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Abstract 
Over the years, consumers’ attitudes towards sustainable brands have 
increased significantly. Despite such development for environmental 
awareness, consumers’ actions do not reflect their intention. Therefore, this 
study aims to examine Malaysians’ intention to purchase green food in 
Peninsular Malaysia. Data were gathered from a total of 1200 questionnaires 
and Structural Equation Modelling was used to analyse the data. The study 
contributes to the advancement of knowledge in green food consumerism by 
expanding the Theory of Planned Behaviour into five components namely 
attitude (salient belief), attitude (evaluation of outcome), subjective norms 
(referents), subjective norm (motivation to comply), and perceived 
behavioural control to explore the future of green food specifically among 
consumers within Peninsular Malaysia. The result shows that attitude (salient 
belief), subjective norm (referents, motivation to comply), and perceived 
behavioural control influence consumers’ intention to purchase green food. 
Surprisingly, attitude (evaluation of outcomes) does not influence consumers’ 
intention. 
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 Introduction 
The ideology of environmentalism has long existed since the 

19th century in the United States and Europe. Since then, the 
environmental movement especially in response to the increasing level 
of air pollution and sudden climate change have received attention in 
many parts of the world. However, the green advocacy in the Asia-
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Pacific region did not gain momentum until the late 1990s (Tsubota, 
2002). As population increases in most of the developing countries, 
scarcity of natural resources and environmental degradation problem 
is becoming more alarming. Consequently, the rapid economic growth 
in Asian countries has simultaneously contributed to the environmental 
problems, making Asia the world’s largest greenhouse gas emitting 
region. One can no longer ignore the negative effect from climate 
change and other environmental issues which may reduce the 
survivability of mankind. This is because these problems have a direct 
impact on the livelihood and sustainability of the human population.  

Human’s unsustainable consumption of resources and 
continuous exploitation of natural resources has caused environmental 
crisis and among the pivotal environmental concern is the production 
and consumption of food. However, the concern for the sustainability 
of the environment, food security, and food safety is also increasing 
(Tsubota, 2002). The green food market had become one of the crucial 
market segments in the food sectors (Laureti and Benedetti, 2018). The 
growth and evolution of purchasing and consumption patterns of green 
food are crucial to alleviate the environmental problems. Furthermore, 
consumers have started to acquire details about the environment and 
food safety, thus seeks quality and safe wholesome food products to 
improve their health and overall well-being (Phuah et al., 2011). Such 
awareness and motivation towards self-improvement reflect an 
individual’s view of mortality that would instigate a response. 

Green food refers to foods that are safe to be consumed, 
healthy, do not use chemicals excessively, high in quality, contain 
better nutritious such as high in vitamin and mineral content, and grown 
or produced with higher sustainable standards of animal welfare (Lea 
and Worsley, 2005; Saleki and Seydsaleki, 2012). The term “green” is 
broadly replaced by “eco-friendly”, “ecological”, or “environmentally 
responsible,” which describe the activities practised by a human being 
that is good for the environment (Aschemann-Witzel and Aagaard, 
2014; Roberts, 1996). 

Due to the rapid development in the world, Malaysia is facing a 
great challenge to balance environmental sustainability and 
development (Tan and Lau, 2010). To overcome the challenges and 
become a green country, the Malaysian government has made a strong 
commitment towards protecting, conserving, and preserving the 
environment (Rahman, 2018). In April 2009, the Ministry of Energy, 
Green Technology, and Water (KeTTHA) was formed to promote and 
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encourage green technology as well as eco-friendly products and 
services to grow a sustainable economy. By practising recycling, 
reduced packaging, and fuel-efficient trucks, millions of dollars were 
being saved by being more responsible towards the environment 
(Jamaliah, Gurmit, and Rashidah, 2013). To conserve and utilise the 
national resources on a sustainable basis, the Malaysian government 
has launched Good Agricultural Practices (GAPs) to ensure good 
quality and safe crop yields, address the environmental issues, and 
cultivate economic and social sustainability for an on-farm process in 
order to enhance sustainable agriculture (Department of Standards 
Malaysia, 2007). Malaysian Farm Accreditation Scheme (SALM) is 
another national program developed for the fresh fruits and vegetable 
sectors in encouraging farmers to adopt good agricultural practice by 
operating in a more sustainable and environmental friendly way 
(Department of Agriculture, 2005). 

The study on green food consumption is widely explored among 
buyers from the region such as Europe and North America while scant 
research studies are found to measure green food purchase intention. 
Furthermore, many consumers are still unable to distinguish between 
organic and green food. Due to cultural and societal differences that 
influence the upbringing and education of Malaysian consumers, the 
finding of these studies may yield different results. Zeithaml et al. 
(1996) perceived intention as the variable which can forecast 
consumers’ willingness to remain with a particular company; 
nonetheless, the intention on green consumption is found to ominously 
impact a person’s actual buying behaviour. 

