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ABSTRACT

This paper extended the theory of planned
behaviour model to fast food buying scenario
among young Malaysian adults. Several factors
constitutedtothedevelopmentand maintenance
of attitude were tested and the influences
of attitude, subjective norm and perceived
behaviour control on purchase intention were
further examined. A total of 210 valid responses
were used. Malaysian young adults were found
to stress more on the convenience aspect in
forming their attitude while relying more on
affective attitude to form buying intention. The
impact of mood on attitude was introduced
and the findings indicated that mood has
significant impacts on both affective and
cognitive attitudes. Both descriptive norm and
injunctive norm were significance to purchase
intention implying the influences of social
approval and acceptance in fast food buying.
Even though the influence of perceived control
was weak, self-efficacy was strong in predicting
fast food purchasing intention. The findings help
marketing practitioners and academicians in
planning for more effective societal marketing
strategies to promote a healthy diet among
young adults.

INTRODUCTION
Malaysian dietary patterns have changed over
the past four decades (1960 — 2000) as a result

of the emerging food processing technology
that increases the amount of food availability
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(Malaysian Association for the Study of
Obesity, 1994). Malaysians’ attitude and social
behaviours have been changed consequently
and eating out and buying food outside are
preferable than home cooking (Razak, Abidin,
Yusof, Sakarji & Nor, 2014). This emerging
trend has increased rapidly especially among
the dual-income households who spend most
of their income on food (Lee & Tan, 2007). The
fast food industry in Malaysia especially has
experienced enormous growth and success.
The industry growth reaches MYR5.5 billion
with 3,951 outlets in 2014 and is expected to
grow healthily to reach MYR7.7 billion with
5,400 outlets by 2019 (Euromonitor, 2015).

According to Gallup Poll (Dugan, 2013),
young adults eat the fastest food; with 57 per
cent consume fast food at least once a week.
The high popularity of fast food among young
Malaysian adults is encouraged by aggressive
marketing campaigns and outlet expansion
by chained fast food restaurants. In 2014,
chained fast food restaurants in Malaysia
enjoyed a 13 per cent growth (Euromonitor,
2015). Tempting offers such as free coupons,
membership discount, value set discount,
free side dishes and beverage make fast food
more affordable for young adults compared
to full-services restaurants (Davey, Allotey
& Reidpath, 2013; Euromonitor, 2015). Even
though eat-in remains a popular option (62.5
per cent), the expanding rate of the drive-
through and delivery services as well as the
24/7 operation system have made fast food
highly accessible and encourage late-night
suppers trend among young Malaysian adults
(Euromonitor, 2015).

Malaysians treat fast food as a treat
and usually engaging in a celebratory mood
when consuming it. This phenomenon has
raised concern among dietician and health
professionals because dietary belief and habits
that are form during young adulthood might
influence future health status (Blodin et al,
2016), and pass down this unhealthy lifestyle
to the next generation. The health effect of

fast food is clear and public known. However,
young adults still purchase fast food regularly
(Dunn, Mohr, Wilson & Wittert, 2011).

The subject of fast food purchasing
intention has been explored in various studies
(Bagozzi, Wong, Abe & Bergami, 2000; Frank,
2012; Mahon, Cowan & McCarthy, 2006).
Unfortunately, there is yet any attitudinal
model to clarify the variance in fast food
purchasing intention (Dunn et al, 2011).
Dunn et al. (2011) has taken the initiative to
specify the factors that influence the progress
and build-up of attitude related to fast food
purchasing intention and consumption to
improve the attitudinal model fit. However, the
study is based in Australia and generalization
to a multi-racial and multi-religion society
like Malaysian could be inappropriate due
to cultural and social-economic differences.
Also, western and Asian consumers are found
to hold different values in their shopping
preferences (Ackerman & Tellis, 2001).

The Malaysian studies on fast food
consumption (Naina Mohamed & Mohd
Daud, 2012; Osman, Osman, Mokhtar, Setapa,
Shukor & Temyati, 2014) have yet to focus on
measuring the development and maintenance
of young consumers attitude toward fast food.
Importantly, there is only a small number
of studies are adapting Theory of Planned
Behaviour to examine the consumption or
purchase intention in the field of fast food,
ready meal, and take away (Bagozzi et al,
2000). Fast food is not a staple food in Malaysia.
It is affordable but not cheap. An a la carte
double cheeseburger costs only $1.59 in the
United States; in Malaysia, the same burger is
priced at RM8.95 (Euromonitor, 2015). Since it
is more premium compared to local delicacies
which are cheaper, healthier, and tastier; an
application model of TPB (Ajzen, 1985, 1991,
2015) should be used assuming the decision
to purchase fast food is neither impulsive nor
heuristic. In other words, consumers actually
plan for their purchase and are influenced by
attitude, perceived behavioural control and
subjective norm.
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This research hence answers several
research objectives: to assess the influence
of (1) convenience (2) satisfaction (3) social
conscience and (4) mood in influencing young
adults’attitude (affective and cognitive) toward
fast food; and to investigate the relationships
between young adults’ (5) attitude (affective
and cognitive), (6) subjective norm (normative
and descriptive) and (7) perceived behavioural
control (perception of control and self-efficacy)
and fast food purchasing intention.

