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Abstract: This study is intended to minimize the gap in the literature and develop more understanding
conceming the issue of unhealthy consumption behaviour among Malaysians which indeed leads to the
prevalence of obesity and Non-Communicable Diseases (NCDs). Many studies had scientifically proven that
functional foods, with fortified nutritional values could help prevent the risks of NCDs and improve overall
health. Therefore, this study is aimed to investigate the relationship between antecedent factors of attitude
dimensions (i.e., reward, necessity, confidence and safety), social influence and self-efficacy on behavioural
mtention to consume functional foods among Malaysians. A survey was conducted with a sample of 452
respondents by using the self-admimstered questionnaire. The results revealed that only reward, self-efficacy
and necessity factors significantly influence consumer-behavioural intention to consume functional foods. On
the other hand, confidence, safety and social influence factors have no significant bearing on
consumer-behavioural mtention. The results from this study can shed further light on functional foods
consumption behaviour and will be valuable for health food mdustty marketers in formulating effective

marketing communication strategies to facilitate favourable attitudinal change towards healthy foods.
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INTRODUCTION

To be healthy is one of the frequently mentioned
reasons when people choose to consume a certain food.
The World Health Organisation (WHO) has reported that
unhealthy foods, unhealthy eating habits and lack of
physical activity may lead to obesity which is known to
be a major contributor to the global burden of food-related
diseases known as Non-Commumnicable Diseases (NCDs).
Although, non-infectious, NCDs are often chronic and
life-threatening. Tt is a cause for concern because NCDs
like kidney and heart diseases, diabetes, lugh cholesterol
levels and certain types of cancer, are on the rise,
affecting people of all age groups around the world
(WHO, 2015a). The National Health and Morbidity Survey
m 2011 reported that NCDs, despite being the most
prevalent, preventable diseases and expensive to cure,
continue to be the main health problems in Malaysia and
the situation has not improved (Edulards and Wen, 2012).
In order to prevent NCDs, mdividuals should maintain a
healthy diet, such as by consuming more functional foods

and carry out physical activities. Following the trends,
functional food was introduced as a new category of
health food products. Functional food is defined as foods
and drinks that provide health benefits that reduce the
risk of diseases in addition to its nutritional value
(Urala and Lahteenmaki, 2007).

Past studies had scientifically proven that individuals
who consume more functional foods have reduced
obesity rate and since obesity 1s a significant contributor
to the risk of many chronic diseases, consuming
functional food will improve the overall health among
individuals (Pereira et al, 2004). This has resulted in
substantial increase in public awareness and interest in
functional foods in Malaysia. Accordingly, consumers are
switching to products they perceive to be healthier and
can contribute to good health and well-being. However,
to date, very few studies m Malaysia have reported
empirical research from the consumer behaviour
perspectives, particularly concerning the influence of
antecedent factors towards behavioural mtention to
consume functional foods. Thus, the purpose of this
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study was to examine the predicting power of reward,
necessity, confidence, safety,
self-efficacy on consumer-behavioural mtention to

social influence and
consume functional food and also to analyse the
relationship between variables.

Literature review: Obesity is recogmsed as the leading
contributor of NCDs in many countries around the world
including Malaysia. Due to unhealthy eating habits, the
prevalence of overweight and obese individuals is
occurring at an alarming rate and has developed as an
epidemic of the 21st centwry. The world health
organisation reported that in 2014, »1.9 billion adults aged
18 and above were overweight and over 600 million were
obese (WHO, 2015b). According to a 2013 study by the
British Medical Journal, The Lancet, the problem 1s
prevalent Malaysia with 45.3% of its population rated as
overweight and 49% of females and 44% of males were
found to be obese (The STAR Online, 2014). Mimstry of
Health (2010) mdicated that NCDs lead to premature
deaths among Malaysian citizens and this phenomenon
has the significant, twin-pronged effect of increasing
healthcare costs and decreasing economic productivity
due to disability and death. Consequently, more and more
consumers have accepted that health foods contribute
directly to their good health, thus, consumers are more
mchined to adopt health-oriented changes in their eating
habit mcluding consuming more functional foods (Niva,
2007).

