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Night markets are evening setups made up of various stalls that sell food and
other daily essentials. According to the Oxford University Press Dictionary, they are
similar to street food vendors but operate only at night, providing a lively and
convenient dining experience for many people. However, because they are informal,
night markets often face unique challenges especially related to food safety, hygiene,
and how consumers perceive them. As cities grow and globalization continues, street
food has become an important part of everyday life in many countries, including
Malaysia. This study focuses on how consumers’ food safety knowledge, food safety
attitudes, and their perceptions of food handlers’ hygiene practices associated with
business familiarity and their intention to make purchases. These three factors are the
independent variables, while business familiarity and consumers’ purchase intention
are the dependent variables. The overall goal of this study is to understand consumers’
views on food safety, their attitudes, their opinions on how hygienic food handlers are,
how familiar they are with night market vendors, and how all these factors affect their
buying decisions. The study also had three specific objectives: RO1, to see how
different demographic backgrounds relate to the study variables; RO2, to explore the
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link between the independent variables and business familiarity; and RO3, to examine
the association between the independent variables and business familiarity towards
purchase intention. A total of 163-night market customers from Kuala Terengganu and
Kuala Nerus took part in this study through a questionnaire. The results showed that
most consumers had good knowledge about food safety, with 97.5% correctly
identifying proper food storage and handling practices. Female respondents had higher
knowledge levels than males, and race was found to affect food safety attitudes and
business familiarity. Consumers with more positive food safety attitudes and better
perceptions of hygiene were more familiar with vendors. People preferred to buy from
vendors who followed strict hygiene practices, such as wearing gloves and keeping
their stalls clean. However, familiarity associated with purchasing behavior, many
consumers continued to buy from vendors they already knew even if those vendors
were not always completely hygienic. This shows that both cleanliness and personal
trust in vendors play important roles in consumer choices. For future studies, it is
recommended to include different locations, including both urban and rural areas, as
well as a wider range of cultural and socioeconomic backgrounds, to get a better
understanding of how different types of consumers view food safety and make their

food-buying decisions.
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Pasar malam merupakan himpunan gerai yang beroperasi pada waktu malam
dan menjual pelbagai jenis makanan serta barangan harian. Menurut Kamus Oxford
University Press, pasar malam adalah serupa dengan penjaja makanan jalanan tetapi
hanya dibuka pada waktu malam, memberikan suasana makan yang meriah dan mudah
kepada orang ramai. Namun begitu, disebabkan sifatnya yang tidak formal, pasar
malam sering menghadapi cabaran berkaitan keselamatan makanan, kebersihan, dan
persepsi pengguna. Seiring dengan perkembangan bandar dan pengaruh globalisasi,
budaya makanan jalanan telah menjadi sebahagian penting dalam kehidupan seharian
di banyak negara, termasuk Malaysia. Kajian ini memberi tumpuan kepada bagaimana
pengetahuan keselamatan makanan pengguna, sikap mereka terhadap keselamatan
makanan, dan persepsi terhadap amalan kebersihan pengendali makanan
mempengaruhi tahap keakraban mereka terhadap peniaga dan niat untuk membeli.
Tiga elemen ini merupakan pemboleh ubah bebas, manakala keakraban dengan
perniagaan dan niat pembelian merupakan pemboleh ubah bersandar. Objektif umum
kajian ini adalah untuk memahami pandangan pengguna terhadap keselamatan

makanan, sikap mereka, persepsi terhadap kebersihan pengendali makanan, tahap
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keakraban dengan peniaga, dan bagaimana semua faktor ini mempengaruhi keputusan
pembelian mereka. Kajian ini juga mempunyai tiga objektif khusus: RO1, untuk
melihat kaitan antara latar belakang demografi dengan pemboleh ubah kajian; RO2,
untuk meneliti hubungan antara pemboleh ubah bebas dengan keakraban terhadap
perniagaan; dan RO3, untuk mengkaji hubungan antara pemboleh ubah bebas dan
keakraban terhadap niat pembelian. Seramai 163 pengguna pasar malam dari kawasan
Kuala Terengganu dan Kuala Nerus telah mengambil bahagian dalam kajian ini
melalui borang soal selidik. Hasil kajian menunjukkan majoriti pengguna mempunyai
pengetahuan keselamatan makanan yang baik, dengan 97.5% menjawab dengan betul
tentang kaedah penyimpanan dan pengendalian makanan. Responden wanita
menunjukkan tahap pengetahuan yang lebih tinggi berbanding lelaki, dan bangsa pula
didapati mempengaruhi sikap terhadap keselamatan makanan serta keakraban dengan
peniaga. Pengguna yang mempunyai sikap yang lebih positif terhadap keselamatan
makanan dan persepsi yang baik terhadap kebersihan pengendali makanan didapati
lebih akrab dengan peniaga. Mereka cenderung membeli daripada peniaga yang
mengamalkan kebersihan seperti memakai sarung tangan dan memastikan gerai
sentiasa bersih. Namun, tahap keakraban juga mempengaruhi tingkah laku pembelian
— ramai pengguna masih membeli daripada peniaga yang mereka kenali walaupun
tahap kebersihan tidak begitu baik. Ini menunjukkan bahawa kedua-dua faktor
kebersihan dan kepercayaan terhadap peniaga memainkan peranan penting dalam
keputusan pembelian pengguna. Kajian masa depan disarankan untuk merangkumi
kawasan yang lebih pelbagai termasuk kawasan bandar dan luar bandar serta latar
belakang budaya dan sosioekonomi yang berbeza bagi mendapatkan pemahaman yang
lebih menyeluruh tentang persepsi keselamatan makanan dan tingkah laku pembelian

pengguna.
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CHAPTER 1

INTRODUCTION

1.1 Preamble

This chapter is about the overview of night market consumerism and food
safety knowledge. It begins by narrating the nature of night market business, food
safety factors that are known to influencing the purchase intention. Secondly, the
problem statement as well as knowledge gap were highlighted relating to food safety
knowledge practices. Following this, the research objectives were constructed in order
to achieve the goal of addressing the central issue and knowledge gap relating to food
safety knowledge when purchasing night market food. Finally, the potential

significance of the study was discussed.

1.2 Background of the Study

Night markets, as defined by the Oxford University Press Dictionary, are
collections of stalls operating at night, offering food and other essentials. Typically,
open from 5:00 PM to midnight, these markets serve as a unique form of retail, often
extending along streets in public or private venues (Kang et al, 2022). Night markets
share similarities with street food vendors but operate exclusively in the evening,
creating a lively and convenient dining experience. Known globally for their
affordability, variety, and appeal, night markets are an integral part of the culinary

landscape in many regions, especially in Asia (Hsieh & Chang, 2006).



Furthermore, night markets serve as platforms for entrepreneurship, offering
opportunities for small businesses and contributing significantly to the informal
economy (Ramli & Jamri, 2021; Chin & Harun, 2015). Each night market has its own
unique character and offerings, often reflecting the local culture and traditions of the
region. Some famous night markets include the Shilin Night Market in Taipei, Taiwan,
the Temple Street Night Market in Hong Kong, and the Chatuchak Weekend Market
in Bangkok, Thailand.

The appeal of night markets lies in their physical and personnel perceptions,
generating a unique and attractive environment for tourists (Chuang et al., 2014).
However, the impact of night markets extends beyond economic and cultural
dimensions. For instance, they have been found to contribute to environmental
pollution and air quality issues, as well as to the spread of phthalate ester
contamination in street dust (Lee et al., 2019; Amesho et al., 2021). Additionally, the
COVID-19 pandemic has influenced the night market experience, affecting vendors'
attitudes and perceptions towards international tourists and shaping tourists' perceived

travel risks and intentions to visit night markets (Tilaki et al., 2021; Wang et al., 2022).

The night market concept has also been associated with gentrification and
revitalization efforts in urban areas, reflecting its role in urban development and
transformation (Pottie-Sherman, 2013). Moreover, the night market experience is
influenced by physical features, customer experience, and technology adoption,
shaping tourists' image and overall value perceptions (Lim et al., 2021). Night markets
are not only places to shop and eat but also serve as social hubs where locals and
tourists alike gather to experience the sights, sounds, and flavors of the evening.
Overall, night markets are spaces that encompass economic, cultural, environmental,
and social dimensions, attracting diverse consumer groups and playing a significant

role in urban life and tourism.

However, the informal nature of night markets poses unique challenges related
to food safety, hygiene, and consumer perceptions. The off-premise preparation of
food outdoors increases the risk of cross-contamination and exposure to contaminants

(Catedral, 2018). While street food vendors face similar concerns, scholarly research



highlights weak links in food safety supervision and hygiene practices, leading to
public health risks from foodborne illnesses (Mohd Nawawee et al., 2019). Factors
such as inadequate infrastructure, lack of storage facilities, and proximity to polluted
areas exacerbate these risks, making street and night market food safety a critical

concern (Adane et al., 2018).

As urbanization and globalization continue to transform culinary landscapes,
street food culture has become a defining characteristic of daily life in many countries,
particularly in Malaysia. Night markets serve as vibrant social hubs where diverse food
offerings attract both locals and tourists seeking authentic culinary experiences.
However, alongside their popularity lies a critical concern: food safety. The informal
nature of night markets presents unique challenges regarding hygiene practices and

consumer trust.

Foodborne illnesses remain a significant public health issue globally. The
World Health Organization estimates that one in ten individuals is affected annually
by contaminated food (WHO, 2022). In Malaysia, the Ministry of Health enforces
regulations that apply to all food handlers, including those operating in night markets.
These regulations are designed to ensure adherence to strict hygiene standards and safe
food handling practices across all types of food vendors. However, compliance can be
inconsistent due to the informal nature of night market operations, leading to potential

risks for consumers (Norhaspida Yatim et al., 2023).

Consumer awareness and understanding of food safety are crucial in this
context. Research indicates that consumers who possess knowledge about food safety
are more likely to engage in safe dining behaviours and make informed choices about
where to eat (Yasami et al., 2020). This knowledge influences their attitudes towards
food handlers' hygiene practices and can significantly impact their purchasing
decisions. When consumers perceive vendors as knowledgeable and committed to
maintaining high hygiene standards, they are more inclined to trust and purchase from
them. Conversely, negative perceptions can lead to hesitation or avoidance, ultimately

affecting vendors' livelihoods (Cheesman et al., 2023).



Moreover, familiarity with local businesses plays a vital role in shaping
consumer purchase intentions. Consumers who are well-acquainted with a vendor's
practices whether through personal experience or community reputation are more
likely to support those businesses. This sense of familiarity fosters trust and loyalty,
encouraging repeat patronage. In contrast, unfamiliarity may create apprehension
about food safety, complicating the dynamics of consumer behaviour in night markets

(Kamarudin et al., 2024).

1.3 Problem Statement and Justification

Foodborne illnesses pose a significant global health challenge, affecting one
in ten individuals annually and contributing to over 200 diseases caused by
contaminated food (WHO, 2022). The impact is comparable to major diseases such as
malaria and HIV/AIDS, with children under five being particularly vulnerable,
accounting for one in six diarrhoea-related fatalities. However, the true burden of
foodborne illnesses is often underestimated due to underreporting and challenges in
establishing direct links between food contamination and health issues (Apruzzese et
al., 2019). In 2015, WHO reported over 600 million cases globally, leading to
approximately 420,000 deaths annually, with the issue being most prevalent in low-
and middle-income countries where food safety knowledge and risk perceptions vary

widely.

In Malaysia, foodborne illnesses are a growing concern, particularly in
informal food settings such as night markets, which play a vital role in the local food
culture. Recent data from the Malaysian Medical Association reported 14,293 cases of
food poisoning due to waterborne and foodborne illnesses in 2022 (The Malaysian
Insight, 2024). In Kuala Terengganu alone, food poisoning cases increased by 73%
from the previous year with contributing factors including unhygienic food handling
practices and improper storage of raw materials (Kamarudin, 2024). These trends

highlight the urgent need for improved food safety measures in informal food settings.

Demographic profiles, particularly gender and race, are critical in shaping

consumers' food safety knowledge, attitudes, perceptions of hygiene, business



familiarity, and purchase intentions, making these factors essential to examine in this
study. Research has shown that socio-demographic characteristics such as gender,
education, and training experience are significantly associated with food safety
knowledge, attitudes, and practices, with findings indicating that higher education and
training positively influence food safety behaviors among food employees (Sihombing
et al., 2018). Robust evidence of gender-specific differences in food consumption
(Vuciterna et al., 2025). Furthermore, disparities in food safety knowledge and
behaviors are often linked to race and socioeconomic status, highlighting the
importance of addressing these differences to promote equitable health outcomes and
consumer trust (Carstens et al., 2022). By focusing on gender and race, this research
aims to identify and address these disparities, providing valuable insights for
developing targeted interventions and inclusive strategies that promote safe food

practices and informed consumer choices.

Despite their cultural and economic significance, Malaysian night markets face
ongoing food safety challenges that impact consumer confidence and public health.
Studies indicate that inadequate food safety knowledge among street food vendors
contributes to unsafe practices, such as the reuse of cooking oil and improper food
storage (Theng et al., 2017; Azman et al., 2012). Furthermore, while many vendors
acknowledge the importance of food safety, non-compliance with hygiene standards
remains prevalent (Abdul Aziz et al., 2023; Musa et al., 2023). These gaps in food
safety knowledge directly influence consumer perceptions and purchase intentions, as
concerns about food safety risks can deter consumers from patronizing night market

vendors (Soon et al., 2020).

Consumer perception plays a critical role in dining choices, particularly in
informal settings like night markets. Factors such as perceived cleanliness, vendor
reputation, and awareness of food safety measures significantly influence consumer
confidence and purchasing behavior. Research suggests that younger consumers tend
to be more vigilant about food safety compared to older generations, indicating a need
for more effective communication strategies (Yu et al., 2017). Additionally, studies
emphasize the importance of public health awareness in shaping consumer trust and

improving the overall dining experience in night markets (Nathan et al., 2018).



Familiarity with local businesses is another key factor influencing consumer
trust and purchase intentions. Consumers who are aware of a vendor’s commitment to
food safety are more likely to make purchases due to increased confidence in the
quality and safety of the food (Lee, 2020). Studies have shown that consumer
education on food safety enhances perceptions of vendor reliability, which in turn
influences purchasing decisions (Zanetta et al., 2022; Zorba & Kaptan, 2011).
However, while extensive research has examined food safety in informal settings,
much of it focuses on food quality, attractiveness, and service standards rather than
consumer familiarity with food safety practices (Setiyorini et al., 2019; Chuang et al.,

2014; Huang, 2012).

In contrast, research in structured food environments such as farmers' markets,
institutional food services, and retail outlets highlights the role of familiarity in shaping
consumer attitudes toward food safety. Studies have shown that food safety concerns
significantly influence purchasing behavior in farmers’ markets (Yu et al., 2017), and
familiarity with local food systems enhances consumer trust (Conner et al., 2010).
Furthermore, food safety knowledge among institutional food handlers has been
identified as a crucial factor in maintaining hygiene standards (Aung et al., 2019).
However, these studies primarily focus on regulated settings and do not extend to
informal food environments like night markets, where food handling practices are less

standardized.

While previous research has explored food safety knowledge, attitudes, and
perceptions in night markets, the specific role of consumer familiarity with food safety
practices remains underexamined. Night markets present unique challenges, such as
informal food handling practices, varying levels of regulatory oversight, and diverse
vendor backgrounds (Catedral, 2018), necessitating further investigation. Given these
distinct characteristics, it is essential to explore how consumer familiarity with food
safety practices influences trust and purchase intentions in night markets. Addressing
this gap provides an opportunity for empirical research that can enhance consumer
confidence and inform policy measures aimed at improving food safety standards in

informal food settings.



Beyond public health implications, foodborne illnesses also carry significant
economic consequences, including increased healthcare costs and reduced
productivity due to illness-related absenteeism (Cheesman et al., 2023). In developing
countries like Malaysia, where food safety regulations may be less stringent, frequent
outbreaks can erode consumer confidence and negatively impact local businesses
(New et al., 2017). The economic burden extends beyond healthcare costs, as
foodborne illnesses can also lead to income loss for vendors reliant on consumer

patronage.

At the core of this issue lies the interplay between food safety knowledge,
attitudes, consumer perceptions, business familiarity, and purchase intentions.
Understanding these dynamics is crucial for enhancing consumer confidence,
promoting safe eating practices, and ensuring the sustainability of night markets as
cultural and economic hubs. This study examines the relationship between consumer
awareness, vendor practices, and food safety risks in Kuala Terengganu’s night
markets. By addressing these factors, the research aims to provide actionable insights
to improve public health, strengthen consumer trust, and support the long-term

viability of night markets in Malaysia.

14 Research Objectives

Upon highlighting the central issue and knowledge gap, the general
objectives are to identify consumers food safety knowledge, attitude,
perception toward food handlers’ hygiene practice, business familiarity and
purchase intention. To support the general objective, the following specific

objective were formulated.

RO1 To determine the association between demographic profile towards study

variables

ROla To determine the association between gender towards

consumers food safety knowledge.



RO1b To determine the association between race towards consumers

food safety knowledge.

RO1c¢ To determine the association between gender towards consumers

food safety attitude.

RO1d To determine the association between race towards consumers

food safety attitude.

RO1e To determine the association between gender towards consumers

perception on food handlers’ hygiene practices

RO1f To determine the association between race towards consumers

perception on food handlers’ hygiene practices.

RO1g To determine the association between gender towards business

familiarity.

RO1h To determine the association between race towards business

familiarity.

ROV1i To determine the association between gender towards purchase

intention.

RO1j To determine the association between race towards purchase

intention.

RO2 To examine the association between independent variables towards

business familiarity

RO2a To examine the association between consumers food safety

knowledge towards business familiarity.



RO2b To examine the association between consumers food safety

attitude towards business familiarity.

RO2c¢ To examine the association between consumers perception on

food handlers’ hygiene practice towards business familiarity.

RO3 To investigate the association between the independent variables and

business familiarity towards consumers purchase intention.

RO3a To investigate the association between consumers food safety

knowledge towards consumers purchase intention.

RO3b To investigate the association between consumers food safety

attitude towards consumers purchase intention.

RO3c¢ To investigate the association between consumers perception
on food handlers’ hygiene practices towards consumers purchase

intention.

RO3d To investigate the association between the business familiarity

towards consumers purchase intention.

1.5  Significance of Study

1.5.1 Practical Significance

This study provides important practical contributions for improving food safety
in Kuala Terengganu’s night markets. Malaysia reports a high incidence of foodborne
illnesses, and this research offers insights that can help reduce such preventable health
risks. By examining how consumers’ food safety knowledge, attitudes, and

perceptions shape their purchasing decisions, the findings can support the development
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of effective public health strategies aimed at protecting the community—particularly

vulnerable groups like children.

The study also highlights the essential role of food handlers’ hygiene practices
and business familiarity. Insights generated can guide targeted vendor training
programs, strengthen hygiene compliance, and improve trust between consumers and
vendors. Practical outcomes include helping food vendors adopt safer practices that
not only safeguard consumers but also support the continuity and credibility of their

businesses.

From an economic standpoint, night markets are central to Kuala Terengganu’s
cultural identity and local livelihood. Unsafe practices can reduce consumer
confidence and lead to financial losses for vendors. By addressing these safety issues,
the study helps sustain the economic vitality of night markets. Policymakers, local
health departments, and regulatory bodies can also use the findings to design more
effective interventions such as structured food safety training, awareness campaigns,

and enforcement mechanisms tailored to informal market environments.

1.5.2 Theoretical Significance

The study contributes to the existing body of knowledge by addressing a gap
in food safety literature within the context of Malaysian night markets—an area often
overlooked in previous research, which mainly focuses on formal food establishments.
By examining the relationships between consumers’ food safety knowledge, attitudes,
and perceptions and their purchasing behaviour, this research deepens understanding

of how these constructs interact in informal food environments.

It further enhances theoretical perspectives on consumer behaviour by
demonstrating how trust, risk perception, and familiarity with vendors influence
purchase intention. The study also provides a conceptual foundation for future research
exploring food safety dynamics in informal markets across Malaysia and other

developing regions. Through its findings, the research strengthens theoretical models
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related to food safety, consumer psychology, and public health behaviour, thereby
enriching academic literature and offering opportunities for further scholarly

exploration.

1.6 Conceptual and Operational Definition of the Important Terms in this

Study

1.6.1 Night market

1.6.1.1 Conceptual definition:

A night market was defined as a small business that was open at night and sold
a variety of goods as well as prepared food. Due to its handy location, which was
frequently in close proximity to residential areas, and its flexible operation hours, it
had increasingly become the favoured destination for consumers to purchase their
necessities (Ahmad, et al, 2021). Malaysian night markets are simpler to set up and
run because they are built around the idea of open-air shopping and because of this
structure, traders do not have a fixed place of business and may occasionally shift

locations (Isa, et al, 2020).

1.6.1.2 Operational definition:
In this research, night market refers to mobile stalls that operate in open-air
areas. A night market in a particular street or centre can be operated one day or more

within a week.

1.6.2  Food safety

1.6.2.1 Conceptual definition:
According to WHO (2022), 'Food safety' refers to the absence of any risks,
whether they be acute or chronic, that could endanger a consumer's health. Food safety

is typically understood as the scientific field that outlines how to prepare, handle, and
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store food products in a manner that can reduce the risk of contracting a foodborne

illness (Pan, et al, 2019).

1.6.2.2 Operational definition:
In this research, food safety is the condition where food sold in night market is
safe to be consumed. This also includes the hygienic condition of food, food handlers

and environment.

1.6.3 Foodborne disease

1.6.3.1 Conceptual definition

Foodborne disease refers to illnesses that are caused by the consumption of
food contaminated with harmful microorganisms such as bacteria, viruses, parasites,

and fungi (Li et al., 2022).

1.6.3.2 Operational definition

In this research, Foodborne disease refers to the effect of unhygienic practices
from the food handlers. Besides, level of consumers’ food safety knowledge and

attitudes also can lead to foodborne disease.

1.6.4 Knowledge

1.6.4.1 Conceptual definition:
Knowledge is defined as the information, understanding and skills that were
gained through education or experience. It is the state of knowing about a particular

fact or situation (Oxford English Dictionary). The conceptual definition of knowledge



13

encompasses the understanding and integration of information, skills, and experiences

to facilitate effective decision-making and problem-solving (Buder, 2017)

1.6.4.2 Operational definition:
In this research, knowledge refers to the understanding of respondent on food
safety related information. It is regardless whether the respondent obtained the food

safety related information from people, newspaper, magazines, books or mass media.

1.6.5 Attitude

1.6.5.1 Conceptual definition:

Attitude is the way that someone thinks and feels about somebody or
something. It is the way that someone behaves toward somebody or something that
shows how that particular people think and feel. A conceptual definition of attitude
can be understood as a psychological construct that encompasses an individual's
evaluative reactions and interactions towards an object, person, group, or situation
(Dalege et al., 2016). It represented the confident or aggressive behaviour that shows
someone does not care about other people’s opinions and insists to do things in an

individual way (Oxford English Dictionary).

1.6.5.2 Operational definition:
In this research, attitude is defined as the intention of respondent to apply food

safety knowledge that they have, into an action.

1.6.6 Perception

1.6.6.1 Conceptual definition:
Perception can be understood as a multifaceted cognitive process involving the

active construction of mental symbols from sensory information, as well as purposeful
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information-seeking and attention to environmental factors (Mareno, 2013). This
process extends to various domains, such as emotion perception, theory of mind, and
symptom perception, highlighting the complex and overlapping nature of perception

with other cognitive processes (Mitchell & Phillips, 2015; Lee & Riegel, 2018).

1.6.6.2 Operational definition:
In this research, perception is the adherence of respondent perceptions towards

night market food handlers’ hygiene practices.

1.6.7 Consumer

1.6.7.1 Conceptual definition:

According to Oxford English Dictionary, consumer is defined as ‘a
person who purchases goods and services for personal use’. It also carries the
meaning of a person or thing that eats or uses something. Consumers also can
be understood as individuals or groups engaged in the acquisition,
consumption, and disposition of goods, services, time, and ideas, influenced by
a range of psychological, social, and economic factors (Jacoby, 1975).

1.6.7.2 Operational definition:
In this research, the term ‘consumer’ represents the people who bought food at
the night markets. It can be a current purchase or prior experience in purchasing food

from night markets.

1.6.8 Business Familiarity

1.6.8.1 Conceptual definition

Familiarity can be measured through reliability, social consciousness, and
identification, reflecting the trust and commitment that consumers associate with
familiar offerings (Melewar et al., 2017). Business familiarity refers to the level of
knowledge, understanding, and experience that individuals or organizations have in

relation to a particular business environment, market, or industry. It encompasses the
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degree to which entities are acquainted with the operational, cultural, legal, and social
aspects of conducting business within a specific context. The concept of business
familiarity is crucial in shaping decision-making processes, risk assessment, and
strategic planning, particularly in international business and market expansion

attempts.

1.6.8.2 Operational definition

In this research, business familiarity act as a dependent variable between the
independent variable which is food safety knowledge, attitude and perception towards
food handlers’ hygiene practices and also act as independent variable for the dependent

variable which is purchase intention.



CHAPTER 2

LITERATURE REVIEW

2.1 Preamble

This chapter explores key topics related to food safety and consumer behavior.
It starts with an overview of general food safety, focusing on its importance, especially
in night markets and other food marketplaces. It then looks into consumers'
knowledge, attitudes, and perceptions of food safety, particularly regarding food
handlers’ hygiene practices. The chapter also examines purchase intention and how
business familiarity influences consumers’ decisions. Additionally, it discusses the
connections between demographic factors and consumers’ food safety awareness,
attitudes, perceptions, business familiarity, and purchase intention. The relationships
between these factors and how they shape consumer behavior are further explored.
Finally, the chapter introduces the Theory of Planned Behavior as the foundation for

the study’s conceptual framework and research hypotheses.

2.2 Food Safety

Food safety is typically understood as the scientific field that outlines how to
prepare, handle, and store food products in a manner that can reduce the risk of
contracting a foodborne illness (Pan, et al, 2019). Food safety refers to the measures
and practices implemented to ensure that food is safe for consumption, meaning it will
not cause harm or illness to those who eat it. It encompasses various aspects of food
handling, preparation, storage, and distribution to prevent contamination and the

growth of harmful bacteria, viruses, parasites, or chemical substances that could pose
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risks to human health. The collection of procedures that must be followed for food to
be safe is referred to as food safety. It guarantees that the food we eat is secure for
consumption. It covers every aspect of ensuring the quality of the food. Food
cleanliness is the first aspect of food safety to be ensured, followed by its quality and
how food vendors advertise their products. These results depend on the attitude
vendors have towards food safety ideas, their level of knowledge on food safety, and
how strictly they adhere to hygiene practise rules. Food handling, preparation, and
storage should be done according to scientific principles to prevent foodborne illness

(Verma, et al, 2022)

The significance of food safety is also evident in various sectors such as
healthcare facilities, where the evaluation of food safety knowledge and practices
among food service staff is vital for maintaining and enforcing food safety standards
(Alqurashi et al., 2019). Furthermore, the impact of food safety extends to international
trade, making it essential to understand consumer perceptions and behavior towards
food safety (Bouranta et al., 2019). This underscores the need for effective food safety
management and the development of a strong food safety culture within organizations
(Griffith et al., 2010). A positive food safety culture, characterized by leadership,
communication, staff commitment, resources, and risk awareness, is crucial for
ensuring the implementation of effective food safety practices (Griffith et al., 2010).
Food safety is a significant issue that has an impact on global trade and public health.
More social and economic costs are incurred by food safety accidents in low- and

middle-income nations (Hoffmann, et a/, 2019).

The importance of food safety is also reflected in consumer behavior and
decision-making, as consumers' confidence in food safety significantly influences their
consumption choices (Wei, 2018). Moreover, as countries transition from traditional
to modern food systems, the economic significance of food safety becomes
increasingly important, emphasizing the need to address food safety challenges in
rapidly developing food systems (Unnevehr, 2022). Additionally, technological
advancements, such as UPLC-MS, are being employed to enhance food safety
measures and address the higher incidences of food contamination globally (Ashraf et

al., 2021). In addition, two key factors, namely the modernisation of food systems
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brought on by the emergence of supermarkets that impose food safety rules, have
raised the need for safe food in developing countries (Reardon, et al, 2019). 1t is
especially important that safe food products are available and easily accessible because
doing so improves food security as stated in the 1996 World Food Summit declaration:
“Food security exists when all people, at all times, have physical, social and economic
access to sufficient, safe and nutritious food to meet their dietary needs and food
preferences for an active and healthy life. In addition to health benefits, safe food is
fundamental for low-income countries’ access to increasingly high-value regional and

global food markets (Ehrich and Mangelsdorf, 2018).

In conclusion, food safety is a complicated issue that encompasses various
aspects, including consumer behaviour, regulatory practices, technological
advancements, and organizational culture. It is crucial for safeguarding public health
and requires a comprehensive approach involving all stakeholders in the food chain to
ensure the safety and quality of the food supply. At the same time, ensuring food safety
requires a combination of proper hygiene practices, adherence to regulations and
guidelines, regular monitoring and inspection, and continuous education and training
for food handlers and consumers alike. By following these principles, the risk of
foodborne illness can be minimized, and consumers can have confidence in the safety

of the food they eat.

