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Abstract: The number of pet owners in Malaysia has increased rapidly in recent years, leading 
to significant growth in the pet industry. This industry encompasses pet food, accessories, 
healthcare products, grooming services, and more, and is widely regarded by economists as 
one of the most resilient and sustainable sectors globally. This study aims to examine the 
relationship between attitude, subjective norms, perceived behavioural control, and 
attachment, in relation to the behavioural intention to purchase pet accessories among pet 
owners in Malaysia. The research employs an extended version of the Theory of Planned 
Behaviour (TPB) to provide a more comprehensive understanding of these factors. A survey 
method was adopted, with data collected from 400 consumers who purchase pet accessories 
for their pets. The findings indicate that all four factors—attitude, subjective norms, perceived 
behavioural control, and attachment—significantly influence the behavioural intention of pet 
owners. This study is among the few that applies the extended TPB model to the context of 
pet accessory consumption, contributing valuable insights to both academic research and 
industry practitioners. 
 
Keywords: Pet accessories, Behavioural intention, Attitude, Subjective norms, Perceived 
behavioural control. 
 
1. Introduction 
 

Pet ownership is becoming very popular among people today, and it has become vital 
to understand its effects on consumers’ purchase behaviour (Yahui et al., 2024). Many people 
consider pets as family members, as they play a significant role in the lives of pet owners 
(Yibing et al., 2022). Pets can be a source of entertainment and provide psychological support 
to their owners. In addition, many people realise the physical, medical, and psychological 
benefits of owning a pet; for instance, pets are good for human health, companionship, 
socialisation, and can increase physical activity (Rosario et al., 2023). In addition, research on 
human-animal interactions has revealed that companionship with pets provides multiple 
benefits to humans (Apaolaza et al., 2022). Pets are not limited to only cats and dogs, but 
these two are the most commonly owned worldwide. Rakuten Insight performed a survey in 
January 2022, which showed that around 53% of Malaysians own pets  Statista Research 
Department [STATISTA], 2022). This high rate of pet ownerships has led to a significant 
demand for pet products. Most pet owners nowadays are willing to spend on their pets to 
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provide them with a comfortable and healthy life. Another statistic showed that people tend 
to spend up to MYR200 per month on pet products (STATISTA, 2022). Pet products include 
pet food, pet accessories, pet healthcare, pet grooming services, and others.  
 

Lan et al. (2024) exerted that consumer spending on pet products is on the rise; 
however, research into pet owners' purchasing behaviours remains limited. The existing 
literature predominantly focuses on pet food, overlooking other categories such as 
accessories, healthcare, and grooming products. Notably, there is a scarcity of studies 
examining pet accessories, particularly within the Malaysian context. Furthermore, many 
prior investigations into pet-related product and service consumption have employed 
qualitative methodologies or lacked rigorous scientific evidence (Apaolaza et al., 2022; 
Brockman et al., 2008; Mosteller, 2008), with some exceptions (Chen et al., 2012). 

 
Purchasing pet products differs significantly from buying other types of consumer 

goods. Accordingly, this empirical study focuses specifically on pet accessories, a growing 
segment within the broader pet product market. Pet accessories encompass a wide range of 
items, including collars, identification tags, toys, clothing, hats, bedding, cages, and more. 
Recent trends have contributed to the expansion of the pet accessories industry; for example, 
dressing pets in traditional attire such as Baju Melayu during Aidilfitri celebration or 
accessorising pets with hats and spectacles for photographs. 

 
Despite these developments, not all pet owners are inclined to purchase accessories for 

their pets. Given that more than half of Malaysians are pet owners, it is essential to examine 
the factors influencing their behavioural intentions towards buying pet accessories. Scholars 
emphasise that understanding consumer behaviour is critical for effective marketing, such as 
enhancing product-customer communication (Alpeza et al., 2023) and aligning a company's 
sustainable strategic goals with consumer needs (Hosta & Žabkar, 2016). In this regard, 
further investigation into pet owners’ purchasing behaviour related to pet products and 
services is considered important (Lee & Yi, 2015). Generally, previous studies on pets focused 
more on food & healthcare (Boya et al., 2012), veterinary services (Gates et al., 2019; 
Brockman et al., 2008), and pet care (Charmaraman et al., 2022). Moreover, most empirical 
research on consumer behaviour about pets has been conducted within the Western context 
(Apaolaza et al., 2022). Therefore, it is crucial to conduct an empirical study on consumer 
behaviour towards pet accessories in Malaysia. 