The majority of literature on functional food studies
in most countries varies broadly in terms of their
emphasis, for example, the acceptance of functional foods,
research methodology, consumer knowledge and
awareness, the consumer attitude towards functicnal
foods and the associated possible health effects of the
functional foods (Verbeke, 2005; Niva and Makela, 2007,
Roupas and Margetts, 2009). However, the findings of
these studies in many cases produced very mixed results
and were not consistent with each other (Verbeke, 2005).
This leads to the conclusion that the influencing factors
of consumer-behavioural intention may not be consistent
across different countries (Urala, 2005; Verbeke, 2005). Tn
Malaysia, very few studies have reported empirical
research  conceming knowledge about
awareness, their perceptions towards functional foods
and the influential factors towards the intention to
consume functional foods among consumers (Rezai ef al.,
2012).

TPB model by Ajzen (1991) stated that intention is
the main predictor and regarded as the immediate

consumer

antecedent of individual behaviour. Behavioural mtention
refers to a person’s perceived likelihood of performing the

intended behaviowr in a specific way (Ajzen, 1991).
Armitage and Conner (2001) mention that, with the
influence of positive attitude and perceived opporturnities,
a behavioural intention 15 likely to be performed.
Rezai et al. (2012) and Teng et al. (2012) found that most
of the consumers in Malaysia are willing to pay for
functional foods and have a positive perception towards
the mtention to consume functional foods and believe
that such foods are beneficial for their health. Tt shows
that intention influences the numerous behavioural
tendencies in many different settings and in addition,
intention has been established to have a sigmificant
positive relationship towards actual behaviour. Prior
literature has mentioned numerous antecedents that
influence the consumer-behavioural mtention towards the
consumption of functional food. However, the
antecedents were only explained in general with regard to
their relationship towards the intention to consume
functional foods without taking nto consideration the
health-protective behaviour behind it. Therefore, mn this
study, the antecedents factor were examined based on the
unique attributes of functional food products, that such
foods provide health benefits, mcrease well-being and
lower the risk of getting certain diseases.

In previous researches, the elements of attitude
towards food choice, including functional foods were
measured using general attitude scales. For example, the
statements of healthiness and taste were measured using
scales of “bad to good” and “pleasant to unpleasant”
(Poulsen, 1999, Ajzen and Fishbein, 1980) and not
focusing on health benefits gained from using the
functional foods. In addition, Urala (2005) argued that
there is a lack of published attitude measurements that
would be targeted directly to functional foods
consumption behaviour. Therefore, in order to have a
better prediction of consumer behaviowr towards
functional foods, this study adopted four dimensions of
attitude developed by Urala and Lahteenmalki (2007) that
are more relevant to functicnal food-related attitudes,
which are; reward, necessity, confidence and safety.
These four dimensions of attitude were chosen because
functional foods are different from conventional foods in
terms of extra health benefits gained from consumption of
such foods.

Reward from using functional foods is defined as
feeling of satisfaction and enjoyment in terms of health,
mood and well-being resulting from functional food
consumption (Urala and Lahteemmaki, 2004, 2007).
Individuals consume functional foods not just to satisfy
their hunger but also to obtain the rewards from using
functional foods such as bemng healthy and lower risks of
getting certain diseases. The necessity for functional
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foods refers to the perceived need for functional food for
an individual or for people in general due to the possible
benefits for good health (Urala and Lahteenmaki, 2004).
Therefore, attitude towards necessity to consume
functional foods is important for individuals in order to
obtain good health and well-being (Urala and
Lahteenmaki, 2007). In terms of the confidence dimension
of attitude towards functional food, 1 order for
consumption behaviour to be performed, individuals need
to have a strong confidence and trust in the food safety
and benefits of using functional foods as claimed by the
manufacturers and marketers (Landstrom ef al., 2007,
Urala and Lahteenmaki, 2007). Urala and Lahteenmaki
(2004) reported that confidence in functional foods is the
confidence that the individual has in functional foods as
foods that promote health and the reliability of scientific
basis and researches of the promised health effects.
Meanwhile, the safety of functional foods refers to how
individual perceive the related risks or possible harmful
effects when fimctional foods are consumed. This study
concermns the analysis of the consumer-behavioural
intention to consume functional food; food that comes
with health claims promoting their benefits. Thus, the
decision-making process towards such foods will mvolve
risk and safety choices (Frewer ef al., 2003). Hence, the
following hypotheses were proposed:

* H; Perceived rewards of using functional foods are
positively related to consumer-behavioural intention
to consume such food

