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How hand-made affects
consumers’ perceived nutritional
quality of organic food

Qin Liu!, Jun Cao?, Siyu Li?% Yunyun Wei' and Conghong Ma'*

!Research Center for Industry Digitalization, Huainan Normal University, Huainan, Anhui Province, China,
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This study analyzed the impact of handmade in depth on consumers’ perceived
nutritional quality of organic food through three experiments. Experiment 1
found that handmade significantly enhanced consumers’ positive perceptions
of nutritional quality of organic food. Experiment 2 revealed the mediating role of
handicraft cultural identity between handmade and perceived nutritional quality.
Experiment 3 further explored the moderating role of perceived authenticity on the
impact of handmade. We found that these factors above significantly enhanced
the positive effect of handmade on perceived nutritional quality. The findings
suggest that handmade directly affected consumers’ perceived nutritional quality
of organic food, which could be further strengthened through the mediating effect
of handcraft cultural identity and the moderating effect of perceived authenticity.
These findings provide important guidance for organic food manufacturers and
marketers on marketing strategy-making that can help better meet consumer
demand for high-quality organic food.
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1 Introduction

Handmade refers to the production and manufacture of products by hand with raw
materials and tools. In addition to its unique role in the making experience (1), product
novelty (2), and product attractiveness (3), handmade is crucial in enhancing food taste and
quality. In the past, many bodies have invested significant resources in defining and researching
techniques and processes, to improve the quality and taste of handmade food and enhance
consumers purchasing intentions (4). In recent years, although organic food has received
consumers’ appreciation, the organic food production has gradually shifted from handmade
to machine-made. It has been shown that the production process of organic food is important
for consumer product perception (5). However, it is reasonable to question whether the
different production processes of organic food are really effective in influencing consumers’
perceptions of organic food nutritional quality. More importantly, there is a lack of evidence
in the existing research in marketing to address relevant issue.

Perceived nutritional quality of organic food shows how consumers perceive and evaluate
the nutritional quality of organic food (6). There is a large amount of research on organic food
quality perception, and it is becoming a trend in the marketing field (7-9). Previous studies
have shown that the nutritional quality of organic food is affected by the processing technology
involved in food production (10, 11). Perito et al. (12) suggested that the processing technology
decreases the natural nutrient quality of organic food, and Sridhar et al. (13) again
demonstrated that the extraction technology affects the food quality. It is evident that there is
still some room for exploration and research on how handmade affects food quality. A recent

01 frontiersin.org


https://www.frontiersin.org/journals/nutrition
https://www.frontiersin.org/journals/nutrition
https://www.frontiersin.org
http://crossmark.crossref.org/dialog/?doi=10.3389/fnut.2024.1448751&domain=pdf&date_stamp=2024-11-07
https://www.frontiersin.org/articles/10.3389/fnut.2024.1448751/full
https://www.frontiersin.org/articles/10.3389/fnut.2024.1448751/full
https://www.frontiersin.org/articles/10.3389/fnut.2024.1448751/full
mailto:2265069168@qq.com
https://doi.org/10.3389/fnut.2024.1448751
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
https://www.frontiersin.org/journals/nutrition#editorial-board
https://www.frontiersin.org/journals/nutrition#editorial-board
https://doi.org/10.3389/fnut.2024.1448751

Liu et al.

study has shown that the nutritional quality of handmade food is
better than machine-made ones (14). Although the above studies have
discussed the advantages of handmade, they have not further
discussed the effects of handmade on consumers’ perceived nutritional
quality of organic food, as well as their theoretical and practical values
have not been recognized. More importantly, the mechanisms and
effects of handmade on consumers’ perceived nutritional quality of
organic food are not yet clearly defined. Therefore, this study tried to
answer the following questions: does handmade positively affect
consumers’ perceived nutritional quality of organic food? What is the
mechanism by which handmade affects consumers’ perceived
nutritional quality of organic food?

To fill the above research gap, this study developed a framework
to explore whether and how handmade positively affects the perceived
nutritional quality of organic food. This study hypothesized that
handmade organic food can evoke consumers’ perceptions of food
quality, which is associated with the potential consumers, regarding to
the food processing methods used in handcrafting. Although handmade
has received extensive attention and been widely analyzed (15, 16),
few studies have discussed the relationship between handmade and
the perceived nutritional quality of organic food. Based on this, first,
we proposed that the handmade production of organic food can
increase their nutritional value, which in turn contributes to
consumers’ perceived nutritional value. Second, from the perspective
of product culture, we discussed the mediating role of handicraft
cultural identity on the relationship between handmade and perceived
nutritional value of organic food. Third, we focused on the moderating
role of consumers’ perceived authenticity, and explored in depth the
interaction effect between perceived authenticity and handmade on
consumers’ perceived nutritional quality of organic food.

This study made the following important contributions to
handmade and perceived nutritional quality of organic food. First,
although studies on handmade are relatively common, few studies
have focused on its functions and impacts on food nutritional quality.
Therefore, this study contributed to enriching the existing literature
on handmade and perceived nutritional quality of organic food.
Handmade and perceived nutritional quality of organic foods have
been combined, to discuss the relationship and influencing
mechanisms between the two. Second, this study explored the
mediating role of handicraft cultural identity and revealed its
importance in enhancing the perceived nutritional quality of organic
food. Third, this study identified the moderating role of perceived
authenticity, suggesting that consumers tend to purchase handmade
organic food with higher authenticity.

2 Theoretical framework and research
overview

The impact of processing methods on food quality is multifaceted,
which directly affect food safety, nutritional value, taste, and shelf life
(17). Various processing technologies, such as thermal treatment,
freezing, drying, and microwave heating, can influence the nutritional
components of food in some extent (18). For instance, high-
temperature processing may lead to the loss of certain nutrients,
particularly heat-sensitive vitamins and some bioactive substances.
Meanwhile, factors such as temperature, humidity, and time during
the processing can also affect the nutritional content and taste of food
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(19). Moreover, innovations in food processing technology have
brought new opportunities for enhancing food quality. The application
of high-pressure pasteurization technology, for example, can
pasteurize at lower temperatures, which effectively keep the nutritional
components and taste of food. Studies have found that traditional
processing methods, primarily based on craftsmanship (20, 21), are
more likely to generate cultural identification among consumers,
while machine-made in factories could be perceived as mass food
production, thereby influencing consumers’ perceptions on
food quality.

