3rd INTERNATIONAL CONFERENCE ON BUSINESS AND ECONOMIC

il RESEARCH ( 3rd ICBER 2012 ) PROCEEDING

12 - 13 MARCH 2012. GOLDEN FLOWER HOTEL, BANDUNG, INDONESIA
ISBN: 978-967-5705-05-2. WEBSITE: www.internationalconference.com.my

MALAYSIAN PERCEPTION AND ATTITUDE TOWARDS GREEN CONCEPT
AND GOING GREEN

Phuah Kit Teng
Department of Agribusiness and Information Systerasulty of Agriculture,
Universiti Putra Malaysia, 43400 UPM Serdang, SgtanMalaysia
Tel: +012-5406002; Fax: +603-89464151
girlyphuah@yahoo.com

Golnaz Rezai
Department of Agribusiness and Information Systerasulty of Agriculture,
Universiti Putra Malaysia, 43400 UPM Serdang, SgtanMalaysia
Tel: +603-89474899; Fax: +603-89464151
rgolnaz@putra.upm.edu.my

Zainalabidin Mohamed
Department of Agribusiness and Information Systerasulty of Agriculture,
Universiti Putra Malaysia, 43400 UPM Serdang, SgtanMalaysia
Tel: +603-89474816; Fax: +603-89464151
zam@agri.upm.edu.my

Mad Nasir Shamsudin
Department of Agribusiness and Information Systerasulty of Agriculture,
Universiti Putra Malaysia, 43400 UPM Serdang, SgtanMalaysia
Tel: +603-88946 4169; Fax: +603-889464142
nasir@agri.upm.edu.my

ABSTRACT

Food is the basic need for all human being and goress have the right to choose the good quality safe
foods. The series of food safety scandal, healtis@ousness, environmental and animal welfare shave
caused the consumers to increasingly aware abautdabd they consume. Consumers begin to searajréen
products in the market that supposedly producectutite friendly environment and green in naturewdwer, it
is only the beginning of the development of themreoncept in Malaysia. Thus the objective of stugly is to
determine the relationship between the socio deapbgc variables towards the consumers’ attitudenwigards
to environmental protection, food safety concemmglth consciousness and animal welfare concerncijgi/e
analysis, Chi-square and binary logistic model wased to accomplish the objectives of this stuthe. fEsult
shows that selected socio-demographic variablesh sas education level, income, age and gender are
significantly influence the consumers’ attitude &aoels health, environmental protection, food safatd animal
welfare concern. The results also indicate thatjective norm, education level, income, attitudeams health,
food safety and environmental concern are the fadtmat influence consumers’ attitude towards greencept.

Field of Research: Binary logistic model, environmental, food safgfseen concept, health, socio-demographic
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1. INTRODUCTION

Malaysia’'s current population of 28.3 million ispected to grow steadily over the years. The chairgsscio-
demographic and economic structures have influenbedMalaysia food industry directly and indirecily
producing foods that are needed by the growing ladipn. Similarly the paradigm shift in consumiedtyle,
taste and preferences, improved standard of liaind affluent society along with high purchasing pownd
technical advancement in agriculture and markekiage led to increase the demand for manufactured, fo
convenience food and health food. Consequentlyirtbeease in the consumers’ awareness of safetyityqua
healthy and nutritious value of food has increateddemand for functional, organic, green and atiood.
Given all these changes in demand for safe andaldaod, there are great opportunities for siguaifit growth of
these kinds of food industry in Malaysia.

Food is the basic need for all human being to sugdge therefore; consumers have the right to cleogood
guality and safe foods for their own consumptiome Tthree factors which are always considered by the
consumers are food safety, protection of the enment and animal welfare (Fraser, 2001). From thdigs
point of view, these three factors link togetheta(Bord et al., 2002). It is natural that an imprment in the
animal rearing methods will result in better, higiglt, safer and friendlier to the environment aasiehbetter in
animal welfare (De Passille and Rushen, 2005). 8 erlso a tendency to assume that environmeateaiecn
and food safety is much more important than aniwelfare (Sorensen et al., 2001). However, according
Yiridoe et al. (2005), the major concern on buyihg food products includes food safety, environniemact,
animal welfare, whereas commodity attributes inethidhealth, taste, freshness and packaging. Acaptdird”
Malaysia Plan (2006-2010), there is an increasssing the chemical and hazardous substances agti@iltural
sector. In Malaysia there are three main sourceairopollution which come from the agricultural iatdtes
(irresponsible open burning activities), motor widd and the industries (Department of Environnidalaysia,
2006). Therefore in a country like Malaysia, toueel the environmental issues and increase theirsaisia
production and consumption pattern, immediate caéang human behavior and cultural practices arelette
(Oskamp, 2000).

