and the need for 3R practice, reduce, reuse and 
recycle. Information and promotion activities regarding waste segregation can be done through 
television, radio, announcements through regular newspaper articles and through social media 
such as Facebook, Twitter and etc. 

The local government should encourage "pay-as-you-throw" systems within the community 
to boost up waste management awareness. Typically, residents will have to pay for garbage 
collection through property tax or fixed costs, based on the amount of waste generated by a 
household. According to EPA (2009), more than 7,000 communities have implemented a 'pay-as-
you-go' scheme where the community pays based on the amount of garbage they throw. This 
increases direct economic incentives to recycle and produce less waste. 

 

CONCLUSION 

The goal of this study was to determine factors that affect domestic waste management in 
awareness of household in Kota Bharu, Kelantan. In this study, awareness of domestic waste 
management in household influenced by government practice, level of knowledge and attitude. 
Therefore, the awareness of domestic waste management was represented by household at Kota 
Bharu. In addition, there were three independent variables which are government practice, level 
of knowledge and attitude. Those independent and dependent variables were analyse Pearson 
Correlation Coefficient. Its show that the dependent variable is influenced by independent 
variable.  
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ABSTRACT 

The study examines customer satisfaction towards the dimension of service quality of fast food 
restaurant, McDonald's in Pengkalan Chepa, Kota Bharu, Kelantan and to find out the relationship 
between service tangibility, service reliability, service responsibility and service empathy with 
customer satisfaction. A survey was conducted using questionnaire through Google Form, 
involving 380 respondents who ever went to fast food restaurants, McDonald's in Pengkalan 
Chepa. Descriptive and inferential analysis were used to analyse data obtained. Findings 
revealed that the four variables are significantly related to customer satisfaction with the tangibility 
showing moderate relationship and for reliability, responsibility and empathy showing high positive 
relationship on customer satisfaction. The results are in line with previous researches whereby 
the dimension of service quality is an important determinant affecting customer satisfaction. 
Implication and recommendations were provided for future researchers in line with the study. 

Keywords: McDonald’s restaurant, customer satisfaction, tangible, responsiveness, 
reliability and empathy 

INTRODUCTION 

The hospitality industry has been marked by growing at an unprecedented rate. There has 
increased focus on the hospitality industry as an industry of global dimensions. Today, the 
hospitality industry is considered as a successful sector especially when there are more and more 
consumers look at the quality not merely quantity. Service plays as a significant role in the 
customer-oriented industry such as hospitality industry. It was argued that the service quality for 
the hospitality industry was highly competitive in meeting customer satisfaction (Jeong and Oh, 
1998).  

The fast-food industry has come to be the primary provide sector whose internationalisation 
and boom have growth to be vital (Woodman, 1980; Chaudhry, 1995). The fast-food industry like 
McDonald's is the higher to grow rapidly and maintain a competitive advantage. Every McDonald's 
restaurant focused on their offerings which they furnished to their customers for growing and 
sustaining in the competitive market. For this reason, many advanced and progressive offerings 
are furnished by the business enterprise due to the economic and plenty of advanced 
technologies. The growth of the fast-food industry like McDonald's is important for the economy 
of Pengkalan Chepa, Kelantan. 

Customer satisfaction has associated with profitability and the great service (Cronin, Taylor, 
1992; Anderson, Fornell & Lehman, 1994). The idea of customer satisfaction has been developing 
over time. It is the technique of delight that permits the firm to boom its reputation correctly and 
efficiently. So, service quality and customer satisfaction are the principle of the important thing 
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elements of an organization. The employer that offers services quality excellent has satisfied 
customers more than the firms that do not offer the great service quality for their customers 
(Gilbert, Veloutsou, 2006; Gilbert, et.al, Goode and Moutinho, 2004). Studies are restrained and 
do not provide an explanation for the great association among customer satisfaction and service 
quality. To create a repetitive and satisfied customer, service quality is an important to play a 
critical role. This research can assist the management of fast food restaurant McDonalds to 
provide the excellent services to their customers via enhancing the service quality of dimensions. 

Saporna, Claveria, and Accounting, (2019) proved that service quality is an important thing 
for a successful eating place. When customers are happy with the services presented, the chance 
of customers returning to the restaurant is excessive service quality can be measured by 4 
dimensions which are tangible factors, responsiveness, reliability, and empathy. Customer is the 
key function in any business, without customer it's hard to do business, and that's the fact (Khan, 
Hussain, & Yaqoob, 2013). Therefore, it is essential to involve paintings closely with customers 
because they also can create a business through marketing 'word of mouth'. As the quick meals 
industry, McDonald's restaurants want to keep performance in their fashionable operations and 
hold up with the quality in their services specifically. Many problems and issues are faced by that 
fast food’s restaurants should face in running the business. 

This aim of this study is to investigate the relationship between the dimensions of service 
quality towards customer satisfaction. It will focus on the relationship of the four (4) independent 
variables which are tangibles, reliability, responsiveness, and empathy with identified dependent 
variable customer satisfaction.  

There are four objectives of this research: 

1. To determine the relationship between service tangibility and customer satisfaction in 
McDonald's.  

2. To determine the relationship between service responsibility and customer satisfaction in 
McDonald's.  

3. To determine the relationship between service empathy and customer satisfaction in 
McDonald's.  

4. To identify the best quality service of dimension perceived by customer satisfaction in 
McDonald's.  

 

Significance of the Study 

The purpose of this study is to provide restaurant management insight on the importance of 
service quality toward customer satisfaction. Besides that, this study will also beneficial for the 
restaurateur, by providing a high quality of service for customers and thus will improve the image 
of the restaurant and increase sales. In this study, the researchers also learned the basic skill of 
how to conduct research. The researchers can understand more about the people in this area's 
perception of service quality than McDonald’s restaurants provide. 

