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Abstract 
The main objective of this study is to determine the consumers’ knowledge, attitude, 
consumptions, and purchase intention towards green foods in Kajang, Selangor. Additionally, 
the present study determines the level of knowledge about green foods among the 
consumers. It also determines the factors that may influence consumers to eat green foods; 
and examines the association between consumers demographic profiles and their knowledge 
on green food, attitude, and purchase intention. Consumers who are in the age group of 20 
years old and above and shopped green foods in hypermarkets have been chosen as sample 
for this study. Data are collected by using self-administered questionnaire that is structured 
into five parts to include the demographic profile, consumers’ knowledge on green foods, 
consumers’ attitude towards green foods, consumers’ consumption towards green foods, and 
consumers’ purchase intention towards green foods. The collected data was then analysed 
by using SPSS software. The total number of respondents for this study are N=170. Based on 
the survey, the frequency of green food consumption by most consumers is at least once 
within a week. Most of them have good knowledge, positive attitude, and purchase intention 
towards green foods. Nevertheless, their consumption of green foods is still at average level. 
Keywords: Green foods, Consumers’ Knowledge, Consumers’ Purchase Intention 
 
Introduction 
Malaysians are getting more educated and concerned about the health and safety of food 
products. Khan et al (2015) revealed that consumers considered food safety and health issues 
as prime reasons to purchase green foods. For example, chemical substances that are 
contained in foods like pesticides, toxins, food additives and more through food processing 
methods may lead to serious health problems. In the past few years, there has been an 
incident in April 2008 where the Malaysia government imposed a “self-banned” of its seafood 
export to the European Union (EU). This is s because the EU found that some Malaysia 
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companielacked health standards and practices set by theby EU (Phuah et al., 2011). Green 
foods fall under seven categories: grain and oil, fruit, poultry, aquatic and marine products, 
milk and eggs, vegetables, liquor, and drinks (Cheng, 2014). Green foods comprised two 
dimensions: food safety and sustainability, which have induced high food quality and made it 
famous worldwide (Yu et al., 2014). The limited amount of chemicals can explain these two 
dimensions in food quality, pesticides, fertilizers, and additives used in green foods 
production hence presenting green foods as nutritious, natural, and environmental friendly 
(Ting et al., 2014). 
 
Today, the environmental and green issues such as climate change, water and air pollutions, 
and over consumption have caught consumers to consider products that are causing less 
waste, promote sustainability, and have zero deforestation (Weber et al., 2015). The food 
products that are selling in the markets used hazardous pesticides and chemical fertilizers in 
the farms and agriculture lands, which in turn leads them to buy food that contain no 
nutritious value (Rana & Paul, 2017). Therefore, an increase of awareness among the 
consumers has encouraged the manufacturers to respond and emphasize their own 
environmental commitments to target new customers (Weber et al., 2015). Consumption of 
food must be mainly depends on safety and quality of food. Safe and high quality foods play 
an important role in human life to sustain a healthy lifestyle without any disease. Consuming 
foods that have chemicals and pesticides would worsen a person’s health. In the current 
situation, manufacturers used chemicals in foods to attain longer shelf life. Sadly, having lack 
of knowledge about green products seems to be the greatest barrier for consumers (Tseng & 
Hung, 2013). 
 
Previous studies have used attitude to examine motivation towards purchase intention of 
green products without factoring in the impacts of environmental consciousness and 
environmental knowledge (Maichum et al., 2017). However, very few studies have focused 
on the response of consumers towards green products in the developing countries such as 
Malaysia (Yadav & Pathak, 2016). Therefore, this study intends to fill up this gap by focusing 
on determining the consumers’ knowledge, attitude, consumption, and purchase intention 
towards green foods and determine the level of consumers’ knowledge towards green foods. 
It also aims to determine the factors that may influence the consumers to consume green 
foods and to determine the association between their demographic profiles and their scores 
for knowledge, attitude, and purchase intention towards green foods. 

