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ABSTRACT 
The increase in global food waste has raised 

considerable concern for the environment. Over 820 

million people worldwide are undernourished, while 

nearly a quarter of the global edible food is wasted by 

people. Malaysian consumers waste an estimated 16,668 

tonnes of edible food daily, which has exacerbated food 

waste issues. Although households are the major 

contributors in generating food waste, it has been 

indicated that young consumers tend to waste more food 

compared to the elderly as they tend to eat outside or 

order takeaway food rather than eat at home or cook 

themselves. Therefore, the present quantitative study 

aims to develop a conceptual model to predict the factors 

that influence food waste behaviour among young 

Malaysians. A total of 222 useful data were collected 

through the Online Survey. The findings showed that 

environmentally conscious purchase, impulsive food 

purchasing, personal attitude, financial attitude, and 

social influence could impact food waste intention and 

consequently, actual food waste behaviour among young 

Malaysians. The findings provide implications for the 

food and beverage sector and the government to mitigate 

the food waste behaviour among the younger generation. 
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1. Introduction 

It is pointed out that over 820 million people worldwide are undernourished (Tsai et al., 2020). 

Meanwhile, nearly a quarter of the global edible food is wasted by people (Tsai et al., 2020; 

Chen, 2019). It has been stated that 40 per cent of global food production is left unconsumed 

and is thrown away (FAO, 2017). Over the past decades, food waste has been globally 

recognized as a crucial issue worldwide (Saveli et al., 2019). Healthy food consumption is 

essential for healthy lifestyle (Saveli et al., 2019), and several studies highlighted the 

importance of healthy food to young people (Rezaiet al., 2012; Savelli et al., 2019) and in Asian 

countries (e.g., Widiyanto, 2019). The increase in food production leads to global warming 

resulting in many countries emphasizing environmental sustainability and beginning to devote 

themselves to sustainable development to minimize environmental damage (Tsai et al., 2020; 

Chen, 2019). Zhang et al. (2019) stated that the economic expense of food waste amounts to 

680 billion U.S. dollars among industrialized countries and 310 billion U.S. dollars in 

developing countries. According to New Straits Times’ (2019) report, Malaysia alone wastes 

approximately 16,688 tonnes of food daily, which is equivalent to 44.5 per cent of waste 

composition in Malaysia. A total of 3,000 tonnes of edible food have been dumped in landfills 

every day, and a Malaysian, on average, discards roughly 1640g of waste per day, compared 

to the global average of 1200g. The daily amount of food wasted by Malaysians is enough to 

feed 12 million people (Sharif, 2018). According to Solid Waste Management and Public 

Cleansing Corporation (SWCorp), food waste in Malaysia has reached a critical stage. Data 

showed that fifty-five per cent of solid waste are disposed at landfills, which led to the dumping 

space running out in 2018. Malaysia has approximately 157 waste disposal sites, and only 24 

of these have "sanitary landfill" status (Yusop & Othman, 2019).  

Thus, measures to reduce food waste have been increasingly recommended over the past years 

and arose as an issue that needs further investigation for future estimations (Roodhuyzen et al., 

2017; Saveli et al., 2019). Hence, studies on food waste behaviours are required for further 

exploration and investigation to identify the cause. Furthermore, with the increasing 

environmental issues such as global warming, water pollution, and air pollution, previous 

studies have suggested investigating the relationship between the environmental impact and 

purchasing behaviour towards food waste (Russel et al., 2017; Alattar et al., 2020). Besides, 

limited studies have been conducted on environmental factors affecting food waste behaviour 

(Abdelradi, 2017; Aktas et al., 2018; Tsai et al., 2020). Moreover, according to Visschers et al. 

(2016), the amount of money spent on groceries correlates to the level of food waste. 
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Consumers who spent more on food purchases tend to waste more food compared to consumers 

who spent less on food purchases (Parizeau et al., 2015) and so financial attitude is highly 

associated with food waste behaviour (Aktas et al., 2018). As limited studies on financial 

attitudes towards food waste among universities have been conducted, it demands further 

research investigation.  

A review of the literature showed that the main contributor to food waste is households. 

However, recent studies have indicated that the proportion that often wastes food is the young 

consumers (Painter et al., 2016; Ghinea & Ghiuta, 2018; Knezevic et al., 2019). Meanwhile, 

most of the studies related to food waste in Malaysia focused on the macroscopic aspect, for 

example, food waste trend, household food waste behaviours, and cause of food waste in the 

hospitality sector, with few studies done on university student's food waste behaviour 

(Amirudin & Gim, 2019; Kasavan et al., 2019; Papargyropoulou et al., 2019). According to 

Knezevic et al. (2019), food waste behaviour varies by country. Hence, it is feasible to conduct 

a study of food waste behaviour among young Malaysians and compare the outcome with that 

of other countries. Additionally, previous studies have suggested that there is a gender 

difference when it comes to food waste behaviour; however, there have been contrasting 

findings in different studies. For instance, there are studies that showed that gender is highly 

associated with food waste behaviour, whereby females tend to waste more food than males 

(Brizi and Biraglia, 2021); while other studies showed no gender difference in food waste 

behaviour (Principato et al., 2015). 

Finally, previous studies suggested that in order to have a better understanding of consumers' 

behaviour towards food waste, extending the theory of planned behaviour is advisable since 

research on food waste behaviour without adopting this theory were shown to have lower 

explanatory power (Abdelradi, 2017; Barone et al., 2019; Russell et al., 2017; Principato et al., 

2015). Therefore, considering the discussion above, the current study tries to develop a 

framework using the theory of planned behaviour as an underpinning theory to predict the 

factors affecting individual intention to reduce food waste among young Malaysians. 

Therefore, by adding additional predictors such as “food purchasing habits”, “environmental 

concern” and “gender” as a moderator to the extended construct of TBP, the main objective of 

this study is to investigate the factors that influence the individual intention to reduce food 

waste and actual food waste behaviour among young Malaysians.  