Every year millions of people suffer and die dueltarrhea, food borne or water borne disease. Alitgrto
WHO (2000), almost 3 million children in developieguntries die each year due to diarrhea and fasdeb
disease. Hence in consumers purchase decision gydkivd safety has become increasingly importaet ohe
past two decades and it directly affect their bgyehavior (Knight et al., 2007). Food safety igpamant to the
food industry operators as consumers look for daifg) quality and wholesome food products. Conssnage
gaining more information and knowledge about th&tipiele, insecticide, fungicide and herbicide theing used

in food production. They are becoming more conagrabout the health and safe aspects of food preduct
(Shawn, 2004). Example of stopping purchasing ajpyie by American consumers due to the high amaodint
pesticides in apple and this led to an economieddsr apple growers and processors in 1999 cambef the
solid evidence to support the idea of increasimgitiportance of food safety among the consumerggrand
Warland, 2006, Wagner, 1999). Similarly “Mad Cows&ase” and “Foot and Mouth Disease” have led to the
destruction of millions of cattle in Britain whickas dramatic economic loss for the beef industrpsscEurope
(CNN, 2000). The phenomenon of food safety andrgoemcept also affect the Malaysian consumers. ydala
consumers are now looking for wholesomeness, satetfiness and healthier foods to have a healthétrand
lifestyle. Many Malaysian consumers are becomingereware about the food safety while purchasingl foo
products (Radam et al., 2007). Study by Abdul Raf#09) also indicates that the consumers are fikalg to
have a positive attitude toward green food wheg #ve more concern about the environmental issoésaalth
consciousness.
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According to Europe Union survey, consumers conoaranimal welfare is more compared to their camder
food safety, nutrition and environment while makipgrchasing decisions (De Passille and Rushen,)2005
Various acts of cruelty and abuse against the dsilmave been reported over the last decade. Tlatiqeaof
keeping pigs in an unbearably tiny cage which iy @feet wide is banned in Florida, United Kingd@nd
Sweden. The dish prepares by force- feeding theegaad ducks in a massive amounts of grain usilogg
thick metal tube to push all the way downs it tlirbave cause thousands of people in France, Hurgady
Bulgaria stop eating ducks. Harper and Henson (Rfauhd that consumers concern on animal welféee dither
attribute such as food safety, nutritional benefitd quality directly impact their purchasing bebavThe place,
process and the condition of animals being keptséanaiyhtered become very important to the consurBexsdes
of environmental sustainability, food quality andnian health issues, animal welfare appears to beobthe
main reasons to consume green food products byiowers (Grunert et al., 2004).

Malaysian government has made strong commitmerggéogthen sustainable development. In a countsrev
sustainable economy growth depends on careful giote of environment, existence the Ministry of Ene
Green Technology and Water (KeTTHA) can help torimap Malaysian’s environmental performance. This
ministry promotes green technology and eco-friequityducts and services to grow sustainable econBesides
increasing the public knowledge about “going greitrélso encourages and motivates public to perfgraen
behaviors by consuming the resources efficientty.2011, government has started “No Plastic Bag Day”
campaign on Saturdays for the major grocery retailll the hypermarkets, supermarkets and petetics will
practice “No Plastic Bag Day” and if consumers fskit, that would add 20 cent on plastic shoppliragys and
direct the fund raised to education program pufilig the environmental costs and impact of plastig. (New
Straits Times, 2011). In October 2010, governmeanbanced to grant full excise duty exemptions obrtlycars
(Eugene Mahalingam, 2011). Hybrid car can helpprove the environment because oil is a limiteduese
that not only has to be refined from the environimieut it also creates carbon emissions when burime@.
September 2008, Canon marketing Malaysia launchgaes’ green” campaign to create awareness on
environmental issues. In 2011, Metrojaya departnséore has launched “go green” campaign which ez b
done by highlighting environmental friendly produdh the store. HSBC Bank Malaysia Berhad had laedc
Green Campaign for its commercial banking custonmetie bank’s efforts to reduce paper usage amdatgys
customers by at least 90 percent (Malaysia SME9R00