2.2.1  Food safety in Night Market

Food safety at night markets refers to the set of practices and measures aimed
at ensuring the cleanliness, quality, and safety of food products sold and consumed
within these marketplaces. This includes the implementation of proper hygiene
practices, knowledge of food safety regulations, and the prevention of foodborne
illnesses. The hygiene knowledge and practices of night market food vendors play a
crucial role in maintaining food safety standards, as they are responsible for handling
and preparing the food products (Sun et al., 2012). Surveillance for foodborne disease

outbreaks highlights the need for food safety improvements targeting worker health
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and hygiene in food service settings, emphasizing the importance of monitoring and

preventing disease outbreaks (Dewey-Mattia et al., 2018).

Additionally, food safety and food hygiene training studies in the commercial
sector contribute to enhancing the understanding and implementation of food safety
practices among food vendors and handlers (Egan et al., 2007). The global burden of
foodborne diseases underscores the significance of ensuring food safety to prevent
illness and protect consumers from the risks associated with contaminated food (Lee
& Yoon, 2021). Furthermore, the incidence of foodborne illness and food safety risks
for populations of low socioeconomic status and minority race/ethnicity emphasizes
the need for equitable access to safe and hygienic food in all market settings (Quinlan,
2013). Effective food safety education programs for food handlers and consumers are
essential for promoting safe food practices and preventing foodborne illnesses

(Nyachuba, 2010).

Moreover, the prevalence and antimicrobial resistance of pathogens in retail
chicken meat and giblets highlight the importance of monitoring and controlling
microbial contamination in food products sold at night markets (Sodagari et al., 2015).
Overall, food safety at night markets encompasses a range of measures and practices
aimed at ensuring the safety and quality of food products, protecting consumers from
foodborne illnesses, and promoting public health. Understanding consumers' food
safety knowledge and practices is crucial for developing effective public health
programs and promoting public health in night markets. These insights are essential
for policymakers, public health authorities, and market vendors to ensure the safety

and quality of food products and to promote consumer well-being.

2.3 Foodborne disease

Foodborne diseases are a significant public health concern, often resulting from
the consumption of food contaminated with pathogens such as bacteria, viruses,
parasites, or poisonous chemicals. These diseases pose a substantial burden on public

health and are a major cause of morbidity and mortality worldwide (Gould et al.,
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2013). Foodborne pathogens are the primary causative hazards of foodborne disease
outbreaks, with bacteria and poisonous plants being identified as the main contributors
to such outbreaks (Li et al., 2018). These diseases typically affect the gastrointestinal
tract and can lead to symptoms such as gastroenteritis, vomiting, diarrhoea, and
abdominal pain. Foodborne diseases are a significant public health concern globally

and can result from the ingestion of contaminated food or water.

According to Ministry of Health Malaysia, in 2021 the incidence rate for food
poisoning is the highest communicable disease which is 18.40/100 000 population
compared to other communicable diseases in Malaysia. Table 1.1 below show the
statistical data for several communicable diseases that happened in Malaysia. The table
shows that food poisoning has the highest incidence rate on 2021. It can be the proof

that food can bring hazardous towards consumers.

Table 1.1: Incidence Rate and Mortality of Communicable Disease, 2021
(Per 100 000 population)

Communicable Incidence Rate
Disease
Cholera 0.20
Dysentry 0.61
Food poisoning 18.40
Hepatits A 0.07
Typhoid And 0.31
Paratyphi

The impact of foodborne diseases on public health is substantial, leading to a
considerable burden on healthcare systems and economies. The burden of foodborne
diseases is not well defined in many countries or regions, and it is often underreported,
leading to challenges in accurately assessing the impact of these diseases (Flint et al.,
2005). The high incidence of foodborne diseases poses a serious threat to public health
and the social economy, with significant economic burdens and health implications (Li

et al., 2021).
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Foodborne diseases are a leading cause of foodborne illnesses, resulting in a
substantial number of hospitalizations and deaths each year. An estimated 48 million
cases of foodborne illness occur annually in the United States alone, underscoring the
widespread impact of these diseases (Gould et al., 2013). Furthermore, foodborne
diseases bring about huge economic burdens to human beings, emphasizing the
multifaceted impact of these illnesses (Chen et al., 2024). The burden of foodborne
gastroenteritis due to specific pathogens, such as nontyphoidal Salmonella enterica,
Shigella, and Vibrio parahaemolyticus, has been a subject of estimation and
assessment in various regions (Chen et al., 2024). Surveillance and monitoring of
foodborne diseases are essential for understanding the epidemiology and impact of

these illnesses.

Foodborne diseases have significant effects on consumers, encompassing both
health and socio-economic implications. The health effects of foodborne diseases can
be severe, leading to hospitalizations and, in some cases, fatalities. Vulnerable
populations, such as the young, elderly, pregnant women, and immunocompromised
individuals, are at a higher risk of experiencing severe illness due to foodborne
pathogens (Pezzuto et al., 2016). Additionally, foodborne diseases have economic and
international trade impacts, necessitating effective disease management strategies

(Hedman et al., 2020).

The effects of foodborne diseases are not limited to physical health; they also
have psychological and behavioural implications. Consumers may experience fear and
anxiety related to food safety, leading to changes in food consumption patterns and
purchasing behaviors (Soon et al., 2020). Furthermore, the occurrence of foodborne
diseases in the home remains a persistent problem, with more than 35% of foodborne
diseases occurring in domestic settings (Soon et al., 2020). This underscores the impact
of foodborne diseases on consumer behavior and household practices. The economic
implications of foodborne diseases are substantial, with costs associated with medical
treatment, productivity losses, and healthcare expenditures. The reported incidence of
foodborne diseases is estimated to represent only a fraction of the actual incidence,

indicating the potential underestimation of the economic burden (Heredia & Garcia,
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2018). Moreover, foodborne diseases can have far-reaching economic impacts on the

agricultural, food production, and food service sectors (Mayer et al., 2023).

Table 2.1: Source of Foodborne Pathogens. (Adapted from Stephen J. Forsythe.

2020)
Food Pathogen
Meat, poultry and eggs Salmonella
Campylobacter

Escherichia coli (E. coli)
Listeria monocytogenes
Clostridium perfringens

Staphylococcus aureus

Fruits and vegetables

Salmonella

Escherichia coli (E. coli)
Listeria monocytogenes
Norovirus

Hepatitis A
Cryptosporidium
Cyclospora

Milk and dairy products

Salmonella

Escherichia coli (E. coli)
Listeria monocytogenes
Staphylococcus aureus
Mycobacterium bovis

Brucella spp.

Powdered infant formula

Salmonella
Cronobacter sakazakii (formerly

known as Enterobacter sakazakii)
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Escherichia coli (E. coli)
Listeria monocytogenes
Clostridium botulinum

Bacillus cereus

Shellfish and seafood

Vibrio vulnificus

Vibrio parahaemolyticus
Vibrio cholerae
Norovirus

Hepatitis A virus
Salmonella

Listeria monocytogenes
Clostridium botulinum
Escherichia coli (E. coli)

Cryptosporidium

Cereals, grains, legumes and nuts

Mycotoxins

Salmonella

Escherichia coli (E. coli)
Clostridium botulinum

Listeria monocytogenes

Spices

Salmonella

Escherichia coli (E. coli)
Clostridium perfringens

Bacillus cereus

Staphylococcus aureus
Aspergillus flavus (may produce

aflatoxins)

Water

Escherichia coli (E. coli)
Salmonella spp.
Campylobacter jejuni

Giardia lamblia
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e Cryptosporidium spp.
e Norovirus

e Rotavirus

e Hepatitis A virus

o Shigella spp.

e Vibrio cholerae

24 Theory of Knowledge, Attitude and Practices (KAP)

The Knowledge-Attitude-Practice (KAP) theory is a behavioral intervention
framework widely used in health education, public health, and nursing management to
understand and promote positive changes in human behavior (Kang and bagaoisan,
2024). It posits that knowledge is the foundation for forming correct attitudes, which
in turn drive changes in practice or behavior (Wang et al., 2020). The ultimate goal is
to achieve health improvements by systematically enhancing knowledge, shaping

attitudes, and encouraging beneficial practices (Namdar Areshtanab et al., 2024).

The core components of the Knowledge-Attitude-Practice (KAP) model are
knowledge, attitude, and practice. Knowledge refers to an individual’s understanding
and awareness of a particular topic, such as disease prevention or healthy lifestyle
choices, and is considered the starting point for any behavioral change (Teoh et al.,
2023). Attitude represents beliefs, feelings, or predispositions toward a subject, and is
influenced by knowledge; attitudes play a crucial role in motivating individuals to
adopt new behaviors (Zarei et al., 2024). Practice involves the actual behaviors or
actions taken by individuals as a result of their knowledge and attitudes, with effective
practices being the desired outcome of KAP interventions (Liao et al., 2022). Together,
these components form the foundation of the KAP model, guiding efforts to promote
positive behavioral changes in health and other domains. While the KAP model
typically highlights practice as the behavioral outcome, this study specifically
examines the associations between night market consumers' food safety knowledge,
attitudes, and perceptions toward food handlers' hygiene practices, and how these

factors relate to business familiarity and purchase intention.
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By focusing on perception, the study aims to uncover how consumers’
interpretations and understanding of food safety issues associated with attitudes and,
ultimately, their decisions regarding business familiarity and purchase intention in
night market settings. Perception, within the context of the KAP model, refers to the
way individuals interpret, understand, and make sense of information related to food
safety and hygiene practices (Ab et al, 2023). It is shaped by their existing knowledge
and attitudes, and involves subjective judgments influenced by personal experiences,
cultural beliefs, and information received from various sources (Ab et al, 2023). In
night market settings, consumers' perceptions of food handlers' hygiene practices may
be based on visible cues, such as cleanliness of the stall or the vendor’s behavior, as
well as indirect information, such as recommendations from others or media reports
(Shen et al., 20250. These perceptions play a key role in shaping consumers’ attitudes
toward vendors and directly affect their business familiarity and purchase intentions
(Isanovic et al., 2022). By focusing on perception, this study can provide deeper
insights into the cognitive and affective factors that drive consumer behavior in

relation to food safety in night markets.

2.5 Consumer Knowledge Towards Food Safety

Consumer knowledge of food safety in street food is a critical aspect of
ensuring the safety and quality of food products. Understanding consumers'
knowledge, attitudes, and perceptions (KAP) related to food safety is essential for

promoting public health and preventing foodborne illnesses.

According to Soon et al. (2020), they found that consumers had a good level
of food safety knowledge, along with positive attitudes and self-reported safe food
handling practices. Alhashim et al. (2022) also discovered that the majority of food
truck consumers possessed the necessary knowledge regarding food safety, which
might help them make healthier food choices, practice good food hygiene, and

ultimately reduce the chances of foodborne diseases.
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Additionally, Ma et al. (2019) found that consumers had appropriate levels of
food safety knowledge. Access to education and information about food safety
practices empowers consumers to make informed choices, while regulatory oversight

and certification programs help instil confidence in the safety of street food.

2.6  Consumers’ Attitude Towards Food Safety

Food safety attitude is an important factor influencing food safety practices.
However, Soon et al. (2020) found that the relationship between food safety
knowledge and attitude was insignificant, indicating that both variables independently

influence practices.

Consumers' attitudes towards food safety in the context of street food can vary
significantly, influenced by cultural norms, personal experiences, and access to
information. Some consumers prioritize freshness, flavor, and authenticity, while
others are more concerned about the risks associated with unregulated vendors

operating in open-air environments.

Ma et al. (2019) found that food safety attitudes among the youngest consumers
were significantly better than those of older age groups. Trust plays a crucial role, as
consumers rely on positive past experiences or recommendations to assess the
cleanliness and hygiene practices of street food vendors. Cultural influences also shape
perceptions, with some societies embracing street food as a culinary tradition and

others prioritizing strict food safety standards.

Moreover, Magdalena Niewczas & Dobrowolska (2022) emphasized that food
safety is the most important characteristic of food for consumers, reinforcing the

influence of consumer attitudes and behaviors on food safety.
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2.7  Perception Towards Food Handlers’ Hygiene Practices

Perception can be understood as a multilayered cognitive process involving the
active construction of mental symbols from sensory information, as well as purposeful
information-seeking and attention to environmental factors (Mareno, 2013). This
process extends to various domains, such as emotion perception, theory of mind, and
symptom perception, highlighting the complex and overlapping nature of perception
with other cognitive processes (Mitchell & Phillips, 2015; Lee & Riegel, 2018).
Consumer perception significantly influences purchase intention across various
contexts. The potential references provide valuable insights into the factors influencing
purchase intention and the impact of consumer perceptions on purchasing behavior. re
is a detailed explanation of the potential (Cakici & Tekeli ,2021). Consumers'
perception of food safety and foodborne pathogens is influenced by various factors,
including the sources of contamination, the prevalence of pathogens, and the potential
health risks associated with food consumption. Understanding these factors is crucial
for assessing and managing the risks posed by foodborne pathogens in different

settings, including night markets and other food retail environments.

Research indicates that many food handlers in night markets do not adhere to
proper hygiene standards. For instance, a study conducted at a night market in
Larantuka City revealed that 69.2% of food handlers failed to meet personal hygiene
requirements, such as wearing appropriate work attire and washing hands regularly
before handling food (Assan et al, 2022). This lack of compliance poses significant
risks to food safety and consumer health. In contrast, some studies in Malaysia suggest
that certain vendors do practice good hygiene. For example, young consumers reported
that many vendors wore aprons and gloves while handling food, which contributed to
a perception of cleanliness (Sa'min et al, 2024). However, there remains a notable
inconsistency in hygiene practices among vendors, with some failing to protect food

from exposure to contaminants like dust and insects (Sa'min et al, 2024).

According to Letuka et al. (2021), they found that among of the respondent for
Street food handlers’ food safety knowledge, attitudes and self-reported practices and
consumers’ perceptions about street food vending in Maseru, Lesotho studies, due to

hygienic concerns, only 6% of consumers said they never purchase food from street
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vendors. The observation checklist revealed that there was a lack of clean water
supplies and hand washing stations, and that the vendors were operating in unsanitary
manner facilities. Additionally, there are studies in Brazil about knowledge and risk
perceptions of foodborne disease by consumers and food handlers at restaurants with
different food safety profiles found that there is evidence of an optimistic bias among
food handlers and customers. There is a clear correlation between food service risk
and the optimistic inclination of consumers. When it comes to food safety, customers
are unable to distinguish between restaurants based on sentimentality, familiarity,
social identification, and additional elements to assist consumers in selecting a

restaurant (de Andrade et al., 2019).

2.8 Food handlers Hygiene Practices

Food handlers' hygiene practices are paramount to maintaining food safety
standards and preventing the spread of foodborne illnesses. They must adhere to strict
protocols to ensure that food is prepared and handled in a sanitary manner. This
includes thorough handwashing with soap and warm water before handling food, after
using the restroom, and after any activity that could potentially contaminate hands.
Personal cleanliness is also crucial, with food handlers required to wear clean attire,
including hairnets or hats to prevent hair from falling into food, and to avoid touching
their face, hair, or body while handling food. In studies of Ma, et al (2019), they got
that street food suppliers have generally poor food handling practices, and most are
operating under unsanitary conditions. Which is they being relatively poor in carrying
out safe food handling, with only 26.7% using or being fully equipped with hand-
washing facilities, although more than 60% of vendors wore clean and tidy clothes and

masks.

Additionally, the use of protective gear such as gloves and aprons may be
necessary in certain food handling environments. Proper training and education on
hygiene practices, including the handling of raw foods and the importance of cleaning
and sanitizing workspaces and equipment, are essential. By following these hygiene

practices diligently, food handlers contribute to a safer and healthier food supply for



29

consumers. In other studies, they found the food handlers had poor food safety
knowledge but all the food handlers (100%) exhibited good knowledge of general
sanitary practices such as regular hand washing (Letuka et al., 2021). At the same time,
Ngoc et al. (2020) got in the observation of personal hygiene and handling practices
of food vendors showed that most of them do not follow good hygiene practices.
Among all this studies, it shows that food handlers are not all follow the good hygiene
practices during handle food. Meanwhile, there are studies also found that good food
safety knowledge increased the likelihood of good food safety behaviours among food
handlers by 2.25 times compared to counterparts. (Abdisa et al., 2024)

2.9 Business familiarity

The relationship between business familiarity and food safety in night markets
is a critical factor influencing consumer behavior and vendor practices. As consumers
become more familiar with night markets through frequent visits, they develop a
deeper understanding of vendors’ operations, including their food safety measures.
Regular consumers are more likely to trust vendors who consistently demonstrate safe
food handling practices, which can positively influence their purchasing decisions
(Catedral, 2018). This familiarity also enhances consumer awareness of food safety
issues. For instance, consumers often assess the cleanliness of utensils, the use of
personal protective equipment, and the hygiene of food preparation areas before
making purchases (Henderson, 2019). This heightened awareness creates a feedback
loop where consumer familiarity drives vendors to improve their food safety standards

to meet customer expectations.

On the vendor side, business familiarity with consumer preferences and
expectations plays a significant role in shaping food safety practices. Vendors who
understand that customers value hygiene and proper food handling are more likely to
adopt better sanitation practices. Studies have shown that vendors who receive positive
feedback regarding their hygiene efforts are motivated to maintain high standards,
thereby fostering customer loyalty (Chen, 2013). Additionally, vendors familiar with

the importance of food safety often seek training on proper food handling techniques,
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which further enhances compliance with guidelines such as those provided by the
World Health Organization (WHO) (Catedral, 2018). This demonstrates how business
familiarity can directly influence the development of a strong food safety culture

among vendors.

Consumer perceptions of food safety compliance are also shaped by their level
of familiarity with specific vendors and stalls. Familiarity allows consumers to form
opinions based on repeated interactions, enabling them to identify improvements or
lapses in food safety practices over time (Ahmad et al., 2023). For example, frequent
visitors may notice whether vendors consistently use clean utensils or maintain proper
storage conditions for perishable items. These perceptions significantly impact
purchasing decisions, as consumers are more likely to support vendors who prioritize
hygiene. Moreover, demographic factors such as age and occupation influence how
consumers evaluate food safety in night markets. Younger consumers, who tend to
visit night markets more frequently, often exhibit greater scrutiny regarding cooking

practices and cleanliness compared to older demographics (Ahmad et al., 2023).

Furthermore, studies have highlighted the importance of food safety
knowledge among both consumers and vendors in night markets. Research indicates
that while many consumers have a basic understanding of food safety principles, gaps
remain in their knowledge about specific practices that could mitigate risks (Abdul
Rahim et al., 2024). This lack of comprehensive knowledge can lead to varying
perceptions regarding the safety of street foods. Vendors who are well-informed about
food safety protocols are better equipped to meet consumer expectations and enhance

their market reputation (Zakaria & Ishak, 2017).

In conclusion, business familiarity and food safety are deeply interconnected
in night markets. As consumers become more familiar with night market
environments, their expectations for food safety increase, encouraging vendors to
adopt better hygiene practices. Simultaneously, vendors who understand consumer
expectations are more likely to invest in training and compliance measures that

enhance their reputation and attract loyal customers. This dynamic underscore the
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importance of fostering both consumer awareness and vendor education to create a

safer and more enjoyable dining experience in night markets.

2.10 Purchase Intention

Originally, the term "intention" has been used to describe to the factors that
influence and motivate consumers to buy goods and services (Hawkins &
Mothersbaugh, 2010). Septiani and Chaerudin, (2020) said that purchase intention
describes a customer's propensity or willingness to purchase a specific good or service.
It is a fundamental idea in marketing and consumer behaviour that expresses the
attitude and preparedness of the consumer to make a purchase. Purchase intention can
be strongly influenced by elements including brand image, perceived quality, and price
perception. Businesses and marketers can better anticipate customer behaviour and
adjust their strategies to suit consumer requirements and preferences by having a

thorough understanding of purchase intention (Septiani, D. and Chaerudin, R. 2020).

Furthermore, examining purchase intentions can give firms useful information
about how consumers make decisions and assist them in creating marketing and sales
plans that work. The best predictors of conduct are intention and general opinion,
which moderate the impacts of attitude, subjective norms, and behavioural control.
Purchase behaviour and intention to make purchases are the two key components of
the TPB model (Lavuri, et al, 2022). According to TPB, the combination of normative,
behavioural, and control beliefs about a particular behaviour shapes behavioural
intention (Ajzen, 1991; Hosta & Zabkar, 2021; Wang & Scrimgeour, 2021).
Wiatrowski et al (2021) said that consumers’ preferences, pro-quality factors, such as
quality of services, quality of meals, hygiene, and food safety, and economic factors,
such as the price of a meal, are of primary importance. Moreover, there are studies
stated that the choice of consumers to shop at street markets instead of going to
supermarkets was based mainly on their perception of product freshness & quality

(stressed by those aged 59 years or younger and by females) and prices.
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Verdu et al, (2021) initiate that youngest age group showed the most interest
in hygiene practices. Also, they were able to recognize the marked association between
food safety-related aspects such as market hygiene vs. food handlers’ training. One
study found that majority (36%) of the participants agreed to a 5-9% increase in food
product prices in return for improved safety, followed by 14.5% who agreed to a 10—
19% increase in food prices (Almaghrabi, 2023). In addition, according to Herawati et
al, (2023) studies, they found that from the 31 food handlers surveyed. Which is 72.1%
indicated that street food hygiene and sanitation requirements were met, while 27.9%
reported they were not. Similarly, 76.7% stated that food handlers adhered to the
standards, with 23.3% disagreeing. Regarding Escherichia coli contamination, 20.9%
reported its presence, while 79.1% reported no contamination. Statistical analysis
revealed significant correlations between sanitation hygiene and Escherichia coli
contamination (p-value = 0.00), as well as between food handlers' behavior and
Escherichia coli contamination (p-value = 0.00). Overall, the results suggest a
noteworthy relationship between hygiene practices, food handlers' behaviour, and

Escherichia coli contamination in street food.

Furthermore, there are also research has shown that food safety concern and
health consciousness positively influence attitudes and purchase intentions towards
organic food products (Michaelidou & Hassan, 2007; LeAnh & Nguyen, 20202; Yuan
& Xiao, 2021; Yazar & Burucuoglu, 2019; Lian & Yoong, 2019). Moreover, the
moderating effect of food safety knowledge on organic food purchase intention has
been emphasized, particularly in the context of the COVID-19 pandemic, where
consumers are more selective about their food consumption to maintain good health

(Latip et al., 2021).

Additionally, the relationship between food safety concern and purchase
intention has been examined in the context of sustainable products, where food safety
concern was found to significantly impact attitudes and purchase intentions (Abutaleb
& El-Bassiouny, 2020). Moreover, the influence of food safety concern on consumer
attitudes and purchase intentions has been studied in emerging markets, such as Saudi
Arabia and Vietnam, indicating the global relevance of this relationship (LeAnh &
Nguyen, 2020; Alshammari, 2020; Ngo et al., 2021).



33

2.11 Purchase intention influence by business familiarity

Understanding the factors that influence consumer purchase intentions in these
markets is essential for vendors aiming to attract and retain customers. Hameed &
Kanwal (2018) said that familiarity in purchase intention refers to the degree to which
a consumer is acquainted or familiar with a particular product or brand and how this
familiarity influences their intention to purchase it. Familiarity can stem from various
sources, including previous consumption experiences, exposure to marketing efforts,
recommendations from others, or simply brand recognition. In many cases, consumers
tend to exhibit a higher purchase intention towards products or brands they are familiar
with, as familiarity often breeds trust and confidence in the product's quality,

reliability, and consistency.

Familiarity can also reduce perceived risk associated with the purchase, leading
to a more positive attitude towards buying the product. Marketers often leverage
strategies to increase familiarity with their products through advertising, promotions,
sampling programs, and maintaining a strong brand presence. By understanding the
role of familiarity in purchase intention, businesses can tailor their marketing efforts
to cultivate brand awareness and build strong connections with consumers, ultimately

driving sales and loyalty (Hameed & Kanwal, 2018)

The consumption of street food is influenced by familiarity. According to
research, people tend to favour foods they are more familiar with (Mak et al, 2012).
According to Melewar et al. (2017), in the context of street food, familiarity can affect
consumers' attitudes and behavioural intentions. Furthermore, familiarity is one of the
elements influencing meal choices, according to a study on young consumers'
consumption behaviours of street foods (Sanlier et al, 2018). Food neophobia, or the
fear of sampling new foods, has also been proven to have an impact on consumers'
intention to consume street food, according to research using the extended theory of
planned behaviour (Khanna et al., 2021). This suggests that consumers' decision-
making processes may be mediated by their familiarity with street food. In addition,
consumers' attitudes and behaviours might be affected by their familiarity with a

particular location and its street food.
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In a study on young domestic travellers' recurrence for Penang Street cuisine,
Yeap et al, (2019) discovered that place attachment, or the emotional bond to a place,
mediates the association between frequent trips to a destination and attitude towards
street food. This implies that consumers' perceptions about street food might be
influenced by their familiarity with a destination and its street cuisine. Moreover,
business familiarity can significantly influence purchase intention by shaping
consumers' perceptions and attitudes towards products, brands, and purchasing
decisions. When consumers are familiar with a business, its products, and its brand
image, they are more likely to develop a positive perception of the business, leading

to increased purchase intention.

Familiarity with a business can enhance trust, confidence, and perceived value,
which are key factors influencing consumers' willingness to make a purchase. For
example, in the study by Ghazali et al., (2019), the findings revealed that flow and
nostalgia had indirect effects on players' continuance intention, which significantly
influenced their purchase intention. This suggests that familiarity with the game and
positive experiences can influence players' intentions to continue playing and make in-

game purchases.

2.12 Association Demographic Profiles and Consumers' Food Safety
Knowledge

Consumers’ knowledge of food safety is heavily influenced by demographic
factors such as age, education level, and employment status. Research has shown that
younger consumers, particularly those in their teens and early adulthood, tend to have
lower food safety awareness compared to older individuals. This could be due to a
combination of factors, including limited exposure to food safety education, lack of
responsibility in food preparation, and a greater inclination toward convenience over
hygiene considerations (Moy et al., 2018). Conversely, older consumers, particularly
those responsible for household food preparation, tend to exhibit higher awareness of

foodborne illnesses and hygiene practices.
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Education also plays a critical role in shaping consumers’ knowledge of food
safety. Individuals with higher educational attainment are generally more informed
about food safety risks, proper food handling procedures, and hygiene standards. Aifaa
(2023) highlighted that education level is a key determinant in food safety culture, with
more educated consumers being more likely to scrutinize vendor hygiene practices and
make informed food choices. In contrast, consumers with lower education levels may
have limited awareness of foodborne pathogens, cross-contamination risks, and
temperature control requirements, making them more susceptible to unsafe food

practices.

Employment status further influences food safety knowledge. Individuals
working in the food service industry or health-related fields tend to have a better
understanding of hygiene standards, as they may receive formal training on food safety
protocols. On the other hand, individuals in non-food-related occupations may lack
direct exposure to food safety education, leading to knowledge gaps in recognizing
potential food hazards. Additionally, as Catedral (2018) pointed out, many night
market vendors have minimal formal education, which can contribute to poor food
safety practices. Consumers with higher food safety awareness may therefore be more

critical of food vendors’ hygiene standards and selective in their purchasing decisions.

Moreover, gender also plays a notable role in the food safety knowledge and
practices of street food consumers and vendors, though findings can vary by region
and context. Study from Spain show that female consumers tend to be more health-
conscious, showing a higher inclination to consider food safety and quality aspects like
cleanliness and ingredient freshness (Verdu et al., 2021). For example, in some
settings, female consumers were found to be twice as likely to achieve good food
safety knowledge scores, and they generally showed more concern for healthy and safe
food handling. In addition study from Kuala Kangsar, Perak found that there is a
significant association between food safety knowledge and gender of street food

consumer (Porusia et al., 2023).

Overall, demographic factors such as age, education, and employment status

significantly shape food safety knowledge. Older and more educated consumers
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generally have a stronger understanding of food safety, while younger and less
educated individuals may require targeted education programs to bridge knowledge
gaps. Strengthening food safety education, particularly among younger consumers and
those in non-food-related occupations, can help enhance overall awareness and

encourage safer food handling behaviours.

2.13  Association Demographic Profiles with Consumers' Food Safety Attitudes

Attitudes toward food safety are shaped by socio-demographic factors such as
gender, ethnicity, and cultural background. Research consistently suggests that women
exhibit greater concern for food safety compared to men. Yu et al. (2017) found that
female consumers are more likely to engage in proper food handling practices,
prioritize hygiene when selecting food vendors, and be more skeptical of food safety
claims. This heightened awareness may be attributed to the traditional role of women
in food preparation and household nutrition, making them more cautious about
foodborne illnesses. Ruby et al. (2019) further emphasized that women are more likely
to scrutinize vendor practices and avoid food establishments that do not meet their
hygiene expectations. In Malaysia, gender was significantly linked to both food safety
knowledge and attitudes, with women generally scoring higher (Porusia et al., 2023).
In Ethiopia, female street food vendors demonstrated better food safety practices and

attitudes than males (Werkneh et al., 2023).