This research is one of the few that will provide additional insight and knowledge to the existing 

literature linking food waste, gender, personality factor, food-related habits, and environmental 
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awareness among young Malaysians. In addition, this study will provide an insight into gender 

differences in relation to the intention to reduce food waste and actual food waste behaviour. 

2. Literature Review 

2.1. Food Waste Behaviour among Young Generation 

Studies have indicated that age is a major aspect that affects food waste behaviour (Bilska et 

al., 2019; Chen, 2019). According to Visschers et al. (2016) and Grasso et al. (2019), food 

waste decreases with increased age, particularly for individuals above 50. This might be 

because older people tend to be more into saving and recycling and are financially restricted 

(Knezevic et al., 2019). Furthermore, it is pointed out that young consumers belonging to the 

age group of between 18 to 35 years old contributed the most food waste, particularly university 

students (Alattar et al., 2020; Bravi et al., 2019; Ghinea & Ghiuta, 2018; Knezevic et al., 2019). 

Knezevic et al. (2019) pointed out that food waste behaviour varies by country and cultural 

background. Therefore, the current study aims to find factors impacting food waste behaviour 

among young Malaysian customers to add value to the literature. 

 

2.2. Extension of the Theory of Planned Behaviour 

Theory of Planned Behaviour (TPB) is a theory that depicts predicting and further explaining 

the society or individual's behaviour (Ajzen, 1991). The Theory of Planned Behaviour (TBP) 

is applied to study food purchasing behaviour (Alam & Sayuti, 2011; Tsai et al., 2020). Ajzen 

(1991) also suggested that the TBP model is suitable for studying the consumer's food 

consumption behaviour. Thus, the TBP model was employed to predict the elements 

influencing young Malaysians’ food waste behaviour. 

The intention construct can be referred to as the driving factor that influences a particular action 

of an individual (Ajzen, 1991). According to Ajzen (1991), the stronger the intention to act in 

a particular behaviour, the higher the chances of the individual performing that particular 

behaviour. For attitudes, subjective norms, and perceived behavioural control, the intention is 

further predicted. Attitude is the positive or negative evaluation or appraisal of a self-

performance behaviour (Ajzen, 1991). Besides the general attitude towards food waste, studies 

have shown other types of attitudes such as the environmental and financial attitude of the 

consumer (e.g., Aktas et al., 2018; Principato et al., 2015; Tsai et al., 2020). According to 

previous studies conducted by Abdelradi (2017) and Chen (2019), there is a linkage between 

financial situation and food waste behaviour. Abeliotis et al. (2016) stated that consumers with 



Khee Min Teo et al. / Journal of Marketing Management and Consumer Behavior, Vol. 4, Issue 5 (2024) 1-21 4 

higher income tend to waste more food, which might be due to the food expenses taking a 

smaller amount of the total income. However, Visscher et al. (2016) stated that individuals with 

financial concerns due to over-purchasing contributed to the individual’s intention to reduce 

food waste. Previous researchers have also indicated the influence of personal attitudes towards 

food waste behaviour (Aktas et al., 2018; Chen, 2019; Tsai et al., 2020). In the current study, 

“Attitude” is further divided into personal and financial attitudes to better understand the 

consumer's attitude towards food waste intention (refer to figure 1 framework of the study). 

Subjective Norms can be referred to as the perception of social pressure to perform or not 

perform the particular behaviour (Ajzen, 1991). When an individual is conscious of the social 

pressure while wasting food, it will increase the intention to reduce food waste of the individual 

(Aktas et al., 2018). Russell et al.’s (2017) study found social influence being a significant 

predictor of intention to reduce food waste behaviour. Perceived behavioural control refers to 

the perceived ease or difficulty in carrying out a specific behaviour, and it is assumed to reflect 

the experience and anticipated impediments and obstacles (Ajzen, 1991. When an individual is 

convinced that the elements which cause food waste are under the individual's control, the 

intention to reduce food waste will then increase (Graham-Rowe et al., 2015; Russell et al., 

2017; Coskun & Ozbuk, 2020). Tsai et al. (2020) conducted a research study on food waste 

behaviour among emerging adults. They found a correlation between perceived behavioural 

control and intention to reduce food waste among emerging consumers.  

 

The review of food waste literature showed that the TPB model had been extensively used in 

understanding food waste behaviour at the household level (Coskun & Ozbuk et al., 2020). 

However, studies that extend the TPB model by incorporating environmental behaviour are 

limited (Abdelradi, 2017; Brizi & Biraglia, 2021). Thus, the current research aims to investigate 

the factors that influence food waste behaviour among young Malaysians by extending the TPB 

model and incorporating environment variables adopted from the Model of Responsible 

Environment Behaviour to increase the predictive ability of the model by adding additional 

variables (Ajzen, 1991). 

 

Model of Responsible Environment Behaviour illustrated the factors that indicate significant 

impacts on the environment practices (Hungerford & Volk, 1990). Hines et al. (1987) claimed 

that individuals who intended to act towards responsible behaviour perform an environmental 

behaviour compared to those without intention. Knowledge related to the particular 

environmental issue and knowledge of the action strategies appears to be a prerequisite to the 
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intention to act, leading to responsible environmental behaviour (Hines et al., 1987). Previous 

studies had pointed out that knowledge of actions could increase the motivation to reduce food 

waste to mitigate environmental problems (Hines et al., 1987; Li et al., 2019). To indicate the 

importance and distinction between the two categories of knowledge, the model of responsible 

environmental behaviour came out with two knowledge variables: environmental issue related 

knowledge and knowledge on how to act on the environmental problems (Hines et al., 1987). 

Additionally, situation factors that can interrupt this pathway to environmental behaviour, such 

as economic constraint and social pressure, might serve to either counteract or strengthen the 

variables affecting the responsible environmental behaviour in the model (Hines et al., 1987).  

Recent studies have shown that high level of environmental consciousness can lead to 

decreasing food waste, indicating the importance of environmental behaviour and purchasing 

behaviour towards food waste (Knezevic et al., 2019; Principato et al., 2015; Williams et al., 

2012). Hence, in the present research, “environmental concern”, “impulsive food purchasing”, 

and “environmentally conscious purchasing” are incorporated as independent variables in the 

TBP model that are affecting food waste behaviour, supported by the Model of Responsible 

Environment Behaviour. 