 
To understand pet owners’ behaviour, this research adopted a modified Theory of 

Planned Behaviour (TPB) model. Although the Theory of Planned Behaviour is a widely used 
model and relatively successful in predicting intention and behaviour in various research, it is 
still open for further extension with additional predictors (Mei et al., 2018; Armitage & 
Conner, 2001). A modification of the TPB model by path alteration and the addition of new 
constructs according to the research context would provide intensification in understanding 
the theory as well as enhancing the predictive power of intention and behaviour (Perugini & 
Bagozzi, 2001). Therefore, the research aims to investigate the relationship between attitude, 
subjective norm, perceived behavioural control, and attachment towards the behavioural 
intention of pet accessories among Malaysian pet owners.  
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2. Literature Review 
 
2.1 Theory of Planned Behaviour 
 

As this study is about the behaviour intention of pet owners towards pet accessories, 
the Theory of Planned Behaviour (TPB) model will be used. TPB is a further development of 
the Theory of Reasoned Action (TRA) which is the belief that people typically act rationally 
(Icek, 1985). TPB was developed to forecast actions in which people have only partial 
voluntary control (Shaw, 2016). Ajzen (2012) believes that an individual's behavioural 
intention is determined by their attitudes, subjective norms, and perceived behavioural 
control. When a person has favourable attitudes towards a certain behaviour, they have more 
supportive subjective norms of engaging in that behaviour, as well as better perceived 
behavioural control over it and a higher intention to engage in that behaviour (Mei-Fang, 
2007). The TPB is also commonly used to analyse customer attitudes and behavioural 
intentions (Konstantoulaki et al., 2022).  
 

In addition, TPB has been used in several studies to understand the behaviour of pet 
owners, further supporting its relevance in this research context. For instance, Pedrinelli et 
al. (2024) applied TPB to examine factors influencing pet owners' purchase intention towards 
pet food. Similarly, Mei et al. (2018) used the TPB framework to explore feeding behaviours 
among cat caregivers in Malaysia. These studies demonstrate the robustness and flexibility of 
TPB in predicting behaviour within the pet care domain. This study includes all variables, with 
attachment as an additional variable as part of the extended TPB. Table 1 presents the 
definitions of all variables in the research. 

 
Table 1. Definition of Variables 

 

Variable Definition 

Behaviour Intention 
The motivation, or effort, of an individual to perform a behaviour that 
determines whether or not the behaviour is performed. 

Attitude 
The degree to which a person has a positive or negative opinion or perception 
of the behaviour. 

Subjective Norm Cultural pressure on an individual to do a specific behaviour. 

Perceived Behavioural 
Control 

A person's perception of the ease or difficulty of carrying out the desired 
behaviour. 

Attachment 
The innate ability to form intimate and loving bonds with others, and it plays an 
important role in childhood and later in life. 

 

 

2.2 Behaviour Intention 
 

The study uses TPB to investigate the dependent variable, which is behaviour intention. 
According to Ajzen (2020), behaviour intention is the motivation, or effort, of an individual to 
perform a behaviour that determines whether or not the behaviour is performed. Besides, 
behaviour intention can also be defined as the tendency of a consumer to act in a particular 
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way towards products or services. Behaviour intentions indicate a person's likely behaviour 
shortly concerning purchasing goods or services. Post-purchase behavioural intentions are 
commonly used to assess consumers' possibility to repurchase after purchase, as they are 
relatively accurate for predicting customer future behaviour (Suhartanto, 2019). According to 
Yoon and Uysal (2005), behaviour intention includes not only the intention to buy but also 
observable behaviours such as the intention to recommend and the intention to repurchase 
even if the price increases (Yoon & Uysal, 2005). In this study, the focus is on pet accessories. 
Some pet accessories may be expensive, but people are still willing to buy them for their pets. 
 