 

LITERATURE REVIEW   

Customer satisfaction  

Past research has shown that customer satisfaction has been an issue of the best interest to 
organizations of all market sectors such as including the airline industry, the hospitality, and 
tourism industry, and the food service sector since the 20th century (Anderson & Sullivan, 1993; 
Churchill & Surprenant, 1982). Therefore, customer satisfaction is also related to a person's 
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feelings of pleasure or disappointment (Kotler and Keller, 2011: 144). Since the economic 
exchange existed, customer satisfaction has the most important to be a success in business. So, 
customer satisfaction is the most an import to every type of company to succeed in the market 
their services and product especially famous companies like fast-food restaurants, McDonald's' 
to make their customer always loyal to them.  

 

Tangible 

Raajpoot (2002) introduced the tangible service scale for measuring tangible elements of service 
quality (Kukanja, Planinc, & Jakulin, 2020). Tangible is associated with the physical aspects of 
fast-food restaurants where it involves the physical environment of fast-food restaurants, 
providing complete physical layout and convenience to customers (Tat et al., 2011). Apart from 
that physical fast-food restaurant also focuses on the equipment used to provide services and 
instant food restaurant products to customers (Tat et al., 2011). Physical possibilities, equipment, 
employees, appearance, and communicative commodity are among the tangible factors  
(Esmaeilpour, Mohamadi, Rajabi, & Economics, 2016). 

 

Responsiveness 

Many researchers have proved that service responsiveness would influenced to customer 
satisfaction. Azman and Yunan (2016) used responsiveness service which includes taking care, 
feedback, priority, and urgent action to doing study tests then the researchers conclude that 
responsiveness was significantly influenced to customer satisfaction. Next, according to Benjamin 
et al. (2019), when the staff paid more attention and deal with customers greater with courtesy, 
the results of the data analysis are proven that were positive change, and customers were glad 
about the restaurant service. According to Namin (2017), the researcher observed that 
responsiveness is the level of accuracy and velocity of service supplied, long waiting time might 
purpose the customer experience unhappy or dissatisfied. In keeping with Majid et al. (2016) 
concluded that the responsiveness of the personnel of the fast-food industry toward customers 
has a significant impact on its emblem equity.  

 

Reliability 

Reliability refers to the ability of an establishment to offer service dependably and accurately. In 
other words, reliability means that an organization delivers on its promises like about service 
provision, pricing, delivery and problem solving (Jordaan & Prinsloo, 2001; Lee & Johnson, 1997; 
Zeithaml & Britner, 2003). Previous studies found that the employee behaviour is most influential 
factor in shaping customer’s satisfaction (Hennig-Thurau, 2004; Wall and Berry, 2007; Baker et 
al., 2013). Accordingly, it is the customer’s dining experience in the restaurant that creates 
customer satisfaction and intention to repurchase. In fast food restaurant, reliability may be 
characterized by adherence to customer requests regarding the preparation of menu items, 
reservations tables and accurate billing among others. Customers want to feel important and 
understood by the employees on the organizations that provide services to them.  

 

Empathy  

An empathy dimension which is dictates that McDonald's restaurant must be able to put 
themselves in the customer's situation. The empathy is a determinant of customer satisfaction, 
the customer must get services that will make them believe that their outcomes to input ration are 
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equal to that of other persons in the exchange (Oliver, 2010). Therefore, McDonald’s restaurant 
also must be able to give undivided attention to the customer to every level of them, be available 
at all times and be polite to ensure the customer's experience is memorable for giving the best 
services for them.  McDonald's restaurant for the empathy results related to customer satisfaction, 
the positive word of mouth then ultimately leads to brand loyalty (Kasiri, Cheng, Sambasivan & 
Sidin, 2017). As a result of that situation, customer satisfaction can be related to the quality of 
services that McDonald gives for them. 

 

Research Hypothesis 

In this study, there were four hypotheses tested are: 

H1: There is positive relationship between tangibility and customer satisfaction. 

H2: There is positive relationship between reliability and customer satisfaction. 

H3: There is positive relationship between responsiveness and customer satisfaction. 

H4: There is positive relationship between empathy and customer satisfaction. 

 

Research Framework 

The research model used for this study is to investigate customer satisfaction toward the 
dimension of services quality in fast food restaurant, McDonald's in Pengkalan Chepa, Kelantan. 
Therefore, tangible, reliability, responsiveness and empathy to determine the customer 
satisfaction in fast food restaurant, McDonald's in Pengkalan Chepa, Kelantan which is used in 
this study to test the hypothesis as shown in Figure 1.  

 

Figure 1: Research framework for Customer Satisfaction toward Dimension of Services Quality 
in Fast Food Restaurant, McDonald's. 

Source: Determinants of Importance of Service Quality in Customer Satisfaction Adapted from 
(A Study on Fast Food Restaurants) from Aftab, Sarwar, Sultan, and Qadeer (2016) 

 

METHODOLOGY 

Research Design 

This study used the quantitative method to gain data through questionnaire via a google form. 
The questionnaire was designed in bilingual languages namely with are Malay and English. The 
aim of this study is to determine the relationship between service quality dimensions towards 
customer satisfaction in the fast-food restaurant of Pengkalan Chepa, Kota Bharu, Kelantan. The 
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questionnaire is included 2 section, Section A is Demography totally 3 items while for Section B 
is about independent variable and dependent variable got 27 items. There have a 5point Likert 
with closed-ended questionnaire scales ranging from (1) "Strongly Disagree" to (5) "Strongly 
Agree" used in measuring the variables.    

 

Data Collection 

In the first stage, pilot testing was conducted with 10 respondents to test the reliability as a 
fieldwork. A set of questionnaires was distributed to the 380 respondents to collect the data via 
Google Form through social media platform. Questionnaires were answered by customers of 
McDonald Pengkalan Chepa, Kelantan and students of University Malaysia Kelantan. After the 
respondent answered, the results can be seen immediately and can be done directly using 
Microsoft Excel. 

 

Sampling 

The sampling technique in this research is non-probability sampling which is convenience 
sampling. Convenience sampling is selecting participants as they are often ready and easily. It 
appears to be a preferred student sampling technique, as it is cheap and a simple choice 
compared to other sampling techniques (Ackoff, 1953). 

