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Background: Eating out is not only a common trend these days but also necessity for many who live away from their 
families especially students pursuing higher education. With growing trend of food hypersensitivity catering industry 
needs to get driven for such special requirement.  Objective: This study aimed to check the awareness of stakeholders 
for gluten intolerance with respect to the market and sensory evaluation of the developed alternative. Methodology: 
A cross-sectional study was conducted on consumers and food business operators of Central Delhi. Consumers were 
18 years and above and claiming to be gluten intolerant. Food business operators were local shopkeepers running 
food stalls and bakery. A self -structured questionnaire was designed for stakeholders respectively. Developed gluten 
alternative was sensory evaluated by consumers on 9-point hedonic rating scale for its overall acceptability. Data 
was analyzed for the stakeholders by using descriptive statistics. Results: The results indicate that majority (53.65%) 
consumers were familiar with the symptoms of gluten intolerance like headache and digestive issues. Furthermore, 
majority (68.3%) identified rice and corn to be an alternative for gluten. Level of satisfaction from market for availability 
of alternatives is medium (61%).Sensory score for developed alternative was 7.19 ±1.53. Regarding food business 
operators’ majority (53.12%) receive customer request for availability of gluten free products, 46.87% are affirmative 
to provide alternatives subjected to demand of consumers. 53.12% also showcased interest in receiving training or 
resources for gluten intolerance and lactose free cooking skills and outsourcing of such food items. Conclusion: In 
general stakeholders showcased awareness about their food intolerance and improved availability of alternatives in 
market. At the same time willingness of food business operators to offer such products on menu. The study recommends 
to provide training to food business operators for provision of diversified menu for prospective consumers.
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Abstract

Introduction
An adverse reaction of the immune system after 

consumption of food or any specific ingredient is known as 
food allergy (Kaya et al., 2013). Any food can lead to food 
allergy symptoms which vary from itching, eczema, digestive 
issues like bloating, nausea, vomiting, diarrhea, abdominal 
cramps (Morita et al., 2013; Venter et al., 2012). Majority 
it is found to be milk, nuts, egg, wheat, fish, soyabean etc. 
(Yue et al., 2018) The reactions to such allergens are seen 

within minutes or hours which can be deleterious for person’s 
health (Gupta et al., 2016). Consumer suffering from any 
hypersensitivity need to be very conscious for food choices 
thus they need accurate information about food ingredients, 
method of production and made on what type of machines 
where other allergic foods are also processed (Soós & 
Lugasi, 2024). Thus eating out for such consumers becomes 
a challenge, and in their decision making food business 
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operator play a very significant role (Endres et al., 2020). 
With current globalization eating out is a trend and in such 
cases of food allergy it can be a threat to health if consumers 
do not get adequately informed (Barnett et al., 2018). Food 
business operator awareness, willingness to incorporate 
dietary alternatives can benefit a larger segment of such 
consumers.

Krishna et al. (2020) study examined food allergens’ 
impact on Indian society, revealing widespread unawareness 
despite allergic disorders affecting 25% of the population, 
including 10% of children with food allergies. Makharia et 
al. (2010) revealed a higher prevalence of celiac disease in 
the North Indian community with an estimated prevalence of 
1 in 96 individuals. These results underscore the importance 
of increased awareness and diagnostic efforts for celiac 
disease in India, indicating a need for improved screening 
and management strategies to address this significant health 
concern.

Despite regulations, many menus lack proper allergen 
information. Strategies like educating peers and advocating 
for better allergen labelling on restaurant menus can 
significantly contribute to consumer safety (Aljameel et al., 
2023). Consumer get satisfied with written information and 
this aids in making informed choices (Barnett et al., 2018). 
Versluis et al. (2014) reported that major accidental allergen 
ingestion occurs when eating out in restaurants, work place 
and school canteens.

Hossny et al. (2019) advocated that there is a need for 
directing sufficient resources towards public health education 
and training of healthcare providers to effectively manage 
food allergies. Wen and Kwon (2017) highlighted that staff 
of restaurants lack in food allergies knowledge and think 
that knowing and preventing is largely responsibility of 
customers. As per Soós and Lugasi (2024) findings a large 
proportion of consumers find that the information regarding 
food allergen is provided to them inadequately by the 
restaurant staff. Consumers prefer asking restaurant staff 
for presence of allergens in food, thus considering them an 
additional source of information (Barnett et al., 2018).

