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PREFACE 

 

The title of this final year project is “Purchase Intention towards Plant-based Food 

in Malaysia”. The prime purpose of this study is to identify the factors influencing 

consumers’ purchasing intention towards plant-based food in Malaysia. Thus, this 

study examines the relationship between independent variables (Consumers’ 

Knowledge, Attitude, Subjective Norms, Perceived Behavioural Control, 

Environmental Concerns, Health Consciousness) and the dependent variable 

(Purchase Intention towards Plant-based Food in Malaysia). Henceforth, I hope this 

research project could provide a clear and concise understanding of consumers’ 

intention to buy plant-based foods in Malaysia. 
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ABSTRACT 

 

With the notable surge in food consumption issues such as food safety, 

environmental, and health concerns, consumers have shifted towards sustainable 

food consumption. Thus, the demand for plant-based food has surge gradually, 

especially in Malaysia. The main objective of this study is to identify the factors 

influencing the purchasing intention towards plant-based food in Malaysia. The 

extended Theory of Planned Behaviour (TPB) will be used in this study, including 

variables such as consumers’ knowledge, attitude, subjective norms, perceived 

behavioural control, environmental concerns, and health consciousness. The 

findings of this study indicate that attitude, environmental concerns, and health 

consciousness have a significant relationship with the purchase intention towards 

plant-based food in Malaysia. Consumers’ knowledge, subjective norms, and 

perceived behavioural control had no significant relationship with purchase 

intention towards plant-based food in Malaysia. Hence, the findings from this study 

would be helpful for the government and business practitioners in improving 

consumers’ understanding and intent to purchase plant-based food in Malaysia. 
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CHAPTER 1: RESEARCH OVERVIEW 
 

 

1.0 Introduction 
 

This research is regarding the purchase intention towards plant-based food in 

Malaysia. The study is conducted to identify the factors that influence consumers’ 

purchasing intention towards plant-based food in Malaysia. In this chapter, a brief 

discussion regarding the research background, problem, objectives, questions, and 

the significance of the study will be outlined. 

 

 

1.1 Research Background 
 

By 2030, the United Nations (UN) announced that the world population was 

estimated to reach almost nine billion people (United Nations, 2021a). As the 

population growth surges, the global food demand is also rising gradually (United 

Nations, 2021b). Consumers have begun to be aware of the underlying issues 

regarding food consumption, namely food safety (Christoph et al., 2008; Ortega and 

Tschirley, 2017). Thus, consumers are shifting towards an emerging food 

consumption trend – sustainable food consumption.  

 

The trend of sustainable food consumption has led to demand for plant-based food 

products to surge worldwide (Grasso, Alonso-Miravalles & O’Mahony, 2020). The 

global market size for plant-based foods were 14 billion dollars in 2021, and 

expected to exceed 20 billion dollars by 2026 (Business Wire, 2022). The growing 

demand for plant-based foods has caused much major food and beverage (F&B) 

industry players to generate the production of various animal-based substitutes, 

namely plant-based meats, plant-based eggs, and plant-based dairy products.  

 

Zooming into the plant-based food market in the Asia Pacific Region (APAC), the 

plant-based food market in this region has formed a robust foundation (Durai, 2021). 

According to Global Coffee Report (2021), Asia has contributed significantly to 
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worldwide plant-based food sales which were more than 20 per cent. The APAC is 

the world’s largest market for plant-based milk products (Global Coffee Report, 

2021). According to Global News Wire (2021), China and South Korea 

significantly contributed to the APAC plant-based market. Many consumers in 

these countries shifted to purchasing plant-based food products because they 

perceived overconsumption of conventional foods as the main factor behind deadly 

diseases (Durai 2021). Malaysia is one of the Asian countries that have a gradual 

growth in the plant-based food market. The Malaysian plant-based protein market 

was approximately 72 million USD in 2020 and was expected to rise to 250 million 

USD by 2070 (Consumerintel, 2022). Therefore, the demand for plant-based foods 

in Malaysia has caused the country to catch up with Singapore and Hong Kong in 

becoming a pioneer location to offer plant-based foods (Hashem, 2021). 

 

Plant-based food has made a significant appearance in the worldwide Food and 

Beverage (F&B) industry, especially in Malaysia. There exists a demand for plant-

based food due to its capability in satisfying consumers in terms of health and the 

environment. It is essential to understand plant-based food purchasing behaviour in 

Malaysia as the benefits may become one of the drivers of plant-based food 

purchasing intention among the consumers in Malaysia. 

 

 

1.2 Research Problem 
 

In Malaysia, the interest consumers develop toward plant-based foods is growing 

gradually. Malaysia is a country that is growing in population. The population in 

2020 was approximately 33 million (Department of Statistics Malaysia, 2021a). The 

population growth in Malaysia has caused a surge in the middle-class income group 

– the M40 group (Mirage News, 2021). The Department of Statistics Malaysia 

(2020) recorded that the M40 group has covered almost 38 per cent of the household 

income. The growth in the M40 group has driven changes in their food consumption 

habits, whereby they seek more alternatives (Food and Agriculture Organization, 

2017; Dion et al., 2020). Furthermore, the surge in demand for plant-based food is 

driven by the emergence of the flexitarian diet. Herbalife Nutrition discovered that 

almost half of the Malaysian consumers have amended their diet, and almost 50 per 
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cent of them consume a lesser number of meat-based products (Murugesan, 2021). 

Thus, supermarkets have responded to the growing interest by importing a range of 

plant-based food products. Moreover, local plant-based food companies have 

emerged in Malaysia, offering plant-based foods that align with the local taste 

preferences.  

 

Green gastronomy has a growing acceptance among consumers in Malaysia. 

Consumers are aware of the environmental and health impacts associated with 

plant-based food (Teo & Kong, 2021). However, plant-based food consumers in 

Malaysia are still comparably low. Euromonitor International (2021) discovered 

that the total meat substitutes volume in Malaysia was nearly 95 tonnes, which was 

lower than in South Korea, Japan and China. Poultry meat remained the highest 

percentage in consumption, whereby the per capita consumption was almost 50kg 

per year (Department of Statistics Malaysia, 2021b). Thus, plant-based food 

purchasing requires a stronger motivation from consumers in Malaysia. According 

to literature, there is an insufficiency in plant-based food purchasing and 

consumption behaviour due to factors such as poor taste, and perceived expenses 

(Balch et al., 1997; Cohen et al., 1998; Cox et al., 1998; Stubenitsky and Mela, 2000; 

Lea et al., 2005). Since plant-based food purchasing behaviour is still new in 

Malaysia, it is essential to examine the factors that influence consumers' intention 

to purchase plant-based food. 

 

Figure 1.1: Total Volume of Meat Substitutes by Country in 2020 

 

 

Source: Euromonitor International 
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1.3 Research Objectives 
 

 

1.3.1 General Objective 
 

The general objective of this research is to identify the factors influencing 

the purchasing intention towards plant-based food in Malaysia.  

 

 

1.3.2 Specific Objectives: 
 

1. To examine the relationship between consumers’ knowledge and 

purchase intention towards plant-based food in Malaysia. 

2. To examine the relationship between subjective norms and purchase 

intention towards plant-based food in Malaysia. 

3. To examine the relationship between perceived behavioural control 

and purchase intention towards plant-based food in Malaysia. 

4. To examine the relationship between environmental concerns and 

purchase intention towards plant-based food in Malaysia. 

5. To examine the relationship between health consciousness and 

purchase intention towards plant-based food in Malaysia. 

 

 

1.4 Research Questions 
 

 

1.4.1 Specific Questions 
 

1. Is there any relationship between consumers’ knowledge and 

purchase intention towards plant-based food in Malaysia? 

2. Is there any relationship between attitude and purchase intention 

towards plant-based food in Malaysia? 

3. Is there any relationship between subjective norms and purchase 

intention towards plant-based food in Malaysia? 
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4. Is there any relationship between perceived behavioural control and 

purchase intention towards plant-based food in Malaysia? 

5. Is there any relationship between environmental concerns and 

purchase intention towards plant-based food in Malaysia? 

6. Is there any relationship between health consciousness and purchase 

intention towards plant-based food in Malaysia? 

 

 

1.5 Significance of Study 
 

The aim of this study is to explore factors that influence consumers’ plant-based 

food purchasing intention in Malaysia. This study would be helpful for Malaysia to 

expand its plant-based food sector. The Malaysian government plays a crucial role 

to encourage plant-based food purchases in Malaysia. The framework of this study 

can help the government improve the awareness regarding the importance of buying 

plant-based foods. Especially towards the environment, the government can launch 

campaigns to increase awareness about the dangers of intensive farming (Mousel & 

Tang, 2016). Moreover, this study can assist the government in encouraging 

businesses to increase the visibility of plant-based food by offering subsidies (Lin 

& Huang, 2012). The government can provide subsidies to farmers in Malaysia, 

similarly to the government in Denmark, which offered financial aid for organic 

farmers (Fibiger Nørfelt, 2000).  

 

Furthermore, this study would also be helpful for business practitioners in the food 

and beverage (F&B) industry. The study could assist business practitioners in 

forming an insight into plant-based food purchasing behaviour in Malaysia. The 

framework and findings could help businesses grasp information on consumers’ 

perception of plant-based food and the motivators behind their intention to purchase 

plant-based foods. This study can help marketers to identify relevant marketing 

strategies to attract consumers to buy plant-based food in Malaysia. Thus, the 

strategies developed can attract and retain more plant-based food consumers in 

Malaysia (Rana & Paul, 2017).  
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Since plant-based food purchasing intention is not commonly studied, this study 

can help future researchers to grasp plant-based food purchasing behaviour among 

consumers in Malaysia. The framework can help future researchers to understand 

the underlying factors that influence consumers’ intention to buy plant-based food. 