Ethnicity also plays a vital role in shaping food safety attitudes, particularly in
Malaysia’s multicultural society. Rajkumar et al. (2021) found that different ethnic
groups exhibit varying levels of concern for food safety, which may be influenced by
cultural beliefs, religious dietary laws, and historical experiences with foodborne
diseases. For instance, some ethnic communities may have stricter dietary practices
that require higher hygiene standards, making them more selective in their food
choices. Consumers from ethnic groups with stronger food safety traditions may also
be more likely to avoid street food vendors perceived as unhygienic. Studies in China
and other developing countries show that food safety knowledge and attitudes can vary

by region and ethnic group, often influenced by education and access to training (Lihua



37

Ma et al., 2019). Studies of ethnic Chinese street vendors in Kolkata, India show that
ethnic background influences food safety knowledge and hygiene practices (Ghatak
and Chatterjee, 2023). Vendors followed traditional Chinese food preparation
methods, which affected their understanding and implementation of food safety,
sometimes leading to vague or incomplete knowledge about contamination and

hygiene.

Cultural background further affects attitudes toward food safety, particularly
in how consumers evaluate vendor hygiene practices. For some communities,
traditional food preparation methods and trust in long-established food vendors may
take precedence over formal hygiene certifications. However, increased awareness of
foodborne illnesses and global food safety concerns have contributed to a shift in
consumer attitudes, with more individuals demanding transparency and accountability
from food vendors. This shift highlights the need for food safety education initiatives
tailored to diverse cultural groups to enhance public awareness and encourage safer

food consumption behaviors.

All in all, demographic factors such as gender and ethnicity significantly
influence food safety attitudes. Women tend to demonstrate greater concern for food
safety, while ethnic and cultural factors shape consumers' trust in food vendors. Given
these variations, targeted awareness campaigns and culturally sensitive food safety
initiatives can help promote positive food safety attitudes among diverse consumer

groups.

2.14 Association Demographic Profiles with Consumers' Perceptions of Food
Handlers’ Hygiene Practices

Consumer perceptions of food handlers' hygiene and safety practices are
influenced by education, ethnicity, income level, and external factors such as the
COVID-19 pandemic. Research has shown that consumers with higher education
levels tend to assess food handlers’ hygiene more critically. Lee et al. (2017) found
that many night market vendors lack adequate knowledge of foodborne pathogens,

which can lead to poor food handling practices. Educated consumers are more likely
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to observe vendor behaviors such as proper handwashing, glove use, and cross-

contamination prevention before making a purchase decision.

Consumers with food sensitives, low-risk appetite and food safety concerns are
more likely to check food hygiene ratings or information. Those habits are influencing
their confidence in local authorities’ food hygiene inspections (Flanagan and Soon-
Sinclair, 2024). Study at United Kingdom found that gender is significantly associated
with consumers perception regarding food hygiene (Flanagan and Soon-Sinclair,
2024). The findings link with a study in India where female consumers were more
likely to consider hygiene as a reason to avoid street food while male consumers

prioritized other factors such as taste or convenience (Vyasa and Kushwaha, 2017).

Ethnicity also affects consumer perceptions of food handlers, as cultural
expectations and past experiences shape trust in vendor practices. Some ethnic groups
may be more cautious about food safety due to traditional dietary laws or previous
exposure to foodborne illnesses (Rajkumar et al., 2021). This means that vendors
serving diverse communities must adhere to strict hygiene practices to maintain

consumer trust and loyalty.

Income level further influences perceptions of food handlers. Higher-income
consumers are generally more selective about food hygiene and may prefer vendors
who demonstrate clear compliance with safety protocols. In contrast, lower-income
consumers may prioritize affordability over perceived hygiene standards, leading them
to tolerate lower food safety practices if the price is attractive. However, the COVID-
19 pandemic has significantly heightened consumer awareness of hygiene, with Ramli
& Jamri (2021) reporting that more consumers now scrutinize food handling practices
before making a purchase. This shift underscores the importance of strengthening

hygiene standards across all income groups to maintain consumer confidence.

Ultimately, education, ethnicity, and income levels significantly shape how
consumers perceive food handlers’ hygiene and safety practices. With growing

consumer awareness especially following the COVID-19 pandemic vendors must
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prioritize cleanliness and transparency to maintain trust and meet the expectations of

more informed consumers.

2.15 Association Demographic Profiles with Business Familiarity

Familiarity with a vendor or business plays a crucial role in shaping consumer
trust and purchase behavior. Factors such as age, repeat visits, and cultural background
contribute to business familiarity. Study from United State found that associations in
demographic variables such as ethnicity, gender, family size, age, education, marital
status, income related to attitudes towards business outsourcing (Parmer, 2015). For
example, older consumers and long-time consumers of a specific night market tend to
develop stronger relationships with vendors, leading to greater trust in their food safety
practices (Hameed & Kanwal, 2018). This aligns with Yeap et al. (2019), who found
that frequent visitors to a food destination form an emotional attachment to vendors,
reinforcing business familiarity and loyalty. Moreover, younger consumers (especially
18-24) are more receptive to promotions and more likely to develop familiarity with
businesses through frequent engagement, often driven by budget constraints and social

media influence (Defta et al., 2025).

In addition, demographic factors such as gender and education level also
influence how business familiarity is formed among consumers. From a gender
perspective, women tend to prioritise health, hygiene, and price, making them more
attentive to a vendor’s reputation before developing familiarity with a business (Bathla
and Kumar, 2025). In contrast, men are often influenced by taste, speed of service, and
convenience, which may accelerate the development of familiarity if their purchasing
experiences are consistent and satisfying (Badari et al., 2023). Education level is also
a strong predictor of consumer behaviour. Individuals with higher levels of education
are generally more cautious and discerning when evaluating promotions, vendor
reputation, and food safety practices before establishing loyalty to a particular business
(Defta et al., 2025). They are more likely to assess a vendor’s credibility based on
transparent information, hygiene standards, and consistent product quality, resulting

in a more analytical and evidence-based process of building business familiarity.
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Marital status also plays a role in shaping consumers’ responsiveness to
promotions and, consequently, their level of business familiarity. Single and partnered
individuals tend to be more influenced by promotional strategies compared to married
consumers, which may lead to higher engagement with vendors and stronger
familiarity with specific businesses (Badari et al., 2023). Ethnicity, while often less
influential than other demographic factors such as age or education, can still contribute
to variations in consumer decision-making. In certain contexts, ethnic background
shapes consumer profiles, with some groups more likely to display characteristics such
as being “quality-concerned” or “planning-oriented,” which subsequently affects how
they evaluate vendors and form familiarity (Badari et al., 2023). These patterns
highlight the importance of considering cultural and lifestyle differences when

analysing consumer behaviour within night market environments.

Cultural background also plays a role in business familiarity. Traditional street
food vendors who have been operating for generations often attract consumers who
associate their offerings with cultural heritage and authenticity (Melewar et al., 2017).
Familiarity with a vendor can enhance consumer confidence in food safety, even in the
absence of formal hygiene certifications. This suggests that trust-building strategies,
such as transparent food preparation processes and consistent quality, can strengthen

consumer relationships and drive repeat purchases.

To summarize, business familiarity is influenced by consumer demographics
such as age, frequency of visits, and cultural background. Consumers who repeatedly
visit a vendor tend to develop stronger trust, even in the absence of formal food safety
certifications. To build long-term consumer relationships, vendors should focus on

consistency, transparency, and communication regarding their hygiene practices.

2.16  Association Demographic Profiles with Purchase Intention

Consumers’ willingness to purchase food from night market vendors is
influenced by gender, familiarity, and perceived risk. Familiarity with a business is a

key factor in increasing purchase intention, as consumers who recognize a vendor are
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more likely to trust their food safety standards (Hameed & Kanwal, 2018). Women,
who tend to exhibit higher food safety concerns, may be more hesitant to purchase
from vendors with poor hygiene practices, whereas men may be more influenced by

price and convenience (Ruby et al., 2019).

Education level is an important demographic factor influencing purchase
intention, with higher education commonly associated with stronger willingness to
purchase, for example, in contexts involving sustainable, eco-friendly, or green
products (wang et al., 2020). In addition, lifestyle choices and product knowledge,
which are often influenced by educational background, significantly affect green
purchase intentions, indicating that education enables consumers to engage with
ecological concerns more effectively (Patdk et al., 2021). Gali¢ (2022) emphasized
that education's positive associated with purchase intentions for products like organic
food reflects a broader trend where consumers with higher education levels tend to be

more selective in their purchasing decisions.

Moreover, cultural and emotional attachment to a specific night market or food
destination can also drive purchase decisions. Yeap et al. (2019) found that place
attachment significantly influences repeat visits and positive attitudes toward street
food, reinforcing consumer loyalty. Additionally, marketing strategies such as social
media engagement, food safety certifications, and promotional offers can further

enhance consumer confidence and encourage purchases.

To sum up, demographic factors such as gender, business familiarity, and
cultural attachment play a critical role in influencing purchase intention. Women tend
to prioritize hygiene, while men may be more driven by price and convenience.
Additionally, familiarity with a vendor enhances trust and increases the likelihood of
repeat purchases. Vendors should leverage these insights by adopting transparent
hygiene practices and building long-term consumer relationships to maintain strong

purchase intention among diverse consumer groups.
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2.17 Association between night market consumers food safety knowledge
towards business familiarity

Night markets are often characterized by a diverse range of food offerings,
which can lead to varying levels of food safety knowledge among consumers. Hygiene
knowledge and practices among food vendors in night markets are crucial for ensuring
food safety (Sun et al., 2012). The interaction between consumers' food safety
knowledge and their perceptions of vendor practices can impact their willingness to
purchase food from these vendors. If consumers possess a strong understanding of
food safety principles, they are more likely to scrutinize vendor practices and make
informed choices, thereby influencing their purchasing behavior (Khairuzzaman et al.,

2014).

Moreover, the familiarity of consumers with specific businesses can enhance
their trust in the food safety measures implemented by those vendors. For instance, Yu
et al. (2022) found that consumers' knowledge and handling practices related to food
safety significantly affect their purchasing decisions, particularly in environments
where food safety risks are perceived to be higher, such as night. This suggests that
consumers who are more familiar with a vendor's practices may exhibit greater
confidence in the safety of the food being offered, thereby increasing their likelihood
of patronage markets (Yu et al., 2022).

Additionally, the role of food safety communication cannot be overlooked.
Effective communication of food safety practices and the establishment of trust
between consumers and vendors can bridge the gap between knowledge and
behaviours. Le et al, (2022) emphasize that timely communication about food safety
risks can improve consumer knowledge and trust in food management systems. This
is particularly relevant in night markets, where vendors often operate in informal

settings and may lack formal training in food safety protocols (Catedral, 2018).

Furthermore, the impact of food safety knowledge extends beyond individual
purchasing decisions to influence broader market dynamics. As consumers become
more aware of food safety issues, they may shift their preferences towards vendors

who demonstrate higher standards of hygiene and safety practices. This shift can
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compel vendors to improve their practices to meet consumer expectations, thereby
enhancing the overall food safety culture within night markets (Khairuzzaman et al.,

2014).

Zhou and Husnain (2022) explored the role of consumer awareness regarding
organic food and its impact on food safety. Their findings indicated that while
consumer knowledge about traceability and organic food could foster positive
associations with food safety, the relationship was not universally applicable across all
consumer segments. This highlights the variability in how knowledge translates into
consumer behavior, suggesting that familiarity with specific vendors or food types may

play a more significant role in some contexts than in others (Zhou & Husnain, 2022).

Another relevant study that focused on predicting intentions for safe food
handling among adult consumers in Sibu, Malaysia. The research employed the
extended theory of planned behaviour and found that consumers' attitudes, subjective
norms, and perceived behavioral control were significantly linked to their intention to
practice safe food handling. This indicates that familiarity with food safety practices
can enhance consumers' intentions to engage in safe handling behaviors, although the
study did not explicitly measure the direct relationship between knowledge and

familiarity (Ruby et al., 2019).

Additionally, Lim et al. (2016) conducted a study on the Bum Bum Island
community in Semporna, Sabah, evaluating the relationship among food safety
knowledge, attitudes, and behaviors. Their findings revealed that while knowledge
positively influenced attitudes, the direct correlation between knowledge and behavior
was less clear. This suggests that consumers' familiarity with local food practices may
play a role in shaping their behaviors, but further investigation is needed to clarify

these dynamics (Lim et, 2016).

Moreover, a study on food allergen knowledge, attitudes, and practices among
Malaysian consumers highlighted that while knowledge is essential, it does not always

translate into safe practices. This indicates that familiarity with food safety measures
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may not be sufficient to ensure safe food handling behaviors among consumers (Soon,

2018).

In summary, the association between night market consumers' food safety
knowledge and their familiarity with businesses is significant. Consumers'
understanding of food safety directly influences their purchasing decisions, trust in
vendors, and the overall food safety culture in night markets. Enhanced
communication and education regarding food safety practices can further strengthen
this relationship, ultimately leading to improved consumer confidence and healthier

food choices.

2.18 Association between night market consumers food safety attitude towards
business familiarity

Night markets, often characterized by their vibrant atmosphere and diverse
food offerings, play a significant role in the culinary landscape, particularly in Asian
cities. Understanding how consumers perceive food safety in these environments can
provide insights into their purchasing behaviors and attitudes towards food vendors.
Research indicates that consumers' perceptions of food safety are significantly
influenced by their familiarity with food vendors. For instance, familiarity with food
safety authorities has been identified as a key factor affecting food safety knowledge
among consumers, which in turn influences their attitudes towards food safety
practices (Roy, 2023). This suggests that consumers who are more acquainted with the
vendors or the regulatory frameworks governing food safety may exhibit more positive

attitudes towards food safety in night markets.

Moreover, the image of food quality and safety in night markets can
significantly affect consumers' behavioral intentions. Setiyorini et al. (2019), found
that while food image positively influences purchasing intentions, dimensions such as
food safety and health benefits did not show a significant impact on behavioral
intentions in their study. This highlights a potential disconnect between consumers'
perceptions of food safety and their actual purchasing behaviors, which could be

influenced by their familiarity with the vendors and the overall market environment.
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In addition, the attitudes of food handlers themselves play a crucial role in
shaping consumers' perceptions of food safety. Studies have shown that positive
attitudes among food handlers towards food safety can lead to better food safety
practices, thereby enhancing consumer confidence (Azanaw et al., 2021; Mathenge et
al., 2018). This is particularly relevant in night markets where food is often prepared
and served in close proximity to consumers, making the vendors' practices highly

visible and influential on consumer attitudes.

Furthermore, generational differences in shopping behaviors also contribute to
varying perceptions of food safety in night markets. Research indicates that different
generational cohorts prioritize perceived freshness, quality, and safety differently
when making purchasing decisions in night markets (Gindi et al., 2016). This suggests
that familiarity with specific vendors or market practices may vary across age groups,

influencing their overall attitudes towards food safety.

In conclusion, the association between night market consumers' food safety
attitudes and their familiarity with businesses is complex and influenced by various
factors including knowledge of food safety, vendor practices, and generational
perceptions. As night markets continue to thrive as cultural and culinary hubs,
understanding these dynamics will be essential for improving food safety practices and

enhancing consumer confidence.

2.19 Association between night market consumers perception on food
handlers’ hygiene practice towards business familiarity.

The relationship between consumer familiarity with food vendors in night
markets and their perceptions of food handlers' hygiene practices is a critical area of
study, particularly given the informal nature of these food environments. Consumers'
familiarity with specific vendors can significantly influence their perceptions of food
safety and hygiene, which in turn affects their dining choices. Familiarity with food
vendors often leads to increased trust in their hygiene practices. Consumers who
regularly visit certain stalls may develop a sense of loyalty and confidence in the food

safety measures employed by those vendors. This phenomenon is supported by
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findings indicating that consumers' past experiences with food handlers can shape their
perceptions of hygiene and safety (Fatimah et al., 2011). For instance, when consumers
have positive experiences regarding the cleanliness and hygiene practices of a vendor,
they are more likely to return and recommend the stall to others, thereby reinforcing a

cycle of trust and familiarity (Verdu et al., 2021).

Moreover, the perception of hygiene in night markets is often influenced by
the visibility of food handling practices. Consumers tend to assess hygiene based on
observable behaviors, such as the cleanliness of the food preparation area and the
personal hygiene of food handlers. Research has shown that consumers are more likely
to favor food establishments where they can see food being prepared and where
hygiene practices are visibly maintained (Fatimah et al., 2011). This visibility can
enhance consumer confidence, particularly in settings like night markets where food

is often prepared in close proximity to the public.

The impact of social media and public communication on consumer
perceptions cannot be overlooked. Educational initiatives and consumer feedback
shared through social media platforms can significantly influence public perceptions
of food safety in night markets. Consumers who are informed about hygiene practices
and food safety issues are more likely to make choices that prioritize their health
(Verdu et al., 2021). This suggests that vendors who actively engage with their
customers and promote their hygiene practices through social media may enhance their

reputation and attract more customers.

Furthermore, the demographic profile of consumers plays a role in shaping
their perceptions. Studies indicate that younger consumers, particularly millennials,
tend to have heightened awareness and concern regarding food safety, which can
influence their perceptions of hygiene in night markets (Yu et al.,, 2017). These
consumers often seek out vendors who demonstrate high standards of cleanliness and

food safety, reflecting a broader trend towards health-conscious dining choices.

In conclusion, the association between consumer familiarity with food vendors

in night markets and their perceptions of food handlers' hygiene practices is complex
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and influenced by various factors, including past experiences, visibility of hygiene
practices, social media engagement, and demographic characteristics. Enhancing food
safety practices and promoting transparency in hygiene can foster consumer trust and
improve perceptions, ultimately benefiting both vendors and consumers in these

vibrant food environments.

2.20 Association between night market consumers food safety knowledge
towards consumers purchase intention.

The association between night market consumers' food safety knowledge and
their purchase intentions is a complex issue that encompasses various dimensions of
consumer behavior, food safety perceptions, and market dynamics. Research indicates
that consumers' food safety knowledge significantly influences their purchasing
decisions, particularly in environments like night markets where food safety concerns

are heightened due to the nature of food preparation and service.

Firstly, consumers with higher food safety knowledge tend to exhibit a greater
intention to purchase food from vendors who demonstrate safe food handling practices.
For instance, studies have shown that consumers are more likely to choose food
vendors who are perceived to have good hygiene practices and food safety knowledge
(Sun et al., 2012). This is particularly relevant in night markets, where food is often
prepared in open environments, increasing the risk of contamination (Catedral, 2018).
The level of food safety knowledge among consumers can thus serve as a critical factor
in their decision-making process, as they seek to mitigate perceived risks associated

with foodborne illnesses.

Moreover, the context of the COVID-19 pandemic has further amplified the
importance of food safety knowledge. Consumers have become increasingly selective
about their food choices, prioritizing safety and hygiene over other factors (Latip et
al., 2021). This shift in consumer behavior underscores the role of food safety
knowledge as a moderating factor in purchase intentions, particularly in settings where

health concerns are paramount. Research indicates that consumers' heightened
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awareness of food safety during health crises leads to an increased intention to

purchase organic and safe food options (Latip et al., 2021)

Additionally, the relationship between food safety knowledge and purchase
intentions is not merely linear; it is influenced by various factors including consumer
trust, perceived risk, and the credibility of information sources. For example,
consumers often rely on their own experiences and the reputation of vendors when
assessing food safety (Ha et al., 2020). This indicates that while knowledge is crucial,
the context in which it is applied such as the trustworthiness of vendors and the
perceived safety of the food environment also plays a significant role in shaping

purchase intentions.

Furthermore, the presence of food safety certifications and labeling can
enhance consumers' confidence in their food choices, thereby positively influencing
their purchase intentions (Akinwehinmi et al., 2021). In night markets, where formal
food safety regulations may be less stringent, the visibility of such certifications can
serve as a critical factor in reassuring consumers about the safety of their food, thus

driving their purchasing behaviour.

In conclusion, the association between night market consumers' food safety
knowledge and their purchase intentions is complex and influenced by multiple
interrelated factors. Higher food safety knowledge correlates with increased purchase
intentions, particularly in contexts where consumers are more health-conscious. Trust
in vendors, perceived risks, and the presence of safety certifications further mediate
this relationship, highlighting the need for effective communication and education

regarding food safety in night market settings.

2.21 Association between night market consumers food safety attitude towards
consumers purchase intention.

Research indicates that consumers' attitudes towards food safety significantly

impact their purchasing behaviors, particularly in informal settings like night markets.
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Firstly, consumers' perceptions of food safety are crucial in shaping their purchase
intentions. For instance, a study by Gindi et al. highlights that perceived freshness,
quality, and safety of food are significant drivers in consumers' decisions to purchase
fresh fruits and vegetables in night markets (Gindi et al., 2016). This aligns with
findings from Soon et al., which demonstrate a positive relationship between food
safety attitudes and practices among consumers, suggesting that those with a strong
positive attitude towards food safety are more likely to engage in safe purchasing
behaviors (Soon et al., 2020). Furthermore, Chen's research indicates that lower
perceptions of food safety can lead consumers to seek behaviors that mitigate their

concerns, thereby affecting their purchase intentions (Chen, 2013).

Moreover, the role of trust in food safety cannot be overlooked. Chang and
Wong's study reveals that a positive attitude towards food safety correlates with
increased trust in food safety practices, which in turn influences consumers' purchasing
decisions (Chang & Wong, 2015). This is support by Wang et al. (2021), who found
that institutional trust significantly affects consumers' health and safety perceptions,
ultimately impacting their repurchase intentions for traceable fresh food. Thus, trust
acts as a mediator between consumers' attitudes towards food safety and their actual

purchasing behaviors.

Additionally, the context of night markets presents unique challenges and
opportunities for food safety perceptions. Catedral's research indicates that food
vendors in night markets may prioritize speed and convenience over stringent food
safety measures, which can compromise food safety standards (Catedral, 2018). This
scenario creates a complex environment where consumers must navigate their food
safety concerns against the allure of the night market experience, which is often

characterized by diverse and affordable food options (Chuang et al., 2014).

Furthermore, the impact of food safety knowledge on consumer behavior is
also significant. A study by Akabanda et al. emphasizes that the knowledge, attitudes,
and practices of food handlers directly influence food safety outcomes, which in turn

affect consumer confidence and purchasing decisions (Akabanda et al., 2017). This
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suggests that enhancing food safety knowledge among vendors could lead to improved

consumer attitudes and increased purchase intentions.

In conclusion, the association between night market consumers' food safety
attitudes and their purchase intentions is influenced by a combination of perceived
safety, trust, and knowledge. Consumers are likely to make purchasing decisions based
on their perceptions of food safety, which are shaped by their experiences and the
practices of food vendors. Therefore, addressing food safety concerns through
improved vendor practices and consumer education could enhance consumer

confidence and increase purchase intentions in night markets.

2.22 Association between night market consumers perception on food
handlers’ hygiene practices towards consumers purchase intention.

Research indicates that consumers' perceptions of food safety are significantly
influenced by the hygiene practices of food handlers. For instance, studies have shown
that food handlers' knowledge and personal hygiene practices directly correlate with
consumers' trust in the food being sold, which in turn affects their purchase intentions.
Ma'Mun et al. (2019) found that personal hygiene practices among food handlers were
significantly associated with their education and age, suggesting that better-educated
food handlers tend to maintain higher hygiene standards, which positively influences
consumer perceptions. Similarly, Verda et al. (2021) highlighted that consumers
evaluate food handlers' training and the general hygiene status of food stalls,

establishing a clear link between perceived hygiene and consumer trust.

Moreover, the training and education of food handlers play a crucial role in
shaping their hygiene practices. Abdi et al. (2020) emphasized that factors such as time
pressure and the availability of resources can hinder food handlers' ability to maintain
proper hygiene, which ultimately affects food safety. This is resonated by findings
from Sun et al. (2012) who noted that night market food vendors often lack adequate
training in hygiene practices, which can lead to poor food safety outcomes. The

implication is that enhancing food safety training for food handlers could lead to
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improved hygiene practices, thereby increasing consumer confidence and purchase

intentions.

Furthermore, the socio-demographic profile of consumers also influences their
perceptions of food safety. Past research indicates that consumers' awareness of food
safety issues, including the hygiene practices of food handlers, significantly impacts
their purchasing decisions (Aung et al., 2023). This is consistent with findings from
Joo et al. (2015) who noted that consumers are more likely to purchase food from
vendors they perceive as maintaining high hygiene standards. The perception of risk
associated with food safety is critical; as consumers become more aware of potential
foodborne illnesses, their willingness to purchase from vendors with questionable

hygiene practices diminishes (Seo & Lee, 2021).

In addition to hygiene practices, the physical environment of night markets can
also affect consumer perceptions. Catedral's study highlighted that the outdoor setting
of night markets, combined with minimal educational achievements among vendors,
often leads to inadequate hygiene practices, increasing the risk of food contamination
(Catedral, 2018). This environmental context is crucial, as consumers are likely to
associate the cleanliness of the food preparation area with the safety of the food being

sold.

In conclusion, the association between consumers' perceptions of food
handlers' hygiene practices and their purchase intentions at night markets is influenced
by a combination of the food handlers' knowledge and practices, consumer socio-
demographic factors, and the environmental context of food preparation. Improving
food safety training for food handlers and enhancing the overall hygiene standards at
night markets could significantly boost consumer confidence and increase purchase

intentions.
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2.23 Association between the business familiarity towards night market
consumers purchase intention.

Familiarity, as a psychological construct, plays a significant role in shaping
consumer behavior, particularly in environments like night markets where
interpersonal interactions and brand perceptions are crucial. Research indicates that
emotional interactions, which can be influenced by familiarity, significantly affect
purchase intentions. Wang et al. highlight that perceived usefulness mediates the
relationship between emotional interaction and purchase intention, suggesting that
consumers' familiarity with a brand or product can enhance their perceived reliability
and usefulness, thus influencing their purchase decisions (Wang et al., 2021). This
aligns with the notion that familiarity breeds trust, which is essential in environments
where consumers may be hesitant to make purchases due to uncertainty about product

quality or vendor reliability.

Moreover, the dynamics of employee-customer familiarity also play a critical
role in influencing purchase intentions. Li's study emphasizes that the degree of
familiarity between employees and customers can significantly impact customer
behavior, suggesting that businesses that foster strong relationships with their clientele
can enhance purchase intentions (Li, 2024). This is particularly relevant in night
markets, where personal interactions are frequent and can lead to increased consumer

trust and loyalty.

Additionally, the role of brand image cannot be overlooked. Ahmad et al.
(2023) assert that a strong brand image significantly influences consumers' purchase
intentions, particularly in competitive markets. In the context of night markets, where
numerous vendors may offer similar products, a well-established brand image can
differentiate a business and attract consumers who are more likely to trust familiar

brands over unknown ones.

Furthermore, consumer engagement emerges as a critical factor in shaping
purchase intentions. Research by Ilicic and Webster indicates that consumer
attachment to brands can significantly affect purchase intentions, although their study

primarily focuses on celebrity endorsements rather than direct brand familiarity (Ilicic
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& Webster, 2011). This suggests that while businesses in night markets can enhance
consumer engagement through targeted marketing efforts, the specific influence of

brand familiarity on purchase intentions may require further investigation.

In summary, the association between business familiarity and consumers'
purchase intentions in night markets is influenced by emotional interactions,
employee-customer relationships, brand image, and consumer engagement.
Businesses that understand and leverage these factors can enhance their marketing

strategies, leading to increased consumer trust and higher purchase intentions.

2.24 Theory of Planned behaviour

The Theory of Planned Behavior (TPB) is a widely recognized
framework for understanding and predicting human behavior across various domains.
It posits that behavioral intention mediates the relationship between attitude, subjective
norm, and perceived behavioral control, ultimately influencing behavior (Steinmetz et
al., 2016). TPB includes five core elements: attitude, subjective norm, perceived
behavioral control, behavioral intention, and behavior (Liu et al., 2020). It has been
extensively applied to health-related behaviors (Godin & Kok, 1996), entrepreneurial
intentions (Simatupang & Bajari, 2021), traffic behaviors (Perzadeh et al., 2021), and
sports spectator behavior (Lu et al., 2011). The theory has been found to be essential
for understanding and predicting human behavior, enabling a vast array of applications
(Wang et al., 2022). Additionally, TPB has been used to study behaviors such as online
shopping (Sutisna & Handra, 2022), road safety (Jalaludin et al., 2021), and adherence
to infection control guidelines (Lindh et al., 2015).

The efficiency of TPB varies across different behavior categories (Godin &
Kok, 1996), and its application has been extended to various fields such as financial
management (Dhewi & Hadiwidjaja, 2022), COVID-19 prevention (Yastica et al.,
2020), and tax evasion (Fadhilah, 2019). Furthermore, TPB has been tested and
validated in different contexts, including its application in predicting romantic partner

abuse (Betts et al., 2011), fraud procurement (Putra, 2018), and adherence to health
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behavior (Sniehotta, 2009). The theory has also been used to stimulate and educate
engineers to innovate through individual continuous learning (Liu et al., 2020), and to
evaluate community-based programs in promoting safe road crossing behaviors in

youth (Perzadeh et al., 2021).