2.2 Attitude 
 

Attitude is the main variable of TPB. The TPB proposed that attitudes have a direct 
impact on behaviour intention (Siqueira et al., 2022). Attitudes refer to the degree to which 
a person has a positive or negative opinion or perception of the behaviour (Ajzen & Fishbein, 
2000). According to the expectancy-value model, attitude towards an action is defined by the 
whole set of available behaviour intentions relating the behaviour to various outcomes and 
other features. In general, the more positive the attitude and subjective about behaviour, as 
well as the higher the perceived behavioural control, the stronger an individual's intention to 
perform the under-consideration activity (Syed Shah Alam & Nazura Mohamed Sayuti, 2011).  
 

Consequently, attitude is defined as a function of belief that causes individuals to make 
a specific action (Rezaei et al., 2016). Behavioural beliefs are considered to cause a positive 
or negative attitude towards the behaviour when combined. In particular, the positive or 
negative intensity of each anticipated result or experience adds to the overall attitude in 
direct relation to the perceived probability that the activity will result in the expected 
outcome or experience (Ajzen, 2020). As a result, if people have a positive attitude towards 
pets, they will have a behaviour intention towards pet accessories. It is believed that attitude 
is positively related to behaviour intention towards pet accessories. Thus, it is hypothesised 
that: 
 
H1: Attitude is positively related to the behaviour intention towards pet accessories products. 
 
2.3 Subjective Norm 
 

The subjective norm is the second component in the TPB model (Peng et al., 2014). 
Subjective norms can be defined as the cultural pressure on an individual to do a specific 
behaviour (Yadav & Pathak, 2017). The literature indicates a significant correlation between 
subjective norms and people's intentions (Hrubes et al., 2001). The underlying claim regarding 
the impact of subjective norms is that people's intentions are not solely determined by their 
own will but also by the opinions of others whom they respect (Ajzen, 2012). This means that 
people intend to do something not only based on their own opinions but may also consider 
other people's opinions.  
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People would be more likely to express the behaviour in question if there are social 
expectations that they should. On the other hand, if social norms state that people should not 
exhibit the behaviour, then they are less likely to do so (Syed Shah Alam & Nazura Mohamed 
Sayuti, 2011). According to a study on pet accessories behaviour intentions, some pet owners 
plan to purchase items for their animals to satisfy the expectations of others (Ridgway et al., 
2008). As an example, people are following the trend of dressing their pets on festive days, 
leading them to buy clothes for their pets to celebrate the day. A previous study stated that 
subjective norms have a positive effect on influencing consumer intention (Redi et al., 2021). 
It is believed that subjective norms are positively related to the behaviour intention of pet 
owners towards pet accessories. Thus, it is hypothesised that: 
H2: Subjective norm is positively related to the behaviour intention towards pet accessories 
products. 
 
2.4 Perceived Behavioural Control 
 

Perceived behavioural control is one of the variables in the TPB model. Perceived 
behavioural control was added to the Theory of Reasoned Action (TRA) framework to express 
a person's perceptions of control over the implementation of a focal behaviour (Kidwell & 
Jewell, 2003). Perceived behavioural control is described as a person's perception of the ease 
or difficulty of carrying out the desired behaviour. The concept of TPB is concerned with the 
amount of effort required for an individual to perform a behaviour under specific conditions 
(Ajzen & Fishbein, 2000). An important factor in determining a person's intentions and actual 
behaviour outcomes is whether or not they feel competent and confident enough to carry 
out the desired behaviour. This is comparable to the conviction that one is capable of 
overcoming obstacles and difficulties. In this study, the more control an individual feels about 
making a pet accessories purchase, the more likely he or she is to do so. Thus, based on 
previous studies, the following hypothesis is presented. 
 
H3: Perceived behavioural control is positively related to the behavioural intention towards 
pet accessories products. 
 
