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Abstract: Across the globe, millet is celebrated by creating awareness, holding workshops, and conducting food festivals to 

contribute to the International Year of Millets 2023, declared by the United Nations in its 75th session of the General Assembly. 

Unlike rice or wheat, the millet purchase decision is unique due to the lack of awareness, limited knowledge, and occasional use 

of millets. Hence, the present study aims to check the purchase intention of millets by using a popular model, the "Theory of 

Planned Behaviour (TPB)." The model comprises three independent variables: attitude, subjective norm, and perceived 

behavioural control, and one dependent variable, intention. The present study used a survey method and a structured 

questionnaire based on a standard TPB scale to collect the data from the respondents following a convenience sampling method. 

The multiple linear regression results indicate that the TPB model explained 54.7 % of the variance in predicting the intention 

to purchase millets. Perceived behaviour control is the main predictor, followed by attitude and subjective norm. The present 

study will help understand the factors that influence the purchase intention of millets and create marketing strategies that will 

enhance the purchase and consumption of millets. In addition, the present study will contribute to the theoretical understanding 

of the purchase intention of millets. 

Keywords: Theory of planned behaviour, Purchase, Millets, Attitude, Subjective Norm, Perceived Behavioural Control.  

 

I. INTRODUCTION 

Millets are superfoods packed with essential nutrients and provide wide health benefits, including prevention, 

management, and curing various lifestyle-related illnesses. As per the study findings of Shirisha, S.D.S.N (2018), 70% of the 

respondents reported improved health due to millet consumption. Similar findings were reported by Shah et al. (2024), indicating 

the practice of preparing millets for parents experiencing lifestyle disease. Positive millet consumption behaviour was reported 

in studies conducted by Shirisha, S.D.S.N (2018); Thodeti Manasa et al. (2024); Adithya Girijavallabhan et al. (2022); Rizwana 

et al. (2023). Awareness of millets, including their nutritional and health benefits, played an important role in consumers 

consuming them. MK Vahini et al. (2023) highlighted an association between millet awareness and consumption. This 

association between the awareness and consumption of millet is valid even for school children Prashanthi et al., (2022). Apart 

from the awareness, geographical location and demographic factors also played an important role in the purchase and 

consumption of millets.  MK Vahini et al. (2023) reported that urban households consumed more millet per month when 

compared to rural households. With regards to specific geographical location, Kavimalar et al., (2024) highlighted that Karnataka 

state's high production of millets and high rate of consumption also was observed. Shirisha, S.D.S.N (2018) indicated that income, 

education, and health level of the family members had influenced the consumption behaviour of millets; similar findings were 

reported by Rizwana et al. (2023); in addition to income and education, age also played an important role in determining the 

consumption of millets.  
 

Millet consumption frequencies were reported by studies such as Shirisha, S.D.S.N (2018) study where the consumers 

consumed millet daily, Purvi Jain and Renu Mogra (2023) highlighted that 51.6% of the consumers consumed millet often, 

Lakshmy Priya et al., (2024) found that 41% of the consumers consumed millets one to 3 times a week, Adithya Girijavallabhan 

et al., (2022) reported 23% consumers consumed millets 3-4 times a week.             The main reasons for consuming millets are 

mainly related to managing health problems, losing weight, and the taste of millets Kane-Potaka et al., (2021). Lakshmy Priya et 

al. (2024) reported that the nutritional value of millets and the health benefits of millets were the important motives for consuming 

millets.  In this scenario, various stakeholders are trying to revive the millets and make millets part of the daily diets and lifestyles 

of the people. Due to urbanization, westernization, and the shift towards convenience, the food choice behaviour of consumers 

is more towards trendy foods that are not good for health and sustainability. This includes increased consumption of rice, wheat, 

junk foods, sugary beverages, etc.  
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An article published by UNICEF South Asia highlights that junk food is inescapable in today's youth lives and makes 

people sick. The article further highlighted that young people are conditioned to eat junk food due to exposure to televisions, in 

schools and shops etc. Hence, it is difficult to escape.  By understanding unhealthy eating patterns, several initiatives have been 

recently launched across the globe, such as the United Nations declaration of the year 2023 as the International Year of Millets, 

the Branding of Millets as a Global Superfood, and the Launching of National Millet Mission in the year 2007 to promote the 

production and consumption of millets. Very recently, the launch of “Flavours of Shree Anna: Sehat aur Swaad Ke Sang" was 

launched by the Ministry of Food Processing Industries, Government of India.  
 

While efforts are made to enhance the popularity and consumption of millets, it is important to know the factors that 

influence the purchase intention of millets. Hence, the present study is aimed to check the purchase intention of millets in India.  
 

II. REVIEW OF LITERATURE 

Selected research papers that have used the theory of planned behaviour in food, food choice behaviour, and food context 

are reported to develop theoretical support for the present study.  
 

In general food choice behaviour, Nardi et al. (2019) used the theory of planned behaviour to predict food choice 

behaviour. The findings of their study reported that attitude was the predictor of intention, with an R-value of 0.386.  In the 

healthy eating behaviour context, Brouwer, A.M. & Mosack, K.E. (2015) extended the theory of planned behaviour to know 

healthy eating behaviours. The study results reported that all the TPB variables, such as attitude, subjective norm, and perceived 

behavioural control, had predicted healthy eating behaviour. An additional variable, identity as a healthy eater, also predicted 

healthy eating behaviour, mainly fruit and low-fat dairy consumption. In ethnic food choice behaviour, Ahmad et al. (2020) 

applied the theory of planned behaviour to understand the food choice motives in the Pakistan context with a specific focus on 

the intention to purchase ethnic foods among tourists.  As per the study results, attitude, subjective norm, and perceived behaviour 

control positively influenced the purchase intention of Pakistani ethnic food among tourists. A similar study was conducted in 