Handmade refers to the processing with the handwork and skills
of craftsmen, rather than relying exclusively on mechanized
production (22). This type of production emphasizes personalization,
customization and fine craftsmanship (23). Despite the advantages in
efficiency and cost of the modernized production methods, handmade
still has an irreplaceable value (24). It is not only a means of
production, but also a manifestation of cultural expression and
individual creativity (25). In the context of globalization and
industrialization, handmade offers an alternative to mass production
and satisfy consumers’ quest for uniqueness, individuality, and
cultural value (26). The concept of handmade means far beyond the
physical process itself, encompassing aspects such as personalization,
cultural heritage, skills demonstration, customized services, emotional
value, environmental friendliness, economic contribution, and
educational significance (27). In modern society, handmade continues
to play an important role as a cultural and economic phenomenon,
which is closely attached to consumers’ needs and market trends (28).
Compared with machine-made food, handmade food pays more
attention to the raw material selection and details of the processing,
thus it is more favorable in nutritional value and taste (29). In this
case, people will have higher perceived nutritional value of
handmade food.

On the one hand, individuals engaged in the processing of handmade
food tend to place greater emphasis on the selection of raw materials and
the complexity of the processing details (30). In the case of handmade,
the selection of ingredients and the processing are controlled by human
hands, so that more attention can be paid to their quality and freshness
(31). Some scholars posited that, compared to machine-made food, those
handmade food are perceived as healthier and more nutritious (32).
However, this is not an absolute rule, as machine-made food can also
be rich in nutritional value. Nevertheless, research indicated that
consumers are more inclined to purchase foods that are based on
handmade methods, as they can feel a greater sense of “food naturalness”
from these products (20). On the other hand, handmade food focuses
more on the quality and mouthfeel of the food (33). In the process of
handmade, craftsmen can adjust with their tastes, which can better
satisfy people’s needs for food. Compared to machine-made food,
handmade food is more responsive to people’s tastes and needs, values
the quality and texture of the food, and therefore is more palatable
to people.

Handmade food, as an integral component of traditional dietary
culture, also plays a crucial role in modern society. Although
industrialization and commercialization have altered people’s dietary
habits, research indicated that handmade food still holds an important
position in food culture (31). This mode of production not only
satisfies people’s pursuit of gourmet experiences, but also reflects the
inheritance and promotion of traditional culture. Handmade food
serves as a bridge between the past and the present, tradition and
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modernity, allowing individuals to feel the depth and warmth of
culture while enjoying culinary delights (34). Therefore, we should pay
more attention to and support handmade food to consistently play its
irreplaceable role in contemporary society (35).

Cultural identity refers to the sense of belonging that individuals
or groups have toward their culture, which could stem from their
shared values, beliefs, customs, language, and other cultural
characteristics (36, 37). In the context of handmade food, cultural
identity specifically denotes consumers’ appreciation for the traditions
and craftsmanship of hand-making, as well as the historical and
cultural value embodied by handmade (38). The concept of handcraft
cultural identity involves consumers admiration for the skills,
creativity, and adherence to traditional methods of artisans. This sense
of identity not only strengthens consumers’ emotional connection to
the food but also enhances their perception of the food quality and
nutritional value (39). Consumers are likely to perceive handmade
foods as more natural and healthy, and of greater cultural worth, as
these products reflect higher human involvement and attention to
details compared to mass mechanized production (40).

When consumers have a profound identification with the cultural
value of handmade food, they are more likely to believe that these
foods possess higher quality (41). This belief arises because handcraft
has been seen as the continuation of traditional craftsmanship, which,
compared to modern industrial production, is perceived to better
preserve the natural attributes and nutritional value of food (42).
Furthermore, the cultural identity with handmade food may lead to
more positive emotional responses from consumers, thereby
influencing their perception and evaluation of food nutritional
quality (31).

Perceived authenticity refers to people’s perceptions and
judgments as to the information authenticity (43). In the food domain,
the moderation of perceived authenticity has a significant impact on
people’s perceived nutritional food quality (44). Handmade food
requires people to be hands-on during the production process, which
makes the process of food preparation more intimate and tactile. In
the process, people need to choose and mix ingredients, as well as
control the heat, which all require certain skills and experience.
Therefore, food handmade is not only a way of production, but also
an inheritance of skills and culture (45). In this process, people can
feel the charm of traditional culture, and the cultural characteristics
of different regions and nationalities, through the taste and texture
of food.

Therefore, this study argued that perceived authenticity
moderates the relationship between handmade food and perceived
nutritional quality. For better perceive the nutritional value in
handmade food, people need to understand the nutritional value of
ingredients, the technologies and methods used in the preparation,
as well as the methods of food preservation and consumption (46).
At the same time, people also need to recognize and perceive the
authenticity of the food nutritional value (47). In modern society,
we should pay more attention to handmade food and make it part of
our food culture, as well as make our cuisine healthier and
more delicious.

Based on above analysis, the following hypotheses were proposed.

H1: Handmade (vs. machine-made) in food production is more

able to enhance consumers' perceived nutritional quality of
organic food.
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H2: Handcraft cultural identity mediates the relationship between
handmade (vs. machine-made) and perceived nutritional quality
of organic food.

H3: Perceived authenticity moderates the relationship between

handmade (vs. machine-made) food and perceived

nutritional quality.

The conceptual model is shown in Figure 1.

3 Overview of the study

This study explored the impact of handmade on consumers’
perceived nutritional quality of organic food, as well as its mechanisms
and boundary conditions, through three experiments. Experiment 1
verified the main effect of handmade (vs. machine-made) on perceived
nutritional quality (H1). Experiment 2 investigated the mediating role
of handicraft cultural identity (H2). Experiment 3 analyzed the
moderating role of perceived authenticity (H3). The participants in
the experiments were randomly divided into two groups, one group
was told that the food was handmade and the others were machine-
made. The handmade group emphasized the combination of
traditional craftsmanship and modern design, while the machine
group highlighted the precision and efficiency of modern technology.
Below are the criteria for recruiting participants in our study:(1) Have
made at least three purchases of organic food products within the past
2months. (2) Regularly follow information related to organic food. (3)
Have a particular preference for handmade items. (4) Are able to
recognize and understand the organic food logo. We manipulated the
concept of handmade by describing the stimulus pictures in detail. As
shown in Table 1. Demographic information for three experiments is
shown in Table 2. Three experimental variables and their measurement
questions, are shown in Table 3.

4 Experiment 1: main effect of
handmade-organic foods perceived
nutritional quality

4.1 Experimental design

Experiment 1 aimed to explore the main effect of the handmade
on the perceived nutritional quality of organic food. We designed a
one-factor between-subjects ANOVA (handmade vs. machine-made)
and 299 participants were recruited on Credamo." Among them 141
(47.2%) were male and 158 (52.8%) were female. The age distribution
of all the participants was 24.7% aged 18-25years, 30.8% aged
26-40years, 22.1% aged 41-60years, and 22.4% aged 61 years and
above. There were 149 participants in the handmade group and 150
participants in the machine-made group.

