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Abstract

Food security and food sustainability were challenging issues confronted by many global leaders of today. The current food system is in an unstable and insecure state that all earthlings should be alert of. Hong Kong people had long been accused of being one of the major culprits of environmental disruption due to their over-consumption of meat. Excessive livestock farming increases the emission of greenhouse gas, thus causing climate change.   Hong Kong’s prosperity made its residents unaware of the food insecurity threat. Consumption of plant-based meat was perceived by green-lovers as a remedy to ease the pressure of food unsustainability; therefore, it is essential to conduct a study in Hong Kong to understand more about consumers’ attitude and purchasing intention and consumption behaviour of plant-based meat. The influence of subjective norms was specifically studied for the age groups of Generation MZ and Baby Boomers. In past studies, Generation MZ drew most attention in their consumption behaviour of plant-based meat, but Baby Boomers were seldom studied. The current research was a pilot test of the actual study, 50 samples were recruited to undergo online questionnaire survey, and the statistical results were analysed and interpreted by adopting the analytical tool - Jamovi. Results generated from descriptive statistics and inferential statistics revealed unexpected findings which were inverted to the researcher’s assumptions and beliefs, comparatively different from many past studies. 
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1. Introduction


Human beings have long been blamed for being the major offender of environmental destruction by releasing greenhouse gases, polluting water resources, hence causing biodiversity loss and animal extinction. Humanity is at present facing challenges of food insecurity and unsustainability around the world as a result of climate change and environmental deterioration. The issues of food insecurity and unsustainability is currently threatening mankind and all beings living on earth.  

1.1 Overview of Global Food Security and Food Sustainability

Food security is a state that all earth dwellers, at all times, are having social, economic and reliable accessibility and availability to sufficient quantity of affordable, safe, and nutritional food (Berry, E. M. et al., 2015). In well-developed countries, the threat is not unduly obvious; but in less-developed regions, food security is diminishing at a rate that people start to worry. Food sustainability means food is produced under the circumstance that the environment is protected, natural resources are efficiently used, and both animals and mankind’s qualities of life are enhanced. Food sustainability was introduced by Berry et al. (2015) as a “part of food security”. Food security involved four dimensions – availability, accessibility, utilization and stability (Peng and Berry, 2019). In a secure food system, food can be produced locally and also be imported from abroad; it should be easily accessed via well-developed transportation infrastructure, and price should be affordable. With quality food and sufficient clean water, humans would be able to live a healthy life. Government of all countries should ensure the stability of food chain system to secure it from threats of natural disasters, climate change, wars, pandemics and economic instability.

1.2 Hong Kong’s Food Security and Food Sustainability
Hong Kong is unprepared to face up to the challenges of climate change. While the rest of the world is fighting against global warming, Hong Kong is still in lack of long-term policies to alleviate the impact of climate change. Global warming correlates with food insecurity since it had great impact on food availability.  There are many strategies that can be employed to mitigate the negative upshot of climate change, eating green is perceived by environmentalists as one of the effective ways. Hong Kong has an extremely low self-sufficiency rate of food, of 1.82% as reported in 2015 (Tam, 2018). Currently, Hong Kong has over ninety percent of food imported from China; if China’s food supply is insecure and unsustain, it will definitely have direct impact on Hong Kong. Hong Kong people has a habit of over-consumption, especially in the context of food. Proportionately, Hongkongers consumed more meat than the rest of the world, five times of the international average (Ho, 2019). Over 77% of agricultural land in the world and over 75% of fresh water resources were contributed to planting food for livestock production (Gastaldello et al., 2022; Zhai, Y. et al.,2022).  As the prime culprit of excessive meat-consumption, Hong Kong people has to bear with the accuse of causing deteriorating climate, environmental disruption and biodiversity loss. In order to safe-guard the Earth, Hongkongers have to consider eating less meat. 

1.3 Hong Kong Market of Plant-based Meat 

Consuming plant-based meat is perceived by green-lovers as a “life-saving straw” to ease the 
[bookmark: _Hlk120614195]pressure of food inadequacy. Hong Kong’s plant-based meat market is estimated to grow at a stunning rate of 8%, surpassing the forecast of other Asian countries (Yum, 2021). In view of the economic forecast of plant-based meat, an 8% growth rate indicated the degree of acceptability by Hong Kong people. Marketers will be interested to learn more about the underlying reasons that lead to the growth of meat-alternatives in Hong Kong, so they will react by promoting appropriate messages. 











2. Problem Statement and Purpose of Study
Hong Kong’s plant-based meat market is at the blooming stage, a few local brands and imported brands were introduced into the market, but most of them can only be found in restaurants and fast-food outlets, plant-based meat has not yet gained popularity. Consumers who make conscious decisions to replace their regular meat diets with meat-alternative diets, partially or wholly, social influence plays a crucial role in motivating or discouraging the consumption behaviour. The study of Ham, Jeger and Ivković (2015) clearly stated that subjective norms should be included in research of green-food consumption. Studies showed that consumers who are surrounded by family members and friends who were interested in consuming plant-based meat, they will have the intention to consume the same, as they think these people are of importance to them (Arli et al., 2018; Marcus, Klink-Lehmann and Hartmann, 2022). Societal trend exerts the norm of behaviour for consumers to follow, a behaviour that is perceived and recognized by the society as righteous and appropriate. Subjective norms are effective to guide behaviours in situations of consumption uncertainty. 
Hong Kong’s plant-based meat market is having the problems of not making full utility of social norms influences. Hongkongers liked to follow others’ footsteps when making decisions about unknowns, especially towards the consumption of plant-based meat; therefore, word-of-mouth from people of value can be seen as more effective than costly promotional campaigns. During the process of shifting from conventional meat-eating to plant-based alternatives consumption, there are motivators and interventions existed in the diet-changing passage, these factors will affect consumers’ attitudes, intention and behaviour of consumption. Subjective norms are one of the crucial drivers or inhibitors for steering behavioural change; however, subjective norms’ influences on Hong Kong consumers’ behavioural intention to consume plant-based meat was not yet investigated. This identified gap of knowledge forms the ground for the current pilot research and becomes the major objective of study.

2.1 Theoretical Insights and Significance of Research 
Ajzen (1991) recognized that individuals hold two attitudes toward behaviour - they might either intend to perform certain behaviour based on their own beliefs, or they acted according to the triggers of subjective norms that existed in their surroundings, the triggers might appear in the form of negative pressure of disapproval or positive motivation of approval for the engaged behaviour. Ajzen further indicated that there are three kinds of subjective norms that would influence individuals’ decisions to perform certain planned behaviour, they are the social groups of friends and peers, family groups of close relatives, and the society. People intends to learn and act according to their observance of other people’s behavioural actions (Bandura, 1989), and their intention to behave is evaluated by their degree of readiness and acceptance to follow other people. The current research will adopt the Theory of Planned Behaviour developed by Icek Ajzen in 1991, the theoretical framework is illustrated in Figure 1.

[image: ]
Figure 1 Theoretical Framework of Research. Adapted from Ajzen’s Theory of Planned Behaviour and constructed by the researcher.

Past researchers had been studying on consumers’ behavioural intention and consumption behaviour of plant-based meat in many parts of the world, but the predictive power of Hong Kong consumers’ attitudes, the influential social power of Hong Kong’s subjective norms and consumers’ perceived behavioural control that lurks in their subconscious beliefs had never been studied. The pilot research focused in studying two groups of Hong Kong people differentiated by age - the Generation MZ and Baby Boomers. Generation MZ combines across the Millennials and Generation Z, covering ages between 18 to 30, they are labelled as obedient, responsible, hard-working and economical. At the other end, Baby Boomers cover the ages between 58 to 76, and they are classified as hard-working, practical and responsible. Previous researches revealed that the younger generation is the target customers for plant-based meat consumption and they were more easily to be influenced by social norms (Boukid, 2020; Bryant and Sanctorum, 2021). However, this kind of research is rarely done in Hong Kong, so it will be educational and contributable to conduct similar researches in the context of Hong Kong to investigate how the influential power of subjective norms will bring impact to Hong Kong young generation’s decisional choice of plant-based meat. Furthermore, Baby Boomers’ attitude and behavioural intention towards plant-based meat had seldom been studied around the world, so a study conducted on this age group in Hong Kong will bring the current researcher novel experiences and make the research significant. 

2.2 Research Questions
With respect to the problems that bring about in question, two research questions were formulated for guiding the study. The research questions are for making sure that the study will be on focus, be specific and relevant. 
[bookmark: _Hlk122085436]Question 1:
How does the role of subjective norms affect Hong Kong’s Generation MZ and Baby Boomers in forming their behavioural intention to consume plant-based meat? 

Question 2:
Will there be age-variance and gender-variance if these demographic variables are to be compared against the results of subjective norms influences?










3. Literature Review and Hypotheses Formulation
The ways in which Hong Kong consumers think and perceive plant-based meat can be incredibly crucial to both manufacturers and marketers for gaining understanding to plan their promotional strategies.  Research hypotheses become the connecting bridge to link up the statements of problem and research questions with literature review. A thorough literature review of related fields of study is essential to provide insights and knowledge of past researchers to establish a framework for the current study, and benchmarks are offered for comparing research results to previous findings. Hypotheses define research variables and clearly state the expectancies of outcome. They are useful in testing theories and concepts, and by applying appropriate analyzing tools, they will confirm or disconfirm research theories, and new prospects might able be discovered. Figure 2 illustrated the Hypothesized Theoretical Framework of the pilot test, which was grounded on the Theory of Planned Behavior (Ajzen, 1991).  
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[bookmark: _Hlk122022843] Figure 2 Hypothesized Theoretical Framework of Research. The framework is constructed by the researcher. 

The current research had three key independent variables of attitudes, subjective norms and perceived behavioural control, two dependent variables of behavioural intention and consumption behaviour, and two demographic factors of gender and age. 


3.1 Attitude and Subjective Norms
According to the Theory of Planned Behavior, attitude of consumers is having an assumption ability to predicting consumption behavior. Among the beliefs of behaviorism, behavioral beliefs create favorable or unfavorable attitudes in consumers that lead to their performance of consumption behaviors (Ajzen, 2002).  Increasing the strength of beliefs would affect consumers’ attitudes and alter their perceptions toward a product or service, and hence their underlying tendencies to consume would be induced. By adding new attributes to consumers’ attitude-formation process, this would lead consumers to re-evaluate their attitude object. Attitude can be learned and be changed, provided that the attitude is not supported by string beliefs and is weak in intensity (Schiffman and Kanuk, 2007). Therefore, the researcher would like to propose the following null and alternative hypotheses:
[bookmark: _Hlk122023282]H₀: A favorable attitude towards plant-based meat does not positively affect Hong Kong consumers’ behavioral intention to consume plant-based meat. 
H₁: A favorable attitude towards plant-based meat positively affects Hong Kong consumers’ behavioral intention to consume plant-based meat.
When plant-based meat consumers are lacking of information to affirm their consumption decision, social or family influences can either lead them to deviate from their original attitude or lead them back on the consumption track. Word-of-mouth from someone of importance will be the attribute added into this decision-making process. Shin and Hancer (2016) interpreted their findings about the relationship of subjective norms and attitude, the authors discovered that “subjective norms were found to be the weakest predictor of behavioral intentions”, and some earlier researchers had even removed subjective norms from their studies. Contrarily, subjective norms were supported by Ham, Jeger and Ivković (2015) to be a significant variable that brings inspiration to consumers’ intention to consume green food. Furthermore, the study of Arli et al. (2018) also found strong correlation between consumers’ purchase intention and approval by subjective norms. Moreover, Carfora et al. (2020) also proved that consumer attitude and subjective norms were the strongest constructs for predicting behavioral intention. Research result of Carfora, Morandi and Catellani (2022) also indicated that plant-based meat consumption was influenced by societal expectations. In view of the arguments up-brought, the researcher would like to propose the following hypotheses for clarifying the phenomena in the context of Hong Kong:
[bookmark: _Hlk121953506]H₀: Subjective norms that are in favor of plant-based meat does not positively affect Hong Kong consumers’ behavioral intention to consume plant-based meat. 
[bookmark: _Hlk121637309]H₂: Subjective norms that are in favor of plant-based meat positively affect Hong Kong   consumers’ behavioral intention to consume plant-based meat. 
Both hypothesis H₁ and hypothesis H₂ were adapted from the study of Marcus, Klink-Lehman, and Hartmann (2022). 

3.2 Perceived Behavioural Control
In 1991, Ajzen incorporated perceived behavioural control into the Theory of Reasoned Action and had it extended to become the Theory of Planned Behaviour, this construct made the key difference between the two theories. With this additional belief, the Theory of Planned Behaviour provides wider arrays to making more accurate prediction of behaviour. Perceived behavioural control consisted of two components – self-efficacy and controllability (Ajzen, 2002). Self-efficacy is shown in a person’s performance of certain behaviour, reflecting the degree of easiness or difficulty that the person found; on the other hand,  controllability is the performers’ personal belief whether the behaviour is under his or her control (Ajzen, 2006).  The study of Chen (2022) clearly stated that when consumers had positive anticipation on a behavioural outcome, they would have stronger desire to perform the consumption behaviour, provided that they had the opportunities to consume, with adequate time and sufficient money. Arli et al. (2018) further supported that perceived behavioural control positively impacted consumers’ readiness to consume green. Consequently, the null hypothesis and hypothesis H₃ was proposed: 
H₀: Perceived behavioral control does not have positive influence on Hong Kong consumers’ behavioral intention to consume plant-based meat. 
H₃: Perceived behavioral control has positive influence on Hong Kong consumers’ behavioral intention to consume plant-based meat. 
Hypothesis H₃ was adapted from the study of Arli et al. (2018).

