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Abstract 
Sustainability development has been raised and interest many people and company. It was found that consumers are acting more ethically recently. Fairtrade is one of the concepts that integrate numbers of sustainability goals, e.g., end poverty, decent workplace, equity…

The statistics show that Fairtrade International products' revenue has been grown tremendously; the value is 10 times over the last 15years, from 0.83 billion Euros to 9.8billon Euros worldwide (Statista, 2020). It indicated the attention has been increasing. However, there is no significant growth in Hong Kong while this concept has been introduced to Hong Kong over two decades. Hong Kong is one of the biggest trading cities; it will be important to understand the recent Fairtrade product consumption and how consumers perceived this concept, which may transfer to purchase intention. 
 
Since there are very limited academic researches on Fairtrade has been done in Hong Kong which trigger this study. The purpose of this study was to build a model for fair trade buying behavior by understanding the overall perception of Fairtrade products from consumers living in Hong Kong. Therefore, two research questions have been developed here :
 
"What were the challenges that stand in the way of promoting the fairtrade concept in Hong Kong? "and "Do the culture & psychological variables influence the consumers' attitudes toward FT products ?"

This research's target group is the working class, ages over 20, which has certain purchase power. In quantitative research with a deductive approach, the data will be collected from an online questionnaire.
 
The theoretical framework was based on the Theory of Planned Behaviour by focusing on the relationship between the Attitudes and the Intention and previous empirical studies that showed that Culture & Knowledge might also influence purchase behavior. And A series of hypotheses will be tested statistically in order to understand the intention of paying for Fairtrade products and what could be the positive and negative reasons that influence purchase intention.
 
In this research, only half of them heard about "Fair Trade," which has a very similar result that was carried in 2015 by Poly University; it seems the popularity is not growing over the last five years. Even the findings show that there is a positive attitude towards Fairtrade. It could explain why there is no significant growth in Hong Kong.  
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I. INTRODUCTION 
In this section, Fairtrade concept and products will be introduced, the choice of subject and purpose will be further discussed. It will be followed by the research aims and objectives of this paper. 

Fairtrade & Fairtrade Products
Since the pandemic hit across the globe continuously, it is more important to have ethical trading in order to support the vulnerable farmers and workers who are experiencing enormous supply chain pressure from pandemic. Fairtrade represent 1.65 millions of farmers and workers that was in poor condition, they now able to join shaping the global fair trade strategy and running across different continents.
Historically, farmers and workers worldwide were generally compensated quite unfairly while layers of profit-making corporations made huge profits in the world. Fairtrade aimed to alleviate traditional trading practices' social injustice and enabled workers to have more control over their lives. Fairtrade was traded in a more ethical way, which supports better working conditions, improves livelihoods and protects the environment (Shoenthal, 2018). Should companies able to produce the goods that they and their supplier partners able to fullfil the production goals and workers’s working condition among the following goals : (1) Free to choose employer (2) Respect the right of organize and bargin collectively (3) No child labour (4) No inhumane treatment (5) Safe and hygiene working conditions provided (6) Reasonable working hours and production shifts should not excessive (7) Regular, reliable and living salary (8) No discrimination, then they could claimed that their goods is fair trade product. 
Consumers make daily purchase decisions by considering moral, societal or environmental factors is Ethical shopping, they will take personal responsibility for the consequences of the products they purchase. According Brinkman (2004), “Every day we choose between different products. Our purchase decisions do not only affect us outselves; the way the products have been produced can make a big difference to other people, to nature, the environment, and to animals. Ethical purchasing is about taking responsbiliyt for the influence we ourselves wield throughout buying choices.” Ethical shopping also named as “shopping for human rights”( Micheletti, et. Al.,2007).
Fairtrade consumption is one of political consumerism where defined as “actions by people when making choices among producers and products with the goal of changing objectionable institutional or market practices” (Micheletti, et. Al., 2007). 

Fairtrade in Hong Kong
Fairtrade was firstly introduced by Oxfam in Hong Kong when 2002, they brought the fair trade coffee to market. In 2005, the World Trade Organization help a meeting in Hong Kong, Korean farmers came all the way to Hong kong to protest, then people started realize farmers’ life were being exploit. Fair trade concept became more clear. 
Hong Kong was described as a “new and emerging market” by Fairtrade International. It was reported that the fair trade market was hk$24million, compare to the retail food sector which held $11.47billion (Yu, 2016), it reflected that Hong Kong was not enough in social conscience like other western cities, which far lags behind others. On another report which shows that the Fairtrade food consumption per capita is Switzerland at 57.7 euros per head, while Hong Kong is about 1.85 euros ( Nils-Gerrit Wunsch, 2020), the expense on Fairtrade food were extremely low in Hong Kong. Referring to the latest survey on consumer awareness and behavior conducted by the Asian Centre for Branding and Marketing of the Hong Kong Polytechnic University in 2015, it was found that about 62% of 1045 respondents have heard about fair trade, there is certain awareness about fair trade. 