* H, Necessity for functional foods 1s positively
related to consumer-behavioural
consume such foods

* H. Confidence in functional foods i1s positively
related to consumer-behavioural intention to
consume such foods

¢ H,: Perceived safety of functional foods is positively
related to
consume such foods

mtention to

consumer-behavioural mtention to

Social influence of an individual is known as the
perception of individual towards his/her social influences
or environmental referents that are around him/her, expect
him/her to act or not to act towards certain behaviour
(Ajzen, 1991). According to marketing literature, it was
reported that social influence such as parents, family
members and friends, were the most influential people in
predicting intention for the healthy eating behaviour
(Fitzgerald et al., 2013; Larson et al., 2009; Stanton et al.,
2007; Baker et al., 2003; Kassem et al., 2003; Verbeke and
Vackier, 2005). A study by Chan ef af. (2009) in Taiwan
reported that family members were the most mfluential

group concerning healthy eating. Studies by Smith and
Paladino (2010) in Australia and Arvola et al. (2008) in
Italy, Finland and United Kingdom, mdicated that
subjective norms were positively influenced the buymng
intention of the consumers towards organic food.
Moreover, Annunziata and Vecchio (2011) stated that the
significant others nfluence an individual towards the
behavioural mtention to consume functional foods in their

study on Ttalian consumers. Thus, the following
hypothesis is proposed:
» H; Social influence 15 positively related to

consumer-behavioural intention to  consume

functional foods

Despite the health benefits obtained from consuming
functional foods, it is difficult to change consumer
behaviour especially towards healthy consumption unless
they have a strong and high level of internal motivation of
self-efficacy. Bandura (1986) defined self-efficacy as the
confidence one feels about performing a particular
behaviour, including confidence in overcoming the
barriers to achieve that behaviour. Strahan et al. (2002)
reported that people with lugh levels of self-efficacy leads
to a high confidence that they can engage in healthy
consumption behaviowr because they have a strong
believe that they can succeed. Povey ef al. (2000) found
that increased self-efficacy would enhance the mtention
towards the behaviour to eat fruits and vegetables.
Cox et al. (2004) reported that self-efficacy was a
significant predictor towards behavioural intention to
consume functional foods. In addition, Locke and
Latham (1990) stated that the stronger the individual’s
self-efficacy, the higher his‘her obligation to consume
functional food and therefore, individual self-efficacy
would have a positive relationship with mtention towards
certain behaviour and the behaviour itself. Therefore, it is
hypothesised that:

related to
consume

» H; Self-efficacy 1s
consumer-behavioural

positively
intention  to
functional foods

MATERIALS AND METHODS

This study employs quantitative methodology
involvingin dividual consumers aged 18 and above who
went shopping at various hypermarkets in Klang valley,
Malaysia. Consumers in the Klang Valley were chosen as
the study samples for several reasons. Firstly, the Klang
Valley has the largest number of shoppmng malls
Malaysia that plays a major role in attracting consumers
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Table 1: List of selected shopping malls in klang valley and numbers of questionnaires

Grocery store/supermarket/

Shopping mall hypermarket Question. distributed  Returned and usable  Response rate (%)  Overallresponse rate (%)
Mid valley megamall Carrefour, jusco and metrojaya 130 80 61.5 10.0
Ampang park Ori supermarket 40 27 67.5 3.38
Lot 10 Isetan 40 22 55.0 2.75
Sogo Sogo 50 23 46.0 2.88
Maju junction mall Giant 50 35 70.0 41.38
Sungai wang plaza Parkson and giant 30 43 53.8 5.38
Suria KI.CC Parkson, isetan and cold storage 120 55 45.8 6.88
Pavilion Parkson 40 20 50.0 2.50
Surway putra mall Parkson and cold storage a0 55 61.1 6.88
Great eastern mall Cold storage 40 16 40.0 2.00
Brem mall Giant 40 31 77.5 3.88
Festival city mall Econsave and parkson 30 45 56.3 5.63
Total 19 800 452 56.5

from different backgrounds. Secondly, the Klang valley 1s
known as the focal point of consumers from other states
to come for shopping, especially on weekends and public
holidays which contributes to the variety of the consumer
pool from different states and backgrounds. Thirdly,
consumers in the Klang valley are more exposed to the
information on health foods including functional foods
and, fmnally, the variety of functional food types are
widely available in most of the shopping mall outlets
around the Klang valley compared to others states in
Malaysia.