[bookmark: _Hlk120894513]3.3 Behavioral Intention
Behavioural intentions of consumption are consumers’ tendencies to consume products or services from unaltered entities and they would share their experiences with relatives and peers, and it also indicated an individual’s readiness to perform the consumption behaviour (Ajzen, 2002). Both theories of Ajzen shared the belief that behavioural intention is the best predictor for predicting individuals’ behaviour. For the purpose to improve the predictor power of the abovementioned theories, Marcus, Klink-Lehmann and Hartmann (2022) extended the model to include animal welfare, health concern and environmental concern as additional variables to investigate the determinants of consumers’ behavioural intention to consume plant-based meat, and results showed that consumer attitudes, subject norms and health concerns significantly affected consumer’ behavioural intention, whereas animal welfare is not a direct predictor. Bakr, Al-Bloushi and Mostafa (2022) had conducted a cross-cultural analysis on Canadian and Kuwaiti consumers. Research findings clearly indicated that all the constructs of TPB[footnoteRef:1] showed significant impact on consumption intention. The findings were in line with those from the study of Pandey, Ritz and Perez-Cueto (2021), except that Denmark consumers’ subjective norms showed no significant influences on their purchase intention of plant-based alternatives. The research of Stollar, Rumble and Buck (2022) emphasized the construct of “future purchasing intent”, studied along with “current purchasing intent”. However, there is a critique from the current researcher regarding Stollar, Rumble and Buck’s choice of attitude object. In their study about current and future purchasing intents of cultured meat and plant-based meat, perceived behavioural control was excluded by the authors for cultured meat, since the product was not in the market of USA, therefore participants would not be able to control their consumption behaviours for cultured meat. For this reason, the current researcher felt that this product should not be studied; or alternatively, the authors should employ the Theory of Reasoned Action instead. Regardless of the circumstance, attitude was found to be the strongest predictor. Based on the learnings from previous researchers, the current researcher would like to propose the following hypotheses for the pilot test:  [1:  TPB stands for Theory of Planned Behaviour.] 


H₀: Behavioral intention to consume plant-based meat does not affect Hong Kong consumers’ consuming behavior of plant-based meat.

[bookmark: _Hlk121964901][bookmark: _Hlk121953753]H₄: Behavioral intention to consume plant-based meat affects Hong Kong consumers’ consuming behavior of plant-based meat.

The hypothesis H₄ was adapted from the study of Pandey, Ritz and Perez-Cueto (2021). 

3.4 Demographic Factors of Age and Gender
Consumers’ age and gender identity were socio-demographic factors commonly used in the studies of food choices and dietary preferences (Clark and Bogdan, 2019). According to industry news, the plant-based meat market was driven by the younger generation in many areas of the world, particularly by the Generation Z and Millennials. For the current study, the research will be conducted on two specific age groups, the Generation MZ – a mix of Millennials and Generation Z, aged between 18 to 30; and the Baby Boomers, aged between 58 to 77.  Bogueva and Marinova (2020)’s study indicated that young participants agreed to motivate more people to consume plant-based meat, for enhancing health, caring the environment and improving animal welfare. Lim, Okine and Kershaw (2021)’s study also revealed similar results, young respondents tended to have higher inclination to change their diets intentionally by influences from subjective norms, perceived behaviour control and moral satisfaction. Davitt et al. (2021) conducted research on university students and 55% of survey participants had tried eating plant-based meat, mainly due to their curiosity and enjoyment of novel food. Those who tried plant-based meat, 30% showed favourable attitudes, since they perceived plant-based meat as more environmental-friendly and they were willing to eat less meat. On the other end, baby boomers were studied by Fong et al. (2021) and Rose (2022) in their researches, and they both suggested that good dietary patterns of green diets was beneficial to healthy ageing, and eating plant-based protein would prevent or delay chronic diseases that might easily occur at old age. Young millennials showed interest in plant-based meat was due to their environmental concern and convenience to acquire, whereas baby boomers were more concern about the taste of plant-alternatives and health issues (Boukid, 2020). In view of all these findings, the current researcher would like to propose the following hypothetical assumptions: 

H₀:  Age has no significant association with Hong Kong consumers’ behavioral intention to consume plant-based meat.

[bookmark: _Hlk121961221][bookmark: _Hlk122084037][bookmark: _Hlk122198414]H₅a:  Age has significant association with Hong Kong consumers’ behavioral intention to consume plant-based meat.

[bookmark: _Hlk120968468]Hypothesis H₅a was adapted from the study of Pandy, Ritz and Perez-Cueto (2021).

Gender differences reflects explicitly in gender stereotyping, there are many different ways that humans separate themselves into categories, and establish a dividing line of what and how male or female should behave separately. Gender differences could be developed by biological factors at birth, or they could be generated from social influential factors. Consumers’ preferences and choices of food clearly reflect gender differentiation. In Western societies, women double the numbers of men to become vegetarians or vegans, and there were strong biases existed in terms of masculinity and femininity when male or female decided to take on green diets. The study of Modlinska et al. (2020) had investigated the ground of these biases. The authors discovered that men might choose to conform with their masculine gender identity by making a gender-congruent choice to give up their intrinsic preferences of plant-based diets, their mindfulness towards subjective norms’ perception might become men’s major barrier to take up vegetarian diets. On the other hand, women concerned more about health, so they were more sensitive to food healthiness and nutritional knowledge, and they were more open to try out different diets if they perceived them as beneficial to health. Women consume less meaty-fat and consume more fibres, whereas men endorsed the 4Ns (nice, natural, normal and necessary) of meat more strongly, and research findings showed that men disliked the taste of vegetarian food. These findings corresponded with the research results of Rosenfeld and Tomiyama (2021). Men’s frequencies in meat-eating were higher than women’s, and men were less prepared to become vegetarians and vegans. Men’s readiness was due to health concern, whereas women were due to animal care. Hinrich et al. (2022) used a very strong phrase in the title of their research: “Why so defensive?”. The researchers aimed to explore gender differences in defensiveness of plant-based meat. Results indicated that men scored higher than women in all aspects of defensiveness towards the consumption of plant-based meat. Men of Netherlands perceived eating less meat as a threat to life, and consuming meat-alternatives implied limitations to freedom. In respect of these one-sided findings, the current researcher would like to propose the following hypothesis for testing the situation of gender differences in Hong Kong: 

H₀:  Gender has no significant association with Hong Kong consumers’ behavioral intention to   consume plant-based meat. 
[bookmark: _Hlk121961264]H₅b:  Gender has significant association with Hong Kong consumers’ behavioral intention to   consume plant-based meat. 
          
The alternative hypothesis was adapted from the study of Pandy, Ritz and Perez-Cueto (2021). The null hypothesis was for testing whether the data from samples were simply collected from chance. A table of literature review summary is exhibited in Appendix 1. 






















4. Research Methodologies
The pilot test started with a plan to try out the implementation process similar to that of actual research. The study adopted a quantitative research method to gather data from Generation MZ and Baby Boomers. An online survey questionnaire was constructed for primary data collection and a seven-point ordinal Likert Scale was used for measurement. Testing of data was performed on Jamovi. The pilot test timeline was developed for serving as project management guideline, clearly listed out all the tasks that had to be achieved.
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                         Table 1 Project Timeline of Pilot Study. The timeline was constructed by the researcher. 





4.1 Sampling Methods and Recruitment of Survey Respondents
For the actual research, the sample size will be determined by applying the following formula[footnoteRef:2]: [2:  The formula is retrieved online together with the sample size calculator.] 

[image: ]


The formula will make use of a sample size calculator to calculate the actual numbers of samples needed for conducting the survey, and by numerical statistics measures, the result can be generalized to the population under research through the samples surveyed. Regarding sample size calculator, Meysamie et al. (2014) had conducted research on 59 online sample size calculators and their reliabilities were tested. Among them, only a small number could come up with accurate results. The authors advised that those websites which provided an actual calculating formula could be considered as more trust-worthy.
As of 3rd December, 2022, Hong Kong’s population reached 7,643,787 [footnoteRef:3](Worldometer, 2022). The research was targeted to Hong Kong residents of at least 18 years old. There were 6,427,068 people aged 18 and over. The values for the mathematical symbols were as follows: [3:  The data was retrieved online on 3rd December, 2022 from Worldometers.] 

n = necessary samples required
N = 6,427,068 (population size)
Z = 1.96 (Z-score)
p = 0.5 
e = +/- 5% (margin of error)
All the values were inserted into a sample size calculator, calculation showed that 385 respondents were needed for the actual survey.
For the pilot test, the sample size was determined by borrowing the rule of thumb of Roscoe (1975) reviewed in the study of Hill (1998). Roscoe recommended to have at least 30 samples or more, particularly in behavioural research, “sample size larger than 30 would ensure the researcher privileges of having central limit theorem” (Roscoe, 1975 in Hill, 1998). Therefore, the current researcher aimed at the minimal pilot sample size of 30 to carry out the recruitment of respondents, targeted to recruit at least 15 Generation MZ and no less than 15 Baby Boomers. For the pilot test, the researcher adopted the non-probability method of convenience sampling, recruitment continued until the sample size was reached; but for the actual research, convenience quota sampling strategy will be used by first dividing sample units into subgroups according to the proportionate dispersions of population, and then will start recruitment until the proportions of each subgroup correspond to the proportions of Hong Kong population under age 18. The final sample size of Baby Boomers for the pilot test eventually reached 29 respondents, which were out of the researcher’s expectation. The researcher’s original intention was to distribute questionnaires among acquaintances by means of convenience sampling, and 20 attempts had been made. The extra 9 responses were from snow-ball sampling, the act was not requested by the researcher, but was induced by the original respondents. This phenomenon indicated that Hong Kong people were familiar with this kind of online surveying technique, it was out from their hearts that they wanted to help with the research.
 
4.2 Data Collection Methods and Measurements
Quantitative data-collection methods based mostly on surveys, measured by numerical and statistical calculations.  For the current research, an online questionnaire survey was conducted for gathering necessary primary data by asking multiple-choice type of close-ended questions. 

4.2.1 Primary Data Collection and Measurements
Primary data for the current research were collected from an online self-administrative questionnaire distributed to respondents via the free-of-charge messaging app - WhatsApp. The questionnaire was constructed in bilingual of English and Chinese for Hong Kong residents’ easy accessibility. The front page was an introduction, informing respondents about climate change and environmental disruption, and explaining the reason why plant-based meat was taken into place, the purpose of the study was also explicitly stated. The questionnaire comprised of 6 sections. The first section asked general questions regarding respondents’ familiarities with plant-based meat, the first and third questions required respondents to answer on a nominal scale, and the second question required respondents to answer “yes” or “no” on a dichotomous scale. Section 2 was about consumer attitude, section 3 was about subjective norms, section 4 related to perceived behaviour control, and section 5 asked about behavioural intention and behaviour of consumption. These measurement items were adapted from the previous works of Marcus, Klink-Lehman and Hartmann (2022), Arli (2018) and Pandey, Ritz and Perez-Cueto (2021), and were measured on a 7-point Likert scale. Respondents could choose from strongly disagree to strongly agree. Section 6 asked about personal information. Five demographic items were asked, but only ages of Generation MZ and Baby Boomers were studied together with gender. After the bilingual questionnaire was constructed, it was then converted into a digital online form by using Google Forms, the form was then distributed to respondents via WhatsApp. The questionnaire was exhibited in Appendix 2. 

4.2.2 Pilot Test of the Pilot Study
After the Google Forms questionnaire was established, it was sent to three professionals – a professor, a lecturer, and a flexitarian of meat-alternatives and real meat, for their initial preview and to invite comments. Minor amendments were made according to the professionals’
 invaluable advices and feedbacks. 
4.2.3 Secondary Data Collection
A tremendous amount of secondary data about plant-based meat had already been published by past researchers, reporters or bloggers. Secondary data can be retrieved from different sources, including open-access journal articles, anecdotal materials obtained on internet, published sources such as reports from government bodies, industry and trade associations, and market research reports by marketing professions. Books from libraries, newspapers and text books are also sources of secondary data. The current researcher had collected secondary data via most of the abovementioned channels. 