Future researchers can refer to the research methods adopted in this study to support 

or amend the reliability of variables from this study. Thus, this study can serve as a 

reference for future researchers who intend to conduct relevant research. 

 

 

1.6 Chapter Layout 
 

 

1.6.1 Chapter 1: Research Overview 
 

This chapter focuses on the research background, problem statement, 

research objectives, research questions, the significance of the study, as well 

as the layout of the chapter.  

 

 

1.6.2 Chapter 2: Literature Review 
 

This chapter focuses on the underlying theories, review of variables, 

proposed theoretical framework, and the hypotheses development.   

 

 

1.6.3 Chapter 3: Methodology 
 

This chapter encompasses the research design, sampling design, data 

collection methods, proposed data analysis, research instruments, and 

construct measurement. 
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1.6.4 Chapter 4: Data Analysis 
 

This chapter presents the descriptive analysis, scale measurement, and 

inferential analysis.  

 

 

1.6.5 Chapter 5: Discussion, Conclusion and Implications 
 

This chapter mainly focuses on presenting a summary of the study, the 

discussions of major findings, implications and limitations of this study, as 

well as recommendations for future research.  

 

 

1.7 Conclusion 
 

To conclude, the chapter provided an overview of the research study, and outlined 

the problem statement. The research objectives, questions, research hypothesis has 

been established in relation to the study, and significance of the study were outlined. 

In the subsequent chapter, the literature review and review of relevant theory will 

be discussed, as well as the development of the research model. Lastly, the 

hypothesis development will be outlined.  
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CHAPTER 2: LITERATURE REVIEW 
 

 

2.0 Introduction 
 

In this chapter, two significant relationships were investigated to have an insight 

into consumers’ purchase intention towards plant-based food in Malaysia. This 

chapter focused on discussing relevant variables, and the theoretical framework 

interconnected with previous studies. An extended Theory of Planned Behaviour 

(TPB) model was applied to examine the influence of consumers’ knowledge, 

attitude, subjective norms, perceived behavioural control, environmental concerns 

and health consciousness towards consumers intention to purchase plant-based food 

in Malaysia. Henceforth, this chapter consisted of the underlying theories of this 

study, review of the variables, proposed theoretical framework, as well as 

hypotheses development. 

 

 

2.1 Underlying Theory 
 

 

2.1.1 Theory of Planned Behaviour 
 

Figure 2.1: Theory of Planned Behaviour 

 

 

 

 

 

 

 

Adapted from: Ajzen, I. (1991). The theory of planned behavior. 

Organizational behavior and human decision processes, 50(2), 179-211. 
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The Theory of Planned Behaviour (TPB) was introduced by Icek Ajzen, 

whereby he proposed that a human being’s intention typically influences 

their actions (Ajzen, 1991). The TPB model remained one of the prominent 

conceptual frameworks in making predictions on an individual’s intention 

to carry out a behaviour (Olsen, Sijtsema & Hall, 2010; Bagozzi, 

Baumgartner & Yi, 1989). The TPB model grasps individuals’ behaviour 

based on their intentions (Kushwah, Dhir & Sagar, 2019). Thus, three 

elements influence an individual’s intention to take part in a behaviour, 

which are attitude, subjective norms, and perceived behavioural control 

(Ajzen, 2002).  

 

The Theory of Planned Behaviour (TPB) model has been applied in 

numerous studies due to its reliability in predicting an individual’s 

behaviour. A study by Robinson and Smith (2002) showed that purchase 

intention toward sustainably-produced foods was influenced by attitudes, 

subjective norms, and perceived behavioural control. Conversely, several 

studies have developed an extended TPB model as the original model was 

not sufficient to predict an individual’s behaviour effectively. Asif et al 

(2018) added two independent variables into the TPB model in their study, 

which were health consciousness and environmental concerns, as well as a 

mediator, consumers’ awareness. Thus, the extended TPB model helped 

researchers to improve their understanding on consumers’ intention to buy 

organic foods (Asif et al., 2018). Henceforth, an extended TPB model was 

chosen for this study to examine consumers’ purchase intention towards 

plant-based food in Malaysia through variables namely consumers’ 

knowledge, attitude, subjective norms, perceived behavioural control, 

environmental concerns, and health consciousness. 
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2.2 Review of Variables 
 

 

2.2.1 Purchase Intention towards Plant-based food in 

Malaysia 
 

According to Fishbein and Ajzen (1975), purchase intention is the 

dependent variable that signifies a consumer’s final intention in their actual 

buying behaviour. Moreover, Wang and Yang (2008) defined purchase 

intention as a consumer’s decision to act towards a behaviour if it is 

according to a product. Ajzen (1991) explained intention as the level of the 

extent to which a consumer is willing to take part in a behaviour. According 

to Park (2002), the researcher believed that purchase intention leans more 

toward what a consumer perceived they would purchase. Wu and Teng 

(2011) described purchase intention as part of a consumer’s plan in buying 

a product in the near future. Thus, consumers who display an intention to 

purchase a product tend to show a higher degree to make actual purchases 

(Brown, Pope & Voges, 2003; Francis et al., 2012). Henceforth, purchase 

intentions may be affected by variables presented in the study, particularly 

consumers’ knowledge, attitude, subjective norms, perceived behavioural 

control, environmental concerns, and health consciousness. 

 

 

2.2.2 Consumers’ Knowledge 
 

Knowledge refers to a consumer’s judgement of a product (Cho et al., 2013). 

According to Aurier and Ngobo (1999), consumer knowledge consists of 

two aspects – familiarity and product knowledge. Familiarity is an 

accumulated experience a consumer faces, especially in consumption. 

Product knowledge is a consumer’s memory of the information regarding a 

product (Aurier & Ngobo, 1999). Consumers with higher knowledge of a 

product would display a significant concern compared to those lacking 

knowledge. An increased number of concerns would lead consumers to have 

a higher preference for the attributes of the product, especially when making 
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purchases (Kim & Damhorst, 1998). Knowledge is one of the crucial drivers 

that affect consumers’ attitudes towards sustainable purchasing behaviour 

(McEachern & Warnaby, 2008; Cho et al., 2013). Henceforth, consumers’ 

knowledge is one of the aspects that are highly crucial as it helps shape 

consumers in terms of their attitudes and behaviour, especially in the context 

of sustainable consumption (Bator & Cialdini, 2000).    

 

 

2.2.3 Attitude 
 

Attitude refers to the level to which an individual possesses a favourable or 

unfavourable assessment of the behaviour in question (Ajzen, 1991). 

Moreover, individuals’ likeliness to perform a behaviour is according to 

their evaluation of whether or not the behaviour is likeable (Leonard, 

Graham & Bonacum, 2004). Greaves, Zibarras and Stride (2013) described 

attitude towards a behaviour as an individual’s evaluation towards 

behaviour based on their beliefs and considering whether or not the 

behaviour will lead to a favourable outcome (Ajzen, 1991; Ramayah, Lee & 

Mohamad, 2010). Thus, an individual that acquires this attitude tends to do 

evaluations based on considerations (Liñán & Chen, 2009). Cheng and Tung 

(2014) mentioned that individuals develop a mental emotion from the 

evaluation done towards a behaviour. Thus, a positive evaluation of the 

behaviour will lead to a positive intention to perform the behaviour (Cheng 

& Tung, 2014). 

 

 

2.2.4 Subjective Norms 
 

Subjective norms are a form of perceived social pressure developed when 

carrying out a behaviour (Ajzen, 1991; Maher & Mady, 2010). Subjective 

norms involve a person's approach based on perceptions from other 

individuals (Ajzen & Fishbein, 1980). The perceptions are based on 

society's perceptions of what an individual should or should not do. 

Furthermore, Fishbein and Ajzen (1977) described subjective norms as an 
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individual’s viewpoint on the likeliness a group would approve or 

disapprove of a behaviour. Thus, one may be in a situation where they are 

influenced by whether or not to perform a behaviour (Ajzen, 2015; Arvola 

et al., 2008). Thus, subjective norms are associated with the influence of 

pressure faced by an individual to give in to a behaviour (Ajzen, 1991; 

O’Neal, 2007). Hence, subjective norms disclose how an individual is 

viewed in the eyes of society, especially when performing a behaviour. 

 

 

2.2.5 Perceived Behavioural Control 
 

According to Ajzen (1991), perceived behavioural control is an individual’s 

perception of their capabilities to perform a behaviour. Perceived 

behavioural control considers the level of difficulty an individual would face 

when performing a behaviour (Ajzen, 1985). An individual’s willingness to 

perform a behaviour relies on previous experiences and the potential 

obstacles. Thus, perceived behavioural control is presumed to consider the 

drivers that may ease or hinder an individual in performing a behaviour 

(Satyapriya et al., 2019). Besides, perceived behavioural control is the 

degree of an individual’s perception of the availability of opportunities and 

resources such as money, time, etc (Ajzen, 1991). Thus, perceived 

behavioural control pays attention to assessing the resources needed to 

perform a behaviour and evaluating whether or not an individual possesses 

these resources (Ajzen, 1988). An individual may have a lower intention to 

perform a behaviour due to the lack of resources and opportunities (Zhou et 

al., 2013).  