Although the Theory of Planned Behaviour (TPB) is well 
established and used by many researchers to explore the role of 
attitude, subjective norm, and perceived behavioural control, little work 
has been carried out by dividing attitude and subjective norm into two 
different subgroups. Furthermore, previous works have not 
comprehensively considered attitude (salient belief), attitude 
(evaluation of outcome), subjective norms (referents), and subjective 
norm (motivation to comply) to measure consumer green behaviour. 
Application of the subgroups was used in explaining the health care 
industry. Thanh Nguyen, Anderson, Dunne, and Thanh Nguyen (2015) 
had divided attitude and subjective norm into subgroups to measure 
the health professionals’ attitude to identify female victims of domestic 
violence. Arafat and Mohamed Ibrahim (2018) used the measurements 
to improve medication adherence while Pourmand et al. (2020) used 
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the application of TPB on self-care patients with hypertension. As such, 
the present study aims to contribute further by advancing the 
knowledge in green food consumerism by expanding and testing the 
TPB into five components of attitude (salient belief), attitude (evaluation 
of outcome), subjective norms (referents), subjective norm (motivation 
to comply), and perceived behavioural control in order to explore the 
future of green food that lies specifically among the consumers in 
Peninsular Malaysia. 

 Literature Review 
Green food can be viewed as the “controlled and limited use of 

synthesised fertiliser, pesticide, growth regulator, livestock and poultry 
feed additive, and gene engineering technology” (Liu et al., 2013, p.94). 
However, Gebisa et al. (2017) believe that green food is not identical 
to certified organic food. Green food label refers to foods that are grown 
in the ecologically sound matter (McCarthy et al., 2015) and it can be 
divided into two standards: grade “A” and grade “AA” (Eva, 2009; 
Gebisa et al., 2017). Grade A represents the traditional level between 
organic and conventional food where the use of limited amount of 
chemicals and pesticides is allowed to prevent pest and improve soil, 
along with GMO tolerated and certification of the food products. On the 
other hand, grade "AAA" represents a full organic status where no 
harmful chemicals or pesticides are allowed to be applied for at least 
two years for annual crops, no GMO is permitted, and certification of 
land and practices (Eva, 2009; Gebisa et al., 2017). A survey done in 
China shows that green food label and knowledge are more popular 
and widely known compared to organic food label (Zheng, 2009; Yin et 
al., 2010). 

Consumer purchasing decision making is a complicated process 
that requires further understanding. Past researchers have applied the 
Theory of Planned Behaviour (TPB) in exploring the role of subjective 
norm (SN), attitude, and perceived behavioural control (PBC) towards 
behaviour intention (Ajzen, 1991). TPB is being utilised in this research 
where respondents’ behaviour is influenced by their intention which is 
assumed to be predictive using variables like SN, attitude, and PBC. 
Attitude towards behaviour is perceived as an internal influence to 
determine green consumerism. On the other hand, SN acts as an 
external influencer whereas PBC signifies whether green food is 
conveniently available for purchase (Vermeir and Verbeke, 2008). 
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Purchase intention is defined by consumers’ cognitive behaviour 
while making a purchase decision. Green purchase behaviour is a 
determination to act in a certain way by consumers (Ramayah et al., 
2010) such as purchasing an environmentally friendly product (Lasuin 
and Ng, 2014). 

The internal influencers related to attitude are inclusive of salient 
beliefs and outcomes evaluation whereby individual values act as a 
stimulus for consumers to have the urge to buy green food. 
Environmental attitude or ecological conscious behaviour is assumed 
to possess a significant relationship with purchase intention (Vermeir 
and Verbeke, 2008; Omar et al., 2015). For example, individuals who 
support environmental friendly products and acceptable by green 
consumers will become “green-savvy” if they have positive attitude 
towards the environment (Ng, 2009). This is because they treat the 
green purchase as one of their responsibilities towards the community 
(Syaidatina and Norazah, 2013). The term “environmental attitude” and 
“environmental concern” are interchangeable as consumers will 
translate their positive environmental attitude or concern into an actual 
purchase of ecological products to help reduce environmental 
degradation (Dunlap and Jones, 2002). 

Referent and drive to conform with social pressure has been 
proposed to have significant positive influence towards the purchase of 
green products by green consumers (Lee, 2008). As mentioned by 
Wahid, Rahbar, and Tan (2011), social influence is a proxy of 
subjective norms. The changes in an individual’s feeling, attitudes, or 
belief may influence the decision-making process of others (Rashotte, 
2007). Therefore, social influence is evident to interlink with green 
purchase behaviour (Joshi and Rahman, 2015). Perceived behavioural 
control stipulates either the easiness or difficulties towards green food 
accessibility (Vermeir and Verbeke, 2008). Consumers’ confidence and 
ability in financial or physical effort is predominantly required to indicate 
the existence of purchase intention. 

