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Abstract

The demand for the convenience of traditional food in ready-to-eat
products is increasing, especially in today’s busy modern lifestyle.
However, ready-to-eat products that do not meet the needs and
demands of consumers will fail in the market. This study explores the
market potential and consumer acceptance of ready-to-eat chicken
pepes sausage, combining the traditional appeal of pepes with the
practicality of modern food products. The primary aim was to evaluate
market potential, assess consumer acceptance and identify essential
recipe components for this innovative product. The methodology
involved a competitive analysis using observation techniques conducted
in physical stores and online markets, a structured questionnaire
distributed to 385 respondents across Malaysia and a recipe survey
using semi-structured interviews and secondary research to identify
key ingredients and preparation methods. The competitive analysis and
recipe survey were analyze using thematic analysis while, questionnaire
was analyze using SPSS. Results revealed that are no similar products
currently available, making it highly potential marketable with high
interest among young adults aged 18-24 (34.81%) and adults aged 25-
60 (32.99%). Key consumer preferences included a spicy flavor profile
(60.8%), ease of preparation (35.6%), high protein (93.8%) and bite-
sized version (52.2%). The recipe survey is identified essential
ingredients such as chicken breast, coconut milk, lemongrass and
traditional spices as critical for product development. This study
concludes that the ready-to-eat chicken pepes sausage has strong
potential for commercialization in the Malaysian market.

1. Introduction

In today’s fast-paced world, the demand for ready-to-eat food products has increased significantly especially
among students and workers with hectic schedules. These products offer the convenience of quick, easy meals
without the need for further preparation or cooking [1]. As consumer preferences shift towards foods that are
both convenient and culturally relevant, the introduction of innovative products that combine traditional flavors
with convenience of ready-to-eat formats become increasingly important. The ready-to-eat chicken pepes
sausage combines the traditional dish pepes [2] with the popular Western styles [3], appealing to current
Malaysian consumers’ changing needs. However, producing ready-to-eat chicken pepes sausage will be fail if the
product is not accepted by consumer [4]. Therefore, market survey studies are conducted before production of

chicken sausage.
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A market survey is an important technique for assessing consumer requirements and preferences before
launching a new food product [5]. It facilitates the collection of first-hand consumer data, which is critical for
making educated judgements about marketing strategies, product development, and consumer acceptance. For
this study, both qualitative and quantitative research approaches were used to gain information about the
possible acceptance of a chicken pepes sausage product [6]. Quantitative research used surveys to assess
consumer demand and acceptance of this unique product concept [7]. In contrast, qualitative study enabled a
competitive analysis of existing sausage products on the market, as well as an investigation into traditional
chicken pepes recipes [8].

Consumer acceptance is critical to the success of any new food products [9]. It describes to the willingness of
consumers purchase and recommend a product based on its preferences [10]. Therefore, understanding
consumer opinions towards chicken pepes sausage, particularly in terms of taste, nutritional content, and
convenience, is critical in establishing its market feasibility.

This study aims to determine the market potential and consumer acceptance of ready-to-eat chicken pepes
sausage in Malaysia. This study uses a market survey and a consumer acceptance study to discover customer
preferences for flavour profiles, nutritional content, and product appearance. The findings will provide essential
information into the Malaysian market's preparation to embrace such new food products, with a focus on
satisfying the needs of busy customers who want both convenience and cultural relevance in their meal options.

The significance of this study lies in its contribution to understanding the demand for new food products in
the context of evolving consumer lifestyles. By identifying key factors that influence consumer acceptance, this
research can guide good manufacturers and product developers in creating ready-to-eat products that meet the
expectations of today’s busy consumers, while also promoting traditional flavours in a modern and convenience
format.

2. Materials and Methods

2.1Data Collection

The quantitative and qualitative were used to obtain the data collection of the market survey [6]. The
quantitative research used was a questionnaire [7] and qualitative research involved observation and interviews
[8]. The design of the questionnaire was close ended question [7]. The observation of the competitive sausage
products in the market was carried out to collect data and the semi-structured interview was used to gather the
list of ingredients that are used in making chicken pepes [11].