 

Data Analysis 

All the data collected through the self-administered questionnaire were analyse using the 
statistical package for social sciences (SPSS) version 25 and the required measures were taken. 
SPSS is one of the best and most appropriate programs to run the analysis with the acquired data 
(Raduzzi & Massey, 2019). Therefore, the researcher using t-test analyse of variance and 
regression analyses to determine if there were significant differences in customer satisfaction 
towards dimensions of service quality of fast-food restaurants. 

 

FINDINGS 

Profile Sample 

There are 380 respondents were selected and male represented 28.16%, while the majority of 
the respondents involved in this study's questionnaire survey are female represented 71.84%. 
Most of them who went to McDonald's in Pengkalan Chepa, Kelantan are Malay respondents 
represented 63.95%. Another race is selected in the questionnaire survey which is Chinese 
represented 19.74%, Indian represented 9.74 and others represented 6.58%. Besides, 61.05% 
of respondents went to McDonald's restaurant are below 8 times, 25.26% of them went to 
McDonald's are between 8 to 15 times while 13.68% of respondents went to McDonald's are 
above 16 times. Therefore, the majority of the respondents who went to McDonald's are below 8 
times.  
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Analysis of Customer Satisfaction towards The Dimension of Service Quality of Fast Food 
Restaurant, McDonald’s. 

 

Independent variables: 

Responsiveness score the highest (mean=4.11, SD=0.68) indicating that responsiveness 
determines the level of customer satisfaction since respondents agreed with most of the items. 
Respondents agreed that McDonald's restaurants always provided prompt and accurate service 
for the customers is authentic (mean=4.18, SD=0.63). The respondents agreed that the 
employees informed the customer on the waiting time required until time to serving (mean=4.13, 
SD=0.69) and they also agreed that the employee knew to answer the customer's question 
(mean=4.12, SD=0.66). Then, the respondents also agreed that the employees were ready to 
help (mean=4.11, SD=0.69) and the employees can introduce and explain the menu 
professionally (mean=4.08, SD=0.68). Meanwhile, the employees who handled the complaint 
promptly scored the lowest (mean=4.03, SD=0.75). For the previous studies, the researchers 
have done by Rousta and Madani (2010), Ryan et al (2013) also confirmed the result of the test 
that responsiveness is important to customer satisfaction. 

Reliability scored second (mean=4.09, SD=0.73). Respondents agreed that they got the 
food ordered correctly (mean=4.22, SD=0.60). Respondents also agreed that they can claim if 
there are wrong orders (mean=4.15, SD=0.72) and employees gave fast responses when 
customers asking for a menu (mean=4.10, SD=0.69). Then, respondents agreed that the services 
in McDonald's were fast (mean=4.04, SD=0.75). Meanwhile, not waiting too long to get the order 
to counter the lowest scored (mean=3.94, SD=0.83).  The finding is in line with previous research 
by Oyewole (1999) supporting the fact that when they order food, fast services are a significant 
point for customers. Abdullah and Rozzario (2009) suggested that satisfaction would be high if 
the standard of service is high. 

Empathy scored third (mean=4.08, SD=0.73). Respondents agreed that McDonald's is 
constantly updating their online applications to make it easier for the customer to use the services 
they provided (mean=4.18, SD=0.67). Respondents also agreed that the employees helped them 
well and sincerely (mean=4.11, SD=0.71). Then, respondents agreed that the employees gave 
good service to the customer (mean=4.06, SD=0.76). Meanwhile, the employees were always 
friendly and smile at customers scored the lowest (mean=3.69, SD=0.84). The results of a 
previous study by Sajadi and Rizzuto (2013) who stated the interesting experience that customers 
want when they eat in a restaurant, the restaurant can make the heart happy. Lee et al., (2009) 
and Nezekati et al.,(2011) stated that if a user has an experience that makes the customer feel 
satisfied, such as getting friendly treatment in fast food, it can attract the customer to always come 
to the fast-food restaurant.  

Tangible scored the lowest among the other variables (mean=4, SD=0.84). Specifically, 
respondents agreed that an easily readable menu (mean=4.24, SD=0.63) and the restaurant was 
comfortable (mean=4.14, SD=0.64). The respondents also agreed that adequate availability of 
sauces, tissues, and cutlery (mean=4.05, SD=0.72). Next, the respondents agreed that the 
restaurant environment was clean, and the employees were neat in their appearance (mean=4, 
SD=1,0.67). Then, the respondents agreed that the physical facility like table and chair were 
adequate (mean=3.85, SD=0.96) and also parking availability (mean=3.66, SD=1). Meanwhile, 
the clean restroom is scored the lowest (mean=3.53, SD=1). The findings are in line with previous 
research by Malik (2012) & Bhattacharya (2011) added the customer perception about the quality 
of service provided can improve the image in fast-food restaurants. Hidayah (2009) also states 
that the better of the image a restaurant to the customer satisfaction.  
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Dependent variable: 

The level of customer satisfaction scored (mean=4.20, SD=0.65). Respondents strongly agreed 
that they liked the products and services provided by McDonald's (mean=4.25, SD=0.64) and 
also, they were satisfied with the products and services provided by McDonald's (mean=4.20, 
SD=0.61). Then, the respondents agreed that good service was provided by McDonald's to give 
their customer's satisfaction. Surprisingly, respondents were happy with the customer-friendly 
service provided by McDonald's (mean=4.16, SD=0.72). In the past research by Hansemark and 
Albinsson (2004), attitudes toward customer service providers, or emotional responses to 
differences between what customers expect and what they get, indicate customer satisfaction in 
general. 

 
Relationship between tangible, reliability, responsiveness, and empathy on customer 
satisfaction towards McDonald’s. 
 