 Methodology 
 Conceptual Framework 

In Malaysia, the promotional efforts and execution of green 
consumption depend on the consideration of daily life. For instance, the 
idea of green consumption behaviour is usually related to various 
demands of spiritual and material life. Many scholars and practitioners 
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have used Ajzen and Fishbein’s Theory of Planned Behaviour to 
accommodate consumers’ attitudinal perspective towards green 
purchasing (Steenis et al., 2017; Prakash and Pathak, 2017; Martinho 
et al., 2015; Koenig-Lewis et al., 2014; Van Birgelen et al., 2009; Bech-
Larsen, 1996). However, scarce investigation has been conducted by 
dividing attitude and subjective norm into two different subgroups. 
Furthermore, the majority of previous works have not comprehensively 
considered attitude (salient belief), attitude (evaluation of outcome), 
subjective norms (referents), and subjective norm (motivation to 
comply) to measure consumers’ green behaviour. Therefore, this study 
is using TPB (Fishbein and Ajzen, 1975) to explain consumer purchase 
intention and its strong power of prediction for a wide range of 
consumer behavioural attributes. The adopted TPB model (Figure 1) 
postulates five conceptually independent factors of consumer purchase 
intention towards consumption of green food which includes attitude 
(salient belief), attitude (evaluation of outcome), SN (referents), SN 
(motivation to comply), and PBC. 

 
Figure 1 : Conceptual framework using TPB in assessing purchase intention 

of green food among consumers in Peninsular Malaysia  
(Adapted model from Ajzen, 1991) 
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 Hypothesis Testing 

This study aims to evaluate the relationship between the TPB 
variables - attitude (salient belief and outcome evaluation), SN 
(referents and motivation to comply), and PBC which influence 
Malaysian consumers’ purchase intention towards green food. Five 
hypotheses have been designated to distinguish the relationship 
between the five constructs and purchase intention from a different 
perspective. 

 The Effect of Attitude on Consumers’ Purchase Intention 
Attitude is one’s personal belief about a particular outcome if the 

person adopts a certain behaviour and the importance of the outcome 
is weighted (Brujin, 2010). This means that attitude can be defined as 
whether a person has an unfavourable or favourable assessment of the 
given behaviour when consumers obtain adequate information for 
purchasing green food decisions (Azjen, 1991; Ekinci et al., 2008). 
Consumer will start to develop a positive attitude if they believe that 
purchasing green food will produce a good outcome. They will have 
higher positive attitude and purchase intention towards green products 
if their perceived value meets their expectation (Han et al., 2017, p. 
187). Research shows that consumers who are positive and possess 
favourable environmental attitude often have higher level of purchase 
intention towards green products (Menozzi et al., 2017; Pipatptapa et 
al., 2017; Worsely et al., 2015; Phuah et al., 2018). Numerous studies 
have proven that attitude is a good predictor of customers’ purchase 
intention towards green products (Lin, 2001; Tan, 2013; Rashid and 
Shaharudin, 2017). It is reasonable to point out that potential 
consumers can accept green food because it is aimed to improve 
human health and the natural environment. Past research has shown 
that health contributes to encouraging consumers to consume green 
food (Lidew et al., 2015). This can be done by using reasonable 
application of pesticide, chemical fertilizer, insecticide, and additives to 
prevent pollutant materials from harming the environment. As such, it 
can be assumed that individuals with favourable attitude pose a higher 
level of purchase intention. 

H1:  Attitude (salient belief) has a direct impact on consumers’ 
purchase intention.  
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H2:  Attitude (outcomes of evaluation) has a direct impact on 
consumers’ purchase intention.  
 

 The Effect of Subjective Norm on Consumers’ Purchase 
Intention 
Subjective norm is an individual’s judgment from the social 

pressure by performing a specific target behaviour (Hee, 2000). It is 
influenced by the motivation to conform and normative belief. In 
general, a person will experience social pressure when he or she 
believes on the need to behave in a specific manner as required by 
relevant social referents (Chen, 2007; Haugtvedt et al., 2008). Such 
social pressure will motivate people to behave or conduct their action 
which is perceived as important to others (León, 2004). For example, 
social influence is significantly influencing consumers’ green purchase 
intention towards home electrical products (Hasim et al., 2018). On the 
other hand, normative belief involves salient referents such as parents, 
relatives, neighbours, lecturers, and friends thinking that an individual 
should or should not behave and the individual motivation to satisfy 
with these referents’ expectation (Ajzen and Fishbein, 1980). Goldstein 
et al. (2008) also mentioned that social norm such as family, custom, 
and cultural traditions will shape consumers’ attitude and purchasing 
behaviour. Besides, there is another argument regarding subjective 
norm when it applies to green behaviour. Based on a meta-analytic 
review of the TPB, subjective norm is commonly viewed as a weak 
indicator of intentions (Armitage and Conner, 2001). Similarly, 
subjective norm is also defined as a feeble predictor of intention in 
numerous reviews on food choice decision (Sparks et al., 1992; 
Thompson et al., 1994; Tuorila, 1987). In contrast, Kim et al. (2013), 
Chin et al. (2018), Ko and Jin (2017), Mohd Noor et al. (2012), and 
Smith and Paladino (2010) discovered that subjective norm has a 
positive impact on green food purchase behaviour.  