 

 

2.2.6 Environmental Concerns 
 

Environmental concerns refer to an individual’s degree of awareness of 

environmental problems, thus taking part in resolving these problems 

(Dunlap & Jones, 2002). Environmental concern among an individual has a 

connection to their values and beliefs (Schultz, 2000; Stern, Dietz & Kalof, 
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1993). Thus, environmental concerns are a crucial aspect of consumers’ 

attitudes concerning the environment (Yadav & Pathak, 2016). Studies 

showed that individuals who possess environmental concerns could 

drastically affect their drive to amend behavioural practices to mitigate the 

issues (Baldassare & Katz, 1992; SGuin, Pelletier & Hunsley, 1998). Hence, 

environmental concern is known as an individual’s attitude towards 

consumption that aims to protect the environment, namely sustainable 

consumption (De Canio, Martinelli & Endrighi, 2021). 

 

 

2.2.7 Health Consciousness 
 

Health consciousness is the level of health-related concerns individuals have 

in their daily activities (Jayanti and Burns, 1998). Health-conscious 

individuals tend to make positive impacts on their health (Gould, 1990; 

Schifferstein & Ophuis, 1998; Lee et al., 2014). Wardle and Steptoe (2003) 

noted that health-conscious individuals acknowledge their way of living in 

terms of their health. Moreover, health consciousness is the knowledge 

consumers acquire and the extent they understand the requirements 

regarding health (Hsu, Chang & Lin, 2016). According to Herzlinger (2006), 

there are four stages under health consciousness – attention toward one’s 

health, perception of health-deteriorating foods, the thirst in learning health-

related information, and the willingness to enhance their health by 

consuming healthy products. Thus, consumers that focus on sustainability 

and wellness tend to be attentive to their health (Gould, 1988; Divine & 

Lepisto, 2005; Baudry et al., 2017). Thus, consumers that are wellness-

orientated tend to seek products that could be health-beneficial. (Kraft and 

Goodell, 1993). 

 

 

 

 

 

 



Purchase Intention towards Plant-based Food in Malaysia 

Page 14 of 119 

 

2.3 Research Model 
 

Figure 2.2: Research Model 

 

 

Source: Self developed for this study 

 

 

2.4 Hypotheses Development 
 

 

2.4.1 Consumers’ Knowledge 
 

Bettman and Park (1980) mentioned that consumer knowledge is the prime 

aspect that affects a consumer’s intention to purchase a product. Knowledge 

enables consumers to understand the differences between the qualities of 

food products (Gracia Royo & de-Magistris, 2007). Thus, knowledge allows 

consumers to form perceptions of the quality of a product they seek. Hence, 

consumers that have more knowledge of a product would have a higher 

intention to purchase the product. 
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Hence, the hypothesis was drawn: 

H01: There is no relationship between consumers’ knowledge and purchase 

intention towards plant-based food in Malaysia. 

Ha1: There is relationship between consumers’ knowledge and purchase 

intention towards plant-based food in Malaysia. 

 

 

2.4.2 Attitude 

 

Attitude forms an intention among individuals to purchase a product 

(Fishbein & Ajzen, 1977). This fact was supported by Kotchen and Reiling 

(2000), whereby attitude leads to an individual's intention to buy a product. 

Attitude is one of the drivers to estimate consumers’ intention to purchase 

sustainable products (Tsen et al., 2006). Thus, sustainable consumption 

comes from a positive attitude toward plant-based foods, and vice versa. 

 

Hence, the hypothesis was formulated: 

H02: There is no relationship between attitude and purchase intention 

towards plant-based food in Malaysia. 

Ha2: There is relationship between attitude and purchase intention towards 

plant-based food in Malaysia. 

 

 

2.4.3 Subjective Norms 

 

According to Ham, Jeger and Frajman Ivković (2015), subjective norms 

influence consumers’ intention to purchase green-related foods. Moreover, 

Tarkiainen and Sundqvist (2005) proved that subjective norms have 

significantly influenced consumers to purchase organic foods. Henceforth, 

subjective norms can be affected by the expectations shown by others 

regarding a behaviour and the motivation to follow with these expectations 

(Boobalan, Nachimuthu & Sivakumaran, 2021; Canova, Bobbio & 

Manganelli, 2020; Zerbini, Vergura & Latusi, 2019). 
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Therefore, the hypothesis was proposed: 

H03: There is no relationship between subjective norms and purchase 

intention towards plant-based food in Malaysia. 

Ha3: There is relationship between subjective norms and purchase intention 

towards plant-based food in Malaysia. 

 

 

2.4.4 Perceived Behavioural Control 
 

According to Kim and Chung (2011), perceived behavioural control showed 

a positive influence on a consumer’s intention to purchase green personal 

care products. Perceived behavioural control assesses an individual’s ability 

to control themselves from carrying out a behaviour. Furthermore, 

consumers’ intention to purchase green foods is due to perceived 

behavioural control (Ham, Jeger and Frajman Ivković, 2015; Maichum, 

Parichatnon & Peng, 2016). Thus, perceived behavioural control is a good 

predictor of intentions (Armitage and Connor, 2001). 

 

Henceforth, it was hypothesized that: 

H04: There is no relationship between perceived behavioural control and 

purchase intention towards plant-based food in Malaysia. 

Ha4: There is relationship between perceived behavioural control and 

purchase intention towards plant-based food in Malaysia. 

 

 

2.4.5 Environmental Concerns 

 

The level of concern towards the environment is a dominant estimator of 

green-related purchasing behaviour (Arbuthnot & Lingg, 1975; Kallgren & 

Wood, 1986; Simmons & Widmar, 1990; Kerr, 1990; Ellen, Wiener & 

Cobb-Walgren, 1991; Ottman, 1992; Schlossberg, 1992; Chan, 1996). 

Consumers with strong environmental concerns tend to have a stronger 

attitude toward the environment, thus paying a premium price for 

sustainable products (Albayrak et al., 2013; Lockie et al., 2002; Suki & Suki, 
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2019). Maichum, Parichatnon and Peng (2016) found that an individual’s 

concern for the environment significantly impacts their intention to 

purchase green products. Henceforth, environmental concerns are a 

predominant element in any food-related behaviour. 

 

Thus, the hypothesis was drawn: 

H05: There is no relationship between environmental concerns and purchase 

intention towards plant-based food in Malaysia. 

Ha5: There is relationship between environmental concerns and purchase 

intention towards plant-based food in Malaysia. 

 

 

2.4.6 Health Consciousness 
 

Past studies applied health consciousness to examine sustainable food 

purchasing intention. Health consciousness significantly impacts 

consumers' intention to purchase organic products (De-Magistris & Gracia, 

2008; Ludviga, Ozolina & Afonina, 2012; Zagata, 2012). Consumers that 

are health conscious tend to purchase sustainably-produced foods (Shin & 

Mattila, 2019). Health consciousness also impacts consumers’ attitudes 

towards plant-based foods (Lea et al., 2006). Thus, health-conscious 

consumers intend to purchase healthy foods and simultaneously reduce their 

conventional foods consumption (Gineikiene, Kiudyte & Degutis, 2017). 

 

Therefore, it was hypothesized that: 

H06: There is no relationship between health consciousness and purchase 

intention towards plant-based food in Malaysia. 

Ha6: There is relationship between health consciousness and purchase 

intention towards plant-based food in Malaysia. 
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2.5 Conclusion 
 

The chapter included the review of literature on the factors influencing purchase 

intention towards plant-based food in Malaysia. Moreover, this chapter also 

explained the theoretical model applied, as well as the proposed conceptual 

framework which was developed from the research questions objectives. Lastly, 

this chapter described the hypotheses development. The next chapter will outline 

the methodology for this study. 
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CHAPTER 3: METHODOLOGY 
 

 

3.0 Introduction 
 

This chapter consisted of the research and sampling design, data collection methods, 

and the data analysis tools proposed in the study. Therefore, this study was 

conducted to provide a clear understanding of how the independent variables in this 

study can influence consumers’ purchase intention towards plant-based food in 

Malaysia. 

 

 

3.1 Research Design 
 

Research design is a framework to conduct a research proposal (Durrheim, 2006). 

The framework of the research design must be designed clearly. Furthermore, a 

research design is an arrangement of requirements for data collection and data 

analysis purposes (Logasakthi & Rajagopal, 2013). In this study, quantitative 

research will be employed as the research design. 

 

 

3.1.1 Quantitative Research 
 

Quantitative research pays attention to the data collection and analysis 

process to present the data in a numerical manner (Goertzen, 2017). 

Moreover, quantitative research describes a phenomenon by collecting data 

numerically and performing a data analysis through mathematical methods 

(Aliaga & Gunderson, 2002). Quantitative research was employed in this 

study to present the results in a tabulated manner, thus increasing the 

efficiency in understanding which independent variables significantly 

impacts consumers’ purchasing intention towards plant-based food in 

Malaysia. 
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3.1.1.1 Descriptive Research 

 

According to Salaria (2012), descriptive research considers the 

characteristics of an individual and the overall sample. Descriptive research 

helps to view a phenomenon clearly, which facilitates the data collection 

method (Saunders, Lewis & Thornhill, 2009). For this study, descriptive 

research was applied to describe the demographic of the people living in 

Malaysia.  

 

 

3.2 Data Collection Method 
 

In this study, the method used for data collection was primary data. Thus, primary 

data was employed to proceed to the process of data entry and data analysis. 

 

 

3.2.1 Primary Data 
 

Primary data is the original data accumulated for a specific goal in a study 

(Hox & Boeije, 2005). In this study, primary data were collected through 

electronic-based questionnaires, which are time and cost-efficient. The 

questionnaire link was circulated in January 2022 through social media 

platforms, namely Facebook, Instagram, WhatsApp, and Telegram. 

Henceforth, the primary data collection enabled the researcher to recognize 

the factors influencing consumers’ purchase intention toward plant-based 

food in Malaysia. 

