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The objective of this study is to determine the shopping drivers that influence consumers to choose the
night market or wet market for fresh fruit and vegetable (FFV) purchases. The study also investigates
whether any differences in behavior among generational cohorts exist while purchasing fresh fruits and
vegetables between two retail formats. The cluster sampling technique was applied to the entire pop-
ulation of Klang Valley area in Malaysia, and 700 respondents were randomly selected for this research.
Perceived freshness, perceived quality and perceived safety of the fresh fruits and vegetables are the most
important shopping drivers in a consumer’s decision to purchase FFV in night market and wet market
Night market retail formats. The findings show that members of different generational cohorts have different percep-
Freshness tions about freshness, quality and safety of fresh fruits and vegetables purchased in night market and
Safety wet market retail formats.
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1. Introduction While food shopping, consumers show or express their wants,

needs and desire for quality, low prices, value for money, safety and

Most previous studies are concerned with the general behav-
ior of consumers toward food, grocery and apparel shopping, with
only a few investigating a specific product line and a particular
segment of consumers (Jackson et al., 2011; Zhang and Zhang, 2011).
Understanding the behavior of a particular segment of consumers
regarding a single product line might contribute to a deeper un-
derstanding of how and why consumers select and remain loyal to
a particular retail format. Based on this assertion, our objectives are
to determine shopping drivers that influence a consumer’s prefer-
ence for the night market or wet market for fresh fruit and vegetable
(FFV) purchase and to investigate whether there are any differ-
ences in shopping behavior among generational cohorts between
night market and wet market retail formats preference.

* Corresponding author. Tel.: +60103449320.
E-mail address: gindiauwal@yahoo.com (A.A. Gindi).

http://dx.doi.org/10.1016/j.ausm;j.2016.05.002

freshness, among others (Grunert, 2005; Grunert and Juhl, 1995;
Worsley et al., 2010). Different studies have explored consumers’
food shopping behavior (Giné and Yang, 2009; Hill and Harmon,
2007) and the shopping activities of different age groups such as
baby boomers, generation X and generation Y (Hunter, 2007; Wang
et al., 2000; Worsley et al., 2010). Some conclusions are that older
people are more concerned about the aspects of food quality and
cost (Dimech et al., 2011), and age is positively associated with
quality seeking.

The night market is termed as “Pasar Malam” in local dialect and
has become entrenched in the Malaysian shopping scene. The Ma-
laysian night market is based on the concept of open-air shopping
(Ishak et al., 2012), where street hawkers occupy a designated part
of the streets or parking lots to set up their stalls. Like any tradi-
tional market, the night market allows customers to enjoy wide
varieties and choices of fresh fruits and vegetables, freshly cooked
food and even non-agricultural products at affordable prices. The

1441-3582/© 2016 Australian and New Zealand Marketing Academy. Published by Elsevier Ltd. All rights reserved.


mailto:gindiauwal@yahoo.com
http://www.sciencedirect.com/science/journal/14413582
http://www.elsevier.com/locate/AMJ
http://crossmark.crossref.org/dialog/?doi=10.1016/j.ausmj.2016.05.002&domain=pdf

166 A.A. Gindi et al./Australasian Marketing Journal 24 (2016) 165-170

night market generally operates once or twice a week from 3 pm
until 10 pm at a particular location. The size of a night market
depends on the number of the stalls. According to Ishak et al. (2012),
large night markets have between 400 and 700 stall lots and medium
night markets between 241 and 399 stall lots, while the small night
markets could have fewer than 50 or up to 240 stall lots. In con-
trast, the wet market normally comprises stalls housed in fixed
structures or a building providing lots. The house-like structure op-
erates daily from 6:30 am to lunchtime. The retailers generally focus
on fresh fish and seafood together with the local products, provid-
ing a full range of fresh produce.

2. Generational cohort

A generational cohort refers to a particular segment of consum-
ers in a similar age group at a particular time period, having similar
life experiences, lifestyle and other social and behavior character-
istics during their formative years (Hung et al., 2007). A particular
cohort is associated with certain values and priorities, which may
persist throughout the lifetimes of its members. Because values, life-
style, other social behavior and priorities of a particular generational
cohort are unique relative to other cohorts, we expect different shop-
ping behavior among cohort groups regarding retail format, based
on the shopping drivers influencing the generational cohort.

Four major generational cohorts have been documented and
exist in the United States as explained by many researchers in
different literature. Builders are those who were born between
1920 and 1945, Baby Boomers between 1946 and 1964, Genera-
tion X members between 1965 and 1980 and Generation Y between
1981 and 1995 (Parker and Chusmir, 1990). Baby Boomers have
been described as individualistic, competitive free agents with a
strong interest in self-fulfillment through personal growth (Parker
and Chusmir, 1990). This group has demonstrated a strong work
ethic and high job involvement, which has led to economic secu-
rity and career success. Generation X is one of the most highly
educated generations (Jackson et al., 2011). Factors that drive Gen-
eration X are their early disenchantment with cultural icons, ongoing
anxiety with the internet, and their seemingly unlimited ability to

simplify, streamline and enrich the activities and relationships of

their daily lives. Generation Y is often typified as being highly
spending-oriented and complicated in terms of tastes and shop-
ping preferences (Holtshausen and Styrdom, 2006; Wolburg and
Pokrywczynski, 2001). This group has a profound impact on retail
businesses because Generation Y members love to shop (Crosby
et al., 1981).

3. Shopping drivers

Product freshness is one of the shopping drivers attracting con-

sumers to purchase FFV from traditional retail outlets (Chamhuri

and Batt, 2013). Zinkhan et al. (1999) report the same situation at

the Sao Paulo street market in Brazil, that there are deep-seated im-

pressions about the perceived freshness of the produce offered at
traditional markets. According to another study on the wet market
in Hong Kong, respondents considered food products purchased at
wet markets as “fresher and cheaper” (Goldman et al., 1999). Fresh-
ness was perceived by nearly all respondents as a major advantage
of wet markets over modern retail formats. Hong Kong consum-
ers, for example, considered that wet markets offered better quality
products for FFV. Their reason was based on the services offered by
the retailers, who constantly trimmed, sprayed with water, cleaned
and sorted the fruits and vegetables. Focus group interviews in Ma-
laysia indicated that consumers viewed fruits and vegetables in
traditional markets, especially night markets and farmers markets,
as “fresher” because the produce was delivered directly from farms
or wholesale markets (Chamhuri and Batt, 2009). In general, a retail
outlet is chosen based on the consumer’s confidence that the re-
tailer can provide high-quality produce at competitive prices and
good services to consumers. We assume that consumers choose to
shop in retail formats expected to deliver superior products. The
overall evaluation of a particular product, i.e., fruits or vegetables,
is explained in terms of its perceived characteristics and the eval-
uation of those characteristics. Multi-attribute models have been
used in many studies on consumer behavior in the field of mar-
keting, but studies on the possible relationships between shopping
drivers have been limited. The conceptual framework of the current
research is developed, as depicted in Fig. 1.
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Fig. 1. Conceptual framework.
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