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Abstract 

Organic fast food among the Malaysian consumers is an emerging theme of discourse. As more people are eating 
foods bought from fast food restaurants, this eating out lifestyle further heightened the problems of unhealthy 
eating and unbalanced diets (Azlina et al., 2011). So, to help consumers improve their personal wellness, fast 
food restaurants should consider various organic meals into their extended services. Indeed, this work intends to 
weigh into the proposed factor (TPB constructs; subjective norm and perceived dominance and brand personality 
dimensions; sincerity, excitement, competence, sophistication and ruggedness) towards purchase intention of 
organic fast food in Malaysian perspective. The outcomes distinguish that three of the factors have a significant 
positive association with organic fast food intention to purchase normally, sincerity, competence and 
sophistication. Hence, the outcome proposed that the strongest ingredients in this relation are sincerity. Therefore, 
the researchers agreed that fast food operators may successfully incorporate brand personality variables such as 
sincerity, competence and sophistication to influence on the formation of customers’ intention of organic fast 
food. Hence, this study successfully develop theoretical and pragmatic aspects to discover the purchase intention 
of organic fast food on the perspective of Malaysian consumers’.  

Keywords: organic food, fast food, brand personality, green purchase intention, subjective norm, perceived 
behavioural control, theory of planned behaviour (TPB) 

1. Introduction 

Nowadays, a hundred millions of people without giving a much thought of their purchases bought a fast food 
every day (Janet, 2008). Jill (2004) stated, fast foods as a broad term used for a limited menu of foods that 
provide themselves to production-line techniques and products such as burgers, pizzas, chicken or sandwiches 
tend to specialize by suppliers. Meanwhile, Ehsan (2012) defined the fast food market as the sale of food and 
drinks for immediate consumption either on the premises or in designated eating areas shared with other food 
service operators or for consumption elsewhere. Mashhadi (2012) indicated that the fast food is low price, fast 
service and suitable places for eating. Hence, fast food consumption is getting popular, especially with younger 
people (Ehsan, 2012). Nonetheless, when fast food is growing, diet food consumption also growing in popularity 
through rising health awareness among consumers (Chang & Roth, 2001) thereby, the phenomenon of 
consuming organic food has emerged since people are starting to be cognizant of the importance of eating a 
healthy food in their daily life (Follows, 2000). 

Asian eating habits are changing to emulate those of the West since the coming of globalization and this is why 
the use of fast food is likewise on the rise (SMEDA, 2006). Healthy lifestyle highlighted the slogan; “back to 
nature” that has become a cause for universal order. This tie is based that everything coming from nature is good 
and advantageous and also ensures an existence of equilibrium between human and nature (Chang & Roth, 2001). 
According to Budi Suprapto (2012), organic food has been accepted in Malay since around year 1992. National 
Organic Standards Board of the U.S. Department of Agriculture (USDA, 2000) concluded that the organic food 
is a variety of agricultural products that can produced organically, including produce of grains, meat, poultry, 
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eggs, dairy products and processed food products as it must be produced without the use of modern synthetic 
inputs such as sewer-sludge fertilizers, more synthetic fertilizers and pesticides, genetic industrial 
(biotechnology), hormones growth, antibiotics and are not processed using irradiation, industrial solvents, or 
chemical food additives (Justin, 2012). Kihlberg and Risvik (2007) found, the organic food tastes better than 
conventional by the bulk of organic consumers. Moreover, Chen (2009) stated that the organic foods usually 
contain less harmful additives and more nutrients than conventional foods and they hold no other danger of food 
intoxication. Hence, additives in organic food products are firmly controlled and restricted since it represents the 
difference between organic and non-organic food (Heaton, 2002). 

The worldwide marketplace for organic food reaches US$69.2 billion, compared to the previous year, which is 
up US$4 billion in 2011 as stated by Research Institute of Organic Agriculture (FiBL, 2012) while in Malaysia 
organic market is comparatively young. Nevertheless, the need for organic food is dramatically increased in 
Malaysia since the changes in consumers’ lifestyle and eating pattern to choose the intellectual nourishment that 
is healthy, eco-friendly and concerns towards food consumption and environmental issues (Zeinab, 2012). 
Consumers in Malaysia become more health conscious of their foods in daily life (Jane, 2012) since they have 
found out some lack in the conventional food safety (Shaharudin, Pani, & Suhardi, 2010). 