2.5 Attachment 
  

Attachment is a biologically driven behavioural system that is necessary for survival 
(Bosmans et al., 2020). It refers to the innate ability to form intimate and loving bonds with 
others and plays an important role in childhood and later in life (Hawkins et al., 2017). 
Attachment can also be defined as the emotional bond formed over time between a caregiver 
and a caretaker (Kanat-Maymon et al., 2016). Attachment is not limited to bonds between 
people, it can also exist between humans and their pets. Furthermore, most studies on the 
human-pet relationship and attachment theory critically examined and discussed the level 
and type of attachment that exists between pet owners and their pets (Honeycutt, 2018). 
Ethological research and animal studies have had a significant influence on human 
attachment research (Bretherton, 1985). 
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Other than fostering an attachment between humans and pets, pets also can help 
people form human attachment relationships (Hawkins et al., 2017). Not only that, the 
attachment between humans and pets offers many advantages. There is significant evidence 
that pet ownership and attachment to pets improve human psychological, emotional, and 
physiological health. These include lower risks of depression, improved quality of life, a 
greater sense of well-being, reduced psychological and physical distress, and less feeling of 
loneliness (Marsa-Sambola et al., 2017). These must be the reasons why pet ownership 
increases year after year around the world. People nowadays treat their pets as family 
members, which explains their willingness to spend more money on them. The willingness 
could be due to the owner's attachment to their pet. Attachment can be one of the factors 
influencing the behavioural intention of pet owners. As stated in a previous study, attachment 
is positively related to the purchase intention of pet owners towards pet products (Hsiao-
Chun et al., n.d.). Thus, based on previous studies, the following hypothesis is presented. 
 
H4: Attachment is positively related to the behaviour intention towards pet accessories 
products. 
 
3. Conceptual Framework 
  

The proposed model in Figure 1 shows four independent variables and one dependent 
variable. The independent variables are attitude, subjective norm, perceived behavioural 
control, and attachment. Meanwhile, the dependent variable is behaviour intention. 

 
Figure 1. Conceptual Framework 
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4. Research Methodology 
 

This research adopted a cross-sectional study involving data collection from hundreds 
of individuals (pet owners) using a survey questionnaire at the same period of time (Xiaofeng 
& Zhenshun, 2020). A survey questionnaire was developed to understand the factors 
influencing the behavioural intention of pet owners towards pet accessories. The survey 
questionnaire was developed using Google Forms, and the link was distributed to 
respondents for data collection through online platforms, such as sharing links on social 
media.  
 

Convenience sampling was chosen for the methodology, but with some pre-defined 
criteria. The selection of participants in convenience sampling is primarily driven by the 
researcher's convenience and accessibility to the participants (Hossan et al., 2023). However, 
a few filter questions were included in the questionnaire to ensure that only respondents who 
meet the criteria are selected. The filter question "Do you have any pets?" was incorporated 
in this section to confirm that all respondents who participated own pets. The data of 
respondents who do not own a pet will not be used. There is also a question asking about the 
type of pet that the respondent has, as well as whether the respondent owns pet accessories 
or not. 

 
The questionnaire consists of two sections. The first section discusses the respondents' 

demographics, including questions about gender, age, and occupation. The second section 
includes questions pertaining to each variable, encompassing both dependent and 
independent variables. There are four items for attitude, four items for subjective norms, four 
items for perceived behavioural control, five items for attachment, and four items for the 
dependent variable, behavioural intention. As for the measurement items, this research has 
adopted and adapted measures from past studies. The scale for attitude was adapted from  
Mei-Fang (2007) and  Ching-Hua and Hartmann (2021). The measures for subjective norms 
were adapted from Hamid et al. (2022). The measures for perceived behaviour control and 
behavioural intention were adapted from Mei-Fang (2007). The scales for attachments were 
adapted from Hawkins et al. (2017). Responses to the question in the second section will be 
on a Likert scale from 1 to 5. Number 1 indicates strong disagreement with the statement 
while number 5 indicates strong agreement. 

