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ABSTRACT  
Background: Food choice for food safety and consumption behavior are imbued with social rules and meaning. Religion is one of the main 
factors determining food safety, avoidance, taboos and special regulation particularly with related to the chicken meat consumption of 
Malaysian consumers. Objective: The paper is to investigate the factors affecting the green and Halal foods of the chicken meat 
consumption in attaining consumer food safety in Malaysia based on the consumer planned behavior theory. Results: Based on the theory, 
the customers determined the factors are natural content, convenience, knowledge of Halal and green foods issue, familiarity, price 
consciousness for consumer food choice, in attaining consumer food safety and also attitude towards purchasing as the mediating variable of 
the intention to purchase towards green and Halal foods of the chicken meat consumption in Malaysia. Conclusion: The study would be 
more people conscious about for their green and Halal foods by looking forward their health, safety and hygiene foods based on the chicken 
meat consumption. Thus, it is also more profitable created for the niche market – as well as for the world green and Halal food market. 
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INTRODUCTION 
 

Food choice for food safety and health of the consumption behaviour are imbued with social rules and 
meaning. Religion is one of the main factors determining food avoidance, taboos and special regulation 
particularly with respect to meat consumption. Malaysia is a multiracial country with various ethnic groups and 
religious. In view of this, the issue of Halal/haram is of great importance, as many non-Muslims do not 
understand the Islamic dietary codes and rules. Determining the Halal status of a product goes beyond ensuring 
that food is pork-free or that it does not contain an alcoholic ingredient. Moreover, Malaysia also imports food 
and consumer products form non-Muslim countries whose Halal status is unknown. Muslims around the world 
face a similar problem when they consume or import food from non-Muslim countries. These food and 
consumer products could well contain haram substances, as the manufacturers in the foreign countries and 
importers/exporters may not understand the concept of Halal/haram as required in the Muslim countries.  

On the other hand, Malaysia also faced a great challenge to ensure a balance between development and 
environmental sustainability [1]. The air quality status in Malaysia is different according to the population area, 
traffic conditions, geographical locations and the industrial and commercial activities [2]. As the results, food 
safety awareness is very important factors while purchasing food products [3].  

There are many factors contribute to food safety concern. They can be named as the inadequate access to 
clean and safe water, increasing use of pesticides and other chemicals in agriculture, excessive food additives in 
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food processing and lack of consumer education [4]. The green foods concept refer to foods that are safe to be 
consumed, fine quality and nutritious food produces under the principle of sustainable development. However, 
green purchasing behaviors are different from country to country. The concept of green is still very new to 
Malaysian people although green campaign has been carried out for quite sometimes and the market for green 
products in Malaysia is at the infancy stage.  The objective of the study is to investigate the factors affecting the 
green and Halal foods of the chicken meat consumption in attaining consumer food safety in Malaysia based on 
the consumer planned behavior theory. Those factors are natural content, convenience, knowledge of Halal and 
green foods issue, familiarity, price consciousness for consumer food choice, in attaining consumer food safety 
and also attitude towards purchasing as the mediating variable of the intention to purchase towards green and 
Halal foods of the chicken meat consumption in Malaysia. 

Here, the concept of halal refers to the manner of producing goods and services in the manner approved by 
Islamic law or syariah. This involves not only foods products and food preparation but also pharmaceutical 
products and financial practices. The halal food industry is thus crucial for Muslims all over the world as it 
serves to ensure then that the foods items they consume daily are syariah compliant. Malaysia is a leader in the 
halal food benchmarking. This is because a single halal standard is applied throughout the country with the 
result that the Malaysian standard has become the basis for the development of the world’s halal food industries. 
The positive outlook on Malaysia’s competitive edge in the halal food industry is echoed by subsequent 
measures taken by the government. Among these was the conception of a Halal Master Plan addressing issues 
of certification, sectored development, Halal integrity, implementation, timeframes and responsibilities. The 
Master Plan envisages three phases of the roll-out from 2008 to 2020 (Fig 1). In similar vein, the Third 
Industrial Master Plan (IMP3) of 2006 estimated the annual global market value for both food and non-food 
halal products at USD2.1 trillion. This market prospect Malaysia’s food manufactures were encouraged to forge 
joint ventures with established food manufactures, particularly from Australia and New Zealand, to service the 
ASEAN, Middle East, European and US markets which have sizeable Muslim populations. Local halal food 
products can gain easy access into these halal markets as Malaysia’s Halal Certification is globally recognized.  
 