 

2.3. Food Purchasing Habits 

The review of literature emphasized two types of food purchasing habits: Environmental 

conscious purchasing and Impulsive purchasing habit of consumers. 

 

2.3.1. Environmental Conscious Purchasing 

According to Akehurst et al. (2012), Environmental Conscious Purchasing shows an 

individual’s eco-friendly action and the sense of social responsibility employed when making 

a purchase. For instance, green consumption can be considered as environmentally responsible 

behaviour where consumers would consider the nature of the environment and the impact of 

purchasing (Adrita & Mohiuddin, 2020). Farr-Wharton et al. (2014) indicated that 

environmental conscious purchasing served as an important linkage towards consumers’ food 

consumption and an important factor that influences the consumers’ intention to reduce their 

food waste (Chen, 2019). According to research conducted by Chen (2019), consumers’ 

environmentally conscious purchasing behaviour positively influences the intention to prevent 

food waste. Delivering environmental messages through product purchasing has led to the 

consumers’ awareness of food waste which influences their behaviour towards preventing food 
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waste. The result of environmental conscious purchasing behaviour can vary due to different 

geographical locations such as culture, norms, and individual's attitudes (Chen, 2019). 

Therefore, studying the relation between Environmental Conscious Purchasing and intention 

to reduce food waste among young Malaysian consumers can add value to the knowledge. 

 

2.3.2. Impulsive Food Purchasing 

Diaz-Ruiz (2018) suggested that further research on purchasing factors such as unplanned 

routines, impulsive buying, and discounted items is necessary to better understand consumers’ 

purchasing behaviour. Previous studies claimed that food purchasing habits are highly 

associated with food waste (Chen, 2019). Chen (2019) indicated that the contributions of food 

waste might be due to the lack of planning when making a purchase. This is in line with other 

studies indicating that food purchasing, such as impulsive purchasing or buying-in-bulk due to 

purchasing discounted items, unplanned purchasing, and getting bulk packages, are the main 

contributors to the negative intention to exhibit food waste behaviour (Abdelradi, 2017). In 

addition, consumers often purchase food products impulsively due to in-store promotions in 

the hypermarkets or grocery stores and also overestimate how much food that was actually 

needed, which led to negative intention to reduce food waste, resulting in food surplus (Aktas 

et al., 2018; Le Borgne et al., 2018). Therefore, the authors assume that Impulsive Food 

Purchasing can influence young Malaysians’ intention to waste more food. 

 

2.4. Environmental Concern 

Environmental Concerns can be defined as a person’s point of view towards the environmental 

impacts and the level of affection regarding environmental issues (Simmons & Widmar, 1990). 

With the advance of technology, information related to environmental impact can be easily 

sourced, resulting in the increasing concern towards the environment among the public (Adrita 

& Mohiuddin, 2020). According to previous studies, there is a linkage between environmental 

awareness and intention to reduce food waste (Chen, 2019; McCarthy & Lin, 2017). The 

trending knowledge of the environmental impact can lead to consumers being environmentally 

conscious hence influencing consumer behaviour towards food waste behaviour by motivating 

them to reduce food waste (Adrita & Mohiuddin, 2020). Therefore, the authors assume that 

Environmental Concerns can influence young Malaysians’ intention to waste foods. 
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2.5 The Moderating Role of Gender 

Koivupuro et al. (2012) claimed that the Gender of the person in-charged of grocery shopping 

influences the intention towards food waste behaviour. However, the study on gender and food 

waste behaviour have contradictory results. For instance, some studies have shown that females 

waste more food than males (Koivupuro et al., 2012). On the other hand, other studies had 

shown no gender difference in the intention to reduce food waste or the actual food waste 

behaviour (Principato et al., 2015). Knezevic et al. (2019) and Brizi & Biraglia (2021) stated 

that demographic factors such as gender differences are highly associated with food waste 

behaviour. The study by Brizi & Biraglia (2021) showed that females are perceived to waste 

more food compared to males in India. However, it was discovered that the male is perceived 

to waste more food compared to female in America due to purchasing behaviour, which leads 

to influence the intention to waste food and carry out actual food waste behaviour. Hence, it 

can be assumed that the moderating effect of Gender affects the intention to reduce food waste 

and food waste behaviour. Depending on the countries and person responsible for the grocery 

shopping, the moderating effect of Gender may be different. 

 

2.6. Proposed Conceptual Framework  

The conceptual framework model in Figure 1 is formulated by considering the following: 

objective of the study, above literature review, and the suggested factors for future study by 

previous researchers on behaviour towards food waste.  

 

Figure 1: Conceptual Framework of Food Waste Behaviour 
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Therefore, the following hypotheses are assumed to be true: 

H1: Environmental conscious purchasing will positively influence young consumers’ intention 

to reduce food waste.   

H2: Impulsive food purchasing will negatively influence young consumers’ intention to reduce 

food waste. 

H3: Personal attitude will positively influence young consumers’ intention to reduce food 

waste. 

H4: Social influence will positively influence young consumers’ intention to reduce food 

waste. 

H5: Financial attitude will positively influence young consumers’ intention to reduce food 

waste. 

H6: Perceived behavioural control will positively influence young consumers’ intention to 

reduce food waste. 

H7: Environmental concern will positively influence young consumers’ intention to reduce 

food waste. 

H8: Intention to reduce food waste will positively influence actual food waste behaviour 

among young consumers. 

H9: Gender moderates the relationship between intention to reduce food waste and actual food 

waste behaviour among young consumers. 