the Malaysian context; Ting et al. (2016) extended the theory of planned behaviour to know the ethnic food consumption 

intention. The results of their study reported that attitude, subjective norm, and perceived behaviour control positively impacted 

the Dayak ethnic food consumption of non-Dayak Malaysians. In the organic food consumption context, Aertsens et al. (2009) 

used the theory of planned behaviour to predict the intention to consume organic food. Attitude, subjective norms, and perceived 

behavioural control influenced organic food consumption. In the fruit and vegetable context, Miguel (2022) adopted the theory 

of planned behaviour and extended the theory to predict domestic fruit and vegetables. The authors reported that the TPB model 

was relevant to knowing the consumer's intention to purchase domestic fruits and vegetables in Portugal. In the technology 

context, Wen et al. (2022) used the theory of planned behaviour to predict the intention to use food delivery Apps. The results 

indicated that attitude, subjective norm, perceived behavioural control from the original TPB model, and an additional variable, 

trust predicted the intention to use food delivery Apps. In the halal food context, Lim et al. (2022) applied the theory of planned 

behaviour to understand the non-Muslim consumer's intention to purchase halal food products in the Malaysian context. 
 

The results indicated that all the TPB variables influenced the purchase intention of halal food products among non-

Muslim consumers in Malaysia. Other food choice behavior-related studies are, 
 

Adel et al. (2022) reported that the extended TPB model constructs predicted 79.9% intention to purchase suboptimal 

produce and 65.3% intention to recommend suboptimal produce to others. Lu et al. (2010) used the theory of planned behaviour 

to understand the intention to follow precautionary behaviour to avoid consuming food having dairy products. The results 

reported that subjective norm, attitude, and perceived behavioural control from the TPB model and additional variables such as 

news attention and perceived reliability of information influenced the intention to follow precautionary food choice behaviour.  

Soon, J.M. and Wallace, C.A. (2018) explored the role of provenance and ethical standards on consumers' food choices and 

purchase intention. The results indicated that attitude and perceived behavioural control could predict food purchase intention 

with provenance and ethical standards. The study reported that the TPB model explained 50% of the variance in the intention to 

purchase food with provenance and ethical standards, with an R2 value of 0.50. The authors also indicated that adding other 

variables, such as preference for ethically sourced food and perceived knowledge, did not improve the prediction power of the 

model.  
 

Ting, S.-H et al. (2024) explored the intention to reduce food waste with specific reference to young consumers using the 

theory of planned behaviour.  The study found all three TPB variables. Attitude, subjective norm, and perceived behavioural 

control influenced the intention to reduce food waste. Khan Y et al. (2023) investigated attitude, purchase intention, and consumer 

purchasing behaviour in the context of organic food. The study found that attitude, subjective norm, and perceived behavioural 

control significantly impacted organic food purchases. Balıkçıoğlu Dedeoğlu, S. et al. (2022) aimed to understand the local food 

consumption intention. The authors reported that attitude towards local food and perceived behavioural control influenced the 

local food consumption intention. Cao, D et al. (2024) found a significant relationship between perceived behavioural control, 

https://www.emerald.com/insight/search?q=Sevgi%20Bal%C4%B1k%C3%A7%C4%B1o%C4%9Flu%20Dedeo%C4%9Flu
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subjective norm, and attitude and other variables such as sensory-driven and cognition-driven pleasure for the purchase intention 

of organic food.  Gakobo et al . (2016) applied the theory of planned behaviour to understand the intention to consume Indigenous 

African foods. As hypothesized, attitude, subjective norm, and perceived behavioural control had positively influenced the 

intention to consume Indigenous African food. The authors reported that the TPB model could explain 62.3% of the variance in 

predicting the intention to consume Indigenous African food. Matharu, M et al . (2022) reported that perceived behavioural 

control was the important factor determining household food waste reduction. Huo, H et al. (2023) highlighted that the purchase 

intention of organic food among Chinese Consumers was influenced by attitude, subjective norm, and perceived behavioural 

control. An additional variable, trust also played an important factor. Thaivalappil, A. et al. (2020) study revealed the role of 

attitude and subjective norm in predicting the intention to thaw meats safely. In addition, perceived behavioural control was an 

influencing factor in predicting the intention to thaw meats and store leftover food. Iranmanesh M et al. (2020) found that attitude 

and religious self-identity influenced the willingness to pay for certified Halal food. Sia, J.K.-M, et al. (2024) found consumers' 

intention to reuse food delivery containers was influenced by perceived behavioural control and attitude. Serebrennikov, D et al 

. (2024) reported that the attitude of the consumers, subjective norms, and perceived behavioural control positively influenced 

organic food purchase behaviour. Amalia, F.A . et al. (2020) reported that attitude, subjective norm, perceived behavioural 

control, and religiosity determined Indonesian Millennials Halal Food Purchasing behaviour.  Based on the evidence of the above 

studies, it is clear that the theory of planned behaviour can be a good theoretical model to predict the purchase intention of millets. 
 

III. RESEARCH GAPS 

Studies using the theory of planned behaviour to predict the purchase intention of millets have yet to be found in the 

literature. Most of the studies in the past focused on general food choice behaviour (Nardi et al.,2019), healthy eating behaviour 

(Brouwer, A.M. & Mosack; K.E., 2015), ethnic food choice behaviour (Ahmad et al., 2020; Ting et al., 2016), organic food 

consumption behaviour (Aertsens et al., 2009), fruit and vegetable purchase context (Miguel , 2022),  halal food context (Lim et 

al., 2022), technology context (Wen et al., 2022), intention to reduce food waste (Ting, S.-H et al., 2024), purchase intention of 

organic food (Khan, Y et al., 2023),  local food consumption intention (Balıkçıoğlu Dedeoğlu, S. et al., 2022), purchase intention 

of organic food (Cao, D et al., 2024), intention to consume Indigenous African foods (Gakobo et al .,2016), food waste reduction 

intention in the household (Matharu, M et al ., 2022), purchase intention of organic food (Huo, H et al., 2023), intention to thaw 

meats safely and store leftover food (Thaivalappil, A. et al ., 2020), willingness to pay for certified Halal food  (Iranmanesh, M 

et al., 2020), intention to reuse the food delivery containers (Sia, J.K.-M et al., 2024), organic food purchase behaviour 

(Serebrennikov, D et al ., 2024) and Millennials Halal Food Purchasing behaviour (Amalia, F.A et al.,2020).  Due to this literature 

gap, the present study is expected to fill the gap in the literature and contribute to the theory of understanding the purchase 

intention of millets.  
 