REVIEW OF LITERATURE

Theory of Planned Behaviour (TPB; Ajzen, 1985,
1991, 2015) is a model that predicts consumers
purchasing intention and behavioural usage
towards a certain brand of product compared
to the availability of a choice. In the TPB model,
the intention is measured by three sets of
belief namely attitude towards the behaviour,
subjective norm, and perceived behavioural
control (Ajzen, 1985, 1991, 2015). Attitude
towards the behaviour is consumer’s “degree to
which a person has a favourable or unfavourable
evaluation or appraisal of the behaviour in
question” (Ajzen, 1991, p. 188). In the case of
fast food, a consumer with positive attitudes
should have a higher intention to buy fast food.

Affective attitude refers to “individual’s
general level of positive or negative feelings
concerning the issue” while cognitive
attitude refers to “individual's beliefs about
the instrumental utility of the action for the
attainment or blocking of his or her goals
weighted by the value placed on such goals”
(Norman, 1975 as cited in Jun and Arendt,
2016, p. 107). The strong emotional reaction
toward the risk and reward associated in
performing a certain behaviour (Finucane,
Alhakami, Slovic, & Johnson, 2000; Dunn et al.,
2011) is stronger when cognitive responses
are restricted (Finucane at al., 2000) or when
time s limited. In the food selection, cognitive
attitude is consistently used by individuals
with plenty of cognitive resources and do

not tend to engage in impulsivity (Trendel &
Werle, 2016).

Convenience to assess food is an
important consideration in today busy
working lifestyle. To fulfil consumer demand
for convenience, fast food restaurants with
drive-through or home delivery services
(Euromonitor, 2015) are found available not
only in shopping malls but also in designated
rest place and gas station (Osman et al., 2014).
The luxurious convenience aspect suppresses
the negative attitudes toward fast food to
the extent people make a trade-off between
convenience and future negative effects (Dunn
etal., 2011).The aspects of convenience are not
limited to the essence of quality time, but also
on the physical and mental determinations
related to food preparing activity, and the
cleaning activity afterwards (Buckley, Cowan
& McCarthy, 2007). Neumark-Sztainer, Story,
Perry and Cassey (1999) for instance argued
that modern families choose not to spend
time in preparing foods even when they have
time to do so, they rather get foods that are
convenient to reduce the amount of task
that they perform. Past studies conducted in
Great Britain also found a positive relationship
between the emerging women workforce and
the demand for convenient food (Senaur, Asp
& Kinsey, 1991; Buckley et al., 2007). Therefore:

H1: There is a positive relationship between
convenience and affective attitude.

H1,: There is a positive relationship between
convenience and cognitive attitude.

The components of fun and enjoyment
are important selection criteria of a specific
type of food. Healthy food is generally
perceived as boring, not fun, and not enjoyable
(Chan & Tsang, 2011), whilst indulgence good
such as fast food is found best to provide
sensual pleasure (Drewnowski, 1999). Even
though it does not generally portray a good
image, the sensual pleasure and satisfaction
on consuming fast food could alter consumer
attitude toward fast food. Fast food consumers
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tend to neglect the potential health effect and
weighting more on the hedonic value (Frank,
2012)in gaining satisfaction, whichis“asensual
pleasure and exciting experience for oneself; a
self-fulfilment response” (Oliver, 1997, p. 34). The
amount of calorie, fat, salt, and sugar content
in fast food meals is often undervalued, whilst
the nutritional value is overvalued (Teisl, Levy
& Derby, 1999). Besides, the compromising act
between short-term rewards and the potential
long-term consequences is often made when
it comes to purchasing and consuming fast
food (Dunn et al., 2011). In other words, the
perceived healthiness of fast food was not
found to be significantly associated with
the rate of fast food consumption (Dave, An,
Jeffery & Ahluwalia, 2009) but satisfaction with
the fast food in term of fun and enjoyment is.
Therefore:

H2_: There is a positive relationship between
satisfaction and affective attitude.

H2,: There is a positive relationship between
satisfaction and cognitive attitude.