Thus, this study describes and reviews the TPB model (Theory of Planned Behaviour) in predicting individual’ 
intention to execute a particular behaviour. Furthermore, as a means to expand the original TPB model, we 
investigated the added amount of brand personality into the TPB construct to measure the intention to purchase 
of organic fast food by Malaysian consumers. The brand personality is considered to be an indispensable piece of 
fast-food restaurant business that defined as a “branded convenience food” (Suvenus, 2009). The brand 
personality theory is founded on the idea that in guild to render substance to the product, people attaches human 
characteristics to a brand, thereby providing managers anticipate on this feeling by giving these human 
characteristics to their ware in their merchandising schemes. Above all this research investigated the impact of 
subjective norm, perceived control, sincerity, excitement, competence, sophistication, ruggedness and purchase 
intention on organic fast food that is put on to flourish in the Malaysian market. 

2. Theoretical Background and Hypothesis Development 

Purchase intention as point out by Shaw and Constanzo (1983), is a good predictor for behaviour (Aertsens, 
Verbeke, & Huylenbroeck, 2011) while Ajzen and Madden (1986) stated that intention variable plays an crucial 
role toward behaviour because intention is considered as a mediator of motivational factors that have an impact 
on a behavior (Ajzen, 1991). As Organic food production and buying (behaviour) interest has increased in recent 
years among the consumers , therefore, several empirical studies on this market have been tackled since the 
organic food market has set about growing trend (Anssi, 2005). 

As Ferber and Priskie (1965) point out, the intention-purchase relationship has attracted many of empirical 
studies highlighting significant inconsistencies between purchase intention and purchase behavior (Tirtiroglu & 
Elberk, 2008). Moreover, Chong (2013) found that organic purchase intention is conceptualized as the possibility 
and willingness of an individual to give preference to products that having eco-friendly type over other 
conventional products in their buying consideration. Organic purchasing is defined as purchasing goods and 
services which have less harmful for environmental and human health (Lee, 2009) while as stated by (Mostafa, 
2007), organic purchase behaviour relates to the use of the products and services which are useful to the 
environment, recyclable and responsive to ecological concerns. Sheppard (1988) point out that the relation 
between intentions and activities has been composed with respect to many different types of behaviours as cited 
in (Anssi, 2005). Thus, the intentions to purchase organic fast food are significant predictors of actual behaviour 
in this study. 

Fisbein and Ajzen (1975) asserts, using planned behaviour theory, the word of intention can be explained which 
assumes that humans always have a purpose in acting. Thus, since the purchase intention helps most organic 
food producers to key out the behaviour of customers and their perceptions into the merchandise then it is 
something crucial to concentrate on (Magistris, 2008) since intention shows how tough a person is to make some 
attempts. Studies (Anssi, 2005) have demonstrated that the intentions of buying organic food to the behaviour is 
positive and has been proven that the efficacy of the TPB of organic food consumption. In addition, TPB more 
recently often been applied in the range of food choice and to model organic food selection (Magistris, 2008). 
While Chen (2007) studied that subjective norm and perceived control significantly boost the consumer’s 
intention to buy organic foods. 

While brand personality is an attractive and appealing concept in the market today that described it as one of the 
core dimensions of the brand identity and perhaps as the closest variable to the consumers’ decision making 
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process of buying and it also refers to the thought that relationships are imperative in community life (Rajagopal, 
2006). Otherwise, Aaker (1997) defined Brand personality as “the circle of human characteristic associated with 
a trade name” and it’s conceived to be an important element for the success of the trade name in terms of taste 
and choice (Rajagopal, 2006). Hence, customers’ attitudes and behaviours towards the stigma will reflect on 
brand, personality which may regard on the consumer tendency in connection with the brand and ultimately 
affect purchase likelihood (Aaker, 1996). So, the factors that contribute to describe the purchase behaviour of 
environment-friendly merchandise, especially organic food, still need to be further explored. Figure 1 presents 
the theoretical framework of the study. 