H3:  Subjective norm (referents) has a direct impact on consumers’ 
purchase intention. 
 

H4:  Subjective norm (motivation to comply) has a direct impact on 
consumers’ purchase intention. 
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 The Effect of Perceived Behavioural Control on Consumers’ 
Purchase Intention 
Perceived behavioural control reflects consumers’ belief in 

perceived ease or difficulty when executing specific behaviour (Chiou, 
1998). Madden, Ellen, and Ajzen (1992) suggest that perceived 
behavioural control can assist business organisations to predict 
consumers’ purchase intention. Most past research indicate that 
perceived behaviour control does impact consumers’ buying intention 
towards green products due to food safety (Hsu et al., 2016; Zhang et 
al., 2018; Chen and Deng, 2016; Padel and Foster, 2005; Rousseau 
and Vranken, 2013), health (Magnusson et al., 2003), environmental 
friendly (Gracia and de Magistris, 2008), and concern on animal welfare 
(Miele and Lever, 2013; Miranda-de et al., 2013). Liang (2016) argues 
that monetary value could be the crucial factor responsible for 
consumers’ favourable attitude. In other words, if the green food price 
exceeds the reasonable cost, it will reflect unfavourable attitudes from 
consumers (Gottschalk and Leistner, 2013). 

H5: Perceived behavioural control has a direct impact on consumers’ 
purchase intention. 

 
 Sampling and Questionnaire 

Quantitative approach and correlational research were used in 
this study to determine the relationship between the five TPB 
components of attitude (salient belief), attitude (evaluation of outcome), 
subjective norms (referents), subjective norm (motivation to comply), 
and perceived behavioural control to explore the future of green food 
among consumers in Peninsular Malaysia. A self-administrated 
questionnaire was developed by incorporating the six main constructs 
of the TPB with some modifications to fit with the scope of this study. A 
pre-test was then conducted where 20 questionnaires were distributed 
to green product marketers staying in Peninsular Malaysia. Based on 
the feedback and recommendations gathered from the pre-test, the 
questions were fine-tuned predominantly with regards to the length of 
the questionnaire, the sequence, and confusing questions. The final 
version of the questionnaire was then pilot tested whereby 200 
questionnaires were distributed among Malaysian consumers to 
examine the internal consistency. Cronbach’s Alpha was used to 
measure the reliability of the items for each construct. The result shows 
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that all constructs’ reliability (Cronbach’s α coefficients) have a value 
exceeding the recommended value of 0.7.  

A five-point Likert scale ranging from “Strongly Disagree” to 
“Strongly Agree” was used as the degree of agreement to predict 
consumers’ intention in this study. The questionnaire consisted of 
seven sections and contained statements that portrayed the 
components of TPB. Questions regarding the socio-demographic 
information of the respondents such as their gender, race, age, 
education level, area, marital status, household income, and household 
size were placed at the end of the questionnaire as the seventh variable 
group. The western region, known as Peninsular Malaysia, comprises 
11 states and 2 federal territories. Using the sample size determination 
model by Krejcie and Morgan (1970), at a 95% confidence level and 
5% margin of error, the estimated sample size for this study is 384 
respondents for each region. The northern region comprises four states 
namely Perlis, Kedah, Penang, and Perak while the east coast region 
consists of Kelantan, Terengganu and Pahang. Whereas the central 
region is formed by the state are Selangor as well as the federal 
territories of Kuala Lumpur and Putrajaya while the southern region 
comprises Negeri Sembilan, Melaka and Johor. 

The targeted respondents for this study are consumers who 
shop at supermarkets in Malaysia such as Giant, AEON, Mydin, and 
Jaya Grocer. Supermarkets are chosen in this study as it is where 
green food is available, and the patronage is consumers from a diverse 
background who shop at supermarkets. Systematic random sampling 
was utilised as the sampling method. This was done via the mall 
intercept method of data collection where every fourth customer who 
visited the supermarket was invited to participate in the research. A 
total of 1350 questionnaires were distributed. Double-barrelled and 
misleading questions were eliminated from the questionnaire and 1200 
responses remained which were utilised for further analysis. From 
1200 respondents, 33.9% of the respondents were originally from the 
northern region (100% response rate), 17.9% were from the east coast 
region (56% response rate), 29.5% were from the central region (92.2% 
response rate), and 18.7% were from the southern region (58.3% 
response rate). 