1.1 Literature Review

Consumers who are increasingly aware and concexbpedt the essentials of environmental issues ave/kras
green consumers (Soonthorsmai, 200&xcording to Ottman (1992), consumers purchasengpeeducts when
their primary needs and wants for quality, avallghi convenience, performance, and affordabilitg anet.
Consumers also purchase green products when thkgekthat green products can help to solve theé@mment
problems. Roberts (1996) indicated that environalgntonscious consumers and consumers who belfeve
specific ecological activities can improve the eonment issues are more likely to perform greenscorer
behaviors.

Green products are known as environmental frienqpiyducts or ecological products (Tan and Lau, 2010)
Shamdasani et al, (1993) define green productseaprbducts that will not threaten the environmdeplore the
natural resources, can be recycle, reuse packaginge less toxic materials. The definition of greeoducts is
very broad; according to Peter (2011), green prizdaie products that guarantee that they are pealdunca more
environmental friendly way that minimal the impaaft the environment as opposed to their non-green or
conventional equivalents.
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Roach (1991), indicates that consumers are comterbeut the food safety and quality, environmeitgution
and animal welfare when they make purchasing detisConsumers’ also belief and attitude have becwvoe
factors that will affect their intention on greayofl consumption. Consumers who are more concetvauat she
environment will prefer to use environmentally sduand most likely they will refuse to buy produthst will

harm the environment. Chris (2008) also shows tibddy consumers are beginning to have a more sablai
life, become more environments friendly and be eomed about their health and they have a desieatdood
that is known as green.

Green food is gaining more popular in the wholeldvespecially in China. According to a survey ddwyeZeng
and Xia (2009) in Beijing, consumers generally slgreat consciousness on food and majority of theséloold
are familiar with green food and green label. Thlp indicate that 60% of the consumers’ belief gnaen food
is safer than conventional foods and they have ad dmowledge of green food as the concept. Accgrdin
Franziska (2008), 70.5% of the respondents in toidysbelieve that green foods which grow locallg alightly
more important than organic foods. However, botlcatlon and race will influence perceived behaviooatrol.
It also showed that attitudes, subjective normiandme are the factors that affect consumers’ tigarto dine at
green restaurants. According to Phuah et al., @0Xbnsumers who have higher education level,niecand
consumers who care for health consciousness ar daf@ty were more intent to purchase green foodhd
near future. On the other hand Shaharudin et281Qq) shows that consumers have a low level of itapoe on
food safety concern but they have a higher levebadlth consciousness in Malaysia. The resulthefstudy
indicated that out of four factors, only perceivadue and health consciousness influenced the mmestpurchase
intention towards organic foods in Malaysia. Thejondactors determining Malaysian consumers’ green
purchasing behavior are consumers’ referent, krgeddowards green foods, purpose to purchase doe€s,
motivation to consume green foods, understandingutds green foods and product price (Phuah e2@l1b).
Furthermore, Abdul Rahim (2009) found that in Malay consumers who are concern about their health a
environment will most likely have positive attituti@vards green foods. Similarly, Golnaz et al. (#04hows
that the consumers’ educational level, income ahdrdactors such as food safety and environméréaidliness
significantly influence Malaysian consumers’ grédends purchasing intention. According to Sudiyg@009),
subjective norms is the most significant and fotmtde the primarily predictor of women purchaseiibn for
green food products. External variables such asséhected socio-demographic variables like racea,aage,
education level and income have strong relationsliipp consumers’ awareness towards green concépia{Pet
al ., 2011c).