 

 

3.3 Sampling Design 
 

According to Saunders, Lewis and Thornhill (2009), sampling is a process where a 

sample is selected from a population in a study. Moreover, sampling forms 

generalized judgements through identifying the measurements of a subset in a 

population design related to the relevant arrangement (Zikmund et al., 2010). In this 
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study, the sampling design process comprises of defining the target respondents, 

identifying the sampling technique, and determining the sampling size. 

 

 

3.3.1 Target Respondents 
 

The target respondents in this study were consumers residing in Malaysia 

who were 18 years old and above. According to Chan (2001), the suitable 

consumer age for green-related studies is 18 years old and above because 

the topic is difficult to grasp among minors due to decision-making 

complications. Moreover, the target respondents for this study were 

consumers that heard of plant-based food, which was a qualifying question 

of the study. Hence, this group are suitable for this study as they could 

provide accurate information regarding their plant-based food purchasing 

intentions. 

 

 

3.3.2 Sampling Technique 
 

The sampling technique helps in selecting a sample from a population 

(Saunders, Lewis & Thornhill, 2009). In this study, a non-probability 

sampling method of snowball sampling was employed. Castillo (2009) 

defined non-probability sampling as a method where samples are collected 

where the respondents in a population do not have an equal chance of being 

chosen. Snowball sampling is a method where the initially sampled 

respondents will refer to others that have a form of interest in the research 

topic (Johnson, 2014). Moreover, snowball sampling allows the researcher 

to locate a population that is hidden (Etikan, Alkassim & Abubakar, 2016). 

Thus, respondents were requested to forward the questionnaire link to 

interested participants, especially outside the Klang Valley region.   
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3.3.3 Sample Size 
 

Roscoe (1975) put forward a criterion, whereby the most fitting sample size 

should be above 30 and below 500 respondents. If the size has gone up to 

more than 500 respondents, the Type II error may occur (Sekaran & Bougie, 

2016). For this study, a total of 320 respondents completed the questionnaire. 

However, the data were screened through the qualifying question and 

checked for ambiguous responses, which resulted in 227 valid responses. 

 

 

3.4 Research Instruments 
 

According to Collis and Hussey (2013), a questionnaire contains a set of questions 

were chosen through a testing process, whereby valid responses are obtained. In 

this study, electronic-based questionnaires were disseminated to respondents to 

collect primary data on the factors that influence consumers’ purchase intention 

towards plant-based food in Malaysia.  

 

 

3.4.1 Questionnaire Design 
 

The design of questionnaire is crucial as it helps to meet the requirement of 

accuracy in a study (Zikmund et al., 2013). The questionnaire employed in 

this study was the self-administrative questionnaire. Moreover, the 

questionnaires were in English and Bahasa Malaysia as researcher wants the 

respondents to answer the questionnaire based on the language they are most 

confident. The questionnaire was divided into four sections – Section A 

(demographic information), Section B (general information about 

respondents), Section C (factors that influence consumers’ purchase 

intention towards plant-based food in Malaysia), and Section D (purchase 

intention towards plant-based food in Malaysia). The items from Section C 

to Section D were in the form of a five-point Likert Scale that ranged from 

1 (strongly disagree) to 5 (strongly agree). 
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The first page of the electronic questionnaire consisted of an introduction 

regarding the research title. The next page contained the Personal Data 

Protection Act to requires consent from respondents before they answered 

the questionnaire. Section A of the questionnaire comprised four 

demographic-related questions, which were gender, age, highest educational 

attainment, and current state of residence. Demographic questions were 

asked to help the researcher to understand the respondents. Section B 

encompassed four questions, which were respondents’ diet, awareness of 

plant-based food, and plant-based food purchasing experience. The question 

regarding plant-based food awareness was the qualifying question for this 

study, which helped the researcher collect respondents that met the 

requirement of this study. Section C contained statements related to the 

independent variables of this study, namely consumers’ knowledge, attitude, 

subjective norms, perceived behavioural control, environmental concerns, 

and health consciousness. Section C assessed how the independent variables 

influence consumers’ plant-based food purchasing intention. Section D 

consisted of statements relating to the dependent variable in this study, 

which was the purchase intention towards plant-based food in Malaysia. 

Thus, this section helped the researcher examine the respondents’ intention 

to purchase plant-based food. 

 

 

3.4.2 Pre-Test 
 

A pre-test is a phase in capturing the possible effectiveness of the 

questionnaire (Reynolds & Diamantopoulos, 1993). Before distributing the 

questionnaire to a larger sample, a pre-test was conducted to encounter any 

potential errors in the questionnaire. Thus, the draft was pre-tested on nine 

plant-based food product consumers. From there, feedback was collected, 

such as unclear and lengthy sentences, as well as suggestions to improve the 

layout of the electronic-based questionnaire. Based on the feedback, the 

questionnaire was revised, which was then used to conduct a pilot test. 
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3.4.3 Pilot Test 
 

A pilot test was conducted to determine the internal consistency of the 

instruments in the questionnaire (Chua, 2012). A total of 37 sets of 

questionnaires were distributed to the public, and 30 sets were valid. A 

Cronbach’s alpha (α) test was conducted to determine the internal 

consistency of the items in the questionnaire. According to Taherdoost 

(2018), the reliability of the pilot test should be 0.60 and above. Hence, the 

results of the reliability test were presented in Table 3.1. 

 

Table 3.1: Reliability Test Result 

Source: Developed for the research 

 

 

3.5 Construct Measurement 
 

The construct measurement describes the type of scale measurement applied in this 

study. The scale measurement is distinguished based on the relationship that is 

formed between the constructs that possess scale values that varies.  

 

 

 

 

Variable Cronbach's Alpha (α) Number of Items 

Purchase Intention 0.923 5 

Consumers’ Knowledge 0.886 5 

Attitude 0.904 5 

Subjective Norms 0.935 5 

Perceived Behavioural Control 0.701 5 

Environmental Concerns 0.830 5 

Health Consciousness 0.854 5 
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3.5.1 Scale Measurement 
 

A scale measurement is a process in identifying the statistical analysis in 

terms of its reliability and validity. Thus, this study involved a questionnaire 

that contained four major sections, which were Section A, Section B, 

Section C and Section D. Hence, these sections included the nominal scale, 

ordinal scale, and interval scale. The self-administered questionnaire 

contained items that aim to address the hypotheses involved in this study. 

Therefore, the scale measurements allowed the researcher to measure each 

of the items in terms of their consistency.   

 

 

3.5.1.1 Nominal Scale 

 

A nominal scale is a scale where variables are labelled without any 

quantitative value and does not consist of a ranking purpose (Hair, Page & 

Brunsveld, 2007). In this study, Section A and Section B employed the 

nominal scale. In Section A, the nominal scale was used on questions such 

as the respondents’ gender, as well as their current state of residence. As for 

Section B, the nominal scale was used on questions namely “How would 

you describe your diet? You may select more than one option”, “Have you 

heard of plant-based food?”, “Do you have any experience buying plant-

based food?”, “Why do you buy plant-based food? You may select more than 

one option”, and “Why do you not buy plant-based food? You may select 

more than one option”.  

 

 

3.5.1.2 Ordinal Scale 

 

According to Chua (2012), an ordinal scale incorporates a ranking order for 

data to be presented sequentially. Henceforth, the ordinal scale was 

employed on several questions in Section A. To justify, the scale was used 

to measure the respondents’ age and their highest educational attainment. 
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3.5.1.3 Interval Scale 

 

An interval scale incorporates the concept of equality of interval (Saunders, 

Lewis & Thornhill, 2009). In this study, the interval scale applied the five-

point Likert Scale that ranges from 1 to 5. The five-point Likert scale was 

employed in Section C and Section D. The items in Section C were to 

measure consumers’ knowledge, attitude, subjective norms, perceived 

behavioural control, environmental scale, and health consciousness. As for 

Section D, items to measure the purchase intention towards plant-based food 

in Malaysia were listed.  

 

 

3.5.2 Origin of Construct 
 

Table 3.2 represented the scale development applied in the study.  

 

Table 3.2: Origin of Construct 

Variables Items Authors (α) 

Purchase Intention 5 

Tarkiainen & Sundqvist, 2005 0.812 

Asif et al., 2018 0.811 

Pham et al., 2019 0.813 

Paul et al., 2016 0.908 

Consumers’ 

Knowledge 5 

Kang, Liu & Kim, 2013 0.91 

Tuu & Olsen, 2012 0.85 

Attitude 5 

Asif et al., 2018 0.873 

Matthes & Wonneberger, 2014 0.84 

Mostafa, 2007 0.932 

Subjective Norms 5 

Tarkiainen & Sundqvist, 2005 0.925 

Arvola et al., 2008 0.77 

Asif et al., 2018 0.823 

Perceived 

Behavioural Control 
5 

Chen & Peng, 2012 0.782 

Chen, 2007 0.79 
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Wang et al., 2013 0.946 

Asif et al., 2018 0.713 

Environmental 

Concerns 
5 

Voon, Ngui & Agrawal, 2011 0.964 

Maichum, Parichatnon & Peng, 2016 0.892 

Lindeman & Väänänen, 2000 0.91 

Health 

Consciousness 
5 

Tarkiainen & Sundqvist, 2005 

Voon, Ngui & Agrawal, 2011 

0.811 

0.964 

Schifferstein & Ophuis, 1998 0.97 

 

 

3.6 Data Processing 
 

 

3.6.1 Data Checking 
 

Data checking played a continuous role in this study. This is to ensure the 

accuracy of the data analysis process for this study. The questionnaires were 

developed through Google Forms and distributed online. After the 

completion of the data collection process, the raw data in Google Forms 

were transformed into an excel sheet. In this study, the data checking 

process was feasible, especially in assessing the completeness of 

questionnaires answered by the respondents. Hence, the raw data collected 

went through a screening process to identify respondent and non-respondent 

errors formed. 