 
 
Fig. 1: Phases of the Halal master Plan for Malaysia (Source; Halal Industry Development Corporation, 2013) 

[5]. 
 
The world Muslim population is approaching 1.6 billion people. Muslims are expected to account for 30% 

of the world’s population by 2025. There are around 1.3 billion Muslims in the world and 1.5 billion halal 
consumers, which means that one out of every four human being consumes halal products. The difference of 0.2 
billion between the halal consumers and Muslims is accounted for by non-Muslims living in Muslims majority 
countries where most foods are Halal, such as Indonesia and Bangladesh. Recently, Southeast Asia and the 
Middle East are the two strong markets for Halal products [6].  

The study is to investigate the factors affecting the green and Halal foods of the chicken meat consumption 
in attaining consumer food safety in Malaysia based on the consumer planned behavior theory(TPB), and other 
supporting theories of organic buying behavior at the point-of-purchase (POP) and concept of willingness to 
purchase green and Halal foods in attaining consumer food safety of the chicken meat industry in Malaysia.  

 
Theory of Planned Behavior (TPB): 

The theory of planned behavior is an extension of the theory of reasoned action [7] made necessary by the 
original models limitation on dealing with behaviors over which people have incomplete volitional control. As 
in the original theory of reasoned action, a central factor in the theory of planned behavior is the individual’s 
intention to perform a given behavior. Intentions are assumed to capture the motivational factors that influence a 
behavior, they are indications of how hard people willing to try, of how much of an effort they planning to exert, 
in order to perform the behavior, they more likely should be its performance. It should be clear, however, that a 
behavioral intention can find expression in behavior only if behavior in question is under volitional control, i.e., 
if the person can decide at will perform or not perform the behavior. Although some behaviors may in fact this 
requirement quite well, the performance of most depends at least to some degree on such non-motivational 
factors as availability of requisite opportunities and resources (e.g. time, money, skills, and cooperation of 
others).   
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Intention and behavior is the evidence concerning the relation between intentions and actions has been 
collected with respect to many different types of behaviors, with much of the work done in the framework of the 
theory of reasoned action. Good example can be found behaviors that involve a choice among available 
alternatives in Fig 2. 

 
Fig. 2: Theory of Planned Behavior (TPB) (Source; Ajzen, 2002).[7] 
 
Concept of Willingness to Purchase Green Products referred it in the Fig 3. 
 

 
 
Fig. 3: Organic Buying Behavior at the Point-of-Purchase (POP) (Source; J. Henryks et al., 2014).[8] 
 

Environmentallyconcerned behvior has been given various names, example eco-friendly behavior, socially 
responsible behavior, etc., and consumers possessing this behavior have been labeled as green consumers, 
socially coscious consuemrs, etc. [8]. By providing knowledge on green consumption choices is the onus of the 
marketers. Although higher price and limited availability may discourage consumption green products, there is a 
growing amount of enivende showing that consumers are choosign products or avoiding others based on their 
impact on the natural environemnt [9]. Due to the complecities of green products and business practices, 
marketers do experience difficulty in convincing consumers [10]. Eco-labeling is well knowen and respected 
among consuemrs, and it could be very useful formarketers to differentiate themselves in Fig 4. Self-declared 
eco-labels have a positive effect on market efficiency, and sellers stand to benefit.  

Generally, consumption is intended to make life easier and more confortable, which may itself act as an 
impediment to green consumption as it means sacrificing consumer comforts. Another important component of 
environmental rsponsibility is thewillingness to act. Willingness to act, inferred as the locus of control pervades 
the arena of green consumption, as green purchasing behavior depends on the individual’s intention to purhcase 
green products [9]. Consumers’ attitudes toward green purchases, in turn, are also found to affect their actual 
green purchase behavior vie the mediator role of green purchase intention.  

Making eco-labeling mandatory is one measure in the hands of the governments, and realistic appealing to 
the saner senses of the consumers on the behefits of green consumption by the companies are twin steps that can 
make green purchases more popular. Eco-labeling encouraes green products, and it can be used bt marketers for 
product differentiation and to gain competitive advantage.  
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Fig. 4: Concept of Willingness to Purchase Green Products(Source; Rajyalakshmi Nittala, 2014).[11] 
 
Methodology: 

In this study, it will be used by simple random sampling, which is every element in the population, have a 
known and equal chance of being selected as a subject. When draw the elements from the population, it is most 
likely that the distribution patterns of the characteristics. That is interested in investigating of the population and 
it is also likewise distributed in the subjects draw for the sample. The target population will be (i) supermarkets 
such as AEON, Isetan; (ii) restaurants and hotels; (iii) wet markets and concept shop; and (iv) patients and 
pregnant women. The target population will be around 20,000 customers. Randomized sample of 500 
respondents will be interviewed by using the structured questionnaires to test their attitude towards green and 
Halal concepts. The questions will be measured by using Likert scale 1 to 5 (1 represent totally disagree and 5 
represent totally agree). 