To reduce environmental triggers, improve access to 
quality care, and establish formal allergy training programs 
to enhance understanding and diagnosis of allergic diseases, 
Krishna et al. (2020) calls for public health measures. 

Hossny et al. (2019) emphasized the importance of support 
from governments, scientific partnerships, and funding from 
global organizations to enable physicians in the developing 
world to address challenges effectively. Furthermore, it 
advocated for directing sufficient resources towards public 
health education and training of healthcare providers to 
effectively manage food allergies. Makharia et al. (2010) 
study underscore the importance of increased awareness 
and diagnostic efforts for celiac disease in India, indicating 
a need for improved screening and management strategies 
to address this significant health concern. For ensuring 
support to consumers food preparation staff need effective 
communication system for their adequate training so as to 
make consumer feel more confident when eating out (Begen 
et al., 2016).

The research aims at finding the level of awareness of 
gluten intolerance among the people of the nation. Celiac 
disease also known as gluten intolerance accounts for less than 
1% of the allergens are nothing but microscopic substances 
and organisms that can have fatal consequences. In the wake 
of COVID-19 it has become even more important to ensure 
that safety is ensured while indulging in eating habits. The 
research aims to help increase the level of awareness among 
people and help them lead a more conscious and healthier life. 
Researching the awareness of gluten alternatives among food 
business operators in Delhi holds significant implications for 
both market understanding and consumer health concerns. 
This investigation provides critical insights into emerging 
market trends and the increasing demand for dietary 
alternatives driven by the growing prevalence of gluten and 
lactose intolerance. Understanding the level of awareness 
among food business operators offers valuable information 
about the accessibility of such products to consumers and 
potential challenges within the supply chain. Moreover, 
conducting a survey among respondents, particularly those 
with gluten intolerance, allows for a deeper understanding 
of their preferences, behaviors, and challenges in finding 
suitable alternatives. This data not only informs product 
development strategies but also helps in tailoring marketing 
approaches to target the specific needs of the consumer 
segment. By providing viable alternative to traditional gluten 
containing products, this research contributes to promoting 
health-conscious dietary choices and improving the quality 
of life for individuals with dietary restrictions. Ultimately, 
this research not only serves to address consumer needs 
but also presents business opportunities for local food store 
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owners to expand their product offerings and attract a wider 
customer base in the competitive food industry landscape.

Objectives

1.	 To assess the level of awareness of stakeholders with 
regard to gluten intolerance and its alternatives available 
in market.

2.	 To conduct sensory evaluation of the developed gluten 
free alternative product.

Methodology
Research Design: Cross sectional design was adopted for 
the work where awareness of consumers and food business 
operators was studied for gluten intolerance in terms of 
availability of alternatives and willingness for provision of 
alternatives to consumers. 

Locale: The area selected for the work was Central Delhi as 
it gives access to diverse range of people.

Sampling Design: Non probability method of sampling 
method was adopted. For checking the awareness of subjects 
for gluten intolerance and alternatives availability (n=41) 
subjects enrolled were gluten intolerant and aged 18 years 
and above. For awareness regarding food intolerance and 
willingness to provide alternatives (n=33) food business 
operators (local shop owners and bakeries) were surveyed. 
For sensory evaluation of the developed product (n=31) 
volunteered participants were selected. All the subjects were 
made part of the study after an informed consent.

Tools and Technique: For finding the awareness a self-
structured questionnaire was developed separately for 
gluten intolerant subjects and food business operator which 
was pilot tested on the selected group of people. All the 
questions were closed ended. Trials for development of 
gluten free product were conducted in the commercial 
bakery and then the standardized. Sensory evaluation was 
done by using a 9point Hedonic Rating Scale was used 
where the scale ranged from like extremely to dislike 
extremely.

Consumer questionnaire was conducted both one on one 
and via online mode. Data from food business operator was 
obtained by visiting their outlets. Sensory evaluation done on 
volunteers, were asked to clean their palate before evaluation, 

sit comfortably and evaluate the developed product which 
was gluten free pizza base. 

Data Analysis and Statistical Analysis: The data of 
consumers and food business operator has been treated 
separately for awareness and evaluation of product. 
Descriptive analysis has been applied to study the findings 
of work.