The result of Pearson’s Correlation indicates that tangible and customer satisfaction 0.630, which 
indicated a weak linear relationship. Following reliability and customer satisfaction showed a low 
coefficient value of 0.722 indicating a positive linear relationship. Then, responsiveness and 
customer satisfaction showed 0.792, which indicated a strong linear relationship. Meanwhile, 
empathy and customer satisfaction showed 0.768 indicating a moderate linear relationship. All 
four variables positively correlated to customer satisfaction and significant since p<0.05. 

 

H1: There is positive relationship between tangibility and customer satisfaction. 

Tangible is an important part of the quality services on customer satisfaction. Heung (2000) and 
Khan (2013) also stated that tangible has a positive impact on customer satisfaction in a fast-food 
restaurant. Similarly, Qin (2009) maintained that the tangibles of fast food restaurant directly 
impact the customer's experiences and on its services.  

 

H2: There is positive relationship between reliability and customer satisfaction.  

The present study shows similarity to the past research that reliability is significant at the 0.05 
level with the low coefficient value. Factor has a weak influence on customer satisfaction. 
Similarly, Bourgoure and Neu (2010) claimed that the level of customer satisfaction and the 
reliability of service in a fast-food restaurant has a low relationship. Besides, the research result 
of Agbor (2011) showed that the level of customer satisfaction depends lightly on the reliability of 
the service quality sector.  

 

H3: There is positive relationship between responsiveness and customer satisfaction.  

The result of the third hypothesis is supported by the high positive value with customer 
satisfaction. The previous studies of responsiveness, responsiveness will be the most important 
dimension in customer satisfaction-based services (Chanak, Wijetarne & Achcuthan, 2014). 
Therefore, researchers also identified that different types of service providers will have a different 
level of responsiveness (Bihamta, Jayashree, Rezaei, Okumus & Rahimi, 2017). 
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H4: There is positive relationship between empathy and customer satisfaction.  

The hypothesis for the empathy result is showing a positive relationship between customer 
satisfaction in the previous study by Junaib Aftab, Huma Sarwar, Qurrat-ul-ain Sultan & Maryam 
Qadeer (2016). Furthermore, the outcome of this research also matches with the result of 
previous Lee (2005).  

 
DISCUSSION & RECOMMENDATION 

Discussion for this research is based on the data collection from, the population of customers of 
McDonald's in Pengkalan Chepa who were selected for the survey. According to the data in this 
review, the objectives of the study are based on the framework such as the dependent variable 
and independent variables. Therefore, the most elevated data hypothesis of Pearson’s 
Correlation Coefficient relationship to the dependent variable with customer satisfaction toward 
fast-food restaurants between the tangible, reliability, responsiveness, and empathy variables 
results are 0.630, 0.722, 0.792 and 0.768 respectively. Besides, there are several suggestions 
can be taken by future researcher which relevant the customer satisfaction towards the dimension 
of service quality of fast food restaurant, McDonalds in Pengkalan Chepa, Kota Bharu, Kelantan. 
Then, the data has been collected in the area of Kelantan and only focusing at the McDonalds 
that located in area Pengkalan Chepa. Therefore, in the future researchers can carry out a new 
study which focus on all McDonalds in area Kelantan and others Malaysian states such as 
Terengganu, Pahang, Kuala Lumpur, Sabah and Sarawak. 

 

CONCLUSION 

In conclusion, this research was conducted in order to determine the relationship between service 
quality dimensions towards customer satisfaction in the fast-food restaurant of Pengkalan Chepa, 
Kota Bharu, Kelantan. As mentioned, the total number of 380 questionnaires were answered by 
380 respondents through google form.  Overall, the result showed that there is positive significant 
relationship between the dimensions of service quality which are tangibles, reliability, 
responsiveness, and empathy with customer satisfaction. Therefore, the objectives of this study 
are achieved. 
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ABSTRACT 

 

This study aimed to determine the perception and acceptance of Sambal Pijat in Kelantan. 
Sambal Pijat is one of Kelantan's traditional food. The main ingredient of Sambal Pijat is derived 
from Pokok Pepijat. This plant can only be found in Jeli, a district in western Kelantan. This plant 
also has the smell of stink bugs. In this case study, qualitative research has been employed in 
the form of semi-structured in-depth interviews. A total of ten participants in Kelantan were 
interviewed to get their views on their perceptions and acceptance towards Sambal Pijat. Findings 
show that the factors that influence consumers’ perceptions toward Sambal Pijat are the smell of 
the sambal and the name. Also, issues and challenges faced in introducing Sambal Pijat in 
Kelantan were discussed. 

 

Keywords: Sambal Pijat, perceptions, acceptance, traditional food, consumer study 

INTRODUCTION 

Food is the necessity of a human's daily life. Biologically speaking, food is a necessary condition 
for human survival. Food also plays an important role in tourism (Tikkanen, 2007). Food is not 
only a functional component of travel, but food also associates with, sensual symbolic, and 
ritualistic (Mitchell & Hall, 2003; Kivela & Crotts, 2006; Shaw and Smith, 2008). Visitors explore 
foods that are unfamiliar to them as an entry point to explore novel cultures and lifestyles (Long, 
2004). Often, food is considered an essential part of the travel experience as it provides 
unforgettable and enjoyable entertainment for visitors (Sanchez, Canizares & Lopez-Guzman, 
2012). As mentioned by Lacy and Douglass (2002), “every tourist is a voyeuring gourmand” as 
one of the main implicit factors that tourists consider in choosing the destination is food. 

Studies designed to explain the food choice behavior and purchasing behavior of visitors 
are only just emerging (Robinson & Getz, 2016). Mitchell and Hall (2003) were the first to draw 
attention to this research gap. Eight years later, similar concerns emerged, indicating the 
continued need to study tourists' food-related behaviors (Kim, Kim, & Goh, 2011). A study by Kim, 
Eves and Scarles (2009) mention that existing studies on the consumption of local food and 
beverages at a destination are at an early stage and as such, is still establishing its basic tenets. 
Therefore, it is beneficial to study and explore the understanding of tourists' traditional food choice 
behavior and decision-making process in tourist destinations (Lee & Scott, 2015; Frisvoll, Forbord, 
& Blekesaune, 2016).  