 

3. Methodology 

The quantitative method is utilized in this study. Previous literature pointed out that young 

consumers belonging to the age group between 18 to 35 years old were the major contributors 

of food waste (Alattar et al., 2020; Chen et al., 2019). Therefore, the target population for this 

study are young Malaysians between 18 -35 years old. According to Ghinea et al. (2018), young 

consumers are bigger contributors to wasting more food than the elders. The current research 

employed PLS-SEM; a minimum sample size of 181 is needed for a statistical power of 80% 

(Hair et al., 2014). Hence, a total of 500 surveys were distributed to target respondents, and a 

total of 222 usable sample sizes were collected, exceeding the minimum required sample size 

of 181. 
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3.1. Research Instrument and Measurement Scales 

The structured questionnaire is categorized into nine sections. For this study, the questionnaire 

utilizes a 7-point Likert scale to represent each person’s perception and viewpoint regarding 

the related topic (Joshi et al., 2015). According to Joshi et al. (2015), a 7-point scale works 

better than a 5-point scale due to the variety of items on the scale. Therefore, the 7-point Likert 

scale, which varies from strongly disagree (1) to strongly agree (7) were utilized.  

Environmental conscious purchasing was measured using seven items based on the proposed 

Model by Chen (2019). Cronbach's Alpha coefficient for the scale is 0.84 (Chen, 2019). 

Impulsive food purchasing was measured using three items proposed by Chen (2019) with 

Cronbach’s Alpha coefficient of 0.70. Personal Attitude was measured using four items based 

on the proposed Model by Tsai et al. (2020) with Cronbach’s Alpha coefficient of 0.940. Social 

Influence was measured using four items proposed by Tsai et al. (2020) and the Cronbach’s 

Alpha coefficient was 0.902. Financial Attitude was measured using four items proposed by 

Aktas et al. (2018), with Cronbach’s Alpha coefficient of 0.82. Perceived Food Waste 

Behavioural Control was measured using three items proposed by Tsai et al. (2020) with 

Cronbach’s Alpha coefficient of 0.74. Environmental Concerns were measured using three 

items proposed by Tsai et al. (2020) and the Cronbach’s Alpha coefficient was 0.803. Intention 

to Reduce Food Waste was measured using four items proposed Model by Tsai et al. (2020) 

with Cronbach’s Alpha coefficient of0.944. Finally, Actual food waste behaviour was 

measured using four items based on a proposed model by Aktas et al. (2018) and Cronbach’s 

Alpha coefficient of0.79. Table 1 presents the measurement scales for the variables in the 

current study.  
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Table 1: Measurement Scale of Variables  

Variables  Authors  Scale  Alpha  

Food Related Habits        

Environmental Conscious 

Purchasing  

(Chen, 2019)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.840  

Impulsive Food Purchasing  (Chen, 2019)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.700  

        

Theory of Planned Behavior        

Personal Attitude  (Tsai et al., 2020)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.940  

Social Influence  (Tsai et al., 2020)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.902  

Financial Attitude  (Aktas et al., 2018)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.820  

Perceived Food Waste 

Behavioral Control  

(Tsai et al., 2020)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.740  

        

Environmental Awareness        

Environmental Concern  (Tsai et al., 2020)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.803  

    
 

  

Intention to Reduce Food 

Waste   

(Tsai et al., 2020)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.944  

        

Actual Food Waste 

Behavior   

(Aktas et al., 2018)  7-point Likert Scale, 1 

(strongly disagree), 7 

(strongly agree)  

0.790  

 

3.2. Data Analysis 

The results of the analysis of the data are demonstrated in the following sections. 

 

3.2.1. Demographic Profile 

Table 2 illustrates the respondents’ profile based on four demographic sections: Gender, Age, 

Highest Qualification, and Monthly Allowance. In total, 222 data were usable for the research. 

Among the respondents, 85 (38.3%) were males and 137 (61.7%) females. Respondents’ ages 
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ranged from 18 to more than 35 years old, with most of the respondents’ age falling between 

24 to 29 years old, making up 158 (71.2%) of the total respondents. In terms of the highest 

education qualification, the majority of the respondents have at least a Bachelors’ Degree 

qualification, totalling 139 people (62.6%). The last section of the table shows the monthly 

allowances of the students, where most of the respondents were receiving an allowance of more 

than RM2,000, comprising 57 people (25.7%). 

 

Table 2: Respondents’ Profile   

Variables  Characteristics  Frequency  Percentage %  

Gender  Male  

Female  

  

85  

137  

38.3  

61.7  

Age  18 – 23  

24 – 29  

30 -35  

  

29  

158  

35  

13.1  

71.2  

15.8  

  

Highest Qualification  Diploma   

College Foundation  

Bachelors’ Degree  

Masters’ Degree  

  

33  

29  

139  

21  

  

14.9  

13.0  

62.6  

9.5  

  

Monthly Allowance  Less than RM500  

RM500 – RM900  

RM1000 – RM1,400  

RM1,500 – RM1,900  

More than RM2,000  

  

33  

38  

56  

38  

57  

14.9  

17.1  

25.2  

17.1  

25.7  

  

3.2.2. Reliability and Validity of data 

According to Martinez-Torres (2006), the structural and measurement assessments are used to 

construct the validity and reliability of the scales proposed. Through the evaluation of the 

measurement model, internal consistency reliability is deemed as satisfactory when all of the 

constructs’ Cronbach's Alpha values are more than the threshold value of 0.7, as shown in 

Table 3.  

Moreover, through evaluating the structural model, the average variance extracted (AVE) of 

ECP is 0.498, which is less than 0.50, illustrating that the construct ECP could not explain more 

than half of the variance of its indicators (Hair et al., 2014). By inspecting the outer loading, 

an error is identified in indicators ECP3 (0.546), ECP4 (0.562), and ECP2 (0.696). Upon 

removing ECP3, which has the lowest value among ECP4 and ECP2, internal consistency 
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reliability remains satisfactory, ECP3 AVE value of 0.542 is deemed as satisfactory hence 

ECP2 and ECP4 are kept. Aside from that, all the other constructs are deemed as satisfactory, 

showing the AVE value to be more than 0.50 (Hair et al., 2014), as shown in Table 3. Therefore, 

the convergent validity is achieved. 