Other than that, studies by Mehiriz, Kaddour, (2024) found that the intention
to take preventive measures against heatwaves and the intention to do so effectively
are positively influenced by attitudes, norms, and perceived control. It is concluded
that the idea that perceived control mitigates the impact of attitudes and norms on
intentions is false. Additionally, the outcomes imply that older people are not as
inclined as people in other age groups to take precautions against the heat. Adoption
of heat-protective practices does not appear to be considerably improved by health
factors associated with vulnerability to hot weather. In conclusion, the Theory of
Planned Behavior is a versatile and widely applied framework that provides valuable
insights into human behavior across diverse domains. Its comprehensive nature and
applicability make it a valuable tool for understanding and predicting various

behaviors.

Behavioral
beliefs
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Figure 2.1 Graphical depiction of the theory of planned behaviour
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2.25 Conceptual Frameworks

The research framework indicated that the dependent variables of this
study are business familiarity and purchase intention and the independent variables are
knowledge of food safety, attitude towards food safety and perception towards food
handlers. Conceptual frameworks are essential tools in research and academic work,
providing a structure for understanding and analyzing complex phenomena. They are
defined as networks or planes of linked concepts (Jabareen, 2009), and they play a
crucial role in aligning theoretical and conceptual components with the identified
concept (Shehadeh et al., 2021). These frameworks can be applied across various
disciplines, such as medicine, psychology, and urban health, to facilitate a deep

understanding of phenomena and artifacts within specific contexts (Arifin et al., 2020).

The conceptual framework in consumer behavior integrates various cultural,
psychological, and environmental factors to provide a comprehensive understanding
of consumers' purchasing decisions. It has been instrumental in extending existing
theories, developing new theories, and comprehensively analyzing consumer behavior
within diverse contexts. For instance, studies have extended the planned behavioral
theory to encompass green consumer behavior, highlighting the association of personal
norms, environmental consciousness, and intention towards green products (Chan,
2001). Additionally, the conceptual framework has been utilized to bridge the gap
between consumers' perceptions and their actual buying behavior within specific
cultural contexts (Rehman, 2017). Moreover, it has been instrumental in developing a
better understanding of ethnocentric consumers' behavior, particularly in the context

of global consumer culture (Rakic et al., 2018).

Figure 2.3 illustrated the conceptual framework for this study. The research
objectives are systematically aligned with the conceptual framework through the
development of clearly defined hypotheses that reflect the proposed relationships
among the study variables. The conceptual framework integrates demographic factors,
consumers’ food safety knowledge, attitudes, and perceptions towards food handlers’
hygiene practices, business familiarity, and purchase intention, thereby ensuring

coherence between theory, objectives, and empirical testing.
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Demographic variables, specifically gender and race, are positioned as
antecedent factors in the framework, based on prior literature suggesting that socio-
demographic characteristics influence consumers’ food safety knowledge, attitudes,
perceptions, familiarity with food businesses, and purchasing behaviour. This
theoretical assumption is operationalised through Hypothesis 1 (H1), which examines
the associations between demographic profile and all key study variables, including
food safety knowledge, attitude, perception towards hygiene practices, business

familiarity, and purchase intention.

Food safety knowledge, attitude, and perception towards food handlers’
hygiene practices are identified as the core independent variables of this study. Their
inclusion is grounded in the Knowledge—Attitude—Practice (KAP) model, which posits
that consumers’ understanding of food safety issues shapes their attitudes and
perceptions, subsequently influencing behavioural outcomes. Hypothesis 2 (H2)
reflects this theoretical positioning by proposing associations between these
independent variables and business familiarity, recognising familiarity as an important
mechanism through which consumers develop trust and confidence in night market

food vendors.

Furthermore, Hypothesis 3 (H3) extends the framework by examining the
direct associations between the independent variables and purchase intention, as well
as the relationship between business familiarity and purchase intention. This structure
acknowledges that consumers’ purchasing decisions are influenced not only by their
food safety knowledge, attitudes, and perceptions, but also by their level of familiarity
with food businesses operating in night markets. Collectively, these hypotheses
provide a clear and logical pathway that links the research objectives to the conceptual

framework and supports the empirical investigation of consumers’ purchase intention.
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2.26 Research hypothesis formulation

2.26.1 Association between demographic profile and consumers food safety
knowledge, attitude, perceptions on food handlers’ hygiene practices,
business familiarity and purchase intention.

The study findings indicate that demographic factors significantly influence
consumers' food safety knowledge, attitudes, perceptions of food handlers’ hygiene
practices, business familiarity, and purchase intentions. Age, education level,
employment status, gender, ethnicity, cultural background, and income level all play
a crucial role in shaping how consumers assess food safety and make purchasing

decisions at night markets.

Consumers' food safety knowledge varies based on age, education, and
employment status. Research has shown that younger consumers, particularly
teenagers and young adults, tend to have lower food safety awareness compared to
older individuals (Moy et al., 2018). This is often due to limited exposure to food safety
education, less responsibility in food preparation, and a greater focus on convenience
rather than hygiene. Conversely, older consumers, especially those responsible for
household food preparation, generally exhibit greater awareness of foodborne illnesses
and hygiene practices. Educational level can influence food safety knowledge, as
individuals with higher education are often more exposed to information about food
safety risks, proper handling, and hygiene standards (Aifaa, 2023). However, it is
important to note that formal education alone does not guarantee food safety
knowledge, as awareness also depends on personal experiences, training, and targeted
education. Individuals with lower education levels may have limited knowledge about
foodborne pathogens, cross-contamination risks, and temperature control, making
them more susceptible to unsafe food practices. Employment status further influences
food safety awareness. Those working in food service or health-related industries often
have better understanding due to formal training, while those in non-food-related

occupations may lack such exposure (Catedral, 2018). This knowledge gap affects



59

their ability to recognize potential food hazards and influences their purchasing

behavior.

Attitudes toward food safety are shaped by gender, ethnicity, and cultural
background. Studies consistently indicate that women exhibit greater concern for food
safety compared to men. Yu et al. (2017) found that female consumers are more likely
to engage in proper food handling practices, scrutinize vendor hygiene, and avoid food
establishments that do not meet hygiene expectations. This heightened concern is
attributed to women’s traditional roles in food preparation and household nutrition.
Furthermore, Ruby et al. (2019) emphasized that women are more critical of vendor
practices and are less likely to purchase from vendors with poor hygiene. Ethnicity
also plays a crucial role in shaping food safety attitudes, particularly in multicultural
societies such as Malaysia. Different ethnic groups exhibit varying levels of concern
for food safety, influenced by cultural beliefs, religious dietary laws, and historical
experiences with foodborne illnesses (Rajkumar et al.,, 2021). Some ethnic
communities uphold stricter hygiene standards due to religious food preparation
guidelines, making them more selective about their food choices. Cultural background
also affects how consumers assess vendor hygiene, as some communities trust long-
standing vendor relationships over formal hygiene certifications. However, increasing
awareness of foodborne illnesses and global food safety concerns have led to a shift in
attitudes, with more consumers demanding transparency and accountability from food

vendors.

Consumer perceptions of food handlers' hygiene are influenced by education
level, ethnicity, income, and external factors such as the COVID-19 pandemic.
Research shows that highly educated consumers tend to be more critical of food
handlers’ hygiene practices. Lee et al. (2017) found that many night market vendors
lack adequate knowledge of foodborne pathogens, which can lead to poor food
handling practices. Educated consumers are more likely to observe vendor behaviors
such as proper handwashing, glove use, and cross-contamination prevention before
making a purchase. Ethnicity also affects consumer perceptions of food handlers, as
cultural expectations and past experiences shape trust in vendor practices (Rajkumar

et al.,, 2021). Income levels further influence these perceptions. Higher-income
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consumers are generally more selective about food hygiene and prefer vendors who
demonstrate clear compliance with safety protocols, while lower-income consumers
may prioritize affordability over hygiene standards. However, the COVID-19
pandemic has significantly heightened hygiene awareness among consumers across all
income groups. Ramli & Jamri (2021) reported that more consumers now scrutinize
food handling practices before purchasing food, emphasizing the need for vendors to

strengthen hygiene measures to maintain consumer trust.

Business familiarity plays a crucial role in shaping consumer trust and purchase
behavior. Factors such as age, repeat visits, and cultural background contribute to
business familiarity. Older consumers and long-time consumers of a specific night
market tend to develop strong relationships with vendors, leading to greater trust in
their food safety practices (Hameed & Kanwal, 2018). Frequent visitors to a food
destination form an emotional attachment to vendors, reinforcing business familiarity
and loyalty (Yeap et al, 2019). Cultural background also influences business
familiarity, as traditional street food vendors with long-standing reputations attract
consumers who associate them with authenticity and cultural heritage (Melewar et al.,
2017). Familiarity with a vendor enhances consumer confidence in food safety, even
in the absence of formal hygiene certifications. This suggests that vendors should
implement trust-building strategies, such as transparent food preparation processes and
consistent quality, to strengthen consumer relationships and encourage repeat

purchases.

Purchase intention at night markets is influenced by gender, familiarity, and
perceived food safety risks. Familiarity with a business is a key factor in increasing
purchase intention, as consumers who recognize a vendor are more likely to trust their
food safety standards (Hameed & Kanwal, 2018). Gender differences also affect
purchasing behavior. Women, who tend to exhibit higher food safety concerns, may
be more hesitant to purchase from vendors with poor hygiene practices, whereas men
may be more influenced by price and convenience (Ruby et al., 2019). Additionally,
cultural and emotional attachment to a specific night market or food destination can
drive purchase decisions. Yeap et al. (2019) found that place attachment significantly

influences repeat visits and positive attitudes toward street food, reinforcing consumer
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loyalty. Moreover, marketing strategies such as social media engagement, food safety
certifications, and promotional offers can further enhance consumer confidence and

encourage purchases.

Overall, the study highlights that demographic factors significantly shape
consumers’ food safety knowledge, attitudes, perceptions of food handlers’ hygiene,
business familiarity, and purchase intentions. Older and more educated consumers, as
well as those in food-related professions, tend to have higher food safety awareness,
while younger individuals and those with lower education levels may require targeted
food safety education programs. Women generally show greater concern for food
safety, while ethnic and cultural differences influence trust in food vendors. Business
familiarity strongly impacts purchasing behavior, as consumers are more likely to buy
from vendors they know and trust. To enhance consumer confidence and encourage
safe purchasing behavior at night markets, vendors should prioritize hygiene, adopt
transparent food safety practices, and build long-term customer relationships through
consistency and trust-building efforts. Based on the past studies review, it is predicted

that:

H' There is an association between demographic profile and study variables

H'? There is an association between gender and consumers food safety

knowledge.

H'® There is an association between race and consumers food safety

knowledge.

H'® There is an association between gender and consumers food safety

attitude.

H!d There is an association between race and consumers food safety

attitude.
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H!f There is an association between gender and consumers perceptions

towards food handlers’ hygiene practices.

H'e There is an association between race and consumers perceptions

towards food handlers’ hygiene practices.

H'" There is an association between gender and business familiarity.

H'!! There is an association between race and business familiarity.

HUY There is an association between gender and purchase intention.

HY There is an association between race and purchase intention.

2.26.2 Association between consumers food safety knowledge, attitude,
consumers perceptions on food handlers’ hygiene practices with business
familiarity.

Night markets are lively culinary hubs offering diverse food options, but they
also pose significant food safety concerns. Consumers' food safety knowledge directly
influences their purchasing behavior and trust in vendors. Studies show that consumers
with strong food safety knowledge tend to scrutinize vendor practices before
purchasing, ensuring that hygiene standards are met (Khairuzzaman et al., 2014). Sun
et al. (2012) emphasized that proper hygiene knowledge and practices among vendors
are essential for maintaining food safety in night markets. However, consumer
familiarity with a vendor can override objective hygiene concerns, as familiarity
fosters trust in food safety measures (Yu et al., 2022). Consumers who frequently visit
the same vendors tend to believe in their hygiene standards, even in high-risk
environments, increasing their likelthood of patronage. Effective food safety
communication also plays a crucial role in reinforcing consumer trust. Le et al. (2022)

found that timely communication of food safety risks improves consumer knowledge
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and confidence in food management systems, a factor particularly relevant in informal

food settings where vendors may lack formal hygiene training (Catedral, 2018).

Beyond knowledge, consumer attitudes toward food safety are also shaped by
vendor familiarity. Roy (2023) found that familiarity with food safety authorities
contributes to higher food safety knowledge, which in turn leads to more positive
attitudes toward hygiene practices. However, Setiyorini et al. (2019) discovered that
while food image positively influences purchasing decisions, perceived food safety
and health benefits do not significantly impact consumer behavior. This indicates a
potential gap between consumer awareness of food safety and their actual purchasing
choices. Additionally, food vendors' attitudes toward hygiene impact consumer trust—
studies by Azanaw et al. (2021) and Mathenge et al. (2018) revealed that vendors who
display positive food safety attitudes are more likely to maintain high hygiene
standards, ultimately reinforcing consumer confidence. Generational differences also
influence consumer attitudes; younger consumers prioritize food safety and hygiene
more than older demographics, who may rely on long-term vendor familiarity instead

(Gindi et al., 2016).

Another key factor in purchasing behavior is consumer perception of food
handlers' hygiene practices, which is closely tied to familiarity with vendors. Studies
indicate that consumers who frequently purchase from the same vendors develop a
sense of trust in their hygiene practices, making them more likely to return and
recommend those vendors to others (Fatimah et al., 2011). Hygiene perception is also
strongly influenced by the visibility of food handling practices. Consumers favor
vendors who demonstrate hygiene through observable measures such as maintaining
clean food preparation areas and following sanitary handling procedures (Fatimah et
al., 2011). Social media and public discussions further shape consumer perceptions of
food safety. Verdu et al. (2021) shows that vendors who actively engage with
customers online and highlight their hygiene practices tend to attract more trust and
loyalty. Additionally, younger consumers, particularly millennials, have been found to
be more concerned about food safety and are more likely to choose vendors who

visibly uphold high hygiene standards (Yu et al., 2017).
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Overall, the relationship between food safety knowledge, attitudes, and
perceptions of hygiene in night markets is complex and influenced by vendor
familiarity. While consumers with strong food safety knowledge tend to be more
cautious, familiarity often fosters trust that may lead to overlooking hygiene concerns.
Past research demonstrates that food safety education, vendor transparency, and social
media engagement can significantly enhance consumer trust and improve hygiene
practices in night markets. Understanding these dynamics is crucial in fostering a safer
food environment, encouraging vendors to prioritize hygiene while maintaining the
trust and loyalty of their customers. Based on the past studies review, it is predicted

that;

H?: There is an association between independent variables with business

familiarity.

H? There is an association between consumers food safety knowledge

with business familiarity

H?® There is an association between consumers food safety attitude with

business familiarity

H?¢ There is an association between consumers perceptions towards food

handlers’ hygiene practices with business familiarity

2.26.3 Association between consumers food safety knowledge, attitude,
consumers perceptions on food handlers’ hygiene practices and business
familiarity with consumers purchase intention

The study findings consistently highlight that consumers’ purchase
intentions at night markets are strongly influenced by their knowledge of food
safety, attitudes toward food safety, perceptions of food handlers' hygiene, and
familiarity with vendors. Consumers with higher food safety knowledge are
more cautious when selecting food vendors, preferring those who demonstrate

proper hygiene and safe food handling practices. Research indicates that well-
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informed consumers actively avoid vendors with poor hygiene, especially in
high-risk environments like night markets where food is prepared in the open
(Sun et al., 2012; Catedral, 2018). This trend became even more pronounced
during the COVID-19 pandemic, as heightened awareness of foodborne
illnesses led consumers to prioritize safety over other factors when making

purchasing decisions (Latip et al., 2021).

In addition to knowledge, consumer attitudes toward food safety play a
crucial role in shaping their purchasing behaviors. Individuals with strong
positive attitudes toward food safety are more likely to trust and buy from
vendors they perceive as hygienic and responsible (Soon et al., 2020; Chen,
2013). Trust also emerges as a key factor in this relationship—when consumers
believe that vendors and authorities uphold food safety standards, they feel
more confident making purchases (Chang & Wong, 2015; Wang et al., 2021).
Conversely, low trust in food safety regulations or vendor practices can deter

consumers from purchasing, even if the food appears appealing.

Another significant finding is that consumers closely observe food
handlers' hygiene practices before deciding where to buy food. Cleanliness,
proper attire, and safe food handling techniques increase consumer trust, while
poor hygiene raises concerns about foodborne illnesses and reduces purchase
intentions (Ma’mun et al., 2019; Verdu et al., 2021). Studies also indicate that
well-trained food handlers are perceived as more hygienic, which boosts
consumer confidence in food safety (Abdi et al., 2020; Sun et al., 2012). The
physical environment of night markets further shapes consumer perceptions,
as outdoor settings and minimal hygiene enforcement can lead to increased

food safety concerns (Catedral, 2018).

Beyond hygiene and food safety, familiarity with vendors significantly
influences purchasing decisions. Consumers tend to buy more frequently from
vendors they recognize and trust, as familiarity creates a sense of reliability
and consistency (Wang et al., 2021). Research suggests that vendors who build

strong relationships with customers through repeated interactions and
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personalized service increase their chances of attracting repeat buyers (Li,
2024). Additionally, a strong brand image helps vendors stand out in
competitive night markets, encouraging consumers to choose them over

unfamiliar competitors (Ahmad et al., 2023).

In summary, the study findings suggest that trust, hygiene, and
familiarity are the key drivers of consumer purchase intentions in night
markets. Consumers prioritize food safety knowledge, positive attitudes
toward hygiene, and confidence in food handlers when deciding where to buy
food. Additionally, they are more likely to purchase from vendors they know
and trust. To enhance consumer confidence and purchasing behavior, efforts
should focus on educating both consumers and vendors on food safety,
improving hygiene standards, and fostering strong vendor-consumer

relationships. The literature review explorations bring to predictions that:

H? There is an association between independent variables and business

familiarity with purchase intention.

H?* There is an association between consumers food safety

knowledge with purchase intention.

H?® There is an association between consumers food safety attitude

with purchase intention.

H>° There is an association between consumers perceptions towards

food handlers’ hygiene practices with purchase intention.

H3¢ There is an association between business familiarity with

purchase intention.
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CHAPTER 3

METHODOLOGY

3.1 Preamble

This chapter outlines the research methodology employed in the study,
beginning with the research philosophy adopted, which is positivist in nature. This
philosophy emphasises the use of objective and measurable data in examining
relationships between variables and provides the foundation for the study's quantitative
approach. The chapter then presents the research design, highlighting its numerical
focus and emphasis on hypothesis testing. Following this, the sampling plan is
described, including the selection of respondents using convenience sampling and the
determination of an appropriate sample size based on Yamane’s formula. The research
instrument, a structured questionnaire, is introduced, with an explanation of its
development and adaptation from previous studies to ensure cultural relevance and
applicability. The chapter also discusses the pilot test conducted to assess the reliability
and validity of the questionnaire, along with the statistical techniques used to analyze
its effectiveness. Finally, the data collection process and analytical methods, including
descriptive and inferential statistics, are detailed to illustrate how the study examines
relationships between sociodemographic factors, food safety awareness, and

purchasing behaviour.
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3.2 Research Philosophy

This study adopts a positivist research philosophy, which emphasises the use
of objective and measurable data in examining relationships between variables. A
quantitative research design was employed, using structured questionnaires to collect
data from night market consumers. The data obtained were analysed using statistical
techniques, including descriptive and inferential analysis, to examine the associations
between consumers’ food safety knowledge, attitudes, perceptions towards food
handlers’ hygiene practices, familiarity, and purchase intention. The reliance on
numerical data and statistical testing is consistent with the assumptions of the positivist

approach, making it suitable for addressing the objectives of this study.

33 Research Design

A fundamental component of research design is the identification and
operationalization of variables, which includes distinguishing between independent
and dependent variables, as well as understanding their relationships, such as direct,
indirect, moderating, and reciprocal interactions. This conceptual framework is
essential for developing research hypotheses and models, which guide the research
process (Brough & Hawkes, 2018). Furthermore, the precision in defining terms
related to research such as "research-informed design" and "evidence-based design,"
is crucial for clarity and effectiveness in communication among practitioners and

researchers (Stichler, 2016).

The present study aimed to identify consumers food safety knowledge, attitude,
perception toward food handlers’ hygiene practice, business familiarity and purchase
intention in Kuala Terengganu and Kuala Nerus. Quantitative method was selected for
this research because this method enables researchers to quantify variables, establish
patterns, and test hypotheses, thereby contributing to the development of generalizable
knowledge (Saha, 2022). Quantitative research methods have been extensively
employed in studies related to food safety and consumer behaviour. For example,
Ncube et al. (2020) demonstrated the effectiveness of structured questionnaires to

quantitatively assess food safety knowledge, attitudes, and practices among restaurant
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food handlers in a lower-middle-income context, finding significant correlations
between knowledge and practices. Moreover, Igbal et al. (2021) reported positive
relationships between health consciousness and consumers' purchase intentions
towards organic food, employing a quantitative framework to measure these
influences. This reflects the broader applicability of quantitative methods in
identifying and analysing trends across various demographics and contexts,
reinforcing their relevance in the current study. This study was performed between
June until September 2024 in Kuala Terengganu. Only respondent that frequently goes

to night market was selected.

3.4  Sampling Plan

The sampling plan includes decisions about the sampling method, sample size,
and the criteria for selecting participants or data points (Palinkas et al, 2015). There
are various sampling methods that researchers can employ, which can be broadly
categorized into probability and non-probability sampling techniques (Collins et al,

2007).

3.4.1 Sampling Element

This study is using convenience sampling, individuals who often eat food from
night markets was selected. The respondent is either a man or a woman who is the
primary consumer of food from the night market in the chosen home. Convenience
sampling, also known as haphazard or accidental sampling, is a nonprobability
sampling method that involves selecting individuals from the target population based
on practical criteria such as easy accessibility, geographical proximity, availability at
a given time, or willingness to participate (Etikan et al., 2016). This method is
commonly used in various fields, including social sciences, medicine, and psychology,

due to its cost-effectiveness and ease of implementation (Antoun et al., 2015).
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However, convenience sampling has limitations in terms of representativeness
and generalizability. While it may be more accessible and less expensive than other
sampling methods, convenience samples are often less representative of the overall
population compared to probability samples or national probability samples (Berinsky
et al., 2012). Additionally, convenience sampling can introduce biases, such as self-
selection bias, as individuals who volunteer to participate may differ systematically
from those who do not (Brodaty et al., 2014). Despite these limitations, convenience
sampling remains prevalent in research, particularly in online settings such as
crowdsourcing platforms like Amazon's Mechanical Turk (Berinsky et al., 2012).
Online convenience samples have been found to offer certain advantages over
traditional convenience sampling, but they also present challenges related to sample
quality and representativeness (Landers & Behrend, 2015). In summary, convenience
sampling is a widely used nonprobability sampling method that offers practical
advantages in terms of accessibility and cost-effectiveness. However, researchers must
carefully consider its limitations, including potential biases and reduced
representativeness, when interpreting and generalizing findings from convenience

samples.

The respondents for this study were selected through an initial screening
question to determine whether they had visited night markets around Kuala
Terengganu and Kuala Nerus within the past two weeks. Only those who met this
criterion were invited to participate in the study. They were first provided with a
detailed explanation of the research, including its objectives and significance, to ensure
their informed participation. Once they agreed to take part, they were given access to
the questionnaire, which was administered through a Google Form for ease of response

and data collection.

3.4.2 Sample Size

Sample size is a critical aspect of research design, particularly in determining
the number of participants or observations needed to ensure the reliability and validity

of the study findings. The determination of sample size is influenced by various factors
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such as the research question's scope, the nature of the topic, the quality of the data,
and the study design (Sim et al., 2018). It is essential to recognize that different study
designs require different methods of sample size calculation, and a single formula

cannot be universally applied to all designs (Charan & Biswas, 2013).

Pre-study calculation of sample size is crucial, as a sample that is too small
may fail to detect an effect, while an excessively large sample may be a waste of
resources (Noordzij et al., 2011). It is also emphasized that sample size principles,
guidelines, and tools have been developed to enable researchers to set and justify the
acceptability of their sample size, underscoring the importance of sample size as a

marker of the quality of research (Vasileiou et al., 2018).

Additionally, in quantitative research, the estimation of sample size is vital for
ensuring the study's statistical power and the ability to detect meaningful effects
(Serdar et al., 2021). Overall, the determination of sample size is a fundamental step
in research planning, requiring careful consideration of various factors to ensure the

study's validity and reliability.

This study used Yamane formula in order to determine sample size of
respondents. Yamane's formula, developed by Taro Yamane, is widely used for
determining the sample size in research. It is an approximation of known sample size
formulas such as Krejcie and Morgan and Cochran formulas for proportion at a 95%
confidence level and a population proportion of 0.5 (Adam, 2020). The formula is
expressed as n =n =N/ (1 + N(e"2)) where n is the required sample size, N is the
number of people in the population, and e is the allowable error percentage (Seangrung
et al., 2020). This formula has been applied in various fields such as social sciences,
medicine, and business to determine sample sizes for research studies (Ntarangwe et
al., 2021, Ojakaa et al., 2023, Njuguna et al., 2019, Rashid et al., 2020, Uwamariya et
al., 2021).

Yamane's formula is particularly useful for finite population sizes, as it
provides a straightforward method for calculating the sample size required for a study

(Umana et al., 2020). The formula's simplicity and applicability have made it a popular
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choice for researchers aiming to obtain representative sample sizes from populations
of varying sizes. Its utilization in diverse research areas underscores its versatility and
effectiveness in ensuring adequate sample sizes for meaningful and reliable research

outcomes.

According to Department of Statistic Malaysia Official Portal,
population of Kuala Terengganu State now are 411821 people
based on estimates data year 2020. Hence, the calculation of sample size is shown

below:

Sample size using Yamane Formula:

N

"1 N(e)?

_ 411821
14 411821(0.08)2

n

n = 156.1907

~ 160 respondents

In determining the appropriate sample size for a population of 411,821, the
formula n =N/ (1 + N(e)?) was used, where N represents the total population and e is
the margin of error. With a margin of error of 8% (0.08), the calculation resulted in n
=411,821/(1 +411,821 x 0.08%) = 156.19, which rounds up to 160 respondents. The
choice of an 8% margin of error was made to balance accuracy and feasibility. A
smaller margin of error (e.g., 5%) would require a much larger sample size, increasing
costs and time, whereas a larger margin of error (e.g., 10%) would reduce the required
sample size but at the expense of precision. By selecting 8%, the sample remains
manageable while still providing reliable insights. This ensures that the study can be

conducted efficiently without compromising the validity of the results.
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3.5 Research Instrument

This research is classified as quantitative method which emphasizes objective
measurement or numerical analysis of data collected using computational techniques.
This KAP food safety study was using closed-ended questionnaire among night
markets food consumers. A closed-ended question restricts the respondent to select
answers from a list already given by the survey team. This research has received ethical

approval. The ethical approval reference number is UMT/JKEPM/2024/206.

This research used questionnaire as research instrument in order to reach the
objective of study. It is formalized set of questionnaires to obtain information from
respondents. Development of questionnaire was done by adapting measurement items
and scales from previous research Theng ef al. (2017) and Legendre et al, (2019).
However, some modification was made to the questionnaire in order to make it

applicable to Malaysian culture and understanding.

This questionnaire is divided into six sections, each aimed at understanding
various aspects related to night markets and food safety. In Section A, basic
information about respondents, such as age, gender, occupation, and their habits
regarding night market visits and knowledge of food safety, is gathered. Section B
assesses respondents' knowledge of food safety at night markets through 31 questions,
answered with 'yes,' 'no,' or 'not sure.' In Section C, attitudes toward food safety are
explored using 20 questions with response options ranging from 'strongly disagree' to
'strongly agree.' Section D focuses on perceptions of food handlers' hygiene practices,
with 16 questions utilizing the same response scale as Section C. Section E how
familiarity with night markets influences purchase intentions is examined using
questions similarly structured to those in Sections C and D. Lastly, in Section F,
explores respondents' intentions to purchase food at night markets based on food
handlers' hygiene practices, with 16 questions offering 'yes,' 'mo,’ or mot sure'

responses. Items were compiled in table 3.1.
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Section Content

Response scale

Source

A Demographic information and Various (e.g., age, gender, Theng et al. (2017)
food safety awareness educations)
B Knowledge of food safety ‘True,” ‘false,” or ‘Not Theng et al. (2017)
practices Sure’
C Attitudes toward food safety  Likert scale: ‘Strongly Theng et al. (2017)
Disagree’ to ‘Strongly
Agree’
D Perceptions of food handlers’ Likert scale: ‘Strongly Theng efal. (2017)
hygiene practices Disagree’ to ‘Strongly
Agree’
E Influence of familiarity with Likert scale: ‘Strongly Legendre et al
night markets on purchasing Disagree’ to ‘Strongly (2019)
intentions Agree’
F Impact of hygiene perceptions “Yes,” ‘No,” or ‘Not Sure’ Legendre et al

on intention to buy food

(2019)

3.5.1 Common Method Bias (CMB)

Common Method Bias (CMB) was considered in this study as the data were

collected using a self-administered questionnaire from a single source. CMB refers to

systematic measurement error that may occur when data for independent and

dependent variables are collected from the same respondents at the same time,

potentially distorting observed relationships (Podsakoff et al., 2003). To minimize the

risk of CMB, several procedural remedies were applied. First, the questionnaire

employed different scale types, where food safety knowledge and purchase intention
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was measured using dichotomous items, and attitudes, perceptions and business
familiarity were measured using Likert-scale items. The use of mixed scale formats
helps reduce response pattern bias and method variance. Second, the constructs were
conceptually separated, with items grouped according to their respective variables and
adapted from established instruments to ensure clarity and avoid overlap. Third,
respondents were assured of anonymity and informed that there were no right or wrong
answers, reducing evaluation apprehension and social desirability bias. Overall,
although the data were collected using a single instrument, the likelihood of common
method bias affecting the study findings is considered minimal due to these preventive

measurcs.