IV. CONCEPTUAL MODEL AND HYPOTHESIS 

 
Figure:1: Theory of Planned Behaviour Ajzen, I. (1991) 

 

Attitude in the theory of planned behaviour model refers to how an individual perceives performing a particular behaviour. 

The attitude can be negative or positive. If the individual possesses a positive attitude, the intention to engage in a particular 

behaviour will be positive. In the present study, customers having a positive attitude about millets will have a positive intention 

to purchase millets. The subjective norm in the theory of planned behaviour refers to what an individual thinks about the approval 

or disapproval received from the immediate referents. If the individual values the approval of the immediate referents, then the 

intention to perform or engage in a particular behaviour is high. In the present study, customers valuing the opinions or approval 
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of the immediate referents such as friends, family members or doctors than the intention to purchase the millets will be positive. 

Perceived behaviour control in the theory of planned behaviour refers to the availability of the time, money, energy, or other 

resources to engage in a particular behaviour. If the individual has time, money, and energy, it will positively influence engaging 

in a particular behaviour. In the present study, customers with time, money, energy, and other resources will likely positively 

intend to purchase millets. Attitude, Subjective norm, and perceived behavioural control are the independent variables in the TPB 

model, and the intention to purchase millets is the dependent variable.  
 

Hypothesis development:    

Based on the evidence from (Nardi et al.,2019); (Brouwer, A.M. & Mosack K.E., 2015), (Ahmad et al., 2020 Ting et al., 

2016), (Aertsens et al., 2009); (Aertsens et al., 2009) (Wen et al., 2022); (Lim et al., 2022); (Adel et al., 2022); (Lu et al ., 2010) 

and (Soon, J.M. and Wallace, C.A. 2018), Ting, S.-H et al., (2024) Khan, Y et al., (2023) Balıkçıoğlu Dedeoğlu, S. et al., (2022), 

Cao, D et al., (2024), Gakobo et al .,(2016), Matharu, M et al ., (2022), Huo, H et al., (2023), Thaivalappil, A. et al ., (2020), 

Iranmanesh, M et al., (2020), Sia, J.K.-M, et al., (2024), Serebrennikov, D et al ., (2024) and Amalia, F.A ., et al. (2020) studies, 

the following hypothesis is proposed for the present study. 
 

Hypothesis 1: Attitude positively influences the intention to purchase millet 

Hypothesis:2: Subjective norm positively influences the intention to purchase millet 

Hypothesis 3: Perceived behavioural control positively influences the intention to purchase millets.  
 

V. OBJECTIVES 

Primary Objective:  

The study's main objective is to predict the purchase intention of millets using the theory of planned behaviour.  

Secondary Objective:  

1. To know the influence of attitude on the intention to purchase millet 

2. To understand the influence of subjective norms on the intention to purchase millet 

3. To explore the influence of perceived behavioural control on the intention to purchase millet 
 

VI. METHODOLOGY 

The study used a survey method to collect data from the respondents using the convenience sampling method. The survey 

was conducted using a structured online questionnaire in a Google form. Any individual above the age of 18 years and have 

purchased millets at least once were eligible to participate in the survey. The questionnaire captured data related to attitude, 

subjective norm, and perceived behavioural control based on the standard TPB scale in a 5-point Likert agreement scale. In total, 

382 responses were received. After checking for the data's completeness, all the responses were analyzed. Multiple linear 

regression analysis was done to check the relationship between the Independent variables (attitude, subjective norm, and 

perceived behavioural control) and the Dependent Variable (Intention to purchase millets).  
 

VII. ANALYSIS & RESULTS 

Table 1: Overall theory of planned behaviour model to predict the intention to purchase millet 

 
 

As indicated in Table 1, the R2 value is 0.547. This implies that the variables in the theory of planned behaviour model 

(attitude, subjective norm, and perceived behavioural control) explained 54.7% of the variance in predicting the purchase 

intention of millets, and the model is significantly fit (F=16.1, p=< 0.001) 
 

Table 2: Regression results for the predictor variables. 

S.No Predictor   β t p 
1 Attitude  0.198 1.179 < 0.001 

2 Subjective Norm  0.188 1.616 < 0.001 

3 Perceived behavioural control  0.493 3.074 < 0.001 

Dependent variable: Intention to purchase millet 
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As indicated in Table 2, Regression analysis indicates that attitude (0.198) with p-value < 0.001, subjective norm (0.188) 

with p-value < 0.001, and perceived behaviour control (0.493) with p-value < 0.001 are the significant predictors of intention to 

purchase millets.  Perceived behavioural control is the top predictor, followed by attitude and subjective norm.  
 

VIII. DISCUSSION 

Table 3: Results of Hypothesis Testing 

Hypothesis  Variable  Hypothesis Support Status  
1 Attitude positively influences the intention to 

purchase millet 

Supported 

2 Subjective Norm positively influences the intention 

to purchase millet 

Supported 

3 Perceived behavioural control positively influences 

the intention to purchase millet. 