4.3 Data Analysis Methods
The researcher adopted Jamovi version 2.3.18.0 as the analytical tool, which is a free alternative to IBM’s SPSS Statistics. Before the analytical procedures started, the researcher went through the process of wrangling data after they were input into Jamovi. Data were cleaned, reorganized, renamed, and transformed, in order to remove errors and made the data set easier to be analysed. The process of transformation was necessary to have a set of variables under one construct to be transformed into one variable by arithmetic calculation, in order to come up with an average mean with the assumption that all items were of equal weights. When the data was ready, descriptive and inferential statistics analyses could be applied. 
4.3.1 Descriptive Statistical Analyses
Descriptive statistics is for describing the characteristics of data acquired from survey. The variables were described to generate accessible insights from responses collected. The researcher made use of tables and graphs to summarize the frequencies of occurrences and distributions of variables. The central tendencies of the data set were measured by means and medians. When central tendency showed where most of the data points lied, variability would measure how far apart these points were from each other.  Variability was important to show how well the surveyed result could be generalized from samples to population. Among the four variance measuring methods - range, interquartile range, standard deviation and variance, standard deviation was used for the current research. Fifty respondents answered the questionnaire, but only 47 were in the age groups of Generation MZ and Baby Boomers. By using Google Forms and Jamovi, data were collected and analysed in systematic manners.

4.3.2 Inferential Statistical Analyses
[bookmark: _Hlk121931536]Inferential statistics is for testing hypotheses, inferences could be drawn from sample data, so conclusions and hypothetical predictions could be generalized to the larger population. Reliability analysis was first to be conducted for ensuring precision and validity of the statistics. After the reliability of measurement items was confirmed, three tests would be carried out – comparison tests, correlation tests and regression tests. An independent t-test would be performed for comparison test, to determine if differences existed between the means of groups of variables. Pearson’s r test would be used for testing correlations, to quantify relationships between variables. Regression analyses were performed for investigating the strength and direction of relationships. Performance of tests were aimed to assess the relationships between variables, to justify whether the null hypotheses would be rejected or failed to be rejected. 





5. Report and Analyses of Findings
[image: ]All 50 recruited respondents answered the questionnaire online; however, for the objective of the study, only the data of Generation MZ and Baby Boomers were analysed together with the factors of age and gender, a total of 47 respondents fit with the criterion. The sample size for Generation MZ was 18, of which 11 was female and 7 were male; and there were 29 Baby Boomers, 18 were female and 11 were male. Table 2 summarized the characteristics.
  Table 2 Summary of Demographic Characteristics. The table was retrieved from Jamovi’s analytical output. 

Three questions were asked in advance for obtaining information about respondents’ familiarities with plant-based meat. Table 3 summarized the descriptive statistics for the questions, however there was a bias detected. A Generation MZ male respondent replied that he had never eaten plant-based meat before, but later on when he was asked at where he consumed plant-based meat, or he might skip the question if he had never eaten before, he answered “consumed at restaurants”; therefore, the researcher made an assumption that the respondent had never eaten plant-based meat before, so one response was taken away from 17 “ate at restaurants” and became 16. The descriptive statistics of questions asked was demonstrated in Table 3.
[bookmark: _Hlk121638210][bookmark: _Hlk121927879][image: ]   
         Table 3 Descriptive Statistics of Questionnaire Questions. The table was retrieved from Jamovi’s analytical output.
Descriptive statistics of individual measurement items were listed in Table 4. Descriptive details run by Jamovi were displayed in Appendix 3a and 3b.

[image: ]
[bookmark: _Hlk121482881][bookmark: _Hlk121936194][bookmark: _Hlk121922386]Table 4 Summary of Descriptive Statistics differentiated by Age and Gender. The table was retrieved from Jamovi’s analytical output.

[bookmark: _Hlk122004821]             
In order to determine the overall consistencies of measurements, reliability test was conducted on the variables, and all variables would be transformed before the test. A summary of the transformed variables with statistics was displayed in Table 5, split by age and gender. 
[image: ]
  Table 5 Table of Transformed Variables. The table was retrieved from Jamovi’s analytical output.


The pilot reliability test was conducted, and the Cronbach’s alphas of the constructs were listed in Table 6. The detailed test results were displayed in Appendix 4a.
[image: ]
Table 6 Results of Pilot Reliability Test.  The table was constructed by the researcher. 

As a general rule, the Cronbach alpha (denoted by α) of 0.8 > α ≥ 0.7 is considered to be acceptable, of 0.9 > α ≥ 0.8, it is considered as good, and if above 0.90, the value is excellent. However, if the alpha value is of 0.7 > α ≥ 0.6, it is a questionable value; if the value is of 0.6 > α ≥ 0.5, it is poor. If α is below 0.5, the reliability is unacceptable (Peterson, 2013). For the pilot test, attitude and consumption behavior were having Cronbach’s alphas of above 0.9, their internal consistencies were excellent, they were reliable and could be retested. Subjective norms and behavioral intention were also having good internal consistencies. The measurement items were selected by the researcher correctly, and the respondents understood the questionnaire questions well. However, perceived behavior control’s consistency was under question, and its correlation heatmap displayed in Appendix 4a was needed to be examined.  Correlation heatmaps were graphical visualization of data, showing the magnitudes of variables being tested and the values were indicated by color. PBC5 correlated negatively with the total scale, so Jamovi suggested to have the values reversed. Both heatmaps of “before reversion” and “after reversion’ were displayed to show the differences. Samuels (2012) defined the reversion towards the mean as “a shift in conditional expectation of the distribution. The application is useful for statistical reasoning and is more feasible than applying regression towards the mean”. PBC5 was about: “It is totally up to me to consume or not to consume plant-based meat”, and its correlation with PBC2 and PBC3, which were about: “consuming plant-based meat might bring improvement to environment” and “I am willing to pay more money to consume plant-based meat in order to protect environment”, showed negative correlations. As could be seen from the histogram of PBC in Appendix 3b, BB[footnoteRef:4] male had a fairly typical bell-curve of distribution, whereas the curve of BB female was having an irregular shape. For a small sample size of pilot test, there might be a chance that there were underlying reasons of female respondents in the BB age group that led to their unusual responses when compared to male; therefore, by assuming all other factors being equal, there might be a future predicted chance that a bigger sample size might bring different correlations. Based on these reasonings, the researcher conducted the reversion. [4:  BB was an abbreviation for baby boomers.] 

[bookmark: _Hlk122002183]             Comparison tests simply look for the differences among group means. They are used for testing the effect of a specific categorical variable against the mean values of other variables. T-tests were conducted for the objective to test hypotheses. Independent t-test was implemented to see if genders and age groups showed differences in their relationship with the variables. 
For attitude, when comparing median of males (M=3.9, SD=1.35)[footnoteRef:5] to that of females (M=4, SD=1.75), males demonstrated a better score with a standard deviation more reliable as the data were more clustered to the mean; therefore, t(45)=1.38[footnoteRef:6] and  p=0.176, with a p-value exceeded 0.1, the null hypothesis was true. Subjective norms’ median of males (M=3, SD=1.15) was compared to that of females (M=2.6, SD=1.34), males demonstrated a better score with more reliable SD; consequently, t(45)=1.51 and  p=0.137, with p>0.1, the null hypothesis was true. [5:  M denoted median and SD denoted standard deviation.]  [6:  t(degrees of freedom) = t statistics, which stands for the population median.] 

Perceived behavioural control’s medium of males (M=4.8, SD=0.7) was compared to that of females (M=4.6, SD=1.23), males demonstrated a better score with more reliable SD; with t(45)=1.68 and p=0.1, with p≥0.1, the null hypothesis was true. For behavioural intention, when comparing the males’ median (M=2.90, SD=1.612) with females’ median (M=2.60, SD=1.43), males demonstrated a better score with more reliable SD; therefore, t(45)=0.822 and p=0.415, with p≥0.1, the null hypothesis was also true. For consumption behaviour, the median of males (M=2.33, SD=1.69) was compared with the median of females (M=2.33, SD=1.37), females demonstrated a better score with more reliable SD; with t(45)=0.923 and p=0.361, with p>0.1, the null hypothesis was failed to be rejected. 

Attitude’s median of Generation MZ[footnoteRef:7] (M=4.6, SD=1.17), when compared to that of Baby Boomers (M=3.8, SD=1.79), MZ demonstrated a better score with more reliable SD; t(45)=1.77, p=0.083, with p>0.05 but less than 0.10, the researcher did not have significant evidence to accept that the null hypothesis was true, particularly the effect size showed 0.532, implying that the finding had practical significance; therefore, the null hypothesis was rejected. Subjective norms’ median of MZ (M=2.9, SD=1.03) compared to that of BB (M=2.6, SD=1.45), MZ demonstrated a better score with more reliable SD; t(45)=0.465, p=0.644, with a significantly high p-value, the null hypothesis was said to be true.  Perceived behavioural control’s median of MZ (M=4.5, SD=0.676), compared to that of BB (M=4.8, SD=1.28), MZ demonstrated a better score with more reliable SD; t(45)=0.812, p=0.421, with p>0.1, the null hypothesis was true. Behavioural intention’s median of MZ (M=2.8, SD=1.291), compared to that of BB (M=2.60, SD=1.63), MZ demonstrated a better score with more reliable SD; t(45)=-0.256 and p=0.799, with p>0.1, the null hypothesis was true. For behavioural intention, MZ’s median (M=2.8, SD=1.29) to BB’s median (M=2.60, SD=1.63), MZ demonstrated a better score with more reliable SD; therefore, when t(45)=-0.256 and p=0.799, with p>0.1, the null hypothesis was failed to be rejected. For consumption behaviour, MZ’s median (M=2.33, SD=1.23) compared to BB’s median (M=2.33, SD=1.64), MZ demonstrated a better score with SD more clustered to the mean; therefore t(45)=-0.476 and p=0.637, with p>0.1, the null hypothesis was failed to be rejected.  [7:  MZ was the abbreviation for Generation MZ. ] 


A correlation test was conducted to evaluate the relationship between variables. The result was demonstrated in Table 7. 
[image: ]
 Table 7 Correlation Matrix of Variables. The table was retrieved from Jamovi’s analytical output. 

The Pearson correlation coefficient (denoted by r) ranges between -1 to 1, from negative correlation to positive correlation. For the pilot test, the correlations between BI and variables of ATT, SN and PBC ranges between 0.479 and 0.771. The correlation between attitude and behavioural intention had a very strong positive correlation of 0.745, subjective norms and behavioural intention also had a strong positive correlation of 0.771; whereas, perceived behavioural control had a moderate positive correlation with behavioural intention of 0.479. Behavioural intention and consumption behaviour had the strongest correlation of 0.842. All these correlations had p<0.001, the correlations were statistically significant. 
[image: ]







Figure 3 Hypothesized Theoretical Framework with Correlations. The framework was constructed by the researcher.

Table 8 was a summary table for demonstrating the results of the independent samples t-test. Other Jamovi details were displayed in Appendix 4b. 
[image: ]       
Table 8 Summary Table for Results of Independent Samples T-test. The table was constructed by the researcher with data retrieved from Jamovi’s analytical output. 

Table 9 displayed the findings of independent samples t-test for behavioural intention and the demographic factors of age and gender.

[image: ]
[bookmark: _Hlk122010254]Table 9 Table of Independent Samples T-test for Behavioural Intention and Demographic Characteristics. The table was constructed by the researcher with data retrieved from Jamovi’s analytical output. 

From the results demonstrated in Table 8, Hypothesis H₅a was rejected, showing that age had no significant association with Hong Kong consumers’ behavioral intention to consume plant-based meat. Moreover, Hypothesis H₅b was also rejected, showing that gender had no significant association with Hong Kong consumers’ behavioral intention to consume plant-based meat. 











6. Conclusion of Pilot Test
It was out of the researcher’s expectation that almost all alternative hypotheses listed below were rejected, except that Generation MZ’s responses showed acceptance to Hypothesis 1 regarding attitude towards behavioural intention of consumption. 
H₁: Attitude has direct effect on Hong Kong consumers’ behavioral intention to purchase plant-based meat.
H₂: Subjective norms have direct effects on Hong Kong consumers’ behavioral intention to purchase plant-based meat. 
H₃: Perceived behavioral control has direct effect on Hong Kong consumers’ behavioral intention to purchase plant-based meat. 

H₄: Behavioral intention has direct effect on Hong Kong consumers’ consuming behavior of plant-based meat.

H₅a:  Age has significant association with Hong Kong consumers’ behavioral intention to consume plant-based meat.

H₅b:  Gender has significant association with Hong Kong consumers’ behavioral intention to   consume plant-based meat. 