3.6 Pilot test

Pilot test for this study was conducted on May 2024 at Kuala Terengganu. This
sampling will be conduct to examine the reliability and validity in selected items of
questionnaire. The reliability of a scale shows how free it is from random error.
Cronbach's alpha is a widely used statistic for assessing the internal consistency of a
scale or questionnaire. It provides an estimate of the average correlation among all the
items that make up the scale (Tavakol & Dennick, 2011). Pilot testing in surveys is a
crucial step in the research process, aimed at determining the validity and reliability of
the survey instrument. It involves a preliminary evaluation of the survey to identify

and correct any errors or issues before the full-scale implementation.

Pilot testing is essential for ensuring that the survey questions are clear,
understandable, and relevant to the research goals (Giwah et al., 2019; Goldenhar et
al., 2019). It also helps in assessing the usability and functionality of the survey
instrument (Hellem et al., 2021; Devane et al., 2019). Moreover, pilot testing allows
for the refinement of the survey instrument based on feedback from the target
audience, ensuring that it meets the needs of the participants (Barthold et al., 2022;
Hadibhai et al., 2018). The process of pilot testing involves testing the sample frame,
questions, research methods, and instruments to ensure robustness and validity

(Nicholls et al., 2016). Additionally, pilot testing can involve pretest interviews and
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feedback elicited from the participants, which can lead to necessary changes in the
survey design (Barthold et al., 2022). It is important to note that pilot testing should be
mainly descriptive, as hypothesis testing requires a powered sample size, which is

usually not available in pilot studies (Arain et al., 2010).

3.6.1 Reliability

Reliability of a questionnaire is a critical aspect in research, ensuring the
consistency and stability of the instrument in producing consistent results on repeated
trials Tsang et al. (2017). It is essential to estimate the reliability of a questionnaire
each time it is administered, including during pilot testing and subsequent validation
stages. Various methods such as test-retest reliability, internal consistency reliability,
and split-half reliability can be employed to assess the stability, consistency, and
accuracy of the questionnaire in different contexts and over time (Zhang et al., 2022).
Additionally, the use of psychometric properties like exploratory factor analysis and
confirmatory factor analysis can contribute to evaluating the reliability of a

questionnaire (Zhang et al., 2022).

The internal reliability value of a questionnaire, as indicated by Cronbach’s
alpha, is a widely used estimator of reliability, particularly in the field of medical
education. However, it is important to note that a high value of Cronbach’s alpha may
not always indicate desirable reliability, especially when developing a test of scientific
knowledge or understanding. Furthermore, the cultural and language adaptations of a
questionnaire are crucial to ensure its reliability in different populations. Overall,
ensuring the reliability of a questionnaire is essential to produce valid and trustworthy

research data.

3.6.2 Validity

A valid questionnaire is essential for obtaining accurate and reliable data in

research and clinical settings. Validity refers to the extent to which a questionnaire
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measures what it is intended to measure (Carvalho et al., 2020). There are different
types of validity, including content validity, construct validity, and criterion-related
validity. Content validity ensures that the questionnaire items comprehensively cover
the topic of interest (Haynes et al., 1995). Construct validity assesses the extent to
which the questionnaire measures the theoretical construct it is supposed to measure
(Tsang et al., 2017). Criterion-related validity evaluates the degree to which the

questionnaire is associated with an external criterion (Schmidt & Steindorf, 2006).

To establish the validity of a questionnaire, various methods can be employed.
These include expert review, where the questionnaire is evaluated by specialists in the
field to ensure that it adequately measures the intended construct (Momayyezi &
Fallahzadeh, 2020). Additionally, assessing the association of the questionnaire with
other variables related to the construct can provide evidence of construct validity
(Tsang et al., 2017). Furthermore, ensuring that the questionnaire is culturally
appropriate and linguistically sound is crucial for maintaining content validity,
especially when translating the questionnaire into different languages (Marzuki et al.,

2018).

Reliability is also crucial for a questionnaire, as it indicates the consistency of
the instrument in measuring the construct of interest. Reliability can be assessed using
measures such as Cronbach's alpha, which evaluates the internal consistency of the
questionnaire items (Tavakol & Dennick, 2011). In conclusion, ensuring the validity
and reliability of a questionnaire is fundamental for obtaining accurate and meaningful
data. Employing rigorous methods such as expert review, statistical analysis, and
cultural adaptation can help establish the validity and reliability of a questionnaire,

ultimately enhancing the quality of research and assessment tools.

3.6.3 Pilot test results

The pilot test was carried out around Kuala Terengganu. The pilot test was
designed to examine respondents' knowledge of the questionnaires. The pilot test data

was obtained from 30 respondents and analysed using SPSS version 29 to determine
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the validity and reliability of the assessment items. The reliability test was conducted
in Section C, Section D, and Section E of the questionnaire. Questions for Section C
related to the Night Market Consumers’ Food Safety Attitude, Section D is about Night
Market Consumers’ Perception Towards Night Market Food Handlers Hygiene
Practices, and Section E questions about Night Market Consumers’ Familiarity Effects

toward Purchase Intention. All of the parts listed above used 5-point Likert scales.

3.6.4 Reliability of Measured Items

Table 3.2 indicates the Cronbach's Alpha values for the questionnaires. The
results shows that the Cronbach’s Alpha value for questions in Section C is 0.879,
Section D is 0.991 and Section E is 0.949. The result shows that all o values exceed
0.7, which is considered acceptable reliability based on the rule of thumb (Nunnally &
Bernstein, 1994).

Table 3.2: Cronbach’s Alpha Value of Measured Item

Section Item Number Cronbach’s Alpha
of Item
Section C  Night Market 20 0.879
Consumers’ Food
Safety Attitude
Section D  Night Market 16 0.991
Consumers’

Perception Towards
Night Market Food
Handlers Hygiene
Practices
Section E  Night Market 11 0.949
Consumers’
Familiarity = Effects

toward Purchase
Intention
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Table 3.3 shows that all items in Section C, Section D, and Section E are

significantly correlated among each other items at p<0.05. However, Section C falls

in a moderate relationship because the r value is within the range of 0.400**-0.907**.

The r values for Section D are 0.665**-0.977** and Section E are 0.596**-0.850**

which are considered to fall in a strong relationship (Cohen, 1988)

r=0.10 to 0.29 or -0.10 to —0.29 (small)
r=0.30 to 0.49 or -0.30 to —0.49 (medium)
r=0.50 to 1.00 or -0.50 to —1.00 (large)

Table 3.3: Correlation Coefficient Value of Measured Item

Section C Night Market 20 (0.400**-0.907**)
Consumers’ Food
Safety Attitude

Section D Night Market 16 (0.665**-0.977**)
Consumers’
Perception
Towards Night
Market Food
Handlers Hygiene
Practices

Section E  Night Market 11 (0.596**-0.850*%*)

Consumers’
Familiarity Effects
toward Purchase

Intention

** Correlation is significant at the 0.01 level (2-tailed)
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3.7 Main Data Collection

The primary data collection phase was conducted from June until September
2024. Initially, potential participants were approached and queried regarding their
habits of purchasing and consuming food from night markets. It was ensured that only
individuals with first-hand experience in consuming night market food were selected
to provide responses to the questionnaire. The researcher commenced by providing a
comprehensive introduction to the research objectives and methodologies, aiding

respondents in understanding the context and purpose of the study.

Throughout the questionnaire completion process, respondents were provided
with necessary assistance to clarify any uncertainties or ambiguities that arose. Once
respondents finished answering the questionnaire, the completed forms were promptly
collected. Subsequently, a thorough check was conducted to ensure that all questions
had been duly addressed, minimizing any potential data discrepancies or omissions.
As a gesture of appreciation for their participation, respondents were granted a token
before departing from the data collection site. The procedural steps involved in
gathering data from night market consumers are visually shown in Figure 3.1 for

clarity and transparent.



All the questions were prepared in Google Form by using two
languages; English and Malays

v

Researcher was introduce herself and give a brief descriptions
regarding this research to the potential respondent.

!

Consumers was asked whether they have purchase and eat night
market food.

!

Only respondents whom have experience consuming night
market food were selected to answer the questionnaire

'

Target consumers was introduce with the purpose of this study
and followed with the explanation of sections consist in the
questionnaire.

v

Questionnaire was given to consumer who agree to answer the
questionnaire. Necessary assistance was done throughout the
answering period.

v

The questionnaires was collected and check after the
respondents finished answering it.

v

Lucky draw prizes were given to lucky respondent.

v

Completed questionnaire analysed by SPSS.

Figure 3.1 Research Framework

3.8  Data Analysis
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Before
data
collection

During
data
collections

After data
collection

The accuracy of the data is ensured through thorough verification and checking

processes. This involves performing data cleaning procedures, which include

analysing descriptive and frequency statistics, as well as coding and entering the data.

The main objective of data cleaning is to identify and rectify any potential errors or

inconsistencies in the dataset, while also addressing missing data points and outliers.
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The data obtained from the questionnaire in this study are analysed using
Statistical Software Package for Social Sciences (SPSS) Version 26. Various
analytical techniques are employed, including descriptive methods such as computing
means and standard deviations, as well as inferential analysis like regression, to

summarize and interpret the collected data.

3.8.1 Descriptive Analysis

The collected data were analysed using IBM SPSS Statistics. Descriptive
analysis was conducted to summarize the sociodemographic profile of the respondents,
including variables such as age, gender, education level, and other relevant
characteristics. This analysis provided an overview of the sample distribution and key

trends in the demographic composition.

In addition to sociodemographic analysis, descriptive statistics (e.g., mean,
standard deviation, frequency, and percentage) were used to examine the study
variables, including consumers' food safety knowledge, attitudes, perceptions towards
food handlers' hygiene practices, business familiarity, and purchase intention. This

helped in understanding the general tendencies and variations within the data.

The analysis aimed to identify patterns and relationships between these
variables, offering insights into consumers’ awareness and behaviour regarding food
safety and hygiene. The findings from the descriptive analysis serve as the foundation

for further statistical testing and interpretation in subsequent sections of the study.

3.8.2 Inferential Analysis

A Chi-Square test was performed to explore the association between
consumers' socio-demographic characteristics and study variables. The chi-square test
is a statistical method commonly used to analyse group differences when the
dependent variable is measured at a nominal level McHugh (2013). It is particularly

useful for determining the association between categorical variables and for assessing
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the goodness of fit of a model to the observed data. This test is widely applied in
various fields such as behavioural research, psychology, biology, and statistics. It is
also utilized in structural equation modelling to evaluate model fit and local

misspecifications.

The Chi-Square test statistic (y*) quantifies the difference between the
observed frequencies in the cross-tabulation and the expected frequencies, which are
calculated under the null hypothesis of no association between the variables. A higher
y* value indicates a greater difference between observed and expected frequencies,

suggesting a potential association between the variables.

To facilitate the analysis, cross-tabulation table was constructed, which
provides a clear visual representation of the frequency distribution of the variables
under investigation. The table displays the observed counts for each category
combination, to assess the relationship between the variables more intuitively. The
cross-tabulation serves as the foundation for the Chi-Square test, as it summarizes the

data in a format that highlights potential associations.

In addition, to further assess the strength of the association between the
variables, Cramér's V was observed, a measure of association for nominal variables
Cramer’s, (1999). Cramér's V ranges from 0 to 1, where 0 indicates no association and

1 indicates a perfect association.

3.8.3 Regrouping items

There are scales of items that were regroup and recode to new a value in order
to measure the level of the study variables. Table 3.4 below shows the modification

that was made to the variables.
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Items Original Modified
Age 1 ="18-25" ="<35"
2 ="26-35" 2.00 ="> 35"
3 ="36-45"
4 ="46-55"
5=">56"
Race 1 = "Malay" 1.00 = "Malay"
2 = "Indian" 2.00 = "non-Malay"
3 ="Chinese"
4 ="Others"
Education 1 ="PMR" 1.00 = "<Diploma"
2 ="SPM" 2.00 = ">Bachelor degree"
3 ="STPM"
4 = "Matriculation"
5 ="Certificate"
6 = "Diploma"
7 = "Bachelor degree"
8 = "Master"
9 ="PHD"
10 = "Others"
Monthly Income 1 ="<RM 1500" 1.00 = "< RM1500"
2="RM 1501 - RM 2500" 2.00=">RM1501"
3 ="RM 2501 - RM 3500"
4 ="RM 3501 - RM 4500"
5="RM 4501 - RM 5500"
6 ="RM 5501 - RM 6500"
7 ="RM 6501 - RM 7500"
8 ="RM 7501 - RM 8500"
9 ="RM 8501 - RM 9500"
10=">RM 9501"
Occupation 1 = "Management" 1.00 = "Working"

2 ="Education"

3 ="Supervisor"

4 ="Clerical"

5 ="Labour"

6 = "Services"

7 = "Medication"

8 = "Engineering"
9 ="Student"

10 = "housewife"
11 = "Not working"
12 = "Businessman"

2.00 = "Not working"

Food Safety
Knowledge

Score Value (1-31)

1.00 ="poor" (1-15)
2.00 ="good" (16-31)
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Food Safety
Attitude

1 = "Extremely Disagree'

2 ="Disagree"
3 ="Not sure"
4 ="Agree"

5 ="Extremely agree"

1.00 = "negative" (1-3)
2.00 = "positive" (4-5)

Perceptions
towards food
handlers’
hygiene practices

1 = "Extremely Disagree

2 ="Disagree"
3 ="Not sure"
4 ="Agree"

5 = "Extremely agree"

1.00 = "negative" (1-3)
2.00 = "positive" (4-5)

Familiarity 1 = "Extremely Disagree" 1.00 = "not familiar" (1-
2 ="Disagree" 3)
3 ="Not sure" 2.00 = "familiar" (4-5)
4 ="Agree"
5 = "Extremely agree"
Purchase Score Value (1-14) 1.00 = "unwilling to buy"
intention (1-7)

2.00 = "willing to buy"
(8-14)




CHAPTER 4

RESULTS AND DISCUSSION

4.1 Preamble

This chapter presents the findings from the analysis of data collected from the
respondents. The results are derived from quantitative information obtained through
the Google Form questionnaire. Firstly, the socio-demographic profile is examined
using frequency analysis. This is followed by a descriptive analysis of the study
variables to determine the mean and standard deviation of the questionnaire items.
Lastly, the chapter includes the results of the chi-square analysis, which assesses the

association between variables in this study.

4.2 Socio-demographic profile

The respondents involved in this study consisted of 163 individuals who had
visited night markets around Kuala Terengganu and Kuala Nerus. The socio-

demographic profile of the respondents is presented in table 4.1.

Table 4.1 Socio-Demographic Profile of The Respondent

Characteristic Number of respondents Percentage
(n=163) (%)

Gender

Male 42 25.8

Female 121 74.2

Age
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18-25 years old
26-35 years old
36-45 years old
46-55 years old
>56 years old

Race
Malay
Indian
Chinese
Others

Education level
PMR

SPM
Matriculation
STPM

Diploma
Bachelor Degree
Master

PHD

Monthly income
<RM 1500

RM 1501- RM 2500

RM 2501 — RM 3500
RM 3501 — RM 4500
RM 4501 — RM 5500
RM 5501 - RM 6500
RM 6501 — RM 7500
RM 7501 — RM 8500
RM 8501 — RM 9500

>RM 9501

Occupation
Management

Education
Supervisor
Clerical
Labour
Services
Student
Housewife
Business
Not working

Frequency goes to night

market
Once a month

Two times a month

65
46
33
12

— N = W

O N oo W

98]
(98]

93
44

39.9

28.2

20.2
7.4
4.3

97.6
0.6
1.2
0.6

1.8
4.9
1.2
5.5
20.2
55.8
7.4
3.2

44.7
16.6
8.6
7.4
4.3
3.1
4.3
3.1
4.3
3.6

11.0
14.1
0.6
6.2
1.8
19.7
33.7
4.9
2.5
5.5

57.1
27.0
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Three to four a month 23 14.1
More than five a month 3 1.8

Formal Education about

food safety
Yes 58 35.6
No 105 64.4

Types of education (for

those who have formal

education)

Food handlers’ training 28 50.9
Courses related to 8 14.6
quality and food safety

Subject taken during 19 34.5
study

Reading Sources about

food safety

Newspaper Yes (48) No (115) Yes (29.4)  No (70.6)
Television Yes (79) No (84) Yes (48.5) No (51.5)
Article from KKM Yes (102) No (61) Yes (62.6) No (37.4)
Media Social Yes (147) No (16) Yes (90.2) No (9.8)

This section presents the demographic characteristics of the 163 respondents
who participated in the study. The findings reveal that the majority of respondents
were female (74.2%), while males accounted for only 25.8% of the sample. The
present data showing that female consumers more interested in answering survey
consistent with past findings which they also show within the findings, majority of
their respondents are females. (e.g. Soon et al., 2020; Theng et al., 2017). Women's
motivations to participate in surveys are frequently tied to their values surrounding
community and social welfare. Studies have shown that women are likely to engage in
surveys that address social issues, reflecting their desires to contribute to discussions

on topics that affect their communities (McMahon et al., 2023).

Regarding age distribution, the highest proportion of respondents fell within
the 18-25 years category (39.9%), followed by those aged 26-35 years (28.2%).
Meanwhile, a smaller percentage of respondents were aged 36-45 years (20.2%), 46-
55 years (7.4%), and above 56 years (4.3%). The results showing that the majority of
the respondent are from younger consumers. This study has demonstrated that younger

demographics are more likely to utilize online tools for information and
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communication as the survey was in google form. Which indicates that young
individuals are particularly drawn to the internet for resourceful information,
appreciating the immediacy and accessibility of online platforms, which allow them to
easily engage in surveys where their perspectives can contribute to real issues

(Pretorius et al., 2019).

In terms of racial distribution, the study predominantly comprised Malay
respondents (97.5%), with only 1.2% Chinese, 0.6% Indian, and 0.6% categorized as
others. Terengganu is located in Malaysia, which has a predominantly Malay
population. This is corresponding with data in Malaysia Statistics Agency which by
2024 the dominant race population in Terengganu is Malay (1,162.3 million). Based
to the statistics, Malays make up a significant portion of the population in Terengganu,
thus naturally leading to a higher representation in local studies conducted in the region

(Koechlin et al. (2016).

Majority of the respondent holding a Bachelor’s degree (55.8%), followed by
Diploma holders (20.2%) and Master’s degree holders (7.4%). A smaller percentage
of respondents had an SPM qualification (4.9%), STPM (5.5%), PMR (1.8%), and
Matriculation (1.2%). Only a small portion of the respondents had a PhD qualification
(3.2%). The high participation of Bachelor’s and Diploma holders suggests that
individuals with higher education levels are more likely to engage in research,
recognizing its role in shaping policies, especially in health and social sciences
(Wilson et al., 2023). In contrast, lower participation among less-educated individuals
may be due to challenges in accessing online surveys, including lower digital literacy
and limited internet access (Jang & Vorderstrasse, 2018). Difficulty navigating online
platforms further discourages participation, leading to their underrepresentation in

research (McAllister et al., 2019).

The respondents' monthly income levels indicated that 44.8% earned less than
RM1500, making it the largest income group. Those earning between RM1501-
RM2500 constituted 16.6%, followed by RM2501-RM3500 (8.6%) and RM3501-
RM4500 (7.4%). The least common income groups were those earning more than

RM9501 (3.7%). The high percentage of respondents in the low-income category may
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be due to a large presence of students and early-career individuals, who typically have
lower earnings. Moreover, the economic conditions in Terengganu, especially in less
urbanized areas, greatly influence job availability and wage levels. Many residents
work in low-income sectors with non-competitive salaries, contributing to the high
percentage earning below RM1500 (Phan et al., 2024). Research suggests that
individuals in low-income settings tend to prioritize basic needs like food security over
food safety concerns, resulting in lower engagement with food safety issues (Phan et

al., 2024).

The largest proportion of respondents for occupation is students (33.7%),
followed by those in the service industry (19.6%). Other groups included those
working in education (14.1%) and management (11.0%). Small portions of
respondents were clerical workers (6.1%), housewives (4.9%), and business owners
(2.5%). Those in labour (1.8%) and supervisory roles (0.6%) were the least
represented. High student participation aligns with the presence of multiple higher
education institutions in the study area which Kuala Terengganu and Kuala Nerus for
example Universiti Malaysia Terengganu, Universiti Sultan Zainal Abidin and Institut
Perguruan Kampus Dato' Razali Ismail and Politeknik Kuala Terengganu. The
concentration of these institutions naturally increases the student population in the
region (Alsultan et al., 2023). As students often engage in part-time employment or
informal market activities to supplement their income or facilitate their living
expenses, they are likely to frequent night markets more regularly. Consequently, their
prevalent presence in the area translates into higher participation rates in studies

conducted in such environments (Yu et al., 2017).

The study also examined the frequency of visits to night markets, revealing that
more than half of the respondents (57.1%) visit night markets once a month, while
27% go twice a month. Only 14.1% visit three to four times a month, and a small
fraction (1.8%) go more than five times a month. One primary reason for the observed
frequency relates to socio-economic status and disposable income levels among
respondents. A significant portion (44.8%) reported earning less than RM1500 per
month, suggesting that many might view night market visits as an economically viable

dining option (Phan et al., 2024). However, dining at night markets, while affordable
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may still be seen as an occasional treat rather than a regular habit. Higher costs
associated with frequent dining out could lead those on lower incomes to limit their
night market visits to once or twice a month to better manage their budgets (Kyung et

al., 2023).

When asked about formal education in food safety, 64.4% of respondents
indicated that they had never received any formal training, while only 35.6% had
undergone some form of food safety education. Among those who received education,
the majority (50.9%) attended food handlers’ training, while 34.5% learned through
subjects taken during their studies, and 14.5% attended courses related to food safety
and quality. Unfortunately, there are 3 of the respondents missed to answer the types
of the education they were attend due to this question are not compulsory to answer.
The low level of formal food safety education among respondents suggests insufficient
outreach beyond the food service industry. Many rely on informal sources, lacking
structured training. Socio-economic factors also limit access, as lower-income
individuals may not prioritize or afford formal education (Yu et al., 2017). Most
respondents who received training (50.9%) attended food handlers’ programs,
indicating its accessibility over consumer-focused education. However, this
knowledge may remain job-specific, not translating into broader consumer awareness

(Alhashim et al., 2022).

The study also explored the respondents’ sources of food safety information.
The majority (90.2%) obtained information from social media, followed by articles
from the Ministry of Health (62.6%). Television and newspapers were fewer common
sources, with 48.5% and 29.4% of respondents using them, respectively. The high
accessibility of social media makes it a key information source, especially for younger
users. Smartphones and the internet enable real-time access to food safety tips and
updates (Seow et al., 2022). These platforms also encourage community discussions
on health. Government and health organizations leverage social media to spread food
safety information, with Ministry of Health articles receiving significant attention.
This aligns with Henderson et al. (2017) findings, emphasizing social media’s role in

food regulation, mainly for crisis communication rather than routine updates.
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4.3  Descriptive data of the study variables

4.3.1 Consumers’ knowledge towards food safety

Night market Consumers’ Knowledge towards food safety are presented in

table 4.2.

Table 4.2 Consumers’ Knowledge towards Food Safety

No. Question Desired Correct, n Wrong,
Response (%) n (%)
1 The wuse of gloves when Yes 131(80.4) 32(19.6)

handling food at night markets
can reduce the risk of food
contamination.

2 Washing hands before handling Yes 162(99.44) 1(0.6)
food at night markets can
reduce the risk of food
contamination.

3 Wearing a hat or head covering Yes 131(80.4) 32(19.6)
when handling food at night
markets can prevent
contamination.

4 Wearing closed shoes for food Yes 162(99.4) 1(0.6)
handlers at night markets gives
a good impression to
customers.

5 Food handlers at night markets Yes 156(95.7) 7(4.3)
must keep their nails short and
clean while handling food.

6 Wearing an apron is a good Yes 150(92) 13(8)
practice.
7 Food handlers should be free Yes 162(99.4) 1(0.6)

from coughing and remain
clean.
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10

11

12

13

14

15

16

17

18

19

20

Food handlers should take leave
if they have contagious skin
diseases.

Smoking among food handlers
is not a good practice.

Newspapers are a good food
packaging material.

Cross-contamination  occurs
when microbes from
contaminated food transfer to
the hands of food handlers or
kitchen utensils and then to
other foods.

Spoiled food can be identified
through appearance, smell, and
taste.

Cleaning and sanitizing utensils
can increase the risk of food
contamination.

Cleaning utensils is not the
same as sanitizing them.

Washing utensils with detergent
can prevent Cross-
contamination.

Eating and drinking at the
workplace increase the risk of
food contamination.

Typhoid  fever can  be
transmitted through food.

Food prepared more than 4
hours in advance reduces the
risk of contamination.

Raw vegetables have a higher
risk of contamination than
partially cooked meat.

Reheated food increases the
risk of food contamination.

Yes

Yes

No

Yes

No

No

Yes

Yes

Yes

Yes

No

Yes

Yes

162(99.4)

29(17.8)

0(0)

162(99.4)

7(4.3)

10(6.1)

161(98.8)

55(33.7)

112(68.7)

143(87.7)

24(14.7)

128(78.5)

29(17.8)

1(0.6)

134(82.3)

163(100)

1(0.6)

156(92.7)

153(93.9)

2(1.2)

108(66.2)

51(31.2)

20(11.3)

139(85.3)

3521.5)

134(82.2)
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21

22

23

24

25

26

27

28

29

30

31

Freezing food kills all bacteria
that cause foodborne illnesses.

Salmonella sp. is a foodborne
pathogen.

Children, adults, pregnant
women, and the elderly have
the same risk of food poisoning.

Staphylococcus sp. is a
foodborne pathogen.

Food preparation areas should
be far from waste disposal sites.

Covered trash bins at night
markets are important.

Using suitable vehicles to
transport food is important.

Cooked food should be covered
to prevent contamination.

Reusing cooking oil for frying
chicken is harmful to health.

Beverages in large containers
should be prepared using clean
water.

Food that needs to stay hot
should be kept at a temperature
of 65°C.

No

Yes

No

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Yes

73(44.8)

82(50.3)

82(50.3)

118(72.4)

110(67.5)

78(47.9)

160(98.2)

157(96.3)

150(92)

162(99.4)

155(95.1)

90(55.2)

81(49.7)

81(49.7)

45(27.6)

53(32.5)

85(52.1)

3(1.8)

6(3.7)

13(7.9)

1(0.6)

8(4.9)

Table 4.2 shows the assessment of consumers’ knowledge on food safety was

based on 31 questions covering various aspects of food hygiene, handling, and

contamination risks. More than 50% of the respondent answered question correctly.

The results indicate that most respondents had a strong understanding of basic food

safety principles. For instance, an overwhelming 99.4% of respondents correctly

notified that washing hands before handling food reduces contamination risks. This

aligns with the Centres for Disease Control and Prevention (CDC) guidelines, which

emphasize hand hygiene as a critical measure in preventing foodborne illnesses (CDC,
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2023). This finding supported by past studies which majority of the respondent
answered correct for the washing hands before handling food reduces the risk of food
contamination (Theng et al., 2017). Same with study that conducted at Malaysia, there
are 98.9% that answer correct for the same questions (Soon et al., 2020). This show
that majority of the respondent were aware about the contamination that might
happened because of bad food handling practice. Besides, study from Nigeria found
that a larger percentage of respondents, particularly those from urban areas recognized
the importance of handwashing in preventing foodborne diseases (Adebowale &

Kassim, 2017).