Research Gap
Most studies on Fairtrade are carried out in Western countries, e.g. USA, UK, Canada…The Fairtrade consumer might not be able to give generalizable result. Especially the market structures, cultural traits and other dependencies variable might matter for the consumer decision. The studies in Asian countries are rare, it is not clear if the result from western countries like North America and Europe can be transfer to all markets around the globe. 
Research Questions :
Based on the research gap has been addressed, the following research questions has been definied for this study : 
R1 : "What were the challenges that stand in the way of promoting the fairtrade concept in Hong Kong? 
R2 : "Do the culture & psychological variables influence the consumers' attitudes toward FT products ?"

Research Aims & Objectives
In order to answer the research question properly, the objectives of this research have be developed, i.  To explore the Hong Kong culture
ii. The knowledge or understanding of Fairtrade 
ii. To investigate the consumers’s attitudes towards Fairtrade
iii. To understand the purchase intention of Fairtrade production in Hong Kong

Contributions
This study is aim at to make a contribution to both theoretically and practically. Although, it is a small scale survey, the results might help understanding consumer attitudes onto fairtrade in Hong Kong, how fairtrade can be further promote or convince consumer to pay the hidden value behind the price. Moreover, it expected to increase the awareness spreading practically. It is expected that findings can provide some insightful information for companies in Hong Kong



II. The Literature Review (652/ 1000)
Provide the overview of the concepts, issues ot theories under consideration, along with the definitions of the key concepts
Evaluate the relevant literature and major issues surrounding the research
Analyze the key themes and gaps in the literature
As this study is target to understand what are influencing factors onto purchase Fairtrade product intention, the frame work in this study was consists the following key concepts which are about Purchase intention, Planned Behaviour, Knowledge and Culture and previous empirical studies about Fairtrade. These are the essential theories that for building the survery.
Purchase intention
Ethical purchase also highly related to push and pull by market dynamics, including the work in fair trade movement. Push comes from the action of producers in co-ordinate with their licensing organization and supply chains partners to have consumer also able to join the fair trade. On the other hand, Pull will be the demand of fair trade product from retailers or end consumers. In this research, it would like to investigate the consumers inner dispositions toward Fairtrade as focus. The contexts are formed by focusing in social psychology interest.
In this study, three major explanatory concepts have been defined, consumer attitudes will be analyzed with modified versions of Ajzen’s(1991) Theory of Planned Behavior in the first place, secondly, the knowledge of consumer will be discussed where Howard and Allen (2010) argued that consumer may use the power of purchase to promote ethical consumerism that ; thirdly, the culture which may transcend specific belief or action onto an individual’s attitude will be explored.
A. Theory of Planned Behaviour
Under social psychology aspect, Ajen(1991) developed a prominent approach about the attitude-behavior paradigm, which names Theory of Planned Behavior. 
According to the theory, the formation of an Intention which consists three motivational factors including comninaton of attitudes ( refers to the degree to which an individual has a favorable or unfavourable evaluation of buying Fairtrade products), a subjective norms ( refers to an individual perceived social pressure to perform or not to perform the behaviour, buying Fairtrade production ) & perceived behavioral control guide  ( refers to the perception of the ease or difficulty in buying fairtrade products). 
In this study, Ajzen’s basic model will be modified, by selecting the element of Attitude which theorized to affect consumer’s behavioral intention to purchase Fairtrade products. To further improve the predictive power of the Theory of Planned Behaviour that fit in Hong Kong situation, two more extensions have been proposed, including Culture in Hong Kong and Knowledge of Fairtrade.

B. Knowledge 
Information about Fairtrade should be influencing the relationship between the attitudes and buying behavior has been discussed in De Pelsmacker and Janssens (2007). It assumed that more information onto Fairtrade will lead to a positive impact onto attitude towards Fairtrade that lead to more positive purchase intention onto Fairtrade product. Therefore, it proposed a conceptual framework that both general and specific attitude are influenced by the consumers’ knowledge. It also suppored by Auger et al (2013) that consumers are willing to spend more in supporting the social issues that meaningful to them as long as adequate information provided.
On the other hand, it means the consumers’ value play an very important role in the purchase behaviour & willingness to pay Fairtrade products which related to ethical consumerism  ( Freestones & Mcgoldrick, 2007) 

C. Culture (Collectivism )
There is numbers of studies Chu, Spires and Sueyoshi (1999)examines how the different collectivism dimension influence on consumer decision. It concluded that purchase decision making is a social process under collectivistic cultures where it is a shared value systems of people which encourage consense and uncertainty avoidance. More often, the decision making consists of a search for precedents that a proper alternative may suggested. Mooij and Hofstede (2014) also support that culture has influence three psychologival constructs – perception, information processing and congnitive stuctures which highly influence the consumer behaviour which shaped by education, family and society values. There is very little about the role of culture, especially Hong Kong, in Fairtrade product choice. 