 
Methodology 
There are six largest hypermarkets that repack green products and sell them in their stores in 
Kajang city in Selangor, Malaysia; and they were selected as the research context for this 
study. Convenience sampling was used to sample subjects and location, which allowing a large 
number of respondents to be interviewed in a short period of time since it is quick and easy 
to access (Hair et al., 2006). Participants were selected based on the inclusion criteria i.e. 
either men or women aged 20 years old and above; and consumed green food product from 
the selected hypermarkets. Self-administered survey is the data collection method that was 
applied in this study hence the respondent reads the survey questions and records his or her 
own responses without the presence of a trained researcher (Hair et al., 2006).  
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A face-to-face self-administered and close-ended questionnaire was adopted from Chinna et 
al. (2012) and developed into two bi-languages namely English and Malay. The questionnaire 
is divided into five sections, namely Section A, about personal information adapting a 
categorical scale. Section B elucidates questions about consumers’ consumption towards 
green food using dichotomous, rating, and categorical scale. For Section C, consumers’ 
knowledge of green foods is asked by using the dichotomous scale. Consumers’ attitudes 
towards green foods are interrogated by using a 5-point Likert in Section D. Finally, Section E 
elucidates the consumers’ purchase intention towards green food that applied 5-point Likert. 
 
All statistical procedures were conducted using Statistical Package for Social Science (SPSS) 
version 20 software. Initially, Cronbach’s alpha was determined for the pilot test to check the 
reliability of the questionnaire. The closer the Cronbach alpha coefficient to 1, the greater is 
the internal consistency of the items in the scale (Cronbach, 1951). Content or face validity 
was fulfilled when professional reviewer checked the questionnaire while construct validity 
was achieved through correlation analysis. Using Guilford’s rule of thumb (1973), strength of 
correlation (r value) is indicated as negligible (<0.2), low (0.2-0.4), moderate (0.41-0.7), and 
high (0.71-0.9), and very high (>0.9). The Cronbach Alpha’s value and the range of r, Pearson’s 
correlation coefficient for the Consumers’ Attitudes towards Green Food were 0.740 and 
0.198-0.669 respectively while for Consumers’ Purchase Intention towards Green Food  
were 0.778 and 0.146-0.726 respectively. 
 
The data was assumed as normally distributed by applying the central limit theorem (Sirkin, 
2005) since the sample size is greater than 30 (n > 30) i.e. n=170. Therefore, the data were 
subjected to parametric tests, which included obtaining descriptive statistics and conducting 
inferential statistical analysis. In this research, the frequencies and percentages for 
demographic profiles as well as the knowledge about green foods among the respondents 
have been obtained.  Chi-square was used to determine the association between consumers’ 
knowledge about green foods, their attitude towards green foods, their purchase intention 
towards green foods, and their socio-demographic profiles. 
 
Result and Analysis 
Respondents  
There are 170 respondents have participated in this research. Table 1 shows a summary of 
demographic profile of the respondents. 
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Table 1:  
Summary of demographic profile 

Demographic Profile Frequency (n=170) Percentage (%) 

Gender 
Male 
Female  

  

49 28.8 

121 71.2 

Age 
Less than 20 years old 
20-29 years old 
30-39 years old 
40-49 ears old 
More than 50 years old 

  

3 1.7 

51 29.5 

62 35.8 

42 24.3 

12 6.9 

Number of Peoples in  Household 
1-2 
3-4 
More than 5 

  

13 7.5 

81 46.8 

76 43.9 

Educational Background 
Secondary  
Post-Secondary 
Tertiary 

  

83 48.0 

37 21.4 

50 28.9 

Ethnicity  
Malay 
Chinese 
Indian  
Others  

  

47 27.2 

48 27.7 

70 40.5 

5 2.9 

Employability  
Employed  
Unemployed  

  

152 87.9 

18 10.4 

Monthly Income  
Less than RM1500 
RM1500- RM3000 
RM3001-RM6000 
RM6001- RM9000 
More than RM9000 

  

18 10.4 

39 22.5 

104 60.1 

8 4.6 

1 0.6 

Table 1 shows the majority of participants who are in the age group between 30-39 
years old (35.8%). Female respondents are accounted for 71.2% of the total number of 
respondents. The highest educational level attained for most respondents is the secondary 
school education (48%). The majority of respondents are earning RM 3001- 6000 monthly 
income (60.1%) while most respondents are Indians (40.5%). 
 