However, despite strong knowledge in some areas, notable misconceptions
were evident. For example, 82.3% of respondents wrongly believed that smoking
among food handlers was acceptable, highlighting a gap in understanding about
indirect contamination risks. Even though the known dangers of direct food
contamination, consumers may mistakenly believe that indirect contamination risks,
such as smoking among food handlers, are acceptable. The acceptance of smoking
among food handlers highlights a significant risk for indirect contamination, which
can introduce harmful substances into food and increase the likelihood of foodborne
illnesses (Tappes et al., 2020). This misconception undermines efforts to maintain
hygienic food handling environments and poses a direct threat to public health.
Previous studies have highlighted a gap in understanding about these indirect
contamination risks (Sadiku et al., 2020). A study on food sanitation and hygiene
practices among food handlers in Hyderabad found that food handlers play a crucial
role in ensuring food safety throughout the production, processing, storage, and
preparation stages (Kumari et al., 2019). This finding illustrates a fundamental lack of
awareness regarding how harmful substances can be transferred from hands to food

(Franklyn & Badrie, 2015).

Furthermore, 100% of respondents incorrectly considered newspapers as a
suitable food packaging material, which is concerning given the potential for ink
contamination and microbial transfer (Petrescu et al., 2019). The belief that
newspapers are suitable for food packaging exposes consumers to chemical and

microbial contamination, as newspapers are not designed for food contact (Zahir et al.,
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2025). This practice can compromise food safety, leading to increased risk of illness
and undermining consumer trust in food products (Ali et al 2022). Petkoska et al.
(2020) reveals that newspapers are not designed to meet the stringent requirements for
food packaging. Newspapers are primarily composed of wood pulp and inks, which
can potentially leach harmful chemicals into food products. Furthermore, the porous
nature of newspaper material does not provide adequate protection against moisture,
oxygen, and microbial contamination, all of which are essential for preserving food
quality and safety (Avila et al., 2022). In fact, a recent study on a promising new
material for food packaging, an active and intelligent carrageenan film with natural
antimicrobial agents, has shown great potential in extending the shelf life of food

products while ensuring food safety for consumers. (Guillard et al., 2018)

Additionally, only 44.8% recognized that freezing food does not eliminate all
bacteria, demonstrating a misunderstanding of microbial survival in low temperatures
(Nguyen et al., 2018). It is because harmful bacteria like Listeria monocytogenes and
Escherichia coli can survive and even thrive in frozen foods (Smith et al., 2020;
Johnson et al., 2021). The misunderstanding that freezing eliminates all bacteria can
lead to unsafe food handling practices, as harmful pathogens like Listeria
monocytogenes and Escherichia coli can survive in frozen foods (Sharma et al., 2021).
This misconception may result in consumers consuming contaminated food,

increasing the incidence of foodborne diseases (Tappes et al 2020).

Another area of weak knowledge was in food spoilage detection. While many
people assume that spoiled food can always be identified through appearance, smell,
and taste, only 4.3% correctly disagreed with this statement, suggesting that most
respondents might rely on sensory evaluation rather than scientific indicators of
spoilage. Relying solely on appearance, smell, and taste for spoilage detection can
result in the consumption of food contaminated with pathogens that do not alter
sensory attributes (Rahman, 2019). This practice increases the risk of undetected
foodborne illness and highlights the need for scientific food safety education.
Similarly, only 50.3% correctly identified Salmonella sp. as a foodborne pathogen,
indicating a need for greater awareness of microbial threats. Nevertheless, sensory

evaluation has its limitations which are critical especially when dealing with
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pathogenic bacteria like Salmonella and E. coli that often do not manifest noticeable
changes in sensory attributes, thus complicating their detection without proper testing
methods (Saleh & Lee, 2023; Sachithananthan et al., 2012). This is aligned with study
by Yang & lee, (2019) which said that pathogens can frequently be present in food
without causing any observable spoilage. Addressing these misconceptions through
targeted educational programs and awareness campaigns is essential such measures
can enhance consumer knowledge and promote safer food consumption behaviors. By
highlighting the limitations of sensory evaluation and explaining the risks posed by
specific pathogens, consumers can be better prepared to make informed food safety

decisions (Alberts & Stevenson, 2017).

These misconceptions align with broader issues relating to consumer food
safety knowledge. For example, the belief that food appearing to be fine in terms of
appearance or odour is safe to consume is prevalent, and many consumers mistakenly
think that washing raw poultry can effectively eliminate harmful germs (Lee et al.,
2012). Huang et al. (2012) illustrates that cultural factors significantly influence food
safety perceptions, suggesting that simplistic food safety messages might help clarify
misconceptions in diverse populations. Food safety initiative should particularly target
individuals involved in food handling to reduce the incidence of foodborne illnesses

(Adebowale & Kassim, 2022).

The identified misconceptions among respondents such as the acceptance of
smoking among food handlers, the use of newspapers for food packaging, the belief
that freezing eliminates all bacteria, and the reliance on sensory evaluation for spoilage
detection, reveal critical gaps in consumer food safety knowledge. These
misconceptions not only undermine efforts to maintain hygienic food handling
practices but also pose significant risks to public health by increasing the likelihood of
foodborne illnesses (Vivas et al., 2010). Addressing these gaps through targeted
educational programs, clearer public health messaging and stricter enforcement of
food safety standards is essential for improving consumer awareness and reducing the
incidence of foodborne diseases. By highlighting the broader impact of these
misconceptions, this study underscores the need for ongoing efforts to enhance food

safety knowledge and promote safer food consumption behaviors in the community,
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aligning with previous studies that emphasize the role of consumer education in

reducing foodborne risks

The results from Table 4.2 were used to assess each respondent’s food safety
knowledge by assigning a score based on their answers. Respondents were then
categorized into two groups: 'Good' and 'Poor' knowledge levels. These classifications
are visually represented in Figure 4.1, which illustrates the overall distribution of

respondents according to their level of food safety knowledge.
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Figure 4.1 Level of Consumers’ Food Safety Knowledge

Figure 4.1 illustrating consumers' food safety knowledge reveals that the huge
majority of respondents (97.5%), have a good understanding of food safety practices,
while only a small fraction (2.5%), demonstrate poor knowledge in this area. This is
supported by Soon et al. (2020) who found that consumers had a good level of food
safety knowledge, along with positive attitudes and self-reported safe food handling
practices. Besides, Alhashim et al. (2022) also discovered that the majority of food
truck consumers possessed the necessary knowledge regarding food safety, which
might help them make healthier food choices, practice good food hygiene, and
ultimately reduce the chances of foodborne diseases. Moreover, the study from

Vietnam also indicates that the consumers of food safety knowledge was in average



99

level (Ngoc et al., 2020). However, different for the study also from Vietnam which
the findings showing that consumers had the highest knowledge about food handling
practices but they have lower knowledge about environmental requirements for food
facilities (Nguyen et al., 2018). This indicates that most consumers are well-informed
about proper food handling, storage, and hygiene, which is crucial in preventing

foodborne illnesses.

The minimal percentage of those with poor knowledge suggests that awareness
campaigns and educational efforts have been largely effective, though there remains a
small gap that could benefit from further targeted initiatives to ensure comprehensive
food safety awareness among all consumers. There are ongoing initiatives in Malaysia
aimed at enhancing food safety awareness. Besides, the Malaysian government plays
a significant role in these efforts. For instance, the Ministry of Health (MOH) regularly
issues food safety advice, particularly during significant events like Ramadan, to
ensure safe food practices during the fasting month. Additionally, the National Plan of
Action for Nutrition of Malaysia III (2016-2025) includes activities designed to
educate the population on food safety, labelling, and consumer rights, emphasizing the

creation of awareness and promotion of safe food handling practices.

4.3.2 Consumers’ food safety attitude

Night market Consumers’ attitude towards food safety are presented in table

4.3.
Table 4.3: Consumers’ Attitude towards Food Safety
No. Statement Mean Std. Deviation

1 Wearing gloves can reduce 1.01 0.078
contamination.

2 Washing hands before handling food at 1.85 0.944
night markets can reduce food safety
risks.

3 Wearing a hat while handling food at 4.31 1.056

night markets can reduce food safety
risks.
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10
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18

19

Wearing shoes while handling food at
night markets can reduce food safety
risks.

Having short and clean nails while
handling food at night markets can
reduce food safety risks.

Wearing a clean apron while handling
food at night markets can reduce food
safety risks.

Coughing and sneezing while handling
food at night markets can reduce food
safety risks.

Having the flu while handling food at
night markets can reduce food safety
risks.

Smoking while handling food at night
markets can reduce food safety risks.
Wearing a face mask while handling
food at night markets can reduce food
safety risks.

Storing raw food separately while
handling food at night markets can
reduce food safety risks.

Sanitizing knives and cutting boards
regularly while handling food at night
markets can reduce food safety risks.
Placing a full trash bin near the work
table while handling food at night
markets can reduce food safety risks.
Defrosting chicken by directly soaking
it in tap water without wrapping while
handling food at night markets can
reduce food safety risks.

Sanitizing work surfaces while handling
food at night markets can reduce food
safety risks.

Using a clean towel while handling food
at night markets can reduce food safety
risks.

Washing eggs while handling food at
night markets can reduce food safety
risks.

Changing cooking oil that has been
reused multiple times while handling
food at night markets can reduce food
safety risks.

Regularly cleaning tables used to place
food while handling food at night
markets can reduce food safety risks.

4.69

4.56

4.40

4.75

4.60

1.58

1.43

1.46

4.41

4.45

4.52

1.67

2.21

4.45

4.55

4.45

0.740

0.869

0.947

0.695

0.798

1.304

1.088

1.124

1.023

0.897

0.919

1.309

1.279

0.964

0.876

0.970




101

20  Leaving food exposed while handling 4.50 0.965
food at night markets can reduce food
safety risks.
*5-point Likert scale 1= Strongly Disagree 2= Disagree 3= Not Sure 4= Agree 5=

Strongly Agree

Based on table 4.3, the responses demonstrated that most consumers exhibited
positive attitudes towards food safety practices. For instance, the highest-rated
practices included short nails reduce food safety risk (M=4.56, S.D =0.869) wearing
closed shoes (M=4.69, S.D =0.740), and turning away when coughing (M=4.75, S.D
=0.695), indicating strong agreement on fundamental hygiene behaviours. The
findings similar with Roy et al. (2024) which they also found the positive food safety
attitude among consumers in Bangladesh. Besides, Theng et al. (2017) also indicates
that majority consumers in Malaysia have positive attitude towards food safety. This
probably because of majority of the consumers in this current study and past studies
have good level of food safety knowledge. These findings align with past research
indicating that positive attitudes significantly relate to better food safety practices and

knowledge across various cultural contexts (Hossen et al., 2021; Roy et al., 2024).

However, certain areas indicated a more relaxed attitude towards food safety.
For example, attitudes towards wearing hart (M=4.31, S.D =1.056) were moderate,
suggesting that not all respondents viewed hat use as essential for preventing
contamination. This lag in agreement toward headgear use could potentially be linked
to a lack of awareness or training regarding its role in hygiene. The attitude towards
smoking while handling food (M=1.68, S.D =1.304) was particularly concerning,
implying that some respondents did not strongly associate smoking with
contamination risks. Furthermore, attitudes towards wearing face masks (M=1.43,S.D
=1.088) were also relatively weak, reflecting a possible underestimation of airborne
contamination risks. There is substantial evidence highlighting the critical association
between consumer education and upholding high food safety standards, suggesting
that a gap in knowledge persists among certain consumer segments, especially
concerning airborne and direct contamination risks (Soon et al., 2020). Figure 4.2
serves as a continuation of the findings presented in Table 4.3, illustrating the overall

distribution of consumers' food safety attitudes in percentage values. While Table 4.3
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provides detailed insights into specific food safety practices and attitudes, Figure 4.2

visually represents the proportion of respondents with positive and negative attitudes.
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Figure 4.2 Level of Consumers' Food Safety Attitude

Figure 4.2 shows the level of the consumers’ food safety attitude in percentage
value. Majority of the respondent (89.6%) shows positive attitude. While 10.4% have
negative attitudes towards food safety. Research indicates that a significant association
exists between food safety knowledge and consumer attitudes. For instance, Soon et
al. (2020) found that respondents in Malaysia reported good levels of food safety
knowledge and positive self-reported practices regarding food handling, suggesting
that increased knowledge positively correlates with favourable attitudes towards food
safety. Similar results have been reported among Saudi consumers, where higher levels
of food safety knowledge were linked to improved attitudes and practices regarding
safe food consumption (Alhashim et al., 2022). This suggests that the majority of
respondents in the current study may be influenced by a solid foundation in food safety

knowledge, contributing to their positive attitudes.

Moreover, the role of health consciousness and safety concerns in shaping
consumer attitudes cannot be overlooked. Research has shown that consumers who

prioritize health and safety tend to have more positive attitudes toward food. For
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example, Michaelidou and Hassan (2007) emphasize that health consciousness plays
a significant role in consumer attitudes towards food products. In particular, the
findings of Huo et al. (2023) highlight that health and safety motivations significantly
influence consumer attitudes, which might explain why a large majority in the current

study reported positive attitude.

Conversely, the limited group displaying negative attitudes may be influenced
by factors such as lack of information or past experiences with food safety issues,
leading to distrust and skepticism about food quality (Ge & Zhao, 2023). Factors like
socio-economic conditions, access to information about food safety practices, and
personal experiences may contribute to this negative viewpoint, as noted in various

studies exploring consumer perceptions in distinct contexts (Rohr et al., 2005).

4.3.3 Consumers’ perception towards food handlers’ hygiene practices

Night market Consumers’ attitude towards food safety are presented in table

4.4.

Table 4.4 Consumers perception towards food handlers’ hygiene practices

No. Questions Mean Std. Deviation

1 I feel that wearing gloves is 4.47 0.951
important in food preparation.

2 I feel that washing hands is very 1.52 1.178
important in food preparation.

3 I feel that wearing a hat is very 4.42 1.005
important in food preparation.

4 I feel that wearing shoes is very 4.74 0.727
important.

5 I feel that having short nails is very 4.60 0.836
important in food preparation.

6 I feel that wearing an apron is very 4.45 0.890
important in food preparation.

7 I feel that turning away while 4.74 0.750
coughing is very important in food
preparation.

8 I feel that not smoking near food is 4.63 0.761

very important in food preparation.
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9 I feel that wearing a face mask is 4.43 1.191
very important in food preparation.

10 I feel that cleaning the work table 4.63 0.937
is very important in food
preparation.

11 1 feel that sanitizing knives and 4.65 0.750
cutting boards is very important.

12 1 feel that covering trash bins is 4.69 0.741
very important in food preparation.

13 I feel that covering food is very 4.65 0.813
important in food preparation.

14 1 feel that washing eggs is very 4.71 0.753
important.

15 I feel that controlling pests is very 4.71 0.743
important.

*S-point Likert scale 1= Strongly Disagree 2= Disagree 3= Not Sure 4= Agree 5=
Strongly Agree

Table 4.4 shows that the consumers' perceptions of food handlers' hygiene
practices were generally strong, as indicated by high mean scores for several key
factors. For example, for wearing gloves (M=4.47, S.D =0.951), washing hands
(M=4.52, S.D =1.178), and wearing shoes while handling food (M=4.74, S.D =0.727)
were all perceived as highly important. Additionally, short and clean nails (M=4.60,
S.D =0.836) and wearing aprons (M= 4.45, S.D =0.890) were also viewed favourably
by most respondents. Moreover, consumers perceptions of the importance of wearing
a face mask while handling food (M 4.43, S.D =1.191) were slightly lower than other
hygiene practices. This suggests that while respondents valued physical cleanliness,
they may not fully recognize the role of airborne contamination. Similarly, sanitizing
knives and cutting boards (M=4.65, S.D =0.750) and cleaning the work table (M=4.63,
S.D =0.937) were highly rated, reinforcing the idea that consumers appreciate visible
hygiene efforts from vendors. This finding concurs with study from Malaysia which
also found that most of the respondent agree to strongly agree for the majority of the
statements for example 82% of the respondent strongly agree that food handlers should
keep their nails short and clean (Pauzi et al., 2024). Similarly with Odeyemi (2013)
indicates that most of the respondent have a same opinion such as 67% from the
respondent agree for the short and clean nails also 64% agree about hand glove

statement. Figure 4.3 serves as a continuation of the findings presented in Table 4.4 by
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visually representing consumers' perceptions of food handlers' hygiene practices in

percentage values.
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Figure 4.3 Level of Consumers' Perception towards Food handlers’ Hygiene

Practices

Figure 4.3 demonstrates that 96.3% of consumers hold positive perceptions of
food handlers' hygiene practices, while only 3.7% express negative views. This high
level of confidence underscores the importance of effective food safety
communication, proper hygiene practices, and well-trained food handlers in shaping
consumer trust. This aligns with studies from Mirosa et al. (2020) and Yu et al. (2017)
highlight the critical role of transparent food safety communication in fostering
consumer confidence. Yu et al. (2017) found that 86% of farmers’ market consumers
in the United States reported minimal concerns about food safety. It is suggesting that
when consumers are assured of proper hygiene measures, their trust in food handlers

remains high.

Perceived risk also plays a crucial role in consumer decision-making,
particularly in settings where hygiene practices may not be as strictly regulated. Seo
and Lee (2021) found that consumers closely evaluate hygiene standards in street food
environments and positive perceptions of hygiene practices significantly increase the

likelihood of repeat purchases. This finding reinforces the idea that consumer trust is
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closely linked to visible and well-maintained hygiene practices. Moreover, personal
hygiene practices are essential to prevent pathogen transmission from handlers to
consumers, noting that food handlers with higher levels of knowledge are more likely
to adhere to hygiene standards (Noor et al., 2023). Based on the finding, it is consistent
with research demonstrating that proper cleaning practices are critical in minimizing
foodborne illnesses, and that handlers trained in hygiene are likely to maintain high
cleanliness standards in food preparation environments (Azanaw et al., 2019). Beyond
perception, the knowledge and training of food handlers are fundamental to
maintaining high hygiene standards. Akabanda et al. (2017) found that inadequate food
safety knowledge among food handlers often results in poor hygiene practices, which
negatively impact consumer confidence. Conversely, Tuglo et al. (2021) demonstrated
that comprehensive training programs significantly improve food handlers'

understanding of hygiene protocols, leading to greater consumer trust.

4.3.4 Consumers’ familiarity in night market

Consumers’ familiarity in night market are presented in table 4.5.

Table 4.5: Consumers’ Familiarity in Night Market

No. Statement Mean Std. Deviation

1 I am used to buying food if I know 4.67 0.823
the seller.

2 I am used to buying food if I know 4.71 0.718
the type of food.

3 I am used to buying food if I know 4.01 1.024
the preparation method.

4 I am wused to checking the 4.04 0.984
cleanliness of wutensils before
buying food.

5 I am familiar with the ingredients 4.20 0.982
of the food I want to buy.

6 I am more familiar with food 4.48 0.765

safety levels than most people at
night markets.
7 I am more familiar with food 4.22 0.936
safety levels than my friends at
night markets.
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8 I am used to buying food from 3.74 1.069
food handlers who cover their
heads.
9 I am used to buying food at a 3.70 1.013
reasonable price.
10 I am used to buying food from 3.96 0.974
food handlers who wear gloves.
11  Tamused to asking for the price of 4.29 0.866
food before buying.
S5-point Likert scale 1= Strongly Disagree 2= Disagree 3= Not Sure 4= Agree 5=

Strongly Agree

Table 4.5 shows that familiarity plays a crucial role in consumer purchasing
behaviour. For instance, respondents reported a higher likelihood of buying food if
they were familiar with the seller (M=4.67, S.D =0.823), the type of food being sold
(M=4.71, S.D =0.718), and the preparation methods (M=4.01, S.D =1.024). This
suggests that trust and prior experience are powerful drivers behind food choices,
particularly in night markets, where quick decisions are often made based on intuition
and past encounters. This finding aligns with one of the studies in Thailand which they
indicate that service quality and perceived value influenced the consumers satisfaction
(Teangsompong et al., 2024). Similarly, Rheinldnder et al (2008) also found that in
their study where the consumers relied more on visual cues like appearance and trust
in the vendor when buying food. Meanwhile, study from Nigeria found that the choice
to buy from street food vendors in Nigeria is driven by food quality, affordability, and
familiarity with the ingredients or type of food offered (Ezeh & Nkamnebe (2022).
Together, these insights support the idea that beyond taste and price, a sense of
familiarity and trust can be the deciding factors that turn a passerby into a paying

customer.

Additionally, respondents indicated that they are more familiar with food safety
levels than most people at night markets (M=4.48, S.D =0.765), highlighting an
awareness of food safety risks. However, familiarity with vendors who follow hygiene
practices, such as covering their heads (M=3.74, S.D =1.069) and wearing gloves
(M=3.96, S.D =0.974), was relatively lower. This indicates that while consumers value
hygiene, they may still prioritize familiarity and trust in vendors over strict adherence

to food safety practices. These findings are somewhat in line with Rheinlénder et al.



108

(2008), who found that many consumers rely more on visual cues such as food
appearance and trust in the vendor rather than food safety when choosing street food.
Price and accessibility were also key factors in their decision-making process.
Similarly, a study in Malaysia by Gindi et al. (2016) highlighted that food handlers'
hygiene practices influence consumer choices, which aligns with the current findings
that consumers do consider hygiene. Likewise, Mohammed & Shehasen (2020) found
that consumers recognize the health risks of street food, including food poisoning and
contamination due to poor hygiene, reinforcing the idea that awareness exists but may
not always dictate purchasing behaviour. However, current results suggest that
familiarity with the vendor may sometimes take preference over strict adherence to
food safety practices. This is perhaps because of the of socio-demographic profiles
differences make the results not linked with the supported studies. Figure 4.4 builds
on the findings from Table 4.5 by visually illustrating the impact of familiarity on

consumer purchasing behaviour.
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Figure 4.4 Level of Consumers Familiarity

Figure 4.4 indicates that 96.3% of consumers shows familiarity influenced
their purchase behaviour, while only 3.7% express that familiarity does not influence
their purchase behaviour. This align with Liu et al. (2021) where the study was
conducted in China night market, demonstrating that familiarity with the environment

significantly impacts consumer attitudes and buying intentions. Their findings support
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the results of this study, indicating that consumers who are more familiar with a setting
are more likely to make purchases due to increased comfort and confidence in their
choices. Familiarity is often linked to positive consumer experiences and purchase
behavior across varied contexts, indicating that it can considerably reduce perceived
risks associated with purchasing decisions (Das, 2018). Familiarity is really important
in Asian cultures because community connections influence how people make buying
decisions. In group-oriented societies like in Asia, knowing a vendor personally
doesn’t just build relationships it also helps create a sense of belonging and shared

identity among consumers. (Jiang & Kassoh, 2022).

In Terengganu, a state that recognized for its vibrant night markets, this sense
of familiarity encompasses broader social networks and cultural practices. Night
markets serve as communal spaces where local traditions, food, and crafts converge
fostering an environment conducive to participation and social interaction (Salleh et
al., 2012). The development of rapport is particularly relevant, as familiarity breeds
trust, enabling vendors to build relationships with regular customers and thereby
influence purchasing decisions. Trust plays a vital role in encouraging various
consumer behaviors, especially in markets characterized by substantial personal
interaction, where sellers often depend on personal relationships with customers to

drive sales (Dwilestari & Erdiansyah, 2023).

Moreover, the idea of "local iconness" plays an important role in consumer
behaviour. According to Ozsomer (2012), local iconness enhances how consumers
perceive the value of local brands because these brands are not just products they are
tied to cultural narratives and shared experiences. People tend to associate them with
authenticity, tradition, and even social status. For example, in Terengganu, famous
local foods like keropok lekor or traditional crafts like batik hold cultural significance.
Consumers do not just buy them for their practicality; they buy them because they
represent local identity and traditions. This emotional and cultural connection fosters
brand loyalty, making people more likely to keep purchasing these products, especially

in places like night markets where local culture is celebrated (Watanabe et al., 2019).
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Consumers’ purchase intention in night market are presented in table 4.6.

Table 4.6 Consumers’ purchase intention

No.

Question

Yes, n (%)

No, n (%)

1

2

10

11

12

13

Would you choose to buy
from a seller wearing gloves?
Would you buy food if the
night market food handler
does not wear a hat or head
covering?

Would you buy food from a
night market vendor who
maintains hand hygiene?
Would you buy food from a
night market vendor wearing
an apron?

Would you buy food if the
night market food handler
wears a face mask?

Would you buy food from a
night market vendor who
maintains packaging quality?
Would you buy food from a
night market vendor who
demonstrates food
preparation methods?

Would you buy food at an
unclean food stall?

Would you buy food if you
saw a night market vendor
tasting food with their fingers
or palms?

Would you buy food from a
night market vendor who
uses different cutting boards?
Would you buy food from a
night market vendor who
wears nail polish?

Would you buy food from a
night market vendor who
touches food without gloves?
Would you buy food from a
night market vendor who eats
and drinks at the workplace?

136(83.4)

44(27)

136(83.4)

44(27)

158(96.9)

151(92.6))

145(89)

153(93.9)

141(86.5)

14(8.6)

13(8)

142(87.1)

11(6.7)

27(16.5)

119(73)

27(16.1)

119(73)

5(3.1)

12(7.3)

18(11)

10(6.1)

22(13.5)

149(91.4)

150(92)

21(12.9)

152(93.2)
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14 Would you buy food from a 15(9.2) 148(90.8)
night market vendor who
prepares food too early?

Table 4.6 shows how various hygiene-related factors influenced purchase
intention. The majority of respondents (83.4%) stated they would choose to buy from
vendors who wear gloves, while an even higher percentage (96.9%) preferred vendors
who wear face masks. Similarly, 92.6% of respondents emphasized the importance of
packaging quality, indicating that clean and secure food packaging plays a major role
in consumer decision-making. In contrast, hygiene-related concerns strongly
discouraged purchases. 73% of respondents stated they would not buy food from a
vendor who does not wear a hat or apron, suggesting that physical appearance and
hygiene influence trust in food safety. Additionally, 93.9% refused to buy from an
unclean food stall, and 86.5% rejected vendors who taste food with their fingers or
palms, reinforcing the importance of cleanliness in consumer decisions. Interestingly,
91.4% of respondents were unwilling to purchase food from vendors using the same
cutting board for different foods, showing strong consumer awareness of cross-
contamination risks. Furthermore, 92% of respondents refused to buy from vendors
wearing nail polish, possibly due to concerns over chemical contamination or hygiene

standards.

The findings clearly show that hygiene plays a major role in consumers’ food
purchasing decisions. People tend to trust and prefer vendors who follow proper
hygiene practices, while those who appear unhygienic are often avoided. This strong
awareness of food safety, especially regarding cross-contamination and personal
hygiene, suggests that vendors need to maintain high hygiene standards to gain
consumer trust and sustain their business. These results are consistent with previous
studies, where food cleanliness and safety practices were found to positively influence
purchasing decisions (Azrol et al., 2023; Cui et al., 2019). Similarly, Ratasuk (2023)
also found that food hygiene had a significant impact on consumers in Bangkok when
choosing to buy street food. On the other hand, a study from Indonesia found that while
consumers there understand the importance of food safety and making healthy food

choices, they tend to underestimate the actual safety of the food they buy (Zulmi &
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Suzianti, 2021). The difference in findings between studies could be due to variations
in how purchase intention was measured. For example, Zulmi and Suzianti (2021) used
a Likert scale, which allows for a range of responses, while the current study used a
dichotomous scale (yes/no) for purchase intention questions. This difference in
measurement tools could have influenced how consumers expressed their views on

food safety, leading to variations in results.

Figure 4.5 builds on the findings from Table 4.6 by providing a visual
representation of how food safety practices influence consumer purchase intention.
While Table 4.6 details specific hygiene-related factors that encourage or discourage

purchases, Figure 4.5 offers an overall perspective.
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Figure 4.5 Level of Consumers’ Purchase Intention

Figure 4.5 indicates that 85.3 of consumers shows willingness to buy food
based on the night market food safety practices while only 14.7% shows the opposite.
The findings show majority of the consumers put the role of food safety as priority
factor when buying food from the night market. This is supported by a study from
Korea, which suggests that consumers prioritize food safety as a proactive measure to
prevent food safety incidents, highlighting a strong connection between perceived

safety and purchase intention (Kyung et al., 2023). Moreover, it also aligns with a
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study that focused on consumer knowledge and perceptions around food safety such
as those by Wu et al. (2016) who reveal that seriousness of consumer awareness
regarding food quality and safety attributes can lead to increased willingness to
purchase food with well-documented safety measures. Yu et al. (2022) further explain
that when consumers are more aware of food quality and safety, they are more likely
to consider these factors when deciding what to buy. This shows that food safety plays

an important role in how people judge food products.

Feng et al. (2023) add to this discussion by showing that how consumers
perceive food safety can be influenced by a country's image, especially during food
safety incidents. This means that people who prioritize food safety may change their
buying decisions depending on their level of trust in how food safety is managed in
different situations. Similarly, Lee (2020) highlights that consumers who are more
knowledgeable about food safety tend to have greater trust in food policies and feel
more satisfied with overall food safety. Thus, encourages them to choose safer food
products. Findings from various studies strongly support the idea that food safety plays
a key role in consumer purchasing decisions at night markets. Increasing consumer
awareness about food safety practices has been shown to make people more conscious
and more likely to buy from vendors who follow proper hygiene standards (Lee, 2020).
Therefore, providing proper education on food safety could be essential in helping

consumers make better choices and feel more confident when buying food.

