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Part A – Research question and objectives of the research 
~ Research question 

~ Objectives of the research 
~ Background to the research
~ Significance of this research
Research question
By what factors that consumers’ behavioural intention in buying bread is determined?
Research question 1: 

1. Is consumers’ behavioural intention in buying bread determined by consumers’ attitudes?
Research question 2:
2. Is consumers’ behavioural intention in buying bread determined by subjective norms of society?
3. Research question 3: The final research question: 

Is consumers’ behavioural intention in buying bread determined by consumers’ attitudes and subjective norms?
The research question will be tested by Theory of Reasoned Action (“TRA”). 

Research objectives 

4. The primary objective of this project is to find out whether consumers’ behavioural intention in the choice of bread are determined by price, nutrition consideration, or views of friends, relatives or colleagues. In psychological terms and in terms of TRA, whether the consumers’ behavioural intention in the voluntary habit of buying bread is determined by consumers’ attitudes (perception) and subjective norm of his or her social group?
5. The secondary objective is to find out whether bread consumers are aware of the nutrition content of bread. 
6. Thirdly, concerns of bread consumers could arose the interest of bread producers to produce and super markets and shopping malls to sell healthier bread since bread is a common and the main food in Hong Kong and the United Kingdom respectively. Average consumption of bread per person in Hong Kong is 53.8kg p.a. in 2021 and the United Kingdom, 328.5 kg a year in 2017/18 (https://www.statista.com, 2021) (https://www.fob.uk.com, 2021).
Background to the research
7. Recently on 18 October, 15 November 2021 and 15 December 2021 respectively, the Choice Magazine of Hong Kong had published 3 articles of the survey on the nutrition components of biscuits, nuts and ham (Choice Magazine, 2021, 540: 23 - 28, 541:12-21, 542:6-16). Choice Magazine is a magazine published by a non-profit making and non-government organisation called Consumers’ Council of Hong Kong which aims at promotion of the interests of the consumers in the selection of goods and services in Hong Kong. This arose my interest in the consumers’ attitudes in the selection of bread which is commonly and mainly consumed in Hong Kong and the United Kingdom respectively. 
8. Similar researches on sweet (Grogan S. C., Bell R., Conner M., 1997), bread and milk consumed by children (Berg C., Jonsson I., Conner M., 2000) and Italian food (Corallo, A. et al., 2019) were carried out in the United Kingdom, Sweden and Italy respectively.
9. Theoretical base of my research will be grounded on TRA which was developed by Fishbein, M. & Ajzen, I. in 1980 (Fishbein, M. & Ajzen, I., 1980). TRA has been used to test and predict a person’s behavioural intention in taking a certain course of action. 

Significance of this research

10. Nutritionally, food is broadly composed of fat, sugar, sodium (from salt) and carbohydrates, the latter of which will turn to sugar after digestion.  A research on consumers’ behaviour was carried out on sweet (Grogan S. C., Bell R., Conner M., 1997).  Here, this research will be carried out on bread, another common food for human consumption. 
11. People nowadays are very concerned about nutrition of food because many chronic illnesses, such as diabetes, hypertension and obesity are all resulted from habitual eating of the wrong kinds of food containing excessive level of sugar, sodium and fat.  Recovery from these chronic illnesses takes a long time and will be very expensive. Prevention is better than cure. Avoidance of eating the wrong food containing excessive sugar, sodium and fat is the best option to avoid these chronic illnesses.  Against this social background, Choice magazine of Hong Kong Consumers’ Council published information on the nutrition of biscuits, nuts and ham, urging citizens to be careful in the choice of these foods  (Choice Magazine, 2021, 540: 23 - 28, 541:12-21, 542:6-16). This research will also find out whether consumers are careful in the choice of bread to avoid excessive intake of fat, sugar and sodium. Further, the articles also advised the following limits of taking sugar, sodium and fat in taking 100 grams of food:
Sugar – not more than 5 grams for prevention of diabetes. 
Sodium – not more than 600 mg.