 
RESULTS AND DISCUSSION 

 
Malaysia is largely self-sufficient in poultry meat production. Output is expanding slowly, in line with 

expectations for domestic demand growth. As the primary protein source for a majority of the population, per 
capita consumption is very high. Almost all feed inputs and most of the genetic stock is imported. All imported 
poultry meat must approve to meet strict Halal slaughter and handling requirements. Poultry meat production, 
consisting almost entirely broiler meat, is expected to grow a moderate rate of 2% in 2014, with production 
forecast at 1.44 million tons [12]. Although the industry has the capacity to grow further, rising cost of 
production are limiting growth. A reduction in fuel subsidies, depreciation of Malaysia ringgit, and 
implementation of minimum wages in 2013 are all factors that have led to higher production cost in 2014. . 
Table 1.1 shows the poultry meat supply and distribution (MT) in Malaysia from Year 2012 - 2014.  

 
Table 1: Poultry Meat supply and Distribution (MT) in Malaysia from Year 2012 - 2014 

 2012 2013 2014 
Production 1,374,500 1,408,862 1,437,039 
Imports 52,595 53,600 54,000 
Total Supply 1,427,095 1,462,462 1,491,039 
Domestic Consumption 1,394,598 1,431,062 1,459,039 
Exports  32,497 31,400 32,000 
Total Distribution 1,427,095 1,462,462 1,491,039 

Data sources; Global Agricultural Information Network (GAIN, 2015).[12] 
 

The study investigated the factors that led to the positive intention to purchase of green and Halal foods of 
chicken meat consumptionin attaining consumer food safety in Malaysia.  Moreover, this can be used as the 
basis for marketing campaigns promoting to consume the green and Halal chicken meat product. As 
understanding of consumers’ needs will be enable producers to act quickly on market changes from fluctuating 
consumers’ demands. It will also provide valuable guidance to marketers and industry players regarding meats 
quality. The Ministry of Agriculture and Agro-Based Industry Malaysia (MOA) has formulated the National 
Agro-Food Policy [13] with its focus to enhance national production in livestock industry for national food 
security. By attempts to provide information specific to the chicken industry, there is a need quality policies 
specific to the chicken industry since it is the highest consumed meat in the nation. The policies should also 
consider towards chicken meat quality and healthy food. For safety cues, practice protocol for quality 
management is essential. JAKIM is the government body responsible for production of Halal and quality foods. 
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Last but not least, the trust of consumers on quality production would help consumes in their buying decisions. 
Overall, all concerned with consumers’ expectation on quality, thereby improving smooth movement of the 
product along its supply chain as well as increasing competitiveness.  

According to Rajyalakshmi Nittala [11], in her study of Green Consumer Behavior of the Educated 
Segment in India, she found that environmental concern was not significantly associated with willingness to 
purchase green products. Besides that, she found a negative association for green food consumption behavior, 
which indicated that the teachers’ willingness to go for green purchase was negatively influenced by their 
comfort as the teachers feels that the plastic bags were more convenient and should not be banned and they 
purchased low-priced products regardless of their impact on society. Lastly, teachers believed that frequent 
change of consumer durables causes environmental pollution. To increase the sales of their products, marketers 
should convince the teachers to exchange their products for new ones and that the old products could be 
recycled. The exchange benefit offered should be above the differential threshold level so that the teachers 
(consumers) could perceive that benefit of exchange of their old products.  

According to Henryks, J., et al., [8], they found that the points of purchasing inconsistency in consumer 
choice patterns of the organic foods. They also mentioned about the factors could be influenced to purchase 
either in isolation or in combination of the organic foods. For instance, a consumer may go into a retail outlet 
planning to purchase organic chicken for dinner (intention) but be deterred by its premium price (price) or be 
unable to find it on the shelf (visibility). However, not all of these factors were under the marketer’s or retailer’s 
control. Factors were such as ensuring consistent availability of organic food in retail outlet, and organic 
products. They were having in prime shelf positions, stocking fresh product (removing limp and spoiled 
produce), and having clear labeling of organic products. They will all serve to facilitate the purchase of organic 
food. However, it should be noted that each of these factors shape switching behavior to different degrees, often 
depending on contextual factors.  