Descriptive Statistics of Consumers’ Knowledge about Green Foods 
The descriptive data including frequency, percentage, mean, standard deviation of 
Consumers’ Knowledge about Green Foods has been obtained and depicted in Table 2.   
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Table 2:  
Frequency and percentage of the consumers’ knowledge answered correctly towards green 
food consumption in Kajang 

Consumers’ knowledge towards green foods Required 
response 

Percentage 
(%) 

Green foods are good for my family member’s health. Yes 99.4 

Green foods are good for health. Yes 99.4 

Green foods prevent diseases and increase immunity. Yes 99.4 

Green foods have more nutrient than conventional foods. Yes 99.4 

Green foods are safe foods. Yes 99.4 

Green foods are included as foods with no preservatives, 
additives and artificial colouring. 

Yes 99.4 

Green foods are produced in compliance with strict quality 
standard. 

Yes 97.6 

Green foods are less polluted and they will not cause 
harmful effect on my body. 

Yes 94.7 

Green foods are expensive. Yes 91.8 

Green foods are the foods that are recommended for safety, 
quality and nutrition. 

Yes 87.6 

Green foods are those foods which use less chemicals, and 
have higher vitamin and mineral content than conventional 
foods. 

Yes 86.5 

Green foods are made of agricultural products that are 
planted in pollution-free environment and processed 
standardly for strictly control for content of harmful 
substance in the food. 

Yes 64.7 

Green foods represent a modern life pattern of eating and 
drinking. 

Yes 55.9 

Green foods’ producing process will leave no contamination 
to the environment. 

Yes 52.4 

Green foods make people think more about protecting 
environment. 

Yes 47.6 

Developing green foods are contributing to maintain the 
environment for the future generations. 

Yes 45.3 

Developing green foods will help to maintain a better 
environment for our country. 

Yes 44.7 

The ways green foods are produced minimize the pollution 
of the world. 

Yes 44.1 

Green foods are classified into two grades: the Double A 
Grade and the Single A Grade. 

Yes 35.3 

Green foods are good to taste. Yes 33.5 

Scale: 1=Yes 0=No 
 

Table 2 shows that most consumers know that green foods are good for their family members, 
good for health, prevent disease and increase immunity, have more nutrients than 
conventional food, safe food, and foods with no preservative, additives and artificial colouring 
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with 99.4% (n=169). Although the concept of green is quite new to Malaysia, consumers know 
that green foods are safe food, good for health, and with no preservatives, additives and 
artificial colouring (Khan et. al., 2015)Only 33.5% (n=57) respondents answered correctly for 
the knowledge statement of “green foods are good to taste”. Comparing to other statements, 
this statement seems to be the least being answered correctly by the respondents. It is 
possibly because of the style of green food is prepared. They need to increase their knowledge 
by finding out on the internet, trusted social media, newspapers on the health section, and 
many other reliable sources. Green foods provide better taste if they are cook at home rather 
than buying readily from shop. 
 
For knowledge score, the respondents were required to tick ‘Yes’, ‘No’, or ‘I don’t know’. Each 
correct answer was given 1 point while ‘I don’t know’ and any invalid answer was given zero 
(Mohamed et al, 2011). A minimum knowledge score is 0 (0%) while a maximum of 20 (100%). 
These scores were converted to 100 points. Less than or equal to 50 was categorized as poor, 
51 to 70 as average, and more than 70 as good level (Gong et al., 2016). The overall knowledge 
score is 85%, which is considered good knowledge level since more than 70% indicated good 
knowledge. 
 