 Method of Analysis 

This study proposed a full TPB model on the likelihood of 
purchasing green food which contains five constructs of attitude 
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(salient belief), attitude (evaluation of outcome), subjective norm 
(referents), subjective norm (motivation to comply), and perceived 
behavioural control. Exploratory factor analysis (EFA) was conducted 
before performing the confirmatory factor analysis (CFA) and structural 
equation modelling (SEM) via AMOS to test the hypotheses. EFA was 
tested to determine the variables’ structure and the correlation among 
the five constructs (Field, 2013) while CFA was performed to confirm 
the factor structure (Hair et al., 2013). Finally, SEM specified how each 
of the five constructs is related to one another. 

 Findings 
The questionnaire obtained a Cronbach’s Alpha (α) value of 

0.946 which is within an acceptable range. It shows consistency among 
the items of the TPB such as attitude (salient belief), attitude 
(evaluation of outcome), subjective norm (referents), subjective norm 
(motivation to comply), perceived behavioural control, and purchase 
intention. 

 Descriptive Analysis 

Data regarding the respondents’ demographic information 
(Table 1) show that their gender comprises 53% female and 47% male. 
Malaysia is formed by a complex multiracial population where this study 
consists of the three major ethnic groups which are 53.9% Malay, 
33.3% Chinese, and 12.8% Indian. The data also indicate that the 
majority of the respondents are married (62.5%), live in the urban area 
(71.6%), and have at least a bachelor’s degree (44.6%). Most of the 
respondents belong to the M40 group where 57.7% earn RM3,001 and 
RM8,000 per month while 42.6% belong to the B40 group where their 
household income is below RM3,000 per month. From Table 2, 44.8% 
of the respondents aged between 26 to 40 years old and 63.2% have 
at least 4 to 6 people living in the same household.  
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Table 1 : Demographic Information (n=1,200) 

Demographic 
Variables 

Description Frequency Percentage 
(%) 

Gender Male 564 47 
 Female 636 53 
Race Malay 647 53.9 
 Chinese 399 33.3 
 Indian 154 12.8 
Age Below 25 179 14.9 
 26-40 538 44.8 
 41-60 408 34 
 61 and above 75 6.3 
Education Level Never been to school 20 1.7 
 Primary Education 39 3.3 
 Secondary Education 440 36.6 
 Tertiary Education 701 58.4 
Area Urban  859 71.6 
 Suburban 341 28.4 
Marital Status Single 450 37.5 
 Married 750 62.5 
Household Income B40 (Less than RM 3,000) 512 42.3 
 M40 (RM 3,001- RM 8,000) 688 57.7 
Household Size 1-3 259 21.6 
 4-6 758 63.2 
 7-9 158 13.2 
 10 and above 25 2.1 

 
 Structural Equation Modelling 

 Indicator Reliability 
Construct with loading below 0.4 indicates that the associated 

indicators have not much in common and must be removed from the 
scale (Hair et al., 2013). The standardised parameter estimations for 
other constructs are more than the recommended value of 0.5 (Hair et 
al., 2010) ranging between 0.647 to 0.820 (Table 2). In this study, 
attitude (salient belief) was removed from the scale as the composite 
reliability (CR) was below 0.7 (loading range between 0.4 to 0.7). 
Removing the construct has improved the CR and average variance 
extracted (AVE) value (Hair et al., 2011). 
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 Convergent Validity 
Convergent validity of this study was measured using average 

variance extracted (AVE). An AVE value below 0.5 signifies that the 
items contain more error, and the construct is only able to explain less 
than half of the indicator variance (Hair et al., 2013). The AVE values 
for attitude (evaluation of outcome) (0.560), subjective norm (referents) 
(0.519), subjective norm (motivation to comply) (0.50), perceived 
behavioural control (0.559), and purchase intention (0.513) indicate 
that the full model construct is fulfilled since all AVE values are within 
the acceptable range (>0.50) (Table 2). 

 Construct Reliability and Indicator Reliability 
As recommended by Kannana and Tan (2005) and Fornell and 

David (1981), the recommended level of Cronbach’s Alpha and 
composite reliability should be 0.6 and above. As shown in Table 2, the 
level of both Cronbach’s Alpha (ranging from 0.718 to 0.861) and 
composite reliability (ranging from 0.817 to 0.955) are above the 
recommended value of 0.6, subsequently indicating that all four main 
constructs are considered as error-free. 

Table 2 : Summary of Structural Model 
Item Code Statement Standardised 

Regression 
Weight 

Cronbach 
Alpha 

CR AVE 

Attitude (Evaluation of Outcomes)  0.718 0.849 0.560 
ATT OUT 1 Doing something positive to the 

environment is 
0.734    

ATT OUT 2 Purchasing food that is high 
quality and safe to be consumed 
is 

0.763    

Subjective Norm (Salient Referents)  0.767 0.817 0.519 
SNR 1 Environmentalists encourage me 

to go green foods by respecting 
the green products. 

0.667    

SNR 2 I can understand the green 
concept as I am surrounded by 
the green society.  