 

 

3.6.2 Data Editing 
 

Data editing is the subsequent measure after data checking. Editing involves 

inspecting the data for constancy, omissions, and clarity (Zikmund et al., 

2013). After the data collection, the researcher had to adjust some data, 

especially on contradictory information. For instance, the researcher 

identified a conflicting response, particularly in a question regarding 
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consumers’ experience with plant-based food purchases. The respondent 

answered in the “others” column stating they do not have plant-based food 

purchasing experience because some do not taste good. However, this 

answer was already in one of the five options displayed. Thus, the researcher 

done some data editing for this response because there was a high chance 

the respondent oversaw the option when answering the questionnaire. 

 

 

3.6.3 Data Coding  
 

Data coding involves allocating numerical symbols to the data edited in 

prior. A dummy variable technique was applied in Section B, particularly 

on questions regarding the respondents’ diet, as well as the reasons to 

purchase or not purchase plant-based food. For instance, the question 

regarding respondents’ diets contained various options, such as “meat eater”, 

“vegetarian”, “vegan”, “flexitarian”, and so on. Thus, the researcher 

separated the options into sub-columns on the Microsoft Excel Sheet. The 

researcher applied the dummy variable technique whereby respondents who 

answered “meat eater” were labelled as “1”, whereas the other options were 

labelled as “0”. This technique was used on the other sub-columns the excel 

sheet. 

 

 

3.6.4 Data Cleaning 
 

The last step was data cleaning. Data cleaning incorporates consistent 

checks and treatment of any responses that are missing (Malhotra & 

Peterson, 2009). Data cleaning was applied to recognize data that are out of 

range and not logically consistent. Thus, the entire data cleaning process 

was done carefully to ensure the Microsoft Excel sheet contained data that 

are accurate to produce effective findings. Henceforth, data that were not 

logically consistent and accurate during the data cleaning process were 

considered ambiguous. 
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3.7 Data Analysis 
 

Data analysis presents, compresses and assesses the data collected through utilizing 

logical and statistical techniques (Jandagh & Mantin, 2010). This study employed 

descriptive analysis, inferential analysis, and reliability analysis to analyse the data 

collected from the questionnaire. The results generated from the data analysis were 

assessed and elucidated to resolve the research problems. 

 

 

3.7.1 Descriptive Analysis 
 

Descriptive analysis is a data analysis tool that aids in summarizing a large 

set of raw data into a concise module (Saunders, Lewis & Thornhill, 2012). 

Descriptive analysis distinguishes a phenomenon based on the data 

collected to answer questions ranging from who, where, when, what, and to 

what extent (Loeb et al., 2017). Henceforth, this study employed a 

descriptive analysis to describe the trend of the respondents in terms of their 

demographic profile. 

 

 

3.7.2 Reliability Analysis 
 

Reliability is the degree to which a measure is absent in errors, and the 

results produced are internally consistent (Zikmund, 2003). The Cronbach’s 

Alpha (α) was applied to examine the internal consistency of the items in 

this study. The reliability test determines the potential problems of the data 

collection and ensures the study satisfies the reliability criteria. Based on the 

rule of thumb proposed by Nunally (1978), the item scale is deemed reliable 

when the α value is 0.70 and higher. Table 3.3 described the rule of thumb 

of the alpha coefficient range. Thus, the α value that is 0.90 and above is 

considered excellent (Hinton et al., 2004; Hair, Page & Brunsveld, 2019).  
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Table 3.3: Rule of Thumb on the Cronbach’s Alpha Coefficient Range 

Source: Hair, J. F., Page, M., & Brunsveld, N. (2019). Essentials of business 

research methods. Routledge. 

 

 

3.7.3 Inferential Analysis 
 

Inferential analysis is a tool to identify whether or not a hypothesis is 

supported (Saunders, Lewis & Thornhill, 2009). Thus, inferential analysis 

helps to generate concrete conclusions about a population based on the 

information given by the samples (Burns & Bush, 2006). Therefore, 

Pearson's Correlation Coefficient and Multiple Regression Analysis were 

employed in this study. 

 

 

3.7.3.1 Pearson Correlation Coefficient 

 

The Pearson Correlation Coefficient assesses the robustness of the linear 

relationship between two variables (Zikmund, 2003; Xu & Deng, 2017). 

Table 3.4 represented the ranges of the coefficient value. The coefficient 

value is based on a scale from -1.0 to +1.0 (Schober, Boer & Schwarte, 

2018). In this study, Pearson Correlation Coefficient was employed to 

identify the robustness of the relationship between all the variables. The 

higher the Coefficient value, the stronger the association between the 

variables in the study (Hair, Page & Brunsveld, 2019). 

 

Alpha Coefficient Range Strength of Association 

< 0.60 Poor 

0.60 – 0.70  Moderate 

0.70 – 0.80 Good 

0.80 – 0.90  Very Good 

0.90  Excellent 
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Table 3.4: Ranges of Pearson Correlation Coefficient Value 

Source: Sekaran, U., & Bougie, R. (2016). Research Methods for Business: 

A Skill Building Approach. John Wiley & Sons. 

 

 

3.7.3.2 Multiple Regression Analysis 

 

Multiple Regression Analysis grasps the relationship between numerous 

variables and a single variable (Rubinfeld, 2000). This study applied the 

multiple regression analysis to examine the association between the 

dependent variable (purchase intention towards plant-based food in 

Malaysia) to several independent variables (consumers’ knowledge, attitude, 

subjective norms, perceived behavioural control, environmental concerns, 

and health consciousness) in terms of its robustness. Additionally, the 

multiple regression analysis determined the most significant predictor of 

consumers’ purchase intention towards plant-based food in Malaysia.  

 

 

3.8 Conclusion 
 

This chapter discussed the methodology in the study. An outline of the research and 

sampling design, data collection methods, and the data analysis tools used in this 

study was done. A total of 320 sets of questionnaires were distributed, and 227 sets 

were valid. In the next chapter, the researcher will present and discuss the result of 

the statistical analysis. 

Pearson Correlation Coefficient Range Strength of Association  

±0.81 to ±1.00 Very Strong 

±0.61 to ±0.80 Strong 

±0.41 to ±0.60 Moderate 

±0.21 to ±0.40 Weak 

±0.20 Very Weak 

0 No Association 
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CHAPTER 4: DATA ANALYSIS 
 

 

4.0 Introduction 
 

According to Shamoo and Resnik (2009), data analysis utilizes statistical 

techniques in a systematically order to describe, and evaluate the data. Data analysis 

can summarize a large group of data collected. The objective of data analysis is to 

create purposeful information which can be used to develop inferences and 

conclusions. The study applied descriptive, reliability, and inferential analysis. 

 

 

4.1 Descriptive Analysis 
 

 

4.1.1 Awareness towards Plant-based Food in Malaysia 
 

A total of 320 samples were collected for this study. However, one 

respondent was excluded due to their disagreement to participate in this 

study, thus amounting to 319 samples. An analysis was conducted based on 

the qualifying question, which was to grasp consumers’ awareness of plant-

based food (Table 4.1).  

 

Table 4.1: Awareness towards Plant-based Food in Malaysia 

Source: Developed for the research 

 

  Frequency Percentage (%) 

Yes 268 84.01 

No 51 15.99 
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Table 4.1 represented the summary of the respondents’ awareness towards 

plant-based food in Malaysia. It was found that a majority of respondents 

were aware of plant-based foods, which was 84.01% of the total respondents. 

The remaining 15.99% of respondents claimed they were not aware of plant-

based foods. 

 

 

4.1.2 Respondent Demographic  
 

Out of the 319 samples, 227 samples (84.70%) were deemed valid, whereby 

51 respondents did not meet the research requirements, and 41 respondents 

were categorized as ambiguous. The first section of the questionnaire 

consisted of demographic questions. Refer to Table 4.2 for the demographic 

profile in this study.  

 

Table 4.2: Respondent Demographic Profile 

Demographic 

Profile 
Details Frequency 

Percentage 

(%) 

Gender 
Male 81 35.68 

Female 146 64.32 

Age Group 

(years old) 

18-24 108 47.58 

25-34 52 22.91 

35-44 35 15.42 

45-54 15 6.61 

55 and above 17 7.49 

Highest 

Education 

Attainment 

Secondary 14 6.17 

Pre-University / Diploma 37 16.30 

Bachelor's Degree 150 66.08 

Master's Degree/ PhD 

Degree 21 9.25 

Professional Certificate 

(ACCA, PMP, CFA, etc.) 5 2.20 
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Source: Developed for the research 

 

Table 4.2 showed the summarized statistics of the respondents based on 

their demographic characteristics. Out of the 227 respondents, 64.32% were 

females, and 35.68% were males. Most of the respondents who participated 

in this study were between 18-24 years old (47.58%). The second-largest 

group was between 25-34 years old (22.91%). The third-largest group in this 

study was between 35-44 years old (15.42%), followed by 55 years old and 

above (7.49%), and 45-54 years old (6.61%). Moreover, a majority of 

respondents in this study were Bachelor’s Degree holders, which was 

66.08%. The respondents who have an education level of pre-university or 

Diploma were the second largest group (16.30%). The third-largest group 

in this study acquired a Master’s degree or PhD (9.25%), followed by 

secondary education (6.17%), and professional certificate (2.20%). In terms 

of the respondents’ current location, most respondents were located in 

Selangor, which was 48.90%. The remaining respondents were located in 

Kuala Lumpur (21.59%), Negeri Sembilan (8.81%), Sabah (4.41%), Johor 

(3.08%), Perak (3.08%), Penang (2.64%), Kedah (2.20%), Terengganu 

Current 

residence 

 

 

 

 

 

 

 

 

 

 

 

 
 

Johor 7 3.08 

Kedah 5 2.20 

Kelantan 2 0.88 

Kuala Lumpur 49 21.59 

Malacca 1 0.44 

Negeri Sembilan 20 8.81 

Pahang 1 0.44 

Penang 6 2.64 

Perak 7 3.08 

Perlis 2 0.88 

Putrajaya 1 0.44 

Sabah 10 4.41 

Sarawak 2 0.88 

Selangor 111 48.90 

Terengganu 3 1.32 
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(1.32%), Kelantan (0.88%), Perlis (0.88%), Sarawak (0.88%), Malacca 

(0.44%), Pahang (0.44%), and Putrajaya (0.44%). 