Therefore, this study was inspired by the lack of research on traditional food consumption 
behavior. Every part of the region has its traditional food that originated from plants or trees. For 
example, Jeli, Kelantan has a hilly area and because of the geographic condition, planting is a 
common thing within this area. One of the prominent plants planted in this area is Pijat tree which 
is the main ingredient for the famous Sambal Pijat. The leaves resemble strong turmeric leaves 
that smell like stink bugs is a must-have menu at any event in Jeli, Kelantan. Due to the 
uniqueness of this food, this study provides a theoretical and an empirical test on determining the 
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factors that influence consumers’ perceptions and acceptance toward Sambal Pijat and what are 
the relationship between them. 

There are three objectives of this research:   

1. To determine the factors that influence consumers’ perceptions towards ‘Sambal Pijat’  

2. To determine the relationship between consumers’ perception and acceptance towards 

‘Sambal Pijat’   

3. To determine the challenges faced in introducing ‘Sambal Pijat’ in Kelantan.  

LITERATURE REVIEW   

Pokok Pepijat or Elettariopsis Curtisii   

Pepijat’s tree is a plant that belongs to the ginger family. Ellettariopsis Curtisii is the scientific 
name of ‘pokok pepijat’. It is a natural plant in Malaysia. Its growth distribution covers areas of 
Thailand, Malaysia, and Borneo. This tree thrives in the moist air, together with moist soil, and 
receives full shade from other plants. The leaves look like turmeric leave and it has a stinks bug 
smell.  

Perceptions   

Perception can be defined as opinions or views and responses and in this study, perception of 
society to Sambal Pijat. Society will make the perceptions to Sambal Pijat based on different 
criteria such as taste and smell. Besides, social influences such as gender and socioeconomic 
status may affect one’s perception. Studies by Kimura (2004) and Geart, Gilger, and Elliot-Miller 
(1992) show that gender differences may affect perceptions. Other than gender, socioeconomic 
status may also affect things such as where people live, eat, wear, and their education. All of 
these are fundamental for the formation of reminiscence and life experience.   

Acceptance   

Del Giudice & Pascucci (2010) stated that user knowledge and trust have been identified as the 
main determinants of their acceptance. Other researchers such as Fortin and Renton (2003) 
pointed out the other three factors governing customer attitude towards modified food. The 
perceived characteristic of the food product, the perceived effects of buying and consuming the 
product, and the attitude towards genetic engineering in food production in general. Customer 
acceptance can be influenced by many determinants, including socio-demographic factors, 
cognitive and attitudinal factors (Shamal & Mohan, 2015).  

Flavour  

Flavour is defined as a complex combination of the olfactory, gustatory, and trigeminal sensations 
perceived while tasting. The flavour of food is one of the main factors that influence food quality 
and acceptance. It strongly determines consumer behaviour. According to Lawless (2001), the 
primary taste that many researchers can detect is widely agreed to include bitter, sour, sweet, 
salty, and umami. If food is less tasty, there will be a high possibility of rejection despite their 
image and varieties (Soukara, 2007). Based on this study, consumers often consider taste and 
flavours as the first and foremost requirement in purchasing and consuming Sambal Pijat.   
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Texture  

Texture innovation has been emerging since 2017. Other than texture, visual, appearance, taste, 
and aroma are the criteria that may elevate the status of the food. Creating the best texture 
depends upon choosing the best ingredients. Gelski (2017) stated in achieving acceptable, 
customer-pleasing, the texture is pivotal when formulating items such as snacks and frozen food. 
The product's freshness will affect the consumer purchasing decision; therefore, it is important to 
keep the texture of the product in order to keep or increase the market demand (New Straits 
Times, 2018).  

Food Appearance  

According to Corradini (2019, colour plays an important role (either synthetic or artificial colour) 
to provide the desired sensory feature. Berry (2013) found the colour and good look that is served 
to entice the consumers will bring the flavour and texture back in the minds of the customers 
especially those who have the expectation from their experience. The success of the food industry 
itself is actually from creating consistent and interesting products that rely on the consumers’ 
constant belief that the appearance of the food is the indicator of the acceptability of eating the 
quality food (MacDoughall, 2003). 

Traditional Food in Malaysia  

Traditional food is closely related to food heritage and has become an important part of social life 
(Ramli M., Adilah, Zahari M., Salehuddin, Halim, Nurhasmilaalisa, Aris & Mohammed, 2017). 
Traditional food preferences as relationship to food passed on from one generation to the next 
have been supported by previous researchers who argue that traditional foods are part of the 
cultures, identities and heritage of countries around the world. Numerous researchers stated that 
traditional foods are part of the cultures, identities and heritage of a particular country around the 
world. This can be passed on from one generation to another and can resulting in 
intergenerational transmission (Hamzah 2015, Sharif). It is also associated with celebrations and 
a special occasion (Vitterso & Amilien, 2011).  

Malaysia cuisine which include culinary traditions and practices, reflects the multi-ethnic 
composition of its population. From main courses, appetizers to desserts, traditional Malay food 
cuts across the country's cultures and ethnicities. Malaysia is one of the few places where different 
flavours and traditions can be found, living proof of the famous maxim that "Malaysia is truly 
Asian”. According to the National Food Heritage (Negara, 2012), Malays account for 67.4%, 
Chinese 27.6%, Indians 7.3% and other 0.7% from 500 data collected in Klang Valley. The three 
most popular traditional foods are Bubur Cha Cha, Kuih Seri Muka and Karipap. The second most 
common traditional food is Nasi Lemak, Nasi Kerabu, Nasi Dagang. Laksa, Mee Kari, Teh Tarik, 
Cendol and Sambal Belacan also rank relatively high in other categories. Traditional food has 
long been the identity of all ethnic groups because of its uniqueness and particularity.  