 
As this study was conducted in Malaysia with a population of over 30 million people, 

the appropriate sample size that should be utilised according to the table by Krejcie and 
Morgan (1970) is 384. As a result, 400 respondents became the sample size for this study 
since 400 pet owners responded to the survey. The target population for this survey is 
Malaysians, and the sampling unit consists of Malaysians who own pets. The reason why pet 
owners in Malaysia were selected as study respondents is because of the high number of pet 
owners in the country. According to the Consumer Report Malaysia 2023, more than half of 
Malaysians own pets. This contributes to huge opportunities for the pet industry.  
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5. Data Analysis 
 
5.1 Treatment of Missing Data  

  
The questionnaire was distributed using Google Forms, and all questions were 

required to be answered. Respondents had to complete all questions before submitting the 
form. Approximately 400 valid questionnaires were collected. Using the SPSS data 
frequencies command, the data revealed that all variables had no missing values. Hence, all 
data were used to describe the demographics and characteristics of the respondents. Among 
the respondents, approximately 82.3% were female and 17.8% were male. Most of the survey 
respondents were within the age group of below 25 years old, constituting 52% of the total 
respondents. The second largest group was the 26 to 35 years old, representing 33.5% of the 
respondents. The age group of 36 to 45 years old showed a much lower percentage of 9.3%, 
while the lowest percentage, 5.3%, was for respondents aged 45 years old and above. In terms 
of occupation, around 39.8% of respondents were full-time students. The second-largest 
category in this survey is respondents who worked in the private sector, accounting for 32.3% 
of the respondents. Next, 11.8% of the respondents were public sector workers, while the last 
16.3% of respondents were unemployed. The majority of respondents (82.8%) owned pet 
accessories, while the remaining 17.3% did not.  

 
Before the analysis for the hypothesis was conducted, the normality of the distribution 

was investigated. According to Kline (2005), the skewness must range from +3 to -3, and the 
kurtosis must be less than 10 for a normal distribution. The analysis of all the data revealed 
that the distribution was normal. A reliability test was run on the dataset to ensure that all 
survey items were valid. The results of the reliability testing showed that Cronbach’s Alpha 
for all variables was above 0.7, as suggested by Nunnally (1978). Podsakoff et al. (2003) 
exerted that common method bias could potentially influence the findings of behavioural 
research studies due to gathering cross-sectional data from a single respondent using the 
same questionnaire set. Thus, researchers are recommended to run Harman’s single-factor 
test to ensure that there is no common method bias problem in this study. The largest factor 
accounted for 47.160% of the variance, which is less than the 50% cut-off value suggested by 
Podsakoff et al. (2003). Based on this result, this study concludes that there is no issue of 
common method bias in the data. 
 
5.2 Assessment of PLS-SEM Model Path 

  
The collected data were then analysed using SmartPLS 4.0, an analysis tool appropriate 

to the test model (Hair et al., 2018). The analysis involves a two-step approach, where the 
first stage is to determine the measurement model to ensure the constructs’ reliability and 
validity, and the second stage is structural measurement via bootstrapping to test the 
hypotheses. SmartPLS is well-suited for exploratory research and theory development, as it 
enables researchers to build and refine models in emerging fields using predictive techniques 
(Hair et al., 2019). Moreover, it offers advanced analysis capabilities that provide deeper 
insights into the underlying mechanisms and conditional relationships among variables (Jun-
Hwa et al., 2024). Given that this study extends the Theory of Planned Behaviour (TPB) by 
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incorporating an additional construct (attachment), SmartPLS supports the simultaneous 
estimation of measurement and structural models efficiently. It has strong predictive 
orientation and ability to manage complex models with multiple constructs and indicators 
further justify its application in this research (Hair & Alamer, 2022). 
 
5.3 Assessment Measurement Model 
 

The assessment of the measurement model determines whether the factor loading, 
convergent, and discriminant validity fall within the recommended thresholds. Table 2 shows 
that all the items have high loadings on their constructs (above 0.7), as suggested by Hair et 
al. (2017). This indicates that most of the items are well-defined and consistent with their 
constructs. Next, convergent validity was observed through composite reliability (CR) and 
average variance extracted (AVE). Table 2 also tabulates the values, with CR being over 0.70 
and AVE higher than 0.50, which meets the recommended thresholds suggested by Hair et al. 
(2017).  