III. PROBLEM STATEMENT	8
i. Figure 1 is the model developed in this study and the major components.
As mentioned before it was constructed based on traditional Planned Theory by focusing in studyin the influence of consumer attitude. Purchase intention on fair trade product is dependent variable. Attitude of consumer determine their buying behaviour. In order to understand the how attitude towards fair trade issue, positive and negative components are included in the survey.
Knowledge is how a person perceived the information or actual experience on the fairtrade, here is not studied the accuracy of the knowledge of the consumers, but the influence of the attitude.
Traditionally, ethnic Chinese or Chinese communities is more socially oriented, self value placed after relationships and collectivism which influence the individual morals and values, self are more likely to follow the established social moral order (Lu, 2003)
Consumer Behavior Model Fig.1  Factors of Attitudes influencing the purchase intention. Adding Cultures & Psychological factors among Hong Kong consumers.
[image: concept.png]
Fig 1. Proposed Model & latent constructs.
Note : FT – Fairtrade
RESEARCH DESIGN & METHOD
Quantitative Research
Quantitative research applied in this study, it is strong at measuring attitudes toward different area and able to provide an indication for the overall attitude. And it is a more standardized way to gather the data in understanding consumer’s purchase intention of Fairtrade product. This study is a cross-sectional, “designed to study some phenomenon by taking a cross-section of it at one time” ( Babbie 1989; 89) as the target is to understand the most recent consumer perception onto Fairtrade Product.

In order to achieve the aim of the study which is about the buying behaviour on the model that developed, survey was constructed based on some used items in previous studies. 
The items were formed from different aspect : Collectivism, fair trade knowledge, attitude to fair trade or fair trade products, perception about the fair trade information and their tendency of fairtrade product purchase. These items were measured by the means of 5 point Likert scale ( 1 = strongly disagree to 5 = strongly agree). 
a. Data collection
1. Sampling
Convenience Sampling is selected for this survey. It is a type of nonprobability samples, the populations were not well defined as the major criteria is the ease to obtain samples. It is appropriate for small scale, low-budget or pilot study which is in higher feasibility and convenience in assessing the samples (Bacon-Shone, 2020). In this study, it is means to carry non-probability samples becaue the response sampling are voluntary based in our sampling procedure. Since the purpose of this study is to understand the consumer perception onto Fairtrade, not a specific market sector, this sampling method serve the purpose of this study. It is good enough to do an exploration of the hypothesis that may eventually goes for some probability samples in future research. 

2. Sample Size 
The target population of this study is the Hong Kong consumers, so the location will be in within Hong Kong, nationality is not limited, as this study based on the overall culture in Hong Kong rather than particular race. The ideal Sample Size in this study will be 1067 that provide 95% Confidence level & 3% marginal error, it is based on the current data from Census & Statistic department of Hong Kong (2020) that there are about 5 million are age between 20-64 which is the working class population. Given enough sample size will able to ensure the data could be representative of the study population where it is Hong Kong in this case. 
However, there is very limited time in finding large group of participants to generalize the Hong Kong population. Therefore, online based self-administered questionnaire were distributed, in order to achieve as many as possible participants. Time is the biggest constraint in this study, therefore only online platform was choosen instead of others, like intercept survey. 
The disadvantages of online survey is that some part of the population cannot be access, like those are too old, handicapped, cannot access interet…Secondly, people may fail to return, low response rate may not able to represent the total study population. Also, it is possible that there is self-selecting bias while for those return may have motivations on the topic that are different from those did not do so.

3. Access
In order to collect the data in a very short period which is roughly a week to two, an online survey questionnaire was created, the target group was age over 20 that has certain purchasing power. It was starts from reaching the fellow students in the class, they were encourage to share the link of survey via friends, the actual response rate cannot be determined.
Finally, there is 30 participants had completed the survey and it was closed after no more addition return after a week.
Google Form was created, as it is ease to use for both question creation and answering. All questions were required to answer, so no respondent can skip any questions, therefore no missing data during statistical. 


b. Survey Design
Pre-test & Revision
A Pre-test has been done at the initial stage of survey construction before using it for actual data collection. It helps to check the meaning from a respondent. This pre-test carried onto a small group of 5 respondents, which identified the potential issue in interpreting the questions. After their review and comment on the questionnaire, some wording and form changes in order to eliminate the confusion. 
Forms of questions are all comes in Closed questions. The ready-made choices are easy for respondent to provide answer in a short period. Also, researchers can also able to ensure the study could obtained the required information the needed, it is more easy to analyze the data.
Since this is an online survey, the concept of Fairtrade cannot be explained face to face to ensure the respondents are comprehend before answering the questionnaire. Hence, an short introduction was set at the beginning of the questionnaire to assist the respondents understand the topic, pictures of Fairtrade product also provided for reference.
The questionnaire was divided into two sections. The first section focused on demographic of the respondents and the second section was the principal of the questionnaire that consists of four components. Respondents were asked to rate each dimensions on scale 1 ( Strongly disagree )to 5 Strongly agree) in Likert Scale.

Likert Scale
In quantitative research, Likert scale is 1 of the scale that was developed to measure dimensions, it measure the intensity of respondents’ attitudes towards different situation into an overall indicator.
Likert scale is based on the equal attitudinal value on each item which is also the main limitation of this scale, as in reality, people may weight different issue differently. The questions adopted and from established questionnaires from De Pelsmacker and Janssens (2007), Chan (2001). 37 questions w/ Five-Point Likert Type Scale ( 1=strongly disagree to 5=strongly agree).