6.1 Conclusion
Overall responses were having means and medians of below average. Respondents’ attitudes toward consumption of plant-based meat tended to be inspired by the beliefs of caring the environment and concerning animal welfare and they thought consuming PBM[footnoteRef:8] could be considered as a sustainable choice. Perceived behavioural control received the highest scores, mostly at average or above the average of 4. Many respondents were not sure if they would eat PBM regularly in the future, but they agreed that they had control over their own behaviour to consume or not to consume PBM, females were more significant than males. Females slightly agreed that consuming PBM would be beneficial to the environment, but they were not too willing to pay more for plant-based meat. The mean values of behavioural intention and consumption behaviour were all under average, respondents’ consuming intention was low for PBM, thus the actual consumption behaviour was also affected. Regardless of caring the environment, respondents would not purchase PBM on a regular basis and might not recommend family members and friends to buy it. Attitudes and purchase intentions did not coincide with one another.  [8:  Plant-based meat was abbreviated as PBM. ] 


[bookmark: _Hlk122196341][bookmark: _Hlk122089282]Subjective norms received the lowest overall score of means and medians among all, matched with the research results of Shin and Hancer (2016)’s study, showing that SN[footnoteRef:9] was the weakest predictor. Respondents tended to disagree that the ones whom they cared for would consume PBM and they would be influenced by their important ones to consume PBM. SN seemed not to play an effective role in affecting the consumption behaviour of PBM, which was in contrary to the research findings of Ham, Jeger and Ivković (2015) that SN showed inspiration to consumers’ consuming intention. The research of Carfora (2020) even stated that subjective norms was the strongest construct in predicting behavioural intention in Italy. Although SN showed positively strong correlation of 0.771 with behavioural intention, Hong Kong respondents tended not to agree that they would be influenced by their friends and family members to consume plant-based meat. The results brought answer to Research Question 1: “How does the role of subjective norms affect Hong Kong’s Generation MZ and Baby Boomers in forming their behavioural intention to consume plant-based meat?”.  Subjective norms were not playing roles to affect Hong Kong Generation MZ and Baby Boomers’ intention to consume plant-based meat. For Research Question 2: “Will there be age-variance and gender-variance if these demographic variables are to be compared against the result of subjective norms influences?” Age-variance in subjective norm was minimal, as most answers lied below the mean values. As a result, hypothesis H₅a was rejected, showing that age had no significant association with Hong Kong consumers’ behavioral intention to consume plant-based meat. The finding was different from that of the West, the research conducted by Boukid (2020) in Spain discovered that young millennials showed interest in consuming plant-based meat was due to their environmental concerns and easy accessibility of PMB, whereas the older generation was motivated by taste of PMB and their familiarities of this novel product. Young millennial female with higher education showed more concerns about the environment, while the older females cared more about healthiness. Unlike Hong Kong, respondents showed one-sided disinterest.  [9:  Subjective norms were abbreviated as SN.] 

Hypothesis H₅b was also rejected, showing no significant association between gender and behavioral intention to consume PMB. The result was significantly different from the findings of Hinrichs (2022) that men were more defensive towards plant-based meat, and women showed less defensiveness. The research of Rosenfeld and Tomiyama (2021) also showed that men’s openness to become vegans or vegetarians were lower than that of women. The study of Modlinska et al. (2020) also stated that men had higher conformity with masculine identity, so they complied more with their intrinsic preference of meat, whereas women were more sensitive to food and nutrition healthiness, thus consuming more fibers. However, the pilot study indicated that only Generation MZ showed the highest-scored response of neither agree nor disagree to item SN5: “An individual person or a group of people’s degree of influences would strongly affect my eating decision of plant-based meat’, the means of other responses were all below average. Gender-variance was also not significant, most responses lied between the means of 2.1 and 3.67, all below the average of 4. Only the male MZ had a mean value of 4 for SN5.

As a conclusion, both male and female respondents of the pilot test, regardless of age, were reluctant to pick up plant-based diets, especially female respondents were unwilling to pay more for PBM, but men’s consuming decisions had higher likeliness to be influenced by subjective norms.  
 
6.2 Validity of Conclusion and Replicability
Research findings concluded that there was adequate statistical power to identify the relationships among measurement items, and their correlations between variables were all significant. There were evidences to support the validity of conclusion by basing on the relations of variables. Furthermore, the variables and measurement items of the pilot test were frequently adopted in past studies, so they were proven to be valid. There was also external validity that the results of this pilot test could be generalized to Hong Kong population at large, since the reliability was proven by Cronbach’s alphas. However, the p-values were all higher than 0.05, implying that the results might be derived from chance because of small sample groups; consequently, the pilot test results might not be replicated by other researchers in other studies.

6.3 Limitations
Due to time constraint of conducting the pilot test, the researcher was not able to recruit a balanced number of respondents in both age groups. With 29 Baby Boomers and only 18 Generation MZ, the imbalance was obvious. Furthermore, the recruitment of respondents was not at all of non-probabilistic convenience, most participants were researcher’s acquaintances. Moreover, if time allowed, more inferential tests should be conducted for data-testing.  

6.4 Recommendations for Further Research
The measurement items of Perceived Behaviour Control were needed to be adjusted. More appropriate constructs should be investigated for obtaining better correlation without reversion. In the future, a mixed method research design can be adopted by combining both qualitative and quantitative approaches for similar researches of plant-based meat. With anticipation to reveal new measurement items during focus group discussions which can be used in future questionnaires. Further study of plant-based meat could be performed on only one age group – the Baby Boomers, and studies of gender and other demographic factors will not be necessary. The population size of Silver Hair is on the growing trend, and studies for understanding more of their consumption behaviours will bring benefits to manufacturers and marketers of plant-based meat.
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                         Thank you very much for your precious time!
                                              
                                   非常感謝閣下抽出寶貴時間!




Appendix 3 
Descriptives of Demographic Characteristics and Variables 
Appendix 3 consisted of two sections, Appendix 3a displayed the descriptives and plots of demographic characteristics, whereas Appendix 3b exhibited the descriptives of individual variables and transformed. 
Appendix 3a Descriptives of Demographic Variables 
Frequencies of Demographic Characteristics
	Frequencies of Generation MZ

	Generation MZ
	Gender
	Counts
	% of Total
	Cumulative %

	18-30
	
	Female
	
	11
	
	61.1 %
	
	61.1 %
	

	 
	
	Male
	
	7
	
	38.9 %
	
	100.0 %
	

	

	 

Frequencies of Baby Boomers

	Baby Boomers
	Gender
	Counts
	% of Total
	Cumulative %

	58-76
	
	Female
	
	18
	
	62.1 %
	
	62.1 %
	

	 
	
	Male
	
	11
	
	37.9 %
	
	100.0 %
	

	


Descriptives of Variables
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[bookmark: _Hlk121492071]Plots 
Attitude                                                                           Subjective Norm
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Perceived behaviour control                                        Behavioural Intention
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Appendix 3b Descriptives of Individual Independent Variables
Descriptive of Attitude:
	Descriptives by Age

	 
	AGE
	ATT1
	ATT2
	ATT3
	ATT4
	ATT5

	N
	
	18-30
	
	18
	
	18
	
	18
	
	18
	
	18
	

	 
	
	58-76
	
	29
	
	29
	
	29
	
	29
	
	29
	

	Mean
	
	18-30
	
	3.17
	
	3.83
	
	4.78
	
	4.39
	
	4.78
	

	 
	
	58-76
	
	3.07
	
	3.03
	
	3.24
	
	3.72
	
	3.66
	

	Median
	
	18-30
	
	3.50
	
	4.50
	
	5.00
	
	5.00
	
	5.00
	

	 
	
	58-76
	
	4
	
	3
	
	3
	
	4
	
	4
	

	Standard deviation
	
	18-30
	
	1.72
	
	1.72
	
	1.22
	
	1.20
	
	1.73
	

	 
	
	58-76
	
	1.81
	
	1.74
	
	1.90
	
	2.05
	
	2.07
	

	Minimum
	
	18-30
	
	1
	
	1
	
	3
	
	1
	
	1
	

	 
	
	58-76
	
	1
	
	1
	
	1
	
	1
	
	1
	

	Maximum
	
	18-30
	
	6
	
	6
	
	7
	
	6
	
	7
	

	 
	
	58-76
	
	6
	
	6
	
	6
	
	7
	
	7
	

	

	 
Descriptives by Gender


	 
	Gen_MZ&BB
	ATT1
	ATT2
	ATT3
	ATT4
	ATT5

	N
	
	Male
	
	18
	
	18
	
	18
	
	18
	
	18
	

	 
	
	Female
	
	29
	
	29
	
	29
	
	29
	
	29
	

	Mean
	
	Male
	
	3.56
	
	3.50
	
	4.33
	
	4.50
	
	4.50
	

	 
	
	Female
	
	2.83
	
	3.24
	
	3.52
	
	3.66
	
	3.83
	

	Median
	
	Male
	
	4.00
	
	3.50
	
	4.50
	
	5.00
	
	5.00
	

	 
	
	Female
	
	3
	
	4
	
	4
	
	4
	
	5
	

	Standard deviation
	
	Male
	
	1.79
	
	1.76
	
	1.28
	
	1.58
	
	1.72
	

	 
	
	Female
	
	1.71
	
	1.79
	
	2.05
	
	1.86
	
	2.16
	

	Minimum
	
	Male
	
	1
	
	1
	
	2
	
	1
	
	1
	

	 
	
	Female
	
	1
	
	1
	
	1
	
	1
	
	1
	

	Maximum
	
	Male
	
	6
	
	6
	
	6
	
	7
	
	7
	

	 
	
	Female
	
	6
	
	6
	
	7
	
	6
	
	7
	

	


 

[bookmark: _Hlk121913139]Descriptives of Social Norms:
	Descriptives by Age

	 
	AGE
	SN1
	SN2
	SN3
	SN4
	SN5

	N
	
	18-30
	
	18
	
	18
	
	18
	
	18
	
	18
	

	 
	
	58-76
	
	29
	
	29
	
	29
	
	29
	
	29
	

	Mean
	
	18-30
	
	2.33
	
	3.67
	
	2.17
	
	2.56
	
	4.22
	

	 
	
	58-76
	
	2.45
	
	3.21
	
	2.48
	
	2.69
	
	3.21
	

	Median
	
	18-30
	
	2.00
	
	4.00
	
	2.00
	
	2.50
	
	4.00
	

	 
	
	58-76
	
	2
	
	3
	
	2
	
	2
	
	3
	

	Standard deviation
	
	18-30
	
	1.46
	
	1.46
	
	1.29
	
	1.38
	
	1.66
	

	 
	
	58-76
	
	1.45
	
	1.74
	
	1.40
	
	1.54
	
	2.11
	

	Minimum
	
	18-30
	
	1
	
	1
	
	1
	
	1
	
	1
	

	 
	
	58-76
	
	1
	
	1
	
	1
	
	1
	
	1
	

	Maximum
	
	18-30
	
	6
	
	6
	
	5
	
	6
	
	7
	

	 
	
	58-76
	
	6
	
	6
	
	5
	
	6
	
	6
	

	



	Descriptives by Gender

	 
	Gen_MZ&BB
	SN1
	SN2
	SN3
	SN4
	SN5

	N
	
	Male
	
	18
	
	18
	
	18
	
	18
	
	18
	

	 
	
	Female
	
	29
	
	29
	
	29
	
	29
	
	29
	

	Mean
	
	Male
	
	2.89
	
	3.67
	
	2.83
	
	2.78
	
	4.00
	

	 
	
	Female
	
	2.10
	
	3.21
	
	2.07
	
	2.55
	
	3.34
	

	Median
	
	Male
	
	3.00
	
	4.00
	
	2.50
	
	2.00
	
	4.00
	

	 
	
	Female
	
	2
	
	4
	
	2
	
	3
	
	4
	

	Standard deviation
	
	Male
	
	1.45
	
	1.46
	
	1.42
	
	1.52
	
	1.68
	

	 
	
	Female
	
	1.37
	
	1.74
	
	1.25
	
	1.45
	
	2.16
	

	Minimum
	
	Male
	
	1
	
	1
	
	1
	
	1
	
	1
	

	 
	
	Female
	
	1
	
	1
	
	1
	
	1
	
	1
	

	Maximum
	
	Male
	
	6
	
	6
	
	5
	
	6
	
	7
	

	 
	
	Female
	
	6
	
	6
	
	5
	
	6
	
	7
	

	


 


Descriptives of Perceived Behavioural Control:
	Descriptives by Age

	 
	AGE
	PBC1
	PBC2
	PBC3
	PBC4
	PBC5

	N
	
	18-30
	
	18
	
	18
	
	18
	
	18
	
	18
	

	 
	
	58-76
	
	29
	
	29
	
	29
	
	29
	
	29
	

	Missing
	
	18-30
	
	0
	
	0
	
	0
	
	0
	
	0
	

	 
	
	58-76
	
	0
	
	0
	
	0
	
	0
	
	0
	

	Mean
	
	18-30
	
	5.17
	
	4.44
	
	3.61
	
	3.61
	
	5.67
	

	 
	
	58-76
	
	4.69
	
	4.14
	
	3.17
	
	3.31
	
	5.86
	

	Median
	
	18-30
	
	5.00
	
	5.00
	
	4.00
	
	4.00
	
	6.00
	

	 
	
	58-76
	
	5
	
	4
	
	4
	
	3
	
	7
	

	Standard deviation
	
	18-30
	
	1.65
	
	1.46
	
	1.75
	
	1.50
	
	1.50
	

	 
	
	58-76
	
	2.14
	
	2.05
	
	1.83
	
	2.09
	
	1.64
	

	Minimum
	
	18-30
	
	1
	
	1
	
	1
	
	1
	
	2
	

	 
	