According to Siti N. I., et al., [14], they explained about the competitiveness of the consumer perspective 
on chicken meat quality based on sensory characteristics. Based on their results, the majority of consumers 
agreed that quality and taste werethe important criterion to full satisfaction on buying decision. The level of 
awareness among consumers differs across age, gender, race and income groups. Consumers perceived that 
color, size, springiness, chicken aroma, fatty/oily taste, sweetness, visible fact, tenderness, and fibrousness were 
influenced perception towards chicken meat quality. Tenderness attribute of chicken meat was the major factor 
of chicken meat quality found influencing consumers’ buying decision.    

Based on the theory, the study determined the factors as natural content, convenience, knowledge of Halal 
and green foods issue, familiarity, price consciousness for consumer food choice, in attaining consumer food 
safety and also attitude towards purchasing green and Halal foods as the mediating variable of the intention to 
purchase towards green and Halal foods of the chicken meat consumption in Malaysia as follows. Also it 
included the demographic profile such as age, education, religious to the intention to purchase towards green 
and Halal foods of the chicken meat consumption in Malaysia.  

 
Natural Content: 

Grunert and Wills [10] have investigated consumer response to nutrition information on food labels in 
European countries. The results show that consumers understand the link between food and health including the 
use of nutrition information, and most consumers understand the common signposting formats. According to 
Steptoe A., et al. [15], natural content would be appeared that general health-promoting aspects of nutrition. It 
was perceived as distinct from concern related to toxins and the ingestion of unnatural ‘non-foods’ added for 
cosmetic reasons. It could be argued that additives and artificial ingredients were frequently incorporated into 
foods as preservatives, and may therefore have beneficial properties in preventing consumption of foods that 
had decayed.  

 
Convenience: 

Convenience is determined by whether the consumers can find the green chicken meat products which are 
physically located in their areas. Consumers may avoid certain sections of a retail environment if they felt those 
sections to be irrelevant to their shopping needs [2]. In some supermarket, organic food is placed in a separate 
section, whereas it is integrated within the store (for example, organic tinned tomatoes with conventional tinned 
tomatoes). Hence, in a store where the organic products are kept separate from the conventional ones, if a switcher 
considers the aisle with the organic section to be not important to their current shopping needs. They may avoid the 
area and not be exposed to the organic products.   

 
Knowledge of Green and Halal Food Issues: 

The Malaysian government is encouraging people to go green through green campaigns, the green ministry, 
and environmental education. This phenomenon has attracted some members of the food industry and marketers 
to produce more environmentally and friendly or eco-labeled food products. For the Malaysian consumers, the 
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availability of eco-labels on products in the market increases their growing awareness of environmental 
protection with their purchases, and this has become a subject of acute interest [16]. Today, environmental 
knowledge is on the rise. Many laws have come into force. Even so, the land and forest cover have decreased, 
fresh water resources are polluted, groundwater levels have decreased and air pollution increased, they are 
leading to a rise in several diseases [17]. Moreover, technological innovations, such as development of 
alternative fuels, energy-efficient appliances, and recycling of waste materials can reduce environmental 
degradation and offer remarkable gains in conserving resources and reducing pollution, but many scientists and 
environmentalists hold that solutions to environmental problems did not lie in technology alone[18]. They 
suggested that individuals with a higher level of environmental concern may more likely engage in ecologically 
conscious consumer behavior. For the environmentally concerned consumer, reducing current consumption 
amounts was not the only option today, as green alternatives for many products were available. Providing 
knowledge on green consumption choice was the onus of the marketers. Although higher price and limited 
availability may discourage consumption of green products [19] there was growing amount of evidence showing 
that consumers are choosing products or avoiding others based on their impact on the natural environment [17]. 
Moreover, environmental certification strengthened confidence in a product’s ecological claims. This would 
also help to improve the brand attitude and brand equity [20]. Last but not least, education is an important 
demographic variable influencing consumer behavior. The general perception is that education plays an 
important role in encouraging change and that educated consumers are more socially responsible.  