Results and Discussion
Consumer awareness for gluten intolerance and demand 

for gluten free alternatives was assessed from subjects who 
were suffering from gluten intolerance where majority 
(65.9%) of the subjects who participated in the study were 18-
25 years old but and only 4.9% were more than 65 years old. 
Majority (53.7%) of the participants were female. As seen 
from table 1 majority (53.65%) of the subjects were familiar 
with the symptoms of gluten intolerance. Main symptoms 
observed by subjects were headache (53.7%), digestive issue 
(51.2%) like bloating, fatigue (41.5%) and only 2.4% were 
facing other symptoms apart from the list. 

In a study by Aljameel et al. (2023) subjects were found 
to be highly aware about food allergens where female of 
age group 23 to 27 and 33 to 37 years was more aware in 
comparison to 18 to 22 year old. 74% were aware about the 
correct food allergy reactions. In current study too subjects 
were familiar with most of the symptoms as they were 
suffering from the intolerance.

Table 1: Demographic Details of the Subjects

Demographic parameters Frequency(%)
Age (years)

18-25 27 (65.9)
25-35 5 (12.2)
35-45 2(4.9)
45-55 2(4.9)
55-65 3 (7.3)
>65 2 (4.9)

Gender
Male 19 (46.3)

Female 22 (53.7)
Familiarity with symptoms 
of gluten intolerance

Very familiar 22 (53.65)
Somewhat familiar 19 (46.35)
Not familiar at all -
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Demographic parameters Frequency(%)
Symptoms faced by subjects  Percentage

Digestive issues 51.2
Fatigue 41.5

Headache 53.7
Joint pain 26.8

Skin problems 31.7
Mood swings 22

All of the above 22
None of the above 7.3

Others 2.4

Table 2 depicts awareness of consumers for availability of 
gluten alternatives in the market. It was observed that majority 
(68.3%) identified rice and corn as gluten alternative followed 
by quinoa and amaranth (58.5%). These findings highlight 
a need for further education and promotion of alternative 
grain and flour options to enhance dietary diversity and meet 
consumer preferences. Regarding challenges encountered by 
gluten intolerant subjects’ majority (51.2%) reported social 
situations 41.5% considered limited food options and cross 
contamination as a challenge also 39% considered these to 
be costly. Majority (65.9%) of the subjects reported that it 
is somewhat easy to find gluten alternatives in the market. 
There is  need to improve availability and accessibility of 
such grains. Level of satisfaction of majority (61%) subjects 
for available gluten alternative food products was found to 
be mediocre. Expanding the range of gluten free products in 
market and raising awareness of food business operators can 
help address these challenges, ensuring inclusivity and better 
satisfaction for consumers with dietary restrictions. This will 
also increase the dining experience of the consumers.

Consumers know what they are supposed to consume as 
alternative is similar to the findings of (Soós & Lugasi, 2024). 
Research by Conner et al. (2018) highlighted that people 
with openness trait have higher difficulty in managing their 
food allergies like problems while eating allergy free food, 
social aspects and psychological issues. Similar to this in the 
present work gluten intolerant consumers reported that social 
circumstances are one of the challenge faced by them.  Bhukya 
and Paul (2023) mentioned that because of social influence 
such people find it difficult to be a part of event. Consumers 
find purchasing easier over eating at the restaurant (Soós & 
Lugasi, 2024). Aljameel et al. (2023) reported that consumer 
believe that they should be allowed by restaurants and café 
to make choices from the menu much more easy for better 
acceptability by people suffering from food hypersenstivity. 

Table 2: Awareness of Consumers for Availability of 
Gluten Alternatives in the Market

Awareness of gluten 
alternatives

 Percentage

Quinoa 58.5
Rice 68.3

Buckwheat 39
Amaranth 31.7

Millet 58.5
Corn 68.3
Oats 46.3

Almond flour 43.9
Coconut flour 29.3
Chickpea flour 29.3

Others 4.9
All of the above 9.5

None of the above -
Challenges encountered

Limited food options 41.5
Cross contamination 41.5

Social situations 51.2
Costly 39

All of the above 39
None of the above -

Others -
Ease of finding alternatives 
in nearby areas

Frequency 
(percentage)

Very easy 7 (17.1)
Somewhat easy 27 (65.9)
Not at all easy 7 (17.1)

Level of satisfaction 
with available 

alternative products
Very satisfied 9 (22)

Somewhat satisfied 25 (61)
Not at all satisfied 7 (17.1)