Fat – not more than 20 grams and


 
total of (saturated fats and triglycerides) -  not more than 1.5 grams

Part B – Literature Review

Theory of Reasoned Action
12. This research will base on TRA which was developed by Martin Fishbein and Icek Ajzen to find out how consumers’ behavioural intention is to be determined. TRA states that a person's voluntary behaviour is determined by their intention to perform a behaviour and that this intention is, in turn, a function of their attitude (perception towards the behaviour) and subjective norms of the society (Ajzen, I., & Fishbein, M., 1980). This research will make use of TRA to find out peoples’ behavioural intention in the choice of bread and it will also try to find out whether people are concerned about food nutrition in buying bread or also for other considerations of price, influence from friends, relatives, advertising, brand or and/sales discounts.
13. TRA can be used to understand or predict behavioural intention (Manstead, A. S., Proffitt, C., & Smart, J. L., 1983).
14. According to TRA, intention precedes the actual behaviour. (Azjen, I, Madden, T., 1986). Therefore, it is important to study peoples’ intention in order to understand their final behaviour.  
Consumers’ attitudes towards the behaviour 
15. In terms of TRA, attitudes refer to the way people feel towards a particular behaviour. (Ajzen, I., & Albarracín, D., 2007). These attitudes are influenced by two factors: the strength of behavioural beliefs regarding the outcomes of the behaviour (i.e. whether or not the outcome is probable) and the evaluation of the potential outcomes (i.e. whether or not the outcome is positive). Positive means beneficial or helpful to the consumers. (Fishbein, Martin, and Ajzen I., (1975) Attitudes regarding a certain behaviour can either be positive, negative or neutral. For example, if a consumer believe that certain dietary product is taken to achieve certain health level (positive outcome) with affordable price (good probability to pay for and eat the product), consumers are willing to buy the product.  Alternatively, if one believes that a certain behaviour will lead to an undesirable or unfavourable outcome, then one is more likely to have a negative attitude towards the behaviour and avoid the action, like eating oily food to avoid obesity. (Ajzen, I., & Albarracín, D., 2007).
Subjective norms in the society 
16. Subjective norms refer to the way perceptions of relevant groups or individuals such as family members, friends, and peers may affect one's performance of the behaviour. (Fishbein, M. ,1967) Ajzen defines subjective norms as the "perceived social pressure to perform or not perform the behaviour". (Ajzen, I., & Albarracín, D., 2007) These peers’ beliefs shape one's perception of the behaviour and determine one's intention to perform or not perform the behaviour. (Fishbein, M., and Ajzen I., 1975) (Ajzen, I., & Albarracín, D., 2007). For example, recreational drug use (the behaviour), though not acceptable in the general public, could be acceptable within one's social circle, if people in that social circle so believe. 
Normative beliefs

17. Normative beliefs refer to the approval of peers of the behaviour. Usually, the more likely the peers will approve the action, the more likely the individual will perform the act, for example, playing mah-jong and physical exercise as hobbits.  Conversely, the less likely the peers will approve the action, the less likely the individual will perform the act. (Montaño DE, Kasprzyk D, and Taplin S.,  2002)  (Glanz K., Rimer, B.K. and Viswanath K., 2008)
Behaviour is fully defined

18. TRA suggests that stronger intentions will lead to increased effort to perform the behaviour, which also increases the likelihood for the behaviour to be performed. (Fishbein, M., 1967). The theory requires that behaviour be clearly defined in terms of the four following concepts: 

Act (e.g. to go to exercise), 

Target (e.g. to reduce weight), 

Context (e.g. swimming, hiking or walking), and 

Time (e.g. 10,000 steps per day by walking).