2.1 Subjective Norm 

Subjective norms on customer intention are understood as the external factors’ effects and refers to the “an 
important individuals or groups referent that likelihood given either approve or disapprove to performing a 
behaviour” (Ajzen, 1991). Taylor (1999) reported that a subjective norm is a proficient interpreter of behaviour 
when an individual’s actions affect some other person’s benefit. Conversely, Lapinski, Rimal, DeVries and Lee 
(2007) establish that the issue of subjective norms is insignificant when only one individual affected in the 
arriving at a selection. Withal, the subjective norms’ role was obscure in a previous survey of purchase design 
and behaviour of organic food, especially regards to forming the behaviour (Ajzen, 1991). Recent surveys also 
point to the impact of “subjective norm” on the attitude towards buying organic food (Aertsens, Mondelaers, & 
Van Huylenbroeck, 2009). According to Eagly et al. (1993) subjective norm perform a behaviour with a 
consumer’s motivation to construct the first moments of an important person such as family, friends and 
significant others (Yangui, Font, & Gil, 2013). Rather, consumers will have more intention on purchasing 
organic foods if the significant people of them think organic foods are safe. Conversely, they will have poorer 
intention if those people important for they believe organic foods are unfit. Therefore, the consumers’ intention 
to purchase organic fast food will increase when the intention of important person surrounding them rises since 
the organic foods are supposed as healthier and environmentally friendly rather than conventional foods (Chong, 
2013). 

According to Ajzen (2006), subjective norm is a person's social pressure to engage in behaviour and it is said to 
be decided by the full set of reachable normative beliefs regarding the potentials of individual referents (e.g. 
Family or friends). Chen (2007) point out; applied to organic food consumption; it is positively related between 
the consumers’ intention of organic food and their subjective norm. Conversely, Anssi Tarkiainen (2005) stated, 
subjective norm and intention to buy organic has no direct way. While, Christopher Armitage (2001) explained 
that subjective norm have no direct effect on intention after checking on attitude and PBC (Bamberg & Moser, 
2007). However, Bamberg and Moser (2007) discover that subjective norm has no direct link with intention in a 
situation of pro-green behaviour. The first hypothesis of the research model is proposed as follows: 

H1: Subjective norm has a positive impact on organic fast food purchase intention in Malaysia  

2.2 Perceived Control 

Perceived behavioural control (PBC) is the point of perceiving one’s his ability to handle given situations 
towards successfully (Ajzen, 1991). Meanwhile, Bandura (1986) point out that it is concerned and judgments of 
what an individual can manage with anything skills one possesses not the skills an individual has since it is 
highly shown an individual necessary the confidence in their ability to be successful on perform the behaviour 
since it is determined an individual’s behaviour (Swann, Chang-Schneider, & Larsen McClarty, 2007). Other that, 
perceived controllable deals with the consumers’ actual possibilities, i.e. external control to buy organic food 
while the perceived self-efficacy deals with consumers’ internal control for purchasing organic food as cited in 
Anssi Tarkiainen (2005). Consequently, the level of PBC should raise as the individual has both access that tools 
is required also an information, accomplishments and opportunities to effectively utilize them.  

In addition, Chong (2013) point out that the consumers’ perceived difficulty and their designs to purchase 
organic foods related positively each other when personality behaviour becomes more potent. Therefore, 
according to several empirical studies Aertsens et al. (2009), income (PBC) appears to act as a significant 
positive role in clarifying organic food purchasing in Europe. Nevertheless, in several studies of USA, they did 
not find this relation to be significant as cited by (Gracia & Magistris, 2007) while studies in Canada (Aertsens et 
al., 2009) set forth a positive connection between income and willingness to buy organic products, upward to a 
given degree of income. Lockie, Lyons and Lawrence (2002) studied, the proportion of Australians consuming 
organic food stands up when income upturns and the changes in organic food utilization also get up to changes in 
the condition of income (Riefer & Hamm, 2008). 

Meanwhile, Aertsens et al. (2009) observe a positive effect from PBC on the buying intention on organic apples, 
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while this it was not significant for organic pizza. The past research of organic consumption has demonstrated 
that the most important causes for not buying the organic food or the lack of availability as a difficulty and 
organic food’s relatively higher cost compared to formal ones as cited by (Aertsens et al., 2009). It is clearly not 
under consumers’ control. Overall, intentions to purchase organic food significantly related to a combination of 
the attitude, (personal and subjective) subjective norms and (perceived) behavioural control while Aertsens et al. 
(2009) stated TPB model possibly will help explain organic food purchase intention. Therefore, the second 
hypothesis is determined as follows: 

H2: Perceived control influences positively the intention to purchase organic fast food in Malaysia. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research framework for organic fast food purchase intentions 

 

2.3 Sincerity 

According to Maehle, Otnes and Supphellen (2011), sincere brands considered a high moral while exciting 
brands present a chance to occurrence feelings of excitement. Therefore, a brand with sincere personality, 
character can make a much positive relationship than a brand with an exciting personality (Maehle et al., 2011). 
Brands that are presented as sincere would concern to customers in many demographics who are in search of a 
down-to-earth approach to the product they are purchasing. 