	58-76
	
	1
	
	1
	
	1
	
	1
	
	1
	

	Maximum
	
	18-30
	
	7
	
	7
	
	6
	
	6
	
	7
	

	 
	
	58-76
	
	7
	
	7
	
	6
	
	7
	
	7
	

	



	Descriptives by Gender

	 
	Gen_MZ&BB
	PBC1
	PBC2
	PBC3
	PBC4
	PBC5

	N
	
	Male
	
	18
	
	18
	
	18
	
	18
	
	18
	

	 
	
	Female
	
	29
	
	29
	
	29
	
	29
	
	29
	

	Missing
	
	Male
	
	0
	
	0
	
	0
	
	0
	
	0
	

	 
	
	Female
	
	0
	
	0
	
	0
	
	0
	
	0
	

	Mean
	
	Male
	
	5.28
	
	4.61
	
	3.44
	
	3.72
	
	6.28
	

	 
	
	Female
	
	4.62
	
	4.03
	
	3.28
	
	3.24
	
	5.48
	

	Median
	
	Male
	
	6.00
	
	4.50
	
	4.00
	
	3.50
	
	7.00
	

	 
	
	Female
	
	5
	
	5
	
	4
	
	3
	
	6
	

	Standard deviation
	
	Male
	
	1.78
	
	1.46
	
	1.79
	
	1.87
	
	0.958
	

	 
	
	Female
	
	2.06
	
	2.03
	
	1.83
	
	1.88
	
	1.81
	

	Minimum
	
	Male
	
	1
	
	1
	
	1
	
	1
	
	4
	

	 
	
	Female
	
	1
	
	1
	
	1
	
	1
	
	1
	

	Maximum
	
	Male
	
	7
	
	7
	
	6
	
	7
	
	7
	

	 
	
	Female
	
	7
	
	7
	
	6
	
	7
	
	7
	

	


 
Descriptives of Behavioural Intention by Age and Gender
	Descriptives

	 
	AGE
	BI1
	BI2

	N
	
	18-30
	
	18
	
	18
	

	 
	
	58-76
	
	29
	
	29
	

	Missing
	
	18-30
	
	0
	
	0
	

	 
	
	58-76
	
	0
	
	0
	

	Mean
	
	18-30
	
	2.94
	
	3.50
	

	 
	
	58-76
	
	2.90
	
	3.48
	

	Median
	
	18-30
	
	3.00
	
	3.50
	

	 
	
	58-76
	
	3
	
	4
	

	Standard deviation
	
	18-30
	
	1.39
	
	1.82
	

	 
	
	58-76
	
	1.70
	
	1.99
	

	Minimum
	
	18-30
	
	1
	
	1
	

	 
	
	58-76
	
	1
	
	1
	

	Maximum
	
	18-30
	
	6
	
	6
	

	 
	
	58-76
	
	6
	
	6
	

	

	 

Descriptives by Gender

	 
	Gen_MZ&BB
	BI1
	BI2

	N
	
	Male
	
	18
	
	18
	

	 
	
	Female
	
	29
	
	29
	

	Missing
	
	Male
	
	0
	
	0
	

	 
	
	Female
	
	0
	
	0
	

	Mean
	
	Male
	
	3.11
	
	3.67
	

	 
	
	Female
	
	2.79
	
	3.38
	

	Median
	
	Male
	
	3.00
	
	4.00
	

	 
	
	Female
	
	3
	
	3
	

	Standard deviation
	
	Male
	
	1.53
	
	1.81
	

	 
	
	Female
	
	1.61
	
	1.99
	

	Minimum
	
	Male
	
	1
	
	1
	

	 
	
	Female
	
	1
	
	1
	

	Maximum
	
	Male
	
	6
	
	6
	

	 
	
	Female
	
	6
	
	6
	

	


 Descriptives of Behaviour of Consumption by Age and Gender
	Descriptives by Age

	 
	AGE
	B1
	B2
	B3

	N
	
	18-30
	
	18
	
	18
	
	18
	

	 
	
	58-76
	
	29
	
	29
	
	29
	

	Missing
	
	18-30
	
	0
	
	0
	
	0
	

	 
	
	58-76
	
	0
	
	0
	
	0
	

	Mean
	
	18-30
	
	2.39
	
	2.28
	
	2.72
	

	 
	
	58-76
	
	2.83
	
	2.17
	
	3.03
	

	Median
	
	18-30
	
	2.50
	
	2.00
	
	2.50
	

	 
	
	58-76
	
	2
	
	2
	
	2
	

	Standard deviation
	
	18-30
	
	1.24
	
	1.36
	
	1.41
	

	 
	
	58-76
	
	1.79
	
	1.56
	
	1.94
	

	Minimum
	
	18-30
	
	1
	
	1
	
	1
	

	 
	
	58-76
	
	1
	
	1
	
	1
	

	Maximum
	
	18-30
	
	5
	
	6
	
	5
	

	 
	
	58-76
	
	7
	
	7
	
	6
	

	

	
Descriptives

	 
	Gen_MZ&BB
	B1
	B2
	B3

	N
	
	Male
	
	18
	
	18
	
	18
	

	 
	
	Female
	
	29
	
	29
	
	29
	

	Missing
	
	Male
	
	0
	
	0
	
	0
	

	 
	
	Female
	
	0
	
	0
	
	0
	

	Mean
	
	Male
	
	3.06
	
	2.44
	
	3.06
	

	 
	
	Female
	
	2.41
	
	2.07
	
	2.83
	

	Median
	
	Male
	
	2.50
	
	2.00
	
	2.50
	

	 
	
	Female
	
	2
	
	2
	
	2
	

	Standard deviation
	
	Male
	
	1.89
	
	1.72
	
	1.73
	

	 
	
	Female
	
	1.38
	
	1.31
	
	1.77
	

	Minimum
	
	Male
	
	1
	
	1
	
	1
	

	 
	
	Female
	
	1
	
	1
	
	1
	

	Maximum
	
	Male
	
	7
	
	7
	
	6
	

	 
	
	Female
	
	5
	
	6
	
	6
	

	


 
Descriptives of Transformed Variables:
	[bookmark: _Hlk121488314]Descriptives by Age and Gender

	 
	AGE
	Gender
	ATT
	SN
	PBC
	BI

	N
	
	18-30
	
	Male
	
	7
	
	7
	
	7
	
	7
	

	 
	
	 
	
	Female
	
	11
	
	11
	
	11
	
	11
	

	 
	
	58-76
	
	Male
	
	11
	
	11
	
	11
	
	11
	

	 
	
	 
	
	Female
	
	18
	
	18
	
	18
	
	18
	

	Mean
	
	18-30
	
	Male
	
	3.57
	
	2.66
	
	4.14
	
	1.86
	

	 
	
	 
	
	Female
	
	4.58
	
	3.20
	
	4.73
	
	3.35
	

	 
	
	58-76
	
	Male
	
	4.40
	
	3.60
	
	5.00
	
	3.84
	

	 
	
	 
	
	Female
	
	2.70
	
	2.32
	
	3.77
	
	2.30
	

	95% CI mean lower bound
	
	18-30
	
	Male
	
	2.31
	
	1.58
	
	3.48
	
	0.880
	

	 
	
	 
	
	Female
	
	3.99
	
	2.58
	
	4.35
	
	2.60
	

	 
	
	58-76
	
	Male
	
	3.53
	
	2.91
	
	4.69
	
	2.87
	

	 
	
	 
	
	Female
	
	1.82
	
	1.59
	
	3.07
	
	1.56
	

	95% CI mean upper bound
	
	18-30
	
	Male
	
	4.83
	
	3.73
	
	4.81
	
	2.83
	

	 
	
	 
	
	Female
	
	5.17
	
	3.82
	
	5.11
	
	4.09
	

	 
	
	58-76
	
	Male
	
	5.27
	
	4.29
	
	5.31
	
	4.80
	

	 
	
	 
	
	Female
	
	3.58
	
	3.05
	
	4.46
	
	3.04
	

	Median
	
	18-30
	
	Male
	
	3.20
	
	2.40
	
	4.20
	
	1.60
	

	[bookmark: _Hlk121496693] 
	
	 
	
	Female
	
	4.60
	
	3.00
	
	4.60
	
	3.40
	

	 
	
	58-76
	
	Male
	
	4.60
	
	3.80
	
	5.00
	
	3.60
	

	 
	
	 
	
	Female
	
	2.20
	
	1.90
	
	3.80
	
	1.90
	

	Standard deviation
	
	18-30
	
	Male
	
	1.36
	
	1.16
	
	0.718
	
	1.06
	

	 
	
	 
	
	Female
	
	0.878
	
	0.921
	
	0.568
	
	1.10
	

	 
	
	58-76
	
	Male
	
	1.30
	
	1.03
	
	0.456
	
	1.44
	

	 
	
	 
	
	Female
	
	1.77
	
	1.47
	
	1.40
	
	1.49
	

	Variance
	
	18-30
	
	Male
	
	1.86
	
	1.36
	
	0.516
	
	1.12
	

	 
	
	 
	
	Female
	
	0.772
	
	0.848
	
	0.322
	
	1.22
	

	 
	
	58-76
	
	Male
	
	1.68
	
	1.06
	
	0.208
	
	2.07
	

	 
	
	 
	
	Female
	
	3.15
	
	2.17
	
	1.95
	
	2.21
	

	Range
	
	18-30
	
	Male
	
	4.00
	
	3.80
	
	2.40
	
	2.80
	

	 
	
	 
	
	Female
	
	3.40
	
	3.40
	
	1.80
	
	4.20
	

	 
	
	58-76
	
	Male
	
	3.80
	
	3.40
	
	1.60
	
	4.40
	

	 
	
	 
	
	Female
	
	4.60
	
	3.80
	
	4.40
	
	4.00
	

	Skewness
	
	18-30
	
	Male
	
	-0.156
	
	1.41
	
	0.295
	
	1.30
	

	 
	
	 
	
	Female
	
	-0.376
	
	0.203
	
	-0.0300
	
	0.332
	

	 
	
	58-76
	
	Male
	
	0.202
	
	-0.557
	
	-0.804
	
	0.534
	

	 
	
	 
	
	Female
	
	0.269
	
	0.588
	
	-0.354
	
	0.693
	

	Std. error skewness
	
	18-30
	
	Male
	
	0.794
	
	0.794
	
	0.794
	
	0.794
	

	 
	
	 
	
	Female
	
	0.661
	
	0.661
	
	0.661
	
	0.661
	

	 
	
	58-76
	
	Male
	
	0.661
	
	0.661
	
	0.661
	
	0.661
	

	 
	
	 
	
	Female
	
	0.536
	
	0.536
	
	0.536
	
	0.536
	

	Shapiro-Wilk W
	
	18-30
	
	Male
	
	0.960
	
	0.853
	
	0.939
	
	0.822
	

	 
	
	 
	
	Female
	
	0.916
	
	0.982
	
	0.939
	
	0.978
	

	 
	
	58-76
	
	Male
	
	0.945
	
	0.959
	
	0.928
	
	0.939
	

	 
	
	 
	
	Female
	
	0.803
	
	0.813
	
	0.908
	
	0.810
	

	Shapiro-Wilk p
	
	18-30
	
	Male
	
	0.817
	
	0.130
	
	0.631
	
	0.067
	

	 
	
	 
	
	Female
	
	0.285
	
	0.977
	
	0.504
	
	0.957
	

	 
	
	58-76
	
	Male
	
	0.585
	
	0.762
	
	0.389
	
	0.508
	

	 
	
	 
	
	Female
	
	0.002
	
	0.002
	
	0.080
	
	0.002
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Plots:
Attitude’s histogram:
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Box Plot: 
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Q-Q Plots:
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Subjective Norm’s histograms:
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Box Plot: 
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Perceived Behaviour Control’s Histogram:
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Box Plot:
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Behavioural Intention’s Histograms:
[image: ]

[image: ] Box Plot:

Q-Q Plots:
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[bookmark: _Hlk121415562]Appendix 4 Inferential Statistics Analyses
The inferential statistics analyses composed of four sections: reliability analyses, comparison tests, analyses of variance, correlation test, regression analysis and confirmatory factor analysis.