The same picture of an organic food was shown to two groups of
participants, but were presented with different information about how
it was made. We assigned a value of 1 to the handmade group and a

1 https://www.credamo.com/
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FIGURE 1

Theoretical model diagram.

value of 2 to the machine-made group, and then asked the participants,
“After you learnt about the process of making the organic food
mentioned above, do you agree that the organic food is rich in
nutrients?” (1 =strongly disagree, 7 = strongly agree), which was used
to measure the participants’ perceived nutritional quality of the
organic food. Last, we collected demographic information of the
participants (Cronbach’s a=0.678).

4.2 Experimental results

There was a main effects test. We conducted a one-way ANOVA
with handmade as the independent variable and perceived nutritional
quality of organic food as the dependent variable. The experimental
results showed that consumers’ perceived nutritional quality of
organic food in the handmade group (M=5.83, SD=1.584) was
significantly higher than that in the machine-made group (M =5.1,
SD=1.717), F (1, 297) =14.409, p <0.001. H1 was verified.

There was a control variable analysis. Given the study of Bérebring
et al. (48), it was found that gender is a significant influence on
consumers’ perceived nutritional quality of organic food. Therefore,
in this study, a one-way ANOVA was conducted with gender as the
independent variable and perceived nutritional quality of organic food
as the dependent variable. The experimental results showed that
gender does not have a significant effect on consumers’ perceived
nutritional quality of organic food [F (1, 297)=0.044, p=0.833].
Therefore, consumers’ gender would not significantly affect the
experimental results, again validating H1.

4.3 Discussion

Experiment 1 demonstrated that handmade has a significant
effect on the perceived nutritional quality of organic food.
Specifically, consumers perceived higher nutritional quality of
handmade organic food. At the same time, we analyzed that gender
as a control variable had no significant effect on the perceived
nutritional quality of organic food, enhancing the reliability of the
experiment. Despite the above findings in Experiment 1,
Experiment 1 did not further discuss the internal mechanisms and
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boundary conditions between handmade and perceived nutritional
quality of organic food. Therefore, we introduced handicraft
cultural identity as a mediating variable in Experiment 2,
proposing that handicraft cultural identity mediated the
relationship between handmade and perceived nutritional quality
of organic food.

5 Experiment 2: the mediating role of
handicraft cultural identity

5.1 Experimental design

Experiment 2 aimed to explore that handicraft cultural identity
mediates the relationship between handmade and perceived
nutritional quality of organic food. We designed a one-factor
between-subjects ANOVA (handmade vs. machine-made) and
recruited 270 participants on Credamo (see text footnote 1). Among
them, 139 (51.5%) participants were male and 131 (48.5%)
participants were female. The age distribution of all the participants
was 24.8% aged 18-25years, 24.4% aged 26-40years, 23.3% aged
41-60years, and 27.4% aged 61years and above. There were 130
participants in the handmade group and 140 participants in the
machine-made group.

We showed the same food picture of organic sushi to both groups
of participants, but used different content to describe how it was made.
We assigned the handmade group a value of 1 and the machine-made
group a value of 2. We then measured participants’ handicraft cultural
identity with a scale adapted from Phinney and Ong (49), as “Do
you agree that you are ready to learn about its history, traditions, and
customs through practice?” (1 =strongly disagree, 7 =strongly agree).
Along with this, we measured the participants’ perceived nutritional
quality of organic food.

Based on Wilcox et al. (50), consumers’ product preferences may
influence consumers’ perceived nutritional quality of organic foods.
Therefore, we took consumer product preference as a control variable.
Participants were asked “You need to buy organic food, do you agree
that you would choose the organic food as shown in the figure above?”
(1=strongly disagree, 7=strongly agree) (50). Last, we collected
demographic information of the participants. (Cronbach’s a =0.736).
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TABLE 1 Research framework table.

10.3389/fnut.2024.1448751

Study Studyl Study?2 Study3
To test the mediating effect of handicraft cultural | To test the moderating effect of perceived
Purpose To test for main effect (H1)
identity (H2) authenticity (H3)
Independent Hand-made (vs. machine-made) Hand-made (vs. machine-made) Hand-made (vs. machine-made)
variable
Dependent
<ob] Perceived nutritional quality of organic food Perceived nutritional quality of organic food Perceived nutritional quality of organic food
variable
Mediators - Handicraft cultural identity -
Moderator - - Perceived authenticity
ANOVA ANOVA
Methods ANOVA
PROCESS 4 PROCESS 1
Stimulus
picture
The organic food in the picture above is made of The products in the picture above are made from
The organic food in the picture above is made
organic raw materials such as organic flour, organic | organic raw materials such as organic rice,
of organic meat, organic seasonings and
Product butter, organic granulated sugar and organic dried | organic vegetables, and organic seafood. Through
accessories. All materials are made of organic
description peach. The materials are clean and pollution-free, cooking, sushi-wrapping and other processes, the
raw materials to reduce pollution and ensure
and the environment is hygienic to ensure food use of natural pollution-free organic ingredients
the health of the product.
safety. contributes to healthier and safer products.
Results Supported H1 Supported H2 Supported H3

5.2 Experimental results

There was a main effects test. We applied one-way ANOVA with
handmade as the independent variable and perceived nutritional
quality of organic food as the dependent variable. The results of the
experiment showed that consumers’ perceived nutritional quality of
organic food in handmade group (M=5.58, SD=1.674) was
significantly higher than that in the machine-made group (M =4.94;
SD=1.901), F (1, 268) =8.804, p=0.003. H1 was verified.

There was a mediating effect analysis. We took handmade as the
independent variable, perceived nutritional quality of organic food as
the dependent variable, and handicraft cultural identity as the
mediating variable, and used Process Model 4 to analyze the mediating
role of handicraft cultural identity on the relationship between
handmade and perceived nutritional quality of organic food
(Bootstrap sample: 5,000; Igartua and Hayes, 63). The experimental
results showed that the coefficient of handmade-handicraft cultural
identity was —0.3038%; the coeflicient of handmade-perceived
nutritional quality of organic food was —0.4386%; and the coefficient
of handicraft cultural identity-perceived nutritional quality of organic
food was 0.6922***. Overall, the mediation of handmade-handicraft
cultural identity-perceived nutritional quality of organic food was
significant (f=—-0.2103, SE=0.0904, 95% CI=[-0.4028 to —0.048]).
Therefore, handicraft cultural identity completely mediated the
relationship between handmade and perceived nutritional quality of
organic food. H2 was verified. As shown in Figure 2.
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There was a control variable analysis. Considering that product
preference may influence consumers’ perceived nutritional quality of
organic food, we again analyzed the impact of handmade on perceived
nutritional quality of organic food by taking product preference as a
covariate. The experimental results showed that product preference
did not have a significant impact on perceived nutritional quality of
organic food [F (1, 268)=6.23, p=0.013]. Therefore, product
preference would not significantly affect the experimental results. H2
was verified.