Sincerity is a dimension that connected to concepts as warmth and acceptance which there are four different 
facets that have been known for sincerity: down-to-earth, honest, wholesome and cheerful (Aaker, 1997), real 
and sincere (Aaker, 2001). 

In the other hand, sincerity also presents in agreeableness which indicates strong social orientations, cooperation 
and harmony seeking person as cited by Hasliza (2012) and according to Aaker (1997), nurturance, warmth, 
family orientation and traditionalism also are characteristics of sincere of brand personalities. Succeeding, the 
third hypothesis as follows: 

H3: Sincerity has a positive impact on the organic fast food purchase intention in Malaysia. 

2.4 Excitement 

Excitement is defined as “the degree of talkativeness, freedom, happiness and energy shown in a brands’ 
personality trait (Lin, 2010). Hence, it takes a sense of adventure to customers’ lives, especially those who 
already live exciting and adventuresome lives (Jennifer, 2011). Therefore, the traits such as daring, spirited, 
imaginative and up-to-date may show the excitement, personality of the customer who a young and adventurous 
person.  

Gil and Hellgren (2011) point out; an excitement is seen encapsulates concepts such as sociability, energy and 
activity also this dimension has four facets which are: daring, spirited, imaginative and up-to-date. It is capturing 
the energy and activity elements of extraversion as well as exciting and contemporary (Aaker, 2001) that 
represent the “tendency towards change, visionary orientations, strong intuition, creative imagination and 
inherent enthusiasm as cited by Hasliza (2012). Further, exciting of brand personalities convey vitality, 
uncommon and independence (Lin, 2010). And so, the fourth hypothesis of the research model as follows: 
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H4: Excitement has a positive impact on the organic fast food purchase intention in Malaysia. 

2.5 Competence 

Aaker (1997) defines competence as the level of responsibility, purpose and patience in a brands’ personality 
trait. Therefore, it conveys the features of dependability, intelligence, and achiever. In addition, competitive 
companies are trying to win with competitors for their excitement personality. For example, industries like 
automotive and information technology such as Apple which competes for the excitement and competency based 
on purchase at the same time. 

Competence is a dimension connected to concepts as duty, security, dependability and achievement which 
similar to conscientiousness (Aaker, 2001). It delivers three different facets: reliable, intelligent and successful 
that are more on, task-oriented, structured and logical and enables an individual to concentrate on certain facets 
of acting, learning and changing behaviour as well as personality related capacities as Hasliza (2012) concluded. 
Then, the fifth hypothesis of the research model is defined as follows: 

H5: Competence has a positive impact on the organic fast food purchase intention in Malaysia. 

2.6 Sophistication 

As point out by Aaker (1997), sophistication is the degree of elegance and style in a brand personality attribute 
which presents the characteristics of upper class and charm. Instantly, customers may classify the brands and 
products in this brand dimension such as luxury items that are in higher categories. 

Sophistication is a dimension that includes traits as aspiration, glamour and sexiness and has two facets: upper 
class and charming as found by Aaker (2001) as well as romantic that indicate the trend of strong emotion and 
sensitivity of a person (Hasliza, 2012). Thus, Sophistication is ones of the ways to segment and target markets 
for different consumer will react differently towards a special view. The sixth hypothesis of the proposed model 
is defined as follows: 

H6: Sophistication has a positive impact on the organic fast food purchase intention in Malaysia. 

2.7 Ruggedness 

As stated by Jennifer (2011), ruggedness brand personality is associated with camping equipment and vehicles 
which suitable for carrying livestock and farm equipment. So, the characteristic of hardness such as outdoorsy, 
tough, strong and rugged like to purchase goods marketed with ruggedness. 