Survery Questions : 	
	Survey Questions
	Previous Study

	1. Working hard for the goals of your group, even if it does not result in personal recognition.
	Chan, 2001


	2. Being a cooperative participant in group activities.
	Chan, 2001


	3. Readily helping others in need of help.
	Chan, 2001


	4. Before taking a major trip, I consult with most members of my family and friends.
	Triandis et al.1995


	5. I hate to disagree with others in my group.
	Triandis et al. 1995


	6. Fair trade aims at creating better trade conditions for farmers and workers in developing
	De Pelsmacker and Janssens (2007)


	7. Fair trade strives for paying more honest prices to producers in developing countries
	De Pelsmacker and Janssens (2007)


	8. There is enough information about actions of companies who sell fair trade products.
	*De Pelsmacker and Janssens (2007)


	9. The original of fair trade products often can be traced.
	*De Pelsmacker and Janssens (2007)


	10. Fair trade is well defined concept that should be explained concisely and clearly.
	* De Pelsmacker and Janssens (2007)

	11. I have a favourable attitude toward purchasing Fair trade products.
	*Chan, 2001

	12. Fair trade ought to be a generalized way of trading.
	* De Pelsmacker and Janssens (2007)

	13. Purchasing Fair trade products is a solution in the long run.
	* De Pelsmacker and Janssens (2007)

	14. Fair trade products trustworthy.
	*De Pelsmacker and Janssens (2007)

	15. Fair trade makes me think of a colonial attitude by means of which we impose our norms to others.
	De Pelsmacker and Janssens (2007)


	16. Fair trade products have a better quality than other products.
	De Pelsmacker and Janssens (2007)

	17. I am concerned about the fair trade issue.
	De Pelsmacker and Janssens (2007)

	18. It is a pity that a "Fair price" appears to be a "higher price".
	De Pelsmacker and Janssens (2007)

	19. It is strange that you have to pay extra for your good behaviour instead of being awarded for it.
	De Pelsmacker and Janssens (2007)

	20. Buying Fair trade products requires an effort.
	De Pelsmacker and Janssens (2007)

	21. Over the next one month, I will consider buying Fair Trade Products because they are more ethical
	* Chan, 2001

	22. Over the next one month, I plan to switch to a Fair Trade products.
	* Chan, 2001


	23. I am interested to buy fair trade products even no one does.
	* De Pelsmacker and Janssens (2007)

	24. I am not interested in fair trade products because of its pricing.
	* De Pelsmacker and Janssens (2007)

	25. I am not interested in fair trade products because I prefer my usual brands.
	De Pelsmacker and Janssens (2007)

	26. I am just not interested in Fair Trade Products
	De Pelsmacker and Janssens (2007)


Dimension :
Culture ( statement 1-5); Knowledge ( statement 6-10); Attitude towards Fairtrade Products ( statement 11-20); Intention to Fairtrade Products ( statement 21 – 26)
* = Questions designed or modified by reserachers that developed from previous studies.

c. Data Analysis Strategies	
The collected data will be analyzed in both Descriptive, Explanatory and Predictive way.
i. Descriptive analysis will be presented by simple statistics that describe the populations related, like demographic information.
ii. Explanatory analysis will be used in order to understand the reason of the phenomenon.
iii.Predictive analysis will used to predict the future outcomes based on a model, here we use the Theory of Planned Behavior, the slope and intercept of the linear relationship will be generated in order to make predictions. 

   Reliability and Validation
   In order to ensure the reliability and validation of the instruments in this research, it followed the measurement development process suggestion by Churchill ( 1979). Starts from specify domain of construct, the questions was adapted from the previous studies in the very similar domain. And a small group of samples were asked to comment on the context, either some questions were eliminated and wordings adjusted and the final questionnaire with 26 items is resulted. It includes measure scale of culture, knowledge, attitude toward fairtrade and purchase intention. 
30 datas from the convenience samples were collected. 
In order to studied the reliability and validity of the measurement, each measures were computed by Cronbach alphas. According to Ghazali (2008), the acceptable α value is .60 in social science, which is also practiced by other researchers, like Fisher ( 2007), he developed a rating scale instrument based on his extensive Rasch analysis in different settings (Mohaffyza et al., 2015). All items contained acceptable alphas >0.60 were considered and 8 items were dropped.
	Cronbach alphas for each measures :