2.2 Competitive Analysis

Observation techniques were used to conduct competitive analysis [8]. The observation was carried out at
supermarkets, frozen marts, night markets, convenience stores and online markets [12]. The data obtained from
this technique included the brand of the sausage product, types of the product, the ingredient used, price, the
weight of the sausage, the types of packaging and manufacturing address [8].

2.3 Consumer Acceptance and Product Concept

Consumer acceptance and product concept was carried out using questionnaire [7]. The questionnaires were
distributed to 385 respondents from various states across Malaysia [13]. The age range for respondents in this
questionnaire was from 5 years old to above 61 years old. This method was primarily carried out to assess the
market viability of the soon-to-be-launched product concept [14].

2.4 Questionnaire Development

The survey conducted had four segments as follows: A. Sociodemographic data, B. Existing chicken pepes food
product, C. Knowledge about ready-to-eat products and D. New product concept of the ready-to-eat chicken
pepes sausage. All questions were designed with closed ended and multiple-choice answers [7].

After the questionnaire was created, it was reviewed by three academic experts to ensure the questionnaire
followed the guidelines of questionnaire design [15]. The questionnaire was then improved based on their
comments and published. After that, a pilot study was conducted with 30 sample respondents to provide an
advance warning about potential issues where the main research project could fail, or whether the proposed
methods or instruments were inappropriate or too complicated [16].

2.5Recipe Survey

The recipe of chicken pepes was carried out using semi-structured interview and secondary research [17]. The
recipe obtained from secondary research such as the books and internet. The information was sourced from the
recipe book such as Kitab Resepi by Chef Hanieliza and cooking make easy by Chef Sherson Lian. While from
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internet such as MyResipi and Cookpad. The interviews were conducted in the Johor area, with individuals who
were experts in cooking the chicken pepes [18]. The question about the list of recipes and the method used in the
cooking preparation were recorded using the interview form and direct questions were asked to gather further
information.

2.6 Quantitative Analysis

The quantitative data was analysed using the Statistical Package of Social Science (SPSS) version 24 [19].
Descriptive statistics were utilized to summarize and present the frequency and percentage distributions of
respondents’ demographic characteristics for providing a clear overview of the sample population. Additionally,
descriptive statistics were applied to explore relationships between survey questions and demographic
variables. A one-way analysis of variance (ANOVA) was employed to determine statistically significant
differences between demographic variables and questionnaire responses. Furthermore, a chi-square test of
independence was used to examine the relationship between two variables. Finally, crosstabulation was
performed to study consumer acceptance by providing detailed cross-tabulated insights into the relationship
between variables. All statistical analyses were conducted at a 0.05 significance level, ensuring the reliability and
accuracy of the findings [20].

2.7 Qualitative Analysis

The qualitative data was analysed using thematic analysis [21]. The process of analysing qualitative data begins
with the raw text, followed by transcribing the identifying relevant text, finding repeating ideas and grouping
them into themes using Nvivo software [22].

3. Result and Discussion

3.1 Competitive Analysis

The observation technique was used to analyse the presence of products that are identical or similar to the
ready-to-eat chicken pepes sausage. Table 1 revealed that ready-to-eat chicken pepes sausage is not yet
available in the market meanwhile only chicken sausage, chicken pepes and ready-to-eat sausage only being
competitive at the market platform. The absence of a ready-to-eat chicken pepes sausage in the market
highlights a promising opportunity for innovation and make it high potential to marketed [51]. The ready-to-eat
chicken pepes sausage combines the cultural significance of chicken pepes, the universal appeal of sausage and
the ease of ready-to-eat sausage. Chicken pepes with their traditional seasonings and preparation wrapped in
banana leaves are represent heritage [23]. On the other hand, Sausages provides mass-market adaptability with
diverse flavours [24]. Ready-to-eat sausage is geared toward modern lives, emphasizing portability and quick
consumption [25]. Thus, this new product can introduce a unique product that meet the needs of a wide range of
consumers and has potential to enrich the ready-to-eat food market.