According to Gil and Hellgren (2011), ruggedness in whatever manner is regarded as strength, masculinity and is 
presenting a glamorized view of ideals that there are two different facets for this dimension: outdoorsy lifestyle 
and tough also masculine and western (Aaker, 2001) that indicate a reliable, strict and structured individual 
(Hasliza, 2012). All the same, this dimension is suitable for an American to look into brand personality 
dimensions according to suitable culture.  

In other hand, in certain community market (Aaker, 2001) since it seems to be more suited for the Malaysian 
community which is perceived as westernized from the findings in several literature reviews thus the original 
brand personality dimensions is starting to be applied in this conceptual research (Hasliza Hassan, 2012). Lastly, 
the hypothesis of the proposed model is defined as follows: 

H7: Ruggedness has a positive impact on the organic fast food purchase intention in Malaysia. 

2.8 Theory of Planned Behaviour (TPB) Model Brand Personality Model 

In this work, we applied Theory of Planned Behaviour (TPB) as our theoretical contribution to understand and 
predict fast food consumption behaviour (Ajzen, 1991). To predict the intention to purchase organic fast food  
among Malaysian consumers’ this research applied three primary antecedents namely, subjective norm 
(perceived social pressure from one’s immediate environment to perform or not perform the behaviour) (Ajzen & 
Fishbein, 1980) and perceived control(ability)that states the people’s perceptions of their skill to accomplish a 
given behaviour) (Ajzen, 2006; Anssi, 2005).  

In summation, the scale of brand personality (1997) is employed as the framework to explain the variables of 
personality that will be applied to define the personality towards an organic fast food eatery. Therefore, the 
theoretical framework has been widely employed by other researchers and Aaker (1997) which her goals were to 
produce a theoretical framework of dimensions that could be able to measure brand personality while being 
honest, valid and useful when making generalizations across product classes. The five dimensions identified in 
the survey were: Sincerity, Excitement, Competence, Sophistication and Ruggedness. 
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3. Methods 

3.1 Data Collections and Sample 

This research gathered data from 169 Malaysian consumers (63 males and 106 females), which were contributed 
a response rate of 56.0 percentage (300 questionnaire was distributed). Under the racial perspective majority 
number of respondents grouped under (58.6%) of Malay. Roughly 20.0 percent of the respondents were Chinese 
followed by Indians. Meanwhile, the majority (around 80%) of the respondents was aged between 25 to 44 years 
while the respondents above 45 years old, around (3%). However, more than (80%) of the respondents were 
employed, full-time (60.9%), part-time (7.7%) and self-employed (17.8%). It was found that the bulk of the 
respondent's income were between RM3001 to RM4000 (52.1%). Thus, based on the respondent’s answers, 
consumers moderately agreed that the organic fast food has the characteristics of sincerity.  

 

Table 1. Demographic profiles 

Respondents Frequency (n) Percentage (%) 
Gender 

     Male 63 37.3 

     Female 106 62.7 

Ethnicity 

     Malay 99 58.6 

     Chinese 33 19.5 

     Indian 26 15.4 

     Sabahan 7 4.1 

     Sarawakian 4 2.4 

Age 

     18 to 24 21 12.4 

     25 to 34 83 49.1 

     35 to 44 58 34.3 

     45 to 54 4 2.4 

     Above 55 3 1.8 

Income 

     Less than RM1000 23 13.6 

     RM1001 to RM2000 13 7.7 

     RM2001 to RM3000 36 21.3 

     RM3001 to RM4000 88 52.1 

     RM4001 to RM5000 6 3.6 

     Over RM5001 3 1.8 

 