	Component Name
	Questions :
	Cronbach
	Mean
	Number of items 

	Culture 
	1, 2, 3, 4
	0.709
	4.017
	4

	Knowledge
	6,7,8,10
	0.754
	3.258
	4

	Attitude 1
	14.16.11
	0.698
	3.467
	3

	14
	　
	　
	3.4
	　

	16
	　
	　
	3.07
	　

	11
	　
	　
	3.93
	　

	Attitude 2
	18,19,20
	0.745
	0.739
	3

	18
	　
	　
	3.6
	　

	19
	　
	　
	3.77
	　

	20
	　
	　
	3.87
	　

	Attitude 3
	12,13,17
	0.68
	0.68
	3

	12
	　
	　
	3.83
	　

	13
	　
	　
	3.93
	　

	17
	　
	　
	3.63
	　

	Intention (+ve) 
	21,22,23
	0.797
	3.289
	3

	Intention (-ve) 
	24,25,26
	0.745
	2.767
	3



a. Empirical Findings
Google form was used to gather all of the data for this quantitative study. When all the data was collected Google provided us with all the essential descriptive statistics. And then analyzed these data with SPSS Statistical package. The general characteristics of the respondents were summarized by descriptive statistics. The study is going to investigate if the purchase intention of Fairtrade products using the independent-samples t-test in SPSS and also to investigate if there are some correlations between different variables using the bivariate correlation function in SPSS. 
b.  Descriptive statistics
i. Demographic : 
The respondents were expected from ordinary person responsible for day-to -day purchases of groceries for their household that was representative of the Hong Kong populations with respect to gender, age , income and level of education. They were not necessarily ethical buyers. However, these samples were not over-presented in certain group of population instead, while there is around 70% of 30 respondents were male ( 45% in the population). 80% of respondents were age 40-59 (31.4% in the population), 80% with the highest degree of the education was Master degree and above (22.7% in population with degree and above), also the monthly income over HKD50,000, which are unlike the entire population of Hong Kong but more close to upper class. Most of them are highly educated which should have greater understanding of the topic of this study. And they are considered as high income sectors while the median of monthly income in Hong Kong is about HKD18,200 under all industry sections in 2019 ( “Wages and Labour Earnings - Overview | Census and Statistics Department”), therefore it is expected that they are not the price sensitive. These respondents cannot be represent the general population, on the other hand, it could be a reasonable fair representation of the studied about the higher educated and non-price sensitive sector of population.

There is 56.7% of respondents, just about half of them purchase Fairtrade products in the last 12 months. Despite that the respondents are relatively higher educated, this result is similar to previous studies that the this inclusion is not impactful. It is not surprised to have this result. Some literature has reported that demographic and socio economic variables has no significant correlation that able to explain the different degree of environmental concern ( Balderjahn,1988; Shrum,Lowrey, & McCarty,1994); in the research of De Pelsmacker et al., 2006, it also found that there are very few differences in attitude and behaviour between socio-demographic categories.
ii. Culture (Collectivism)
The statement in questionnaire were reference to Chan (2001) & Triandis et al. (1995) 
measure instrument, anchored by “1 = strongly disagree” to “5 = strongly agree” to identified the respondents’ degree of collectivism. The exact wordings are (1) Working hard for the goals of your group, even if it does not result in personal recognition; (2) being a cooperative participant in group activities; (3) Readily helping others in need of help (4) before taking a major trip, I consult with most members of my family and friends. Cronbach alpha is 0.709 which is considered to be good indicator of Collectivism. The mean of these items are from 3.77 to 4.13, the respondents exhibited that Hong Kong has Chinese cultural characteristics.
iii. Knowledge
There are four statements adopted from De Pelsmacker and Janssens (2007), the mean of two items are close to 4 along the 5-point scale which it demonstrated that respondents realized the Fair trade aim in a very positive way. And the statement of “ There is Enough information about actions of companies who sell fair trade products” & “Fair trade is not defined concept that should be explained concisely and clearly” got the mean 1.93 and 3.1, which reflected there is insufficient information around the Hong Kong.
iv. Attitude
Attitude were separated into three Constructs while the key factors were extracted from Explory factor analysis, the analyse details will be explained in later section.
Here is the summary of the descriptive statistics for different attitudes.
The first group is about the Likability of the Fairtrade products where the means from 3.07 to 3.93. The second group which is about the Acceptability of Fairtrade product including the pricing and effort paying, the means from 3.6 to 3.87 while actually it means they are less likely accept the higher price and paying extra effort to purchase the Fairtrade Products.
The last group is the concern towards Fairtrade issue, the cronbach’s alpha is 0.674 and the mean is 3.43 to 3.83, the respondents has quite a concern onto Fairtrade issue.
v. Intentions
There are three statements for positive purchase intentions ( Questions 21-23) and three other statements (Questions 24-26) for negative purchase intentions; all these statements were adopted from Chan (2001) and De Pelsmacker and Janssens (2007). The Cronbach Alpha of positive purchase intentions is 0.797 and the negative purchase intentions also got 0.745, while the mean are 3.289 and 2.767 respectively. The respondents in this study reflected that a little bit more positive purchase intention towards Fairtrade products.

b. Independent-samples T-test:
T-test was used to compare the different groups of data whether there is significant difference on related questions. Should the p-value lower than 0.05, it is considered as significant. 
Gender 
This part will be specifically focused on each Fairtrade related questions whether the aspect of gender made any significant difference.
Question 11 to 20 were conducted to compare male and female, all are attitude related questions. Other than Question 11, no other questions show significant different between the levels for men and women. 
The statement 11 is “I have a favorable attitude toward purchasing Fair trade products.”, Male got the mean 3.67, SD 0.966and Female got mean 4.5, SD 0.535. t=-2.293 and p=0.03. Women have a higher mean than men, it is consider that female has a more positive attitude toward purchasing fair trade products attitude. This result support the findings from other previous researches.
In the next part, it was asked about the purchase intention on fairtrade production, however, this shows that gender gave no difference in purchase intention in both positive and negative intention. 