Appendix 4a Reliability Analyses 
Reliability Analysis of Attitude:
	

	 
	Cronbach's α

	scale
	
	0.930
	

	

	 

	 
	Mean
	SD

	ATT1
	
	3.06
	
	1.78
	

	ATT2
	
	3.26
	
	1.77
	

	ATT3
	
	3.74
	
	1.86
	

	ATT4
	
	3.94
	
	1.79
	

	ATT5
	
	4.12
	
	2.06
	

	


 
Correlation Heatmap of Attitude:
[image: ]


Reliability Analysis of Subjective Norms:
	


	 
	Cronbach's α

	scale
	
	0.868
	

	

	 



	 
	Mean
	SD

	SN1
	
	2.32
	
	1.43
	

	SN2
	
	3.30
	
	1.66
	

	SN3
	
	2.34
	
	1.36
	

	SN4
	
	2.56
	
	1.46
	

	SN5
	
	3.60
	
	2.03
	

	


[image: ] Correlation Heatmap of Subjective Norms:


Reliability Analysis of Perceived Behaviour Control:
	


	 
	Cronbach's α

	scale
	
	0.611
	

	

	 


	 
	Mean
	SD

	PBC1
	
	4.86
	
	2.01
	

	PBC2
	
	4.22
	
	1.85
	

	PBC3
	
	3.26
	
	1.80
	

	PBC4
	
	3.44
	
	1.92
	

	PBC5 ᵃ
	
	2.18
	
	1.55
	

	ᵃ reverse scaled item

	


	Scale Reliability Statistics of Perceived Behavioural Control

	 
	Mean
	SD
	Cronbach's α

	scale
	
	4.32
	
	1.06
	
	0.506
	

	Note. 'PBC 5' correlates negatively with the total scale and probably should be reversed

	


  

[bookmark: _Hlk121739264][image: ]Correlation Heatmap of Perceived Behaviour Control:
[image: ]       
Correlation of PBC before reversion.                                             Correlation of PBC after reversion.
 



Reliability Analysis of Behavioural Intention:
	

	 
	Cronbach's α

	scale
	
	0.894
	

	

	 

	 
	Mean
	SD

	BI1
	
	2.86
	
	1.58
	

	BI2
	
	3.42
	
	1.93
	

	


 
Correlation Heatmap
[image: ]









Reliability Analysis of Consumption Behaviour:
	

	 
	Cronbach's α

	scale
	
	0.921
	

	

	 

	 
	Mean
	SD

	B1
	
	2.62
	
	1.60
	

	B2
	
	2.16
	
	1.45
	

	B3
	
	2.86
	
	1.74
	

	


 
Correlation Heatmap
[image: ]
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Appendix 4b Comparison Test
[bookmark: _Hlk122211861]
Independent Samples T-test for Attitude and Gender
	Independent Samples T-Test

	 
	 
	Statistic
	df
	p
	 
	Effect Size

	ATT
	
	Student's t
	
	1.38
	
	45.0
	
	0.176
	
	Cohen's d
	
	0.413
	

	

	 

Group Descriptives

	 
	Group
	N
	Mean
	Median
	SD
	SE

	ATT
	
	Male
	
	18
	
	4.08
	
	3.90
	
	1.35
	
	0.318
	

	 
	Female
	
	29
	
	3.41
	
	4.00
	
	1.75
	
	0.324
	

	


 
Plots
ATT
[image: ]






Independent Samples T-Test for Subjective Norms and Gender

	

	 
	 
	Statistic
	df
	p
	 
	Effect Size

	SN
	
	Student's t
	
	1.51
	
	45.0
	
	0.137
	
	Cohen's d
	
	0.454
	

	

	 


	 
	Group
	N
	Mean
	Median
	SD
	SE

	SN
	
	Male
	
	18
	
	3.23
	
	3.00
	
	1.15
	
	0.271
	

	 
	Female
	
	29
	
	2.66
	
	2.60
	
	1.34
	
	0.250
	

	


 Plots
SN
[image: ]

 Independent Samples T-Test for Perceived Behavioural Control and Gender

	

	 
	 
	Statistic
	df
	p
	 
	Effect Size

	PBC
	
	Student's t
	
	1.68
	ᵃ
	45.0
	
	0.100
	
	Cohen's d
	
	0.503
	

	

	

	

	 
	Group
	N
	Mean
	Median
	SD
	SE

	PBC
	
	Male
	
	18
	
	4.67
	
	4.80
	
	0.700
	
	0.165
	

	 
	Female
	
	29
	
	4.13
	
	4.60
	
	1.23
	
	0.229
	

	



Plots
PBC
[image: ]

Independent Samples T-Test for Attitude and Age Groups
	

	 
	 
	Statistic
	df
	p
	 
	Effect Size

	ATT
	
	Student's t
	
	1.77
	ᵃ
	45.0
	
	0.083
	
	Cohen's d
	
	0.532
	

	

	

	

	 
	Group
	N
	Mean
	Median
	SD
	SE

	ATT
	
	18-30
	
	18
	
	4.19
	
	4.60
	
	1.17
	
	0.276
	

	 
	58-76
	
	29
	
	3.34
	
	3.80
	
	1.79
	
	0.333
	

	


 Plots
[image: ]ATT



Independent Samples T-Test for Subjective Norms and Age Groups
	

	 
	 
	Statistic
	df
	p
	 
	Effect Size

	SN
	
	Student's t
	
	0.465
	ᵃ
	45.0
	
	0.644
	
	Cohen's d
	
	0.140
	

	

	

	 

	 
	Group
	N
	Mean
	Median
	SD
	SE

	SN
	
	18-30
	
	18
	
	2.99
	
	2.90
	
	1.03
	
	0.242
	

	 
	58-76
	
	29
	
	2.81
	
	2.60
	
	1.45
	
	0.268
	

	


 Plots
SN
[image: ]


Independent Samples T-Test for Perceived Behavioural Control and Age Groups
	

	 
	 
	Statistic
	df
	p
	 
	Effect Size

	PBC
	
	Student's t
	
	0.812
	ᵃ
	45.0
	
	0.421
	
	Cohen's d
	
	0.244
	

	

	

	

	 
	Group
	N
	Mean
	Median
	SD
	SE

	PBC
	
	18-30
	
	18
	
	4.50
	
	4.50
	
	0.676
	
	0.159
	

	 
	58-76
	
	29
	
	4.23
	
	4.80
	
	1.28
	
	0.237
	

	


 Plots
PBC
[image: ]

Independent Samples T-Test for Behavioural Intention and Age Groups:
	

	 
	 
	Statistic
	df
	p
	Mean difference
	SE difference
	 
	Effect Size

	BI
	
	Student's t
	
	0.0648
	
	45.0
	
	0.949
	
	0.0326
	
	0.503
	
	Cohen's d
	
	0.0194
	

	


 Assumptions
	Normality Test (Shapiro-Wilk)

	 
	W
	p

	BI
	
	0.915
	
	0.002
	

	

	

	 
Homogeneity of Variances Test (Levene's)

	 
	F
	df
	df2
	p

	BI
	
	1.23
	
	1
	
	45
	
	0.272
	

	

	

	 


	 
	Group
	N
	Mean
	Median
	SD
	SE

	BI
	
	18-30
	
	18
	
	3.22
	
	3.50
	
	1.51
	
	0.355
	

	 
	58-76
	
	29
	
	3.19
	
	3.00
	
	1.77
	
	0.329
	

	


[image: ][image: ] Plot

Independent Samples T-Test for Behavioural Intention and Gender:
	

	 
	 
	Statistic
	df
	p
	Mean difference
	SE difference
	 
	Effect Size

	BI
	
	Student's t
	
	0.604
	
	45.0
	
	0.549
	
	0.303
	
	0.501
	
	Cohen's d
	
	0.181
	

	


 Assumptions
	Normality Test (Shapiro-Wilk)

	 
	W
	p

	BI
	
	0.928
	
	0.006
	

	

	

	 
Homogeneity of Variances Test (Levene's)

	 
	F
	df
	df2
	p

	BI
	
	0.0251
	
	1
	
	45
	
	0.875
	

	

	

	 


	 
	Group
	N
	Mean
	Median
	SD
	SE

	BI
	
	Male
	
	18
	
	3.39
	
	4.00
	
	1.62
	
	0.383
	

	 
	Female
	
	29
	
	3.09
	
	3.00
	
	1.70
	
	0.315
	

	




 Plots
[image: ]BI
[image: ]


Independent Samples T-Test for Consumption Behaviour and Age:
	


	 
	 
	Statistic
	df
	p
	Mean difference
	SE difference
	 
	Effect Size

	B
	
	Student's t
	
	-0.476
	
	45.0
	
	0.637
	
	-0.215
	
	0.453
	
	Cohen's d
	
	-0.143
	

	


 

Assumptions
	Normality Test (Shapiro-Wilk)

	 
	W
	p

	B
	
	0.916
	
	0.002
	

	Note. A low p-value suggests a violation of the assumption of normality

	

	 
Homogeneity of Variances Test (Levene's)

	 
	F
	df
	df2
	p

	B
	
	3.32
	
	1
	
	45
	
	0.075
	

	

	

	

	 


	 
	Group
	N
	Mean
	Median
	SD
	SE

	B
	
	18-30
	
	18
	
	2.46
	
	2.33
	
	1.23
	
	0.290
	

	 
	58-76
	
	29
	
	2.68
	
	2.33
	
	1.65
	
	0.307
	

	


 
Plots
[image: ]B
[image: ]


	Independent Samples T-Test

	 
	 
	Statistic
	df
	p
	Mean difference
	SE difference
	 
	Effect Size

	B
	
	Student's t
	
	-0.476
	
	45.0
	
	0.637
	
	-0.215
	
	0.453
	
	Cohen's d
	
	-0.143
	

	



 Assumptions
	Normality Test (Shapiro-Wilk)

	 
	W
	p

	B
	
	0.916
	
	0.002
	

	

	

	
 
Homogeneity of Variances Test (Levene's)

	 
	F
	df
	df2
	p

	B
	
	3.32
	
	1
	
	45
	
	0.075
	

	

	

	

	 
	Group
	N
	Mean
	Median
	SD
	SE

	B
	
	18-30
	
	18
	
	2.46
	
	2.33
	
	1.23
	
	0.290
	

	 
	58-76
	
	29
	
	2.68
	
	2.33
	
	1.65
	
	0.307
	

	


 Plots
[image: ]B
[image: ]

Independent Samples T-Test for Consumption Behaviour and Gender:
	

	 
	 
	Statistic
	df
	p
	Mean difference
	SE difference
	 
	Effect Size

	B
	
	Student's t
	
	0.923
	
	45.0
	
	0.361
	
	0.415
	
	0.449
	
	Cohen's d
	
	0.277
	

	





 Assumptions
	Normality Test (Shapiro-Wilk)

	 
	W
	p

	B
	
	0.918
	
	0.003
	

	

	

	 
Homogeneity of Variances Test (Levene's)

	 
	F
	df
	df2
	p

	B
	
	0.913
	
	1
	
	45
	
	0.344
	

	

	

	 


	 
	Group
	N
	Mean
	Median
	SD
	SE

	B
	
	Male
	
	18
	
	2.85
	
	2.33
	
	1.69
	
	0.399
	

	 
	Female
	
	29
	
	2.44
	
	2.33
	
	1.37
	
	0.254
	

	


 Plots
[image: ]B
[image: ]





Appendix 4c Correlation and Regression Analysis
[bookmark: _Hlk121839981] Correlation Matrix of Variables:
	

	 
	 
	ATT
	SN
	PBC
	BI

	ATT
	
	Pearson's r
	
	—
	
	 
	
	 
	
	 

	 
	
	p-value
	
	—
	
	 
	
	 
	
	 

	 
	
	95% CI Upper
	
	—
	
	 
	
	 
	
	 

	 
	
	95% CI Lower
	
	—
	
	 
	
	 
	
	 

	SN
	
	Pearson's r
	
	0.765
	
	—
	
	 
	
	 

	 
	
	p-value
	
	< .001
	
	—
	
	 
	
	 

	 
	
	95% CI Upper
	
	0.860
	
	—
	
	 
	
	 

	 
	
	95% CI Lower
	
	0.619
	
	—
	
	 
	
	 

	PBC
	
	Pearson's r
	
	0.769
	
	0.600
	
	—
	
	 

	 
	
	p-value
	
	< .001
	
	< .001
	
	—
	
	 

	 
	
	95% CI Upper
	
	0.863
	
	0.752
	
	—
	
	 

	 
	
	95% CI Lower
	
	0.625
	
	0.386
	
	—
	
	 

	BI
	
	Pearson's r
	
	0.815
	
	0.777
	
	0.589
	
	—

	 
	
	p-value
	
	< .001
	
	< .001
	
	< .001
	
	—

	 
	
	95% CI Upper
	
	0.891
	
	0.868
	
	0.745
	
	—

	 
	
	95% CI Lower
	
	0.694
	
	0.636
	
	0.372
	
	—


Plot:
[image: ]
Linear Regression:
	Model Fit Measures

	Model
	R
	R²

	1
	
	0.888
	
	0.789
	

	

	 
Omnibus ANOVA Test

	 
	Sum of Squares
	df
	Mean Square
	F
	p

	ATT
	
	1.08
	
	1
	
	1.084
	
	1.68
	
	0.202
	

	SN
	
	5.99
	
	1
	
	5.991
	
	9.28
	
	0.004
	

	PBC
	
	3.57
	
	1
	
	3.566
	
	5.53
	
	0.023
	

	B
	
	15.31
	
	1
	
	15.309
	
	23.73
	
	< .001
	

	Residuals
	
	29.04
	
	45
	
	0.645
	
	 
	
	 
	

	

	

	
 Model Coefficients - BI

	
	95% Confidence Interval
	

	Predictor
	Estimate
	SE
	Lower
	Upper
	t
	p

	Intercept
	
	1.187
	
	0.515
	
	0.150
	
	2.2245
	
	2.30
	
	0.026
	

	ATT
	
	0.202
	
	0.156
	
	-0.112
	
	0.5159
	
	1.30
	
	0.202
	

	SN
	
	0.436
	
	0.143
	
	0.148
	
	0.7239
	
	3.05
	
	0.004
	

	PBC
	
	-0.397
	
	0.169
	
	-0.738
	
	-0.0569
	
	-2.35
	
	0.023
	

	B
	
	0.670
	
	0.138
	
	0.393
	
	0.9475
	
	4.87
	
	< .001
	

	


[image: ] Assumption Checks                                        

	Normality Test (Shapiro-Wilk)

	Statistic
	p

	0.911
	
	0.001
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Attitude

Age Min.  Max.  Mean MedianStd. D. Gender Min.  Max.  Mean MedianStd. D.