Supported  

 

As per the results reported in Table 3, all three variables positively influence the purchase intention of millets. The top 

predictor is perceived behavioural control, which indicates the availability of time, money, energy, and opportunities to purchase 

millet. The second predictor is an attitude, which positively influences the intention to purchase millet. It implies that customers 

have a positive attitude towards purchasing millets, and the final predictor is the subjective norm. Subjective norm has a positive 

influence on the intention to purchase millet. It means that immediate referents such as friends, family members and doctors 

approve the intention to purchase millets, and customers value such opinions towards purchasing millets. 
 

The results of the present study are consistent with the findings of Ting, S.-H et al., (2024) in intention to reduce food 

waste, Khan, Y et al., (2023) in organic food purchase, Balıkçıoğlu Dedeoğlu, S. et al., (2022) in local food consumption intention 

, Cao, D et al., (2024) in purchase intention of organic food, Gakobo et al .,(2016) in intention to consume indigenous African 

food, Huo, H et al., (2023) in intention to purchase organic food, Thaivalappil, A. et al ., (2020) in intention to thaw meats and 

store leftover food, Serebrennikov, D et al ., (2024) in intention to purchase organic food and Amalia, F.A ., et al (2020) in 

intention to purchase Halal food, A.M. & Mosack, K.E. (2015) on healthy eating behaviour, Ahmad et al., (2020) on purchase 

intention of Pakistani ethnic food among tourists, Ting et al., (2016) in Dayak ethnic food consumption intention, Aertsens et al., 

(2009) in organic food consumption, Miguel (2022) in domestic fruit and vegetable purchase intention, Lim et al., (2022) in 

purchase intention of halal food products among non-Muslim consumers, Adel et al., (2022) in intention to purchase suboptimal 

produce, Lu et al., (2010) in intention to avoid consuming foods with dairy products, Soon, J.M. and Wallace, C.A. (2018) in 

food purchase intention with provenance and ethical standards.  
 

Regarding the explanatory power of the TPB model, the present study results indicate a 54.71% variance in predicting the 

purchase intention of millets. While compared with Adel et al. (2022), the explanatory power of the present study is slightly 

lower, the explanatory power of  Adel et al. (2022) extended TPB model is 79.9%. While comparing with Soon, J.M. and Wallace, 

C.A. (2018), the explanatory power of the present study TPB model is higher at 54.71%. In contrast, Soon, J.M. and Wallace, 

C.A. (2018) study for food purchase intention with provenance and ethical standards explanatory power was only 50%. 
 

IX. IMPLICATIONS 

The present study provides both theoretical and practical implications. The study tested the theory of planned behaviour 

to predict the intention to purchase millets, and the TPB model is acceptable for understanding the purchase intention of millets. 

The study reported the predictor variable that influences the intention to purchase millets. As indicated in the results, perceived 

behavioural control, attitude, and subjective norm significantly influenced the purchase intention of millets. The main theoretical 

implication of the present study is that the Theory of Planned Behaviour can be a useful and applicable model to predict the 

purchase intention of millets.  
 

The practical implications of the present study include perceived behaviour control as the top predictor variable in 

predicting the purchase intention of millets. It implies that consumers purchasing millet possess the required time, money and 

energy.  It indicates a great business opportunity for the millet producers and the marketers to provide wide millet choice and 

make it easily available for the consumers to purchase in the market. The second predictor variable in the TPB model was attitude. 

Consumers purchasing millets have a positive attitude toward purchasing millets. The millet marketers should be careful in 

maintaining the current positive attitude of the consumers towards purchasing millets and find ways to enhance the attitude by 

conducting various awareness/education-related programmes related to millet. In addition, the millet producers, marketers and 

sellers shall ensure that the quality of the millet is always ensured to create satisfaction of the consumers, thereby retaining a 

positive attitude towards purchasing millet. The third predictor variable in the TPB model was the subjective norm. Subjective 

norm indicates that immediate referents such as friends and family members approve the consumers to purchase millets and the 

consumers value such approvals. Marketers should also focus on important referents to enhance positive word-of-mouth 

communication and recommend millet purchases to friends and family members.   
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In addition to the above, the following recommendations given by the authors of various studies shall be used to promote 

the purchase and consumption of millets.  As Kane-Potaka et al. (2021) recommended, social media shall be used to promote 

millet in the urban market. Along with social media, the focus shall be placed on designing tasty millet products, creating 

awareness among consumers by indicating the nutritional and health benefits of millet and making millet accessible to the Urban 

markets. Kavimalar et al. (2024) recommended promoting millets as a staple food by indicating the benefits of consuming millets, 

such as the nutritional benefits of millets, economic developments occurring via millets, and their boost to agriculture. Adithya 

Girijavallabhan et al. (2022) recommended to use Public Distribution System (PDS) to distribute millets to consumers. MK 

Vahini et al. (2023) suggested making millets affordable to the mass market, and Purvi Jain and Renu Mogra (2023) 

recommended popularizing the millets to a large population. Mohan A. et al. (2022) suggested that food manufacturing 

companies provide a variety of millet-based snacks, such as ready-to-eat millet food / ready-to-cook millet food, as suggested by 

U. Sangeetha et al. (2022). Mohan A. et al. (2022) also informed a policy by the Food and Health Department to promote millet-

based food.  
 

U. Sangeetha et al. (2022) reported that consumers had recommended ready-to-cook or ready-to-eat value-added millet-

based products.  Recommendation of Alam Prashanthi et al. (2022), where a focus on millet-based education may increase millet 

awareness and enhance millet consumption. 
 

X. LIMITATIONS 

Although the present study has satisfactorily achieved the objectives set, recognizing the limitations of the present study 

is important. The study did not include other variables that may influence the purchase intention of millets. Such variables also 

could enhance the predictor power of the TPB model. The generalization of the present study results should occur cautiously 

since the present study has used a convenience sampling method. In addition, the population for the present study is mainly from 

the respondents representing India.  
 