The concept of green is still very new to Malaysi@ople although many green campaigns have besgaccaut
for quite sometimes. The market for green prodirctMalaysia is at the infancy stage. There is amlijttle
knowledge about the consumers’ green consumptidterpain Malaysia. Despite all the efforts from the
governmental and private institutions, the issuex® tare, do the Malaysian consumers familiar with green
concept and being concern about the environmeatithdood safety and animal welfare. Has theseolve an
integral part of their daily life. The introductiari green food in the market and the growing headthsciousness
among Malaysian consumers has made a topic oesiter consumers’ food purchasing behavior. Theachpf
consumers’ perception and attitude towards gre@eceq is important, as the dietary awareness oflwoers
caused them to seek for food products that proretdth, food safety, concern about animal’'s weliane
environment. Green consumption has continuouslyeased during this decade in the world. This suci®s
mainly due to the increasing awareness and populaith health consciousness, food safety, enviremtal
issues and animal welfare. However, there is needetermine the extent to which Malaysian consunaees
actually aware of green concept and the underlgth@ntages come along with this concept.
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2. METHODOLOGY
2.1 Conceptual Framework

This study will attempt the answer the researchstiples regarding the consumers’ perception andudéi
towards green concept by using the Theory of PlmBehavior (TPB). Theory of Planned Behavior wasdu®
find the factors that affect consumers’ perceptiod attitude towards green concept and the consumigitude
towards environment, health, food safety and aniwedfare. TPB assumes the attitude of consumerartisva
particular behavior, subjective norms and perceiedhavioral control which are three main conceptual
independent determinants of the perception anthddtitowards green concept. Figure 1 shows theepbual
framework of TPB with application towards green @gpt among the consumers in Malaysia.

The consumers’ attitude towards environment, hefdthd safety and animal welfare are made up df thedief
which they accumulate from their lifetime. Subjeetinorm of this study include environmentalists gnelen
movement. In other words, subject norm mean howerstlor people who are important to the consumens ca
influence their attitude towards green conceptcéleed behavioral control is described as peofdetsavior or
factors which will make the behavior easy or moifficdilt to perform (Ajzen, 1991). There are mangntrol
factors which may inhibit the consumers to perfaroe a particular behavior. In this study, the pesze
behavioral control is income. External factors sashsocio-demographic profiles like age, geogragbtacea,
education level, gender and marital status wileetffthe consumers’ attitude, subjective norms asrdqgived
behavioral control. All this factors will built theonsumers’ confidence and trust towards greeneginc

v

Attitude towards
green concept

l

Intentions to go
green

Attitude towards
environment, food safety
healtt and animal welfal

External Factors (socio-
demographic characteristic
gender, geographical area, >
age, education level and
marital status)

Subjective norms
(environmentalists and
green moveme)

Perceived behavioral
control (e.g. Income)

Source: Ajzen (2002) Theory of Planned Behavior)I P
Figure 1: Conceptual framework of TPB with applicattowards attitude of green concept among theswmers
in Malaysia.

2.2 Sample and Questionnaire

This study used data collected from a survey whiah conducted in Peninsular Malaysia from Augugto2mntil
March 2011. Supermarkets such as Cold StoragepJdssco, Ecosave, Giant, MyDin and Carrefour were
chosen from each state and supermarkets are theapw®priate place to collect data because consufram

all walks of life shop at supermarkets. Randomigathple of 1355 respondents were interviewed byguttia
structured questionnaires to test their perceprmh attitude towards green concept. The questi@ne measure
by using Likert scale of 1 to 7 (1 represent sthpuiisagree and 7 represent strongly agree
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2.3 Method of Analysis

To accomplish the objective of this study, relispitest (Cronbach’s alpha), descriptive statistialysis, Chi-
square analysis and binary logistic regression werdormed. Descriptive analysis is use in thisdgtto
summarize the quantitative data into a simpler sargrto make it easier to understand and measut@biity

analysis is use to determine whether the TheorPlahned Behavioral items (perception, attitude jestive
norms and perceived behavior control) and the malkat chose is fit for this study. Chi-square test
independence was use to examine the significaferdift between the selected socio-demographic cesistics
and respondents’ attitude towards environmentallfinefood safety concern and animal welfare camcer

In addition, the logistic regression model was uedstimate the affect of the categorical explanyatvariables
on the consumers’ attitude towards green concdpthé explanatory variables in this model have hkie O or
1 (see Table 1). Dependent variable, Y is ‘attittmleards the green concept’ which has two categmigh as
‘Consumers have positive attitude towards greeremn coded as one and otherwise coded as zerovarfable
X; represents the attitude towards environment, Ingfalod safety, green movement, environmentalidtamimal
welfare, subjective norm and demographic variabiésch influence the consumers’ attitude towardsegre
concept. In this regression model, the veckronsist of the following variables; animal welfaesmyvironmental
protection, food safety, gender, age, marital sta¢alucation level and income. Specifically theabmlogistic
model can be stated as below:

T
In (1 _ ﬂ.') = JEIZ!I + ﬁlx_ganﬁ',ar+ ﬁ!xincama + ﬁﬂxariucﬂn'on level + ﬁtlxmrim!s'msrus'i_ ﬁExrzga + .ﬁﬁxﬂ?"ﬂﬂ
+ ﬁ?xﬂnimﬂlwatfﬂm + ﬁBxanvimnmaan!friand!}"i_ ﬁ'}xhaﬂlrh + ﬁlefoorisrzfar}'

+ ﬁllxmvironmanm!isr + ﬁl!x‘graan movement

Table 1: Explanatory variables to measure the qoess attitude towards green concept.

Explanatory Variables Coding Systems
Gender 0. Male
1. Female
Income 0. Below RM 3000
1. Above RM 3001
Education level 0. Diploma and below
1. Above bachelor
Age 0. Below 40
1. Above 41
Marital Status 0. Single
1. Married
Geographical area 0. Urban
1. Rural
Environmental friendly 0. Negative attitude towaestevironment
1. Positive attitude towards environment
Animal welfare 0. Negative attitude towards animalfare
1. Positive attitude towards animal welfare
Food Safety 0. Negative attitude towards Food 8afet
1. Positive attitude towards Food Safety
Health consciousness 0. Negative attitude towaedttlhconsciousness
1. Positive attitude towards health consciousness
Environmentalist 0. Influence by environmentalist

1. Not influence by environmentalist
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Green movement 0. Influence by green movement
1. Not influence by green movement

3. RESULTSAND DISCUSSION

The Cronbach’s alpha value was determined by usiliapility test for consumers’ attitude, subjeetivorms and
perceived behavioral control questions. The Cronlsagipha was 0.946. This showed that there wasistemcy
among the theory planned behavioral items or questnd the model is fit for this study.

3.1 Descriptive statistic analysis

Demographic profile of the respondents is show abl& 2. The data values such as socio-demograpbiitep
include age, income level, education level, gendmere, residential area, marital status and holdedive is
analyze. In this study, more than 50 percent ofréspondents are females 728 (53.7 percent). (2Wy(£6.3
percent) are male. Majority of the respondentsMatays 774 persons (57.1 percent), followed by €kin415
persons (30.6 percent) and Indians 166 person8 {@&cent). The numbers of respondents from urlmeh a
suburb area are 976 persons (72.0 percent) ange836ns (28.0 percent) respectively. Almost sixdscpnt (823
persons) of the respondents are married and algetigeen 26-40 years (45.8 percent). The educatioel is
categorized into three categories such as secor{ii&rg percent), tertiary (71.3 percent) and 13fcent are
higher tertiary educated. In term of income distfidn, this study found that 126 respondents (8/8¢nt) earned
RM 500 to RM 1,500, 468 respondents (34.5 perceathed between RM 1,501 — RM 3,000 per month, 575
respondents (42.4 percent) earned RM 3,001 — RNIO4p&r month, 99 respondents (7.3 percent) eariéd R
4,501 — RM 6,000 per month and a smaller percentdgespondents (87, 6.4 percent) had monthly ircom
above RM 6,001. As can be seen in Table 2, there 2&8 percent respondents have 1 to 3 houseizelsi 840
respondents (62.0 percent) have between 4 to 6eholsk sizes, 16.2 percent of respondents have above
household sizes.

Table 2. Demographic profile of respondents (n=1355

Characteristic Percentage Characteristic Percentage
Gender Education level

Male 46.3 Secondary 15.6
Female 53.7 Tertiary 71.3
Ethnic (Race) Higher tertiary 13.1
Malay 57.1 Income

Chinese 30.6 500-1500 9.3
Indian 12.3 1501-3000 34.5
Area 3001-4500 42.4
Urban 72.0 4501-6000 7.3
Rural 28.0 Above 6001 6.4
Marital Status Household size

Single 39.3 1-3 21.8
Married 60.7 4-6 62.0
Age 7 above 16.2
Below 25 16.7

26-40 45.8

41-60 31.7

Above 61 5.9
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3.2 Consumers’ Perception towards Green concept