Pizza is nowadays found to be one of the most acceptable 
food product amongst people of all age groups thus pizza 
base was considered for development of gluten alternative 
product. After the development of product by trial and error 
method, standardized pizza base was further considered 
for sensory evaluation from consumers where a 9-point 
hedonic scale was employed. Figure 1 depicts the results 
where majority (32.25%) found it to be overall acceptable 
and only 9.67% disliked it slightly which can be attributable 
to that it was only base whose acceptability was assessed. 
If the product is presented in final presentation form maybe 
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it turns out to be acceptable to larger number of people. 
Mean sensory score was found to be 7.19 ±1.53. Masih et 
al. (2019) big data analysis emphasizes the importance of 
aligning product offerings with consumer sentiments, as 
these preferences significantly influence market dynamics 
and product innovation in the gluten-free foods sector. Pizza 
craze is ever growing amongst food lovers, its healthier 
alternatives are seen to be acceptable amongst consumer 
giving it as good overall acceptability on sensory evaluation 
(Kumar & Sharma, 2020).

Figure 1: Sensory Evaluation of the Developed Gluten Free 
Pizza Base by the Consumers for Overall Acceptability

Table 3: Mean ± SD for Sensory Score of the Developed 
Product

Product Mean ± SD
Gluten free pizza base 7.19±1.53

The food business operators that participated in the study 
majority (65.62%) were running general food stalls who were 
catering to full square meals like breakfast, lunch and dinner 
to people, especially students followed by cafes (21.87%) 
and 12.5% were bakery operators. The area is popular for 
preparation of prestigious competitive examinations, thus 
consumer especially students in good number visit to these 
eateries for their daily food requirements. Bakeries are famous 
amongst people for the wide variety of offerings to relish 
apart from regular meals. The food business operators were 
questioned to assess their awareness about food intolerance, 
and willingness to provide alternatives to the consumer on 
daily and affordable basis who are suffering from such food 
intolerance specifically gluten and lactose intolerance. As 
for their daily dietary requirements they are dependent on 
such food business operators it becomes essential to bring 
awareness amongst them. 

Regarding receiving inquiries from consumer for 
availability of gluten and lactose free options majority 
(53.12%) reported affirmatively that they do receive such 
requests however introducing alternatives remains uncommon 
in the mid-scale segment. Majority (43.75%) were somewhat 
familiar with gluten and dairy allergies followed by (31.25%) 
which was not at all familiar with the concept. There is a 
huge divide in the theoretical conception and the high-ended 
supermarkets and the eateries of the common man.

These findings suggest a significant level of receptiveness 
towards such alternatives, albeit with a notable portion of 
the sample expressing reservations. Further investigation 
into the underlying reasons behind these attitudes could 
provide valuable insights for decision-making regarding 
the introduction of gluten-free and dairy-free options. 
Willingness to introduce gluten and dairy free alternatives 
majority (46.87%) were receptive as it depends on the 
consumer demand. Business is about profit or at least reaching 
breakeven this suggest consumer has to show their interest 
so that food business operators efforts are worth. Majority 
believed that offering alternatives will attract consumers. On 
further investigating they reported products like bread, pastry, 
pasta, wrap can be some food items where they can think of 
giving alternatives as they mentioned these are demanded by 
consumers. When asked whether they are ready to receive 
any training or resources regarding gluten free and lactose 
free cooking skills and outsourcing such products majority 
(53.12%) responded affirmatively. This shows that there is 
a desire amongst them to attract more consumers and also 
to satisfy the people who are actually looking out for such 
alternatives which is really appreciative.

It has to be noted that as consumer awareness is increasing 
and their interest in their upkeep and overall health is ever 
rising food business operators need to become competitive 
to satisfy such consumer as Aljameel et al. (2023) reported in 
their work that consumer showcase interest in visiting those 
restaurants and café which list all allergens on their menu. 
There is a pressing need for comprehensive approaches and 
collaborative efforts to address the complex and evolving 
landscape of food allergies in the modern world (Hossny, et al., 
2019), present work also aligns with it wherein food business 
operators reflect the receptiveness for training and resources. 
Reliable information is very important for consumer suffering 
from food hypersensitivity so food business operators have 
to be equipped be current trends of the consumer for their 
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positive business (Soós & Lugasi, 2024). Food handling staff 
showcase poor knowledge to provide allergen safe meals to 
the consumer (Common et al., 2103)

Table 4: Perception of Food Business Operators

Parameters Frequency 
(%)

Type of food stalls
Bakery/baked goods 4 (12.5)

General food stall 21 (65.62)
Café 7 (21.87)