ATT 1 Eating plant-based meat on a regular basis, I will feel good. MZ 1 6 3.17 3.5 1.72 M 1 6 3.56 4 1.79

BB 1 6 3.07 4 1.87 F 1 6 2.83 3 1.71

ATT 2 Consuming plant-based meat is a wise choice. MZ 1 6 3.83 4.5 1.72 M 1 6 3.5 3.5 1.76
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ATT 3 I think consumption of plant-based meat is a sustainable choice. MZ 3 7 4.78 5 1.22 M 2 6 4.33 4.5 1.28
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ATT 4 I think consumption of plant-based meat is environmental-friendly. MZ 1 6 4.39 5 1.2 M 1 7 4.5 5 1.58
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ATT 5 I think consumption of plant-based meat is beneficial to animal MZ 1 7 4.78 5 1.73 M 1 7 4.5 5 1.72

welfare. BB 1 7 3.66 4 2.07 F 1 7 3.83 4 2.16

Subjective Norms 

Age Min.  Max.  Mean MedianStd. D. Gender Min.  Max.  Mean MedianStd. D.

SN 1 Most people who are of importance to me would eat  MZ 1 6 2.33 2 1.46 M 1 6 2.89 3 1.45

environmental-friendly plant-based meat. BB 1 6 2.45 2 1.45 F 1 6 2.1 2 1.37

SN 2 Most people who are of importance to me would approve  MZ 1 6 3.67 4 1.46 M 1 6 3.67 4 1.46

and support my consumption of plant-based meat. BB 1 6 3.21 3 1.74 F 1 6 3.21 4 1.74

SN 3 My family members think I should consume plant-based MZ 1 5 2.17 2 1.29 M 1 5 2.83 2.5 1.42

meat.  BB 1 5 2.48 2 1.4 F 1 5 2.07 2 1.25

SN 4 My friends think I should consume plant-based meat. MZ 1 6 2.56 2.5 1.38 M 1 6 2.78 2 1.52

BB 1 6 2.69 2 1.54 F 1 6 2.55 3 1.45

SN 5 An individual person or a group of people's degree of influences  MZ 1 7 4.22 4 1.66 M 1 7 4 4 1.68

would strongly affect my eating decision of plant-based meat. BB 1 6 3.21 3 2.11 F 1 7 3.34 4 2.16

Perceived Behaviour Control

Age Min.  Max.  Mean MedianStd. D. Gender Min.  Max.  Mean MedianStd. D.

PBC 1 I cannot assure that I will eat plant-based meat on a regular basis  MZ 1 7 5.17 5 1.65 M 1 7 5.28 6 1.78

in the future. BB 1 7 4.69 5 2.14 F 1 7 4.62 5 2.06

PBC 2 I believe that consumption of plant-based meat might bring  MZ 1 7 4.44 5 1.46 M 1 7 4.61 4.5 1.46

improvement to environment. BB 1 7 4.14 4 2.05 F 1 7 4.03 5 2.03

PBC 3 I am willing to pay more money for consuming plant-based meat  MZ 1 6 3.61 4 1.75 M 1 6 3.44 4 1.79

in order to protect environment. BB 1 6 3.17 4 1.83 F 1 6 3.28 4 1.83

PBC 4 It would be easy for me to eat plant-based meat if I want to. MZ 1 6 3.61 4 1.5 M 1 7 3.72 3.5 1.87

BB 1 7 3.31 3 2.09 F 1 7 3.24 3 1.88

PBC 5 It is totally up to me to consume or not to consume plant-based MZ 2 7 5.67 6 1.5 M 4 7 6.28 7 0.958

meat.  BB 1 7 5.86 7 1.64 F 1 7 5.48 6 1.81

Behavioural Intention

Age Min.  Max.  Mean MedianStd. D. Gender Min.  Max.  Mean MedianStd. D.

BI 1 I have the intention to eat plant-based meat regularly in the  MZ 1 6 2.94 3 1.39 M 1 6 3.11 3 1.53

future. BB 1 6 2.9 3 1.7 F 1 6 2.79 3 1.61

BI 2 If plant-based meat is easily accessible, I would eat plant-based  MZ 1 6 3.5 3.5 1.82 M 1 6 3.67 4 1.81

meat regularly. BB 1 6 3.48 4 1.99 F 1 6 3.38 3 1.99

Consumption Behaviour

Age Min.  Max.  Mean MedianStd. D. Gender Min.  Max.  Mean MedianStd. D.

B 1 The price of plant-based meat is higher, but I will still eat it. MZ 1 5 2.39 2.5 1.24 M 1 7 3.06 2.44 3.06

BB 1 7 2.83 2 1.79 F 1 5 2.41 2.07 2.83

B 2 I think I will be a loyal consumer of plant-based meat. MZ 1 6 2.28 2 1.36 M 1 7 2.5 2 2.5

BB 1 7 2.17 2 1.56 F 1 6 2 2 2

B 3 I will recommend plant-based meat to my family and friends. MZ 1 5 2.72 2.5 1.41 M 1 6 1.89 1.72 1.73

BB 1 6 3.03 2 1.94 F 1 6 1.38 1.31 1.77

Descriptive Statistics of Variables
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AGE  Gen MZ&BB  ATT SN PBC Bl B

N 18-30  Male 7 7 7 7 7
Female 1 1 1 1 1

58-76  Male 1 1 1 1 1

Female 18 18 18 18 18

Mean 18-30  Male 357 266 414 229 157
Female 458 320 473 382  3.03

58-76  Male 440 360 500 409 367

Female 270 232 377 264 207

Median 18-30  Male 320 240 420 200 133
Female 460 300 460 400  3.00

58-76  Male 460 380 500 400 333

Female 220 190 380 225 100

Standard deviation ~ 18-30  Male 136 116 0718 141 0854
Female 0878 0921 0568 129 111

58-76  Male 130 103 045 138 160

Female 177 147 140 179 141
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Constructs Reliability (    )

Attitude α = .930

Subjective norms α = .868

Perceived behaviour control α = .611

Behavioural intention α = .894

Consumption behaviour         = .921   

Result of Pilot Reliability Test
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Correlation Matrix  

        ATT   SN   PBC   BI   B  

ATT     Pearson's r     —                            

      p - value     —                            

      95% CI Upper     —                            

      95% CI Lower     —                            

SN     Pearson's r     0.765   ***   —                      

      p - value     < .001     —                      

      95% CI Upper     0.860     —                      

      95% CI Lower     0.619     —                      

PBC     Pearson's r     0.769   ***   0.600   ***   —                

      p - value     < .001     < .001     —                

      95% CI Upper     0.863     0.752     —                

      95% CI Lower     0.625     0.386     —                

BI     Pearson's r     0.745   ***   0.771   ***   0.479   ***   —          

      p - value     < .001     < .001     < .001     —          

      95% CI Upper     0.848     0.864     0.668     —          

      95% CI Lower     0.589     0.628     0.231     —          

B     Pearson's r     0.811   ***   0.728   ***   0.632   ***   0.842   ***   —    

      p - value     < .001     < .001     < .001     < .001     —    

      95% CI Upper     0.889     0.836     0.774     0.908     —    

      95% CI Lower     0.688     0.563     0.429     0.737     —    

Note. * p < .05, ** p < .01, *** p < .001  
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Variables Gender Age Median SD Statistics p

Effect 

Size

Hypothetical Results

Attitude M 3.9 1.35 1.38 0.176 0.413 H₀ was failed to be rejected

Subjective norms M 3 1.15 1.51 0.137 0.454 H₀ was failed to be rejected

Perceived behavioral control M 4.8 0.7 1.68 0.1 0.503 H₀ was failed to be rejected

Behavioural intention M 2.9 1.612 0.822 0.415 0.181 H₀ was failed to be rejected

Consumption behavior F 2.33 1.37 0.923 0.361 0.277 H₀ was failed to be rejected

Attitude MZ 4.6 1.17 1.77 0.083 0.532 H₀ was rejected

Subjective norms MZ 2.9 1.03 0.465 0.644 0.14 H₀ was failed to be rejected

Perceived behavioral control MZ 4.5 0.676 0.812 0.421 0.244 H₀ was failed to be rejected

Behavioural intention MZ 2.8 1.291 0.0648 0.949 -0.0768 H₀ was failed to be rejected

Consumption behavior MZ 2.33 1.23 -0.476 0.637 -0.143 H₀ was failed to be rejected

Summary Table for Results of Independent Samples T-test
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Variable Age MeanMedian SD SE Statistic df p

Mean 

Difference

SE 

difference

Effect size

Behavioural  MZ 3.22 3.5 1.51 0.355 0.0648 45 0.949 0.0326 0.503 0.0194

Intention BB 3.19 3 1.77 0.329

Gender MeanMedian SD SE Statistic df p

Mean 

Difference

SE 

difference

Effect size

M 3.39 4 1.62 0.383 0.604 45 0.549 0.303 0.501 0.181

F 3.09 3 1.7 0.315

Independent Samples T-test for Behavioural Intention and Demographic Characteristics
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‘havioral control, and moral moral aspect, the research with the extended variable of
‘normin the intention to pur- aimed to examine the pre- ‘moral norm were all found.
chase local food products ‘cursors of behavariol inten- having direct or indirect infhs-
ton'to purchase local bod. ences on consumers Hod.
purchasing intention.
A Comprehensive Review | Fehér, A ctal | 2020 | Poland | Aimed o idenfy the bene- | By use of qualimtive NA | U4 beneftsand 13 barriers
ofthe Benefits ofand the fits and barriers of shifing | synthesis reviewing tech- of most important charac-
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‘haviour, meat attachment the contextsofanAsan | structural equation model- of plant-based diet. Persoral
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Zealand. The first stody to fode and perceived behavio-
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perceived behavioral con- Zealand and China Behavio-
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effctiveness, and personal posiive correlation with the
norms. ‘beavior to consume.

‘Atinde towards | A Survey of Consumer Bryant C_etal | 2010 | India, For the purpose to fllup | Following instruments were| 3,030 | The highest populated coun-

plant based meat | Perceptions of Plant-based UsA, the gap of cking quant- | used r the quantiative re- tries, China and Tndia, had.
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USA, India, China ‘consumers' perceptions and | maire surve: b) fod neo- consumption. Wel-educated

‘acceptance of plant-based | phobia scale; c) meat ‘and with higher income urban
meat. Resuts are to be. atachment scake: d) 5- dwelers are more licely to
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Consumers' wilingness to
purchase three altematives
to meat proteins in United
Kingdom Spain, the Do~
‘minican Republic and
Brazl

To investigate consumers’
preferences and willngness
to purchase plant-based
meat and other meat-
akermtives in fur coun-
ties with different econo-
mic development

Adopted questionnaire sur-|
vey. Used food neophobia
scake and food technology
neophobia scal. Alysed
by principal component
analysis and bimary bgistic
regression. Preserted by
using Wald - staisics.
For compasisonbetvieen
countres and within groups|
ANOVA s used.

Plant-based meat is the most
preferred altemative protein
UK and Spain were mote
ready to consume plant-
based diets. The countries
preferencing orders were:
UK, Spain, Brazl and
Domirican Republic.

Understanding Atfindes
towards Reducing Meat
Consumption for Environ-
mental Reasons. A Quali-
tative Synthesis Review

Sanchez-Sabate.
R, Badila-
Briones, Y. and
Sabaté, J.

2019

‘Conduct qualiative syrthe-
sis revierw studies about
consumers' atttudes toward
reducing meat consumption
due to environmental con-
cem.

Lierature search on WOS
(Web of Science) Core
Colecton, aimto find out
studies about consumers'
atitudes. By adopting the
meta-aggre gation approach|
findings were pookd by
using TBT SUMART

Nuber of aricies found re-
ated to the dimensions of

) Awateness - 10 papers
of3 categories: 1. Disbelief
that changing meat-eating
‘behavior will llevate climate
change; 2. Meat agriculture
environmental impact orly
appled to methane gas and
defrestation: 3. consumers
tad good perception ofmeat
) Witingness to reduce
meat - 4 papers 4 findings:

1. Envirommental concem is
‘2 motivator fr meat reduc-
tion, but not sigificant

2. Bamiers - physiological,
sociocutural and culinary
factors. 3. Both drivers

‘and infubitors nutifon, taste,
health and economic reasons.
4. Consumers need mtriional
‘and culinary e ducation.