The cluster sampling technique was used in this
study because a complete list of exact members of the
population (consumers aged 18 and above) for this study
camot be determmed as well as the numbers of
population are >1,000,000. In addition, the lists of subjects
are also widely scattered. Based on Krejcie dan Morgan
(1970), 1t should be noted that as the population
increases, the sample size increases at a diminishing rate
and remains constant at 384 cases when the population
reach 250,000 and above.

All of the variables included in this study were
measured using multiple items drawn from previous
studies. However, phrasings of the items were modified to
suit the sample and local setting. To ensure consistency
among variables and to avoid confusion among
respondents, all of the items were measured using one to
5 pomnt Likert scale (Ackfeldt and Coole, 2005). For the
purposed of this study, attitude dimensions (reward,
necessity, confidence and safety) measures were adopted
from Urala and Lahteenmaki (2007), social influence
measures was based on Chan er al (2009) and
self-efficacy measures was based from Armitage and
Conner (1999) with modifications concerning the phrasing
of the items to suit the functional food context in this
study.

Self-admimstered questiommaire was distributed to
the respondents personally by using mall intercept survey

method. For data collection purposes, 800 questionnaires
were distributed to individual consumers in 12 shopping
which of 19 grocery
supermarkets/hypermarket such as Giant, Cold Storage,
Parkson and Isetan. Table 1 showed the list of selected
shopping malls, the number of questionnaires distributed
and overall response rate with a consideration of a 5

malls consists stores  or

percent margin of error (Sekaran, 2006). Out of 800, a total
of 452 responses were usable and used for subsequent
analysis, giving a response rate of 56.5%. The sample size
appears to be adequate and was comparable to several
studies uwsing adult consumers as the study sample in
Malaysia. Respective sample sizes for such studies were
439 (Teng et al., 2012) and 200 (Tssa et al., 2010). In this
study, the analysis was conducted using a general
functional food without any specification on different
categories since functional food is a new concept in
Malaysia.

RESULTS AND DISCUSSION

Background of the
background of the respondents, 70.4% of the respondents
are females and 29.6% are males. The majority of the
respondents (74.6%) are at the ages of 18-30 and 31-40.
Followed by respondents of ages 41-50 (22.3%) and
finally, only 3.1% respondents are above 50 years old.
With regards to the marital status of the respondents,

respondents: Regarding the

68.4% are married Those who are single constitutes
305 and 1.1% are divorced. In terms of monthly
household income, more than half of the respondents
(62.1%) had a household income of below RMS3001.
About 16.6% respondents have household income
between RMS5001-RM7000. Those with household
income between RM7001-RMO000 comstitute 11.1%
followed by 10.2% with a household income of RMS9000
and above.
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Table 2: Reliability coefficient for all of the variables

Variables Items Reliability
Consumer-behavioural intention 4 0.84
Reward 8 0.86
Necessity 6 0.91
Confidence 4 0.82
Safety 4 0.78
Social influence 4 0.82
Selt-efficacy 5 0.73

Table 3: Factors influencing consumer-behavioural intention (N = 450)

Independent variables B SEB B
Reward 0.44 0.05 0.48%*
Necessity 0.08 0.02 0.14%*
Confidence -0.03 0.04 -0.03
Safety -0.04 0.03 -0.06
Social influence -0.03 0.03 -0.05
Self-efficacy 0.24 0.04 0.26%*

R?=0.43; F=55.17, 0.00; 8ig.; **p<0.01; B = Unstandardised coefficient
beta; SEB = Standard Error of regression coefficient; 3 =Beta coefficient

Reliability test: Reliability test for all variables was shown
as in Table 2. The values of Cronbach’s Alpha were all
higher than the lower limit of acceptability (R*>0.60) as
recommended by Sekaran and Bougie (2009). Thus, it
shows that a highly reliable measurement for all of the
variables is obtained.