Traditional Food in Kelantan  

Some foods are influenced by other cultures, and based on geographical factors, the region is 
associated with other strong cultural regions. Some foods are influenced by other cultures and 
the region is connected to other influential cultural regions based on geographical factors.  

Kelantan's tourism slogan is also "The Cradle of Malay Culture", which shows that Kelantan is the 
true heritage of strong Malay food image (Ramli M., et al., 2017). Kelantan is one of the state in 
Malaysia state of Malaysia, located on the east coast of Peninsular Malaysia, famous for its 
cultural heritage and natural environment (Marzuki, Hussin, Mohamed, Othman & Som, 2011). It 
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is said that many local delicacies have retained the original flavour that people made in the past.  
Some classic dishes well-known in Kelantan are Nasi Tumpang, Khao Jam and Roti Titab, while 
the Sambal Pija’ mentioned in the study is Kelantan's most representative food, which   

Due to Kelantan's relative isolation and largely rural lifestyle, the culture of Kelantan people 
is somewhat different from the Malay culture of other parts of the peninsula. This is reflected in 
their cooking style. The availability of local ingredients made Kelantan dishes distinct from other 
states. Therefore, it is important to impart this knowledge to future generations in order to sustain 
the traditional cuisine.  

Perception and Acceptance Traditional Food in Malaysia  

Every ethnic group in Malaysia has their own traditional food that symbolizes their unique etnicity. 
Due to the diversitiy, people nowadays are more open in selling and buying food which is not 
originated from their etnic. For example, the Chinese buy Nasi Lemak and Malay sell Yong Tau 
Foo, Roti Canai and so on.  This proves that Malaysians can accept this traditional food without 
being racist. This kind of food is well received by the people of Malaysia (Md Ramli, Mohd Zahari, 
Abdul Halim, & Mohamed Aris, 2017).  

In addition, consumer knowledge and trust have been identified as important determinants 
of their acceptance of traditional foods (Kaya, 2016). Acceptance of a type of food such as 
traditional food depends on whether it meets the needs, expectations and satisfaction of the 
consumer (Sadilek, 2019). Generally, the characteristics of traditional foods need to be practiced 
by the older generation to the younger generation so that the acceptance of traditional foods can 
be sustainable throughout the ages (Zahari, 2013).  

Perception and Acceptance of Sambal Pijat in Kelantan  

Sambal Pijat is categorized in dry foods. It has a distinct stinky bug smell, but it can turns into a 
very delicious scent when cooked (Sumayah, 2011). The acceptance of this Sambal Pijat is very 
encouraging as they not only served as an accompaniment in Malay food, but also use this tree 
as a traditional after-birth treatment. 

In addition, Jeli’s traditional menu like Gulai Sambal Pijat, Gulai Asam Rong is a basic food 
to be served with Sambal Pijat. People in Jeli love Sambal Pijat so much. This is because most 
of them says “eating without Sambal Pijat cannot improve their appetite”. Since Sambal Pijat is 
already known to the Jeli community, this food is a hereditary food from ancient times. They prefer 
Sambal Pijat compared to Sambal Belacan. Although it is spicy and sourish, Sambal Pijat proven 
to be one of the favourite sambal among Kelantanese and has become a special dish for any 
occasion.  

 



 

 

 

210 

 

 

Figure 1. Sambal Pijat freshly made in traditional way which is the pepijat’s root was pounded 
using lesung batu. The ingredients consist chili, asam keping and pepijat’s root 

 

METHODOLOGY  

To achieve the research objectives, information about consumers’ perception and acceptance 
toward Sambal Pijat collected. The sampling strategy adopted in this study is targeted at specific 
individuals or groups, and focuses on the criterion-based sampling techniques, namely purposive 
sampling. Typically, purposive sampling is intended to facilitate the work of the researcher as it 
depends on such situation as requiring a target for a fast sample. This method been selected 
because of it is effective only small number of participants. Participants were selected based on 
the criteria needed for the study for example, they are staying or had been staying in Kelantan, 
have or never tried of any sambal product, or have heard of the name of Sambal Pijat. This 
research offers the depth in understanding the traditional food, Sambal Pijat. By examining the 
factors that influence consumers’ perception, the relationship between consumers’ perception 
and acceptance, and challenges faced while introducing the Sambal Pijat to the market. This 
research has gathered 10 participants from different criteria such as students and housewives 

 

Data Collection Method   

This research uses one type of interactions with the participants which is the semi structured in 
depth interview. The in-depth interview gives the participants a looser way of answering the 
question as the interviewer does not need to follow a rigid form. The participants are freer to 
express their opinion and sharing their own perceptions.  

The data were collected in 3 days starting form 26th October until 29th October. On the first 
day interview, the researcher randomly chooses a total of 5 students from University of Malaysia 
Kelantan. On the second day interview, 3 participants were selected from different work 
background namely, a jewellery shop staff, flight officer and cleaner at University Malaysia 
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Kelantan. On the final day, another 2 participants were employed for the interviews. The onsite 
interviews were conducted in Kota Bharu which roughly took 20-30 minutes per participant to be 
interviewed.  

Table 1: Summary of Total Number of Interviewees  

Individuals Number of Interviewees 

Students of University Malaysia Kelantan, City Campus 5 

Staff of a jewellery shop 1 

Flight officer 1 

Cleaner at the Universiti Malaysia Kelantan 1 

Rubber Tapper 1 

Housewife 1 

Total 10 

Data Analysis Process  

Researchers use thematic analysis which is a straightforward process for analyzing qualitative 
data. This method allows researchers to develop a deeper appreciation for the group or situation 
they are studying. There are several processes involved in analyzing the data. Researchers 
collected data from previous interviews. Next, coding was done line by line using an open coding. 
After that, the researcher divides all the codes into a sub-theme. The researcher should do open 
codes into sub-themes.  Each code was interpreted and analysed. This process is for the 
researchers began to interpret and analyze the compiled code. Subsequently, all the codes were 
reviewed and the themes for each code was refined. A detail analysis for each theme were done 
in order to ensure that there is enough data to support the topics, the data is not too diverse, and 
to avoid the themes from overlapping. 