0.731    

SNR 3 The green movement such as no 
plastic bag day makes me aware 
of going green. 

0.761    

Subjective Norm (Motivation to Comply)  0.819 0.902 0.500 
SNMC 1 How society perceived my 

purchasing behaviour does 
matter to me. 

0.666    
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Item Code Statement Standardised 
Regression 

Weight 

Cronbach 
Alpha 

CR AVE 

SNMC 2 My purchasing decision is easily 
affected by my close friends’ 
advice and suggestions. 

0.647    

SNMC 3 Following environmentalist’s 
behaviour encourage me to go 
green. 

0.820    

SNMC 4 A persuasive green 
advertisement was able to 
convince me to go green.  

0.678    

Perceived Behavioural Control  0.861 0.955 0.556 
PBC 1 I am in favour to buy green foods 

if I can get more green 
information. 

0.703    

PBC 2 I will purchase green foods if I 
know that green foods are 
healthier and safer to be 
consumed. 

0.793    

PBC 3 The reason I buy green foods is 
due to the concern about the 
pesticide residue in conventional 
foods. 

0.767    

PBC 4 I will purchase green foods if I 
know they are more nutritious 
compared to conventional food. 

0.790    

PBC 5 I am confident that I can pay for 
green food. 

0.681    

Intention  0.851 0.953 0.513 
INT 1 Food safety is one of the 

concerns that influence me to 
purchase green foods. 

0.685    

INT 2 I want to buy green foods as I 
can help the environment. 

0.740    

INT 3 I plan to consume green foods 
because I am concern about 
animal welfare. 

0.765    

INT 4 To practice a long-term healthy 
lifestyle, I will try to consume 
green foods. 

0.693    

INT 5 I will consider a switch from 
conventional foods to green 
foods because it benefits 
society. 

0.694    

 
 Discriminant Validity 

According to Samah (2012), the purpose of testing discriminant 
validity is to assess whether a construct is truly distinguishable from 
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others. When testing discriminant validity, the means for all constructs 
need to have large AVE estimates as compared to the corresponding 
squared inner construct (SIC) correlation estimates (Paswan, 2009). 
Based on the output, all AVE values are higher than the SIC values 
which indicates that all constructs for this study are distinctive yet 
correlated with one another. Since the value for each pair of the latent 
exogenous construct is less than 0.85, no multi-correlation issues have 
occurred in this study (Table 3). 

Table 3 : Discriminant Validity 

 Innerconstruct 
Correlations 

Squared 
Interconstruct 

Correlations (SIC) 

Support 
(AVE>SIC) 

ATT OUT <--> PBC 0.487 0.237 Yes 
ATT SB <--> ATT OUT 0.226 0.051 Yes 
ATT SB <--> SNR 0.309 0.095 Yes 
ATT SB <--> SNMC 0.391 0.152 Yes 
ATT SB <--> PBC 0.390 0.152 Yes 
ATT OUT <--> SNR 0.321 0.103 Yes 
ATT OUT <--> SNMC 0.221 0.049 Yes 
SNR <--> SNMC 0.628 0.394 Yes 
SNR <--> PBC 0.598 0.358 Yes 
SNMC <--> PBC 0.489 0.239 Yes 

 
 Model Fit Indicators 

Table 4 shows indicators of the goodness-of-fit indices together 
with the respective acceptable level of the index value. A total of three 
fitness indexes were used in this study, namely absolute fit measure, 
incremental fit, and parsimonious fit. As recommended by Hair et al. 
(2010), a minimum of one fitness index from each category of model fit 
is needed before explaining the relationship of each construct in the 
structural equation modelling. 

The absolute fit indices indicate a good fit for this study as 
results of the Root Mean Square Error of Approximation (RMSEA), the 
Standardised Root Mean Square Residual (SRMS), the Goodness of 
Fit (GFI), and the Adjusted Goodness of Fit Index (AGFI) coefficient 
are 0.050, 0.037, 0.953, and 0.936, respectively. Also, all four tests in 
incremental fit indices reported a good fit since the Comparative Fit 
Index (CFI) and the Incremental Fit Index (IFI) are 0.956 and 0.959, 
respectively; followed by the Normed Fixed Index (NFI) with 0.946 and 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS Vol 26, 2021 

95 

the Tucker-Lewis Index (TLI) with 0.950. Lastly, the parsimony fit 
measure shows a good model fit with x2/df value of 4.014, the 
Parsimony of Goodness of Fit Index (PGFI) value of 0.697, and the 
Parsimony Normed Fit Index (PNFI) value of 0.769.   