 
Table 2: Measurement Model 

Constructs  Items  Loading Composite 
Reliability (CR) 

Average Variance 
Extracted (AVE) 

Attitude ATT1 0.830 0.949 0.824 

 ATT2 0.824   

 ATT3 0.786   

 ATT4 0.839   

Subjective Norms SN1 0.828 0.911 0.720 

 SN2 0.882   

 SN3 0.851   

 SN4 0.831   

Perceived 
Behavioural 
Control PCB1 0.825 

0.903 0.700 

 PCB2 0.855   

 PCB3 0.890   

 PCB4 0.772   

Attachment ATTC1 0.809 0.942 0.767 

 ATTC2 0.898   

 ATTC3 0.912   

 ATTC4 0.915   

 ATTC5 0.839   

Behavioural 
Intention BHV1 0.781 

0.888 0.665 

 BHV2 0.855   

 BHV3 0.802   

 BHV4 0.824   

 
 The final step in the evaluation of the measurement model results was to evaluate 
discriminant validity using the Heterotrait-Monotrait (HTMT) ratio, which should be below 
0.90 (Henseler et al., 2015). Table 3 shows that discriminant validity exists, with all values 
below the recommended threshold.  
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Table 3: Discriminant Validity (HTMT Criterion) 

 Attachment Attitude 
Behavioural 

Intention 

Perceived 
Behavioural 

Control 
Subjective 

Norm 

Attachment      

Attitude 0.412     

Behavioural 
Intention 0.417 0.691    

Perceived 
Behavioural 
Control 0.541 0.734 0.682   

Subjective Norm 0.117 0.434 0.490 0.405  

 
5.3.1 Assessment of Structural Model  

 
The key criteria for assessing the structural model in PLS-SEM include lateral collinearity 

(VIF), the significance of the path coefficient, the level of the R2 value, and the effect of the f2 

size. Table 4 presents the values for all the assessments involved. As recommended by Hair 
et al. (2017), the VIF values are below 5, indicating the absence of multicollinearity among the 
predictor variables.  
 

The R² value (coefficient of determination) indicates how well the independent variables 
explain the variance in the dependent variable. In this study, the R² value of 0.472 suggests 
that 47.2% of the variance in behavioural intention is explained by attitude, subjective norms, 
perceived behavioural control, and attachment. Next, Hair et al. (2017) recommended 
assessing the R2 values, where an R2 value of 0.26 is considered substantial, 0.13 is moderate, 
and 0.02 is weak.  

 
Regarding the effect size f2, according to Cohen (1988), the values of 0.02, 0.15, and 0.35 

represent small, medium, and large effects of the exogenous latent variable, respectively. The 
f² value reflects the individual contribution of each independent variable to the R² value of 
the dependent variable. Although small, these effect sizes confirm that each variable 
meaningfully contributes to predicting behavioural intention, validating the relevance of the 
extended TPB model used in this study. The R² and f2 values are shown in Table 4.  
 

Table 4: Assessment of Structural Model 
 

Relationship VIF R2 f2 Effect Size 

Attitude ➜ Behavioural Intention 1.885 0.472 
 

0.107 Small 

P. Behavioural Control ➜ Behavioural 
Intention 

2.014 0.065 Small 

Subjective Norms ➜ Behavioural 
Intention 

1.221 0.053 Small 

Attachment ➜ Behavioural Intention 1.304 0.016 Small 
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5.3.2 Hypothesis Testing  
  
The significant path of the proposed hypotheses was tested using the bootstrapping 

method with 5000 subsamples, and the results are presented in Table 5. This research focuses 
on the factors influencing behavioural intention towards pet products. Direct hypothesis 
testing indicates that all hypotheses are supported. Specifically, H1 demonstrates that the 
relationship between attitude and behavioural intention is significant (β=0.327, t=4.280, 
p=0.000), indicating that an attitude significantly influences behavioural intention towards 
pet products. H2 shows that the relationship between subjective norms and behavioural 
intention is significant (β=0.185, t=4.150, p=0.000), suggesting that social pressures and 
expectations play a crucial role in shaping behavioural intention towards these products. H3 
reveals that perceived behavioural control is significantly related to behavioural intention 
(β=0.262, t=3.58, p=0.000), highlighting that individuals perceive their ability to purchase pet 
products impacts their intention to buy them. Lastly, H4 indicates that the relationship 
between attachment and behavioural intention is significant (β=0.104, t=2.409, p=0.016), 
suggesting that emotional bonds and attachments influence individuals' intentions to 
purchase pet accessories products. 
 