4.4  Association between gender and study variables

Association between gender and study variables are presented in table 4.7

Table 4.7 Association between gender and study variables

Variables Gender (n) p-value X2 Cramer’s V
Male Female
Consumers food
safety knowledge
Poor 4 0 0.001 11.814 0.269

Good 38 121
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Consumers food

safety attitude
Negative 5 12 0.754 0.098 0.025
Positive 37 106
Consumers’
perception towards
food handlers’
hygiene practices
Negative 2 4 0.666 0.186 0.034
positive 40 117
Business
familiarity
Not familiar 2 4 0.666 0.186 0.034
Familiar 40 117
Purchase Intention
Unwilling to buy 12 12 0.003 8.641 0.230
Willing to buy 30 109

The association between gender and various study variables related to food
safety is presented clearly in table 4.7. It reveals that there is a significant association
in food safety knowledge based on gender, where 38 males demonstrated good
knowledge compared to all 121 females, leading to a p-value = 0.001, which indicates
a significant association with a moderate effect size (Cramer’s V = 0.269). This
suggests that females tend to have a higher level of food safety knowledge compared
to males. This finding is consistent with previous studies (Yu et al., 2017; Ruby et al.,
2019) that have highlighted women's greater concern for food safety, often attributed
to their traditional roles in food preparation and household nutrition. Studies show
that women tend to be more aware of food safety issues, likely because they are often
responsible for food preparation and meal planning in many cultures (Alphonce et al.,
2014). This study emphasizes this notion, suggesting that gender-targeted
interventions may be beneficial in enhancing food safety knowledge among male

consumers.

In various studies, women have been shown to score higher in food safety
knowledge compared to men, as they typically assume the primary roles in food
handling and preparation in many cultural contexts (Naeem et al., 2018; Mohammed
et al., 2023; Babor et al., 2024). This gender dynamic underlines why women may be

more motivated to engage with food safety surveys as they possess an interest in the
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health implications of their food handling practices and the well-being of their families

(Ayaz et al., 2018; Almanasrah et al., 2022).

A well-rounded approach is necessary to improve food safety knowledge
among men. Educational campaigns designed specifically for men, taking into account
their unique behaviours and attitudes toward food safety, can help close the awareness
gap. Studies suggest that while both men and women are equally willing to support
food safety improvements at a societal level, women tend to prioritize food safety more
for personal protection when dining (Alphonce et al., 2014). Public health efforts could
benefit from involving male role models or influencers in food safety campaigns to
encourage greater male engagement (Soon et al., 2020). Additionally, creating
opportunities for men to participate more in household food preparation could have a
positive impact. Research indicates that when men take on active roles in food
handling, overall hygiene and food safety standards in the home tend to improve

significantly (Pauzi et al., 2024).

Furthermore, past research has consistently shown the impact of age,
education, and employment status on food safety knowledge (Moy et al., 2018; Aifaa,
2023; Catedral, 2018). Younger consumers often exhibit lower awareness due to
limited exposure to food safety education and a focus on convenience (Catedral, 2018).
Higher education levels are generally associated with greater awareness of food safety
risks, while individuals in food service or health-related industries tend to have a better
understanding of hygiene standards (Aifaa, 2023). While our study did not directly
assess these factors as its primary objective was to examine the association between
gender and race with food safety knowledge. The existing literature provides a
valuable context for understanding the diverse levels of food safety knowledge within

the night market consumer population.

In terms of food safety attitudes, both genders exhibited predominantly positive
attitudes towards food safety practices. However, the association was not significant
(p=0.754), indicating that both males and females value food safety similarly. This
finding somewhat contrasts with studies that suggest women exhibit greater concern
for food safety attitude (Yu et al., 2017; Ruby et al., 2019). This potentially shaped by
different cultural dynamics and street food consumption habits, this factor plays a

crucial role. For example, the communal atmosphere of night markets may encourage
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a shared awareness of food safety, regardless of gender. However, it's important to note
that while the level of concern might differ, both genders can still hold positive
attitudes towards food safety practices. This indicates a general awareness and
appreciation for food safety, which can be leveraged in public health campaigns. Other
demographic factors, such as ethnicity and cultural background, are known to shape
attitudes toward food safety (Rajkumar et al., 2021). Cultural beliefs, religious dietary
laws, and historical experiences can influence the level of concern and the criteria used

to assess food vendor hygiene.

The perception of hygiene practices also showed no association between
genders (p=0.666), with males slightly more inclined towards a positive perception.
This aligns with study from Bosnia which indicates that there also no association
between food safety practices with both gender (Azabagi¢ & Mokayes (2024). In
contrast, study by Dosman et al. (2001) indicates that there is relationship between
gender and food safety practice which differ with current findings. The differences in
findings between this study and previous research may be attributed to the analytical
methods used. Prior studies by Dosman et al. (2001) employed regression analysis,
which allows for controlling confounding variables and provides a more detailed
understanding of the relationships between factors. In contrast, this study utilized the
chi-square test, which examines associations between categorical variables but does
not account for potential influencing factors. This difference in methodological

approach may have contributed to the variations in results

However, past studies emphasize the influence of education level, ethnicity,
income, and external factors like the COVID-19 pandemic on these perceptions (Lee
etal., 2017; Rajkumar et al., 2021; Ramli & Jamri, 2021). Highly educated consumers
tend to be more critical, focusing on handwashing, glove use, and cross-contamination
prevention. The COVID-19 pandemic has also heightened hygiene awareness across
all income groups. This suggests the need for vendors to prioritize and visibly
demonstrate adherence to hygiene protocols to build trust and cater to increasingly

discerning consumers.

Regarding business familiarity, there were no association with similar levels of
familiarity reported by both genders (p=0.666). Existing research suggests that

business familiarity is built through age, repeat visits, and cultural background
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(Hameed & Kanwal, 2018; Yeap et al., 2019; Melewar et al., 2017). Older consumers
and frequent visitors often develop strong relationships with vendors, leading to
greater trust. Traditional street food vendors with long-standing reputations benefit
from associations with authenticity and cultural heritage. These factors contribute to
consumer confidence, even in the absence of formal hygiene certifications,
highlighting the importance of trust-building strategies for vendors (Shafieizadeh et
al., 2023).

Lastly, when it comes to purchase intention, an outstanding association was
observed that 30 female respondents expressed a willingness to buy food. In contrast
to only 12 males, with a significant p-value = 0.003. This indicates that females are
more inclined to make purchases based on their knowledge and perceptions of food
safety practices. This aligns with Ruby et al. (2019), who found that women tend to
exhibit higher food safety concerns and are more hesitant to purchase from vendors
with poor hygiene practices. The findings suggest that female consumers in night
markets prioritize food safety when making purchasing decisions. However, purchase
intention is not solely driven by knowledge. Familiarity with a business is a key factor
in increasing purchase intention (Hameed & Kanwal, (2018). Consumers who
recognize a vendor and have a positive past experience are more likely to trust their
food safety standards. Furthermore, Yeap et al. (2019) found that cultural and
emotional attachments to a specific night market or food destination can drive purchase

decisions, even overriding concerns about hygiene.

4.5  Association between race and study variables

Association between race and study variables are presented in table 4.8.

Table 4.8 Association between race and study variables

Variables Education level (n) p-value X2 Cramer’s
Malay Non malay \%
Consumers food
safety knowledge
Poor 4 0 0.748 0.103 0.025

Good 155 4
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Consumers food

safety attitude
Negative 15 2 0.010 6.698 0.205
Positive 141 2
Consumers’
perception towards
food handlers’

hygiene practices

Negative 6 0 0.692 0.157 0.031
positive 153 4
Business familiarity
Not familiar 5 1 0.022 5.257 0.180
Familiar 154 3
Purchase Intention
Unwilling to 22 2 0.044 4.064 0.158
buy
Willing to 137 2
buy

The study examined food safety knowledge among different racial groups and
found some remarkable results. Both Malay and non-Malay participants showed
similar levels of understanding about basic food safety practices, as indicated by a p-
value = 0.748, meaning there wasn't a significant difference in their knowledge. This
suggests a baseline understanding of food safety principles across both groups.
However, it's crucial to note the limitations of this measure. As Catedral (2018) points
out, individuals working in food service or health-related industries typically possess

greater food safety knowledge due to formal training.

However, when it came to attitudes, a much larger number of Malays (141 out
of 143) had a positive view towards food safety practices, compared to only 2 non-
Malays, with a significant difference highlighted by a p-value = 0.010. This suggests
that Malays may place a higher value on food safety, potentially due to cultural
influences. Moreover, food safety may be a more relevant value within the Malay
community in our study sample. While Rajkumar et al. (2021) broadly emphasize that
ethnicity and cultural background shape food safety attitudes, the findings indicate a
particularly pronounced emphasis on food safety within the Malay group. This may be

rooted in cultural beliefs, religious dietary laws, or historical experiences with
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foodborne illnesses. Further qualitative research is needed to unpack these underlying

influences.

This study found no significant racial differences in perceptions of food
handler hygiene (p = 0.692). While both groups may generally agree on what
constitutes "good hygiene," it's possible that their levels of inspection or the specific
behaviors they prioritize may differ. Lee et al. (2017) found that many night market
vendors lack adequate knowledge of foodborne pathogens, which could lead to poor
food handling practices that might be overlooked by some consumers. It's also worth
noting that the COVID-19 pandemic has heightened hygiene awareness among
consumers (Ramli & Jamri, 2021), but the extent to which this has impacted different

racial groups may vary.

Additionally, in terms of familiarity with food safety rules, a notable 154
Malays reported being aware of these practices, while only 3 non-Malays did, resulting
in a significant finding (p-value = 0.022). This may suggest stronger ties to local
vendors, greater participation in community events centred around food, or a longer
history of patronage at night markets among Malay consumers. Hameed and Kanwal
(2018) and Yeap et al (2019) have noted the importance of long-term customer-vendor
relationships, but our findings suggest that these relationships may be particularly

strong within the Malay community.

When it comes to purchasing food, 137 Malays indicated they would buy from
sellers they believe follow good food safety practices, while only 2 non-Malays felt
the same, further emphasizing a significant difference with a p-value = 0.044. Overall,
while both groups possess similar knowledge about food safety, Malays exhibit more
positive attitudes and a greater awareness of food safety practices, which consequently

shapes their food purchasing decisions.
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4.6  Association between Independent variable and business familiarity

Association between Independent variable and business familiarity presented
in table 4.9.

Table 4.9 Association between Independent variable and business familiarity

Variables Business familiarity  p-value X2 Cramer’s
(n) \%
Not familiar
familiar
Consumers food
safety knowledge
Poor 0 4 0.692 0.157 0.031
Good 6 153
Consumers food
safety attitude
Negative 5 12 0.000 34.704 0.466
Positive 1 142
Consumers’
perception towards
food handlers’
hygiene practices
Negative 4 2 0.000 69.702 0.654
positive 2 155

The analysis examining the association between independent variables and
business familiarity revealed several significant insights regarding consumers’
understanding and perceptions of food safety. Particularly, while the results indicated
that the majority of consumers with good food safety knowledge reported familiarity
with safety practices (p-value = 0.692), the association was not statistically significant
for those with poor knowledge, as only a few were categorized as familiar. This aligns
with previous studies Khairuzzaman et al. (2014) revealed that consumers with higher
food safety knowledge are more likely to scrutinize vendor practices. Similarly, Yu et
al. (2022) found that consumers' knowledge and handling practices related to food
safety significantly affect their purchasing decisions, particularly in environments
where food safety risks are perceived to be higher such as night market. This suggests
that consumers who are more familiar with a vendor's practices may exhibit greater
confidence in the safety of the food being offered, thereby increasing their likelihood
of patronage markets (Yu et al, 2022). However, the findings suggest that
simply having knowledge does not guarantee familiarity with specific businesses or

practices, particularly among those with less developed food safety understanding.
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This highlights the need for more effective communication strategies to bridge the gap

between general food safety awareness and specific business practices.

In contrast, a strong association emerged between food safety attitudes and
business familiarity. Where 142 out of 153 familiar respondents exhibited positive
attitudes, indicating that those who value food safety are more likely to be aware and
familiar with related practices (p-value = 0.000, Cramer’s V = 0.466). Roy's (2023)
supports this by indicating that familiarity with food safety authorities contributes to
higher food safety knowledge and subsequently have more positive attitudes toward
hygiene practices. This reinforces the idea that consumers who value food safety are
more proactive in seeking out and becoming familiar with businesses that share those
values. Moreover, Setiyorini et al. (2019) also support the findings when they found
that while food image positively influences purchasing intentions, dimensions such as
food safety and health benefits did not show significant impact on behavioral
intentions in their study. This highlights a potential disconnect between consumers'
perceptions of food safety and their actual purchasing behaviors, which could be
influenced by their familiarity with the vendors and the overall market environment.
This suggests that businesses which prioritizing and communicating their food safety
measures are likely to attract and retain customers who are already inclined to valuing

those efforts.

Additionally, consumers’ perceptions of food handlers' hygiene practices were
significantly linked to their business familiarity with only 2 respondents indicating a
negative perception among those familiar, emphasizing that a positive view on hygiene
practices greatly correlates with familiarity (p-value = 0.000, Cramer’s V = 0.654).
This repeats the findings of Fatimah et al. (2011), who noted that observable hygiene
measures (cleanliness, sanitary handling) strongly influence consumer perception. The
results strengthen this by suggesting that consumers who are already familiar with a
business are more likely to perceive their hygiene practices positively. For instance,
when consumers have positive experiences regarding the cleanliness and hygiene
practices of a vendor, they are more likely to return and recommend the stall to others,
thereby reinforcing a cycle of trust and familiarity (Verdul et al., 2021). However, it is

crucial to acknowledge the potential of familiarity to breed satisfaction. While positive
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perceptions associate with familiarity, consumers might sometimes overlook potential
hygiene issues due to established trust (Yu et al., 2022). This underscores the
importance of continuous reinforcement of food safety practices by vendors,

regardless of how familiar customers are with them.

4.7  Association between independent variables and business familiarity
towards purchase intention

Data of association between independent variables and business familiarity
towards purchase intention are presented in table 4.10.
Table 4.10 Association between independent variables and business familiarity

towards purchase intention

Variables Purchase Intention  p-value X2 Cramer’s
(n) \%
Unwilling  Willing
to buy to buy

Consumers food

safety knowledge
Poor 3 1 0.001 11.866 0.270
Good 21 138
Consumers food
safety attitude
Negative 7 10 0.001 10.222 0.253
Positive 17 126
Consumers’
perception towards
food handlers’
hygiene practices
Negative 5 1 0.000 25.641 0.379
positive 19 138
Business
familiarity
Not familiar 5 1 0.000 23.354 0.379
Familiar 19 138

The association between various study variables and purchase intention
revealed significant insights into consumer behavior. The analysis showed that
consumers’ food safety knowledge played a crucial role in their intention to purchase;

those with good food safety knowledge were more willing to buy food, as indicated by
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a p-value of 0.001 and a Cramer’s V of 0.270, suggesting a strong association. This
supports previous studies (Sun et al, 2012; Catedral, 2018) that suggest
knowledgeable consumers are more discerning, actively seeking vendors who
demonstrate safe food handling practices. As Catedral (2018) notes, night markets due
to their open-air nature and potential for inconsistent hygiene can be perceived as high-
risk environments. The heightened awareness of foodborne illnesses, particularly
amplified during events like the COVID-19 pandemic (Latip et al., 2021), likely

reinforces this behavior, leading consumers to prioritize safety.

Additionally, the relationship between food safety knowledge and purchase
intentions is not merely linear; it is influenced by various factors including consumer
trust, perceived risk, and the credibility of information sources. For example,
consumers often rely on their own experiences and the reputation of vendors when
assessing food safety (Ha et al., 2020). This indicates that while knowledge is crucial,
the context in which it is applied such as the trustworthiness of vendors and the
perceived safety of the food environment also plays a significant role in shaping

purchase intentions.

Similarly, consumers who held a positive attitude towards food safety were
also more likely to express a willingness to buy food, with this association also being
statistically significant (p-value of 0.001, Cramer’s V of 0.253). This align with study
from Vietnam where they found that consumers attitude towards food safety were
positively affect their purchase intention (Nguyen et al., 2019). Similarly,
Czernyszewicz (2023) concurs that attitudes towards food safety significantly
influence consumer behaviors, suggesting a positive correlation between knowledge

and attitudes in food-related decisions.

Consumer attitudes toward food safety play a crucial role in shaping their
purchasing behaviors. Individuals with strong positive attitudes toward food safety are
more likely to trust and buy from vendors they perceive as hygienic and responsible
(Soon et al., 2020; Chen, 2013). Trust also emerges as a key factor in this relationship
when consumers believe that vendors and authorities uphold food safety standards,

they feel more confident making purchases (Chang & Wong, 2015; Wang et al., 2021).
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Conversely, low trust in food safety regulations or vendor practices can deter

consumers from purchasing, even if the food appears appealing.

Furthermore, perceptions of food handlers' hygiene practices significantly
influenced purchase intentions. Those who had a positive perception were more
inclined to purchase, evidenced by a p-value = 0.000 and a Cramer’s V = 0.379,
indicating a very strong association. This aligns with Ma'mun et al. (2019) and Verdu
et al. (2021), who highlight the importance of cleanliness, proper attire, and safe
handling techniques in building consumer trust. This is also aligned with Miftari et al.
(2024) who indicated that consumers who are most concerned about food hygiene tend
to exhibit higher purchasing behaviours aligned with food safety, suggesting a
tendency towards positive attitudes in their consumption choices. As Abdi et al. (2020)
and Sun et al. (2012) suggest, well-trained food handlers are perceived as more
hygienic further boosting consumer confidence. The physical environment of night
markets, as noted by Catedral (2018), can worsen concerns making visible hygiene
practices even more critical. Consumers' awareness of food safety issues, including the
hygiene practices of food handlers significantly influenced their purchasing decisions
(Aung et al., 2023). This is consistent with findings from Joo et al. (2015) who noted
that consumers are more likely to purchase food from vendors they perceive as
maintaining high hygiene standards. The perception of risk associated with food safety
is critical as consumers become more aware of potential foodborne illnesses, their
willingness to purchase from vendors with questionable hygiene practices diminishes

(Seo & Lee, 2021).

Lastly, familiarity also impacted purchasing behavior, where participants who
were familiar with these practices showed a greater willingness to buy food (p-value
=0.000, Cramer’s V=0.379). Wang et al. (2021) and Li (2024) suggest that consumers
tend to favor vendors they recognize and trust, with familiarity fostering a sense of
reliability. The landscape of consumer familiarity with food safety risks when making
food purchases is shaped by several interrelated factors including awareness of food
safety issues, perceived risk, and the influence of food marketing and communication
strategies. Studies indicate that consumers who demonstrate heightened awareness and

concern for food hygiene exhibit more discerning buying behaviors, such as
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prioritizing the nutritional content and health risks associated with their food choices
(Miftari et al., 2024). This relationship has been mirrored in various analyses which
highlight how food safety perceptions influence consumer behavior, particularly in the
context of urban versus rural differences in risk awareness (Le et al., 2022). Consumer
willingness to purchase food products is closely linked to their trust in food quality
and safety, a concept underpinned by the notion of informational asymmetry between
producers and consumers (Ge & Zhao, 2023). When consumers perceive that the food
they are considering is potentially unsafe, they are less inclined to purchase it. This
underscores the necessity for producers to engage transparently with consumers,
fostering better communication and reassurances about food safety to cultivate a

positive purchasing mindset (Zhao-Hui et al., 2020)
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CHAPTER 5

CONCLUSION AND RECOMMENDATIONS

5.1 Preamble

This chapter contain the summary of findings for this study. The research
objectives are compared with the findings to ensure the achievement of the research
objectives throughout this study. Furthermore, it also contains the limitation and
recommendation to broaden the scope of the study in the future. Lastly, managerial
and theoretical implications also include to show the benefits obtain from this study

findings.

5.2 Summary of findings

This study examined consumers' food safety knowledge, attitudes, perceptions
of food handlers' hygiene practices, business familiarity, and purchase intention in
night markets. The descriptive findings indicate that consumers generally possess
adequate food safety knowledge, with 97.5% correctly identifying proper food storage
and handling techniques. Almost all respondents (99.4%) understood the importance
of washing hands before handling food. However, significant misconceptions were
observed, with 82.3% of consumers mistakenly believe that smoking among food
handlers is acceptable and 100% incorrectly considering newspapers as suitable food
packaging material. Additionally, only 44.8% recognized that freezing food does not
eliminate all bacteria, and only 4.3% correctly identified that appearance, smell, and
taste are not always reliable indicators of food spoilage. These findings highlight the

need for targeted education to correct common food safety misconceptions.
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In relation to Research Objective 1 (RO1) examines the association between
demographic factors and study variables. The findings reveal that while consumers
generally exhibited strong food safety knowledge, misconceptions remain regarding
indirect contamination risks, food packaging materials, and freezing effectiveness.
Gender differences were observed, with females demonstrating higher knowledge
levels than males, while racial differences associated with food safety attitudes and
business familiarity. Since significant associations were found for some demographic
factors, RO1 is partially achieved, but gaps in awareness suggest the need for further

education programs.

Regarding Research Objective 2 (RO2) explores the relationship between food
safety knowledge, attitudes, and perceptions of hygiene with business familiarity. The
study found that positive food safety attitudes and perceptions of food handlers'
hygiene practices were significantly associated with vendor familiarity. Consumers
who prioritized hygiene and food safety were more likely to be familiar with vendors
who demonstrated high cleanliness standards. However, food safety knowledge alone
was not a strong predictor of familiarity, suggesting that trust and past interactions play
a more critical role in vendor selection. Since significant associations were found for
attitudes and perceptions, RO2 is largely achieved, though further efforts are needed

to enhance the role of food safety knowledge in vendor familiarity.

Research Objective 3 (RO3) which investigates the influence of food safety
knowledge, attitudes, perceptions, and business familiarity on purchase intention
revealed that consumers preferred to buy from vendors who adhered to strict hygiene
standards, such as wearing gloves and maintaining clean workspaces. Familiarity also
played a significant role in consumers purchase intention, as consumers tended to trust
vendors they knew, sometimes even overlooking hygiene lapses. These findings
underscore the importance of maintaining visible hygiene standards and strengthening
consumer trust through transparency and adherence to food safety regulations. Since
all variables were found to significantly influence purchase intention, RO3 is fully

achieved.

Overall, the study demonstrates that although consumers place importance on

food safety, there are still gaps in knowledge, attitudes, and trust towards vendors.
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Therefore, ongoing education initiatives, stricter enforcement of hygiene regulations,
and targeted awareness campaigns are essential to improve consumer confidence and

promote safer food consumption practices in night markets.

53 Limitation of the study

Despite providing valuable insights into consumer behaviour, food safety
awareness, and purchasing intentions in night markets, this study has several
limitations that should be acknowledged. First, the study relied on self-reported data
which may be subject to social desirability bias. Participants might have provided
responses that reflect what they believe is socially acceptable rather than their actual
behaviours and perceptions regarding food safety. Future research could incorporate
observational methods or experimental designs to validate self-reported responses with

actual consumer behaviours.

Second, the study focused on a specific geographical area and demographic
group which may limit the scope of the findings. Consumer attitudes and behaviours
toward food safety may vary across different cultural, socioeconomic, and
environmental contexts. Future research could expand the scope to include diverse
populations and different types of food establishments (e.g., restaurants, food trucks,
and supermarkets) to gain a more comprehensive understanding of food safety

perceptions and purchasing behaviours.

Third, the study primarily examined associations and correlations but did not
establish causal relationships. While significant associations were found between food
safety knowledge, attitudes, perceptions, business familiarity, and purchase intention,
it remains unclear whether one variable directly influences another. Longitudinal
studies or experimental designs could help establish causality and better understand
how changes in food safety knowledge or vendor hygiene practices impact consumer

behaviour over time.
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Additionally, external factors such as media influence, food safety scandals
and government regulations were not explicitly measured in this study. These factors
may shape consumer risk perceptions and trust in vendors, influencing their
willingness to purchase food in night markets. Future research could explore how
policy changes, food safety campaigns, or publicized foodborne illness outbreaks

affect consumer trust and purchasing decisions.

Lastly, the study did not assess the perspectives of food vendors, whose
knowledge, attitudes, and compliance with food safety regulations play a crucial role
in ensuring hygiene standards. Future research could incorporate vendor perspectives,
exploring barriers to food safety compliance, challenges in maintaining hygiene, and
their perceptions of consumer expectations. Understanding both consumer and vendor
perspectives would provide a more holistic view of food safety challenges in night

markets.

Despite these limitations, the study provides important contributions to
understanding consumer perceptions and behaviours related to food safety in night
markets. By addressing these limitations in future research, scholars and policymakers
can develop more effective interventions, policies, and educational programs to

improve food safety awareness and hygiene practices in informal food sectors.

5.4 Recommendation for Future Study

Based on the limitations of this study, several recommendations are proposed
to improve future research and enhance food safety practices in night markets. To
minimize social desirability bias in consumer responses, future studies should
incorporate observational methods or experimental designs to validate self-reported
data. Techniques such as mystery shopper studies or direct observation of consumer
and vendor behaviours can provide more objective insights into actual food safety
practices and purchasing decisions rather than relying solely on survey responses.
Additionally, expanding the study to different locations and demographics is crucial

to improving generalizability. Future research should consider diverse geographic



130

locations, including urban and rural areas, as well as various cultural and
socioeconomic backgrounds to capture a broader understanding of food safety

perceptions and purchasing behaviours across different consumer segments.

Furthermore, since this study identified associations but not causal
relationships, future research should implement longitudinal studies or controlled
experimental designs to establish causal effects. By tracking changes in food safety
awareness, attitudes, and purchasing decisions over time, or introducing interventions
such as food safety campaigns, researchers can better determine whether improved
awareness leads to actual behavioural changes. Another important factor to consider
is the influence of external factors such as media coverage, food safety scandals, and
policy changes. Publicized foodborne illness outbreaks, new government regulations,
or hygiene certification programs can significantly shape consumer trust and
purchasing behaviour. Therefore, future studies should explore how these external
factors impact food safety perceptions, which can help policymakers develop more

effective food safety policies and communication strategies.

As food handlers play a crucial role in ensuring food safety, future research
should also incorporate vendor perspectives to better understand their knowledge,
attitudes, and challenges in complying with food safety regulations. This can help
regulatory authorities design better training programs, provide necessary resources and
introduce incentives to improve vendor compliance with hygiene standards. By
addressing these limitations, future research can offer more comprehensive and
actionable insights into consumer behaviour and food safety perceptions. Additionally,
policymakers, public health authorities, and food vendors can implement targeted
strategies to improve hygiene practices, build consumer trust, and ensure safer food

consumption in night markets.

5.5 Managerial and theoretical implication

The findings of this study offer valuable managerial implications for

policymakers, public health authorities and food vendors in improving food safety
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practices and consumer trust in night markets. Given that perceptions of hygiene and
business familiarity significantly influence purchase intention, policymakers should
focus on strengthening food safety regulations, enforcing hygiene standards and
introducing certification programs to enhance vendor compliance and transparency.
Public awareness campaigns aimed at educating consumers on food safety risks can
further support informed purchasing decisions. Additionally, food vendors must
recognize that visible hygiene practices, such as proper food handling, clean
workspaces, and compliance with safety protocols, are crucial for attracting and
retaining customers. Since business familiarity fosters trust, vendors should maintain
consistent hygiene practices and engage transparently with consumers to reinforce
their credibility. Furthermore, policymakers can collaborate with vendors by providing
training programs and financial incentives to help them meet hygiene requirements
without significant economic burden. By implementing these strategies, both
regulators and vendors can enhance consumer confidence, improve food safety

compliance, and ensure long-term sustainability for businesses in night markets.

From a theoretical perspective, this study makes a significant contribution to
the expanding body of research on consumer behavior, food safety awareness, and
trust in vendor practices. The findings confirm that consumer trust and familiarity with
vendors are critical factors shaping purchase decisions, extending previous research
that primarily focused on food safety knowledge and attitudes as key
determinants. The study refines existing food safety perception models by
demonstrating that perceived hygiene has a stronger influence on purchasing behavior
than knowledge alone, suggesting that consumer risk assessment is more strongly
based on observed cleanliness than theoretical awareness of foodborne illnesses. This
aligns with the KAP (Knowledge-Attitude-Perception) theory, which posits that
perceptions play a critical role in shaping attitudes and behaviors. Additionally, this
study bridges a gap in the literature by integrating business familiarity as a key
moderating factor, highlighting how long-term consumer-vendor relationships can
influence trust and risk perception in food safety settings. By offering empirical
evidence on the interaction between hygiene perceptions, familiarity, and purchase

intention, this research provides a foundation for future studies to explore consumer
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decision-making in informal food markets, as well as strategies to improve food safety

education and policy effectiveness.
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FACULTY OF FOOD SCIENCE AND AGROTECHNOLOGY

UNIVERSITI MALAYSIA TERENGGANU

QUESTIONNAIRE

ASSOCIATIONS OF CONSUMER FOOD SAFETY KNOWLEDGE,
ATTITUDES AND PERCEPTIONS TOWARDS FOOD HANDLERS' HY GIENE
PRACTICES WITH BUSINESS FAMILIARITY AND PURCHASE INTENTION

My name is Amalina Shahirah binti Md Noor. I am a master student from School of
Food Science and Agrotechnology, Universiti Malaysia Terengganu. The purpose of
conducting this survey is to fulfil the requirement of my master research. All
information obtained is highly confidential and will only be used in my research
study. Thank you for your cooperation in completing this questionnaire.