Table 4 : Goodness-of-Fit-Model Fit Index  

Name of Category Name of Index Index Value 
Absolute Fit Measure Root Mean Square Error of 

Approximation (RMSEA) 
0.050 

 
Standardized Root Mean Square 
Residual (SRMS) 

0.037 

 The Goodness of Fit (GFI) 0.953 
Adjusted Goodness of Fit Index 
(AGFI) 

0.936 

Incremental Fit Measure Comparative Fit Index (CFI) 0.956  
Incremental Fit Index (IFI) 0.959 

 Normed Fixed Index (NFI) 0.946 
Tucker-Lewis Index (TLI) 0.950 

Parsimonious Fit Measure Chisq/df 4.014 
The Parsimony of Goodness of Fit 
Index (PGFI) 

0.697 

The Parsimony Normed Fit Index 
(PNFI) 

0.769 

 
 Hypothesis Testing 

SEM examined the relationships between attitudes (outcome 
evaluation), SN (referents and motivation to comply), PBC, and 
intention (IN). The hypothesis testing result is shown in Table 5 while 
Figure 2 shows the structural model of consumer purchase intention. 
From the R square value, the four factors contributed 43.7% of the 
variation in consumers’ intention to purchase green food. 
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Notes: 
ATTSB = Attitude (Salient belief) 
ATTOUT = Attitude (Evaluation of outcomes) 
SNR = Subjective norm (Referents) 
SNMC = Subjective norm (Motivation to comply) 
PBC = Perceived behavioural control 
INT = Purchase intention 

Figure 2 : Structural Model of Consumer Purchase Intention to Green Food 

The result of this study shows that the main factor influencing 
consumers’ purchase intention is PBC (β=0.433), followed by SN 
(motivation to comply) (β=0.258), and subjective norm (referents) 
(β=0.119). However, attitude (evaluation of outcome) has no significant 
influence on consumers’ intention to buy green food (β=0.032, p>0.05). 
This indicates that attitude (evaluation of outcome) such as buying 
high-quality food and doing something positive for the environment will 
not influence consumers’ purchase intention. A possible reason for 
such lack of environmental awareness in Malaysia may be due to poor 
cultural upbringing by parents and the tendency for children to copy 
and inherit negative influence from their parents. For instance, children 
are prone to copy any bad habits done by their parents like littering or 
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throwing rubbish out of the car for convenience, assuming that it is fine 
to do so. Some parents will defend their action by believing that such 
action is commonly done, while enforcement of the law is poor to curb 
such behaviour. These circumstances then manifest other bad habits 
and behaviour like food wastage, open burning, and being insensitive 
to improper usage of public facilities. The attitude of Malaysian 
consumers can be explained using the broken window theory by Wilson 
and Kelling (n.a). Malaysians are used to the less than pristine 
environment that they surround themselves in due to their poor 
environmental sensitivity upbringing. Despite believing that ongoing 
green can help the environment, they are unable to see the outcome 
since there is no strong action. 

Furthermore, the result reported in Table 5 shows that research 
hypothesis H3 is supported (β=0.122, p< 0.001) since the SN 
(referents) regression weight is significantly different from zero at the 
0.001 level when the prediction of consumer purchase intention 
(Critical ratio in absolute value= 3.561 < 0.001). When SN (referents) 
drops by 1, purchase intention will also drop by 0.122. This posits that 
consumers’ purchase intention will increase with the availability of 
referents as guidance. The result indicates that factors like availability 
of environmentalist, green society, and green movement as referents 
to the consumers will spark their buying intention towards 
environmental friendly products. This is due to the effort of showing 
concern for the environment along with the attempt to protect it from 
being damaged by human activities. Many NGOs are concentrating 
their efforts to create consciousness among Malaysian consumers and 
assist in protecting the environment in Malaysia. For example, Eco-
Knight is partnering with Langkawi and Kuala Lumpur Eco film festival 
to keep up with the community engagement. It is achieved through 
workshops such as buzzing with eco-energy and Project H2O which 
help to deliver safe drinking water. Meanwhile, Free Tree Society 
distributed free tree seeds to those who want to plant trees to increase 
Malaysian suburban and city greenspace as well as educating the 
public on the correct way to plant trees. These activities hence serve 
as good referents for consumers to start practising green behaviour. 

Meanwhile, hypothesis H4 which predicts consumers’ purchase 
intention, is also supported (β=0.216, p< 0.001) as the regression 
weight for SN (motivation to comply) is significantly different from zero 
(at 0.001 level) (Critical ration in absolute value= 6.185 < 0.001). 
Therefore, when SN (motivation) drops by 1, the intention will drop by 
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0.216 or vice versa. Consumers’ purchase intention will increase if they 
are motivated by green society, environmentalists, friends, and 
advertisements. Such result is similar to Sudiyanti (2009) where 
subjective norm is the primary predictor of women’s intention to buy 
green food products. 

Similarly, research hypothesis H5 is also supported (β=0.393, 
p< 0.001). When perceived behavioural control increases by 1, 
purchase intention will increase by 0. 393. This indicates that if 
consumers perceive that the behaviour to purchase green food is 
nutritious, healthy, concern about animal welfare at a reasonable price, 
they are more likely to buy green food. The result is consistent with 
several past studies where PBC influences consumers’ buying 
behaviour as they are concerned with environmental friendly products, 
food safety, and animal welfare (Gracia and de Magistris, 2008; Miele 
and Lever, 2013; Miranda-de la Lama et al., 2013). 