XI. FUTURE RESEARCH DIRECTION 

Future research should focus on adding more predictor variables to enhance the explanatory power of the TPB model by 

an extended TPB model. In addition, the study can be conducted in specific geographical locations and check the predictive 

power of the TPB model. Apart from the purchase intention, future research shall focus on understanding millet' consumption 

intention using the planned behavior model theory. 
 

XII. CONCLUSION 

Food choice behaviour is complex, mainly because the consumers' needs and expectations towards food are different. The 

difference in preference for food in terms of taste, texture, health benefits, nutritional content, price, cuisine, portion size, ease 

of availability, and convenience can be easily witnessed in consumption behaviour. Millets are not an exemption. The production, 

purchase, and consumption of millets is evolving. In a situation where all the stakeholders in the public and private institutions 

are actively promoting millets, the demand for millets is expected to increase in the days to come.  Conducting more awareness/ 

educational programmes for the consumers in the market is the need of the hour. Such efforts will help enhance the purchase and 

consumption of millets and the overall image and patronage.  It is a known fact; that consumers are purchasing and consuming 

millet due to its nutritional and health benefits. 
 

Along with the nutritional and health benefits, the taste of the millet also is an important factor in consuming millet, as 

indicated in the Kane-Potaka et al., (2021) study. Marketers must ensure that all the important attributes expected by the 

consumers in the market in millets are fulfilled to attract and retain customers for a lifetime. The present study has set a tone for 

millet purchase and consumption research. This will help transform how millets are promoted, marketed and sold to the 

consumers more experientially.  
 

XIII. REFERENCES 
[1] Ahmad, M.S., Jamil, A., Latif, K.F., Ramayah, T., Ai Leen, J.Y., Memon, M. and Ullah, R. (2020) ‘Using food choice motives to model Pakistani ethnic 

food purchase intention among tourists’, British Food Journal, Vol. 122, No. 6, pp. 1731-1753. https://doi.org/10.1108/BFJ-01-2019-0024. 

[2] Adithya Girijavallabhan, Agna Shibu Mathew, Gayathri Rajeev, Sonia Thomas, Dr.B. Premagowri (2022) Perception and consumption pattern of millets 
among female young adults, International Advanced Research Journal in Science, Engineering and Technology, Vol. 9, Issue 1, ISSN (O) 2393-8021, 

ISSN (P) 2394-1588. 

[3] Ajzen, I. (1991) ‘The Theory of Planned Behavior. Organizational Behavior and Human Decision Processes, pp. 50, 179–211. 
[4] Amalia, F.A., Sosianika, A. and Suhartanto, D. (2020), "Indonesian Millennials’ Halal food purchasing: merely a habit?" British Food Journal, Vol. 122 

No. 4, pp. 1185-1198. https://doi.org/10.1108/BFJ-10-2019-0748. 

[5] Aertsens, J., Verbeke, W., Mondelaers, K. and Van Huylenbroeck, G. (2009) ‘Personal determinants of organic food consumption: a review,’ British Food 
Journal, Vol. 111, No. 10, pp. 1140–1167. https://doi.org/10.1108/00070700910992961 

[6] Adel, A.M., Dai, X. & Roshdy, R.S. (2022) ‘Investigating consumers' behavioral intentions toward suboptimal produce: an extended theory of planned 

behaviour – a cross-cultural study,’ British Food Journal, Vol. 124, No. 1, pp. 99–139. https://doi.org/10.1108/BFJ-03-2021-0211. 
[7] Alam Prashanthi, R. Geetha Reddy, R. Neela Rani, T. Sucharitha Devi and A. Meena (2022) 'Awareness and Consumption of Millets among School 

Children in Rural and Urban Areas of Telangana State, India, Biological Forum – An International Journal, Vol. 14, No. 4, pp. 64-70.  

https://www.emerald.com/insight/search?q=Muhammad%20Shakil%20Ahmad
https://www.emerald.com/insight/search?q=Ahmed%20Jamil
https://www.emerald.com/insight/search?q=Khawaja%20Fawad%20Latif
https://www.emerald.com/insight/search?q=T.%20Ramayah
https://www.emerald.com/insight/search?q=Jasmine%20Yeap%20Ai%20Leen
https://www.emerald.com/insight/search?q=Mumtaz%20Memon
https://www.emerald.com/insight/search?q=Raza%20Ullah
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-01-2019-0024
https://www.emerald.com/insight/search?q=Fatya%20Alty%20Amalia
https://www.emerald.com/insight/search?q=Adila%20Sosianika
https://www.emerald.com/insight/search?q=Dwi%20Suhartanto
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-10-2019-0748
https://www.emerald.com/insight/search?q=Joris%20Aertsens
https://www.emerald.com/insight/search?q=Wim%20Verbeke
https://www.emerald.com/insight/search?q=Koen%20Mondelaers
https://www.emerald.com/insight/search?q=Guido%20Van%20Huylenbroeck
https://www.emerald.com/insight/publication/issn/0007-070X
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/00070700910992961
https://www.emerald.com/insight/search?q=Ahmed%20M.%20Adel
https://www.emerald.com/insight/search?q=Xin%20Dai
https://www.emerald.com/insight/search?q=Rana%20S.%20Roshdy
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-03-2021-0211


G. Jaison Sagayanathan & D. P. Sudhagar / IRJEMS, 4(3), 210-217, 2025 

 

216 

[8] Balıkçıoğlu Dedeoğlu, S., Eren, D., Sahin Percin, N. and Aydin, Ş. (2022), "Do tourists’ responsible behaviours shape their local food consumption 
intentions? An examination via the theory of planned behaviour", International Journal of Contemporary Hospitality Management, Vol. 34 No. 12, pp. 

4539-4561. https://doi.org/10.1108/IJCHM-05-2021-0579. 