3.2 Instrument Development and Data Analysis 

For raising the appropriate result, the questionnaire was designed in three sections: section A, B and C. The 
source section (Section A) contained questions about demographics and socioeconomic (e.g., age, gender, race, 
marital status, employment status and income) and the second section (Section B) contained questions about 
consumers’ knowledge of organic merchandise. Final part (Section C) gauges the variety, namely; subjective 
norm, perceived control, brand personality dimensions, namely; sincerity, excitement, competence, 
sophistication and ruggedness as well as an intentions which each variable was assessed along a five-point scale 
Likert style. The questionnaires adapted from several of previous study.The questionnaire was adapted from 
Aaker (1997) and the Theory of Planned Behaviour (TPB) by Ajzen (1991) and modified based on the position 
of Malaysian environment. The statements for subjective norm and perceived control were adapted from the 
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existing TPB construct scales (Kim & Han, 2010) and have been evolved based on the model questionnaire 
proposed by Ajzen (Ajzen & Fishbein, 1980). All responses were completed on a five-point Likert scale. In 
addition, the brand personality scale was adapted from the previous research (Lee, 2009; Aaker, 1997). However, 
several of the items excluded from this study since there are irrelevant for this current research. Thereof, 27 
points would be utilised to measure brand personality in this workplace. Intention to purchase was adapted from 
existing scales developed by Kim and Han (2010). The detail items of construct are provided in the Appendix. To 
test the above mentioned hypothesis this research applied multiple regression to examine the influence of the 
independent variables that bear on the metric of the dependent variable as stated by Sekaran and Bougie (2010). 
In this study, multiple regression analysis was applied to analyse the effect of subjective norm, perceived control, 
sincerity, excitement, competence, sophistication and ruggedness towards the intention to purchase organic fast 
food. The result from the multiple regression output revealed that three variables are significant to the purchase 
intention organic fast food while four was not significant. Therefore, the hypothesis result shows that all the 
variables are not significantly supported except for sincerity, competence and sophistication which are 0.00, 0.05 
and 0.04 respectively. The multiple regression analysis based on the linear relationship between independent 
variables and a dependent variable. Thus, the correlation analysis for autonomous and dependent variable of 
hypothesis shows there is a high significant correlation between sincerity (0.78), competence (0.76) and 
excitement (0.73) while perceived control (0.42), subjective norm and ruggedness (0.56) induce a lower 
correlation on organic fast food intention.  

 

Table 2. The result of the main effects in the proposed model 

Variables 
TPB constructs & Brand Personality Dimensions—Purchase Intention 

B P 
Subjective norm 

Perceived control 

Sincerity 

Excitement 

Competence 

Sophistication 

Ruggedness 

0.124 

0.040 

0.340 

0.221 

0.262 

0.262 

-0.300 

0.172 

0.567 

0.004 

0.169 

0.045 

0.038 

0.056 

Adjusted R-Squared = 0.646 

a. Dependent Variable: Purchase intention. 

 

Table 2 depicts the result of regressions among seven variables against the dependent variable. Grounded on the 
data presented above, the b value shows the kinship between the predictor and the final result. Therefore, the 
regression equation can be formalised as follows:  

Y = a + b1X1 + b2X2 + b3X3 + b4X4 + b5X5 + b6X6 + b7X7 + e 

All the result extracted from Table 2 indicates that the positive relationship between independent variables and 
purchase intention of consumers on purchasing organic fast food. However, Ruggedness was found less 
influence towards intention to purchase organic fast food.  

Meanwhile, Sincerity was found most influence when purchase organic fast food in Malaysia that (34%) in 
aggregate. Furthermore, the p-values for the all predictors are more than 0.05, except for sincerity (0.00), 
Competence (0.05) and Sophistication (0.04). Based on the result above the subjective norm, perceived control, 
excitement and ruggedness are not significantly predicting the variability of organic purchase intention in 
Malaysia. Whereas, Sincerity variable (β = 0.340) attained the highest effects on organic fast food purchase 
intention followed by competence and sophistication (β = 0.262). 

4. Managerial Implication  

The prediction of organic fast food purchase intention from TPB variables was similar to the levels of prediction 
obtained from other behavioural research (Armitage, Norman, & Conner, 2002). Thus, the results revealed that 
perceived control remained weaker predictor of purchase intentions. From the research the perceived control 
variable found no significant positive influence on purchase intention of organic fast food (Christopher, 2001), 
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subjective norm often as the weakest component among the TPB constituents that answerable for the described 
variations in pattern.  

As, for instance, Thompson, Haziris and Alekos (1994) found that subjective norm is a poor predictor of 
behavioural intention in food choice. Therefore, in order to draw the consumers to purchase organic fast food, 
the perceptions of the people who are vital to them must be influenced. In this case, sellers of organic food 
should keenly find techniques to raise environmental alarms (e.g., promoting pro-organic campaigns and 
pro-healthy fast food). Moreover, intentions to purchase organic fast food, mostly are found out by the positive 
approach in which referents as family, kin or friends that considered on intention to purchase organic fast food. 
Thus, in lodge to improve the influence such referents, the vendors should find ways to provide the certain 
organic features of their products and service to the residential area.  