Behaviour : 
Although in this small scale research, the group of respondents has a very close characteristics where there are 80% of them are male, high educated and high income, it was found that it is quite a different in purchase behavior of Fairtrade product. There is 17 out of 30 respondents ( 57% ) did purchase Fair Trade products in the last 12 months, while 13 of them did not ( 43%). Intitutively, human behvaiour will be influence by the normal around the environment which is culture and it is interest to further investigate what sort the the knowledge Fairtrade could significantly influence the consumer in purchase decision. 
Therefore, T-tests were conducted to further investigate the compare respondents in different behavior answers in different questions. There is no significant difference in terms of culture, but knowledge which reflected in Question 9, “ The original of fair trade products often can be traced”. The mean is 2.47 for those did purchase the Fairtrade goods in the last 12 months and 1.69 for those did not do so. Although, both means are low, it still shows that for traceability of Fairtrade goods should be a concern where it impacts the purchase behavior.
Regarding the questions of attitude, there is no particular item that shows significant between the shoppers did purchased Fairtrade and those did not, as all the p-value over 0.05. However, by comparing the mean of the following questions, there is some insightful information that should be important to the purchase behavior.
For Question 15” Fair trade makes me think of a colonial attitude by means of which we import our norms to others”. The purchaser mean is 2.82 , SD is 0.809 and non-purchaser mean is 3.31, SD is 0.947. This result shows the different attitude of two group of people that somehow the purchaser not too agree it is forcing other to take the new norms, but those non-purchase agreed so. It could be possible the reason for those not purchase fair trade product means not prefer being forced from outside pressure.
For Question 16 “Fair trade products have a better quality than other products.”, The purchaser mean is 2.88, SD is 0.485 and non-purchaser mean is 3.31, SD is 0.855. The product quality of Fair Trade products may not be a critical consideration when people do shopping.

d. Explanatory analysis
There are ten questions were set in the questionnaire that was about Attitude towards fair trade issue, factor analysis was conducted. Based on the Scree plot, there are three principal factors were determined. Only those items were have eigenvalue more then 1 and the factor loading was higher then 0.4. In order to improve reliability, some poor performing items were deleted and then grouping the remaining. The Cronbach alphas for these data sets were above 0.6 as threshold for exploratory research. It was conclude that these three factor is reliable and valid for measure the attitude on consumer.
	
	　
Factor Loading

	　
	　
	1
	2
	3

	1
	Likability 1
	0.822
	
	

	2
	Likability 2
	0.731
	
	

	3
	Likability 3
	0.641
	
	

	
	
	
	
	

	4
	Acceptability 1
	
	0.888
	

	5
	Acceptability 2
	
	0.768
	

	6
	Acceptability 3
	
	0.736
	

	
	
	
	
	

	7
	Concern 1
	
	
	0.831

	8
	Concern 2
	
	
	0.569

	9
	Concern 3
	　
	　
	0.629

	Factor loadings below 0.40 are not shown.




Correlation
The Pearson correlation was used to test if the relationship between two different variables from strongly negative correlated ( -1 ) to strongly correlated ( 1 ) or no correlation (0) (IBM, 2011b).
In this study, we want to understand if the consumer intentions was affected by the attitude towards Fairtrade when they go shopping, therefore bivariate correlation function in SPSS was applied in order to investigate if there is correlations between the set of questions and answers, hypothese as below :

H0 (1): There is no relationship between the consumer attitude of Fairtrade product and intention for Fairtrade products. 
Ha (1): There is a relationship between consumer attitude of Fairtrade product and intention for Fairtrade products. 

H0 (2) : A collectivistic mindset has no relationship on an individual’s intention to purchase Fair Trade products. 
Ha (2): A collectivistic mindset has relationship on an individual’s intention to purchase Fair Trade products.

H0 (3) : The knowledge of Fairtrade has no relationship on an individual’s intention to purchase Fair Trade products. 
Ha (3) : The knowledge of Fairtrade has relationship on an individual’s intention to purchase Fair Trade products.

H0 (4) : A collectivistic mindset has no relationship on an individual’s attitude towards Fair Trade products 
Ha (4): A collectivistic mindset has relationship on an individual’s attitude towards Fair Trade products 

H0 (5) : The knowledge of Fairtrade has no relationship on an individual’s attitude towards Fair Trade products 
Ha (5) : The knowledge of Fairtrade has relationship on an individual’s attitude towards Fair Trade products





	Pearson Correlations Coefficient
	　

	　
	Culture
	Knowledge
	Attitude1
	Attitude2
	Attitude3
	PVIntention
	NVIntention

	Culture
	Pearson Correlation
	1
	0.305
	.343*
	0.216
	.479**
	.410*
	-.371*

	
	Sig. (1-tailed)
	　
	0.051
	0.032
	0.126
	0.004
	0.012
	0.022

	Knowledge
	Pearson Correlation
	0.305
	1
	.354*
	-0.037
	.509**
	.607**
	-.454**

	
	Sig. (1-tailed)
	0.051
	　
	0.027
	0.423
	0.002
	0
	0.006

	Attitude1 : Likability
	Pearson Correlation
	.343*
	.354*
	1
	0.097
	.368*
	.768**
	-.356*

	
	Sig. (1-tailed)
	0.032
	0.027
	　
	0.306
	0.023
	0
	0.027

	Attitude2 : Acceptability
	Pearson Correlation
	0.216
	-0.037
	0.097
	1
	0.252
	0.151
	0.231