Consumers’ Consumption of Green Food 
The percentages of consumers’ consumption of green food are shown in Table 3. There are 
six types of green food consumed by consumers. 
 
Table 3:  
Percentage of consumers’ consumption of green food in Kajang 

Statement Never (%) Almost 
Never (%) 

Sometimes 
(%) 

Almost Every 
time (%) 

Every time 
(%) 

Dairy Product 1.2 31.8 60.1 4.6 0.6 

Fruits and Vegetables 0.0 0.0 29.5 43.9 24.9 

Meat 1.2 25.4 64.7 6.4 0.6 

Bread 1.2 20.8 67.6 8.1 0.6 

Packaged Food 26.6 37.6 30.6 0.6 2.9 

Others 94.8 1.2 1.7 0.6 0.0 

Descriptive test was used. 
Scale:5 point Likert scale where 1=Never to 5= Everytime 
 
Most of the consumers consumed fruits and vegetables every time (24.9%). Consumers who 
are concerned about the naturalness of food seem to be more willing to purchase green food 
products (Tobler et al., 2011). This is possibly because most of green fruits and vegetables are 
produced organically without using chemicals. Meanwhile, 94.8% of the consumers chose 
‘never’ option, which means that other than dairy product, fruits and vegetables, meat, bread, 
and packaged food. The respondents mentioned other food categories such as nuts, noodles, 
and seaweed in the questionnaire. 
 
Descriptive Statistics of Consumers’ Attitude, Purchase Intention of Green Food 
Descriptive statistics for Consumers’ Attitude, Purchase Intention of Green Food have been 
obtained and reported in Table 4.  
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Table 4:  
Summary of descriptive data 

No. Variables  Mean ± Standard 
Deviation 

 Consumers’ attitude towards Green Food 4.13 ± 0.57 

1. Safe food 4.75 ± 0.44 

2. Healthier than the conventional one 4.69 ± 0.47 

3. Contain no preservatives 4.68 ± 0.49 

4. Less polluted 4.66 ± 0.49 

5. More nutritious than conventional foods 4.60 ± 0.49 

   

6. Expensive 4.54 ± 0.61 

7. Free from the risks of harmful additives 4.53 ± 0.51 

8. Safeguard of  my health for future 4.52 ± 0.50 

9. Related to Green concept in Malaysia  4.45 ± 0.52 

10. Quality food 4.40 ± 0.50 

11. Not processed using irradiation and chemical food additive 4.27 ± 0.54 

12. Prepared in an environmentally friendly way 4.21 ± 0.81 

13. Consistent with my life principle 4.21 ± 0.50 

14. Powerful antioxidants 4.19 ± 0.50 

15. Packaged in an environmentally friendly way 4.18 ± 0.80 

16. Well-balanced diet 4.01 ± 0.58 

17. Taste better in cooked form rather than raw 3.44 ± 0.61 

18. Easily available in the supermarkets 3.05 ± 0.89 

19. Harmful for health 1.12 ± 0.57 

 Consumers’ purchase intention towards Green Food 4.19 ± 0.65 

20. Consider the quality when I purchase green foods 4.82 ± 0.40 

21. Intend to purchase green foods because they are healthy food 4.70 ± 0.50 

22. Intend to purchase green foods because they are more 
concerned about food safety 

4.47 ± 0.58 

23. Intend to purchase green foods to avoid illness since unhealthy 
food may hurt my health 

4.45 ± 0.57 

24. Intend to purchase green foods because they are eco-friendly 
product 

4.38 ± 0.57 

25. Intend to pay more for green foods for high quality life 4.38 ± 0.57 

26. Intend to purchase green foods to decrease environmental 
problems 

4.31 ± 0.59 

27. Intend to purchase green foods because of animal welfare issues 4.28 ± 0.56 

28. Have a goal to consume green foods as much as possible 4.25 ± 0.60 

29. Intend to purchase green foods because they are fresh 4.25 ± 0.64 

30. Have adequate knowledge for purchasing green foods 4.24 ± 0.60 

31. Have the ability to purchase green foods 4.24 ± 0.58 

32. Consider the price when I purchase green foods  4.19 ± 0.69 

33. Intend to purchase green foods because I pay attention to green 
foods promotion 

4.14 ± 0.79 

34. Consider the taste when I purchase green foods 3.95 ± 0.85 
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35. Consider it is convenient to purchase green foods 3.15 ± 0.96 