 

 

4.1.3 General Information of the Respondents 
 

Table 4.3: Respondents’ Diet 

 
Details Frequency Percentage (%) 

Respondent's Diet 

Meat Eater 165 72.69 

Vegetarian 34 14.98 

Vegan 6 2.64 

Flexitarian 73 32.16 

Pescatarian 8 3.52 

Coeliac 4 1.76 

General Allergies 19 8.37 

Halal 3 1.32 

Others 5 2.20 

Source: Developed for the research 

 

Table 4.3 represented respondents’ diet. Most respondents were meat-eater, 

which was 72.69%. The second-largest group were flexitarians (32.16%). 

The subsequent respondents were vegetarians (14.98%), followed by 

general allergies (8.37%), pescatarians (3.52%), vegans (2.64%), “others” 

(2.20%), coeliac (1.76%) and halal diet (1.32%). 

 

Table 4.4: Purchase Experience towards Plant-based Food in Malaysia 

 

Details Frequency Percentage (%) 

Purchase 

Experience 

Yes 146 64.32 

No 81 35.68 

Source: Developed for the research 
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Table 4.4 depicted respondents’ purchase experience toward plant-based 

food in Malaysia. The majority of respondents had experience in purchasing 

plant-based food, which amounted to 64.32%. The remaining respondents 

had no purchasing experience with plant-based food, which was 35.68%. 

 

Table 4.5: Reasons to Purchase Plant-based Food in Malaysia 

Details Frequency Percentage (%) 

I like the taste better 34 23.29 

I feel better when I eat plant-based food 41 28.08 

I am intolerant/sensitive to certain foods 11 7.53 

It provides me general health benefits 84 57.53 

I feel it is better for the environment 55 37.67 

Trying something new 12 8.22 

Vegetarian Purposes 5 3.42 

Others 4 2.74 

Source: Developed for the research 

 

Table 4.5 illustrated respondents’ reasons for having a plant-based food 

purchasing experience. The majority of respondents did purchase plant-

based food because it provided them general health benefits, which was 

57.53%. The second largest group did buy plant-based food because it is 

better for the environment (37.67%). The third-largest group buy plant-

based food because they perceived they felt better when they consume it 

(28.08%). The remaining respondents have purchasing experience with 

plant-based food because they like the taste better (23.29%), they were 

trying something new (8.22%), they were intolerant or sensitive to certain 

foods (7.53%), for vegetarian purposes (3.42%), and “others” (2.74%). 
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Table 4.6: Reasons to Not Purchase Plant-based Food in Malaysia 

Details Frequency 
Percentage 

(%) 

I do not like the taste 10 12.35 

I prefer to eat the real thing 26 32.10 

I never thought about buying them 59 72.84 

I feel it is too expensive 36 44.44 

There are too many ingredients I cannot 

pronounce 
1 1.23 

Others 2 2.47 

Source: Developed for the research 

 

Table 4.6 highlighted the reasons behind respondents who did not have a 

plant-based food purchasing experience. Most of the respondents did not 

purchase plant-based food because they never thought about buying it, 

which amounted to 72.84%. The second-largest group of respondents did 

not buy plant-based food because they felt it was too expensive (44.44%). 

Moving on, some respondents did not have experience in buying plant-

based food because they prefer to eat the real thing (32.10%). The remaining 

respondents did not have purchasing experience with plant-based food 

because they dislike the taste (12.35%), “others” (2.47%), and they 

perceived there are too many ingredients they could not pronounce (1.23%). 
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4.2 Reliability Analysis 
 

 

4.2.1 Reliability Analysis 
 

Table 4.7: Reliability Analysis 

Source: Developed for the research 

 

Table 4.7 highlighted the results of the reliability analysis of this study. All 

factors in this study contained a sufficient internal reliability consistency. 

The Cronbach’s Alpha (α) showed a sufficient association in the variables, 

i.e., purchase intention contained the highest α value of 0.951, followed by 

subjective norms (α = 0.938), attitude (α = 0.924), environmental concerns 

(α = 0.888), consumers’ knowledge (α = 0.860), health consciousness (α = 

0.824), and perceived behavioural control (α = 0.728). 

 

 

 

 

 

 

 

 

Variable Cronbach's Alpha (α) Number of Items 

Purchase Intention 0.951 5 

Consumers’ Knowledge 0.860 5 

Attitude 0.924 5 

Subjective Norms 0.938 5 

Perceived Behavioural Control 0.728 5 

Environmental Concerns 0.888 5 

Health Consciousness 0.824 5 
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4.3 Inferential Analysis 
 

 

4.3.1 Pearson Correlation Coefficient 
 

Table 4.8: Correlation between Variables 

Source: Developed for the research 

 

Table 4.8 represented the correlation between the variables in this study. 

The independent variables and the dependent variable were significant at 

0.01 level, two-tailed, and were positively correlated. The strongest 

significant association (0.70 < r < 0.90) with purchase intention was 

environmental concerns (EC), with r= 0.794. The weakest significant 

association with purchase intention was consumers’ knowledge (CK), with 

r= 0.496. 

 

 

 

 

 

 

 CK ATT SN PBC EC HC PI 

CK 1       

ATT 0.590 1      

SN 0.610 0.687 1     

PBC 0.521 0.533 0.537 1    

EC 0.369 0.645 0.516 0.575 1   

HC 0.453 0.626 0.513 0.543 0.685 1  

PI 0.496 0.733 0.611 0.604 0.794 0.684 1 
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4.3.2 Multiple Regression Analysis 
 

Table 4.9: Multiple Regression Analysis 

  Multiple Regression Analysis 

Multiple R 0.859 

R Square 0.738 

Adjusted R Square 0.731 

Standard Error 0.488 

Observations 227 

Source: Developed for the research 

 

The summary of the regression output was presented in Table 4.9. The 

Adjusted R Square value was 0.731. Thus, it is indicated that 73.1% of the 

variance in purchase intention towards plant-based food in Malaysia can be 

explained by the independent variables of this study. 

 

Table 4.10: Coefficients 

  Coefficients Standard Error P-value 

Intercept -0.699 0.206 0.001 

Consumers' 

Knowledge 0.041 0.051 0.420 

Attitude 0.266 0.062 0.000 

Subjective Norms 0.076 0.050 0.131 

Perceived 

Behavioural 

Control 0.124 0.065 0.059 

Environmental 

Concerns 0.507 0.060 0.000 

Health 

Consciousness 0.153 0.069 0.029 

Source: Developed for the research 



Purchase Intention towards Plant-based Food in Malaysia 

Page 41 of 119 

 

Table 4.10 represented the coefficient results of the regression analysis. 

Firstly, “consumers’ knowledge” was not statistically significant (P-

value >0.05) towards the dependant variable, whereby the P-value was 

0.420. Therefore, hypothesis 1 was not supported. Secondly, “attitude” was 

statistically significant (P-value <0.05), with a P-value of 0.000. Hence, 

hypothesis 2 was supported. Moreover, “subjective norms” and “perceived 

behavioural control” were not statistically significant, whereby the P-values 

were 0.131 and 0.059 respectively. Thus, hypothesis 3 and hypothesis 4 

were not supported. “Environmental concerns” and “health consciousness” 

were statistically significant, with P-values of 0.000 and 0.029 respectively. 

Therefore, hypothesis 5 and hypothesis 6 were supported. Aside from that, 

the coefficient (β) indicated that “environmental concerns” were the 

strongest predictor of the dependent variable (β = 0.507). This was in line 

with one of the past studies, which indicated that environmental concerns 

had the strongest impact on an individual’s purchasing intention (Kim & 

Chung, 2011). 

 

PI = (-0.699) + 0.041CK + 0.266ATT + 0.076SN + 0.124PBC + 0.507EC + 

0.153HC 

where: 

PI = Purchase Intention towards Plant-based Food in Malaysia 

CK = Consumers’ Knowledge 

ATT = Attitude 

SN = Subjective Norms 

PBC = Perceived Behavioural Control 

EC = Environmental Concerns 

HC = Health Consciousness 
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4.4 Conclusion 
 

This chapter consisted of data analysis of the data collected from the online 

questionnaire. The findings have been confirmed from previous studies, and the 

indication of a significant and not significant relationship between the hypotheses 

was developed. The next chapter will be regarding the conclusions and implications 

of this study.
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CHAPTER 5: DISCUSSION, CONCLUSION AND 

IMPLICATIONS 
 

 

5.0 Introduction 
 

In this chapter, a summary of the statistical analysis was explained. Moreover, this 

chapter comprised a discussion regarding the major findings, implications, 

limitations, and recommendations for future research. This final chapter discussed 

how the independent variables affected consumers’ purchase intention towards 

plant-based food in Malaysia. A future conclusion was also presented to summarize 

the overall research project.  