Multiple regression analysis: Multiple regression
analysis was undertaken on the antecedent factors of
behavioural intention to consume functional food; i.e.
rewards, necessity, confidence, safety, social influence
and self-efficacy. Table 3 showed that the relationship
between independent variables (consumer-behavioural
mtention) and dependent variable (antecedent factors)
was significant (F = 55.169; p<0.01). The model showed a
moderate relationship with antecedent variables explained
only 43% of the variation in consumer-behavioural
intention towards functional foods. The results indicated
that reward, necessity and self-efficacy were positively
influenced consumer-behavioural intention to consume
functional food. Therefore, hypotheses 1, 2 and 6 were
accepted. Whereas, confidence, safety and
influence have no significant influence on consumer-

social

behavicural intention and, leads to the conclusion that
hypotheses 3, 4 and 5 were not supported. The results
also explained that reward (p = 0.48) was the strongest
predictor of the consumer-behavioural intention, followed
by self-efficacy (p = 0.26) and necessity (p = 0.14).

The results showed that two out of three influences
of consumer-behavioural intention were found m the
attitude dimensions which are, reward and necessity. This
shows that Malaysian perceive  the
consumption of functional food as personally rewarding

COINSUINErs

mn terms of health benefits. Thus, it 13 necessary for them

to consume functional foods in order te maintain and
promote good health and well-being. Thus, it can be
said that Malaysian consumers perceive that functional
foods are essential in promoting a healthy lifestyle and
believe that people need to consume more functional
foods to stay healthy and ward off diseases. This result
1s congruent with Urala and Lahteenmalki (2007) and Chen
(2011) who reported that consumers showed a positive
attitude towards functional foods and regarded the
foods as rewarding particularly in health benefits,
health promoting and necessary to be consumed.
Landstrom et al (2007) stated that consumers who
experlenced both climical and placebo effects from using
functional foods have demonstrated a positive attitude
towards such foods. Thus, this shows that Malaysian
consumers’ acceptance of fimctional food 1s linked to the
strong beliefs and positive perceptions relating to the
positive effects and benefits from fimctional food
consumption

The other two dimensions of attitude; confidence and
safety were reported to be of no significance. This may be
due to the lack of confidence and trust among Malaysian
consumers in the safety of the food and in the claims of
its benefits by the manufacturers of functional foods. For
example, 1f the manufacturer of functional food claims that
the food can reduce the risk of diseases or promote
improved  well-being,
undetectable effects could create dissatisfaction and lack

unfulfilled  promises and

of confidence among Malaysian consumers towards such
food. This might hinder them from buying and consuming
functional food products. Thus, Malaysian consumers’
impression in functional food safety and benefits would
not determine the consumption of such food. This is in
line with Landstrom et al. (2007) who noted that safety of
functional food and consumer confidence seems to fail to
have an impact on consumer-behavioural intention
towards such food. In addition, Chen (2011) reported that
perceived safety towards possible harmful effects of
functional food does not influence the consumption of
functional food in general. However, the result contradicts
with the findings of previous studies. For example, Chen
(2011) reported that confidence in functional foods has
been found to be a crucial factor to consume such food
among Taiwanese consumers. This is consistent with
Urala and Lahteenmaki (2004, 2007) who found that
confidence m functional foods significantly influences the
intention to use functional foods after perceived reward.
Likewise, Verbeke (2005) reported that confidence in the
functional food that were said to have positive health
effects demonstrated a positive relationship with
consumers’ intention to consume functional food.
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The result also demonstrated that Malaysian
consumers’ self-efficacy has a positive relationship with
their behavicural mtention to consume functional food,
although the ability of self-efficacy to
consumer-behavioural intention was weak compared to

influence

reward. Thus, an increase in consumers’ self-efficacy
would enhance the behavioural intention to consume
functional food among Malaysians. This result 1s
comparable to Cox et al (2004) who reported that
self-efficacy seems to be the most important factor in
consumers’ intention to consume functional food.
Likewise, this 13 consistent with Armitage and Conner
(1999) who reported that self-efficacy independently
predicted the behavioural intention to consume health
foods among consumers m Umted Kingdom. These
results are also comparable to previous studies in
different contexts, such as a fruit and vegetable diet
(Povey et al, 2000), physical exercise (Weinberg and
Gould, 2007) and the mtention to get a mammogram
screemung (Tolma et al., 2006) that explamned the important
of self-efficacy as a significant predictor towards
consumer-behavioural intention. One plausible reason is
because generally individuals with lugh levels of
self-efficacy are more expected to make an effort to switch
their behaviour towards a healthy diet because they
believe they can succeed (Strahan et «l., 2002). This
indicates that mdividuals with strong self-efficacy have a
higher tendency to consume functional foods in their
everyday life in order to stay healthy. The significant
influence of self-efficacy on consumer-behavioural
mntention 18 probably due to the nature of the individual’s
strong nternal self-motivation. Thus, when people are
internally motivated to be healthy, they are driven to seek
healthy food, for instant functional food whereby they
believe that consuming such food can lead to health
benefits and healthy well-being.