36. Intend to purchase green foods because there are more choices 3.06 ± 0.99 

 Factors that Influence Consumers’ to Consume Green Food 3.64 ± 0.66 

37. Safety 4.65± 0.60 

   

38. Health 4.56 ±0.54 

39. Family 4.21 ±0.64 

40. Essential 3.74 ±0.69 

41. Peer 3.15 ±0.79 

42. Curiosity 3.12 ±0.66 

43. Tasty 3.06 ±0.64 

44. Aesthetic 2.59 ±0.74 

 Overall Factors that Influence Consumers’ to Consume Green 
Food 

 

Descriptive test used 5 point Likert scale where 1 = strongly disagree to 5 = strongly agree 
 
Based on the descriptive data in Table 4, consumers generally have positive purchase 
intention towards green foods (M= 4.23, S.D.= 0.63) and positive attitude towards green foods 
(M=3.64, S.D.= 0.66). This is possibly because green food has many benefits. Therefore, when 
consumers have strong intention towards green foods, they are more likely to transfer it into 
actual purchase (Francis et al., 2012). Table 4 also shows that the consumer perceived that 
green food is expensive, but that does not prevent them from looking for safe and healthier 
food. The respondents also agree that the green food is more nutritious than conventional 
food. Obviously, it is expected that the consumers are more likely to have positive attitude 
towards green food when they are more concerned about health consciousness and 
environmental issues (Rahim, 2009). This finding is supported by the Ministry of Health (MOH) 
campaign entitled ‘Go Green Campaign’, ‘Healthy Lifestyle Campaign’ (Hosseinpour et al., 
2015), and ‘Penang Green Drink’ by NGO’s. Teng et al. (2011) have also proven that consumers 
become more concerned about their health and food safety and tend to consume healthy, 
nutritious, safe, and environmental friendly foods. 
 
Association between Consumers’ Knowledge Score towards Green Food and Socio-
Demographic Profile 
Table 5 shows the association between consumers’ knowledge score towards green food and 
demographic profile. 
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Table 5:  
Association between consumers’ knowledge score towards green food and demographic 
profile 

 Consumers’ Knowledge Score Total 

Good Poor 

Gender Male 48 (28.2%) 1 (0.6%) 49 (28.8%) 

Female 101 (59.4%) 20 (11.8%) 121 (71.2%) 

Total 149 (87.6%) 21 (21.4%) 170 (100%) 

χ2 = 6.762, p = 0.09, df = 1 

 

Age < 20 3 (1.8%) 0 (0.0%) 3 (1.8%) 

20 - 29 48 (28.2%) 3 (1.8%) 51 (30.0%) 

30 - 39 54 (31.8%) 8 (4.7%) 62 (36.5%) 

40 – 49 34 (20.0%) 8 (4.7%) 42 (24.7%) 

≥ 50 10 (5.9%) 2 (1.2%) 12 (7.1%) 

Total 149 (87.6%) 21 (12.4%) 170 (100.0%) 

χ2 = 4.357, p = 0.360, df = 4 

 

Number of 
people in 
household 

1 – 2 13 (7.6%) 0 (0.0%) 13 (7.6%) 

3 – 4 69 (40.6%) 12 (7.1%) 81 (47.6%) 

≥ 5 67 (39.4%) 9 (5.3%) 76 (44.7%) 

Total 149 (87.6%) 21 (12.4%) 170 (100.0%) 

χ2 = 2.304, p = 0.316, df = 2 

 