Table 3 shows the distribution (in percentage)esipondents’ perception towards green concept. Thfyss
indicates that the respondents have positive pgoreppowards green concept (Table 3). In their @pingreen
concept can reduce global warming by using renesvabkergy sources and helps the environment. Morgove
they believe that consumers’ education level isartgnt in their perception towards green conce#jokty of

the respondents agree that environmentalists aehgnovement makes them aware about the greenptarze

to respect the environment. Most of the respondegteed that if they are being exposed to morengree
information, they are in favor to purchase greesdfo

Table 3. Respondents’ Perception towards Greendpdiie Malaysia

Statement Likert Scale Score* (Percentage) Mean
1 2* 3* 4* 5* 6* 7*

1. Following Green Concept can0.3 2.2 3.1 104 227 39.5 21.8 5.59
reduce global warming by using
renewable energy sources

2. Green concept helps environment).6 1.4 2.8 9.5 244  36.5 24.8 5.64
saves our planet and prevents
global warming

3. To me, consumers’ education leveD.7 2.1 3.0 101 19.0 376 275 5.67
is important in their perception
towards green concept.

4. If I am being exposed to more0.9 1.4 2.7 12.0 29.4 37.1 16.5 5.45
green information, | am in favor to
purchase green products.

5. Environmentalists think that 1 1.5 4.2 3.7 19.1 25.1 28.6 17.9 5.19
should go green to respect the
environment.

6. The green movement makes md.5 3.7 4.1 17.4 26.1 32.8 14.5 5.19
aware of green concept

*1 = Strongly Disagree; 7 = Strongly Agree

3.3 Chi-square Analysis

Consumers’ attitude and perception towards grescept is different from country to country. Basad the
previous studies, it is interesting to find out ttedationship between the socio-demographic factoish as
gender, geographical area, age, education leveiranmine with the consumers’ attitude towards emrinent,
food safety, health and animal welfare were propose

Table 4 to Table 7 shows Chi-square analysis vaililee consumers’ demographic profiles towards remvnent,
animal welfare, health and food safety. The resflShi-square test indicate that the selectedosdemographic
variables have significant relationship with consush attitude towards green concept in Malaysiae $hcio-
demographic variables that have been chosen irstilnly include gender, geographical area, age atidndevel
and income.
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Table 4 summarized the result of Chi-square testiden respondent’s demographic factors and thétuds
towards environmental. It indicated that there sgmificant relationship between the demographitdrs such
as gender, geographical area, income and educki@h with consumers’ attitude towards environménta
Respondents who have higher education which isddaichnd abovey(= 42.425p <0.01) have positive attitude
towards environment than lower education respomsdéntterm of income, consumers who have highesnre
which is above RM 3,001 agree that doing somethgitive to environment is desirable so that they kelp to
improve the environment problemgf€ 9.279,p <0.10). Consumer who stay in urban arga (11.517,p <0.05)
and femaley?= 17.755p <0.01) have positive attitude than the others.

Table 4. Chi-square Value and Respondents’ Attitodaards Environment
2

Socio-demographic variable %
Gender 17.755%*
Geographical Area 11.517*
Age 4.410
Education Level 42 425
Income 9.279*

***Sjgnificant at 1% level **Significant at 5% leve&Significant at 10% level

Information presented in Table 5 shows the Chi-sgjugsults in testing the relationship between @oci
demographic variables and consumers’ attitude tosvéomod safety concern. The results shows thaturness
who have the higher education level (Bachelor ame) ¢°= 17.438,p <0.05) and higher income level (RM
3001 and above)y¥ 30.722,p <0.05) are willing to purchase food which are dafee consume while purchase
food products. In term of geographical area, redpots who live in urban area are willing to pureh&sods
which are safe when making purchasing behavior tharrespondents live in rural areg=510.170,p <0.05).

In addition, oldest respondents who are above 40 giel have positive attitude towards food safetyoern than
youngest respondenf€ 10.170,p <0.05).