The fifth process is to define and name the three key themes which associated with the sub 
themes. The researchers provide topic names and clear working definition that capture the 
essence of each topic in a concise and powerful way. Then, all identified themes were organized 
organized themes in present research report in to portray participants ’perspectives grounded 
within their own words within the themes that were defined. Finally, all the data that have been 
analyzed were transformed into an interpretable article. 

 

FINDINGS AND DISCUSSIONS   

Factors Influencing Consumers’ Perceptions towards ‘Sambal Pijat’ in Kota Bharu  

Findings from this study has suggested four factors that influenced consumers’ perceptions 
toward Sambal Pijat, which are taste and odour (1), business opportunity (2), innovation (3),  and 
no skills to produce Sambal Pijat (4).  

1. Taste and odour  

Odour or scent preference, which is associated with specific memories and associations are often 
considered a personal choice. Participants shows that they consider smell as the first and 
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foremost requirement in purchasing and consuming Sambal Pijat. If food smell bad or unpleasant, 
there will be high possibility of rejection despite their image and appearance.  

2. Business opportunity  

Based on participant’s interview, most of them have perceptions that this Sambal Pijat has a 
potential to grow, well known all over the world and compete with other traditional dishes. 
Participant’s perception had indicated that this Sambal Pijat have opportunity in business. With a 
rare smell, Sambal Pijat will attract people to purchase the products.   

3. Innovation  

Innovation can influence the perceptions of consumers toward Sambal Pijat. Regardless of what 
industry you are in or what kinds of product and service you sell, customer is the most important 
part of the business. Thus, it is important to provide high quality and innovative products to cater 
to consumers’ taste. 

4. No skills to produce ‘Sambal Pijat’  

According to the study conducted by Simons and Hall (2018), the belief of a consumer regarding 
a particular product has a positive outcome for acceptability of the product. Young generation are 
not vey recognized Sambal Pijat due to the lack of exposure of Sambal Pijat to the young 
generation. By spreading knowledge about ingredients and functional properties to a new 
generation of young people, we can change their perception of traditional food and make this food 
successful in the young people market.  

Relationship between Consumers’ Perception and Acceptance toward ‘Sambal Pijat’  

Findings from this study has suggested three reasons to explain the relationship between  
consumers’ perception and acceptance toward Sambal Pijat in Kota Bharu, which include a  
unique product to capture the market (1), the modern modify of traditional food (2), and  
appearance (3). 

1. A Unique Product to Capture the Market   

Even though the taste and smell may be not accepted by everyone, but it worth a try since it 
brings a very unique texture and different sense of feeling to people. Throughout our interview, 
we know that generation nowadays are more likely to experience new and exciting things, their 
acceptance is relatively large than the earlier generations.  

2. The Modern Modify of Traditional Food  

Multiple methods and tests need to be conducted in ensuring acceptance of Sambal Pijat. This 
process consumes a lot of time, but it is crucial in knowing the feedback of the new innovation of 
Sambal Pijat. While in the process, the traditional food can be varied according to different people 
acceptance. 

3. Appearance  

The appearance of a product influences consumer product choice in several ways. From their 
perception, we know that Sambal Pijat has same strong smell, hot and spicy taste, and similar 
texture with Serundeng. These are some reasons people who tried or heard about Serundeng 
before can easily accepted Sambal Pijat on their first try. 
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Challenges Faced Introducing ‘Sambal Pijat’ in Kelantan  

Findings from this study has suggested three challenges that faced by sellers while introducing 
Sambal Pijat in Kelantan, which are the bad smell (1), not being recognized by the young 
generation (2), and marketing is not widespread (3).  

1. Bad smell  

Sambal Pijat is less popular due to its bad smell and unpleasant. However, it will turn into a very 
appetizing aroma when cooked. The aroma rises again when the dried leaves are used in cooking. 
But it is not a problem to try it even if it smells bad but when eaten with rice it will arouse more 
appetite and can turn into a side dish.  

2. Young generation not recognized  

The increasingly modern age makes Malaysians, especially the younger generation did not have 
much knowledge about traditional food. This slowly affects the extinction of traditional food such 
as Sambal Pijat. Therefore, the role of the family is important in educating and introducing 
traditional food to children. This early introduction is able to make them appreciate the uniqueness 
of the tastes and appetites of the past.  

3. Marketing is not widespread  

The difficulty of traditional Malaysian food in premium packages penetrating the local retail market 
is one of the reasons why small and medium enterprises face difficulties in growing their business. 
Therefore, marketing needs to be done so that the public knows about Sambal Pijat and could 
find it in other states.  

 

FINDINGS  

This study seeks to explore the perception and acceptance of Sambal Pijat in Kota Bharu. To 
accomplish this purpose, the study examined result from analysis of in-depth interviews with the 
participants in Kota Bharu area on the factors that influence consumers’ perceptions towards 
Sambal Pijat, relationship between consumers’ perception and acceptance toward Sambal Pijat 
and challenges faced introducing Sambal Pijat in Kelantan.   

The Factors That Influence Consumers’ Perceptions towards ‘Sambal Pijat’   

In analysing interview data, the factors that influence customers, perceptions towards Sambal 
Pijat, the taste and odour are among the most important predictors of food choice. The data 
revealed that, perceptions of food will be formed based on appearance, taste, odour, price, 
packaging and other cues. Researcher found that, with the different taste, the seller can get 
opportunity to run a business. If a product can offer distinct taste that are proprietary even for 
short period time, it can lead to a marketing advantages and also with the innovation, can deliver 
significant benefits. With innovation, in solving problems, generate profits, resulting increase in 
market share and able to gain competitive advantage. Based on this study, it is shown that most 
of the young generation are not aware on traditional food such as Sambal Pijat. In Malaysia, 
Malay modern society especially in the young generation has gradually ignored the Malay 
traditional food due to social transition and unlimited information technology. For instances, the 
young generation is too exposed to pre-prepared, packaged and convenience foods. Customer 
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perception plays an important role, from understanding the customers to communications and 
advertising, their buying decision, their loyalty, the extent to which they recommend a brand and, 
even more, their advocacy efforts.   