Education 
Background 

Secondary 76 (44.7%) 7 (4.1%) 83 (48.8%) 

Post-Secondary 31 (81.2%) 6 (3.5%) 37 (21.8%) 

Tertiary 42 (24.7%) 8 (4.7%) 50 (29.4%) 

Total 149 (87.6%) 21 (12.4%) 170 (100.0%) 

χ2 = 2.302, p = 0.316, df = 2 

 

Ethnicity Malay 40 (23.5%) 7 (4.1%) 47 (27.6%) 

Chinese 42 (24.7%) 6 (3.5%) 48 (28.2%) 

Indian 62 (36.5%) 8 (4.7%) 70 (41.2%) 

Others 5 (2.9%) 0 (0.0%) 5 (2.9%) 

Total  149 (87.6%) 21 (12.4%) 170 (100.0%) 

χ2 = 1.041, p = 0.791, df = 3 

 

Employability Employed 131 (77.1%) 21 (12.4%) 152 (89.4%) 

Unemployed 18 (10.6%) 0 (0.0%) 18 (10.6%) 

Total 149 (87.6%) 21 (12.4%) 170 (100.0%) 

χ2 = 2.837, p = 0.092, df = 1 

 

Monthly Income < RM1500 18 (10.6%) 0 (0.0%) 18 (10.6%) 

RM1500–3000 33 (19.4%) 6 (3.5%) 39 (22.9%) 

RM3000-6000 92 (54.1%) 12 (7.1%) 104 (61.2%) 

RM6001–9000 5 (2.9%) 3 (1.8%) 8 (4.7%) 
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>RM9000 1 (0.6%) 0 (0.0%) 1 (0.6%) 

Total 149 (87.6%) 21 (12.4%) 170 (100.0%) 

χ2 = 7.745, p = 0.101, df = 4 

Chi-square test was used. 

Scale: 1=Yes; 0=No 
 
From Table 5 above, results showed that gender, age, number of people in households, 
ethnicity, education background, employability, and monthly income have no association 
(p>0.05) with consumers’ knowledge of green foods. This is contradicted to Manippa et al. 
(2017) who found that women responded differently to foods as compared to men. In fact, 
Davy et al. (2007) reported that women tend to be more invested in food-related issues have 
better knowledge of food and nutrition, are more prone to go on a diet, and are more likely 
to perceive themselves as needing to lose weight. Lack of findings on the association between 
demographic profiles and consumers’ knowledge of green foods was found in the past, thus 
further research of its kind could be carried out in the future.  
 
Association between Consumers’ Attitude towards Green Food and Socio-Demographic 
Profile 
Table 6 shows the association between consumers’ attitude towards green food and 
demographic profile.  
 
Table 6: Association between consumers’ attitude towards green food and demographic 
profile 

  Consumers’ Attitude  Total 

High Average 

Gender Male 43 (25.3%) 6 (3.5%) 49 (28.8%) 

Female 78 (45.9%) 43 (25.3%) 121 (71.2%) 

Total 121 (71.2%) 49 (28.8%) 170 (100%) 

χ2 = 9.223, p = 0.02, df = 1 

 

Age < 20 2 (1.2%) 1 (0.6%) 3 (1.8%) 

20 - 29 43 (25.3%) 8 (4.7%) 51 (30.0%) 

30 - 39 39 (22.9%) 23 (13.5%) 62 (36.5%) 

40 – 49 28 (16.5%) 14 (8.2%) 42 (24.7%) 

≥ 50 9 (5.3%) 3 (1.8%) 12 (7.1%) 

Total 121 (71.2%) 49 (28.8%) 170 (100.0%) 

χ2 = 6.891, p = 0.142, df = 4 

 

Number of 
people in 
household 

1 – 2 10 (5.9%) 3 (1.8%) 13 (7.6%) 

3 – 4 52 (30.6%) 29 (17.1%) 81 (47.6%) 

≥ 5 59 (34.7%) 17 (10.0%) 76 (44.7%) 