It is argued that the increase of
consumers’ social awareness in the aspect
of health, environment, family values and
lifestyles, quality of life, and the consequences
to these aspects when they consume fast food
are found to affect people attitudes toward fast
food (Osman et al,, 2014). An individual with a
higher level of social conscience should shy
away from indulgent food (Teisl et al., 1999) as
they form unfavourable attitudes toward fast
food. Therefore:

H3: Thereisa negative relationship between
social conscience and affective attitude.
H3,: Thereisa negative relationship between
social conscience and cognitive attitude.

The mood can influence an individual
food selection process in terms of the amount
and type of food (Jauregui-Lobera, Bolafos-
Rios, Valero & Prieto, 2012). Food is viewed
differently when people are happy, bored,
stressed, depressed, or angered (Neumark-

Sztainer et al., 1999). Food is also used to cope
with stress and reduce negative emotions (Van
Strienetal.,, 2013; Collins & Stafford, 2014; Kroes,
Wingen, Wittwer, Mohajeri, Kloek & Fernandez,
2013). Researchers found out that people tend
to consume more indulgent food in a negative
(Van Strien et al., 2013) and positive mood
states (Collins & Stafford, 2014) compared to
people in a neutral mood. Hence, people try
to increase food consumption to maintain
a positive mood. Importantly, Gutjar, Graaf,
Kooijman, Wijk, Nys, Horst, and Jager (2015)
found that food liking is somewhat linked to
the emotional responses to the product while
food choices were mainly associated with
positive emotions. Consuming indulgent food
could enhance an individual mood (Van Strien
et al., 2013; Collins & Stafford, 2014; Kroes et
al., 2013) because food that is high in sodium,
glucose, and fat provide a higher level of
sensual pleasure (Drewnowski, 1999; Gardner,
Wansink, Kim & Park, 2011) and promote
favourable attitudes. Therefore:

H4.: There is a positive relationship between
mood and affective attitude.

H4,: There is a positive relationship between
mood and cognitive attitude.

Affective attitude is crucial because of
people’s strong emotional reaction toward
the risk and reward associated in performing
certain behaviour (Finucane et al., 2000; Dunn
et al.,, 2011). It is argued that people consume
fast food even when they are well aware of
the health effect of fast food (Dave et al.,
2009). Similarly, cognitive attitude also affects
purchase intention, especially when fast food
is neither staple nor cheap. Therefore:

H5: There is a positive relationship between
affective attitude toward fast food and
purchase intention.

H5 : There is a positive relationship between
cognitive attitude toward fast food and
purchase intention.
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Subjective norm refers to “the perceived
social pressure to perform or not to perform the
behaviour” (Ajzen, 1991, p. 188). It consists of
two components which are the injunctive
norm (refers to what other people think) and
descriptive norm (refers to how other people
behave). It is argued that fast food buying
is closely influenced by social factors based
on how other people view them and what is
socially accepted by social group. Dunn et al.
(2011), proposed the possibility of the path
between subjective norm and fast food buying
intention to be affected by the fear of being
negatively judged by the society, which has
found to predict drive for body image concern,
weight control and eating restraint (Levinson &
Rodebaugh, 2011). An injunctive norm which
refers to “perceptions of which behaviours are
typically approved or disapproved” (Cialdini,
2003, p. 105) might influence an individual fast
food consumption behaviour and intention.
Descriptive norm refers to“perceptions of which
behaviours are typically performed” (Cialdini,
2003, p. 105). It might be stronger than the
injunctive norm because the descriptive norm
is an actual behaviour demonstrated by the
society despite the moral component of a
specific action (Hamann, Reese, Seewald &
Loeschinger, 2015). Therefore,

H6_: There is a positive relationship between
the descriptive norm and purchase
intention.

H6 : There is a positive relationship between
the injunctive norm and purchase
intention.

The third dimension in TPB model
is perceived behavioural control which
measures “perceived ease or difficulty of
performing the behaviour and it is assumed to
reflect past experience as well as anticipated
impediments and obstacles” (Ajzen, 1991, p.
188). An individual’s capability to purchase fast
food and the level of confidence in doing so is
determined by perceived behavioural control
(PCB; Ajzen, 1985, 1991 & 2015). Perceived
control is able to consciously influence an

individual behaviour under a specific event
environment (Madden, Ellen & Ajzen, 1992)
as it explains the ability and resource of
an individual to overcome an obstacle in
developing a specific behaviour (Ajzen,
1991). Bandura (1982, p.122 in Ajzen, 1991)
specifies that self-efficacy “is concerned with
judgments of how well one can execute courses
of action required to deal with the prospective
situation”. It is important in developing an
intention to perform because it is the root of
self-confidence and perseverance in achieving
it. In the case of fast food consumption,
consumers with high perceived behavioural
control should be able to restrain themselves
from fast food. Therefore:

H7_: Thereisanegative relationship between
the perception of control and purchase
intention.

H7 : Thereis a negative relationship between
self-efficacy and purchase intention.