Table 1 Summaries of observation data

Ready-to-Eat

Codes/Themes Chicken sausage Chicken Pepes
Sausage
. . . . Chicken meat, soy
Main Chicken meat (65%-87%), Chicken meat or chicken breast, .
. : o . protein, potato starch,
Ingredients soy protein, starch additives. wrapped in banana leaves. .
vegetable oil.
. Vacuum packaging (most Wra'p.ped in banan'a leaves for Small vacuum-sealed
Packaging common), flow-wrap traditional aesthetic and flavor ortions (40g)
packaging for bulk retention p &
Pricin RM3.05 to RM27.50 RM6.00 to RM25.00 depending on RM2.99 to RM4.00
J depending on size and brand the number of pieces and brand per 40g
Weight Range 120g to 1kg 150g to 750g 40g
. Popular brands include Fareezz
Popular brands include . .
, Frozen Food, Mummy Lizkay, Halal Dokkaebi,
Producers Ramly, Ayamas, Farm’s Best,
. Dhuha Frozen Food, Pepes Kanzler, Bobo
Marina, MaduBee .
Warisan
Cultural Mass-market appeal with Tradltlonal-prfeparatl.on mthod, Conven.lence-f.ocused
. i culturally significant ingredients, for immediate
Aspect diverse flavor profiles

and localized recipes

consumption

Penerbit
UTHM



Enhanced Knowledge in Sciences and Technology Vol. 5 No. 1 (2025) p. 191-201 194

3.2 Consumer Acceptance and Product Concept

The details of the respondents involved in the questionnaire survey are provided in Table 2. The number of
respondents in this survey was 385 from the population in Malaysia. Out of these respondents, (69.61%) came
from females. Female have their own experiences based on their position as household decision-makers [26].
However, the number of males was relatively smaller representing 30.39% of the study. Study by [27], which
reported that male may feel less motivated to respond to surveys that do not align with their interests or social
norms.

For the aged group, 18-24 years old representing 34.81% of the study populations. This means that the
research largely included responses from young adults, who are more likely to interested in novel products or
products. This finding is in line with a study by [28], which reported that individuals aged 18 to 24 are
substantially more likely to explore than older age groups. This tendency is due to their higher openness
towards innovations new products. The 25-60 years old group come next, representing 32.99% of the sample.
This group more likely to provide feedback on convenience goods due to their purchasing power and household
responsibilities [29].

Next, the findings regarding race found that most Malays participated in this study with 92.73%
respondents. This is because chicken pepes are a dish that aligns with traditional Malay cuisine and flavours,
making it more appealing and familiar to the Malay population. This finding is in line with study by [30], which
reported that food consumption patterns in Malaysia vary significantly across different ethnic groups due to
cultural and religious beliefs.

From the employment data, 52.47% respondents came from students. Students are more willing to test new
or creative food products, which makes them more likely to participate in surveys related to such items. This
finding is in line with study by [31], which reported that students frequently express a desire for new food
options, indicating an openness to experimenting with different food products. The second-largest profession is
employees, who made up 30.39% respondents. Employees are interested in participating in this study because
the product is suitable for their lifestyle, especially for those who are looking for convenient and quick meal due
to their busy schedules. Many employees prioritize quick and easy meal solutions due to their hectic work
schedules [32].

Table 2 Sociodemographic data

Socioderpographic Category Frequency Percentage

particular (n) (%)
Gender Male 117 30.39
Female 268 69.61

Age 5-12 years old 28 7.27
13-17 years old 51 13.25
18-24 years old 134 34.81
25-60 years old 127 32.99
Above 61 years old 45 11.69
Race Malay 357 92.73
Chinese 10 2.60

Indian 17 4.42

Other 1 0.26
Occupation Student 202 52.47
Employee 117 30.39
Unemployed 66 17.14

The information presented in Table 3 indicates that the Pearson Chi-square test was used to analyse the
relationship between the frequency of consume ready-to-eat products and the perception that cooking is time
consuming. The study revealed a p-value of 0.019, which is lower than the usually accepted significance level of
0.05. According to the data, people who think cooking takes too long are more likely to eat ready-to-eat foods on
a regular basis. This relationship is consistent with the convenience-driven behaviour commonly found among
consumers who prefer saving time more than making meals at home. This statement supported by [33],
revealed that busy lifestyles lead many consumers to favour quick meal than traditional cooking method. The
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findings emphasize the significance of convenience in driving demand for ready-to-eat products, validating the
notion that time constraints play an important role in defining consumer preferences in modern lifestyles.