Total 121 (71.2%) 49 (28.8%) 170 (100.0%) 

χ2 = 3.676, p = 0.159, df = 2 

 

Education 
Background 

Secondary 60 (35.3%) 23 (13.5%) 83 (48.8%) 

Post-Secondary 21 (12.4%) 16 (9.4%) 37 (21.8%) 
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Tertiary 40 (23.5%) 10 (5.9%) 50 (29.4%) 

Total 121 (71.2%) 49 (28.8%) 170 (100.0%) 

χ2 = 5.698, p = 0.058, df = 2 

 

Ethnicity Malay 31 (18.2%) 16 (9.4%) 47 (27.6%) 

Chinese 36 (21.2%) 12 (7.1%) 48 (28.2%) 

Indian 50 (29.4%) 20 (11.8%) 70 (41.2%) 

Others 4 (2.4%) 1 (0.6%) 5 (2.9%) 

Total  121 (71.2%) 49 (28.8%) 170 (100.0%) 

χ2 = 1.158, p = 0.763, df = 3 

 

Employability Employed 106 (62.4%) 46 (27.1%) 152 (89.4%) 

Unemployed 15 (8.8%) 3 (1.8%) 18 (10.6%) 

Total 121 (71.2%) 49 (28.8%) 170 (100.0%) 

χ2 = 1.450, p = 0.228, df = 1 

 

Monthly Income < RM1500 15 (8.8%) 3 (1.8%) 18 (10.6%) 

RM1500–3000 25 (14.7%) 14 (8.2%) 39 (22.9%) 

RM3000-6000 75 (44.1%) 29 (17.1%) 104 (61.2%) 

RM6001–9000 5 (2.9%) 3 (1.8%) 8 (4.7%) 

>RM9000 1 (0.6%) 0 (0.0%) 1 (0.6%) 

Total 121 (71.2%) 49 (28.8%) 170 (100.0%) 

χ2 = 2.991, p = 0.559, df = 4 

Chi-square test was used. 

Scale: 5 point Likert scale where 1 = Strongly disagree to 5 = Strongly 
 

From Table 6, there is an association (p<0.05) between gender and consumers’ attitude. With 
regards to age groups, number of household, education background, ethnicity, employability 
and monthly income, there is no association (p>0.05) between consumers’ attitude and those 
variables. A researcher found that more educated consumers may be slightly more positive 
towards the general necessity for green food (Urala & Lähteenmäki, 2007). Consumers who 
have higher education level, higher income, and living in the city are likely to aware and have 
positive attitude towards the green foods (Rezai et al., 2012). 
 
Association between Consumers’ Purchase Intention towards Green Food and Socio-
Demographic Profile 
Table 7 shows association between consumers’ purchase intention towards green food and 
demographic profile. 
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Table 7:Association between consumers’ purchase intention towards green food and 
demographic profile 

  Consumers’ Purchase 
Intention  

Total 

High Average 

Gender Male 16 (9.4%) 33 (19.4%) 49 (28.8%) 

Female 44 (25.9%) 77 (45.3%) 121 (71.2%) 

Total 60 (35.3%) 110 (64.7%) 170 (100%) 

χ2 = 0.210, p = 0.647, df = 1 

 

Age < 20 2 (1.2%) 1 (0.6%) 3 (1.8%) 

20 - 29 16 (9.4%) 35 (20.6%) 51 (30.0%) 

30 - 39 19 (11.2%) 43 (25.3%) 62 (36.5%) 

40 – 49 18 (10.6%) 24 (14.2%) 42 (24.7%) 

≥ 50 5 (2.9%) 7 (4.1%) 12 (7.1%) 

Total 60 (35.3%) 110 (64.7%) 170 (100.0%) 

χ2 = 3.488, p = 0.480, df = 4 

 

Number of 
people in 
household 

1 – 2 5 (2.9%) 8 (4.7%) 13 (7.6%) 