[9] Brouwer, A.M. and Mosack, K.E. (2015) ‘ Expanding the theory of planned behaviour to predict healthy eating behaviours: Exploring a healthy eater 
identity,’ Nutrition & Food Science, Vol. 45, No. 1, pp. 39–53. https://doi.org/10.1108/NFS-06-2014-0055. 

[10] Cao, D., Zheng, Y. and Li, G. (2024), "Understanding food pleasure in organic consumption: the moderating effects of trust within the theory of planned 

behaviour," British Food Journal, Vol. 126 No. 2, pp. 898-919. https://doi.org/10.1108/BFJ-02-2023-0162 
[11] Junk food is inescapable in youth’s lives and makes us sick | UNICEF South Asia, Accessed on 2nd June 2024. 

[12] Gakobo, T.W. and Jere, M.G. (2016), "An application of the theory of planned behaviour to predict intention to consume African Indigenous foods in 

Kenya," British Food Journal, Vol. 118 No. 5. https://doi.org/10.1108/BFJ-10-2015-0344. 
[13] Kane-Potaka, J., Anitha, S., Tsusaka, T. W., Botha, R., Budumuru, M., Upadhyay, S., Kumar, P., Mallesh, K., Hunasgi, R., Jalagam, A. K., & Nedumaran, 

S. (2021) ‘Assessing Millets and Sorghum Consumption Behavior in Urban India: A Large-Scale Survey’ Frontiers in Sustainable Food Systems, Vol.  5. 

https://doi.org/10.3389/fsufs.2021.680777. 
[14] Khan, Y., Hameed, I. and Akram, U. (2023), "What drives attitude, purchase intention and consumer buying behaviour toward organic food? A self-

determination theory and theory of planned behaviour perspective", British Food Journal, Vol. 125 No. 7, pp. 2572-2587. https://doi.org/10.1108/BFJ-07-

2022-0564. 
[15] Kavimalar, T; Hullalli, Rashmi; Gudadinni, Muttappa R.; Yadavannavar, Mallikarjun C (2024) ‘Grains of change – Analyzing consumption pattern of 

millets among rural population: A cross-sectional study’ Indian Journal of Health Sciences and Biomedical Research KLEU, Vol.17, No. 2, pp. 109-113. 

[16] Huo, H., Sh. Ahmad, F. and Teoh, B. (2023), "Evaluating the purchasing behaviour of organic food among Chinese consumers," Young Consumers, Vol. 
24 No. 6, pp. 669-685. https://doi.org/10.1108/YC-04-2023-1721 

[17] Lu, H., Hou, H., Dzwo, T., Wu, Y., Andrews, J.E., Weng, S., Lin, M. & Lu, J. (2010) ‘Factors influencing intentions to take precautions to avoid 

consuming food containing dairy products: Expanding the theory of planned behaviour’, British Food Journal, Vol. 112, No. 9, pp. 919–933. 
https://doi.org/10.1108/00070701011074318. 

[18] Lakshmy Priya, Krishnamurthy; Shobana, Shanmugam; Sudha, Vasudevan; Gayathri, Rajagopal; Beatrice, D Annette; Anjana, Ranjit Mohan; 

Krishnaswamy, Kamala; Mohan, Viswanathan ( 2024) 'Consumption pattern of millets among south Indian adults' Journal of Diabetology, Vol. 15, No. 
1, pp 63-69, DOI: 10.4103/job.jod_90_23. 

[19] Lakshmy Priya, Krishnamurthy; Shobana, Shanmugam; Sudha, Vasudevan; Gayathri, Rajagopal; Beatrice, D Annette; Anjana, Ranjit Mohan; 
Krishnaswamy, Kamala; Mohan, Viswanathan ( 2024) ‘Consumption pattern of millets among south Indian adults’ Journal of Diabetology, Vol. 15, No. 

1, pp 63-69, DOI: 10.4103/job.jod_90_23. 

[20] Iranmanesh, M., Mirzaei, M., Parvin Hosseini, S.M. and Zailani, S. (2020), "Muslims’ willingness to pay for certified halal food: an extension of the 
theory of planned behaviour," Journal of Islamic Marketing, Vol. 11 No. 1, pp. 14-30. https://doi.org/10.1108/JIMA-03-2018-0049. 

[21] Lim, Y.H., Lada, S., Ullah, R. and Abdul Adis, A.-A. (2022) ‘Non-Muslim consumers' intention to purchase halal food products in Malaysia,’ Journal of 

Islamic Marketing, Vol. 13, No. 3, pp. 586–607. https://doi.org/10.1108/JIMA-06-2020-0172 
[22] Miguel, L., Marques, S. and Duarte, A.P. (2022) ‘The influence of consumer ethnocentrism on purchase of domestic fruits and vegetables: application of 

the extended theory of planned behaviour’, British Food Journal, Vol. 124, No. 13, pp. 599–618. https://doi.org/10.1108/BFJ-11-2021-1208. 

[23] Matharu, M., Gupta, N. and Swarnakar, V. (2022), "Efforts are made, but food wastage is still going on: a study of motivation factors for food waste 
reduction among household consumers," Asia-Pacific Journal of Business Administration, Vol. 14 No. 2, pp. 244-264. https://doi.org/10.1108/APJBA-

07-2021-0303. 

[24] MK Vahini, S Padma Rani, A Vidhyavathi, S Hemalatha, & R Vasanthi. (2023) ‘A study on factors influencing consumption of millets in Coimbatore 
district of Tamil Nadu’ International Journal of Statistics and Applied Mathematics, Vol. 8, No. 5S, pp. 06-10. 

https://doi.org/10.22271/maths.2023.v8.i5sa.1160. 