Another antecedent that appears
significant consumer-behavioural
mtention to consume functional food among Malaysian
consurmers 1s social influence. This indicates that the
personal considerations to consume functional food for
one’s increased health are better predictors of intentions
than the social influence. One of the possible explanations
15 that individuals with a ligh level of health
consciousness and strong self-efficacy are more inclined
to participate in activities related to health in order to
maintain good health and excellent well-being, for
mstance to consume a healthy diet (such as functional
food, fruits and vegetables) and physical exercises. Thus,
the influence of others would be insignificant or less.
Another reason for the lack of a significant influence by
the social mfluence is more likely due to the human nature

to have no
relationship  with

of health survival, where, in general, individuals make
decisions on food choice based on their liking, ability and
suitability with their own body. This may be due to the
beliefs that consumers’ own behaviour can directly affect
their health (Rezai et al., 2012). Thus, individuals will only
consume foods that they think will satisty their wants and
needs as well as can provide benefits n terms of good
health and well-being. The result of this study was found
to be inconsistent with previous studies by Verbeke and
Vackier (2005), Chan et al. (2009), Smith and Paladino
(2010), Annmunziata and Vecchio (2011) and
Fitzgerald et al. (2012) who generally found that
significant others influence an individual towards healthy
food consumption such as functional foods, organic food,
fruits and vegetables. However, it is consistent with
Brewer et al. (1999) who noted that social mfluences did
not have any correlation with behavioural intention to
consume healthy food.

Furthermore, this study also reveals that the reward
from using functional food has the highest positive
influence on the level of consumer-behavioural intention
and the strongest predictor of behavioural ntention
performed by the Malaysian consumers, followed by
self-efficacy and necessity. This means that the stronger
the consumers’ belief mn the rewards they will receive
from using functional food (for example, promote their
well-being, performance, health and mood), the greater
their behavioural mtention would be. This 1s consistent
with Urala and Lahteenmaki (2007) who found that
perceived reward is the most unportant dimension of
atitude among Fmmnish consumers m influencing
behavioural intention to consume functional food. In
addition, apart from the strong belief among Malaysian
consumers in the necessity to consume functional food in
order to stay healthy as well as getting beneficial health
rewards, the behavioural intention to consume functional
food 15 also well effected by the beliefs in individual self-
efficacy, in other words, the belief that they can perform
the behaviour. Therefore, they are more responsive and
motivated to consume functional foods for better health
and to promote well-being and a higher achievement in

life.
CONCLUSION

The result from regression equation on six antecedent
factors of consumer-behavioural ntention among
Malaysian consumers, which are: reward, necessity,
confidence, safety, social mfluence and self-efficacy,
concludesthat only three factors appeared as significant
predictors of consumer-behavioural mtention-reward,
necessity and self-efficacy. The result also shows that the
reward from using functional food was the strongest
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predictor of the consumer-behavioural intention, followed
by self-efficacy and necessity. Another three
antecedents-confidence, safety and social
influence- appear to have no significant relationship with
consumer-behavioural intention.

Therefore, out of the six hypotheses tested, three
hypotheses were accepted. In other words, three
antecedents were positively related to
consummer-behavioural intention (1.e., reward, self-efficacy
and necessity). Whereas the hypotheses formulated for
the relationship between consumer-behavioural mtention
and confidence, safety and social influences, did not
appear to be supported. Even though three of the
hypothesised relationships were not supported n this
study, the results are extremely meanigful because they
focus on only the most salient effects. In addition, the
results showed that concurrent analysis of antecedents
caused some of the antecedents to become less
umportant.

The finding would shed further light on the
knowledge in the area of functional food consumption
behaviour, especially when it comes to discussing the
relationship between attitude dimensions (lLe. reward,
necessity, confidence and safety), social influence and
self-efficacy on consumer-behavioural mtention to
consume functional food among Malaysians. Thus,
marketers and the government of Malaysia can use this
information in promoeting functional food buying and
consummption, as well as practicing a healthy diet and a
healthy lifestyle among Malaysians.
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