5.3 Discussion

Experiment 2 demonstrated the mediating role of handicraft
cultural identity, and we found that consumers’ handicraft cultural
identity effectively mediated the relationship between handmade and
perceived nutritional quality of organic food, which better elaborated
the internal mechanism between the two. Experiment 2 also verified
that consumers’ product preferences had no significant effect on the
experimental results. Despite the above findings, Experiment 2 did not
discuss whether there is a moderating role between handmade and
perceived nutritional quality of organic food. To fill in the gaps of the
above experiments, we introduced perceived authenticity as a
moderating variable in Experiment 3 and tried to explore its
moderating effect on the relationship between handmade and
perceived nutritional quality of organic food.
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TABLE 2 Demographic information for three experiments.

10.3389/fnut.2024.1448751

Variable Experiment 1 Experiment 2 Experiment 3
Frequency Proportion = Frequency Proportion Frequency Proportion

Gender Male 141 47.2% 139 51.50% 143 51.10%
Female 158 52.8% 131 48.50% 137 48.90%

Age 18-25years old 74 24.7% 67 24.80% 78 27.90%
26-40years old 92 30.80% 66 24.40% 82 29.30%
41-60years old 66 22.1% 63 23.30% 53 18.90%
Over 61 years old 67 22.40% 74 27.40% 67 23.90%

Education

background Primary school 49 16.40% 47 17.40% 47 16.80%
Junior high school 48 16.10% 50 18.50% 45 16.10%
Technical secondary
school, high school 47 15.70% 41 15.20% 41 14.60%
Junior college 67 22.40% 60 22.20% 64 22.90%
Undergraduate college 64 21.40% 56 20.70% 63 22.50%
Postgraduate 24 8.00% 16 5.90% 20 7.10%

TABLE 3 Three experimental variables and their measurement questions.
Variable Definition

Handmade
handwork and skills of craftsmen

Handmade refers to the process of making objects through the

Measurement problem

Perceived nutritional

Perceived nutritional quality of organic food shows how consumers

After you learnt about the process of making the organic food

quality of organic food perceive and evaluate the nutritional quality of organic food mentioned above, do you agree that the organic food is rich in nutrients?
Handmade crafting cultural identity refers to the psychological process

Handicraft cultural by which individuals or groups express affirmation and a sense of Do you agree that you are ready to learn about its history, traditions,

identity belonging to the cultural values and traditional craftsmanship of their and customs through practice?

own nation or community through the activity of handmade arts.

After seeing the above organic foods, do you agree that you have a

strong sense of belonging and attachment to your own ethnic group?

After seeing the organic foods mentioned above, do you agree that there

are things you often do to better understand your ethnic background?

Perceived authenticity
to the veracity of information

Perceived authenticity refers to people’s perceptions and judgments as

Do you agree or disagree that the organic food in the above picture is

real?

Do you agree that the organic food in the picture above is made with

authentic traditional techniques?

6 Experiment 3: the moderating role
of perceived authenticity

6.1 Experimental design

Experiment 3 aimed to investigate the moderating effect of
perceived authenticity on the relationship between handmade and
perceived nutritional quality of organic food. We designed a 2
(handmade vs. machine-made) x 2 (perceived authenticity: high vs.
low) ANOVA and 280 participants were recruited on Credamo (see
text footnote 1). Among them 143 (51.1%) participants were male and
137 (48.9%) participants were female. The age distribution of all the
participants was 27.9% aged 18-25years, 29.3% aged 26-40years,
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18.9% aged 41-60years, and 23.9% aged 61 years and above. There
were 142 participants in the handmade group and 138 participants in
the machine-made group.

We showed the same food picture of organic meatballs to both
groups of participants, but used different content in describing how
they were made. We assigned the handmade group a value of 1 and
the machine-made group a value of 2. We then measured the
participants’ perceived authenticity with a scale adapted from Wilcox
et al. (50), as “Do you agree that the organic food in the picture is
real?” (1=strongly disagree, 7=strongly agree). Along with this,
we measured the participants’ perceived nutritional quality of the
organic food. Last, we collected demographic information of the
participants. (Cronbach’s @=0.651).
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6.2 Experimental results

There was a main effects test. We employed one-way ANOVA
with handmade as the independent variable and perceived nutritional
quality of organic food as the dependent variable. The results of the
experiment showed that: Myundmade = 6-01, SDpandmade = 1.376, Machine-
made=4.67; SDinachinemate = 1.4, F (1, 278)=65.256, p<0.001. It can
be seen that consumers’ perceived nutrient quality of organic food is
significantly higher in handmade group than that in machine-made
group. H1 was verified.

There was a moderating effect analysis. We analyzed the
moderating role of perceived authenticity on the relationship between
handmade and perceived nutritional quality of organic food, taking
handmade as the independent variable, perceived nutritional quality
of organic food as the dependent variable, and perceived authenticity
as the mediating variable, with Process Model 1 (Bootstrap sample:
5,000; Igartua and Hayes, 63). The experimental results showed that
handmade had a significantly negative effect on perceived nutritional
quality of organic food (f=—1.2297, p <0.001); perceived authenticity
had a significantly positive effect on perceived nutritional quality of
organic food (f=0.3054, p <0.001); and the interaction effect between
perceived authenticity and handmade had a significantly negative
effect on consumers’ perceived nutritional quality of organic food
(p=—0.2872, SE=0.1448, p=0.048, 95% CI=[—0.5723 ~—0.0022]). It
can be seen that perceived authenticity effectively moderated the

10.3389/fnut.2024.1448751

relationship between handmade and consumers’ perceived nutritional
quality of organic food. H3 was verified.
As shown in Figure 3.

6.3 Discussion

Experiment 3 verified the moderating effect of perceived
authenticity on the relationship between handmade and perceived
nutritional quality of organic food. Consumers with high handicraft
cultural identity perceived higher nutritional quality of organic food, and
those with low handicraft cultural identity perceived lower nutritional
quality of organic food. Consumers perceived higher nutritional quality
of handmade organic food compared to machine-made organic food.

7 General discussion

This study discussed how organic foods processed through
handmade and machine-made influence consumers’ perceptions of
nutritional quality. In this research, organic food is defined as food
produced in accordance with organic agriculture standards, which
prohibit the use of chemically synthesized pesticides, fertilizers, growth
regulators, feed additives, and genetic engineering techniques (51).
Handmade food refers to food made through manual skills and
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traditional methods, typically produced by individual artisans or small-
scale manufacturers with no dependence on mechanized production
processes (52). This study utilized random sampling in mainland
China and recruited participants through Credamo (see text footnote
1), an online platform. The researchers conducted three experiments
to explore the impact of handmade on consumers’ perceived nutritional
quality of organic food, as well as its underlying mechanisms and
boundary conditions. Experiment 1 found that handmade enhances
consumers’ perception of the nutritional quality of organic food (H1).
Experiment 2 indicated that handicraft cultural identity mediates the
impact of handmade on perceived nutritional quality (H2). Experiment
3 discovered that perceived authenticity moderates the relationship
between handmade and perceived nutritional quality (H3).