Instruction:

e This questionnaire consists of SIX sections. Sections A (Socio Demographic
Profile), Section B (Night Market Consumers’ Food Safety Knowledge), Section C
(Night Market Consumers’ Food Safety Attitude), Section D (Night Market
Consumers’ Perception Towards Night Market Food Handlers Hygiene Practices),
Section E (Night Market Consumers’ Familiarity Effects toward Purchase Intention
and Section F (Night Market Consumers’ Intention to Purchase Night Market Food
Based On Food Hygiene Practice of Food Handlers)

e Please kindly complete each section in this questionnaire.



All data collected and processed will be kept strictly confidential
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Ueaivensm Mavarysia TEREMGGAML

uMT

FAKULTI SAINS MAKANAN DAN AGROTEKNOLOGI

UNIVERSITI MALAYSIA TERENGGANU

BORANG SOAL SELIDIK

HUBUNGAN DI ANTARA PENGETAHUAN, SIKAP DAN PERSEPSI
PENGGUNA TERHADAP AMALAN KEBERSIHAN PENGENDALI
MAKANAN DENGAN KEBIASAAN PERNIAGAAN DAN NIAT PEMBELIAN

Nama saya Amalina Shahirah binti Md Noor. Saya merupakan pelajar sarjana dari
Pusat Pengajian Sains Makanan dan Agroteknologi, Universiti Malaysia
Terengganu. Tujuan menjalankan tinjauan ini adalah untuk memenuhi keperluan
penyelidikan sarjana saya. Semua maklumat yang diperolehi adalah sangat sulit dan
hanya akan digunakan dalam kajian penyelidikan saya. Terima kasih atas kerjasama
anda dalam melengkapkan soal selidik ini.

Arahan:

e Soal selidik ini mengandungi ENAM bahagian. Bahagian A (Profil
Demografi Sosioografi), Bahagian B (Pengetahuan Keselamatan Makanan
Pengguna Pasar Malam), Bahagian C (Sikap Keselamatan Makanan
Pengguna Pasar Malam), Bahagian D (Persepsi Pelanggan Pasar Malam
Terhadap Amalan Kebersihan Pengendali Makanan Pasar Malam),
Bahagian E (Kebiasaan Pelanggan Pasar Malam Memberi kesan pada Niat
membeli) dan Bahagian F (Niat Pengguna Pasar Malam untuk Membeli
Makanan Pasar Malam Berdasarkan Amalan Kebersihan Makanan
Pengendali Makanan Pasar Malam)

e Sila lengkapkan setiap bahagian dalam borang ini.

Semua data yang dikumpul dan diproses akan disimpan dan dirahsiakan



Maklumat Kajian:

Kajian ini memberikan manfaat kepada perserta dalam beberaoa cara iaitu:

Ia meningkatkan kesedaran tentang risiko keselamatan makanan di pasar
malam, menyokong persekitaran makanan yang lebih selamat.

Peserta mendapat pemahaman tentang pengetahuan, sikap, dan pandangan
mereka tentang keselamatan makanan, membantu mereka membuat pilihan
makanan yang lebih baik di pasar malam. Ini membantu mereka mengenal
pasti bidang untuk peningkatan peribadi.

Terakhir, kajian ini meneliti bagaimana kebiasaan makanan di pasar malam
mempengaruhi keputusan pembelian, menjelaskan hubungan antara
pengetahuan, sikap, persepsi, dan niat untuk membeli makanan.
Keseluruhannya, peserta memainkan peranan penting dalam meningkatkan
keselamatan makanan dan membuat keputusan yang lebih baik tentang
makanan pasar malam.

Penyelidikan ini telah mendapat kelulusan etika penyelidikan. Nombor
kelulusan etika tersebut adalah UMT/JKEPM/2024/206.

Persetujuan Responden:

Saya mengesahkan perkara berikut:

Saya telah diberi maklumat bertulis untuk kajian di atas dan telah membaca
dan memahami maklumat yang diberikan.

Saya mempunyai masa yang mencukupi untuk mempertimbangkan
penyertaan dalam kajian dan mempunyai peluang untuk bertanya dan semua
soalan saya telah dijawab dengan memuaskan.

Saya faham bahawa penyertaan saya adalah sukarela dan saya boleh pada
bila-bila masa secara percuma menarik diri daripada kajian tanpa memberi
sebab dan ini sama sekali tidak akan menjejaskan masa depan saya.

Saya memahami risiko dan faedah, dan saya bebas memberi kebenaran
termaklum saya untuk mengambil bahagian di bawah syarat yang dinyatakan.

Semua butiran peribadi akan dianggap sebagai sulit.



Questionnaire
BAHAGIAN A: PROFAIL SOSIO DEMOGRAFIK
SECTION A: SOSIO DEMOGRAPHIC PROFILE

Sila tandakan respon anda pada pilihan jawapan yang berkaitan dengan anda
Please mark your response on the answer option that relates to you

1. Jantina Gender

Lelaki Male Perempuan Female

2. Umur Age

18-25 tahun (18-25 old)

26-35 tahun (26-35 old)

36-45 tahun (36-45 old)

46-55 tahun (45-55 old)

> 56 tahun (> 56 tahun old)

3. Kaum Race

Melayu Malay

India Indian

Cina Chinese

Lain-lain Others :

4. Tahap Pendidikan Education Level

PMR

SPM




STPM

Matrikulasi
Matriculation

Sijil
Cerificate

Diploma

ljazah

Bachelor of Degree

Sarjana
Master

PHD

Others:

5. Pendapatan bulanan Monthly income

<RM 1500"

RM 1501 - RM 2500

RM 2501 - RM 3500

RM 3501 - RM 4500

RM 4501 - RM 5500

RM 5501 - RM 6500

RM 6501 - RM 7500

RM 7501 - RM 8500

RM 8501 - RM 9500

>RM 9501"

6. Pekerjaan Occupation



7. Kekerapan anda melawati ke pasar malam Your frequency of visiting night

market

soalan

Do you have a formal education regarding food safety? If yes, please answer
question 9 and question 10. If no, direct to answer question 11.

Pengurusan Management
Pendidikan Education
Ahli Perniagaan Businessman
Penyelia Supervisor
Pengkeranian Clerical
Buruh Manual
Perkhidmatan Service
Suri Rumah Homemaker
Pelajar Student

Kejuruteraan
Engineering

Tidak bekerja
Not working

Sekali sebulan Once a month
Dua kali sebulan Twice a month

3 ke 4 kali sebulan 3 to 4 a month

Adakah anda mempunyai pendidikan formal mengenai keselamatan
makanan? Jika ya, sila jawab soalan 9 dan soalan 10. Jika tidak terus ke

11.

Ya Yes

Tidak No



9. lJika ya, apakah jenis pendidikan tersebut?
If yes, what are the type of education?

Menghadiri kelas Attended class

Latihan Training

10. Sila nyatakan jenis pendidikan atau latihan yang anda hadiri:

11. Jenis sumber bacaan yang anda perolehi maklumat mengenai keselamatan
makanan
The types of reading sources you get information about food safety?

Surat Khabar Newspaper

Televisyen Television

Artikel dari Kementerian Kesihatan Malaysia Article from Malaysia
Ministry of Health

Media Sosial (Contoh: Facebook dan Instagram) Social Media
(Example: Facebook and Instagram)
Lain-lain (others):




BAHAGIAN B: PENGETAHUAN PENGGUNA PASAR MALAM MENGENAI
KESELAMATAN MAKANAN

SECTION B: NIGHT MARKET CONSUMERS KNOWLEDGE OF FOOD SAFETY

Sila tandakan respon anda pada pilihan jawapan yang berkaitan dengan anda
Please mark your response on the answer option that relates to you

1. Penggunaan sarung tangan semasa mengendali makanan di pasar malam
dapat mengurangkan risiko pencemaran makanan
Using gloves while handling food at the night market reduces the risk of food
contamination

E Betul True Salah False Tidak pasti Not sure

2. Membasuh tangan sebelum mengendalikan makanan di pasar malam dapat
mengurangkan risiko pencemaran makanan
Washing hands before handling food at the night market reduces the risk of
food contamination

Betul True Salah False Tidak pasti Not sure

3. Pemakaian topi atau penutup kepala semasa mengendali makanan di pasar
malam dapat menghalang pencemaran
Wearing a hat or head covering when handling food can prevent
contamination

Betul True Salah False Tidak pasti Not sure

4. Pemakaian kasut bagi pengendali makanan di pasar malam dapat memberi
gambaran yang baik kepada pelanggan
The use of shoes for food handlers at the night market can give a good
impression to customers

Betul True Salah False E Tidak pasti Not sure

5. Pengendali makanan di pasar malam perlu memastikan kuku mereka berada
dalam keadaan pendek dan bersih sebelum mengendalikan makanan
Food handlers at the night market need to make sure their nails are short and
clean before handling food




10.

11.

Betul True Salah False Tidak pasti Not sure

Pemakaian apron semasa mengendalikan makanan di pasar malam adalah
satu amalan yang baik
Wearing an apron when handling food at the night martket is a good practice

Salah False

Betul True Tidak pasti Not sure

Pengendali makanan di pasar malam bebas untuk batuk dan bersin semasa
berniaga

Food handlers at the night market are free to cough and sneeze while doing
business

Salah False

Betul True Tidak pasti Not sure

Pengendali makanan di pasar malam sepatutnya mengambil cuti sekiranya
menghadapi sakit kulit berjangkit

1t is necessary for the food handlers at night market to take leave from work
during infectious disease of the skin.

Salah False

Betul True Tidak pasti Not sure

Pengendali makanan di pasar malam yang merokok semasa mengendalikan
makanan adalah amalan yang tidak baik
Night market food handlers that smoking while handling food is bad practice

Betul True Salah False Tidak pasti Not sure

Surat khabar adalah salah satu bahan pembungkusan yang baik bagi
membungkus makanan
Newspaper is one of the good packaging materials for wrapping food

E Betul True

Pencemaran silang berlaku apabila mikroorganisma daripada makanan yang

Salah False

Tidak pasti Not sure

telah tercemar berpindah ke tangan pengendali makanan di pasar malam atau
peralatan dapur kepada makanan lain

Cross contamination happens when microorganisms from contaminated foods
are transferred by the night market food handler’s hands or kitchen utensils to
another food.

Salah False

Betul True Tidak pasti Not sure
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13.

14.

15.

16.

17.

18.

19.

. Makanan yang rosak dapat dikenalpasti melalui rupa, bau dan rasa.

Spoiled food can be identified by appearance, smell and taste.

Betul True Salah False

Tidak pasti Not sure

Cara pembersihan dan sanitasi perkakas yang betul dapat meningkatkan
risiko pencemaran makanan

Proper cleaning and sanitization of utensil increase the risk of food
contamination

Betul True Salah False Tidak pasti Not sure
Membersih tidak sama seperti sanitasi
Cleaning is not the same as sanitization

Betul True Salah False Tidak pasti Not sure

Membasuh peralatan dengan bahan pencuci dapat mengelakkan pencemaran
silang
Washing utensil with detergent leaves them free of contamination

Salah False

Betul True Tidak pasti Not sure

Makan dan minum di tempat mengendali makanan meningkatkan risiko
pencemaran makanan
Eating and drinking in the work place increase the risk of food contamination

Betul True Salah False Tidak pasti Not sure

Demam kepialu atau Typhoid boleh berjangkit melalui makanan
Typhoid fever can be transmitted by food

Betul True Salah False Tidak pasti Not sure

Makanan di pasar malam yang disediakan 4 jam lebih awal dari masa untuk
dihidang dapat mengurangkan risiko pencemaran

Food at the night market that prepared 4 hours in advance reduces the risk of
food contamination

Betul True Salah False Tidak pasti Not sure

Sayur mentah lebih berisiko untuk dicemari berbanding daging separuh
masak



20.

21.

22.

23.

24.

25.

26.

Raw vegetables are at higher risk of contamination compared to undercooked

beef

Betul True Salah False

Tidak pasti Not sure

Makanan yang dipanaskan semula dapat meningkatkan risiko pencemaran
makanan
Food that are reheated may increase the risk of food contamination

Salah False

Betul True Tidak pasti Not sure

Penyejukbekuan membunuh semua bakteria yang boleh menyebabkan
penyakit bawaan makanan,
Freezing kills all bacteria that may cause food-borne illness

Betul True Salah False

Tidak pasti Not sure

Salmonella sp. adalah sejenis patogen bawaan makanan
Salmonella sp. is among the food pathogens

Betul True Salah False Tidak pasti Not sure

Kanak-kanak, orang dewasa yang sihat, wanita hamil dan individu yang lebih
tua mempunyai risiko yang sama untuk keracunan makanan

Children, healthy adults, pregnant women and older individuals are at equal
risk for food poisoning

Betul True Salah False Tidak pasti Not sure

Staphylococcus sp. adalah sejenis patogen bawaan makanan
Staphylococcus sp. is among the food pathogens

Betul True Salah False Tidak pasti Not sure

Tempat penyediaan makanan di pasar malam perlu jauh dari kawasan
pembuangan sampah

The place where food is prepared at the night market must be far from the
garbage disposal area

Betul True Salah False Tidak pasti Not sure

Penyediaan tong sampah yang bertutup adalah penting di tempat
menyediakan makanan



The provision of closed bins is important at the place that foods is prepared

Betul True Salah False Tidak pasti Not sure

27. Kenderaan yang sesuai semasa membawa makanan ke pasar malam adalah
penting bagi keselamatan makanan
Appropriate vehicles when transporting food to the night market are important

for food safety

Betul True Salah False Tidak pasti Not sure

28. Makanan yang siap dimasak perlu ditutup bagi mengelakkan pencemaran
makanan berlaku
Food that is ready to be cooked must be covered to prevent food contamination

Betul True Salah False Tidak pasti Not sure

29. Penggunaan minyak masak untuk menggoreng ayam dipasar malam yang
berulang kali boleh membahayakan kesihatan
Repeated use of cooking oil that used to frying chicken at the night market can
be harmful to health

Betul True Salah False Tidak pasti Not sure

30. Penyediaan air balang di pasar malam perlu disediakan daripada sumber air
yang bersih untuk memastikan keselamatan makanan dan minuman yang
disediakan
Preparation of ‘air balang’ at the night market must prepared with a clean
source of water to ensure the safety of the food and drinks provided

Betul True Salah False Tidak pasti Not sure

31. Makanan yang perlu sentiasa panas patut berada pada suhu 65°C
Foods that need to be kept hot should be at 65°C or above

Betul True Salah False Tidak pasti Not sure




BAHAGIAN C:

KESELAMATAN MAKANAN

SECTION C: NIGHT MARKET CONSUMER'’S ATTITUDE TOWARDS FOOD

SAFETY

Sila tandakan respon anda pada pilihan jawapan yang berkaitan dengan anda

Please mark your response on the answer option that relates to you

1= Paling Tidak Setuju 2= Tidak Setuju 3= Tidak Pasti 4= Setuju 5= Paling Setuju

SIKAP PENGGUNA PASAR MALAM TERHADAP

1= Strongly Disagree 2= Disagree 3= Not Sure 4= Agree 5= Strongly Agree

NO

SOALAN/QUESTION

1

2

3

4

1

Memakai sarung tangan semasa
mengendalikan makanan di pasar
malam dapat mengurangkan risiko
pencemaran

Wearing gloves when handling food
at the night market can reduce the risk
of contamination

Membasuh tangan sebelum
menyediakan makanan di pasar
malam dapat mengurangkan risiko
pencemaran

Hand washing before handling food
at the night market reduces the risk of
contamination

Pemakaian topi semasa mengendali
makanan di pasar malam dapat
mengurangkan risiko keselamatan
makanan.

Wearing a cap during handling food
at the night market reduces the risk of
contamination

Pengendali makanan di pasar malam
yang  memakai  kasut  dapat
mengurangkan risiko keselamatan
makanan.

Food handlers in night markets who
wear shoes reduces the risk of
contamination

Berkuku pendek dan bersih semasa
mengendali makanan di pasar malam




dapat mengurangkan risiko
keselamatan makanan.

Short and clean fingernails during
handling food at night market reduces
the risk of contamination

Pemakaian apron yang bersih semasa
mengendalikan makanan di pasar
malam dapat mengurangkan risiko
keselamatan makanan.

Wearing a clean apron during
handling food at night market can
reduces the risk of contamination

Batuk dan bersin semasa mengendali
makanan di pasar malam dapat
mengurangkan risiko keselamatan
makanan.

Cough and sneeze while during
handling food at night market reduces
the risk of contamination

Selesema semasa mengendalikan
makanan di pasar malam dapat
mengurangkan risiko keselamatan
makanan

Having cold during handling food at
night market can reduce the risk of
contamination

Merokok semasa mengendali
makanan di pasar malam dapat
mengurangkan risiko keselamatan
makanan.

Smoking during handling food at
night market can reduce the risk of
contamination

10

Memakai pelitup muka semasa
mengendali makanan di pasar malam
dapat mengurangkan risiko
keselamatan makanan.

Wearing face mask during handling
food at night market can reduce the
risk of contamination

11

Menyimpan makanan mentah secara
berasingan  semasa  mengendali
makanan di pasar dapat




mengurangkan risko keselamatan
makanan.

Stored raw ingredients separately
during handling food at night market
can reduce the risk of contamination

12

Mensanitasi  pisau dan  papan
pemotong secara berkala semasa
mengendali makanan di pasar malam
dapat mengurangkan risiko
keselamatan makanan.

Sanitized  regularly  knives and
chopping board during handling food
at night market can reduce the risk of
contamination

13

Meletakkan tong sampah yang penuh
berada berdekatan dengan meja kerja
semasa mengendali makanan di pasar
malam dapat mengurangkan risiko
keselamatan makanan.

Placing fulled dustbin near work
ttable during handling food at night
market can reduce the risk of
contamination

14

Menyahbeku ayam dengan merendam
terus di dalam air paip tanpa
pembungkus semasa mengendali
makanan di pasar malam dapat
mengurangkan risiko keselamatan
makanan.

Freezed chicken can be thawed by
soaking directly in tap water without
the packaging during handling food
at night market can reduce the risk of
contamination

15

Mensanitasi permukaan meja kerja
semasa mengendali makanan di pasar
malam dapat mengurangkan risiko
keselamatan makanan.

Sanitized working table during
handling food at night market reduce
the risk of contamination

16

Menggunakan tuala yang Dbersih
semasa mengendali makanan di pasar




malam dapat mengurangkan risiko
keselamatan makanan.

Use clean dish towel during wiping
utensil during handling food at night
market  reduce the risk  of
contamination

17

Membasuh telur semasa mengendali
makanan di pasar malam dapat
mengurangkan risiko keselamatan
makanan.

The practice of washing eggs before
use during handling food at night
market  reduce the risk  of
contamination

18

Menukar minyak masak yang telah
digunakan beberapa kali semasa
mengendali makanan di pasar malam
dapat mengurangkan risiko makanan.
Changing cooking oi that used couple
of time during handling food at night
market  reduce the risk of
contamination

19

Membersihkan meja bagi meletak
makanan dengan kerap semasa
mengendali makanan di pasar malam
dapat mengurangkan risiko
keselamatan makanan.

Cleaning table for placing food
during handling food at night market
reduce the risk of contamination

20

Membiarkan  makanan  terdedah
semasa mengendali makanan di pasar
malam dapat mengurangkan risiko
keselamatan makanan.
Let food exposed during handling
food at night market reduce the risk of
contamination




BAHAGIAN D: PERSEPSI PENGGUNA PASAR MALAM TERHADAP
AMALAN KEBERSIHAN PENGENDALI MAKANAN PASAR MALAM

SECTION D: NIGHT MARKET CONSUMER'S PERCEPTION TOWARDS
HYGIENE PRACTICES OF NIGHT MARKET FOOD HANDLERS

Sila tandakan respon anda pada pilihan jawapan yang berkaitan dengan anda
Please mark your response on the answer option that relates to you

1= Paling Tidak Setuju 2= Tidak Setuju 3= Tidak Pasti 4= Setuju 5= Paling Setuju
1= Strongly Disagree 2= Disagree 3= Not Sure 4= Agree 5= Strongly Agree

NO | SOALAN/QUESTION 1 2 3 4 5

1 Saya merasakan amalan memakai
sarung tangan sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
wearing gloves is very important in
the preparation of food-by-food
handlers at the night market

2 Saya merasakan amalan membasuh
tangan  sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of hand
washing is very important in the
preparation of food-by-food handlers
at the night market

3 Saya merasakan amalan memakai topi
sangat penting dalam penyediaan
makanan oleh pengendali makanan di
pasar malam

I perceived that the practice of
wearing a hat is very important in the
preparation of food-by-food handlers
at the night market

4 Saya merasakan amalan memakai
kasut  sangat  penting  dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of

wearing shoes is very important in the




preparation of food-by-food handlers
at the night market

Saya merasakan amalan berkuku
pendek  sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

[ perceived that the practice of short
nails is very important in the
preparation of food-by-food handlers
at the night market

Saya merasakan amalan memakai
apron  sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
wearing an apron is very important in
the preparation of food-by-food
handlers at the night market

Saya merasakan amalan beralih
semasa batuk sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
shifting while coughing is very
important in the preparation of food-
by-food handlers at night markets

Saya merasakan amalan tidak
merokok  berhampiran = makanan
sangat penting dalam penyediaan
makanan oleh pengendali makanan di
pasar malam

I perceived that the practice of not
smoking near food is very important
in the preparation of food-by-food
operators at night markets

Saya merasakan amalan memakai
pelitup muka sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived the practice of wearing a
face mask is very important in the
preparation of  food-by-food
operators at the night market
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Saya merasakan amalan
membersihkan meja kerja sangat
penting dalam penyediaan makanan
oleh pengendali makanan di pasar
malam

I perceivedl that the practice of
cleaning the work table is very
important in the preparation of food-
by-food handlers at the night market

11

Saya merasakan amalan
mensanitasikan pisau dan papan
pemotong sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
sanitizing knives and cutting boards is
very important in the preparation of
food-by-food handlers at the night
market

12

Saya merasakan amalan menutup
tong sampah sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
covering the bins is very important in
the preparation of food-by-food
handlers at the night market

13

Saya merasakan amalan menutup
makanan sangat penting dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
covering food is very important in the
preparation of food-by-food handlers
at the night market

14

Saya merasakan amalan membasuh
telur  sangat  penting  dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
washing eggs is very important in the
preparation of food-by-food
operators at the night market




15

Saya merasakan amalan membasmi
makhluk perosak seperti tikus dan
lipas  sangat  penting  dalam
penyediaan makanan oleh pengendali
makanan di pasar malam

I perceived that the practice of
eradicating pests such as rats and
cockroaches is very important in the
preparation of  food-by-food
operators at the night market

16

Saya merasakan amalan
menggunakan kain lap yang bersih
sangat penting dalam penyediaan
makanan oleh pengendali makanan di
pasar malam

[ perceived that the practice of using
a clean cloth is very important in the
preparation of food-by-food handlers
at the night marke




BAHAGIAN E: KELAZIMAN PENGGUNA PASAR MALAM MEMBERI KESAN
KEPADA NIAT MEMBELI

SECTION E: NIGHT MARKET CONSUMERS’ FAMILIARITY EFFECTS TOWARDS
PURCHASE INTENTION

Sila tandakan respon anda pada pilihan jawapan yang berkaitan dengan anda
Please mark your response on the answer option that relates to you

1= Paling Tidak Setuju 2= Tidak Setuju 3= Tidak Pasti 4= Setuju 5= Paling Setuju
1= Strongly Disagree 2= Disagree 3= Not Sure 4= Agree 5= Strongly Agree

NO | SOALAN/QUESTION 1 2 3 4 5

1 Saya sudah biasa untuk membeli
makanan jika saya mengenali penjual
makanan pasar malam tersebut.

I am familiarized to buying food if |
know the night market seller of the
food

2 Saya sudah biasa untuk membeli
makanan di pasar malam jika saya
mengenali jenis makanan tersebut.

1 am familiarized to buying food at the
night market if I recognize the type of
food.

3 Saya sudah biasa untuk membeli
makanan di pasar malam jika saya
mengetahui  kaedah  penyediaan
makanan tersebut.

1 am familiarized to buying food at the
night market if I know how to prepare
it.

4. Saya sudah biasa untuk membeli
makanan di pasar jika melihat
kebersihan peralatan yang digunakan
semasa makanan tersebut dihasilkan
sebelum membeli makanan di pasar
malam.

I am familiarized to buying food at
night market if seeing the cleanliness
of the equipment used when the food
is produced before buying the food at
the night market.




Saya sudah biasa untuk membeli
makanan di pasar malam jika
mengetahui  kandungan makanan
tersebut

I am familiarized to buying food at
night market if [ know the ingredient
of the food

Saya sudah biasa mengenai tahap
keselamatan ~ makanan  daripada
kebanyakan orang di pasar malam.

I am familiarized with food safety
than most people at the night market.

Saya sudah biasa mengenai tahap
keselamatan ~ makanan  daripada
kawan-kawan saya di pasar malam.

1 am familiarized with the level of food
safety from my friends at the night
market.

Saya sudah biasa untuk membeli
makanan di pasar malam daripada
pengendali makanan pasar malam
yang menutup kepala.

I am familiarized to buying food from
night market food handlers who cover
their heads.

Saya sudah biasa untuk membeli
makanan di pasar malam yang
mempunyai harga yang berpatutan.

1 am familiarized to buying food at the
night market that has a reasonable
price.

10.

Saya sudah biasa untuk membeli
makanan di pasar malam daripada
pengendali makanan yang memakai
sarung tangan.

I am familiarized to buying food from
night market food handlers who wear
gloves.

1.

Saya sudah biasa untuk membeli
makanan di pasar malam dengan
bertanya harga makanan sebelum
membeli makanan tersebut.




I am familiarized to asking the price
of night market food before buying the
food.

BAHAGIAN F: NIAT PENGGUNA PASAR MALAM MEMBELI MAKANAN
PASAR MALAM BERDASARKAN AMALAN KEBERSIHAN MAKANAN
PENGENDALI MAKANAN

SECTION F: NIGHT MARKET CONSUMERS’ INTENTION TO PURCHASE NIGHT
MARKET FOOD BASED ON FOOD HYGIENE PRACTICE OF FOOD HANDLERS

Sila tandakan respon anda pada pilihan jawapan yang berkaitan dengan anda
Please mark your response on the answer option that relates to you

No | Soalan/Question Ya/Yes | Tidak/No | Tidak
Pasti/Not
Sure

1. Adakah anda akan memilih untuk

membeli makanan daripada peniaga
pasar malam yang memakai sarung
tangan?
Would you choose to buy food from a
night market food handlers that wearing
gloves?

2 Adakah anda akan membeli makanan jika
pengendali makanan pasar malam
tersebut tidak memakai topi atau penutup
kepala?

Would you buy food if the night market
food handler was not wearing a cap or
head covering?

3 Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang menjaga kebersihan tangan?
Would you buy food from night market
food handlers who keep their hands
clean?

4 Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang memakai apron?

Would you buy food from a night market
food handler wearing an apron?

5 Adakah anda akan membeli makanan
jika pengendali makanan pasar malam

tersebut memakai  pelitup muka?




Would you buy food if the night market
food handler was wearing a face mask?

Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang menjaga kualiti
pembungkusan?

Would you buy food from a night market
food handler who takes care of the
quality of the packaging?

Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam  yang menunjuk  kaedah
penyedian?

Would you buy food from a night market
food  handler who specifies the
preparation method?

Adakah anda akan membeli makanan di
kedai makanan yang kurang bersih?
Would you buy food in an unsanitary
food store?

Adakah anda akan membeli makanan
jika anda terlihat pengendali makanan
pasar malam tersebut merasa makanan
menggunakan jari dan tapak tangan?
Would you buy food if you saw the night
market food handlers tasting the food
with their fingers and palms?

10

Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang menggunakan papan
pemotong yang berbeza?

Would you buy food from a night market
food handler that uses a different cutting
board?

11

Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang memakai pewarna kuku?
Would you buy food from a night market
food handler wearing nail polish?

12

Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang menyentuh makanan tanpa
sarung tangan?




Would you buy food from a night market
food handler who touches food without
gloves?

13

Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang makan dan minum di tempat
kerja?

Would you buy food from night market
food handlers who eat and drink at
work?

14

Adakah anda akan membeli makanan
daripada pengendali makanan pasar
malam yang menyediakan makanan
terlalu awal?

Would you buy food from a night market
food handler that prepares food too
early?

TERIMA KASIH
THANK YOU
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