Table 3 Relationship perception of cooking is time consuming

df Asymptotic significance (2-sided)

Pearson Chi-square 6 0.019

3.2.1 Consumer Acceptance for Ready-To-Eat Chicken Pepes Sausage

Table 4 shows the level of interest in trying chicken pepes across age groups, which is an accurate indication of
potential demand. The highest levels of interest are 18-24 years old 35.3% and 25-60 years old 34.2%,
accounting for roughly 70% of total interest. This concentration indicates a strong demand foundation, as these
groups are not only interested in the products but also have purchasing power and market influence [31].
Overall, a level interest trying chicken pepes have high demand among young adults and adults aged group 18 to
60 years.

Table 4 Interested trying chicken pepes according to age

Interested trying 5-12 years 13-17 18-24 25-60 Above 61
chicken pepes old years old years old years old years old
Count 23 44 127 123 43
Percentage (%) 6.4% 12.2% 35.3% 34.2% 11.9%

Table 5 provides information on how occupation affects the sense of need for chicken pepes, which aids in
estimating demand. Students are the largest group accounting for 55.3% of responses. Ready-to-eat chicken
pepes sausage are a good fit for students' eating preferences, which may include convenience and ease of
preparation. This data suggests that there is a huge demand potential among the student group. This statement
in line with [25], reported that students prefer convenient ready-to-eat products due to their hectic schedules
and limited time for preparation food.

Employees are the second group, accounting for 39.0% of responses. This large proportion indicates that
working people value the product, most likely due to their need for quick and easy meals that fit into their hectic
schedules. The significant reaction from this demographic contributes to the demand potential for chicken pepes
among the working population, who may look for ready-to-eat options during lunch breaks or after hours. Study
by [34], also revealed that ready-to-eat meals have grown in popularity among working professionals due to
their hectic schedules.

Table 5 Definitely need this new product according to occupation

Definitely need this new product Student Employees Unemployed
Count 88 62 9
Percentage (%) 55.3% 39.0% 5.7%

Table 6 shows the age distribution of respondents who indicated that purchase chicken pepes on frequently.
The 25-60 age group has the highest percentage of responds 41.3%. This age group is the most likely to buy
chicken pepes on a regular basis, which is consistent with their great perceived need for the product. Adults in
this category are often engaged consumers with established purchasing habits, giving them an important source
of continuous demand [29].

The 18-24 category follows with 28.0%, contributing to the demand potential among young adults. This
group is likely to appreciate ready-to-eat products since they are convenient and suitable for fast-paced
lifestyles. The 18-24 and 25-60 age groups account for more than 70 percent of all frequency of purchase
responses, underscoring their position as the key drivers of demand. The demand for quick meals is particularly
strong among younger adults and those in family situations, validating the concept that these age groups
dominate the market due to their lifestyle needs [35].
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Table 6 Frequency purchasing according to age

Frequency purchasin 5-12 13-17 18-24 25-60 Above 61
4 yPp & years old years old years old years old years old
Count 20 23 40 59 1
Percentage (%) 14.0% 16.1% 28.0% 41.3% 0.7%

3.2.2 Analysis Product Concept of Ready-To-Eat Chicken Pepes Sausage

For the new ready-to-eat chicken pepes sausage product concept, four attributes are surveyed to ensure that
this product is in line with consumer acceptance. Fig. 1 shows that criteria have an important effect consumer
purchasing decisions for ready-to-eat chicken pepes sausage. The most important consideration is ease of
consumption, which accounts for 35.6% of consumer choices. Consumers preferring items that are quick and
easy to eat, especially with today's hectic lifestyles as reported by [36]. The other most important issue is
affordable price, accounting for 26%. Consumers prefer cost-effective choices that fit their budgets while still
providing good quality. This result in line with study by [37], reported that affordability is an important factor of
consumer choice, as lower-cost products tend to attract more customers than higher-priced counterparts.