Unequal weightings of attitude and subjective norm.
19. Behavioural intention is a function of both attitudes and subjective norms toward that behaviour. However, the attitudes and subjective norms are unlikely to be weighted equally in predicting behaviour. Thus, a weight is associated with each of these factors. (Miller, K., 2005). Thus, under TRA, behavioural intention can be represented as a function of one's attitude toward performing the behaviour with weights added and one's subjective norm related to performing the behaviour, again, with weights added (Hale, J et al, 2002). 
Underlying assumptions or conditions of TRA 
20. Three conditions affect the relationship between behavioural intention and behaviour. First is specificity. Thus, for a specific behaviour, the behavioural intention must be equally specific. The second condition refers to the duration between the time of intention and the performance of the behaviour. The intention must remain the same between the time when it starts and the time when the behaviour is performed. The third condition that the behavioural intention is found in voluntary actions or behaviours in that an individual is not under pressure or stress to take a particular course of action (Ajzen I., 1992). 
21. Here, in the buying bread behaviour, the 3 conditions are satisfied since the behavioural intention being an intention to buy bread and the actual behaviour of buying bread, is specific, that the duration between the time when the intention starts to buy (going to a shop) and when the behaviour is performed (payment at the counter) is short and that the behaviour of buying bread is voluntary, not under pressure.
Application of the TRA to eating and buying food
22. TRA has been applied to the prediction of a number of different volitional behaviours including food choices with success, as in the article of “Eating Sweet Snacks: Gender Differences in Attitudes and Behaviour” (Grogan S. C., Bell R., Conner M., 1997).  In the same article, 65 female and 64 male students were interviewed and TRA was used as the test. The conclusion was that behavioural intention in eating sweet snacks are highly influenced or correlated by consumers’ attitude and subjective norms of society
Application of the TRA to 4 groups of food consumers
23. In an article  of “A survey to discover current food choice behaviour” (Corallo, A. et al., 2019), 4 groups of consumers were identified: 
 “(I)The Individualist choosing food on personal interests (such as economic convenience, personal mood).

(II)
The Foodie choosing food on sensory aspects related to food (such as better taste, low level of preservative substances, right price–quality ratio).

(III) The Environmentalist choosing food on environmental sustainability issues (such as respect for nature during production, the integrity of the farmer and the food origin).

(IV) The Health Enthusiast choosing food on the contemporary diet philosophies (such as low-calorie diet, Mediterranean diet) analysing the label contents, claims and health effects.

The research was carried out on the participants in Italy. The result was that (for the 4 types of consumers) consumers’ food choice was based (a) the products (what kind of the food is), (b) attitudes of consumers and (c) context (subjective norms).  
24. Even the research divided the consumers into 4 different groups for the purpose of that particular research project in Italy, the final results also showed that choice of food is determined by the attitude of the consumers and subjective norms of the society. The result supports TRA.
Consumer behaviour in coupon usage

25. In 1984, Shimp T. and Kavas A. applied TRA to coupon usage behaviour, with the research premise that "coupon usage is rational, systematic, and thoughtful behaviour" (Shimp, T., Kavas, A., 1984). 28.

26. Consumers’ behavioural intention in coupon usage was proved to be influenced or determined by the consumers’ personal attitude and subjective norm, which is, again, within the prediction of the TRA.
Research on consumption of milk and bread by children 
27. A research was performed on milk and bread consumption by children in Sweden. Female and older children were concerned to take healthier milk and bread while older children showed more knowledge on the health factors of the food they ate. (Berg C., Jonsson I., Conner M. , 2000)
Brand building 

28. TRA helps brand building. Maximum level of brand loyalty can be achieved when the consumers’ attitude, subjective norm and purchase behaviour are all consistent and favourable. (Lyong Ha, C., 1998)
Limitations of TRA 
29. Although the application of the theory is wide enough to cover many behaviours, the theory still has its limitations and like any other theory, needs constant refinement and revision particularly when extending to choice and goals. (Sheppard, Blair H.; et al., 1988). 
30. Plainly, a person’s particular behaviour may be influenced by the limit of financial resources or a person cannot afford a certain product which he or she really wishes to buy. According to a study conducted by Bagozzi et al in 1989, a behavioural performance is not always preceded by a strong intent. In fact, attitudes and behaviours may not always be linked by intentions, particularly when the behaviour does not require much cognitive effort. (Bagozzi R.P., et al., 1989) For instance, some products are bought for no intention and just for the pleasure of buying, which is proved by some people buying products, then, after retention in store for a period and finally throwing them away as rubbish. All these behaviours showed that those products were bought without a particular intention or purpose. 
Applications of TRA to good and bad behaviours
31. The theory was also used to study behaviours that are associated with high risks and dangerous behaviour, unethical conduct and deviant behaviour which people are going to avoid (Randall, D. M., 1989) as well as more normative and rational types of action as going to gyms for physical exercise. 
Development of TRA but without further development