 
Familiarity: 

According to Steptoe A., et al. (2005)[15], familiarity included items concerning how important it is for the 
person to eat their accustomed diet, rather than being adventurous on food choices. A positive association 
between familiarity and mood was observed, suggesting that people whose dietary selection was influenced by 
the need to regulate stress responses also prefer familiar foods. Familiarity was one of the few factors not to 
differ on average between men and women. It was, however, related to age, since it appears that older people are 
less adventurous in their choices. Associations were also observed between familiarity and income, with 
significantly higher familiarity ratings among people with lower incomes. It may be that as incomes increase, 
people are less bound to buy only food they know about, and can afford to take greater risks with food selection. 
For the financially less well off, the consequences of an unfortunate choice are more severe, and people will be 
more likely to select what they know they like.  

 
Price Consciousness: 

One of the most cited barriers to the purchase of organic food was its premium price. Organic switchers 
perceived organic food to be more expensive than conventional food. The higher price of organic food was 
noted by most participants. However, consumer lifestyles were changing. The availability of more expendable 
income had led to increased willingness towards higher payment for quality meat. Price no longer was the sole 
indicator to food quality, especially in food markets [16]. Income has thereby become one of the most important 
variables affecting meat consumption. Almeida et al. (2009)[4], explained that consumers with bigger economic 
power have greater perception and awareness. Besides that, Limet al. (2006)[20], household income, household 
size, household structure, education, gender, age, race ethnicity, location and season are factors that affect meat 
consumption patterns and awareness levels.  

 
Attitude towards Purchasing: 

Attitude refers to the degree to which a person has favorable or unfavorable evaluation or appraisal of the 
behavior in question [21]. According to Ajzen (2011)[22], attitude alone was often a poor predictor of 
behavioral intention or marketplace behavior. Purchasing intention had been widely used by academic 
researchers as an alternative to measuring purchasing behavior. Purchasing intention and consumption intention 
of new products in the future were used to determine the worthwhile to launch for a new product [23]. Hence, 
the term intention to purchase was used to measure the actual behavior of consumers in purchasing green and 
Halal chicken meat products. Therefore, TPB was also used to explain the consumer intention to purchase green 
and Halal chicken meat products for this study [24].  

 
Conclusion:  

Chicken meat production in Malaysia is sufficient to meet the country’s demand [12]. Meats are the 
important component in the Malaysian diet, especially as a source of protein intake. The rapid population 
growth, increasing rate of female labor participation, increasing rate of urbanization, improved per capita 
income, and changes of lifestyle appear to have a significant impact on chicken meat consumption and 
consumer demand. The demand for high-quality chicken meat in Malaysia will potentially keep increasing in 
coming years. In addition, the increasing consumers’ awareness on health issues has also caused them to be very 
sensitive to food intake or consumption. The is important as attitude, subjective norms and perceived behavioral 
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control will have an effect on the intention to purchase green and Halal chicken meat products for consumption, 
and this will lead to purchasing behavior of chicken meat products for consumers. Moreover, the motivation to 
purchase green and Halal chicken meat products were the perceived health, taste, environmental benefits, and 
the chemical-free nature of chicken meat products. Although some of these motivations were reasons for 
purchasing green chicken, they did not always translate to actual purchase at a specific shopping event. 
Identifying general motivations as to why people intention to purchase may be helpful in understanding switcher 
buyer behavior.   

Therefore, the study would be more and more people conscious about for their green and Halal foods by 
looking forward their health, safety and hygiene foods based on the chicken meat consumption. Thus, it is also 
more profitable created for the niche market – as well as for the world green and Halal food market.  

 
REFERENCES 

 
[1] Tan, B.C and T.C. Lau, 2010. Attitude towards the Environment and Green Products: Consumers’ 

Perspective. Management Science and Engineering, 4(2): 27-39. 
[2] Radam, A., L. Cher, M.N. Shamsudin, Z. Mohamed and J. Selamat, 2007. Consumers’ Perception and 

Attitude towards Food Safety: The Case of Meat Consumption, The ICFAJ Journal of Consumer Behaviour, 
2(2): 26-38. 

[3] Nolila Mohd Nawi and Nurul Izati Mohd Nasir, 2014. Consumers’ Attitude Towards the Food Safety 
Certificate (FSC) in Malaysia. Journal of Food Products Marketing, 20(1): 140-150, 
DOI:10.1080/10454446.2014.921879 

[4] Almeida, I.L., A.M.R. Junquera and L.H.B. Zamudio, 2009. Consumers’ Evaluation and Perception of 
Chicken Meat Quality in Brasilia, Brazil as a Function of Family Income. International PENSA Conference, 
Sao Paulo, Brazil. 

