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CHAPTER 1

1. Introduction

Artificial meat is a substitute of conventional meat which referring to plant-based meat and

cultured meat. Artificial meat was introduced in Hong Kong over the past few decades.

Rooted in traditional Chinese cuisine, plant-based meat like vegetarian Lo Mei (made from

wheat gluten), vegetarian chicken (made from bean curd) and snacks fried dough (齋燒鵝). It

was well accepted in the market but variety of the plan-based meat is limited. In the past few

years more people looking for healthy diet and concern on environment sustainability, meat

alternatives becomes popular in the market. Besides Hong Kong, plant-based meat gained

popularity globally. According to Statista, the market revenue of plant-based meat is

estimated to have steady increase in the next few years and reach USD 16.7 billion in 2026.

Figure 1: Market revenue of plant-based meat worldwide from 2016 to 2026

Source:

Statista (2020)



2

2. Research background and motivation

United Nations launched a report, the World Population Prospects (WPP) 2019 highlighted

that the world’s population is expected to increase by 2 billion in the next 30 years to 9.7

billion in 2050 and could peak at around 11 billion at the end of current century 2100. With

the tremendous increase of population raising a concern on high global meat consumption

and the supply of meat to the people in the future. According to the Food and Agriculture

Organization of the United Nations (FAO) survey report, the demand of meat such as pork,

poultry and beef will be increased by 73%. Besides the traditional meat production has

several challenges due to climate change and resources shortage, therefore artificial meat

could be a possible alternatives to cope with the issue. According to a 2019 report from A.T.

Kearney (Figure 2), a global consultancy, artificial meat has potential to disrupt USD1,800

billion conventional meat industry. In Hong Kong the popularity of artificial meat is

increasing tremendously. Around 170 restaurants putting artificial meat on their menu,

around the growth of 70% from 2019 to 2020. Also a recent research conducted by Singapore

food tech company Shiok Meats, more than 95% of Hong Kong people are willing to try

conventional meat substitute cultured food. With the significant growth of the artificial meat

industry, it is worth conducting detailed evaluation and analysis on different factors such as

subjective norms, brand image, product knowledge and environmental concern which affect

the purchase intention of Hong Kong people to buy artificial meat.

Figure 2: Global meat market forecast

Source: A.T. Kearney (2019)
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3. Research questions

Based on the research background, this study addresses the following questions about the

purchase intention of Hong Kong people to buy artificial meat:

1. What are the influences of the 4 factors including subjective norms, brand image, product

knowledge and environmental concern to affect the purchase intention of Hong Kong

people to buy artificial meats?

2. What are the relationship between 4 factors (subjective norms, brand image, product

knowledge and environmental concern) and purchase intention to affect Hong Kong people to

purchase artificial meats?

3. What are the recommendations based on the 4 factors subjective norms, brand image,

product knowledge and environmental concern to affect Hong Kong people’s purchase

intention to buy artificial meat?

4. Research Aims

This study aims to examine the consumer’s behaviour on the purchase intention to purchase

artificial meat. Adopting theoretical basis of to analyze the 4 factors subjective norms, brand

image, product knowledge and environmental concern) and purchase intention to have better

understanding of the purchase intention of artificial meat.

5. Research Objectives

Based on the research background and questions, the objectives are as follow:

1. To explain and foresee consumer behavior patterns to purchase artificial meats by

analyzing the subjective norms of Hong Kong people’s belief about how significant others

would like the person to behave and a person’s perceived control over the behavior.

2. The level of product knowledge of artificial meat to affect consumer’s purchase

behaviour.

3. The awareness of environmental concern to affect consumer’s purchase intention on

artificial meat.
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4. The importance of a strong brand image to affect consumer’s purchase intention on

artificial meat.

4. Research Flow

This study begins with identified the research topic and it is developed by literature review.

The research model is built, hypotheses, dependent and independent variables are built up.

The inter-relationship variables are examined. The research will be separated into quantitative

and qualitative approach. Quantitative approach will be conducted by questionnaire survey,

calculating sample size by estimate population dispersion. 384 questionnaires will be

distributed to evaluate Hong Kong people’s purchase intention on artificial meat. Qualitative

approach will be performed by in depth interview with focus group, providing descriptive

evaluation on the purchase intention on artificial meat. The 2 approaches are based on the

hypotheses and data analysis on descriptive statistics, reliability test, correlation test and

regression model. Research limitation, recommendations, conclusions and suggestions for

further research are provided. Figure 1 shows the flow chart of this research.

Figure 3: The research flow chart
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CHAPTER 2
2. Literature Review

This chapter will introduce the 4 factors (subjective norms, brand image, product knowledge

and environmental concern) and its relationship with purchase intention according to the

definition of previous researches and scholars. Illustrate different views and theories, citing

relevant research results to explain the factors.