32. In 1985, Ajzen extended TRA to include control element as to extend the TRA to the theory of planned behaviour (TPB). This involves the addition of one major predictor— perceived behavioural control (Madden, T. J., Ellen, P. S., Ajzen, I., 2016). However, further research on the new theory of planned action merely showed causal relationships among the variables in the theory of planned action (Conner, M., Armitage, C. J., 1998). Thus, the new theory was not developed further.
33. Wikipedia provides a good account of TRA (Wikipediahttps://en.wikipedia.org › wiki › theory of reasoned action)
Gap of literature
34. A research was performed on natural food of vegetable, fish and meat in Italy (Corallo, A. et al., 2019), while another research on snacks, which are mainly of sweets (Conner M, Grogan S. 1997). This research is on a common or main food of bread, which is the same as sweets, is produced mainly in factories where various levels of sugar, fat and sodium may be added. 
Part C – Research model and hypothesis
~ Research model

~ Research method 
~ Hypothesis

Research model

35. Analytical model will be used as it is a set of variables and their interrelationships designed to represent, in whole or part some real system or process (Luk C. L. 2021, p.20)

Research method
36. Quantitative research method will be used in this research since it is expected that consumer’ behavioural intention to buy bread is correlated to consumers’ own attitude and subjective norms of the consumers’ social group.
37. Quantitative research method is best to test whether there is correlation between two sets of variables. In this case, it is to test the correlation between the independent variables of consumers’ attitude and subjective norms (predictor variables) and the dependent variable of buying bread (criterion variable). 
Hypothesis 
38. For research question 1, whether consumers’ attitudes determine consumers’ behavioural intention in buying bread, the following will be the hypotheses:
=>Ho: Null hypothesis 

=>H1: Consumers’ attitudes determine consumers’ behavioural intention in buying bread

39. For research question 2: whether subjective norms determine consumers’ behavioural intention in buying bread, the following will be the hypotheses:
=>Ho: Null hypothesis 

=>H2: Subjective norms determine consumers’ behavioural intention in buying bread

40. For research question 3:  whether consumers’ attitudes and subjective norms determine  consumers’  behavioural intention in buying bread, the following will be the hypotheses:
=>Ho: Null hypothesis 

=>H3: Consumers attitudes and subjective norms determine consumers’ behavioural intention in buying bread

Part D – Research design 
~ Choice of research design
~ Principle of parsimonious 
~ Research instrument of questionnaire 
~ Pretesting 
~ Sampling

~ Ethical practice

~ Limitations and remedies
Choice of research design 

41. Quantitative research and survey are chosen for this research design (Luk. C. L. 2021, p172)

for the reason that the independent variables (predictor variables) of consumers’ attitude and subjective norms are expected to correlate to the dependent variable (criterion variable) of consumers’ behavioural intention to consume bread. 

Principle of parsimonious

42. The principle of parsimonious will be adopted to keep the number of questions in the questionnaire to a minimum but useful level. (Luk C. L. 2021, p35) Minimum number of questions will save time of the participants and avoid participants’ unwillingness to provide information. (Luk C. L. 2021, p229)
Research instrument of questionnaire
43. Questionnaire to solicit data from participants/interviewees will be the instrument in this research. 
44. The instrument adopted in this research is justified since the questions used in the questionnaire follow those developed and used by other researchers. Those developed questions were proved to be reliable. Questions used in this project are based on those developed questions after some minor modifications with reasons.
Question development

45.  Questions, which are based on those developed and used in other research, will are modified as follows.
Questions used in the questionnaire

	
	Questions used in this project
	Questions used in 2 articles (#)

	
	Attitudes of consumers
	

	Variables/ questions used in questionnaire 
	
	

	
	1st dimension of price 
	

	Price
	
	

	Q 1
	When buying bread, I prefer a lower price.
	When buying a food product, I prefer a lower cost.

	Q 2
	When buying bread, I am influenced by product sales or discounts.
	When buying a food product, I am influenced by product sales or discounts.

	Q 3
	I choose bread according to price.
	I choose food according to price

	
	2nd dimension of nutrition 
	

	Nutrition 
	
	

	Q 4
	Nutrition label is important when choosing bread
	When buying a food product, I am very careful about the effect of the food product

	Q 5
	When I buy bread, I often look at the nutrition label.
	When I buy a food product, I often look at the label.