7.1 Theoretical implications

First, the primary contribution of this study lies in uncovering the
positive influence of handmade on consumers’ perceived nutritional
quality of organic food, thereby offering a novel perspective for the
marketing of organic food. Our findings demonstrate that handmade
not only enhances consumers’ perceived nutritional quality of organic
food (20), but also strengthen their trust and satisfaction toward the
corresponding products. In line with the existing research (52), our
study not only confirmed that handmade food can better attract
consumers purchase intentions, but emphasized that handmade organic
food can more effectively stimulate consumers’ perceived nutritional
quality of organic food. Additionally, these discoveries hold significant
implications for organic food manufacturers and marketers, which allow
they to highlight the importance of conveying manufacturers’ intentions
and integrity, through product details and quality optimization, which
can effectively embellish consumers’ overall perception of organic food
(53). Consequently, manufacturers can enhance product quality through
handmade production, while marketers can augment consumers’ trust
and satisfaction, by emphasizing the value of handmade products,
thereby fostering product sales and market acceptance (54).

Second, the study found that handicraft cultural identity serves as
a mediating factor between handmade and consumers’™ perceived
nutritional quality of organic food, which is crucial for the development
of the organic food market. As people’s awareness of health and
environmental protection has been increased, the demand for organic
food continues to grow, but the lack of consumer cognition poses a
challenge for marketing (55). Therefore, understanding consumers’
perception of handmade food is essential for the production and
marketing of organic food. Our research advanced the existing study
(56), further demonstrated that cultural identity not only influences
consumers’ purchase intentions but also helps consumers enhance
their perception of product quality. This study revealed that handicraft
cultural identity mediates the relationship between handmade organic
food and perceived nutritional quality, indicating that consumers tend
to perceive handmade organic food as healthier and more nutritious,
because it better meets consumer expectations. These findings provide
a clear direction for organic food manufacturers to improve consumers’
perceived nutritional quality of organic food by enhancing product
quality and developing handicraft cultural identity.

Last, the study found that perceived authenticity moderated the
relationship between handmade and consumers’ perceived nutritional
quality, which is particularly important for the organic food market.
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With rising health awareness, consumer demand for organic food is
growing, and they are increasingly concerned about the original and
nutritional quality of food. Organic food manufacturers and
marketers need to have a deep understanding of this consumers’
psychology, in order to improve the attractiveness and market
competitiveness of their products (55). Research has shown that by
improving the perceived authenticity of their products, organic food
manufacturers can attract consumers and enhance product
competitiveness (57). For instance, consumers’ perceptions of food
safety and nutritional quality can be enhanced through organic
certification and the provision of detailed nutritional information
(58). In addition, marketing strategies should also highlight the safety
and nutritional benefits of products to attract consumers. At the same
time, understanding consumers’” concerns about the authenticity and
nutritional quality of organic food can help manufacturers and
marketers better meet consumer needs and increase their satisfaction
and recognition of certain products. Manufacturers and marketers
can emphasize these characteristics to attract consumers’ attention
and motivate their purchase decision-making.

7.2 Managerial implications

First, this study revealed that handmade enhances the quality and
taste of organic food, such as the fluffiness of handmade bread and the
fineness of cheese. By carefully controlling the production process,
manufacturers not only enhance the attractiveness of their products,
but also increase consumers awareness and trust. Improved
technology and awareness of quality are essential to meet market
demand and are key to increasing consumer confidence and driving
market growth (59). The organic food market is receiving more
attention with rising health and environmental awareness, but there is
also intense competition. We suggest that marketers should make full
use of the advantages of handmade to strengthen consumer trust and
satisfaction, as a strategy to increase sales and market share.

Second, handmade products are effective in enhancing
consumers’ cultural identity with organic food due to their
uniqueness and individuality. At a time when consumers generally
have reservations about industrial production, handmade products
are perceived as more delicate and mindful, therefore more reliable
and trustworthy (60). We believe that product differentiation is the
key to attracting consumers in a competitive market. Handmade
products are able to differentiate themselves from other products due
to their uniqueness, and provide a distinctive consumer experience.
Organic food marketers can create product differentiation to attract
consumers’ attention and motivate their purchase decision-making,
by emphasizing the unique value of handmade.

Last, with the rise of health awareness, organic food has been
favored by more and more consumers due to its natural and pollution-
free properties (61). Although the nutritional value of organic food
has been widely recognized (62), the lack of awareness among many
consumers affects positive consumer behavior. This study investigated
the effect of handmade on consumers’ perceived nutritional quality of
organic food and found that handmade significantly increased
consumers’ recognition and trust in the nature and nutritional quality
of organic food. This finding has important implications for
stimulating consumers’ health awareness and promoting their
consumption behavior. Handmade not only deepens consumers’
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understanding of the health value of organic food, but also enhances
their trust in the quality of the product, which makes them more
willing to purchase and consume organic food. Therefore, we suggest
that handmade should be used to promote the popularity and
development of organic food, by encouraging consumers to participate
more actively in the production and consumption of organic food.

7.3 Limitations and future research

However, this study needs to acknowledge certain limitations. For
example, the sample size may limit the generalizability of the findings,
the experimental conditions may affect the accuracy of the results, and
the impact of cultural differences on consumers’ perceptions has not
been adequately considered. In addition, the study mainly focused on
short-term effects, with insufficient understanding of the impact on
long-term behavior, and further validation is needed since consumer
preferences and behavioral patterns may change with changes in the
market environment. Future research could extend to consumers from
different cultural backgrounds, conduct long-term tracking studies,
analyze the impact of handmade in a multi-dimensional way, and
explore the possibility of combining modern technology with traditional
handmade. At the same time, research on how to raise consumers’
awareness of the value of organic food and handmade products through
education and publicity, constructing models of consumer behavior and
conducting market segmentation, as well as research on the impact of
handmade products on the environment and how to achieve sustainable
development, are all important future directions.

Data availability statement

The raw data supporting the conclusions of this article will
be made available by the authors, without undue reservation.