METHODOLOGY

Theory of Planned Behavior (TPB) is a theory
supported by concrete empirical validation to
determine the intention to perform a specific
behaviour based on a pinpoint prediction
from attitude, social norm, and perceived
behavioural control (Ajzen, 1985, 1991, 2015).
Even though TPB has successfully explained
the motivation behind the various type of
behaviour; however, the usage of TPB in
predicting food choices and eating behaviour
appear to be relatively weaker (Dunn et
al., 2011). Attitude is posited as the main
predictor in TPB to determine food purchasing
intention. Therefore, this research used an
adapted conceptual framework proposed by
Dunn et al. (2011) to enhance and improve
the predictability and operation ability of
the variables by measuring the factors that
underlie the attitude to the behaviour. It is
assumed that a person intends to perform
behaviour will increase when he/she holds a
positive attitude, favourable subjective norm
and with a weak perceived behavioural control.
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Figure 1 Conceptual model

FINDINGS AND DISCUSSION

A total of 210 valid questionnaires were used,
with a response rate of 87.6 per cent. The
samples were young Malaysian adults’ aged
between 20 - 40 years old. This age range
was considered suitable as they consumed
the fastest food (Dugan, 2013) and no
longer dependable or required their parents’
permission in food purchase. The sample size
for this study was estimated using G-power
analysis software at 90 per cent with an effect
size of 0.15 (Cohen, 1998). The minimum
sample size generated by G-power analysis
was estimated at 129. The current sample size
was hence appropriate.

Majority of the respondents were
single (77.6 per cent) male (51 per cent) who
aged between 25 - 29 years old (46.7 per cent).
The age group distribution was representative
of the Malaysian population (Department of
Statistic Malaysia, 2010), where young adults
aged 20 - 24 years old constituted the largest
age group in Malaysia. The majority of them
held a bachelor's degree (46 per cent) and
worked with the private sector (34.8 per cent).

In term of fast food consumption
pattern, all respondents reported to ‘have’
or ‘currently is an active user’ of fast food.
Kentucky Fried Chicken (KFC) was the most
popular fast food brand among the consumers
(46.2 per cent), followed by McDonald’s (36.2
per cent), Subway (8.1 per cent), Burger King
(5.2 per cent), A&W (1.4 per cent) and others
(2.4 per cent). ‘Eat in’ remained as the most
preferred method to get fast food (54.3 per
cent), followed by ‘take away’ (27.6 per cent),
‘drive-through’ (11.9 per cent) and ‘delivery
services' (6.2 per cent). The frequency of
average fast food consumption in a week had
been converted into two categories which
were high and low, by the median split. 86.2
per cent of the respondent was categorized
into high consumption while 13.8 per cent was
categorized into low consumption.

Confirmatory factor analysis was
conducted to assess the reliability, convergent
validity and discriminant validity. Refer to Table
1, allitem loadings were larger than 0.5 (Fornell
& Larcker, 1981) and all AVE were exceeded 0.5
(Bagozzi & Yi, 1998; Fornell & Larcker, 1981).
The composite reliability (CR) exceeded 0.8
(Gefen, Straub & Boudreau, 2000) indicated
sufficient convergence or internal consistency.
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Table 1 Factor loadings, composite reliability and average variance extracted

Construct Item Loading AVE CR
Convenience CON2 0.569702 0.538572 0.821268
CON3 0.79337
CON4 0.760987
CON7 0.788157
Satisfaction SAS1 0.700886 0.507636 0.911018
SAS2 0.761897
SAS3 0.650477
SAS4 0.691123
SAS5 0.746103
SAS6 0.731453
SAS7 0.775553
SAS8 0.735158
SAS9 0.564966
SAS10 0.742321
Social conscience SC2 0.580186 0.558179 0.83237
SC3 0.740299
SC4 0.831238
SC5 0.810617
Mood MD1 0.769556 0.611819 0.90418
MD2 0.737766
MD3 0.8522
MD4 0.787977
MD5 0.78783
MD6 0.75271
Affective attitude AA1 0.818275 0.575595 0.870797
AA10 0.752436
AA2 0.819319
AA4 0.731006
AA9 0.660749
Cognitive attitude CA2 0.856692 0.596198 0.808557
CA3 0.886086
CA5 0.519157
Injunctive norm N1 0.696037 0.549068 0.858341
1JN2 0.823137
1JN3 0.764542
1JN4 0.680579
1JN5 0.73185
Descriptive norm SBN1 0.880907 0.812098 0.92836
SBN2 0.930263
SBN3 0.891576
Perception of control POC1 0.747524 0.616035 0.864069
POC2 0.680856
POC4 0.807764
POC5 0.888425
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Self-efficacy