 

 

Table 3: Internal Consistency Reliability  
  Cronbach’s 

Alpha  

Composite 

Reliability 

(C.R.)  

Average 

Variance 

Extracted 

(AVE)  

ECP: Environmental Conscious Purchasing  0.825  0.874  0.542  

IFP: Impulsive Food Purchasing  0.796  0.879  0.707  

PA: Personal Attitude  0.788  0.863  0.611  

SI: Social Influence  0.794  0.869  0.631  

FA: Financial Attitude  0.851  0.909  0.770  

PFW: Perceived Food Waste Behavioural 

Control  

0.854  0.932  0.873  

EC: Environmental Concern  0.855  0.896  0.744  

IRF: Intention to Reduce Food Waste  0.770  0.853  0.593  

FW: Actual Food Waste Behaviour  0.802  0.870  0.627  

 

According to Hair et al. (2019), for the discriminant validity to be deemed satisfactory, it 

needed to meet the Fornell-Larcker criterion, which means that the square root of each 

construct AVE needs to exceed the squared correlation with any other constructs. Through the 

model assessment, all construct discriminant validity met the Fornell-Larcker criterion, thus 

discriminant validity is deemed satisfactory (Hair et al., 2014). Discriminant validity is 

illustrated in table 4. 

 

Table 4: Fornell-Larcker criterion  

  ECP  IFP  PA  SI  FA  PDF  EC  IF  FW  

ECP  0.746                  

IFP  0.500  0.841                

PA  0.495  0.412  0.782              

SI  0.505  0.369  0.374  0.794            

FA  0.692  0.412  0.382  0.372  0.910          

PFW  0.474  0.330  0.342  0.577  0.342  0.902        

EC  -0.089  -0.118  -0.071  -0.228  -0.063  0.154  0.862      

IRF  0.637  0.478  0.605  0.530  0.552  0.438  -0.056  0.770    

FW  0.543  0.285  0.394  0.263  0.524  0.252  0.113  0.567  0.792  
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3.2.3. Assessing Structural Model 

The following steps demonstrate the predictive ability of the model and hypothesis results. 

 

 

Table 5: R square and Q square  

  R Square (R2)  Q Square (Q2)  

FW  0.325  0.192  

IF  0.585  0.312  
Abbreviations: IRF, intention to reduce food waste; F.W., food waste  

The R2 value of F.W. was shown to be 0.325, which is considered moderate to high based on 

human behaviour. According to Hair et al. (2014), depending on the context, an R2 value of 

0.10 can be considered satisfactory (Raithel et al., 2012). When it comes to IRF, the R2 value 

is 0.585, which indicates that 58.5 per cent of the variance in the endogenous construct can be 

explained by all of the exogenous variables that are linked to it; it is considered moderate hence 

deemed as acceptable as R2 value is more than 0 (Hair et al., 2019). Finally, the value of Q2 

of F.W. is 0.192, and IRF is 0.312, which is deemed as acceptable since the Q2 value is higher 

than 0 and is considered to have moderate (>0.15) predictive ability (Hair et al., 2019). 

3.2.4. Hypothesis Results and Discussions 

Table 6: Hypothesis Analysis Outcome  

 

H  Relationship  Path 

Coefficient  

Sample 

mean  

Standard 

Deviation  

T 

Statistics  

P   

values  

Support  

H1  ECP → IRF  0.196  0.200  0.064  3.089  0.002  Support  

H2  IFP  →  IRF  -0.139  0.136  0.055  2.543  0.011  Support  

H3  PA  →  IF  0.331  0.336  0.064  5.198  0.000  Support  

H4  SI  → IF  0.219  0.217  0.059  3.718  0.000  Support  

H5  FA → IF  0.160  0.152  0.059  2.693  0.007  Support  

H6  PFW  → IRF  -0.020  -0.021  0.049  0.412  0.681  Reject  

H7  EC  →  IF  0.059  0.051  0.053  1.127  0.260  Reject  

H8  IRF → FW  0.561  0.564  0.044  12.723  0.000  Support  

H9  Gender → IRF → FW   -0.014  0.015  0.038  0.290  0.772  Reject  
Abbreviations: ECP, environmental conscious purchasing; IFP, impulsive food purchasing; P.A., personal Attitude; S.I., social influence; 

F.A., financial Attitude; PFW, perceived food waste behavioural control; E.C., environmental concern; IRF, intention to reduce food waste; 

F.W., food waste  
*Correlation is significant at the 0.05 level (two-tailed)   

 

The study investigated whether food-purchasing habits can influence individual intention to 

reduce food waste among young Malaysians through H1 and H2. H1 is supported as the p-

value is 0.002 and the t-value is 3.089, showing a significant relationship. The path coefficient 
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of H1 is 0.196, which indicates that Environmental Conscious Purchasing (ECP) will 

positively influence the intention to reduce food waste among young Malaysians. H2 is 

supported as the p-value is 0.011 and the t-value of 2.543, showing a significant relationship. 

The path coefficient of H2 is -0.139, which shows that H2 has a negative relationship; thus 

illustrating that Impulsive Food Purchasing (IFP) will negatively influence the intention to 

reduce food waste among young Malaysians. The findings show that Environmental Conscious 

Purchasing can positively influence individual intention in reducing food wastage. In contrast, 

Impulsive Food Purchasing can negatively influence individual intention in reducing food 

waste among young Malaysians. Among the food purchasing habits, Environmental Conscious 

Purchasing has a stronger effect in reducing food waste as the t-value of 0.038 was higher.  

