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Abstract 
Generally, frozen food businesses have experienced a huge demand for their products since the 
pandemic began as consumers were stocking up on frozen foods to reduce close contact with others. 
The popularity of international food including Japanese food among Muslims and non-Muslims are 
growing in Malaysia, developing a Japanese cuisine community. However, strong competition in the 
food industry especially in the frozen food market may not be easy for Japan-made frozen foods to 
achieve a competitive position in the Malaysian market. Hence, this study aims to investigate the role 
of intrinsic factors (brand reputation, price perception, Halal label and product information) and 
extrinsic factors (convenience, health consciousness, food quality and social influence) on attitude 
towards Japanese frozen food. The findings show that brand reputation, Halal label, and food quality 
were positively related to attitude whereas, health consciousness was negatively associated with 
attitude. The outcome of this research is expected to provide insights to Japanese frozen food 
manufacturers on the appropriate marketing strategies to be adopted to penetrate into the Malaysian 
frozen food market, which is expanding rapidly at present. 
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INTRODUCTION 

The frozen food manufacturing industry in Japan has been expanding over the past decade 

and in 2019 the estimated production value of frozen food stood at 713 billion Japanese yen (Diep 

2021). Japan has been growing its variety of frozen food production to include different types of 

bread and fruit products made using a more advanced technology that can store the products for 

over three years while retaining their quality, texture, and taste (Henmi 2020). This can make the 

export of Japanese frozen food products to countries like Malaysia more favorable. In Malaysia, the 

frozen food market is expected to grow at a CAGR of more than 7% and will reach a market size of 

USD 800 million by 2023 (MIDA 2021). The increase in consumers’ preference for frozen food 

products is mainly due to the minimal preparation and cooking time it involves while offering a 

longer storage duration avoiding food wastage (Chianardi & Permatasari 2020). The frozen food 

businesses in Malaysia experienced huge demand for their products since the pandemic began 

(MIDA 2021; Whitehead 2021). Malaysia being an Islamic country and majority of its consumers 

being Muslim (Malaysian Bar 2021), the Halal label on the food product packaging is important 

(Zadeh 2018). The popularity of international food including Japanese food among Muslims and 

non-Muslims are growing in Malaysia, developing a Japanese cuisine community (The Japan Times, 

2017; The Star 2021a; 2021b). However, over the last two decades exports from Japan to Malaysia 
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have dropped at an annual rate of 1.13% from USD 17.1 billion in 1995 to USD 13 billion in 2019 

(OEC 2021).  

For consumers’ to be empowered to find and decide on their purchases easily, the product 

attributes play a vital role (Tarasenko 2022). Information on consumer preferences and how they 

make their purchase decisions help marketers develop effective product attributes that can affect 

the consumer’s choice. These attributes play an instrumental role from both the marketers’ and 

consumers’ perspectives which can be used as a benchmark to differentiate their brands from 

competitors (Battour et al., 2011; Jaafar et al., 2013). Research conducted by Wu et al. (1988) stated 

that product attributes are measurable at both the quantitative and objective levels. Several key 

attributes, such as brand name, product quality, style, utility, and value are included as a benchmark 

to evaluate product characteristics. Many of the stated areas of discussion on product attributes 

have been intensely investigated; however, the stated factors have not been explored in detail by 

establishing a connection between product attributes and consumer purchase behavior toward 

Japanese frozen food in Malaysia. 

Previous studies on Japanese frozen food were conducted in the area of food science, 

chemistry, technology (Men et al. 2020), industrial relations (Endo et al. 2017) and economy 

(Ikegawa 2016; Ikegawa & Akune 2014). Furthermore, the current literature have addressed on 

food traceability systems of frozen food (Kimura 2003). In the context of business and marketing, 

scarce empirical studies exist that encompass both intrinsic and extrinsic factors to provide a 

holistic understanding of consumer behavior toward Japanese frozen food to assist manufacturers 

in forming their marketing strategies. 

Given the interest shown by Japanese companies to expand their frozen food market in 

Malaysia which is a multi-racial population and experiencing rapid economic growth, creating a 

huge demand for frozen food makes it crucial to explore the extrinsic and intrinsic factors that affect 

the attitude towards Japanese frozen food among consumers in Malaysia. Thus, this study aims to 

examine the effect of extrinsic factors (brand reputation, price perception, halal label, product 

information) and intrinsic factors (convenience, health consciousness, food quality, and social 

influence) on attitudes toward Japanese frozen food among consumers in Malaysia. 