Table 5: Direct Hypothesis Testing & Decision 
 

  Std. Beta Std. Error T statistics P values Decision 

H1 Attitude -> 
Behavioural 
Intention 

0.327 0.076 4.280 0.000 Supported 

H2 Subjective Norms -> 
Behavioural 
Intention 

0.185 0.044 4.150 0.000 Supported 

H3 P. Behavioural 
Control -> 
Behavioural 
Intention 

0.262 0.073 3.582 0.000 Supported 

H4 Attachment-> 
Behavioural 
Intention 

0.104 0.043 2.409 0.016 Supported 

 
6. Discussion 

 
This study utilised Partial Least Squares Structural Equation Modelling (PLS-SEM) via 

SmartPLS 4.0 to examine the factors influencing behavioural intention towards pet 
accessories in Malaysia. The analysis followed a two-step approach. First, it assessed the 
measurement model to ensure reliability and validity; second, it evaluated the structural 
model to determine the explanatory power and the significance of path relationships. The 
results, based on 400 respondents, indicate that the measurement model demonstrates 
strong reliability and validity, while the structural model exhibits moderate explanatory 
power with significant path coefficients. Specifically, attitude, subjective norms, perceived 
behavioural control, and attachment were found to significantly influence behavioural 
intention in the context of pet accessories in Malaysia. These findings provide robust support 
for the proposed factors affecting Malaysian pet owners' behavioural intentions towards pet 
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accessories products. Moreover, the results align with previous studies that have identified 
attitude, subjective norms, and perceived behavioural control as significant predictors of 
behavioural intention in various contexts (Seo et al., 2015; Sheng-Hsiung et al., 2018; Kaie-
Chin, 2016; Jun & Arendt, 2016; Vivek Verma & Bibhas Chandra, 2018; Sánchez et al., 2018). 
Additionally, the influence of attachment on behavioural intention corroborates finding of 
prior study (Hsiao-Chun et al., n.d.). 
 
7. Conclusion 
 

It can be concluded that this research has achieved its objectives in analysing the factors 
influencing behavioural intention towards pet accessories. The results of this study showed 
that attitude, subjective norm, perceived behavioural control, and attachment positively 
influence the behavioural intention of pet owners towards pet accessories products. The 
independent variables for the extended TPB model include attitude, subjective norm, 
perceived behavioural control, and attachment. Managerially, this study has revealed that all 
the variables namely attitude, subjective norm, perceived behavioural control, and 
attachment influence the behavioural intention of pet owners regarding pet products, 
focusing on pet accessories. As a result, the companies involve in manufacturing and 
marketing of pet accessories can consider the importance of understanding the consumer 
behaviour particularly the attitude of pet owners, their subjective norms, perceived 
behavioural control and attachment towards their pet to attract their willingness to purchase 
pet accessories. 
 
7.1 Limitation and Future Research Recommendations 
 

The first limitation is that this research was conducted in Malaysia, hence, it cannot be 
generalised to other countries. In addition, this study is a cross-sectional study, which only 
analyses data from a population at one particular point in time (Xiaofeng & Zhenshun, 2020). 
Some recommendations can be considered for similar studies in the future. First, the 
researcher can conduct similar research in other countries and target specific groups of 
respondents, for instance, young pet owners. In addition, future research can adopt a 
longitudinal study to explore new outcomes resulting from any potential changes over time. 
Other than that, qualitative studies via focus groups or interviews can be considered as 
another method for data collection that may offer new insights. 
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