[25] Mohan, A. R., George, A., & George, G. (2022) ‘Consumer perception and factors influencing consumption of millets, Journal of Tropical 
Agriculture, Vol. 59, No. 2,  Retrieved from https://jtropag.kau.in/index.php/ojs2/article/view/1058 

[26] Nardi, V.A.M., Jardim, W.C., Ladeira, W. and Santini, F. (2019) ‘Predicting food choice: a meta-analysis based on the theory of planned 

behaviour,’ British Food Journal, Vol. 121, No. 10, pp. 2250-2264. https://doi.org/10.1108/BFJ-08-2018-0504. 
[27] Purvi Jain and Renu Mogra  ( 2023) ‘ A study on consumption pattern of millets among Udaipur city ‘The Pharma Innovation Journal, Vol. 12, No. (6): 

3720-3723. 

[28] Rizwana, M., Singh, P., Ahalya, N. and Mohanasundaram, T. (2023) ‘Assessing the awareness of nutritional benefits of millets amongst women in 
Bangalore,’ British Food Journal, Vol. 125, No. 6, pp. 2002-2018. https://doi.org/10.1108/BFJ-05-2021-0593. 

[29] Soon, J.M. and Wallace, C.A. (2018) ‘A greater share of the stomach? Role of provenance and ethical standards on consumers’ food choices and 

purchasing intentions’, Nutrition & Food Science, Vol. 48, No. 2, pp. 318-332. https://doi.org/10.1108/NFS-06-2017-0122. 
[30] Sia, J.K.-M., Ho, J.M. and Hii, I.S.H. (2024), "Green meets food delivery services: consumers' intention to reuse food delivery containers in the post-

pandemic era," Journal of Hospitality and Tourism Insights, Vol. 7 No. 1, pp. 541-561. https://doi.org/10.1108/JHTI-10-2022-0483 

[31] Serebrennikov, D., Kallas, Z., Thorne, F., Ornelas Herrera, S.I. and McCarthy, S.N. (2024), "Determinants of organic food purchase behaviour in the 
European Union: a cross-country analysis guided by the theory of planned behaviour," British Food Journal, Vol. 126 No. 8, pp. 3017-

3036. https://doi.org/10.1108/BFJ-04-2023-0305. 

[32] Shirisha, S.D.S.N  (2018) ‘A study on consumption pattern of millets and millet based products in Guntur City, Andhra Pradesh’Acharya N.G. Ranga 
Agricultural University, Accessed via egranth.ac.in. 

[33] Shah, P., Mehta, N., & Shah, S. (2024) ‘Exploring the factors that drive millet consumption: Insights from regular and occasional consumers’ Journal of 

Retailing and Consumer Services, Vol.76, pp.103598–103598. https://doi.org/10.1016/j.jretconser.2023.103598. 
[34] Ting, H., de Run, E.C., Cheah, J.-H. & Chuah, F. (2016) ‘Food neophobia and ethnic food consumption intention: An extension of the theory of planned 

behaviour,’ British Food Journal, Vol. 118, No. 11, pp. 2781–2797. https://doi.org/10.1108/BFJ-12-2015-0492. 

[35] Ting, S.-H., Leong, C.-M., Lim, T.-Y., Kuek, T.Y. and Lim, B.C.Y. (2024), "Advancing corporate sustainability: empowering the young consumers to 
reduce food waste for the sake of our planet," Asia-Pacific Journal of Business Administration, Vol. ahead-of-print No. ahead-of-

print. https://doi.org/10.1108/APJBA-01-2024-0018. 

[36] Thodeti Manasa, Dr. NVVS Durga Prasad and N Prathyusha (2024) 'Study on millets consumption patterns and awareness of its health benefits among 
adolescents of Prakasam district, Andhra Pradesh, The Pharma Innovation Journal, Vol. 13, No. 4, pp.167-169. 

[37] Thaivalappil, A., Papadopoulos, A. and Young, I. (2020), "Intentions to adopt safe food storage practices in older adults: An application of the theory of 

planned behaviour," British Food Journal, Vol. 122 No. 1, pp. 181-197. https://doi.org/10.1108/BFJ-07-2019-0483. 