 

 

5.1 Summary of Statistical Analysis 
 

 

5.1.1 Descriptive Analysis 
 

A total of 320 respondents have participated in this study. One respondent 

was excluded from this study. An analysis was done to examine respondents’ 

awareness towards plant-based food. Thus, most of the respondents were 

aware of plant-based food in Malaysia, which consisted of a group of 268 

respondents (84.01%). 

 

After that, the 319 samples were screened based on validity and 

unambiguity, which left 227 respondents (84.70%). Thus, majority of the 

respondents in this study were females, which was 146 respondents 

(64.32%). Moreover, respondents between 18-24 years old represented the 

largest group, which consisted of 108 respondents (47.58%). Furthermore, 

most respondents were Bachelor’s Degree holders, which was 150 

respondents (66.08%). Most of the respondents who participated in this 

study resided in Selangor, which was 111 respondents (48.90%). A majority 
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of respondents that participated in this study were meat-eaters, which 

consisted of 165 respondents (72.69%). Moreover, 146 respondents 

(64.32%) have experience in purchasing plant-based food. Of the 146 

respondents, majority of respondents purchased plant-based food because it 

provided them with general health benefits, which was 84 respondents 

(57.53%). Among the 227 respondents, the remaining 81 respondents 

(35.68%) have not experienced purchasing plant-based food. Out of the 81 

respondents, the largest group of respondents did not purchase plant-based 

food as they have never thought about buying them, which consisted of 59 

respondents, (72.84%).  

 

 

5.1.2 Reliability Analysis 

 

According to the results from the reliability analysis, all six constructs were 

acceptable in its reliability. Purchase intention had the highest Cronbach’s 

Alpha (α) value, which was 0.951.  

 

 

5.1.3 Inferential Analysis  
 

 

5.1.3.1 Pearson Correlation Coefficient 

 

The Pearson Correlation Coefficient value in this study was significant at 

the level of 0.01, two-tailed, and had a positive association. Environmental 

concerns and purchase intention contained the strongest association with a 

correlation value of 0.794. Thus, the increase in respondents’ environmental 

concerns had led to a significant increase in their purchase intention towards 

plant-based food in Malaysia.  
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5.1.3.2 Multiple Regression Analysis 

 

For the Multiple Regression Analysis in this study, the Adjusted R Square 

was 0.731. Thus, only 73.1% of the variance of purchase intention towards 

plant-based food in Malaysia could be explained consumers’ knowledge, 

attitude, subjective norms, perceived behavioural control, environmental 

concerns, and health consciousness.  

 

Furthermore, environmental concerns were the strongest predictor for 

purchase intention towards plant-based food in Malaysia (β =0.507).  

Thus, the multiple regression equation for this study was as follow: 

 

Purchase Intention towards Plant-based Food in Malaysia = (-0.699) + 0.041 

(Consumers’ Knowledge) + 0.266 (Attitude) + 0.076 (Subjective Norms) + 

0.124 (Perceived Behavioural Control) + 0.507 (Environmental Concerns) 

+ 0.153 (Health Consciousness) 

 

Based on the above equation, consumers’ knowledge had a regression 

coefficient of 0.041. Thus, purchase intention towards plant-based food in 

Malaysia would increase by 0.041 units when consumers’ knowledge 

increased by 1 unit. Attitude had a regression coefficient of 0.266. Purchase 

intention towards plant-based food in Malaysia would increase by 0.266 

units when respondents’ attitude increased by 1 unit. Subjective norms had 

a regression coefficient of 0.076. Purchase intention towards plant-based 

food in Malaysia increased by 0.076 units when respondents’ subjective 

norms increased by 1 unit. The regression coefficient of perceived 

behavioural control was 0.124, which enabled to increase consumers’ 

purchase intention towards plant-based food in Malaysia by 0.124 units 

when their perceived behavioural control increased by a unit. Respondents’ 

environmental concerns with a regression coefficient of 0.507 affected the 

respondents’ purchase intention towards plant-based food to increase 0.507 

units for each unit of environmental concerns they added up. Health 

consciousness with a 0.153 regression coefficient, indicated that purchase 
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intention towards plant-based food in Malaysia would increase by 0.153 

units when health consciousness of respondents increased by 1 unit.  

 

 

5.2 Discussion of Major Findings 
 

Table 5.1: Summary of the Result of Hypothesis Testing 

Hypothesis 
Significant 

Level 
Findings 

Ha1: There is relationship between consumers’ 

knowledge and purchase intention towards plant-

based food in Malaysia. 

Sig = 0.420 

P > 0.05 

Not 

supported 

Ha2: There is relationship between attitude and 

purchase intention towards plant-based food in 

Malaysia. 

Sig = 0.000 

P < 0.05 
Supported 

Ha3: There is relationship between subjective 

norms and purchase intention towards plant-based 

food in Malaysia. 

Sig = 0.131 

P > 0.05 

Not 

supported 

Ha4: There is relationship between perceived 

behavioural control and purchase intention 

towards plant-based food in Malaysia. 

Sig = 0.059 

P > 0.05 

Not 

supported 

Ha5: There is relationship between environmental 

concerns and purchase intention towards plant-

based food in Malaysia. 

Sig = 0.000 

P < 0.05 
Supported 

Ha6: There is relationship between health 

consciousness and purchase intention towards 

plant-based food in Malaysia. 

Sig = 0.029 

P < 0.05 
Supported 

Source: Developed for the research 
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Ha1: There is relationship between consumers’ knowledge and purchase 

intention towards plant-based food in Malaysia. 

 

There does not exist a relationship between consumers’ knowledge and purchase 

intention towards plant-based food in Malaysia. The hypothesis was tested by 

utilizing a p-value of 0.05. Based on the results, the p-value was 0.420. This result 

was contradictory to a previous study by Hill and Lynchehaun (2002), whereby 

consumers’ knowledge is a crucial factor in purchasing products. According to 

Shafiq, Raza, and Zia-ur-Rehman (2011), consumers’ knowledge is not necessarily 

an important factor, especially in the context of purchase intention. Consumers in 

Malaysia that possess knowledge regarding plant-based food do not indicate they 

will have intentions to buy plant-based food. Consumers’ knowledge is not an 

essential factor that influences their intention to purchase sustainable products 

(Liobikienė, Mandravickaitė & Bernatonienė, 2016; Wheeler, Sharp & Nenycz-

Thiel, 2013). Thus, more knowledge does not depict consumers’ purchasing ability. 

Henceforth, Ha1 of this study was not supported. 

 

 

Ha2: There is relationship between attitude and purchase intention towards 

plant-based food in Malaysia. 

 

There exists a relationship between attitude and purchase intention towards plant-

based food in Malaysia. From this study, the hypothesis was tested by applying a 

p-value of 0.05. Attitude has a p-value of 0.000. This finding was supported by a 

study conducted by Chen (2007), whereby attitude highly impacts consumers’ 

intention to buy organic food.  Moreover, Maichum, Parichatnon and Peng (2016) 

indicated that consumers’ attitude significantly affected consumers’ intention to 

purchase green-related products. Consumers’ favourable attitude towards plant-

based food has caused them to have a higher intention to purchase plant-based food. 

In addition, various past studies that have supported the findings from this study 

(Teng & Wang, 2015; Tarkiainen & Sundqvist, 2005). Henceforth, Ha2 of this 

study was supported. 
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Ha3: There is relationship between subjective norms and purchase intention 

towards plant-based food in Malaysia. 

 

Based on the findings, there do not exist a relationship between subjective norms 

and purchase intention towards plant-based food in Malaysia. The hypothesis was 

tested through a p-value of 0.05, and subjective norms have a p-value was 0.131. 

This result was contradictory from research by Al-Swidi et al (2014), whereby 

subjective norms directly impact a consumers’ intention to purchase organic food. 

Kumar (2012) proven subjective norms is not a strong factor towards a consumer’s 

intention to buy products that are sustainable. In this study, consumers that faced 

the pressure to buy plant-based food does not necessarily mean they have the 

intention to purchase plant-based food. According to Hasan and Suciarto (2020), 

subjective norms do not have a significant relationship towards purchase intention 

as this variable does not develop from oneself, as compared to the other variables 

in the Theory of Planned Behaviour (TPB) model. Thus, plant-based food 

purchasing behaviour is not a social norm amongst the consumers in Malaysia 

(Wong, Hsu & Chen, 2018). Henceforth, Ha3 of this study was not supported. 

 

 

Ha4: There is relationship between perceived behavioural control and 

purchase intention towards plant-based food in Malaysia. 

 

There do not exist a relationship between perceived behavioural control and 

consumers’ purchase intention towards plant-based food in Malaysia. This 

hypothesis was tested by applying a p-value of 0.05. Perceived behavioural control 

has a p-value was 0.059. This finding was contradictory to a study by Saleki, 

Quoquab & Mohammad (2019), whereby perceived behavioural control affects 

consumers’ purchase intention. Perceived behavioural control is not an essential 

variable in examining consumers’ purchasing intention (Liu, Lin & Feng, 2018). 

Though it is up to the consumers whether or not to buy plant-based food, it does not 

mean they have the intention to purchase plant-based food. Therefore, Ha4 of this 

study was not supported. 
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Ha5: There is relationship between environmental concerns and purchase 

intention towards plant-based food in Malaysia. 