LITERATURE REVIEW 

 The frozen food industry is experiencing rapid and exponential growth due to improved 

socio-economic conditions in developing countries like Malaysia (MIDA 2021). The change in 

lifestyle and modernization has increased frozen food’s popularity (Horning et al. 2017). Past 

studies show that there are intrinsic (e.g., convenience and product quality) and extrinsic factors 

(e.g., brand and price) that affect consumers’ attitudes towards frozen food and hence, purchasing 

behavior (Dabadi & Gurung 2020; Sen et al. 2021). Attitude has been defined as favorable and 

unfavorable consumer evaluation of a given subject (Ajzen 1991). Past studies suggested that 

customers' opinions of a product's brand reputation (Sen et al. 2021), fair price (Cranfield & 

Magnusson, 2003), Halal certification (Birruntha, 2022), adequate product information (Elliott & 

Speck, 2005), convenience (Horning et al., 2017), product quality (Basha et al., 2015), and social 
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influence (Varshneya et al., 2017) influence how they feel about the product (Baek et al. 2010; Sen 

et al. 2021). 

 

 

Based on this, a proposed research model (Figure 1) indicating the hypotheses has been 

developed. Therefore, it is hypothesized that: 

 

H1a: Brand reputation is related to attitude. 

H1b: Price perception is related to attitude. 

H1c: Halal label is related to attitude. 

H1d: Product information is related to attitude. 

H1e: Convenience is related to attitude. 

H1f: Health consciousness is related to attitude. 

H1g: Food quality is related to attitude. 

H1h: Social influence is related to attitude. 

 

Extrinsic factors

• Brand reputation (BR)

• Price perception (PP)

• Halal label (HL)

• Product information (PI)

Intrinsic factors

• Convenience (CV)

• Health consciousness (HC)

• Food quality (FQ)

• Social influence (SI)

Attitude (Att)

H1a, H1b, H1c, H1d

H1e, H1f, H1g, H1h
 

Figure 1. Research Model 

 

RESEARCH METHOD 

 

This study has sought to examine the relationship between extrinsic attributes (brand 

reputation, price, halal label, and product information), intrinsic attributes (convenience, health 

consciousness, food quality, and social influence), and attitude toward Japan-made frozen food in 
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Malaysia. Frozen foods are pre-packaged, ready-made fresh or frozen means that have generally 

been partially cooked for use before freezing that only need heating before being served (Ahuja, 

2011). Thus, consumers who were aware of Japan-made frozen food were chosen as the sample for 

this study. This study applied convenience sampling coupled with a cross-sectional, self-

administered online survey questionnaire to collect data from the respondents in 2021. 

The respondents were asked to fill in an anonymous online questionnaire that would take 

about 15 minutes. The participants were reminded about the voluntary nature of the research and 

told that they could exit the survey at any time. A total of 550 participants were approached to 

participate in this study. Only 307 participants agreed to be involved, representing a response rate 

of 56 percent. 

This study used an established measurement scale adapted from previous studies with slight 

modifications for this research context (Veloutsou and Moutinho, 2209; Han et al., 2015, Sen et al., 

2019; Nasution & Rossanty, 2018; Dai et al., 2008; Lichtenstein and Bearden, 1986; and Hoque et 

al., 2018. A five-point Likert scale, ranging from “1 = strongly disagree” to “5 = strongly agree,” was 

used in this research to measure the constructs. The data analysis used both descriptive and 

inferential statistical analyses. For descriptive statistical analysis, Statistical Package for Social 

Sciences (SPSS version 26) was used. While, to conduct the inferential statistical analysis, Structural 

Equation Modelling (SEM) using Partial Least Square (Smart PLS 4.0) was employed. 

 

FINDINGS AND DISCUSSION 

Respondent Profile  

Three hundred and seven respondents participated in the survey. The findings of the 

study show that 65.2% of the respondent were women (Table 1). The sample was predominantly 

Malays (64.5%) followed by Chinese (29.7%), Indians (5%), and others (1%). The majority of the 

respondent were between the age group of 26-40 years old (56.2%) and 65.9% were single. Most 

respondents (55.4%) have an average income of between RM2,000 to RM3,999. Table 1 also 

shows that the majority of the respondent highest education were Bachelors’ Degree (57.4%). In 

terms of frozen food purchases, 36.6% of respondents indicated that they purchase frozen food 

more than two times a month while the majority of respondents (31.8% and 21.6%) reported to 

spent RM50–RM100 and RM101–RM200 respectively. 