https://www.emerald.com/insight/search?q=Sevgi%20Bal%C4%B1k%C3%A7%C4%B1o%C4%9Flu%20Dedeo%C4%9Flu
https://www.emerald.com/insight/search?q=Duygu%20Eren
https://www.emerald.com/insight/search?q=Nilufer%20Sahin%20Percin
https://www.emerald.com/insight/search?q=%C5%9Eule%20Aydin
https://www.emerald.com/insight/publication/issn/0959-6119
https://doi.org/10.1108/IJCHM-05-2021-0579
https://www.emerald.com/insight/search?q=Amanda%20M%20Brouwer
https://www.emerald.com/insight/search?q=Katie%20E.%20Mosack
https://www.emerald.com/insight/publication/issn/0034-6659
https://doi.org/10.1108/NFS-06-2014-0055
https://www.emerald.com/insight/search?q=Dayu%20Cao
https://www.emerald.com/insight/search?q=Yan%20Zheng
https://www.emerald.com/insight/search?q=Gucheng%20Li
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-02-2023-0162
https://www.emerald.com/insight/search?q=Thomas%20%20Waweru%20Gakobo
https://www.emerald.com/insight/search?q=Mlenga%20G.%20Jere
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-10-2015-0344
https://doi.org/10.3389/fsufs.2021.680777
https://www.emerald.com/insight/search?q=Yamna%20Khan
https://www.emerald.com/insight/search?q=Irfan%20Hameed
https://www.emerald.com/insight/search?q=Umair%20Akram
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-07-2022-0564
https://doi.org/10.1108/BFJ-07-2022-0564
https://www.emerald.com/insight/search?q=Haiyan%20Huo
https://www.emerald.com/insight/search?q=Fauziah%20Sh.%20Ahmad
https://www.emerald.com/insight/search?q=Bryan%20Teoh
https://www.emerald.com/insight/publication/issn/1747-3616
https://doi.org/10.1108/YC-04-2023-1721
https://www.emerald.com/insight/search?q=Hung%E2%80%90Yi%20Lu
https://www.emerald.com/insight/search?q=Hsin%E2%80%90Ya%20Hou
https://www.emerald.com/insight/search?q=Tzong%E2%80%90Horng%20Dzwo
https://www.emerald.com/insight/search?q=Yi%E2%80%90Chen%20Wu
https://www.emerald.com/insight/search?q=James%20E.%20Andrews
https://www.emerald.com/insight/search?q=Shao%E2%80%90Ting%20Weng
https://www.emerald.com/insight/search?q=Mei%E2%80%90Chun%20Lin
https://www.emerald.com/insight/search?q=Jun%E2%80%90Ying%20Lu
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/00070701011074318
https://www.emerald.com/insight/search?q=Mohammad%20Iranmanesh
https://www.emerald.com/insight/search?q=Maryam%20Mirzaei
https://www.emerald.com/insight/search?q=Seyed%20Mehrshad%20Parvin%20Hosseini
https://www.emerald.com/insight/search?q=Suhaiza%20Zailani
https://www.emerald.com/insight/publication/issn/1759-0833
https://doi.org/10.1108/JIMA-03-2018-0049
https://www.emerald.com/insight/search?q=Yong%20Hion%20Lim
https://www.emerald.com/insight/search?q=Suddin%20Lada
https://www.emerald.com/insight/search?q=Rahat%20Ullah
https://www.emerald.com/insight/search?q=Azaze-Azizi%20Abdul%20Adis
https://www.emerald.com/insight/publication/issn/1759-0833
https://www.emerald.com/insight/publication/issn/1759-0833
https://doi.org/10.1108/JIMA-06-2020-0172
https://www.emerald.com/insight/search?q=Luis%20Miguel
https://www.emerald.com/insight/search?q=Susana%20Marques
https://www.emerald.com/insight/search?q=Ana%20Patricia%20Duarte
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-11-2021-1208
https://www.emerald.com/insight/search?q=Manita%20Matharu
https://www.emerald.com/insight/search?q=Neha%20Gupta
https://www.emerald.com/insight/search?q=Vikas%20Swarnakar
https://www.emerald.com/insight/publication/issn/1757-4323
https://doi.org/10.1108/APJBA-07-2021-0303
https://doi.org/10.1108/APJBA-07-2021-0303
https://doi.org/10.22271/maths.2023.v8.i5sa.1160
https://jtropag.kau.in/index.php/ojs2/article/view/1058
https://www.emerald.com/insight/search?q=Vinicius%20Antonio%20Machado%20Nardi
https://www.emerald.com/insight/search?q=William%20Carvalho%20Jardim
https://www.emerald.com/insight/search?q=Wagner%20Ladeira
https://www.emerald.com/insight/search?q=Fernando%20Santini
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-08-2018-0504
https://www.emerald.com/insight/search?q=M.%20Rizwana
https://www.emerald.com/insight/search?q=Padmalini%20Singh
https://www.emerald.com/insight/search?q=N.%20Ahalya
https://www.emerald.com/insight/search?q=T.%20Mohanasundaram
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-05-2021-0593
https://www.emerald.com/insight/search?q=Jan%20Mei%20Soon
https://www.emerald.com/insight/search?q=Carol%20A.%20Wallace
https://www.emerald.com/insight/publication/issn/0034-6659
https://doi.org/10.1108/NFS-06-2017-0122
https://www.emerald.com/insight/search?q=Joseph%20Kee-Ming%20Sia
https://www.emerald.com/insight/search?q=Jie%20Min%20Ho
https://www.emerald.com/insight/search?q=Ivy%20S.H.%20Hii
https://www.emerald.com/insight/publication/issn/2514-9792
https://doi.org/10.1108/JHTI-10-2022-0483
https://www.emerald.com/insight/search?q=Dmytro%20Serebrennikov
https://www.emerald.com/insight/search?q=Zein%20Kallas
https://www.emerald.com/insight/search?q=Fiona%20Thorne
https://www.emerald.com/insight/search?q=Selene%20Ivette%20Ornelas%20Herrera
https://www.emerald.com/insight/search?q=Sin%C3%A9ad%20N.%20McCarthy
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-04-2023-0305
https://doi.org/10.1016/j.jretconser.2023.103598
https://www.emerald.com/insight/search?q=Hiram%20Ting
https://www.emerald.com/insight/search?q=Ernest%20Cyril%20de%20Run
https://www.emerald.com/insight/search?q=Jun-Hwa%20Cheah
https://www.emerald.com/insight/search?q=Francis%20Chuah
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-12-2015-0492
https://www.emerald.com/insight/search?q=Abhinand%20Thaivalappil
https://www.emerald.com/insight/search?q=Andrew%20Papadopoulos
https://www.emerald.com/insight/search?q=Ian%20Young
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-07-2019-0483


G. Jaison Sagayanathan & D. P. Sudhagar / IRJEMS, 4(3), 210-217, 2025 

 

217 

[38] U. Sangeetha, D. Mounika, G. Sireesha (2022) ‘Assessment of millets consumption among young females (18-23 YEARS) in Tirupati, Journal of 
Pharmaceutical Negative Results, Vol.13, No.7.  

[39] Wen, H., Pookulangara, S. and Josiam, B.M. (2022) ‘A comprehensive examination of consumers' intentions to use food delivery apps,’ British Food 

Journal, Vol. 124, No. 5, pp. 1737-1754. https://doi.org/10.1108/BFJ-06-2021-0655. 

 

https://www.emerald.com/insight/search?q=Han%20Wen
https://www.emerald.com/insight/search?q=Sanjukta%20Pookulangara
https://www.emerald.com/insight/search?q=Bharath%20M.%20Josiam
https://www.emerald.com/insight/publication/issn/0007-070X
https://www.emerald.com/insight/publication/issn/0007-070X
https://doi.org/10.1108/BFJ-06-2021-0655