	
	Sig. (1-tailed)
	0.126
	0.423
	0.306
	　
	0.089
	0.212
	0.109

	Attitude3 :  Concern
	Pearson Correlation
	.479**
	.509**
	.368*
	0.252
	1
	.525**
	-0.259

	
	Sig. (1-tailed)
	0.004
	0.002
	0.023
	0.089
	　
	0.001
	0.083

	PVIntention
	Pearson Correlation
	.410*
	.607**
	.768**
	0.151
	.525**
	1
	-.609**

	
	Sig. (1-tailed)
	0.012
	0
	0
	0.212
	0.001
	　
	0

	NVIntention
	Pearson Correlation
	-.371*
	-.454**
	-.356*
	0.231
	-0.259
	-.609**
	1

	
	Sig. (1-tailed)
	0.022
	0.006
	0.027
	0.109
	0.083
	0
	　


*Correlation is significant (p<0.05) & ** Correlations is significant (p<0.01)

As noted above, the data from table presented the associations among scales and between scales, for those with *p<0.05 and **p<0.01 are statistically significant. And some with strong assoications where r >= to 0.5.  Likability and positive intention has strongest correlation where r=0.768, p<0.001, therefore null hypotheses of H(1) in terms of Likability can be rejected ; Knowledge and positive intention got r = 0.607, p<0.001, null hypothese of H(3) also rejected which come in second strong associations; Concern of Fairtrade also has correlation with positive intention where r=0.525, p=0.001 that also consider to reject null hypothese. 
Among the scale, Knowledge and Concern of Fairtrade were correlated while r=0.509. Culture and Concern got r=0.479 which quite close to the threshold of r=0.5. It support the Hypothese of H(5) in terms of “Concern” of attitude.

e. Predictive analysis
To illustrate the prediction validity of these constructs, the summated of these constructs of each were regressed onto the positive and negative purchase intentions seperately. Including culture, knowledge and 3 different attitudes.

	Dependent Variable : Positive Intention
	　
	　
	　
	　

	　
	R
	R2
	Standardized Coefficients Beta
	Sig

	1. Culture
	0.41
	0.168
	0.41
	0.024

	2. Knowledge
	0.607
	0.368
	0.607
	0

	3. Attitude 1 : Likeability
	0.768
	0.589
	0.768
	0

	4. Attitude 2 : Acceptability
	0.151
	0.023
	0.151
	0.424

	5. Attitude 3 : Concern
	0.525
	0.276
	0.525
	0.003

	
	
	
	
	

	
	
	
	
	

	Dependent Variable : Negative Intention
	　
	　
	　

	1. Culture
	0.371
	0.138
	-0.0371
	0.043

	2. Knowledge
	0.454
	0.206
	-0.454
	0.012

	3. Attitude 1 : Likeability
	0.356
	0.126
	-0.356
	0.054

	4. Attitude 2 : Acceptability
	0.231
	0.054
	0.231
	0.219

	5. Attitude 3 : Concern
	0.259
	0.067
	-0.259
	0.166



Summated Mean scores and corresponding standard deviations of all the constructs under study are presents.

These regressions show that all components have predictive value for attitude towards positive purchase intention. Acceptability also shows some more predictive value of the negative purchase intention, this construct will be taken out in order to avoid any possible confusion.
Four out of five components contributed to positive purchase intention. They were in order of relative importance : Likabiliy, Knowledge, Concern & Culture, while there is significantly strong relationship revealed by betas 0.768, 0.607, 0.525 & 0.41 respectively ( p< 0.05).

A. ANALYSIS & DISCUSSION (1000)
In this section, it is going to analyze the empirical findings and connect them to our theoretical framework as mentioned in previous section, where could answer the research questions. The following discussion will be based on the findings of previous statistic analyze, including descriptive, correlation, t-test…
i.  Hong Kong Culture
From the result of the first section of our survey, it shows that the respondents are high in collectivism, most of the answer are four. It proposed that consumers here is not like the western countries where are high in individualism. The effect of collectivism was suggest to have high relationship to consumer behavior in previous studies. From the Question 23 “I am not interested to buy fair trade products because I don’t know anyone who does.” the mean is 3.57 and SD is 0.971, it supports that responds also consider to the opinion from people around, it is common in collectivism culture. Traditionally, collectivist culture where usage of certain brand brings people social status and acceptance within group (He & Keung Lai 2014, p. 253), from the data there is roughly about half of respondents did purchase fairtrade product, it just yet popular enough among Hong Kong society, that could be the reason that the collectivism has no strong influence onto the purchase intention.
ii. The knowledge or understanding of Fairtrade 
By the evident of this study, the purchase intention is strongly influenced by Fairtrade knowledge. It is suggested that the government and marketers of Hong Kong should capitalize the opportunities to educated the people about Fairtrade. The knowledge of the respondents seems positive to Fairtrade issue. On the other hand, it was found that it is necessary to provide more information onto the traceability which mean score is under 3 in this study, apparently the consumers are lack of confidence about the source of Fairtrade product. 
iii. To investigate the consumers’s attitudes towards Fairtrade
Consumer attitudes were studied based on three factors, likability, acceptability and concern. Among these 3 aspects, it was found that the key motivator is Likability which strongly correlate to purchase intention. Should the Fairtrade products could show that they are in better quality, better pricing and reliable, could properly increase the purchase intention.
iv. To understand the purchase intention of Fairtrade production in Hong Kong
From the last question of survey that all respondents not that negative towards Fairtrade while the statement is “I am just not interested in Fair trade” and the mean for those who purchase and not purchase fair trade product in the last 12months are 2.65 and 2.54, SD is 0.996 and 1.127. From Question 21 “ Over the next one month, I will consider switching to other brands for ethical reasons” and 22 “Over the next one month , I plan to switch to a Fair Trade products”, all the means are over 3. To certain extend, it is consider that Hong Kong has some positive purchase intention of Fair Trade Products. 