Table 5 : Result of Hypothesis Testing 
Hypothesis β Standard 

Error 
(S.E) 

Critical 
Ratio 
(C.R) 

p-
value 

Decision 

Attitude (outcomes of evaluation) has a 
direct impact on consumers’ purchase 
intention. 

0.032 0.043 0.741 0.458 Not 
Supported 

Subjective norm (referents) has a direct 
impact on consumers’ purchase 
intention. 

0.119 0.035 3.424 *** Supported 

Subjective norm (motivation to comply) 
has a direct impact on consumers’ 
purchase intention. 

0.258 0.035 7.357 *** Supported 

Perceived behavioural control has a 
direct impact on consumers’ purchase 
intention. 

0.433 0.043 10.083 *** Supported 

 
 Conclusion and Recommendations  

Green food has gained its importance in the F&B industry 
worldwide. Some buyers are confident that green food provides 
benefits like food safety, being more environmental friendly, contains 
higher nutrition, and concern for animal well-being. One of the most 
significant aspects in promoting consumers’ confidence in a product is 
educating them with relevant details that can assist them in making 
purchasing decisions. Therefore, food manufacturers need to take 
consumers’ buying decision into consideration when deciding between 
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conventional and green food as consumers’ buying pattern varies 
across countries. 

In total, 1,200 consumers were surveyed using the structured 
questionnaire in measuring their intention to purchase green food. This 
study contributes to the theory by consolidating the application of the 
TPB model on consumers’ purchase intention on green food. 
Furthermore, the findings are able to help marketers to develop 
effective marketing strategies as the results suggest that it is important 
to emphasise the advantages of consuming green food among 
consumers. Like most countries, the price of foods and household 
costs in Malaysia are inflating; however, it does not pose a challenge 
to green purchase as the demand for healthy eating and concern on 
the environment are increasing by following the healthy trends as a 
result of globalisation, liberalisation of the market, and growing 
concerns on health and safety among consumers. 

Malaysia is undergoing the dietary, nutritional, and 
concentrating on environmental sustainability transition where it is 
taking place at an accelerated pace. Thus, the government needs to 
create environmental awareness among members of the public by 
highlighting the consumers’ role and responsibility in preserving the 
environment. Government policy and halal green consumerism are 
among the predictors of Muslim lifestyle in consuming halal products 
(Mat, Sulaiman, Abdul Ghani, and Mohamad, 2020). More 
environmental campaigns and green promotional efforts are required 
by public and private institutions to generate substantial consciousness 
on green food and green logo. In order to generate cautiousness and 
demand for green food, effective product awareness campaigns can 
be done through public exhibitions, symposiums, and trade shows with 
the aim of promoting green food to the market. Such move can support 
the establishment of positive perception and encourage a favourable 
attitude towards green food. With adequate information emphasising 
on the impact of green food towards the environment and health, it can 
meet consumers’ ecological expectation and gain confidence to 
practice green behaviour through marketing communication. This 
information will enable consumers to recognise their conservation 
responsibility and environmental value which will lead to more 
engagement in green purchasing behaviour. Therefore, numerous 
marketing communication channels such as mass media and social 
media should be employed to stress the relationship between 
environmental and health issues with consumers’ purchasing 
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behaviour. This can assist the consumers socially and emotionally for 
them to comprehend the relevance of green food and utilise it for their 
future purchasing decision. 

Past researches have indicated that subjective norm is the most 
relevant factor that impacts consumers’ intention in purchasing green 
food. However, if companies place profit as the main priority compared 
to environmental protection, consumers will have negative impression, 
thus purchase intention will reduce drastically (D’Souza et al., 2006). 
The trustworthiness of a reliable environmental advertisement 
statement to consumers’ daily life is important to determine their 
purchase intention towards green products (Chan, 2004). The global 
pandemic which leads to the emerging of a “new normal” life shows 
that personal attitude, perceived social pressure, and perceived green 
trust correspondingly impact consumers’ purchase intention of organic 
food (Latip et al., 2020). In this regard, it is suggested for marketing 
managers to portray their organisations’ goodwill by implementing 
more environmental conservation activities and become environmental 
friendly. Corporate public relation can be effective if it integrates the 
corporates’ social responsibility information on environmental records 
and their commitment towards the environment. For instance, simple 
mottos like “Go green - stop pretending actions don't have 
consequences.” or “You don’t need to have superpowers to be a hero, 
go green now” are some of the promotional taglines that marketing 
managers can utilise to improve their overall green image and 
environmental portrayal. Besides, these taglines also help to express 
the message to consumers that every action taken by the business 
organisation is meant to motivate the consumers to purchase green 
food and not merely a marketing gimmick to improve sales. 
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