Table 5. Chi-square Value and Respondents’ Leviiulle towards Food Safety Concern
2

Socio-demographic variable Y
Gender 6.870
Geographical Area 10.170**
Age 16.052**
Education Level 17.438**
Income 30.722**

**Significant at 5% level

Similarly Table 6 summarized the result of relaslop between respondents’ demographics factors and
consumers’ attitude towards animal welfare conoshen purchasing food products. The results show tha
gender, geographical area, education level, incantkage have significant different with the levElconcern
towards animal welfare among the consumers. Regmigidvho live in urban area have higher concerratdsy
animal welfare than respondents who live in sularga ¢*= 12.601,p <0.05). Information presented in Table 6
shows that respondents with higher education lbage higher concern towards animal welfare whilecipase
food products than the lower education respondgfts12.601,p <0.01). Furthermore, respondents’ who have
higher income have higher concern towards animéfhweeconcern than lower income respondeyfts £6.649,p
<0.01). Moreover, respondents who are femgle 15.495,p <0.01) and below 40 years old have higher concern
toward animal welfare when making purchasing deni$i’= 8.832,p <0.10).
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Table 6. Chi-square Value and Respondents’ Attitodeards Animal Welfare Concern

Socio-demographic variable ¥
Gender 15.495%**
Geographical Area 12.601**
Age 8.832*
Education Level 33.335***
Income 26.649***

***Sjgnificant at 1% level

Table 7 summarized the result of relationship betwespondents’ demographics factors and consumititade
towards health concern. The result show that femedpondents have higher concern towards healtin whe
purchasing food productg’€ 8.27.707 p <0.01). Respondents who are below 40 years)3td18.132,p <0.01)
and have higher education (bachelor and above) higleer concern towards health when choosing food
products. Table 7 also shows that consumer who higteer income (RM3001 and above) produgfs 812.232,

p <0.05) and below 40 years olgi’% 18.132,p <0.01) have higher concern towards health whensihg food.

Table 7. Chi-square Value and Respondents’ Attitodeards Health Concern

Socio-demographic variable ¥
Gender 27.707%**
Area 7.530
Age 18.132%**
Education Level 22.412%**
Income 12.232**

***Significant at 1% level **Significant at 5% leve

3.4 Results of the Binary Logistic Regression

Binary logistic model was used to find the extentvhich selected socio-demographic characteristibjective
norm and consumers’ attitude towards environmertd fsafety, health and animal welfare affect tia¢itude
towards green concept. The estimated parameterthargdatistical significance levels were show ablE 7. The
dependent variable was “attitude towards green eqifidiad two categories which are “have positiveaxs
green concept” was coded as one and otherwise @zdeelo.

The results of this study found that socio-demoli@pactors such as the education level, income gamtler
affect the respondents’ attitude towards green@aind he finding indicate that the respondents’ Wwhee higher
education level were 1.476 times have positivdualti towards green concept than the respondents’hakie
lower education level. A person with higher edummatievel can think and judge whether the green epingive
more benefit or not to the society or environm@iie results also show that female respondents Wb times
more have positive attitude towards green condagh tthe male respondents. Consumers who have higher
income were 1.562 times have positive attitude tas#he green concept then the lower income consume

Of the environmental factors that significantly lilfnced consumers’ attitude towards green concept i
consumers’ attitude towards environmental frientiBalth and food safety. The results shows thatdimsumers
who have higher concern on the aspect of the ptmduof green food are more environmental friendhd
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concern on health were 1.775 times and 1.607 tivags positive attitude towards the green conceyptatively.
Furthermore, consumers’ who have higher concerfood safety than conventional food were 1.659 titmeage
positive attitude towards green concept. This iegpthat environmental concern, health and foodysafencern
related to food consumption is very important token@onsumers have positive attitude towards thergre
concept. Furthermore, the subjective norms factoich as environmentalists and green movements is an
important determinant for consumers’ attitude talsagreen concept and the effect is positive. Redgids who
consider themselves to be environmentalists or atgs of promoting a green movements were estangte
have a 1.255 and 1.387 times have positive attitomdards green concept than other respondentsatesgg. In
order to assess how well the model fits the datanét and Lemeshow test was developed. As showahieTs,
the value for Homer and Lemeshow test was 0.29twis not significant. A non-significant value stowhat
the model fits for this study.