15.00%

10.00%
5.00% l
0.00%

Easy to Packaging and Affordable Eaststorage Highin
consume  travel-friendly price nutrient

Criteria purchasing decision

Fig. 1 The percentage criteria purchasing decision

Fig. 2 shows the analysing customer preferences for the nutritional content. When analysing customer
preferences for the nutritional content of the new ready-to-eat (RTE) chicken pepes sausage, it is obvious that
consumers prioritise high protein, low carbs, and low fat. A significant 93.8% of consumers prefer a high protein
content, as protein is required for muscle development and repair, making this sausage an appealing option for
individuals looking for a quick and healthy source of protein [38]. By providing a sausage with these nutritional
properties, the chicken pepes sausage may meet the needs of health-conscious consumers looking a quick and
healthy a meal.

2.6% 2.6%

93.8%

= Protein = Carbohydrate Fat

Fig. 2 The percentage preferences of nutritional content among consumers

Next, the popular flavour for the new ready-to-eat chicken pepes sausage among consumers, demonstrating
a significant preference for spicy flavours. Approximately 60.8% of consumers select spicy as their top flavour,
demonstrating that many people enjoy flavourful meals with a hint of spice. The spicy flavour appeals to those
who prefer stronger, more adventurous flavours in their food. This finding in line with study by [39], which
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reported that customers are becoming more attracted to spicy cuisine, with a noticeable increase in the
introduction of chili-flavoured items. Meanwhile, 37.7% of customers prefer the original flavour, which has a
softer taste but still showcases the savoury elements of the chicken pepes sausage without any extra spice. The
different groups may have diverse tastes, with some choosing less hot and more traditional flavours in their food
choices [40]. This means that, the spicy and original flavours are clearly the most popular, this result shows in
Fig. 3.

1.50%

37.70%

60.80%

= Spicy ® Original = Other

Fig. 3 The percentage of most preferred flavour among consumers

According to Fig. 4, about 47.80% of consumers prefer a long cylindrical shape, implying that classic
sausages are still popular. This shape is common and is likely thought to be useful for grilling or presenting in
meals [41]. A significantly higher percentage of consumers, 52.2%, prefer a mini cylindrical shape, or bite-size
version. This preference for bite-sized sausages suggests that customers prioritize the ease of consumption. Mini
sausages are easy to consume on the go, can be rapidly prepared, and are ideal for snacking or adding to meals
without requiring cutting. The convenience has a big influence on purchase decisions said by [42]. Therefore,
offering both shapes may attract more consumers, with the mini bite-size variant likely appealing to people
looking convenience and the long cylindrical shape fulfilling traditional preferences.

47.80%
52.20%

m Long cylindrical shape  m Mini cylindrical shape (bite-size)

Fig. 4 The percentage of desired shape for ready-to-eat chicken pepes sausage

3.3Recipe Survey

The recipe survey was obtained from an interview with a person who is an expert in preparing chicken pepes,
recipe book and searching on the internet. Table 7 shows the elements obtained from the recipe survey were the
lists of ingredients with their function, the method for preparing the chicken pepes and the additional tips for
preparing chicken pepes.

Table 7 Summaries of recipe survey data

Themes Code Quotes Source
Protein Chicken breast - the primary protein source,
providing texture, flavor and nutritional (MyResipi,2023)
Ingredients component value
and their
. Eggs - contributes to the overall texture of .
functions the filling (MyResipi,2023)
Aromatics and Garlic - adds a savory, aromatic base (MyResipi,2023)
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flavor enhancers

Spices for heat and
color

Textural additions

Preparing spice
paste

Preparing banana

Lemongrass — adds a citrusy aroma
Shallots - adds sweetness and depth to the
spice paste

Dried chilies - provides heat and color

Red chilies - adds mild heat and vibrant color

Candlenuts - adds creaminess and helps
thicken the spice paste

Coconut milk - adds richness, creaminess
and a subtle sweetness

Blend the shallots, garlic, turmeric, ginger,
lemongrass, dried chilies, red chilies,
candlenuts into a smooth paste

Cut the banana leaves into squares

198

(MyResipi,2023)

Puan Fathimah

(MyResipi,2023)
Puan Suraya

(MyResipi,2023)

(Cookpad,2021)