	Q 6
	When buying bread, I prefer a lower fat content.
	When I  buying a food product, I  prefer a lower fat content

	Q 7
	When buying bread, I prefer a lower sugar content.
	[Note: *1]

	Q 8
	When buying bread, I prefer a lower sodium (salt) content.
	[Note: *2]

	Q 9
	When buying bread, I prefer a long preservation period.
	When buying a food product, I prefer a long shelf-life.

	
	
	

	
	3rd dimension of subjective norm
	

	Subjective norm
	
	

	Q 10
	I choose bread according to advertising.
	I choose food according to advertising.

	Q 11
	I choose bread according to brand.
	I choose food according to brand.

	Q 12
	I buy bread according to by references from my friends, relatives and/or colleagues.
	[Note: *3]

	Behaviour intention
	
	

	
	Dependent variable 
[consumers to eat biscuits]
	

	Dependent variable
	
	

	Q 13 
	How often do you intent to consume bread over the next few months?
	How often do you intend to consume sweet snack foods over the next few months? [Note: *4]


#: 2 articles (Conner M, Grogan S. ,1997) (Corallo, A. et al., 2019) 1.
The article of “A survey to discover current food choice behaviour” (Corallo A. et al 2019) is a good article since it shows the full questions on page 13 and 14 thereof and these questions are followed in this research.
For each of the questions 1 to 12, there was 5-point Likert scales from 1 to 5.  (1: strongly disagree; 2: disagree; 3: neutral; 4: agree; 5: strongly agree). 5 five-point Likert scale is commonly used (Robinson M. A. 2018) (Vagias, A. M., 2006) (Luk C. L. , 2021. pp. 203, 205) (Luk C. L. at el, 2008, p598 in Luk C. L. , 2021. P539)
For question 13, there was a 7-point Likert scale from 1 to 7
Note * 1: Amend fat content to sugar content in question 7. Natural food of vegetable, fish and meat usually does not contain excessive level of sugar. Yet, manufactured bread do contain higher level of sugar and sodium. Therefore, questions 7 and 8 to ask sugar and sodium contents respectively are appropriate and necessary. 
Note * 2: Amend fat content to sodium content in question 8.
Note * 3: Try to ask a direct question of whether buying biscuits according to peers’ views.

Note * 4: Behaviour intention was measured by a single item (“How often do you intend to consume sweet snack foods over the next few months?”) with 7 frequency categories (1= less than once per month or none, 2 = less than once a week, 3 = about once a week, 4 = about once every other day, 5 = once every day, 6 for twice every day and 7 = 3 times or more every day, following Grogan S. et al, 1997 and use unambiguous words to show the frequency in consumption of food (Luk C. L., 2021, p235)
The questionnaire will include the first 12 questions with answers of a five-point Likert scale (1: strongly disagree; 2: disagree; 3: neutral; 4: agree; 5: strongly agree).  5 five-point Likert scale is commonly used (Robinson M. A. 2018)
Jamovi, a tool of statistics, will be used to compute the statistical information.
46. The questionnaire will be divided into 2 parts. Part A is for the demographic information of the interviewee participants, which are the common demographic questions raised in many researches. Part B contains 12 questions on 2 dimensions of independent variables (predictor variables) of price and nutrition attributes (or constructs) which together constitute the consumers’ attitude and the 3rd dimension of subjective norm. Then, the final 13th question is about the frequency of eating bread which forms the dependent variable (criterion variable). 
47. For each of the 3 dimensions of price, nutrition and subjective norm, a 5-point scale (Corallo, A. et al., 2019) will be used. For level of agreement, this 5–point Likert scale is recommended by Vagias (Vagias, A. M., 2006). 
48. As data from male and female participants will be collected, statistical analysis will also be performed for the 2 genders to see any differences in the results between the 2 genders.
Retesting
49. A pretesting will be performed to ensure the appropriateness and reliability of the questions used in the questionnaire.
50. 20 samples of questionnaires will be collected to perform data collection and data analysis. 20 samples seem to be acceptable: “20 subjects were interviewed before the survey.” (that is, a pretesting before the survey) (Corallo A. 2019). Pretesting sample size varies from 15 to 30 (Luk C. L. , 2021, p242)
51. After a successful performance of the pre-test, the questionnaires will be given to 1,000 participants for completion on the two dimensions (price and nutrition) of consumers’ attitudes and one dimension of subjective norm to test whether these three dimensions are correlated to the dependent variable of buying bread. According to TRA, the 2 dimensions of consumers’ attitudes (price and nutrition) towards the behaviour and the dimension of subjective norm of the society should determine the behavioural intention to perform a voluntary behaviour. 
Sampling
52. Population is all the bread consumers in Hong Kong. Convenience sampling in the form of shopping mall intercept interview will be taken of the 1,000 respondents/participants without qualifying the respondents/participants, with the benefit of high response rate. (Luk C. L. , 2021, p. 115) (Luk C. L. 2021, p 247)  Sample size of 1,000 is taken to be appropriate.  (Luk C. L. 2021, p265) 
Ethical practice