The study tried to investigate if TPB constructs can influence intention to reduce food waste 

among young Malaysians through H3, H4, H5, and H6. H3 is supported as the p-value is shown 

to be 0.000, with a t-value of 5.198, thus showing a significant relationship. The path 

coefficient of H3 is 0.331, indicating that Personal Attitude (P.A.) positively influences the 

intention to reduce food waste among young Malaysians. H4 is supported as the p-value is 

shown to be 0.000, with a t-value of 3.718, which illustrates that Social Influence (S.I.) will 

positively influence the intention to reduce food waste among young Malaysians. H5 is 

supported as the p-value is 0.007, with a t-value of 2.693, showing that Financial Attitude 

(F.A.) will positively influence the intention to reduce food among young Malaysians. H6 is 

rejected as the p-value is 0.681, with a t-value of 0.412, which indicates that the p-value is 

higher than 0.05 and the t-value is lesser than 1.96, hence showing a non-significant 

relationship; therefore, there was no relationship between Perceived behavioural control of 

food waste and intention to reduce food waste behaviour among young Malaysians. Personal 

Attitude and Social Influence both had the biggest effect in influencing the intention to reduce 

food wastage among young Malaysians.  

The study tried to investigate if environmental awareness can influence individual intention to 

reduce food waste among young Malaysians. However, H7 is rejected as the p-value is 0.260, 

with the t-value of 1.127, showing a non-significant relationship. Therefore, there was no 

relationship between Environmental Concern and intention to reduce food waste among young 

Malaysians.   

We tried to investigate if individual intention to reduce food waste can influence actual food 

waste behaviour among young Malaysians. As a result, H8 is supported as the p-value is 0.000, 

with a t-value of 12.723, which indicates that Intention to Reduce Food Waste (IRF) positively 

influences actual food waste behaviour among young Malaysians.  
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Lastly, the study investigated the moderating effect of Gender between intention to reduce food 

waste and actual food waste behaviour among young Malaysians. H9 is rejected as the p-value 

is shown to be 0.772, which is higher than 0.05, indicating that the moderating effect of gender 

is not significant. 

4.  Conclusion 

The objective of the present study was to develop a framework by adding additional predictors 

such as “food purchasing habits”, “environmental concern” and “gender” as a moderator to the 

extended construct of TBP, to investigate the factors that influence the individual intention to 

reduce food waste and actual food waste behaviour among young Malaysians. Referring to the 

outcome of the analysis, the Model's explanatory power for Intention to Reduce Food Waste 

was shown as 0.585, indicating that constructs (ECP, IFP, PA, SI, F.A., PFW, E.C.) jointly 

explained 58.5 per cent variance in Intention to Reduce Food Waste (IRF). Furthermore, the 

results showed that H1, H2, H3, H4, H5, and H8 were significant, while H6, H7, and H9 were 

rejected. Therefore, it can be concluded that Environmental Conscious Purchasing (ECP), 

Impulsive Food Purchasing (IFP), Personal Attitude (P.A.), Social Influence (S.I.), and 

Financial Attitude (F.A.) have significant relationships with Intention to Reduce Food Waste 

(IRF), and that Intention to Reduce Food Waste (IRF) has a significant relationship with Actual 

Food Waste Behaviour (F.W.) among young consumers. 

 

5. Research Implications 

Firstly, as the current research study is one of the few to use extended Theory of Planned 

Behaviour by adding environmental factors adopted from the Model of Responsible 

Environment Behaviour, based on the finding, it was identified that Personal Attitude and 

Social Influence could lead to the intention to reduce food waste. In contrast, Financial Attitude 

can result in increased food waste intention. 

According to McClure and Seok (2020), social media acts as a strong motivator in influencing 

young adults’ willingness to act and perform a certain behaviour. Young adults use more than 

one social medium platform daily. The success in creating persuasive messages by the social 

influencers leads to changes in attitudes among social media users and influences the 

consumers’ purchasing intention (McClure & Seok, 2020). Therefore, governors or other 

influencers on social media platforms such as Facebook, Instagram and Twitter can produce 
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persuasive messages related to the environmental issues and the impacts of food waste, which 

consequently could reduce impulsive food purchasing behaviour and increase environmental 

conscious purchasing behaviour. Engagement on social media platforms with celebrities and 

social media influencers can generate important social influence that can directly lead to the 

increase of environmentally concerned purchasing and reduce food waste behaviour. 

 Moreover, the food industry plays an important role in influencing the consumers’ purchasing 

behaviour and food waste behaviour. For example, some reasons for young adult’s impulsive 

food purchasing behaviour are due to in-store promotions such as "Buy one, Free one" or 

"Second item 50% off", which resulted in buying foods that are more than needed, which then 

lead to food spoilage and increase the food waste behaviour (Chen, 2019). Thus, food retailers 

can improve their promotion strategy to help consumers to prevent food waste; for instance, 

instead, food retailers can use a price reduction strategy such as a discount for perishable food 

products such as fruits and vegetables to prevent food spoilage due to the long period of storage; 

this may also lead to the decrease in impulsive food purchasing behaviour among young 

consumers.  

 Furthermore, food and beverage industries can provide sustainability information related to 

food scarcity on the menu itself to influence the consumers’ decision before ordering the food, 

leading to the intention to reduce food waste behaviour among young consumers. Besides, food 

and beverage sectors can come out with different food portions to let the consumers choose the 

suitable and desired package and prevent leftover foods. Fourthly, the government, to be more 

specific, the Ministry of Environment, can come out with some strategies to increase 

environmental awareness and food waste issues among the public; for example, the Ministry 

can launch campaigns related to eco-friendly and food scarcity to increase awareness of food 

waste issues that are happening in society to motivate not only young Malaysians but also the 

general public to reduce their food waste behaviour. 

 

6. Limitations and Recommendations  

Even though every possible attempt has been made in the current study to verify the 

methodological accuracy and reliability of the results, few limitations were identified in this 

research study. The current study comprises only young Malaysians. Thus, the results could 

not represent all young adults. Thus, future researchers are advised to expand the research area 

and population to generalize the findings as much as possible. Moreover, recently it was 

presumed that lack of information related to the consequences of global warming might be a 
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major factor affecting consumers not acting environmentally friendly (Brizi & Biraglia, 2021); 

the current research did not investigate the relationship between intention to reduce food waste 

and knowledge of global warming. Therefore, future researchers could investigate the effect of 

food waste on global warming and consumers’ intention to reduce food waste behaviour. 