B. CONCLUSIONS (500)
Today, integrate fair trade practices in business already became the global tread. It worth for strive for social justice for people living in the developing countries, helped them to live with dignity, develop a more sustainable environment. Hong Kong people practice fair trade purchase to make Hong Kong a more fair society. Though the purpose of this study where it explore the relationship between the concumers perceptions on Fairtrade products and purchase intention, it posed the following Research questions
R1 : "What were the challenges that stand in the way of promoting the fairtrade concept in Hong Kong? 
R2 : "Do the culture & psychological variables influence the consumers' attitudes toward FT products ?"
From the analysis it was found some significant factors that allow us to reach the aim of shed light on the relationship and a deeper understanding in Hong Kong consumer attitudes. The answer of the research questions as below :
For the first research question, “ What were the challenges the stand in the way of promoting the fairtrade concept in Hong Kong? “ It was believed that Knowledge where particularly about the fairtrade products credibility, that could be the key factor while it was found there is direct impact onto purchase intention. From the survey, the consumers showed that they have concern of the low traceability of the products. It reflected that the trust between the source and consumer is weak. It could be due to lack of marketing information of the product or insufficient education in the Fairtrade manufacturing flow. 
According to the survey conducted in 2012 and 2015 has a very similar data as of today which is about half of population showing that they noticed about Fairtrade, it did not see there is improvement in terms of number of consumer that support the fair trade purchase. It reflected that there is discrepancy between Hong Kong consumer’s understanding of the fair trade product and its consumption.
Price and quality of a product always being concern to customer while they consider to switch to the Fairtrade products. Should companies know how to source the right fair trade products, the price and quality can also able to meet the needs. Companies has to increase the likability of the fairtrade products from customer point of view, in order to increase the purchase intention.
Moreover, it is also suggest the Government of Hong Kong could play a role to encourage the adoption of fair trade practices, for examples thur education, to explain the price behind the tag what’s the hidden costs and justice that represent for, set an example for Hong Kong public.
For the second questions, "Do the culture & psychological variables influence the consumers' attitudes toward Fairtrade products? The data in this study shows that Collectivism & Knowledge which is psychological variable in this study has strong relationship to the Concern of Fairtrade which is the one of the main attitude towards Fairtrade product. As the respondents did show that their interest to buy fairtrade products if they know someone does. It is likely influencing the consumer concern about fairtrade issue.

C. RECOMMENDATIONS 
IMPLICATIONS 
Some organization like Fairtrade in Hong Kong can understand what attributes consumers the key reason for them not choosing Fairtrade as well as the marketers in commercial organization. It is suggested to allow our consumer understand there is a still freedom choice to make purchase decision rather than imposing a norm by forced. While this is a choice for both consumers and business to help improving the living conditions of the producers in the third world, in long term everyone can also have a sustainable future.  
As knowledge of Fairtrade play a role in the gap, it is the time to put effort in order to help the consumers have a deeper understanding of the truth Fairtrade production stand for. Organizations should utilize the publications means, to extend the access of consumers, e.g. web site, social media, advertising via public transportation and sign in supermarket or shopping malls…Also, it should increase the clarity of the production flow of Fairtrade, it could tell consumer that the quality of Fairtrade products are not less than any other brand, even better. As the process was gover by some regulation before it could claim a Fairtrade product. 
As per overall result, Hong Kong consumers has positive attutide towards fairtrade. The Hong Kong Stock Exchange ( HKEx) announced the Environmental, Social, Governance ( ESG) requirments that all listed companies has to report their CSR contribution to the pubic, otherwise, explaination provided. It is a very good opportunies for corporations implementing fair trade practices to build a positive corporate image.

LIMITATIONS 
The small scale study like this is not possible to generalize empirical findings. The majority participants are university students. Large-scale studies in Hong Kong is rare, hence, there is a need in future. So that it could have a deeper examination the interaction between demographic factors & psychological factors on customer attitude regarding Fair Trade Product.
Since this is a cross-sectional survey, it is difficult to clarify if an attitude towards Fairtrade determines the purchase intentions or the intentions determine an attitude or just correlation exist between attitude and behavior. It is suggested to design an experiments with “before-and-after”, so that the data can show if there is causal relationship as suggested by theories. 
In this study, the quantitative research was construct of a self report survery from online.
It will be interesting to do a research that researcher will reach out and study the real purchase behaviour, such as supermarket, to compare their decision in choose regular products or fairtrade products, e.g coffee, chocolate, banana… and see if any different factors that influence the purchase decision.
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Appendices
Examples of FairTrade Products that has been shown in questionnaire 
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