References

1. Bruckberger G, Fuchs C, Schreier M, Van Osselaer SM. Retailing Groundedness:
how to improve customer experience, brand perceptions, and customer loyalty
through feelings of groundedness. J Retail. (2023) 99:594-604. doi: 10.1016/j.
jretai.2023.11.004

2. Lazo O, Guerrero L, Garcia-Barrén SE. Conceptualizing a product with the food-
related lifestyle instrument. Food Secur. (2022) 11:3549. doi: 10.3390/foods11223549

3. Fuchs C, Schreier M, Van Osselaer SM. The handmade effect: What's love got to do
with it? J Mark. (2015) 79:98-110. doi: 10.1509/jm.14.0018

4. Farrelly E, Makkar M. Augmenting the food experience through the projection of
place: the case of Tasmania. Curr Issue Tour. (2023) 26:1536-53. doi:
10.1080/13683500.2022.2058467

5. Sharma C, Deutsch JM. Upcycling in the context of biotechnology-based solutions
for food quality, loss, and consumer perception. Curr Opin Biotechnol. (2023) 81:102920.
doi: 10.1016/j.copbio.2023.102920

6. Koswatta TJ, Wingenbach G, Leggette HR, Murphrey TP. Factors affecting public
perception of scientific information about organic foods. Br Food J. (2023) 125:587-607.
doi: 10.1108/BFJ-08-2021-0874

7. Haas R, Imami D, Miftari I, Ymeri P, Grunert K, Meixner O. Consumer perception
of food quality and safety in western Balkan countries: evidence from Albania and
kosovo. Food Secur. (2021) 10:160. doi: 10.3390/foods10010160

8. Wang J, Pham TL, Dang VT. Environmental consciousness and organic food
purchase intention: a moderated mediation model of perceived food quality and price
sensitivity. Int ] Environ Res Public Health. (2020) 17:850. doi: 10.3390/ijerph17030850

9. Wu X, Xiong J, Yan ], Wang Y. Perceived quality of traceability information and its
effect on purchase intention towards organic food. ] Mark Manag. (2021) 37:1267-86.
doi: 10.1080/0267257X.2021.1910328

Frontiers in Nutrition

10.3389/fnut.2024.1448751

Author contributions

QL: Writing - original draft, Writing - review & editing,
Conceptualization, Formal analysis, Investigation, Methodology. JC:
Conceptualization, Data curation, Funding acquisition, Writing -
original draft, Writing - review & editing. SL: Data curation, Funding
acquisition, Methodology, Project administration, Resources, Writing
- original draft, Writing - review & editing. YW: Project
administration, Software, Validation, Writing - original draft, Writing
- review & editing. CM: Formal analysis, Funding acquisition,
Resources, Supervision, Visualization, Writing - original draft,
Writing - review & editing.

Funding

The author(s) declare that no financial support was received for
the research, authorship, and/or publication of this article.

Conflict of interest

The authors declare that the research was conducted in the
absence of any commercial or financial relationships that could
be construed as a potential conflict of interest.

Publisher’s note

All claims expressed in this article are solely those of the authors
and do not necessarily represent those of their affiliated organizations,
or those of the publisher, the editors and the reviewers. Any product
that may be evaluated in this article, or claim that may be made by its
manufacturer, is not guaranteed or endorsed by the publisher.

10. Huang H-W, Hsu C-P, Wang C-Y. Healthy expectations of high hydrostatic
pressure treatment in food processing industry. J Food Drug Anal. (2020) 28:1-13. doi:
10.1016/j.jfda.2019.10.002

11. Rembiatkowska E, Zalecka A, Badowski M, Ploeger A. The quality of organically
produced food. Organ Farm Food Product. (2012) 65:67-69. doi: 10.5772/54525

12. Perito MA, Coderoni S, Russo C. Consumer attitudes towards local and organic
food with upcycled ingredients: an Italian case study for olive leaves. Food Secur. (2020)
9:1325. doi: 10.3390/fo0ds9091325

13. Sridhar A, Ponnuchamy M, Kumar PS, Kapoor A, Vo D-VN, Prabhakar S.
Techniques and modeling of polyphenol extraction from food: a review. Environ Chem
Lett. (2021) 19:3409-43. doi: 10.1007/s10311-021-01217-8

14. Lyu K, Guo X-N, Zhu K-X. Effects of water content and resting on rheology and
the gluten network formation of Chinese traditional handmade hollow dried noodle
dough. J Cereal Sci. (2023) 114:103804. doi: 10.1016/j.jcs.2023.103804

15. Peng Q, Meng K, Yang X, Xu Z, Zhang L, Zheng H, et al. Analysis of flavor
substances in Shaoxing traditional hand-made Jiafan wine with different amounts of
ZaoShao liquor. J Sci Food Agric. (2024) 104:5252-61. doi: 10.1002/jsfa.13349

16. Péllanen SH, Weissmann-Hanski MK. Hand-made well-being: textile crafts as a source
of eudaimonic well-being. J Leis Res. (2020) 51:348-65. doi: 10.1080/00222216.2019.1688738

17. Singla M, Sit N. Application of ultrasound in combination with other Technologies
in Food Processing: a review. Ultrason Sonochem. (2021) 73:105506. doi: 10.1016/j.
ultsonch.2021.105506

18. Lee PY, Lusk K, Mirosa M, Oey I. Effect of information on Chinese consumers’
perceptions and purchase intention for beverages processed by high pressure processing,
pulsed-electric field and heat treatment. Food Qual Prefer. (2015) 40:16-23. doi:
10.1016/j.foodqual.2014.08.006

frontiersin.org


https://doi.org/10.3389/fnut.2024.1448751
https://www.frontiersin.org/journals/nutrition
https://www.frontiersin.org
https://doi.org/10.1016/j.jretai.2023.11.004
https://doi.org/10.1016/j.jretai.2023.11.004
https://doi.org/10.3390/foods11223549
https://doi.org/10.1509/jm.14.0018
https://doi.org/10.1080/13683500.2022.2058467
https://doi.org/10.1016/j.copbio.2023.102920
https://doi.org/10.1108/BFJ-08-2021-0874
https://doi.org/10.3390/foods10010160
https://doi.org/10.3390/ijerph17030850
https://doi.org/10.1080/0267257X.2021.1910328
https://doi.org/10.1016/j.jfda.2019.10.002
https://doi.org/10.5772/54525
https://doi.org/10.3390/foods9091325
https://doi.org/10.1007/s10311-021-01217-8
https://doi.org/10.1016/j.jcs.2023.103804
https://doi.org/10.1002/jsfa.13349
https://doi.org/10.1080/00222216.2019.1688738
https://doi.org/10.1016/j.ultsonch.2021.105506
https://doi.org/10.1016/j.ultsonch.2021.105506
https://doi.org/10.1016/j.foodqual.2014.08.006

Liu et al.

19. Bhargava N, Mor RS, Kumar K, Sharanagat VS. Advances in application of
ultrasound in food processing: a review. Ultrason Sonochem. (2021) 70:105293. doi:
10.1016/j.ultsonch.2020.105293

20. Abouab N, Gomez P. Human contact imagined during the production process
increases food naturalness perceptions. Appetite. (2015) 91:273-7. doi: 10.1016/j.
appet.2015.04.002

21. Huybrechts I, Rauber E Nicolas G, Casagrande C, Kliemann N, Wedekind R, et al.
Characterization of the degree of food processing in the European prospective
investigation into Cancer and nutrition: application of the Nova classification and
validation using selected biomarkers of food processing. Front Nutr. (2022) 9:1035580.
doi: 10.3389/fnut.2022.1035580

22.Dana LP, Ramadani V, Palalic R, Salamzadeh A. Artisan and handicraft
entrepreneurs. Springer International Publishing (2022).