Purchase intention

SE2
SE3
P

P12
PI3
P14
PI5

0.89881
0.813186
0.806466
0.872574

0.79611
0.792637
0.587359

0.734565

0.603766

0.846649

0.882376

Note:a. CR= (square of the summation of the factor loading) / (square of the summation of the factor loadings) + (summation
of error variance); b. AVE = (summation of the square if the factor loading) / (summation of the square of the factor loadings)
+ (summation of error variances)

Refer to Table 2, we have ensured the convergent validity because all the indicators load much

higher in their hypothesized factor than on the other factors (Chin, 1998). Besides, the square root of
the AVE was tested against the inter-correlation of the construct with the other construct in the model
in Table 3 (Chin, 1998; Fornell & Larcker, 1981) and the data reflected good discriminant validity.

Table 2 Cross loadings of items

Items AFF CoG CON INJ MD INT POC SATIS DESC SC SE
AA1 0.818 0.268 0.233 0.329 0.506 0.359 0.180 0.442 0218 -0.125 -0.124
AA10 0.752 0.193 0.222 0.183 0.417 0.292 0.131 0.467 0251  -0.091 -0.120
AA2 0.819 0.200 0.209 0.259 0.492 0.348 0.172 0416 0.204 -0.100 —0.136
AA4 0.731 0.225 0.252 0.260 0.416 0.352 0.117 0.429 0.297 0.038  -0.096
AA9 0.661 0.152 0.044 0.080 0.254 0.270 0.159 0.254 0.205 -0.154 -0.225
CA2 0.176 0.857 0.345 0.211 0.256 0.128  -0.078  0.246 0.099 -0.044 0.020
CA3 0.243 0.886 0.399 0.253 0.233 0.201 -0.224  0.310 0.087 -0.060 0.072
CA5 0.260 0.519 0.104 0.079 0.171 0216  -0.034  0.129 0.234 0.055  -0.065
CON2 0.019 0.219 0.570 0.077 0.231 0.100 -0.133  0.256 0.052 0.113 0.035
CON3 0.158 0.338 0.793 0.151 0.200 0.058 -0.200 0336 -0.006 0.028 0.125
CON4 0.290 0.290 0.761 0.189 0.236 0.155  -0.072  0.321 0.135 0.023 0.025
CON?7 0.233 0.309 0.788 0.208 0.242 0232 -0.089  0.422 0.126  -0.001 0.015
IJN1 0.185 0.184 0.148 0.696 0.343 0.337 0.017 0.311 0509 -0.120 -0.209
1JN2 0.180 0.247 0.168 0.823 0.381 0409  -0.029  0.261 0.445 0.046 -0.194
IJN3 0.252 0.123 0.180 0.765 0373 0.292 0.053 0316 0.276 0.021 -0.182
IJN4 0.246 0.126 0.171 0.681 0.354 0.246  -0.001 0.300 0.185 0.003  -0.054
IJN5 0.301 0.223 0.172 0.732 0.368 0332 -0.007 0.296 0.218 0.016  —-0.080
MD1 0.465 0.291 0.203 0.420 0.770 0.374 0.128 0.595 0299 -0.156 —0.095
MD2 0.406 0.235 0.271 0.421 0.738 0.328 0.046 0.614 0.237 -0.097 0.056
MD3 0.444 0.269 0.242 0.356 0.852 0.398 0.074 0.529 0.342 -0.074 -0.082
MD4 0.473 0.168 0.281 0.284 0.788 0.310 0.188 0.526 0372 -0.008 —0.170
MD5 0.461 0.142 0.211 0.454 0.788 0.353 0.184 0.484 0.360 0.074  -0.131
MD6 0.388 0.227 0.214 0.363 0.753 0.304 0.131 0.461 0475 -0.038 -0.115
PI1 0.350 0.181 0.115 0.221 0.311 0.806 0.131 0.300 0395 -0.063 -0.272
P12 0.375 0.154 0.178 0.385 0.399 0.873 0.072 0.365 0362 -0.035 -0.239
PI3 0.286 0.172 0.173 0.433 0373 0.796 -0.007 0.336 0431  -0.020 -0.141
Pl4 0.405 0.172 0.147 0.374 0.364 0.793 0.126 0.350 0335 -0.076 -0.224
PI5 0.237 0.211 0.117 0.307 0.248 0.587 -0.052  0.268 0.112  -0.118 -0.045
POC1 0.209 -0.146  -0.097 -0.048 0.131 0.052 0.748 0.023 0.107  -0.019 -0.351
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POC2 0085 -0.128 -0.102 -0.015 0.023 0.020 0.681 -0.071 0.112 0.041 -0.418
POC4 0.166  -0.085 -0.116  0.016 0.146 0.050 0.808 0.127 0.238 -0.060 -0.548
POC5 0.150  -0.155 -0.165 0.033 0.145 0.089 0.888 0.035 0.131 -0.119 -0.527
SAS1 0.375 0.211 0.394 0.370 0.476 0.239  -0.037 0.701 0.146 -0.129  0.071