Encountered inquiries 
from consumer for gluten 
and dairy free options

Yes 17 (53.12)
No 15 (46.85)

Familiarity with gluten and 
dairy allergies
Very familiar 8 (25)

Somewhat familiar 14 (43.75)
Not at all familiar 10 (31.25)

Willing to introduce 
gluten and dairy 
alternatives in menu

Yes, definitely 10 (31.25)
Depends on customer 

demand
15 (46.87)

No 7 (21.87)
Offering alternatives will 
attract tolerant customers

Yes 14 (43.75)
No 6 (18.75)

Not sure 12 (37.5)
Interested in receiving 
training for alternatives

Yes 17 (53.12)
No 3 (9.37)

Maybe, depend on 
availability

12 (37.5)

All of the above 9.1
None of the above 21.2

Reasons for not offering 
alternatives in the menu
Concern about cost and 

profit
15.2

Lack of knowledge 24.2
Limited storage space 6.1

Lack of demand 42.4
All of the above 24.2

Offering alternatives will 
attract tolerant customers

Yes 14 (43.75)
No 6 (18.75)

Not sure 12 (37.5)
Interested in receiving 
training for alternatives

Yes 17 (53.12)
No 3 (9.37)

Maybe, depend on 
availability

12 (37.5)

Conclusion
The study underscores the importance of addressing the 

needs of individuals with food intolerance in the local food 
market. Despite the prevalence of these dietary restrictions, 
awareness and availability of suitable alternatives remain 
limited. Through survey, it was evident that while there is 
a willingness among food business operators to learn and 
introduce alternatives, there is still a gap between awareness 
and action. However, the sensory evaluation of newly 
developed alternative products yielded promising results, 
indicating potential acceptance among consumers thus food 
business operators can be educated further as per willingness 
which will set the momentum for a healthy India. It becomes 
imperative to assess the needs of the consumer as well as the 
food business operators in terms of updating so as to meet the 
consumer demands in the ever growing market. Educating the 
food handlers will provide higher satisfaction to consumers 
and also build trust between both the stakeholders. This will 
further ensure quality of life and enjoyable eating amongst 
by the consumers.

References

Aljameel, G. M., AlSedairy, S. A., Binobead, M. A., 
Alhussain, M. H., Bin Obaid, M. A., Al-Harbi, L. N., 
Alshammari, G. M., & Arzoo, S. (2023). Awareness 
of Food Allergies and Allergens on the Menus of 
Restaurants and Cafes among Saudi Female University 
Students. Healthcare (Basel, Switzerland), 11(9), 1259. 
https://doi.org/10.3390/healthcare11091259

Barnett, J., Begen, F. M., Gowland, M. H., & Lucas, J. 
S. (2018). Comparing the eating out experiences of 
consumers seeking to avoid different food allergens. 
BMC Public Health, 18(1). https://doi.org/10.1186/
s12889-018-6117-y

Begen, F. M., Barnett, J., Payne, R., Roy, D., Gowland, M. H., 
& Lucas, J. S. (2016). Consumer preferences for written 

PUSA Journal of Hospitality and Applied Sciences, 2024; 10(2) : 67-73 
ISSN 2395-020X (P); e-ISSN 2583-2700 (O)  

NAAS Score: 3.49  



| 73 |

and oral information about allergens when eating out. 
PLoS ONE, 11(5), e0156073. https://doi.org/10.1371/
journal.pone.0156073

Bhukya, R., & Paul, J. (2023). Social influence research 
in consumer behavior: What we learned and what we 
need to learn? – A hybrid systematic literature review. 
Journal of Business Research, 162, 113870. https://doi.
org/10.1016/j.jbusres.2023.113870

Common, L., Corrigan, C., Smith, H., Bailey, S., Harris, 
S., & Holloway, J. A. (2013). How safe is your curry? 
Food allergy awareness of restaurant staff. Journal of 
Allergy & Therapy, 4(4). https://doi.org/10.4172/2155-
6121.1000140

Conner, T. S., Mirosa, M., Bremer, P., & Peniamina, R. 
(2018). The Role of Personality in Daily Food Allergy 
Experiences. Frontiers in Psychology, 9. https://doi.
org/10.3389/fpsyg.2018.00029

Endres, A. B., Endres, R., & Nižić, M. K. (2020). Working 
paper: restaurant disclosure of food allergens: analysis 
and economic implications. Tourism and Hospitality 
Research. https://doi.org/10.13012/b2idb-9891298_v1