Additionally, the current research utilized self-report measures of food waste based on the 

respondents’ perception of their past experiences on food waste behaviour which might lead to 

the inaccuracy of information. Thus, future researchers may employ a qualitative approach to 

obtain in-depth information about consumers’ food waste behaviour. Lastly, it is recommended 

that a cross-cultural comparison is carried out based on the structure of young adults, gender, 

attitudes, behaviours, perception towards food waste as well as the purchasing behaviour as 

studies have shown that depending on the countries, consumers’ behaviour towards food waste 

and the moderating effect of gender may be different (Brizi & Biraglia, 2021). 

 

References  

Abdelradi, F. (2017). Food waste behaviour at the household level: A conceptual framework. 

Waste Management, 71, 485-493.  

Abeliotis, K., Lasaridi, K., & Chroni, C. (2016). Food waste prevention in Athens, Greece: The 

effect of family characteristics. Waste Management & Research, 34(12), 1210-1216.  

Adrita, U. W., & Mohiuddin, M. F. (2020). Impact of opportunity and ability to translate 

environmental Attitude into ecologically conscious consumer behaviour. Journal of 

Marketing Theory and Practice, 28(2), 173-186.  

Ajzen, I. (1991). The theory of planned Behavior. Organizational Behavior and Human 

Decision Processes, 50(2), 179–211.  

Akehurst, G., Afonso, C., Goncalves, H. M. (2012). Re-examining green purchase behaviour 

and the green consumer profile: New evidences. Management Decision, 50, 972-988.   

Aktas, E., Topaloglu, Z., Sahin, H., Oledinma, A., Huda, A. K. S., Irani, Z., Sharif, A. M., 

Wout, T. V., Kamrava, M. (2018). A consumer behavioural approach to food waste. 

Journal of Enterprise Information Management, 31(5), 658-673.  

Alam, S. S., & Sayuti, N. M. (2011). Applying the theory of planned Behavior (TBP) in halal 

food purchasing. International Journal of Commerce and Management, 21(1), 8-20.   

Alattar, M, A., Delaney, J., Morse, J. L., & Nielsen-Pincus, M. (2020). Food waste knowledge, 

attitudes and behavioural intentions among university students. Journal of Agriculture, 

Food Systems, and Community Development, 9(3), 1-16.  



Khee Min Teo et al. / Journal of Marketing Management and Consumer Behavior, Vol. 4, Issue 5 (2024) 1-21 18 

Amirudin, N., Gim, T. H. T. (2019). Impact of perceived food accessibility on household food 

waste behaviors: A case of the Klang Valley, Malaysia. Resources, Conversation & 

Recycling, 151.  

Barone, A. M., Grappi, S., & Romani, S. (2019). "The road to food waste is paved with good 

intentions": When consumers' goals inhibit the minimization of household food waste. 

Resources, Conversation and Recycling, 149, 97-105.   

Bertz, A., Buchli, H., Gobel, C., & Muller, C. (2015). Food waste in Swiss foodservice industry 

– Magnitude and potential for reduction. Waste Management, 35, 218-226.   

Bilska, B., Tomaszewska, M., Kolozyn-Krajewska, D. (2020). Analysis of the behaviors of 

polish consumers in relation to food waste. Sustainability, 12(1), 304-320.   

Bravi, L., Murmura, F., Savelli, E., Vigano, E. (2019). Motivations and actions to prevent food 

waste among young Italian consumers. Sustainability, 11(4), 1110-1133.  

Brizi, A., & Biraglia, A. (2021). “Do I have enough food?” How need for cognitive closure 

and gender impact stockpiling and food waste during covid-19 pandemic: A cross-

national study in India and the United States of America. Personalities and Individual 

Differences, 168(1), 110396-110402.   

Chen, H. S. (2019). Environmental concerns and food consumption: what drives consumers’ 

actions to reduce food waste? Journal of International Food & Agribusiness 

Marketing, 31(3), 273-292. https://doi.org/10.1080/08974438.2018.1520179  

Coskun, A., & Ozbuk, R. M. Y. (2020). What influences consumer food waste behavior in 

restaurants? An application of the extended theory of planned Behavior. Waste 

Management, 117, 170-178.  

Farr-Wharton, G., Foth, M., & Choi, J. H. J. (2014). Identifying factors that promote consumer 

behaviors causing expired domestic food waste. Journal of Consumer Behavior, 13, 

393-402.   

Ghinea, C., Ghiuta, O. (2018). Household food waste generation: young consumers behavior, 

habits, and attitudes. International Journal of Environmental Science and Technology, 

16(5), 2185-2200.  

Graham- Rowe, E., Jessop, D. C., Sparks, P. (2015). Predicting household food waste reduction 

using an extended theory of planned Behavior. Resources, Conservation and Recycling, 

101, 194-202.    

Hair Jr, J. F., Sarstedt, M., Hopkins, L., & Kuppelwieser, V. G. (2014). Partial least squares 

structural equation modeling (PLS-SEM): An emerging tool in business research. 

European business review. https://doi.org/10.1108/EBR-10-2013-0128   

https://doi.org/10.1080/08974438.2018.1520179


19         Khee Min Teo et al. / Journal of Marketing Management and Consumer Behavior, Vol. 4, Issue 5 (2024) 1-21 

 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report 

the results of PLS-SEM. European Business Review, 31(1), 2-24.   

Hines, J. M., Hungerford, H. R., Tomera, A. N. (1987). Analysis and synthesis of research on 

responsible environmental Behavior: a meta-analysis. The Journal of Environmental 

Education, 18(2), 1-8.  

Hungerford, H. R., & Volk, T. L. (1990). Changing learner behavior through environmental 

education. The Journal of Environmental Education, 21(3), 8-21.   

Joshi, A., Kale, S., Chandel, S., & Pal, D. K. (2015). Likert scale: explored and explained. 

Current Journal of Applied Science and Technology, 7(4), 396-403.  

Kasavan, S., Mohamed, A. F., & Halim, S. A. (2019). Drivers of food waste generation: Case 

study of island-based hotels in Langkawi, Malaysia. Waste Management, 91, 72-79.   