Puan Suraya

Puan Suraya

leaves (approximately 20x20 cm)
Briefly pass the leaves over an open flame to Chef Sherson
soften them, making them easier to fold Lian
Preparation Cook the spice mixture. Heat a small amount
p of oil in a pan. Blend spice paste along with Chef Hanieliza
methods ;
the lemongrass until fragrant
Mix the chicken with the egg. Mix the spice
Layering flavors paste with the chicken. Mix and well until Encik Razak
combined
Wrapplr.lg and Placed the pepes mixture on the banana leaf (MyResipi,2023)
cooking and wrap
Steam for 20 minutes and burn for a while on .
the stove (MyResipi,2023)
Storage and Pepes can be stored in the refrigerator and
. . - Puan Suraya
Practical reheating reheated by steaming or grilling
Cooking Tips usti ici i ili
g 11p Adjusting to For a spicier version, a-dd more chili peppers Puan Fadhlina
preferences to the spice paste

The finding shows that the main ingredient in this recipe is chicken breast, chosen for its lean and tender
qualities and its role as the primary source of protein. Chicken breast contains approximately 23 to 32 grams of
protein per 100 grams, making it one of the meats with the highest protein content [43]. After that, an egg is
added to complete the chicken and ensure that the filling binds effectively during cooking. Eggs not only stabilize
the mixture but also impart a soft and cohesive texture, allowing the final dish to hold its shape while remaining
moist and tender. This finding is in line with study by [44], which reported that eggs play several essential roles
in cooking, binding, emulsifying and imparting moisture.

Next, the spice blend is the centrepiece of the meal, where many components combine to create a distinct
and delightful flavour. Garlic is a key component in this combination providing a strong aromatic base and
savoury flavour that enhances the dish. Study by [45] reported that garlic imparts a substantially stronger
flavour to dishes. Then, added Lemongrass imparts a fresh, citrussy aroma and flavour that balances the
richness of the other components. These findings in line with a study by [46], which reported that lemongrass is
widely used as a chicken marinade, resulting in a dish that is both flavourful and refreshing. Shallots contribute
natural sweetness and a rich flavour. As mentioned by [47], shallots develop a rich and sweet flavour in cooking,
making them an essential ingredient in many recipes. These aromatics of spice paste are further complemented
by dried chilies, which add a strong spiciness and a deep red colour. While red chilies provide a vibrant red
colour and a moderate heat. Together, these components create a rich and balanced aroma. This is in line with a
previous study by [48], which found that combining dried and red chilies can create a balanced aroma that
enhances overall taste experience.

This finding also shows that candlenuts are used to elevate the texture and richness of the spice paste. These
are a common thickening agent in Southeast Asia Cuisine, ability to add creaminess and body to sauces and
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pastes [49]. Lastly, coconut milk adds to the dish’s richness by providing a creamy texture and a mild sweetness.
This balances the strong heat and pungency of the chilies, providing a spice blend that is smooth, flavourful and
perfectly balanced [50].

4. Conclusion

In conclusion, the market survey and consumer acceptance studies of ready-to-eat chicken pepes sausage show
that this new product has a considerable market opportunity. The competitive analysis revealed there are no
ready-to-eat chicken pepes sausage, despite the availability of chicken pepes, chicken sausages and ready-to-eat
sausages in a variety of flavours. The proposed of studies aims to explores the market potential and consumer
acceptance of ready-to-eat chicken pepes sausage, combining the traditional appeal of pepes with the
practicality of modern food products. Positive feedback from young adults 18-24 years old and adults aged
people 25-60 years old demonstrated a desire for easy-to-prepared, nutritious, and flavourful products. The
recipe survey highlighted critical elements such as chicken breast, eggs, garlic, lemongrass and others that are
required to preserve the authentic flavour of chicken pepes in sausage form. Overall, this study provides useful
information about market potential, customer acceptance, and the ingredients and preparation methods
required for the successful development of ready-to-eat chicken pepes sausage. For further research of this
study, some recommendations are monitor the market trends and competitor products through comprehensive
competitive analysis, to maintain a competitive edge, conduct a larger-scale survey with more various
demographic groups to gain a better understanding of their preferences and possible demand for this product
and conduct a pricing survey to determine the price range consumers are willing to pay for ready-to-eat chicken
pepes sausage.
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