[5] Halal Industry Development Corporation, 2013. http://www.hdcglobal.com/publisher/alias/?dt.driverAction 
=RENDER&pc.portletMode=view&pc.windowState=normal&pc.portletId=Newslatest.newsPortlet. 

[6] Riaz, M.N. and M.M. Chaudry, 2004. Halal food production. CRC Press L.L.C. Boca Raton, FL. 
[7] Ajzen, I., 2002. Perceived Behavioural Control, Self-efficacy, Locus of Control, and the Theory of Planned 

Behaviour. Journal of Applied Social Psychology, 32: 665-683. 
[8] Henryks, J., R. Cooksey and V. Wright, 2014. Organic Food at the Point of Purchase: Understanding 

Inconsistency in Consumer Choice Patterns. Journal of Food Products Marketing, 20(5): 452-475, 
DOI:10.1080/10454446.2013.838529. 

[9] Chan, R.Y.K., 1999. Environmental Attitudes and Behavior of Consumers in China: Survey Findings and 
Implications. Journal of International Consumer Marketing, 11(4): 25-52. 

[10] Grunert, K.G. and J.M. Wills, 2007. A Review of European Research in Consumer Response to Nutrition 
Information on Food Labels. Journal of Public Health, 15: 385-399. 

[11] Rajyalakshmi Nittala, 2014. Green Consumer Behavior of the Educated Segment in India. Journal of 
International Consumer Marketing, 26(2): 138-152, DOI: 10.1080/08961530.2014.878205 

[12] Global Agricultural Information Network (GAIN), 2015. http://www.thepoultrysite.com/reports/?id=3567 
[13] National Agro-Food Policy, 2011-2020. National Agro-Food Policy (NAP). Retrieved from 

http://www.akademisains.gov.my/download/workshop/obesity/paper8.pdf 
[14] Siti, N.I., H.K. Nitty, A.L. Ismail and M.N. Nolila, 2014. Enhancing Poultry Industry Competitiveness: 

Consumer Perspective on Chicken Meat Quality Based on Sensory Characteristics. Journal of Food 
Products Marketing, 20(1): 102-121, DOI: 10.1080/10454446.2014.921817 

[15] Steptoe, A., M. Tessa Pollard and Jane Wardle, 2005. Development of a Measure of the Motives 
Underlying the Selection of Food: the Food Choice Questionnaire. Appetite, 25: 267-284. 

[16] Hitijah, H., 2006. Food Safety from the Asian Consumer Viewpoint. Retrieved from 
http://www.selamt.wur.nl/NR/rdonlyres/FCE12B29-
0F4E4D9B98CCC63DC64852A0/122397/FoodSafetyfromAsiahatijah.pdf.  

[17] Hofstede, G.H., 1991. Cultures and Organizations: Software of The mind. London: McGraw-Hill. 
[18] Krishna, N., 2011. Awareness Up but More Green Action Needed. Times of India. 
[19] Laroche, M., J. Bergeron and G. Barbaro-Forleo, 2011. Targeting Consumers Who are Willing to Pay More 

for Environmentally Friendly Products. Journal of Consumer Marketing, 18(6): 503-520.   
[20] Lim, B., S. Yen and C. Davis, 2006. Consumer Knowledge and Meat Consumption in the US. International 

Association of Agricultural Economists, 2006 Annual Meeting, Queensland, Australia. 
[21] Pham, T.T.L., 2009. The Effect of perceived Risk on Attitudes, Intention and Consumption of Fish in Hanoi. 

Master’s thesis, University of Tromso, Tromso, Norway.  
[22] Ajzen, I., 2011. The Theory of Planned Behavior: Reaction and Reflection. Psychology and Health, 26: 

1113-1127. 



57                                                        Toong Foo Weng and Aye Aye Khin, 2016 
Advances in Environmental Biology, 10(1) January 2016, Pages: 50-57 

 

[23] Olsen, S.O., M. Heide, D.C. Dopico and K. Toften, 2008. Explaining Intention to Consume A New Fish 
Product: A Cross-generational and Cross-cultural Comparison. Food Quality and Preference, 19: 618-627. 

[24] Yuhanis, A.A. and N.V. Chok, 2012. The Role of Halal Awareness and Halal Certification in Influencing 
Non-Muslims’ Purchasing Intention. Paper presented at the 3rd International Conference on Business and 
Economic Research Proceeding, Indonesia. 