Table 1. Demographic profile of the respondents (n=307) 

Respondent  Number of respondents Percentage (%) 
Gender 
Male  

107  
34.8 

Female 200 65.2 
Ethnicity 
Malay 

 
197 

 
64.1 

Chinese 91 29.7 
Indian 15 5.0 
Others 4 1.2 
Age   
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18 – 25 years old 84 27.3 
26 – 40 years old 173 56.2 
41 – 55 years old 35 11.5 
56 years old and above  15 5.0 
Marital Status 
Single 

 
137 

 
44.7 

Married and others 170 55.3 
Personal Income 
Less than RM 1000 

 
32 

 
10.3 

RM 1,000 – RM 1,999 63 20.6 
RM 2,000 – RM3,999 120 39.1 
RM 4,000 – RM5,999 56 18.3 
RM 6,000 – RM 7,999 20 6.4 
RM 10,000 and above 16 5.3 
Education 
Primary school 

 
8 

 
2.5 

High school 10 3.2 
Certificate/ Diploma 87 28.2 
Bachelors’ Degree 170 55.4 
Postgraduate Degree 32 10.7 

 

Measurement model  

To confirm the reliability and validity of the constructs, the measurement model was 

assessed using SmartPLS 4.0. The reliability, discriminant validity, and convergent validity of the 

constructs were checked using factor loadings, Cronbach alpha (CA), composite reliability (CR), 

average variance extracted (AVE) and heterotrait–monotrait (HTMT) ratio. The results in Table 2, 

and Table 3 showed that all criteria were satisfactory and above the cut-off value (Hair et al., 

2019; Henseler et al., 2015) 

Therefore, the predicted model and observed data fit together reasonably well, and the 

measurement model as a whole passes the validity test (see Figure 2). 

Table2. Results of convergent validity 

Construct Indicator Loadings CA CR AVE 

Attitude ATT1 0.830 0.792 0.878 0.707 

 ATT2 0.867    

 ATT3 0.825    
Brand 
Reputation BRAND1 0.846 0.847 0.908 0.766 

 BRAND2 0.901    

 BRAND3 0.878    

Convenience COV 1 0.907 0.892 0.932 0.819 

 COV2 0.911    

 COV3 0.898    
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Halal Label HA1 0.841 0.741 0.852 0.657 

 HA2 0.843    

 HA3 0.745    

Food Quality FQ1 0.829 0.710 0.858 0.721 

 FQ3 0.869    
Health 
Consciousness HC1 0.968 0.847 0.867 0.688 

 HC2 0.711    

 HC3 0.789    

Price PC1 0.881 0.806 0.885 0.720 

 PC2 0.908    

 PC3 0.749    

Product 
Information PINFO1 0.712 0.818 0.865 0.638 

 PINFO2 0.784    

 PINFO3 0.835    

 PINFO4 0.855    

Social Influence SPRO1 0.834 0.855 0.912 0.776 

 SPRO2 0.912    
  SPRO3 0.894       

 

Table 3. Results of discriminant validity (HTMT criterion) 

  1 2 3 4 5 6 7 8 9 

1. Attitude          
2. Brand reputation 0.379         
3. Convenience 0.294 0.538        
4. Food quality 0.731 0.234 0.279       
5. Halal label 0.634 0.217 0.194 0.406      
6. Health 
consciousness 0.081 0.539 0.376 0.145 0.227     
7. Price 0.328 0.369 0.326 0.414 0.494 0.327    
8. Product information 0.244 0.32 0.371 0.459 0.169 0.389 0.243   
9. Social influence 0.332 0.337 0.196 0.326 0.375 0.314 0.71 0.233   
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Figure 2. Measurement model 

Structural model 

To test the hypotheses, a bias-corrected bootstrapping with 5000 resample was run to 

examine the significance of path coefficients (Hair et al. 2019). The R2 values for the endogenous 

variables indicate that the proposed theoretical model explains 46% of the variance in attitude, 

which exhibits a satisfactory level of model predictability. The results for path coefficients, 

standard errors, t-values, p-values, bias correct intervals and effect size (f2) are shown in Table 4. 

The effect size (f2) was evaluated based on Cohen’s (1988) criteria, according to which f2 values of 

0.02, 0.15, and 0.35 of the predictive variables are considered small, medium, and large in terms 

of effect size. The results revealed a small effect size for all the relationships between the 

extrinsic, intrinsic factors and attitude, with the exception of the halal label and attitude, and food 

quality and attitude both relationships have a medium effect size. 