23. Ferreira VS. Becoming a heavily tattooed young body: from a bodily experience
to a body project. Youth Soc. (2014) 46:303-37. doi: 10.1177/0044118X11427839

24. Pimenov DY, Mia M, Gupta MK, Machado AR, Pintaude G, Unune DR, et al.
Resource saving by optimization and machining environments for sustainable
manufacturing: a review and future prospects. Renew Sust Energ Rev. (2022) 166:112660.
doi: 10.1016/j.rser.2022.112660

25.Peck A, Good KD. When paper goes viral: handmade signs as vernacular
materiality in digital space. Int ] Commun. (2020) 14:23.

26. Guo Y, Cui X, Zhao Y. Handwritten typeface effect of souvenirs: the influence of
human presence, perceived authenticity, product types, and consumption goals. ] Hosp
Tour Manag. (2024) 58:345-53. doi: 10.1016/.jhtm.2024.02.009

27. Chen C-L. Strategic sustainable service design for creative-cultural hotels: a multi-
level and multi-domain view. Local Environ. (2022) 27:46-79. doi:
10.1080/13549839.2021.2001796

28. Wallenberg L. Art, life, and the fashion museum: for a more solidarian exhibition
practice. Fash Text. (2020) 7:17. doi: 10.1186/s40691-019-0201-5

29. Xiong X, Liu C, Song M, Zheng X. Effect of characteristics of different wheat flours
on the quality of fermented hollow noodles. Food Sci Nutr. (2021) 9:4927-37. doi:
10.1002/fsn3.2442

30. Jain P, Gupta C. A sustainable journey of handmade paper from past to present: a
review. Problemy Ekorozw. (2021) 16:234-44. doi: 10.35784/pe.2021.2.25

31.Rivaroli S, Baldi B, Spadoni R. Consumers’ perception of food product
craftsmanship: a review of evidence. Food Qual Prefer. (2020) 79:103796. doi: 10.1016/j.
foodqual.2019.103796

32.Pussemier L, Larondelle Y, Van Peteghem C, Huyghebaert A. Chemical safety
of conventionally and organically produced foodstuffs: a tentative comparison
under Belgian conditions. Food Control. (2006) 17:14-21. doi: 10.1016/j.
foodcont.2004.08.003

33. Dominici A, Boncinelli F, Gerini F, Marone E. Consumer preference for wine from
hand-harvested grapes. Br Food J. (2020) 122:2551-67. doi: 10.1108/BFJ-04-2019-0301

34. Tajvidi R, Tajvidi M. The growth of cyber entrepreneurship in the food industry:
virtual community engagement in the COVID-19 era. Br Food J. (2021) 123:3309-25.
doi: 10.1108/BFJ-06-2020-0559

35. Augustin J-C, Kooh P, Bayeux T, Guillier L, Meyer T, Jourdan-Da Silva N, et al.
Contribution of foods and poor food-handling practices to the burden of foodborne
infectious diseases in France. Food Secur. (2020) 9:1644. doi: 10.3390/foods9111644

36. Smolicz J. Core values and cultural identity. Ethn Racial Stud. (1981) 4:75-90. doi:
10.1080/01419870.1981.9993325

37.Yang W, Chen Q, Huang X, Xie M, Guo Q. How do aesthetics and tourist
involvement influence cultural identity in heritage tourism? The mediating role of
mental experience. Front Psychol. (2022) 13:990030. doi: 10.3389/fpsyg.2022.990030

38.Meca A, Cruz B, Veniegas TK, Allison KK, Santibanez L, Gonzales-Backen
MA. Cultural identity configurations: a latent profile analysis of ethnic/racial and
US identity process and content. J Youth Adolesc. (2023) 52:105-21. doi: 10.1007/
510964-022-01690-6

39. Stalmirska AM. Cultural globalisation and food in urban destination marketing.
Tour Geogr. (2023) 25:158-76. doi: 10.1080/14616688.2020.1857429

40. Aertsens J, Verbeke W, Mondelaers K, Van Huylenbroeck G. Personal determinants
of organic food consumption: a review. Br Food J. (2009) 111:1140-67. doi:
10.1108/00070700910992961

41. Ares G, Vidal L, Allegue G, Giménez A, Bandeira E, Moratorio X, et al. Consumers’
conceptualization of ultra-processed foods. Appetite. (2016) 105:611-7. doi: 10.1016/j.
appet.2016.06.028

Frontiers in Nutrition

10

10.3389/fnut.2024.1448751

42.Renna M, Rinaldi VA, Gonnella M. The Mediterranean diet between traditional
foods and human health: the culinary example of Puglia (southern Italy). Int ] Gastron
Food Sci. (2015) 2:63-71. doi: 10.1016/j.ijgfs.2014.12.001

43. Rivera GN, Christy AG, Kim ], Vess M, Hicks JA, Schlegel R]. Understanding the
relationship between perceived authenticity and well-being. Rev Gen Psychol. (2019)
23:113-26. doi: 10.1037/gpr0000161

44. Cinelli MD, LeBoeuf RA. Keeping it real: how perceived brand authenticity affects
product perceptions. ] Consum Psychol. (2020) 30:40-59. doi: 10.1002/jcpy.1123

45. Kronfeldner M. Digging the channels of inheritance: on how to distinguish
between cultural and biological inheritance. Philos Trans R Soc B. (2021) 376:20200042.
doi: 10.1098/rstb.2020.0042

46. Augustin MA, Riley M, Stockmann R, Bennett L, Kahl A, Lockett T, et al. Role of
food processing in food and nutrition security. Trends Food Sci Technol. (2016)
56:115-25. doi: 10.1016/j.tifs.2016.08.005

47. Ryu K, Lee HR, Kim WG. The influence of the quality of the physical environment,
food, and service on restaurant image, customer perceived value, customer satisfaction,
and behavioral intentions. Int J Contemp Hosp Manag. (2012) 24:200-23. doi:
10.1108/09596111211206141

48. Bérebring L, Palmqvist M, Winkvist A, Augustin H. Gender differences in
perceived food healthiness and food avoidance in a Swedish population-based survey:
a cross sectional study. Nutr J. (2020) 19:140-8. doi: 10.1186/s12937-020-00659-0

49. Phinney JS, Ong AD. Conceptualization and measurement of ethnic identity:
current status and future directions. J Couns Psychol. (2007) 54:271-81. doi:
10.1037/0022-0167.54.3.271

50. Wilcox K, Laporte S, Ward G. How traditional production shapes perceptions of
product quality. ] Consum Res. (2023) 51:256-75. doi: 10.1093/jcr/ucad073