SAS10 0.363 0.278 0.365 0.187 0.454 0.285 -0.018  0.742 0.185 -0.166 —0.012
SAS2 0.399 0.202 0.392 0.326 0.453 0.300  -0.031 0.762 0.237 -0.204 —0.042
SAS3 0.311 0.283 0413 0.222 0.403 0.275 -0.045 0.650 0.201  -0.026 —0.009
SAS4 0.331 0.125 0.180 0.312 0.544 0.298 0.066 0.691 0.269 -0.101 -0.070
SAS5 0.397 0.227 0.298 0.359 0.604 0.278 0.111 0.746 0318 -0.005 -0.140
SAS6 0.431 0.272 0.348 0.355 0.589 0.312 0.190 0.731 0.337 0.030 -0.188
SAS7 0.492 0.237 0.352 0.307 0.553 0.424 0.085 0.776 0256  -0.093 -0.057
SAS8 0.436 0.183 0.276 0.176 0.474 0.374 0.032 0.735 0.228 -0.253 -0.028
SAS9 0.229 0.176 0.212 0.179 0.275 0.118  -0.028 0.565 0.050 -0.117  0.034

SBN1 0.273 0.149 0.107 0.411 0.461 0.356 0.202 0.311 0.881 0.085  —-0.267
SBN2 0.265 0.125 0.109 0.409 0.392 0.443 0.163 0.295 0930 0.003 -0.288
SBN3 0.301 0.144 0.079 0.420 0.348 0.376 0.131 0.265 0.892 -0.005 -0.271

SC2 -0.056 -0.017 0.054 -0.082 -0.069 -0.098 -0.073 -0.096 -0.086 0.580 0.099
SC3 -0.072  0.028 0.080 -0.032 -0.057 -0.026 -0.127 -0.118 -0.006 0.740 0.045
SC4 -0.077 -0.078 -0.002 -0.006 -0.045 -0.059 -0.040 -0.165 0.013 0.831 0.036
SC5 -0.108 -0.021 0.021 0.049  -0.044 -0.047 -0.038 -0.068 0.101 0.811 -0.039
SE2 -0.235 -0.021 0.030 -0.173 -0.138 -0.239 -0.542 -0.100 -0.256 0.055 0.899
SE3 -0.040  0.089 0096 -0.174 -0.048 -0.180 -0458 -0.006 -0.274 -0.010 0.813

Note: Diagonals (in bold) represent the loadings of an indicator on its assigned latent variable.

Table 3 Discriminant validity
Item AFF CoG CON DESC INJ MD POC SATIS SE SC INT
AFF 0.759
cOG 0278 0.772
CON 0265 0398 0.739
DESC 0.309 0.153 0.110 0.901
INJ 0307 0252 0224 0458  0.741
MD 0.563 0.286 0.303 0.442 0.489 0.782
POC 0199 -0.164 -0.161 0.182  0.006  0.160  0.784
SATIS 0539 0311 0459 0322 0395 068 0054 0712
SE -0.176  0.030 0068 -0306 -0201 -0.115 -0.587 -0.069  0.857
sC -0.108 -0.038 0.040 0028 -0.008 -0.067 -0.080 -0.146 0031  0.747
INT 0.430 0.222 0.190 0.438 0.445 0.442 0.078 0.419 -0.247 -0.073 0.777

Q? value test was included in explaining predictive relevance (Hair, Hult, Ringle & Sarstedt,
2016). The Q* value was obtained using blindfolding analysis (Hair et al., 2016). A Q? value of > 0
reflects predictive relevance and vice versa (Fornell & Cha, 1994). Based on the information of Table 4,
all measurement items were shown to have predictive relevance.
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Table 4 Q° testing

Item Q,
Affective 0.205058
Cognitive 0.111506
Convenience 0.538598
Descriptive 0.812271
Injunctive 0.549073
Mood 0.611822
Poc 0.542144
Satisfaction 0.50763
Self-efficacy 0.73358
Social conscience 0.557939
Intention 0.183532
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Figure 3 Structural model
Table 5 Hypothesis testing
Hypothesis Path Std. Beta Std. Error t-Value Decision
H1 CON -> AFF 0.034204 0.071329 0.47953 Not supported
H2 CON -> COG 0.329429 0.073181 4.50158%* Supported
H3 SATIS -> AFF 0.262925 0.090782 2.89621%** Supported
H4 SATIS -> COG 0.05496 0.09752 0.56358 Not supported
H5 SC-> AFF —0.04651 0.072106 0.64496 Not supported
Hé6 SC->COG —-0.03315 0.105489 0.31422 Not supported
H7 MD -> AFF 0.369656 0.086667 4.26524%* Supported
H8 MD -> COG 0.14615 0.082447 1.77266* Supported
H9 AFF-> INT 0.276245 0.074735 3.69631** Supported
H10 COG-> INT 0.045337 0.069039 0.65669 Not supported
H11 DESC -> INT 0.217547 0.070444 3.08824** Supported
H12 INJ -> INT 0.22077 0.075049 2.9417** Supported
H13 POC-> INT —-0.09518 0.09149 1.04038 Not supported
H14 SE -> INT —0.145 0.074182 1.9546* Supported

