T AW E 2 2He ¥ X| 33(2): 149-159, 2018
J. Korean Soc, Food Cult, 33(2): 149-159, 2018
B =Ro] A gl aslol e

Copyright © The Korean Society of Food Culture

ISSN 1225-7060(Print)
ISSN 2288-7148(Online)
https://doi.org/10.7318/KJFC/2018.33.2.149

CrossMark

click for updates

B h2 £ AE 44 A7
ozgs

Imported Food Consumption in Malaysia: A Lifestyle Segmentation Study
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Abstract

Malaysia is regarded as one of the leaders in the global halal marketplace, which has undergone huge growth in the past
few years. The aims of this study were to identify imported food consumers in Malaysia based on Food Related Lifestyle
(FRL) attributes and to investigate the demographic characteristics and purchasing behaviors of each segmented groups.
Using an online survey, a total of 600 responses were collected in Malaysia. Excluding invalid responses, cluster analysis
segmented imported food consumers into four FRL groups: impulsive, high interest, low interest, and traditional consumers.
The results of this study were as follows. First, depending on lifestyle, the groups exhibited significant differences in
demographic characteristics (age, race, religion, and education level). Second, differences in purchasing behaviors
(purchasing frequency, place, and information sources of imported food products) were verified. Especially, purchasing
frequency of imported food was higher in the high interest consumer group compared to the other groups. Based on these
results, marketing implications of the study findings are discussed.
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<Table 1> Demographic characteristics of respondents

Items Frequency (%)
Gend Male 263(49.8)
ender Female 265(50.2)
20-29 157(29.7)
A 30-39 155(29.4)
£e 40-49 160(30.3)
50-59 56(10.6)
Klang Valley 297(56.3)
Johor 60(11.4)
Residential area Penang 77(14.6)
Ipho 18(3.4)
Others 76(14.4)
Malaysian 328(62.1)
Race Chinese 171(32.4)
Others 29(5.5)
Islam 202(38.3)
Buddhism 192(36.4)
Relici Hinduism 19(3.6)
chglon Christianity 91(172)
Others 7(1.3)
None 17(3.2)
Marital stat Single 227(43.0)
arftal status Married 301(57.0)
Under STPM 61(11.6)
Diploma 121(22.9)
Education level Bachelor 281(53.2)
Over Masters 59(11.2)
Others 6(1.1)
Total 528(100.0)
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<Table 2> Results of exploratory factor analysis and reliability measurements

Items Factor Eigen Variance Cronbach’s
Loading value (%) o
For me, information about the food product is very important. 506
I want to know the ingredients contained in the food. ’
Impor.tance ij product I compare various labels to select the most nutritious food product. 779 2.105 11.695 769
information
I will compare the information on the product label to decide which 13
brand to buy. ’
I am more confident towards the advertised food than those that are 702
Attitudes towards ot advertised. 2041 11341 724
advertising I am affected by what people say about a particular food product. 658 ’ ’ ’
Advertisements help me to make better shopping decisions. 657
. I like to buy natural foods, e.g. those that do not contain preservatives. 771
Perception on Health ) . ] ) » 1.979 10.992 653
I would like to avoid eating foods that contain additives. 674
I always try to get the best quality with the best price. 635
Relation t.0 price/ 1 compare the prices among different food products to gain the best 774 1846 10256 713
quality economic benefits.
For me, it is important to know that the money I spend is for quality. .624
I love to foreign recipes. 813
Perception on Newness w g feep . 1.759 9.773 748
I like to try foods that I have never tried before. 786
. The taste in the food product is the most important factor. 832
Perception on Taste . L . 1.641 9.117 847
Taste is the main priority when preparing meals. .863
I prefer fresh products to canned or frozen products. .660
Pe;cep}tllr(l)n on I think it is important that food is fresh. .708 1558 8,658 3
reshness I buy fresh meat and vegetables rather than those that are packed 684
and processed in advance. ’
KMO= .831, Bartlett=2270.69, p< .000
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<Table 3> Results of cluster analysis N=528, M+SD
Impulsive High interested  Low interested T'radltlonal
FRL dimensions" consumers consumers consumers involved F-value
~ -~ = consumers
(N=87) (N=152) (N=164) (N=125)
Importance of product information 3.91+0.58° 4.68+0.65* 3.81+0.45° 4.37+0.44° 120.594%**
Attitudes towards advertising 3.95+0.58° 4.31+0.52¢ 3.48+0.62° 3.35+0.65° 78.004***
Perception on Health 3.38+0.39° 4.53£0.47° 3.77+0.52¢ 4.38+0.46° 120.931%**
Relation to price/quality 4.31+045°¢ 4.77+0.32° 3.92+0.29¢ 4.54+0.41° 160.345%**
Perception on Newness 4.14£0.68 4.49+0.51° 3.62:0.56¢ 3.98+0.60° 61.529%**
Perception on Taste 4.80+0.30° 4.82+0.31° 3.82+0.48¢ 4.06+0.45¢ 224.172%**
Perception on Freshness 3.98+0.57° 4.73+0.34* 3.91x0.43¢ 4.62£0.39° 137.111%**