Relationship between Consumers’ Perception and Acceptance toward ‘Sambal Pijat’  

Derived from the analysis of the interviews, there is relationship between consumers’ perceptions 
and acceptance towards Sambal Pijat. It was clear from the results that respondents had a 
positive view on Sambal Pijat. Most respondents commented positively on the texture, followed 
by taste and aroma of Sambal Pijat. The respondents  also reacted that even though the 
unpleasant smell of Sambal Pijat leave people with bad  breath and may never be accepted by 
Westerners, but its smell is Malaysian foods’ signature  aroma, most respondents who consumed 
sambal everyday could accept Sambal Pijat as well.  Additionally, respondents surveyed in this 
study suggest exploring supply and demand markets and marketing strategies can be used to 
increase the consumption of Sambal Pijat.  

Challenges Faced Introducing Sambal Pijat in Kelantan  

Our findings also indicate that the process perception and acceptance towards Sambal Pijat also 
have three main challenges that have to be overcome. In introducing Sambal Pijat to the public, 
there are various obstacles and challenges. The popularity and taste of Sambal Pijat is expected 
to be clearly seen. Also, it has been noted that participants are very open when asked about new 
or additional requests for this dish. They show interest in getting flavours and creating more new 
variations. Market leaders in the industry should make some new choices that may attract more 
consumers to this product. So far, there is only one option offered in the market, but by adding 
additional flavour, customers will have more options when buying this Sambal Pijat. Furthermore, 
although the younger generation is not familiar with Sambal Piijat, it is not an obstacle for the local 
community to continue to maintain the tradition. The strongest challenge faced is that it stinks. 
This is one of the reasons people are not willing to consume Sambal Pijat because of the smell. 
Through the research done, many people do not know the benefits of this Sambal Pijat. Among 
the benefits obtained by using pijat’s leaves is to get the best nutrition and quality. ‘Sambal Pijat’ 
may not be popular among the local community but if all the challenges can be overcome it can 
create a name in the market due to its uniqueness and differences. Therefore, Sambal Pijat needs 
to be further expanded in the market for the future.  

 

LIMITATION  

There are some limitations that can cause some obstacles in completing the research process 
such as difficulties in conducting the interview, time constrain and higher cost. One of the reasons 
is the COVID-19 pandemic, government has implemented restrict movement control order (MCO). 
So, the participants are not be able to give full commitment and cooperation, this makes our study 
difficult to complete.  

Change the Recipe  

The seller must innovate a better recipe in order to reduce the unpleasant odour from the food by 
adding some other ingredients due to Sambal Pijat has use strong turmeric leaves that smell like 
bug insects. Most respondents do not like the smell of Sambal Pijat but resent the taste of the 
sambal. This smell caused customers to refuse to choose Sambal Pijat as their favourite sambal 
because Malaysians who have various types of sambal cause them to choose Sambal Pijat as 
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their last food. By changing the ingredients recipe to reduce the original smell of the sambal, the 
deliciousness of the sambal will be more prominent with a pleasant smell.  

Government’s Role  

The government plays important roles in supporting people with small business by organizing a 
campaign that encourages seller to remain successful in this industry such as “Importance 
Traditional Food’ can help people realize in order to maintain a healthy and balanced life. People 
need to go back to the traditional ways of eating and obtaining food that's harmless to their bodies. 
Furthermore, with this campaign it enables to help traditional food sellers to compete with other 
traditional food. 

Entrepreneur Knowledgeable  

Sellers should also acquire knowledge of new technology in the process of helping them to market 
their products. By using social media to market the product, the seller will get many customers 
because nowadays, people like to buy and find information in social media such as Facebook, 
Instagram, Twitter, and YouTube. This is an opportunity for sellers to ensure that their product is 
known-well. Furthermore, by using attractive advertising can also attract customers. People are 
more willing to buy goods and services if the marketing strategies are done well. 

Parents’ Role  

The role of parents is also important in ensuring that children know about traditional foods.  
Parents who do not introduce and practice traditional food intake at home caused children to have 
a shallow knowledge of this cuisine. It is important to know about traditional foods because these 
foods are nutritious and not harmful to health compared to today's food which has a lot of chemical 
mixtures caused society to have a dangerous disease at a young age. In Malaysia, Malay modern 
society especially in the young generation has gradually ignored the Malay traditional food due to 
social transition and unlimited information technology. Parents themselves should also know 
about these traditional foods and more advanced when parents know how to make it themselves 
and are able to teach their children how to make the dish.  

Innovation   

The seller must also do some innovation towards product if it does not get a response from 
customers. Innovation in brand, package, taste and smell can change customer perception of the 
product sold. Innovation can increase chances who has small business to react to change and 
discover new opportunities. The seller has to believe that small improvements eventually lead to 
bigger and better ideas that may one day become revolutionary. Innovation capability is the key 
productivity that creates competitive advantage by perceiving or discovering the new or better 
way to compete in an industry and launch them into the market.   

 

CONCLUSION  

In conclusion, each research project conducted has its own importance and objectives. The same 
thing happened for this Sambal Pijat project. Many weaknesses have been identified but 
objectives for this project has been achieved. This study provides an in-depth analysis of the 
perception and acceptance of Sambal Pijat in Kelantan. Also, this study is useful in improving the 
food industry in Malaysia even though it still in the infancy stage. In addition, this study also 
provides an overview of the perception and acceptance of Sambal Pijat among consumers in 
Kelantan. The popularity and taste of Sambal Pijat is expected to be clearly visible. They seem to 
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fall in love at first sight when they taste the Sambal Pijat because the taste is unique, delicious 
and different from other foods. Researchers are satisfied when this sambal were well accepted 
by many. This acceptance in sustaining the traditional food is very crucial to impart the knowledge 
to future generations. 
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