Note: **P < 0.01, *P < 0.05

10



Determinants of Young Malaysian Adults’ Fast Food Purchasing Intention

Table 5 presented the results of the
hypothesis testing. First of all, there was no
significant relationship found between the
convenience of getting fast food and affective
attitude (t = 0.4795) hence not supporting
hypothesis 1(a). The significant t-value of
4.502 for convenience-cognitive attitude link
supported hypothesis 1(b). These findings are
consistent with Dunn et al’s (2011) study that
convenience dimensions such as accessibility
and availability have very few explanations of
the variability towards an individual affective
attitude. It is argued that in Malaysian context
whereby fast food is neither a staple food nor
considered cheap, convenience is hence more
relevant to the rational side of an individual’s
overall attitude, rather than the emotional
aspects.The Malaysian government has heavily
promoted and supported western fast food
franchises under the 9th Malaysian Plan (9MP).
The effort is continued by the 10th Malaysian
Plan (10MP), whereby 55 per cent of women
workforce is targeted by the year 2015, along
with the support of Ministry of Women, Family
and Community Development (MWFCD) and
the United Nations Development Programme
(UNDP) (MWFCD, 2014). The growing number
of working women is expected to disrupt the
traditional mealtime, increase the importance
of fast food purchasing intention and
contribute to the rapid growth of fast food
industry (Dunn et al, 2011) in Malaysia. The
aspect of convenience is considered important
to the young population even they do not
earn much (Glanz, Basil, Maibach, Goldberg &
Snyder, 1998).

Contradictory, satisfaction was found
to have significant relationship with affective
attitude (t = 2.896), but not cognitive attitude
(t = 0.56358). These results are consistent
with Dunn et al. (2011)'s study whereby
satisfactory provided by fast food has a
strong relationship with an individual’s
affective attitude. An increase in favourable
or positive affective attitude is caused by
the high level of satisfaction experienced
from using or consuming a specific product
(Westbrook, 1980). Rather than seeing the
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concept of satisfaction as a mere outcome of
experiencing, using, or consuming a service
or a product, the current study and Dunn et
al. (2011)’s study viewed satisfaction as part
of consumers’ knowledge, experience, and
information from past consumption. The
high proportion of respondents who were
heavy consumers of fast food (86.2 per cent)
might explain the significant relationship
between satisfaction and affective attitude.
These heavy users gained satisfaction from
their consumption and hence form favourable
attitudes toward fast food. This scenario is
also validated by the increase in children and
adolescents’ obesity rate due to the radical
growth of the fast food industry (Seubsman,
Kelly, Yuthapornpinit). Consumers seemed
to choose the more ‘enjoyable’ fast food over
healthy food even when they are well aware of
its negative effects (Osman et al,, 2014, Dunn
et al, 2011). The possible explanation for the
insignificant result between satisfaction and
cognitive attitude could be due to the general
belief that fast food consumption was harmful.
Consumers hence were unable to associate
the enjoyable experience of eating fast food to
their rational side of attitude.

The insignificant t-values between
social conscience and affective attitude (t
= 0.645) and cognitive attitudes (t = 0.314)
indicated both H2 (a) and H2 (b) are not
supported. These findings are inconsistent
with Dunn et al. (2011)’s study, even though
the negative standard betas for both
relationships were in the expected directions,
the relationships were insignificant. Dunn et
al. argue that as an individual is having a high
level of concern regarding the impact of fast
food on the social issue, he/she will experience
a lower level of acceptance toward fast food.
In this study, the insignificant relationships
could be due to the low civic consciousness
among Malaysian (Ahmad, Rahim, Pawanteh
& Ahmad, 2012) in which respondents failed
to link fast food consumption to social issues
such as environmental protection, family
eating tradition, values and lifestyles.
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The relationship between mood and
affective is significant (t = 4.265) hence
supported hypothesis 3 (a). This finding
is consistent with Drewnowski (1999) and
Gardner et al. (2011) whereby an individual
mood is able to influence his/her attitude
toward indulgent food. The positive
relationship indicates that the better a
person’s mood, the more positive his/her
affective attitude towards fast food become.
This is consistent with our earlier argument
that fast food consumption in Malaysia is
closely related to the happy and celebratory
mood. Positive mood is commonly used in
fast food advertisements to portray a sense
of happiness and family values. The findings
indicated the relationship between mood
and cognitive attitude (t = 1.773) is significant.
Even though the predicting ability of mood
on cognitive attitude is not as strong as an
affective attitude, it is significant. Hypothesis 3
(b) is hence supported.