3 – 4 28 (16.5%) 53 (31.2%) 81 (47.6%) 

≥ 5 27 (15.9%) 49 (28.8%) 76 (44.7%) 

Total 60 (35.3%) 110 (64.7%) 170 (100.0%) 

χ2 = 0.078, p = 0.962, df = 2 

 

Education 
Background 

Secondary 27 (15.9%) 56 (32.9%) 83 (48.8%) 

Post-Secondary 13 (7.6%) 24 (14.1%) 37 (21.8%) 

Tertiary 20 (11.8%) 30 (17.6%) 50 (29.4%) 

Total 60 (35.3%) 110 (64.7%) 170 (100.0%) 

χ2 = 0.763, p = 0.683, df = 2 

 

Ethnicity Malay 15 (8.8%) 32 (18.8%) 47 (27.6%) 

Chinese 10 (5.9%) 38 (22.4%) 48 (28.2%) 

Indian 35 (20.6%) 35 (20.6%) 70 (41.2%) 

Others 0 (0.0%) 5 (2.9%) 5 (2.9%) 

Total  60 (35.3%) 110 (64.7%) 170 (100.0%) 

χ2 = 13.986, p = 0.003, df = 3 

 

Employability Employed 54 (31.8%) 98 (57.6%) 152 (89.4%) 

Unemployed 6 (3.5%) 12 (7.1%) 18 (10.6%) 

Total 60 (35.3%) 110 (64.7%) 170 (100.0%) 

χ2 = 0.034, p = 0.854, df = 1 

 

Monthly 
Income 

< RM1500 6 (3.5%) 12 (7.1%) 18 (10.6%) 

RM1500–3000 13 (7.6%) 26 (15.3%) 39 (22.9%) 

RM3000-6000 38 (22.4%) 66 (38.8%) 104 (61.2%) 

RM6001–9000 3 (1.8%) 5 (2.9%) 8 (4.7%) 
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>RM9000 0 (0.0%) 1 (0.6%) 1 (0.6%) 

Total 60 (35.3%) 110 (64.7%) 170 (100.0%) 

χ2 = 0.729, p = 0.948, df = 4 

Chi-square test was used. 

Scale: 5 point Likert scale where 1 = Strongly disagree to 5 = Strongly 
 
From Table 7, there is an association (p<0.05) between respondent’s ethnicity and consumers’ 
purchase intention. Zakersalehi and Zakersalehi (2012) found that race have significant 
association with purchase intention of green packaged food. For gender, age groups, 
educational background, number of household, employability and monthly income, there is 
no association (p>0.05) between consumers’ purchase intention and those variable. Male and 
female are always behave differently and have different consumptions pattern (Solomon 
2013). The males being masculine will eat anything to fulfil their hunger (Monge-Rojas, et al., 
2015).  
 
The consumer’ purchase intention positively affects the probability of a consumer’s actual 
purchase decision on green products (Chen, 2013). In other words, it can be presumed that 
the willingness of the consumers to purchase a particular product is higher when their 
purchase intention is high. Therefore, when consumers have strong intention towards the 
green foods, they are more likely to transfer it into actual purchase (Francis et al., 2012).  
 
Conclusion 
The present study has revealed that most consumers agree that green food is healthy, 
nutritious, safe, and has no preservatives. Consumers show positive attitude and purchase 
intention towards green food. There is no association between variables and most of the 
demographic profiles except for the association between consumers’ attitude with gender 
and consumers’ purchase intention towards green food with ethnicity. It is anticipated that 
these findings are important for the government and non-government agencies in promoting 
green foods and convey correct information in Malaysia for public by conducting campaigns 
or related programmes. The finding of this study may not represent consumer behaviour 
regarding green foods in Malaysia, but it may somehow slightly reflects the current situation 
of consumers’ knowledge, attitude, consumption, and purchase intention towards green 
foods in selected areas in Selangor. Considerably more work will need to be done in the future 
to better comprehend the consumer behaviour towards green foods.  
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