This study found that brand reputation, halal label, health consciousness and food quality 

were significant predictors of attitude (β = 0.234, p < 0.05; β = 0.368, p < 0.001; β = -0.171, p < 

0.05; β = 0.337, p < 0.001 respectively). Thus, H1a, H1c, H1f, and H1g were supported. On the 

other hand, this study found no relationship between price, product information, convenience, 

social influence, and attitude. Hence, H1b, H1d, H1e, and H1h were not supported (refer to Figure 

3). 

Table 4. Results from direct hypotheses 
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  Description  Std. 
Beta  

Std. 
error 

t-
value 

p-
value 

 BCI 
(LL)  

 BCI 
(UL)  

 ffect 
Size 
(f2)  

  Decision   

H1a Brand reputation -> 
Attitude 

0.234 0.072 3.225 0.001 0.123 0.364 0.065 Supported 

H1b Price consideration -> 
Attitude 

-
0.072 

0.068 1.054 0.146 -
0.184 

0.041 0.005 Not 
supported 

H1c Halal label -> Attitude 0.368 0.055 6.643 0.000 0.273 0.455 0.203 Supported 

H1d Product Information -
> Attitude 

0.014 0.061 1.385 0.083 -
0.073 

0.093 0.000 Not 
supported 

H1e Convenience -> 
Attitude 

0.069 0.044 1.560 0.059 0.009 0.154 0.006 Not 
Supported 

H1f Health consciousness -
> Attitude 

-
0.171 

0.088 1.960 0.026 -
0.342 

-0.061 0.038 Supported 

H1g Food quality -> 
Attitude 

0.337 0.050 7.558 0.000 0.299 0.461 0.209 Supported 

H1h Social influence -> 
Attitude 

0.085 0.061 1.385 0.083 -
0.067 

0.142 0.008 Not 
supported 

 

 
 

Figure 3. Structural model 

CONCLUSION 

This study advances the knowledge on consumer purchase behavior in the context of 

Japanese frozen food among consumers in Malaysia. Specifically, this study investigated the role of 
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intrinsic factors (brand reputation, price perception, Halal label and product information) and 

extrinsic factors (convenience, health consciousness, food quality and social influence) on attitude 

towards Japanese frozen food. The findings show that brand reputation, Halal label, and food 

quality were positively related to attitude whereas, health consciousness was negatively associated 

with attitude. This might be due to a common misconception that frozen food in not healthy 

(NorthShore News 2021) and hence, consumers develop a less favorable attitude towards Japanese 

frozen food. It is interesting to note that this study also found an insignificant relationship between 

price, product information, convenience, social influence and attitude. The findings of this research 

have enriched the literature on the extrinsic and intrinsic factors from the perspective of the 

Japanese frozen food in Malaysia. 

 

 

LIMITATION & FURTHER RESEARCH 

While this study is one of the first to develop an understanding of the extrinsic and intrinsic 

factors of consumers’ attitudes toward Japanese frozen food in Malaysia, it has some limitations as 

highlighted below.  

The first limitation is that the scope of this study is limited to a selected group, which is 

specifically Malaysian who are aware of Japanese frozen foods. Examining the extrinsic and 

intrinsic attributes is crucial for Malaysia as the awareness and preference for Japanese frozen food 

is still low, and there is limited knowledge of the product. This has led to a lower response rate 

among respondents who had agreed to answer the survey questions. Moreover, the data were 

collected only from consumers in areas of Kuala Lumpur and Selangor, and this might influence the 

results due to the differences in economic growth, demographics, and the level of health 

consciousness between urban and semi-urban areas. Thus, it is possible that different results may 

be obtained when the study is to be conducted in other locations in Malaysia. Perhaps, future 

research may want to examine the proposed framework across different nations, and samples to 

tap into this potential market. 

Another limitation is that the research was only restricted to an online survey 

questionnaire. In reality, although online-based questionnaire surveys have been widely used in 

collecting data for research, there are several issues are raised. Bryman (2004) highlighted that 

many participants are worried about the privacy of their answers at a time when fraud and hackers 

are common. Moreover, the participants may be concerned with the privacy of the data they shared 

online. Another issue that might occur is that the respondents might not be able to finish the survey 

due to technical problems, such as a server crash that would cause the results to be lost, as well as 

the older age group that might have unwilling to answer the questions. 

 Lastly, the current research is limited to investigating the effect of extrinsic and intrinsic 

attributes on attitudes toward Japanese frozen foods. The study has reported that the R2 value of 

the key dependent variable - attitude is 46.0%. This indicates that the model is able to explain the 

factors that are associated with customer attitudes toward Japanese frozen foods. However, future 

work should add the relevant constructs to improve the prediction and the effect of attitude on 

consumer behavior to enhance the explanatory power of the research framework. 
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