The findings indicated a significant
relationship between affective attitude
on purchase intention (t = 3.696) but not
cognitive attitude (t = 0.657), supporting H5
(@) but not H5 (b). These results are consistent
with Finucane et al. (2000) whereby affective
attitude is a stronger predictor than cognitive
attitude in fast food consumption. Purchase is
made based on the affective aspect of attitudes
such as level of acceptance and emotional
reaction toward fast food rather than their
belief and ideas (cognitive) toward fast food.

The findings indicated that young
Malaysian adults were driven by how their
social circle behaves in forming their fast food
buying intention (fdecsipive = 3.088, tinjusive =
2.942), hence supporting H6 (a) and 6 (b). They
possess a higher intention to buy when their
social circle prefers fast food. A descriptive
norm which is the actual behaviour that
can be observed play a larger role than the
injunctive norm, consistent with Hamann et
al’s (2015) study. Malaysia in general is a nation
with a very high collectivist cultural rating. It
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is therefore expected for young adults who
are closely knitted and heavily affected by
family and social relationships, to base on
both injunctive (what other people think) and
descriptive (how other people behave) norms
in fast food consumption.

The present study did not find a
significant relationship between perception
of control and purchase intention (t = 1.043)
and hence not supporting H7 (a). This result
is consistent with Dunn et al's (2011) study
in which the young adults do not relate
perception of control to the buying of fast food.
Nevertheless, the negative beta coefficient
is in the expected direction, showed that the
higher the perception of control, the lower the
buying intention become.This finding could be
explained by Ajzen’s (2015) argument that the
stated component of perceived behavioural
control is usually the weakest in term of food
purchasing and consumption intention.
Meanwhile, the negative relationship between
self-efficacy and purchase intention was found
significant (t = 1.955) hence supporting H7 (b).
In other words, an individual who has a strong
sense of belief toward his/her ability to control
his/her eating behaviour, his/her intention to
purchase fast food will decline.

CONCLUSION, LIMITATIONS AND FUTURE
RESEARCH

In conclusion, the results of the present
study suggested convenience as the strongest
predictor of attitude toward fast food among
young Malaysian adults. However, their
affectiveattitude wasfoundto predict purchase
intention of fast food better than cognitive
attitude, perceived behavioural control and
social norm. Consumer mood, a newly added
dimension, was also found to have a significant
impact on attitude formation. Young adults
were influenced by the people around them in
term of what they think and how they should
behave, even in the case of fast food buying.
Their level of self-efficacy also affected fast
food buying intention.
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These findings posited several
important marketing implications, especially
in reactions to the changes in the demographic
structure and consumer consumption pattern.
Young Malaysian adults who aged between 20
- 39 years old accounted for almost one third
(34 per cent) of the Malaysian population in the
year 2010 (Department of Statistics Malaysia,
2011). This large group of consumers is found
to consume less than the recommended daily
serving of fruits and vegetables (Abdullah,
Mokhtar, Bakar & Al-Kubaisy, 2015). In fact, they
consume the fastest food (Dugan, 2013). Even
though fast food is neither staple food nor
cheap in Malaysia, mostly single young adults
are found to base on affective rather than the
rational side of thoughts, beliefs and ideas to
form fast food buying intention. It is hence
important to understand that knowledge
and nutritional literacy might not be effective
intervention methods in reducing young
adults’ fast food purchasing and consumption
intention. This is further supported by the
significant role of mood as a background
factor in attitude formation. Therefore, NGOs
or ministry of health needs to instil creativity
and innovativeness in designing promotional
campaign in reducing consumption of fast
food. Alternative food that is considered as
fun as and healthier than fast food should be
introduced and promoted to young adults.
A promotional campaign by stressing food
eating as an enjoyable and fun social gathering
occasion could be more effective not based on
facts, butmore on mood creation or feeling and
emotion. Alternative food providers should
also stress on the convenience variables such
as the ease of access, not only on the aspect
of time-consuming, but also on the physical
and mental determinations related to food
preparing activity, and the cleaning activity
afterwards (Buckley et al., 2007). It is believed
with a better understanding of the attitude
and intention structures that marketing
practitioners and academicians could plan for
an effective marketing campaign and promote
a healthy diet among young adults.
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