2.1 Brand image

Brand image is the perception of the brand in the mind of customer. It is a set of ideas, beliefs

and impression that a person holds regarding an object. (Kotler, 2001). A brand with positive

image tends to be easier for consumer to remember and accepted. With positive brand image

can influence consumers to buy the product and service (Fianto et al. 2014), also consumer

behavior like consumer satisfaction and consumer loyalty. (Zhang, 2015).

2.2 Product knowledge

Product knowledge referred to consumers’ awareness of information and products (Wang and

Hazen, 2014). Different levels of product knowledge may lead to consumer to make different

decisions. Consumer with higher level of product knowledge are more familiar to the

products and able to evaluate product attributes and quality.

2.3 Environmental concern

Environmental concern is a measure of individual’s attitudes towards the environment. It

does not directly affect purchase intention but it helps the consumers to understand the

environmental consequences of purchasing the products (Newton et al. 2015). Environmental

concern plays a role in purchase intention and Lee (2008) affirmed that it is an indicator using

to predict consumer’s purchasing behavior regarding on green products
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2.4 Subjective norms

Subjective norms referred to the perceived expectations from others which influence another

user to perform a particular behaviour (Ajzen, 1991). Wedayanti & Giantari (2016) has

similar definition, their view on subjective norms are the views considered important by an

individual who advise another individual to perform or not perform certain behaviors and the

motivation together with willingness to do or not to do something that is considered

important. Subjective norm is also a norm which departed from the inner element or the

human conscience (Sumaryono, 2012).

2.5 Purchase intention

According to Fishbein and Ajzen (1997), purchase intention may be the main predictor of any

behavior. The main theories that have impacted the prediction of human behavior from a

social psychology standpoint were reviewed to determine which factors influence purchase

intention, for example Theory of Planned Behavior TPB. The theory has strongly proved

being effective to predict human behavior in many contents. Edi (2011) thinks that purchase

intention refers to the consumer’s plans to buy a certain product or service. Actual

consumer’s behavior can be predicted through their intention. Customer intention provides

the best determinant of a person’s behavior. This intention then helps to

provide an understanding of actual behavior of the customer.

.
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CHAPTER 3

RESEARCH METHODOLOGY
3. Research methodology

From the above discussion and research purposes, the research methodology of this research

is based on consumer’s product knowledge, brand image, environmental concern and

subjective norms towards purchase intention.

3.1 Hypothesis and Research Model

This study has been developed a research framework as shown in Figure 2 in order to

illustrate the effect of brand image, product knowledge, environmental concern and TBP

variables towards purchase intention on artificial meat.

Figure 4: Research Model

The Theory of Planned Behavior

H1

H2

H3

H4

Purchase Intention

Subjective Norms

Brand Image

Product knowledge

Environmental
Concern
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3.2 Research data

To achieve the objective of this study, the literature review of 4 factors including subjective

norms, brand image, environmental concern and product knowledge were applied in the

context of consumer’s behavior studies which are factors affect purchase intention on

artificial meat.

3.3 Design of Questionnaires

The research questionnaire with 30 questions based on the research model in figure 4 and

conducted in English. The target audience of questionnaire would be aged 20-70 people in

Hong Kong. There are 2 parts of questionnaire. The 1st part would be demographic

characteristics with multiple choices answer, for example, age, education level and etc. The

2nd part is consisted of questions related to 6 independent variables including attitudes,

subjective norms, perceived behavioral control, brand image, product knowledge and

environmental concern. Measured using a 5-point Likert scale, ranging from strongly

disagree (1) to strongly agree (7).

3.4 Data Analysis

Statistical techniques was used to accomplish the objective of the study and test the

hypothesis. To analyse the collected data, the research has applied Social Sciences (SPSS)

version 22.0 software which is commonly use by researcher of social science studies.

3.4.1 Reliability Test

Reliability test applied to check the conformity of the data which is frequently use to measure

the consistency of research data. Generally accepted rule is that α of 0.6-0.7 indicates an

acceptable level of reliability while 0.8 or greater a very good level. However values higher

than 0.95 are not necessarily good, since they might be an indication of redundant (Hulin,

Netemeyer & Cudeck, 2001).
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3.4.2 Correlation Analysis

Correlation analysis applied to analysis the correlation between two variables and how it

affects each other. It is usually use to analysis quantitative data in research methods such as

surveys and polls to identify the patterns and trends.

3.4.3 Regression on Analysis

Simple Linear Regression applied to evaluates how independent variable affects dependent

variable. It is used to test the link between independent variables (attitudes, subjective norm,

perceived behavioral control, brand image, product knowledge and environmental concern)

and dependent variable (purchase intention to buy artificial meat), evaluate the strength of

their influence on willingness to purchase artificial meat.

4.Research limitations

This study strives to be objective, complete and clear throughout the research process but it

may be limited to the impact of time constraint, cost and personal experience. The focus

group may not be broad enough to fully explain the characteristic of the 4 variables and the

dimension may not be completed. Also other potential variables have not been discovered

and there may be different views and definitions on the variables lead to different results. The

research area is in Hong Kong and the research can be extended to international research in

the future.
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