Table 7. Estimates Logit model for Consumers’ Attt towards Green Concept

Variables Estimated Standard  Significant Exp(B)
Coefficient Error Level

Gender 0.235 0.124 0.058* 1.265
Income 0.446 0.156 0.004*** 1.562
Education 0.389 0.154 0.011* 1.476
Marital status -0.160 0.172 0.353 0.852
Age 0.198 0.172 0.249 1.219
Area 0.161 0.139 0.247 1.175
Animal welfare -0.111 0.163 0.495 0.895
Environmental friendly 0.574 0.146 0.000*** 1.775
Health 0.475 0.143 0.001*** 1.607
Food safety 0.506 0.172 0.003*** 1.659
Environmentalist 0.228 0.051 0.000*** 1.255
Green movement 0.327 0.054 0.000*** 1.387
Constant -6.002 0.558 0.000 0.002
-2 Log Likelihood 1554.728 Nagelkerke R Square P.23
Cox and Snell R Square 0.171 Hosmer and Lemeshastv Te 0.184

***Statistically significant at 0.01 level, **at #10.05 level and *at the 0.10 level

4. CONCLUSION

This study sought to estimate the consumers’ deitowards environment, health, food safety anchahivelfare
which will directly or indirectly influence the ceamers’ attitude towards green concept. Theory lafried
Behavior (TPB) was the most appropriate theoryntgestigate the consumers’ perception and attitoderds
green concept. The results of this study indicateat there are relationships between socio-dembgrap
characteristic and green concept in different a@spélhe major concerns come from the consumerstieen
education and income level which will influence tmsumers’ attitude towards environment, heattbdfsafety
and animal welfare. The results suggest that timswoers’ who have higher education and income leaeé
positive perception towards green concept.

Green concept are still very new in Malaysia butaih be very popular among the Malaysian consuihéng
society is made more aware of the issues of coaaraut environment, health, food safety and aninadfiare.
Therefore, improving the public awareness and jpeiae towards green concept will increase consuntention
to purchase green food and willing to follow theem concept. The environmental friendly logo SUEIS@M,
SALM and GAP can help the consumers to differeatthe food products that are according to greecegun
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With more accessible information and responsiblaitndng, consumers can be able to make a betteiceh
while purchasing food products and have a betteetstanding of how green concept can impact thesith,
environment, food safety, society, trade and animal

Due to the increasing awareness of consumers tewaadl safety, animal welfare issues, health counsciess
and environmental issues, marketing strategy shioelldeveloped by the government or private orgépizs to
encourage and to further enhance the green cotwdm society. Individuals may want to purchasseg foods
because of the opinion of their reference grougnarket trends but they also need to be educatedt dhe
underlying advantages that come along with purdgagieen products. Marketers in green industry Ishinow
the culture and lifestyle of the target consuméas example where they do their shopping, what fpoatucts
they most prefer to buy and how they get the infdfom about food safety, animal welfare issues)theand
environmental issues. This knowledge is importanidentify the local marketing of green productsl ancan
also be a guide for the private sector by providagurate information on target consumers. Wherswoers
consider purchasing green product, they need tn&eawhat benefit they will receive in return.

The finding of this study is useful for helping tgevernment and all players in the supply chainfaafd
industries to assess the market potential for lyeahd environmentally food products. Although #weareness

of food safety, environmental issues, animal welf@nd health consciousness is increasing, thergtiira large
group of consumers is not easy to understand ttoeniation provide by green concept. As a mattefaaot,
Malaysia government or related institutions shdojdo fulfill the needs and wants of consumerseesgly when

it comes to food health management, food safetyir@mmental friendly and consumers’ health requieets.
Therefore, the use of recognized environmentahdiiye logo for all food items can require higherustty costs,
government monitoring programs and educational namg that can encourage and improve the public
awareness and willingness to pay for green food.

As recommendation, to increase the perception #itdde of green concept, government or institutas carry

out effective product awareness program in extobgj trade shows, campaign and seminar to introgueen
concept to the markets. Frequency campaign or sengen help to establish positive perception ofscomers
towards green concept. Private sectors also shpdaydan important role in helping the governmenfdijowing

the rules and regulations of producing, procesaimd) manufacturing the food products. The governrhastto
control the products which concern about green sdwion to develop food products at internatideakl. The
food producers, processors and manufacturers shaud enough knowledge and information about how to
produce or process green products by followingrthes and regulations of Malaysia and internatior@ms.
Consumers also should be aware and understananii@tance of green product and how the green concep
information can affect their future purchasing.
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