Gupta, R., Siracusa, M., Yarbrough, M., & Smith, B. (2016). 
P278 Parental therapy preferences for children with 
food allergy. Annals of Allergy Asthma & Immunology, 
117(5), S104. https://doi.org/10.1016/j.anai.2016.09.291

Hossny, E., Ebisawa, M., El-Gamal, Y., Arasi, S., Dahdah, 
L., El-Owaidy, R., Galvan, C. A., Lee, B. W., Levin, 
M., Martinez, S., Pawankar, R., Tang, M. L. K., Tham, 
E. H., & Fiocchi, A. (2019). Challenges of managing 
food allergy in the developing world. The World Allergy 
Organization journal,  12(11), 100089. https://doi.
org/10.1016/j.waojou.2019.100089

Kaya, A., Erkoçoğlu, M., Civelek, E., Çakır, B., & Kocabaş, 
C. N. (2013). Prevalence of confirmed IgE-mediated food 
allergy among adolescents in Turkey. Pediatric allergy 
and immunology: official publication of the European 
Society of Pediatric Allergy and Immunology,  24(5), 
456–462. https://doi.org/10.1111/pai.12097

Krishna, M. T., Mahesh, P. A., Vedanthan, P., Moitra, S., 
Mehta, V., & Christopher, D. J. (2020). An appraisal of 
allergic disorders in India and an urgent call for action. 
World Allergy Organization Journal, 13(7), 100446. 
https://doi.org/10.1016/j.waojou.2020.100446

Kumar, T., & Sharma, S. (2020). Development of pizza 
base using functional ingredients. PUSA Journal of 
Hospitality and Applied Sciences, 6, 81-93.

Makharia, G. K., Verma, A. K., Amarchand, R., Bhatnagar, S., 
Das, P., Goswami, A., Bhatia, V., Ahuja, V., Gupta, S. D., 
& Anand, K. (2010). Prevalence of celiac disease in the 
northern part of India: A community based study. Journal 
of Gastroenterology and Hepatology, 26(5), 894–900. 
https://doi.org/10.1111/j.1440-1746.2010.06606.x

Masih, J., Verbeke, W., Deutsch, J., Sharma, A., Sharma, 
A., Rajkumar, R., & Matharu, P. S. (2019). Big Data 
Study for Gluten-Free Foods in India and USA Using 
Online Reviews and Social Media. Agricultural 
Sciences, 10(03), 302–320. https://doi.org/10.4236/
as.2019.103026

Morita, Y., Iwakura, H., Ohtsuka, H., Kohno, Y., & Shimojo, 
N. (2013). Milk allergy in the neonatal intensive care 
unit: comparison between premature and full-term 
neonates. Asia Pacific Allergy, 3(1), 35–41. https://doi.
org/10.5415/apallergy.2013.3.1.35

Soós, G., & Lugasi, A. (2024). Consumer attitude research 
regarding food hypersensitivity. International Journal of 
Gastronomy and Food Science, 36, 100918. https://doi.
org/10.1016/j.ijgfs.2024.100918

Venter, C., Laitinen, K., & Vlieg-Boerstra, B. (2012). 
Nutritional aspects in diagnosis and management of 
food hypersensitivity-the dietitians role.   Journal of 
Allergy, 269376. https://doi.org/10.1155/2012/269376

Versluis, A., Knulst, A. C., Kruizinga, A. G., Michelsen, A., 
Houben, G. F., Baumert, J. L., & Van Os‐Medendorp, 
H. (2014). Frequency, severity and causes of unexpected 
allergic reactions to food: a systematic literature review. 
Clinical & Experimental Allergy, 45(2), 347–367. 
https://doi.org/10.1111/cea.12328

Wen, H., & Kwon, J. (2017). Restaurant servers’ risk 
perceptions and risk communication-related behaviors 
when serving customers with food allergies in the U.S. 
International Journal of Hospitality Management, 64, 
11–20. https://doi.org/10.1016/j.ijhm.2017.03.009

Yue, D., Ciccolini, A., Avilla, E., & Waserman, S. (2018). 
Food allergy and anaphylaxis.  Journal of Asthma and 
Allergy,  11, 111–120. https://doi.org/10.2147/JAA.
S162456

PUSA Journal of Hospitality and Applied Sciences, 2024; 10(2) : 67-73 
ISSN 2395-020X (P); e-ISSN 2583-2700 (O)  
NAAS Score: 3.49  