51. Magkos F, Arvaniti F, Zampelas A. Organic food: nutritious food or food for
thought? A review of the evidence. Int ] Food Sci Nutr. (2003) 54:357-71. doi:
10.1080/09637480120092071

52. Frizzo F, Dias HBA, Duarte NP, Rodrigues DG, Prado PHM. The genuine
handmade: how the production method influences consumers’ behavioral intentions
through naturalness and authenticity. J Food Prod Mark. (2020) 26:279-96. doi:
10.1080/10454446.2020.1765936

53.Khan Y, Hameed I, Akram U. What drives attitude, purchase intention and
consumer buying behavior toward organic food? A self-determination theory and
theory of planned behavior perspective. Br Food J. (2023) 125:2572-87. doi: 10.1108/
BFJ-07-2022-0564

54. Konuk FA, Otterbring T. The dark side of going green: dark triad traits predict
organic consumption through virtue signaling, status signaling, and praise from others.
] Retail Consum Serv. (2024) 76:103531. doi: 10.1016/j.jretconser.2023.103531

55. Parashar S, Singh S, Sood G. Examining the role of health consciousness,
environmental awareness and intention on purchase of organic food: a moderated model
of attitude. J Clean Prod. (2023) 386:135553. doi: 10.1016/j.jclepro.2022.135553

56. Zhang M, Guo X, Guo X, Jolibert A. Consumer purchase intention of intangible cultural
heritage products (ICHP): effects of cultural identity, consumer knowledge and manufacture
type. Asia Pac ] Mark Logist. (2023) 35:726-44. doi: 10.1108/APJML-11-2021-0831

57. Konuk FA. The role of store image, perceived quality, trust and perceived value in
predicting consumers’ purchase intentions towards organic private label food. J Retail
Consum Serv. (2018) 43:304-10. doi: 10.1016/j.jretconser.2018.04.011

58. Lang B, Conroy DM. When food governance matters to consumer food choice:
consumer perception of and preference for food quality certifications. Appetite. (2022)
168:105688

59.Yin S, Yu Y. An adoption-implementation framework of digital green knowledge
to improve the performance of digital green innovation practices for industry 5.0. J
Clean Prod. (2022) 363:132608. doi: 10.1016/j.jclepro.2022.132608

60. Sasaki I, Nummela N, Ravasi D. Managing cultural specificity and cultural
embeddedness when internationalizing: cultural strategies of Japanese craft firms. J Int
Bus Stud. (2021) 52:245-81. doi: 10.1057/s41267-020-00330-0

61. Pedersen S, Zhang T, Zhou Y, Aschemann-Witzel ], Thegersen ]J. Consumer
attitudes towards imported organic food in China and Germany: the key importance of
trust. ] Macromark. (2023) 43:233-54. doi: 10.1177/02761467221077079

62. Tandon A, Dhir A, Kaur P, Kushwah S, Salo J. Why do people buy organic food?
The moderating role of environmental concerns and trust. J Retail Consum Serv. (2020)
57:102247. doi: 10.1016/j.jretconser.2020.102247

63. Igartua J-J, Hayes AF. (2021). Mediation, moderation, and conditional process
analysis: Concepts, computations, and some common confusions. Span. J. Psychol.
24:E49. doi: 10.1017/SJP.2021.46

frontiersin.org


https://doi.org/10.3389/fnut.2024.1448751
https://www.frontiersin.org/journals/nutrition
https://www.frontiersin.org
https://doi.org/10.1016/j.ultsonch.2020.105293
https://doi.org/10.1016/j.appet.2015.04.002
https://doi.org/10.1016/j.appet.2015.04.002
https://doi.org/10.3389/fnut.2022.1035580
https://doi.org/10.1177/0044118X11427839
https://doi.org/10.1016/j.rser.2022.112660
https://doi.org/10.1016/j.jhtm.2024.02.009
https://doi.org/10.1080/13549839.2021.2001796
https://doi.org/10.1186/s40691-019-0201-5
https://doi.org/10.1002/fsn3.2442
https://doi.org/10.35784/pe.2021.2.25
https://doi.org/10.1016/j.foodqual.2019.103796
https://doi.org/10.1016/j.foodqual.2019.103796
https://doi.org/10.1016/j.foodcont.2004.08.003
https://doi.org/10.1016/j.foodcont.2004.08.003
https://doi.org/10.1108/BFJ-04-2019-0301
https://doi.org/10.1108/BFJ-06-2020-0559
https://doi.org/10.3390/foods9111644
https://doi.org/10.1080/01419870.1981.9993325
https://doi.org/10.3389/fpsyg.2022.990030
https://doi.org/10.1007/s10964-022-01690-6
https://doi.org/10.1007/s10964-022-01690-6
https://doi.org/10.1080/14616688.2020.1857429
https://doi.org/10.1108/00070700910992961
https://doi.org/10.1016/j.appet.2016.06.028
https://doi.org/10.1016/j.appet.2016.06.028
https://doi.org/10.1016/j.ijgfs.2014.12.001
https://doi.org/10.1037/gpr0000161
https://doi.org/10.1002/jcpy.1123
https://doi.org/10.1098/rstb.2020.0042
https://doi.org/10.1016/j.tifs.2016.08.005
https://doi.org/10.1108/09596111211206141
https://doi.org/10.1186/s12937-020-00659-0
https://doi.org/10.1037/0022-0167.54.3.271
https://doi.org/10.1093/jcr/ucad073
https://doi.org/10.1080/09637480120092071
https://doi.org/10.1080/10454446.2020.1765936
https://doi.org/10.1108/BFJ-07-2022-0564
https://doi.org/10.1108/BFJ-07-2022-0564
https://doi.org/10.1016/j.jretconser.2023.103531
https://doi.org/10.1016/j.jclepro.2022.135553
https://doi.org/10.1108/APJML-11-2021-0831
https://doi.org/10.1016/j.jretconser.2018.04.011
https://doi.org/10.1016/j.jclepro.2022.132608
https://doi.org/10.1057/s41267-020-00330-0
https://doi.org/10.1177/02761467221077079
https://doi.org/10.1016/j.jretconser.2020.102247
https://doi.org/10.1017/SJP.2021.46

	How hand-made affects consumers’ perceived nutritional quality of organic food
	1 Introduction
	2 Theoretical framework and research overview
	3 Overview of the study
	4 Experiment 1: main effect of handmade-organic foods perceived nutritional quality
	4.1 Experimental design
	4.2 Experimental results
	4.3 Discussion

	5 Experiment 2: the mediating role of handicraft cultural identity
	5.1 Experimental design
	5.2 Experimental results
	5.3 Discussion

	6 Experiment 3: the moderating role of perceived authenticity
	6.1 Experimental design
	6.2 Experimental results
	6.3 Discussion

	7 General discussion
	7.1 Theoretical implications
	7.2 Managerial implications
	7.3 Limitations and future research


	References