It can be caused from various information sources like television, website, magazines, brochures and etc. into 
organic fast food perceptions. Moreover, this study also recommends that several of the brand personality 
constructs such as sincerity, competence and sophistication are sufficient for explaining intentions to purchase 
organic fast food.  

Therefore, brand personality variables apparently can provide significant force for consumer purchase intention 
formation on organic fast food perspectives. Well, in order to draw the consumers to purchase organic fast food 
based on the perceptions of the masses who are significant to them, managers and vendors should look for ways 
to determine the reference group of the consumers such as promoting pro-healthy fast food through advertising 
endorser. Thus, fast food companies may recommend and promote products, namely organic fast food in order to 
make a differential product image and influence on consumer purchase behaviour because it can produce a 
recommendation and endorsement effect and build customers’ reliability on organic fast food purchase intention.  

5. Conclusion and Further Research 

In Malaysia, the organic fast food is weighed at the introductory level where not many people are concerned 
about. The interest to conduct this study is to possess a better understanding of Malaysian consumers’ purchase 
intention in organic fast food purchasing context.  

Overall, in society to encourage consumers’ willingness to purchase organic fast food, a several useful strategy 
for marketing communication campaigns must be designed with concern as there are no scientific facts that 
organic food products are healthier or more nutritious than conventional food (Magistris, 2008). In Malaysia the 
industry of organic fast food, perhaps too young since there are only a few restaurants employed this concept of 
the eatery.  

Hence, the industry of organic fast food needs more brand exposures in order to create the brand awareness in 
consumer minds. The exposures can be managed by focusing in marketing programs to increase customer 
awareness in the surrounding residential areas. Further enquiries are needed to substantiate the significance of 
the societal force and groups of reference on purchase intention of organic fast food in the restaurant setting. 
This study successfully incorporates brand personality variables such as sincerity, competence and sophistication 
to determine the purchase intention of the organic fast food.  
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Appendix 

Constructs/ 
Cronbach’s 

value 
Items Mean Std. 

Deviation 
Sources 

Purchase 
Intention 
(0.84) 

I intend to purchase organic fast food instead of 
conventional ones in the forthcoming month. 
I expect to purchase organic fast food instead of 
conventional ones in the forthcoming month. 
I plan to purchase organic fast food instead of 
conventional ones in the forthcoming month.  

3.22 1.01 

Adapted from Ajzen 
I. (2006); Kim, Han 
et al. (2010) 

 
Subjective Norm 
(0.68) 

Most people who are important to me thinking that 
I ... purchase organic fast food instead of 
conventional ones in the near future. 
I feel under social pressure to purchase organic fast 
food instead of conventional ones in the near future. 
My friends think that I… purchase organic fast food 
instead of conventional ones in the near future.  
What my friends think I should do are matters to me.

2.73 0.73 

Constructs/ 
Cronbach’s 

value 
Items Mean Std. 

Deviation 
Sources 

Perceived Control 
(0.70) 

How much control do you have whether you do or do 
not purchase organic fast food? 
Purchasing of organic fast food or not is completely 
up to me.  
Purchasing of organic fast food costs too much 
money instead of conventional ones.  
When I have to costs too much money, I am.....to 
purchase organic fast food instead of conventional 
ones.  

3.19 0.78 

Adapted from Ajzen 
I. (2006); Kim, Han 
et al. (2010) 
 

Sincerity 
(0.92) 

Wholesome 
Real 
Sincere 
Family-orientation 
Traditionalism 
Friendly 

3.28 1.00 

Adapted from 
Aaker’s (1997); 
Richard et al. 
(1998); Lee, (2009) 

Excitement 
(0.89) 

Imaginative 
Excited  
Cool 
Unique  
Trendy 
Up-to-date 

3.03 0.93 

Competence 
(0.92) 

Secure 
Reliable 
Intelligent 
Successful 
Corporate 
Leader 

3.09 0.98 

Sophistication 
(0.90) 

Upper-class 
Glamorous  
Feminine  
Smooth 
Charming 

2.82 0.99 

Ruggedness 
(0.87) 

Outdoorsy 
Masculine 
Tough 
Strong 

2.64 1.03 
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