Knezevic, B., Kurnoga, N., & Anic, I. (2019). Typology of university students regarding 

attitudes towards food waste. British Food Journal, 121(11), 2578-2591.   

Koivupuro, H. K., Hartikainen, H., Silvennoinen, K., Katajajuuri, J. M., Heikintalo, N., 

Reinikainen, A., & Jalkanen, L. (2012). Influence of socio-demographical, behavioral 

and attitudinal factors on the amount of avoidable food waste generated in Finnish 

households. International Journal of Consumer Studies, 36(2), 183-191.   

Le Borgne, G., Sirieix, L., & Costa, S. (2018). Perceived probability of food waste: Influence 

on consumer attitudes towards and choice of sales promotions. Journal of Retailing and 

Consumer Services, 42, 11-21.  

Li, D., Zhao, L., Ma, S., Shao, S., & Zhang, L. (2019). What influences an individual's pro-

environmental Behavior? A literature review. Resources, Conversation, and Recycling, 

146, 28-34.   

Martínez-Torres, M. R. (2006). A procedure to design a structural and measurement model of 

intellectual capital: an exploratory study. Information & Management, 43(5), 617-626.   

McCarthy, B., & Liu, H. B. (2017). Food waste and the ‘green’ consumer. Australasian 

Marketing Journal (AMJ), 25, 126–132.  

McClure, C., & Seok, Y. K. (2020). The role of involvement: Investigating the effect of brand’s 

social media pages on consumer purchase intention. Journal of Retailing and Consumer 

Services, 53, 1-8.  

New Straits Times, 2019.Waste not, want not–It’s time we get serious about food waste. 

https://www.nst.com.my/lifestyle/sunday-vibes/2019/09/525506/waste-not-want-not-

%E2%80%93-its-time-we-get-serious-about-food-waste (accessed 1 December 2021).  



Khee Min Teo et al. / Journal of Marketing Management and Consumer Behavior, Vol. 4, Issue 5 (2024) 1-21 20 

Painter, K., Thondhlana, G., & Kua, H. W. (2016). Food waste generation and potential 

interventions at Rhodes University, South Africa. Waste Management, 56, 491-497.   

Papargyropoulou, E., Steinberger, J. K., Wright, N., Lozano, R., Padfield, R., & Ujang, Z. 

(2019). Patterns and causes of food waste in the hospitality and foodservice sector: 

Food waste prevention insights from Malaysia. Sustainability, 11(21), 6016-6037.  

Parizeau, K., Massow, M. V., & Martin, R. (2015). Household-level dynamics of food waste 

production and related beliefs, attitudes, and behaviors in Guelph, Ontario. Waste 

Management, 35, 207-217.   

Principato, L., Secondi, L., Pratesi, C. A. (2015). Reducing food waste: An investigation on 

the Behavior of Italian youths. British Food Journal, 117, 731-748.  

Raithel, S., Sarstedt, M., Scharf, S., & Schwaiger, M. (2012). On the value relevance of 

customer satisfaction: Multiple drivers and multiple markets. Journal of the Academy 

of Marketing Science, 40(4), 509-525.   

Roodhuyzen, D. M. A., Luning, P. A., Fogliano, V., & Steenbekkers, L. P. A. (2017). Putting 

together the puzzle of consumer food waste: Towards an integral perspective. Trends 

in Food Science and Technology, 68, 37-50.   

Rusli, I. F., Ghani, W. A. W. A. K., Biak, D. R. A., Idris, A. (2013). An application of theory 

of planned Behavior to study the influencing factors of participation in source 

separation of food waste. Waste Management, 33(5), 1276-1281.  

Russell, S, V., Young, C. W., Unsworth, K. L., & Robinson, C. (2017). Bringing habits and 

emotions into food waste behaviour. Resources, Conversation & Recycling, 125, 107-

114.  

Saveli, E., Francioni, C., Curina, I. (2019). Healthy lifestyle and food waste behavior. Journal 

of Consumer Marketing, 37(2), 148-159.   

Scherhaufer, S., Moates, G., Hartikainen, H., Waldron, K., & Obersteiner, G. (2018). 

Environmental impacts of food waste in Europe. Waste Management, 77, 98-113.   

Simmons, D., & Widmar, R. (1990). Motivations and barriers to recycling: Toward a strategy 

for public education. The Journal of Environmental Education, 22(1), 13-18. 

https://doi.org/10.1080/00958964.1990.9943041  

Tonini, D., Albizzati, P. F., & Astrup, T. F. (2018). Environmental impacts of food waste: 

Learning and challenges from a case study on U.K. Waste Management, 76, 744-766.  

Tsai, W. C., Chen, X. Q., & Yang, C. (2020). Consumer food waste behavior among emerging 

adults: evidence from China. Foods, 9(7), 961-980.   



21         Khee Min Teo et al. / Journal of Marketing Management and Consumer Behavior, Vol. 4, Issue 5 (2024) 1-21 

 

Visscher, V. H. M., Wickli, N., & Seigrist, M. (2016). Sorting out food waste behavior: A 

survey on motivations and barriers of self-reported amounts of food waste in 

households. Journal of Environmental Psychology, 45, 66-78.   

Widiyanto, D. (2019). The third wave of Indonesia’s food market: Practices at small 

community markets in Yogyakarta. Austrian Journal of South-East Asian Studies, 

12(1), 49-67.  

Williams, H., Wikstrom, F., Otterbring, T., Lofgren, M., & Gustafsson. A. (2012). Reasons for 

household food waste with special attention to packaging. Journal of Cleaner 

Production, 24, 141-148.  

Yusop, Y. M., & Othman, N. (2019). Linking the Malaysia’s Solid Waste Management Policy 

Instruments with household recycling behavior. International Journal of Academic 

Research in Progressive Education and Development, 8(4), 474-488.  

Zhang, R. J., Lee, B., & Chang, H. H. (2019). What is missing in food loss and waste analyses? 

A close look at fruit and vegetable wholesale markets. Sustainability, 11, 7136-1749.   

 