 

Based on the findings, there exists a relationship between environmental concerns 

and purchase intention towards plant-based food in Malaysia. This study tested the 

hypothesis by applying a p-value of 0.05. Environmental concerns have a p-value 

was 0.000. This result was supported by a study by Joshi and Rahman (2015), 

whereby consumers’ concern towards the environment impacted their green 

purchase behaviour. According to Wong, Hsu, and Chen (2018), consumers who 

have developed environmental concerns has a high intention to purchase sustainable 

foods. Based on a study by Fauzan and Azhar (2019), environmental is considered 

as one of the crucial elements in the context of purchase intention. Besides that, 

there are studies that supported the results from this study (Maichum, Parichatnon 

& Peng, 2016; Bang et al., 2000). Therefore, Ha5 of this study was supported. 

 

 

Ha6: There is relationship between health consciousness and purchase 

intention towards plant-based food in Malaysia. 

 

There is a relationship between health consciousness and purchase intention 

towards plant-based food in Malaysia. The hypothesis from this study was tested 

by applying a p-value of 0.05. Health consciousness has a p-value of 0.029. This 

finding was based on a study conducted by Asif et al (2018), whereby health 

consciousness significantly impacts their intention to purchase organic food. 

According to Shaharudin et al (2010), consumers in Malaysia has the extensive need 

to look after their health due to the fast-paced society. Moreover, consumers in 

Malaysia that look after their health have a more positive perception towards plant-

based food, thus having a higher intention to purchase plant-based food. Besides, 

there are past studies that also supported the findings from this study (Shaharudin 

et al., 2010; Wang et al., 2019). Hence, Ha6 of this study was supported. 
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5.3 Managerial Implications 
 

Several implications can be concluded from the results of this study. Firstly, the 

government can increase the volume of plant-based food purchases by 

implementing tax exemptions for businesses in the Malaysian plant-based food 

sector. Thus, the cost of plant-based food would be affordable for consumers, thus 

improving the Malaysian plant-based food market in its competitiveness (Saleki, 

Quoquab & Mohammad, 2019). Furthermore, the Ministry of Agriculture and Food 

Industries (MAFI) could utilize the findings to assist farmers and stakeholders to 

surge the supply of crops and enhance plant-based food diversification in Malaysia. 

Moreover, attitude, environmental concerns and health consciousness have a 

significant relationship with purchase intention towards plant-based food in 

Malaysia. Thus, the government could use these findings to organize campaigns to 

develop more awareness among the public regarding the impacts of sustainable food 

consumption. 

 

Businesses practitioners could use the findings from this study to deliver a wide 

range of plant-based foods in Malaysia. Business practitioners could develop 

strategies to capture the plant-based food market and satisfy consumers' needs. 

Consumers have an intention to buy plant-based food due to their positive attitude 

and health consciousness. Thus, the businesses practitioners could utilize their 

research and development capabilities by producing plant-based foods that vary in 

taste and benefits. From this study, environmental concerns were the strongest 

predictor. Consumers have concerns about the environment, and they would resolve 

this problem by purchasing plant-based food. Thus, marketers can use this finding 

and promote plant-based food based on its environmental impacts. For instance, 

marketers can educate the differences between plant-based food and conventional 

foods in terms of their carbon footprint. Hence, marketers can use this finding to 

deliver crucial information that would increase consumers’ insight regarding plant-

based food, which stirs their intention to purchase plant-based foods (Hassan & 

Mustapha, 2010). 
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5.4 Limitations of the Study 
 

There were several limitations identified in this study. Firstly, a cross-sectional 

study was applied for this study to identify the target respondents’ behaviour. A 

cross-sectional study was employed to represent the current situation. Though 

cross-sectional study is more feasible to conduct, it is incapable of depicting similar 

outcomes, especially in the future. Hence, the behaviour of the target respondents 

in this study may be ineffective to be examined over time.  

 

Secondly, the study had a limitation where it only examined plant-based food 

purchasing intention in a general context. The Malaysian plant-based food market 

is emerging, and there are various types of plant-based food products available in 

the market, namely plant-based meat, plant-based yoghurt, and plant-based 

beverages. Moreover, not all consumers share similarities in terms of the type of 

plant-based food products they intent to purchase. As a result, the lack of specificity 

in this study may cause the findings to be less accurate.  

 

 

5.5 Recommendation for Future Research 
 

There are some recommendations to improve the effectiveness for future research. 

Firstly, it is recommended to apply a longitudinal study for future research. 

According to Saunders, Lewis and Thornhill (2009), a longitudinal study helps to 

examine a phenomenon over time. The longitudinal study is more effective for this 

study as consumers’ purchasing intentions are not static, but highly dynamic. This 

is due to the changes which would influence consumers’ intent to buy plant-based 

food. Hence, future researchers can use a longitudinal study to obtain effective 

outcomes when examining consumers’ plant-based food purchasing intention. 

 

Secondly, it is recommended to study consumers’ plant-based food purchasing 

intentions in a specific context. Future researchers could improve the quality of this 

study by examining consumers’ intent to buy a variety of plant-based food products. 

For instance, future researchers could compare consumers’ intention to purchase 

plant-based meat and plant-based dairy products in Malaysia. Hence, conducting 
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the study in this manner would be effective, and the potential findings would be 

more accurate. 

 

 

5.6 Conclusion 
 

In brief, most consumers that participated in this study have heard about plant-based 

food, and experienced purchasing plant-based food in Malaysia. The results from 

this study depicted that consumer in Malaysia intent to purchase plant-based food, 

especially in the future. Thus, this result could be valuable for the government and 

business practitioners as they can attract consumers in Malaysia to purchase plant-

based food. Moreover, the objectives of examining factors influencing consumers’ 

purchase intention towards plant-based food in Malaysia was fulfilled. The results 

showed that attitude, environmental concerns, and health consciousness have a 

significant relationship with consumers’ plant-based food purchasing intention. 

Moreover, there were several limitations concluded from this study. Nonetheless, 

recommendations were provided for future researchers to enhance the quality of 

examining consumers’ intention to purchase plant-based food in Malaysia.  
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Appendix B: Survey Questionnaire – Bahasa Malaysia  
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Appendix C: Origin of Construct 

 

Variables Items Authors CA (α) 

Purchase 

Intention 

I intend to buy organic 

bread in the near future 

Tarkiainen & 

Sundqvist, 2005 
0.812 

I intend to buy organic 

foods if they are available. 
Asif et al., 2018 0.811 

I am willing to buy 

organic vegetables instead 

of conventional vegetables 

while shopping 

I will make an effort to 

buy organic vegetables in 

the near future 

Pham et al., 2019 0.813 

I definitely want to 

purchase green products in 

near future 

Paul et al., 2016 0.908 

Consumers’ 

Knowledge 

I know quite a lot about 

organic cotton apparel.  

I have often read articles 

or news about or have 

learned about organic 

cotton apparel 

I often see organic cotton 

apparel in shopping places 

(e.g., department stores, 

specialty stores, online 

shopping malls, etc.). 

Kang, Liu & Kim, 

2013 
0.91 

I understand fully about 

the ingredients of this 

product 

I understand fully about 

Tuu & Olsen, 2012 0.85 
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the nutritious value of this 

product  

Attitude 

I think that purchasing 

organic food is important. 

I think that purchasing 

organic food is beneficial. 

I think that purchasing 

organic food is favourable. 

Asif et al., 2018 0.873 

I feel positive towards 

green products 

Matthes & 

Wonneberger, 2014 
0.84 

I (1=dislike; 5=like) the 

idea of purchasing green 
Mostafa, 2007 0.932 

Subjective 

Norms 

People, who are important 

to me, think that I should 

buy plant-based food. 

Tarkiainen & 

Sundqvist, 2005 
0.925 

Most people who are 

important to me think that 

I should/should not buy 

plant-based food instead of 

non-plant-based food. 

Most people whose 

opinion I value would buy 

plant-based food instead of 

animal-based food 

Arvola et al., 2008 0.77 

My family thinks that I 

should buy plant-based 

food rather than non- 

plant-based food. 

Most friends whose 

opinions regarding diet are 

important to me, think that 

I should buy plant-based 

food. 

Asif et al., 2018 0.823 
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Perceived 

Behavioural 

Control 

I have resources, time, and 

opportunities to purchase 

plant-based food.  

Chen & Peng, 2012 0.782 

Whether I will eventually 

buy plant-based food is 

entirely up to me. 

If plant-based food were 

available in the shops, 

nothing would prevent me 

from buying it. 

Chen, 2007 0.79 

I can buy the plant-based 

food I need conveniently 
Wang et al., 2013 0.946 

It’s mostly up to me 

whether or not to buy 

plant-based food. 

Asif et al., 2018 0.713 

Environmental 

Concerns 

Plant-based food is more 

environmentally friendly 

I am greatly concerned 

about the harm being done 

to animal life  

Voon, Ngui & 

Agrawal, 2011 
0.964 

I am willing to reduce my 

meat consumption to help 

protect the environment 

Maichum, Parichatnon 

& Peng, 2016 
0.892 

It is important that the 

food I eat on a typical day 

has been prepared in an 

environmentally friendly 

way 

It is important that the 

food I eat on a typical day 

has been produced in a 

way which has not shaken 

the balance of nature 

Lindeman & 

Väänänen, 2000 
0.91 
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Health 

Consciousness 

I consider myself as a 

health-conscious 

consumer. 

Tarkiainen & 

Sundqvist, 2005 
0.811 

I am concerned about the 

type and amount of 

nutrition in the food that I 

consume daily. 

I think plant-based food is 

good for my health. 

Voon, Ngui & 

Agrawal, 2011 0.964 

I think that I take health 

into account a lot in my 

life. 

I think it is important to 

know well how to eat 

healthy. 

Schifferstein & 

Ophuis, 1998 
0.97 
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Appendix D: Calculation of Sample Size using G-Power 

 

 