©) Change - 5 papers about
meat reduction or avoidance.
1. Envirommental concem can
be a sustainer for meatess
diet. 2. Nature lovers care
more about environment to
‘become vegetarian or vegan.

A review of research on
plart-based meat altema-
tives: Driving Broes, his-
tory, mamifacturing. and

‘consumer attiudes.

He,J etal

2020

Camada,
China

To sty the driving Brees
‘and consumers atitides
towards plant-based meat.

Case study approach.

‘Concerns fr enviromment,
‘animal welfire and nutritonal
health are alldrivers fr con-
sumption of plant-based meat
However, acceptance rate i
stil low. Barriers inciude per-
somal choice preferences and
sensory perceptions toward.
meat-altermatives. Social
education wil help to increase
consumers' awareness about
environmental and health pro-
blems, hence leading to ati-
tude change towards plant-
based meat.

‘Alernative proteins, evol-
ving attindes: Comparing
‘consumer attiudes to piant-
based and cuitred meat in
Belgium n two consecutive
sears.

Bryart, C_and

2021

Belgum

‘Aimed to investigate e
differences in consumers
atiudes owardsplant-
based meat and cultured
meat for two consecutive
years.

Cross-sectional online
surveys.

Year 2019:
2=1001;
Year 2020:
1=1,000

‘General consumers who pre-
ferred plant-based meat
grew fom44% in 2019 to
51% 12020, Regression
‘analysis showed that women
were mote appealed to phnt-
based meat whereas men
were more appealed to cu-
tured meat. Youger genera-
tions were appeaked to both
Kinds of meat-akernatives
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grated Model, betavioral havioral intention, persoral
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was predicted bia analysing from peers, motives wil be:
‘psychosocial aspects. buit for pro-emironment
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of real meat will be reduced
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concem.
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meat Catellani, P. predicting consumers' be- | socil precursor to replace | Study2: | plant-based meat were ow,
haviowalinentionto con- | conventioral meat with | 390 even ifthey had already recei-
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mers!intention o purchase. sodietal expectations.

Perceived Towards Enviommenally | Chen H-S. 2022 | Taiwan | Byadopting the extended | Questomnaire survey. Am-| 537 | Besides einvionmental con-

‘Betavior Control | Sustinable Diets: Consumer model of oal-ditected be- | Iyseswere performed by cemand sensory appeal.
Attitxdes and Purchase In- havior, the study investi- | SPSS and AMOS. attiude, subjective noms,
tentions for Phant-based ‘ated young consumers perceived behavioral control
Meat Altematives in Taiwan purchase intention affecting and positive anticipated emo-

Hictors. Emvironmental con- tion allinfuenced consumers’

ceand sensory appeal intention to consume. When

were used as constructs. ‘consumers had posiive antici-
‘pation on behavioral outcore,
they would have stronger de-
sire to perform the behavior,
and perceived behavioral con-
trol exerted a sigificant posi-
tive infoence on desire. Pro-
vied that if consumers had.
‘opportunites, adequate time
‘and suffcient money, their
‘consumption behavior would
be entanced. The integrated
model has a good fi.

‘Betavioral ‘Attached to mea?? (Un) Wik | Graga, 1., 2015 | Porugal | Withregards to knowledge | There are firee stagesof | 410 pari- | The MAQ was for measuring

Tntention ngessandintenfonsto | Caheiros, M. M. expansion of consumer data-collectiorr 1) Quaita- | cipants br | attiudes subjective norms in-
adopta more plant-based | and Ofiera, A wilngness to reduce con- | tive data was drawn from | stage 1 fvence, uman supremacy
diet ‘suming meat and inclination | a developed pool of items | 1,023 res- | befiefs, eating habits, dietary
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based diet, the authors aim- | consumers vahuationof | stage 2: viour control towards plant-
ed to advance the original | meat; 2) Atthe second | 318 parici- | based meat Research findings
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ment and improve the Meat | pleted the questomaire | stage 3. four-dimensional model of
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Had you read the introduction about plant-based meat on page 1?
If not, please read first and then put a v/ in the answer space . Yes No

MTREECHMT S—HENHENANE? 55, MM, 2
WEERMETV .

o

Section 1
E—EH

Please answer the following questions:
BEREUTHEE:

Q1

May I ask if you are a:

HEHETRE—A

a. meat-eater FRE Answer:
b. vegetarin  FRFHKE

cvegn  EEINH BE:
d flexitarian  EMFERE, BETCAH

(Please fill in the alphabet &1 353 6)

Had you eaten plant-based meat before? Yes No
AEM TR S BENA? Kl 5

(Please puta / inthe answer space SEZERZM LT v/ ¢)

Q3

Ifyou had eaten or purchased plant-based meat before, please indicate where you consume it, at:
(For those who hadn't eaten plant-based meat before, you don't have to answer this question.)
EMTRCBREBENA, BRAEMEZARHE, ©
EMTRECBENA, TEFEFLME. )

a) restaurants &£ Answer:
b) supermarket and cook by yowself #B4Ri15, WETZH
©) both ofthe above |3 | 7j & 4 HE:

(Please fill in the alphabet ZE4f 3 F )
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Section 2
EEH

Consumer Attitude 5§ & ZEE (ATT)

Constmers' behavioural beliefs towards plart-based meat generates their favourable or unfavourable attitudes
towards consuming or not consuming plant-based meat.

HEEZSARENRMAENA, DRRREEATS

FERAHEYNANREIFTRNER.

Do you agree with the following statements?

Please respond to all items by placing v/ in the appropriate boxes.
REIR N TERER?

BERAEFE, RBENAENTY -

1 - Strongly Disagree. 2 - Disagree. 3 - Moderately Disagree. 4 - Neither Disagree nor Agree.

5 - Moderately Agree, 6 - Agree, 7 - Strongly Agree

1 - BHRRE, 2 - FRF, 3 - BERDE, 4- ERBRFERRE, 5- BERRE. 6-28
7 - BHAR

Item# I8 §

ATT1

Eating plart-based meat on a regular basis. I will feel good.

EMZENANECHEBR R . 1|2(3]4|5]6

ATT2

Consuming plart-based meat is a wise choice.

BEREYVHR—ERSNEE. 112]3]4]|5|6

ATT3

I think consumption of plant-based meat is a sustainable choice.

FRGERENAR—ETHENRE. 112]3]4|5]|6

ATT4

I think consumption of plant-based meat is environmertal-fiiendly.

BRGEREVRRRRN. 1|2(3]4|5]6

ATTS

I think consumption of plant-based meat is bereficial to animal welfare.

RRSEREY NS BDWENE 8. 12)3]4]|5]6
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Section 3
E=mH

Subjective Norms -BI#i (SN)

If consumers' behavioural intention of eating plant-based meat were approved and supported by the ones whom
they perceived as important, and if their actions were also complied with the society’s subjective norms, then
their behaviour of consuming plant-based meat will be affirmed. and vice versa.

MREREFEAMANER RESROMARAEENALHAERSS, BEETAHENIRAST
MNERTAREEEEE RZTA.

Do you agree with the following statements?

Please respond to all items by placing v in the appropriate boxes.
REIRIA T 89057

HEEFMAEE REBENAENITY -

1 - Strongly Disagree, 2 - Disagree, 3 - Moderately Disagree, 4 - Neither Disagree nor Agree,
5 - Moderately Agree, 6 - Agree, 7 - Strongly Agree

2M. 5-WEEE. 6- 2R

ItemIEE #

SN 1

Most people who are of importance to me would eat environmental-
friendly plant-based meat. 112(3([4]|5]|6|7

HEMEFEEEOA, KBPHBSERRREDA.

SN2

Most people who are of importance to me would approve and support my
consumption of plant-based meat. 112(3([4]|5]|6|7

REBHERMEFEEENALSHERZHRBEENA.

SN 3

My family members think I should consume plant-based meat.
BORASERREREYNA. 1[2]3]4|5|6|7

SN 4

My fiiends think I should consume plant-based meat.
BHBREBREREYNA. 1[2]3]4|5|6|7

SN'5

An individual person or a group of people’s degree of influences would strongly
affect my eating decision of plant-based meat.

—EAS—HANTERERR, SHROBYRERRETREKR | 1]2]3]|4|5]6]7
g

e
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Section 4
-

Perceived Behaviour Control 15817 44%%] (PBC)

Perceived behavior controlis a kind of belief. to determine if a person is capable to control certain behaviour,
such as eating plant-based meat.

HRTHEHR—EEARNES, ARHIEAESEERETS, fIUsAENA.

Do you agree with the following statements?

Please respond to all items by placing v in the appropriate boxes.
REIRIATRIRES?

HERMEEE REENHENITY -

1 - Strongly Disagree, 2 - Disagree, 3 - Moderately Disagree, 4 - Neither Disagree nor Agree,
5 - Moderately Agree, 6 - Agree, 7 - Strongly Agree
1- BHARRBE, 2- FRBE, 3 - BEFRDE, 4- RRBEFERE, 5- BERE. 6.7

Item IH B#

PBC1

1 cannot assure that I will eat plant-based meat on a regular basis in the firture.

BREEEERREDENCENA. 12|3|4]5]6

PBC2

1 believe that consumption of plant-based meat might bring improvement to
environment.

BAEERAEYNSARIETRAE. 12|3|4]5]6

PBC 3

1 am willing to pay more money for consuming plant-based meat in order to
protect environment.

ATRERE BRERCHESHEABRENARLE. 12|3|4]5]6

PBC4

It would be easy for me to eat plant-based meat if I want to.

MERE, BRRERAZLZIEYA. 1[2]3|4]5]6

PBC 5

It is totally up to me to consume or not to consume plant-based meat.

BREWEEYMARYE, TEERMEAE. 12|3|4]5]6
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Section 5
EHEH

Behavioural Intention {7225 (BI) and Consumption Behaviour 3 &172%(B)

Behaviour intention is a consumer’s tendency to perform certain behaviour, such as be ready to consume plant-
based meat.eating repeatedly. and will recommend it to other people.

TARRREREN—BETRERNNTA, PINEACEAREEREYA FTEAEEES
B OGEEEMARE.

Do you agree with the following statements?

Please respond to all items by placing v/ in the appropriate boxes.
REE M T ERER?

HORFMEEE, REENTENITY -

1 - Strongly Disagree, 2 - Disagree. 3 - Moderately Disagree, 4 - Neither Disagree nor Agree,

5 - Moderately Agree, 6- Agree, 7 - Strongly Agree

1- @BHFRBE, 2- FRBE, 3 - WEARRRE, 4- BABERTERE, 5- BEBR. 6-
7- @ERE

5]

o

ItemIBE#

Bl 1

1 have the intention to eat plant-based meat regularly in the fiuture.
HERBARKRE ZHCEYA . 1)2]3]|4|s5|6|7

BI2

If plant-based meat is easily accessible, I would eat plant-based meat regularly.
EEMARSWIEBE, REEHzENA. 1[2(3]4|5]|6|7

B1

The price of plant-based meat is higher, but I will still eat it.
EYRNESERLE, ERDATERE. 1[2(3]4|5]|6|7

B2

1 think I will be a loyal consumer of plant-based meat.
FREREZENANBRERS. 1[2(3]4|5]|6|7

B3

1 will recommend plant-based meat to my family and friends.
HERBEVRARNRATALR. 1]2]|3]|4(5]|6|7
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Section 6 5 5.
= Personal Information {E A &}
All personal information will remain anonymous and be kept confidential.
FEEAERISSEBERIEY T RS
(Please respond to all iterns by placing v inthe appropriate boxes.)
GHIDIERTAEIE - PEERTRNT V)
Ttem 15 B#
Your gender:
BT =50
Gl Male Hit
@2 Female %1%
Yourage:
BT ZF#:
AG1 18-30
AG2 31-43
AG3 44 - 57
AG14 58-176
AGS5S 77 orabove 77 1M
Your highest level of education:
BTZREHERE:
ED1 Primary school /)\E2
ED2 Secondary school H1E2
ED3 College orabove AZH M -





image38.png
Your working condition:

BTZIfERR:
W1 Still at school studying {75 ZE4 3k E
w2 Working £B
W3 Retied 2384k

Your individual monthly income:

BTZSREARA :
INC1 Still at school, no income ~ {37E3KE:, KRBUA
INC 2 HK$20,000 or below ##$20,0005% M T
INC 3 HK$20,001 - HK$50,000 3##$20,001 - 3##$50,000
INC4 HK$50,001 or above ##%$50,0013% [}
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AGE  Gender ATT SN PBC BI

N 18-30  Male 7 7 7 7
Female 11 11 11 11

58-76  Male 11 11 11 11

Female 18 18 18 18

Mean 18-30  Male 3.57 2.66 4.14 1.86
Female 4.58 3.20 473 335

58-76  Male 4.40 3.60 5.00 3.84

Female 2.70 232 3.77 230

Standard deviation ~ 18-30  Male 1.36 116 0718 1.06
Female 0878 0921 0.568 1.10

58-76  Male 130 1.03 0456 144

Female 1.77 147 1.40 1.49
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