—c¢ —<¢

V5-point scale with end points 1
*** ANOVA tests; p<0.001
abedpyyncan’s multiple comparison

completely disagree” and 5

completely agree”
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<Table 4> Group difference by demographic characteristics N=528, Number of responses (%)
Impulsive High interested ~ Low interested T.radmonal
.. involved 2
Characteristics consumers consumers consumers TS X
(N=87) (N=152) (N=164) ool
Gend Male 48(55.2) 79(52.0) 74(45.1) 62(49.6) 27
ender Female 39(44.8) 73(48.0) 90(54.9) 63(50.4) :
20-29 39(44.8) 49(32.2) 40(24.4) 29(23.2)
30-39 22(25.3) 52(34.2) 50(30.5) 31(24.8) .
Age 40-49 23(26.4) 35(23.0) 55(33.5) 47(37.6) 24917
50-59 3(34) 16(10.5) 19(11.6) 18(14.4)
Malaysian 53(60.9) 112(73.7) 89(54.3) 74(59.2)
Race Chinese 28(32.2) 31(20.4) 71(43.3) 41(32.8) 22.450%*
Others 6(6.9) 9(5.9) 42.4) 10(8.0)
Islam 35(40.2) 86(56.6) 36(22.0) 45(36.0)
Buddhism 27(31.0) 37(24.3) 81(49.4) 47(37.6)
. Hinduism 2(2.3) 6(3.9) 3(1.8) 8(6.4) s
Religion Christianity 16(18.4) 22(14.5) 37(22.6) 16(12.8) 20674
Others 3(3.4) 0(0.0) 1(0.6) 3(2.4)
None 4(4.6) 100.7) 6(3.7) 6(4.8)
Under STPM 11(12.6) 14(9.2) 20(12.2) 16(12.8)
, Diploma 13(14.9) 47(30.9) 36(22.0) 25(20.0)
Education
o Bachelor 50(57.5) 70(46.1) 94(57.3) 67(53.6) 23.888*
Over Master 9(10.3) 20(13.2) 14(8.5) 16(12.8)
Others 4(4.6) 100.7) 0(0.0) 1(0.8)

***chi-squared test; p<0.001, p<0.01, p<0.05
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<Table 5> Group difference by halal food purchasing
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N=528, Number of responses (%)

Impulsive High interested Low interested  Traditional involved
Items consumers consumers consumers consumers Total 1
(N=87) (N=152) (N=164) (N=125)
Yes 37(42.5) 96(63.2) 42(25.6) 47(37.6) 222(42.0) 42,007+
No 50(57.5) 56(36.8) 122(74.4) 78(62.4) 306(58.0) ’

***chi-squared test; p<0.001, p<0.01, p<0.05

<Table 6> Group difference by imported food purchasing behavior

N=528, Number of responses (%)

Impulsive High interested  Low interested T.radmonal
involved
Items consumers consumers consumers consumers Total
(N=87) (N=152) (N=164) (N=125)
Everyday 2(2.3) 8(5.3) 42.4) 1(0.8) 15(2.8)
Purchasing ~ 4~5 times in a week 4(4.6) 8(5.3) 3(1.8) 43.2) 19(3.6)
frequency of  2~3 times in a week 15(17.2) 39(25.7) 23(14.0) 23(18.4) 100(18.9)
imported food Once a week 20(23.0) 32(21.1) 33(20.1) 26(20.8) 111(21.0)
product Once a month 39(44.8) 46(30.3) 73(44.5) 55(44.0) 213(40.3)
Once every 6months 7(8.0) 19(12.5) 28(17.1) 16(12.8) 70(13.3)
Hypermarkets 81(26.9) 137(27.5) 146(34.0) 113(30.9) 477(29.9)
Supermarkets 64(21.3) 112(22.4) 101(23.5) 89(24.3) 366(22.9)
Convenience stores 38(12.6) 59(11.8) 44(10.2) 52(14.2) 193(12.1)
Purchasing place of Premium stores 31(10.3) 56(11.2) 53(12.3) 39(10.7) 179(11.2)
imported food ~Wet markets 24(8.0) 45(9.0) 24(5.6) 35(9.6) 128(8.0)
products " Sundry shops 27(9.0) 37(7.4) 28(6.5) 19(5.2) 111(7.0)
Online distributors 18(6.0) 29(5.8) 16(3.7) 13(3.6) 76(4.8)
Tax free shops 16(5.3) 24(4.8) 17(4.0) 6(1.6) 63(3.9)
Others 2(0.7) 0(0.0) 1(0.2) 0(0.0) 3(0.2)
Internet 63(19.0) 112(19.4) 100(21.9) 80(20.4) 355(20.2)
Promotions 55(16.6) 103(17.9) 91(19.9) 72(18.4) 321(18.3)
Family or Friends 61(18.4) 87(15.1) 90(19.7) 77(19.6) 315(17.9)
Information sources TV programs or advertisements 42(12.7) 75(13.0) 46(10.1) 46(11.7) 209(11.9)
of imported food Overseas travel 37(11.2) 61(10.6) 51(11.2) 26(6.6) 175(10.0)
products Y Newspapers or Magazines 33(10.0) 47(8.2) 32(7.0) 38(9.7) 150(8.5)
Social Network Service 23(6.9) 57(9.9) 31(6.8) 32(8.2) 143(8.1)
Salesmen 13(3.9) 33(5.7) 12(2.6) 18(4.6) 76(4.3)
Others 4(12) 1(0.2) 4(0.9) 3(0.8) 12(0.7)

"Multiple response
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