53. APA (American Psychological Association) ethical guidelines will be followed (Luk C.L. 2021, p470-4720

54. All the participants will be kept anonymous.
55. All the data and records will be destroyed after the release of the research.

Limitations and remedies
56. Method variance is common in research by means of survey. In attitude survey, the average variance could be 40.7% (Podsakoff at el, 2003 in Luk C. L. 2021, p474). In this research, variances could arise from social desirability, leniency bias and scale length.
57. To overcome the above common method bias, remedies include using all procedural remedies related questionnaire design and obtain the measures of the predictor (independent) and criterion (dependent) variables from different sources from different malls (Podsakoff at el, 2003). Wordings in the questions will be kept short and concise with no ambiguity. Appropriate length of scales will be adopted. Participants for the survey will be obtained in a wide spread of locations of malls. 

58. The sample of this research excludes the consumers of the fast food shops even bread is the common food in their breakfast, lunch and dinner meals. Yet, they do not know the nutrition content of the bread they eat.

59. It is expected that more samples are from female consumers because more females than males go to malls to buy food.
Part E – Expected Results

60. Based on the expectation of the TRA, The 3 hypotheses are expected to hold true. 

H1: Consumers’ attitudes determine their behavioural intention in buying bread to hold true

H2: Subjective norms determine consumers’ behavioural intention in buying bread to hold true

H3: Consumers’ attitudes and subjective determine consumers’ behavioural intention in buying bread to hold true.
61. The purpose of the research is to test whether TRA to hold true that consumers’ attitude and subjective norms determine consumers’ behavioural intention to buy bread. There are 2 dimensions and one dependent variable.  The 2 dimensions are consumers’ attitude, which has the attributes of price and nutrition considerations, with the next dimension of subjective norm. The 2 dimensions are to be used to test the dependent variable of consumers’ intention which is represented by frequency in buying bread.
62. The expected results are that the dimensions of consumers’ attitudes and subjective norm (predictor) do positively correlated to the dependent (criterion) variable.
63. Consumers are nowadays more concerned about or avoiding foods of excessive level of fat, sugar and sodium. Salt contains sodium.
Part E – Discussions
64. This study is on consumption of bread, though a narrow but a common or the main food in Hong Kong and the United Kingdom respectively. This kind of research could be extended to other goods, durable and consumable, goods for personal consumption or physical use and other foods because TRA has been proved to hold true for consumers’ behavioural intention of many voluntary acts.
65. In-depth analysis can be performed on the awareness of the health factors of the bread which people are to consume, amongst different age groups and education levels of the participants, as in the research into the Swedish children behaviour in eating milk and bread (Berg C., Mark T Conner M.T. , 2000)
Similarities and differences

66. The research is similar to other researchers to test or rely on TRA to see whether the theory holds true for certain behaviours like taking physical exercise or predicting certain behaviours.  In this research, TRA is used to test whether the theory holds true for finding consumers’ behavioural intention to eat a narrow food product of bread, though a similar research was taken on eating various kinds of sweets in Manchester, UK (Conner M, Grogan S., 1997), eating bread and milk by children in Sweden (Berg C., Mark T Conner M.T., 2000) and eating a wide range of Italian foods in Italy (Corallo, A. et al., 2019).
67. Manufactories and shopping malls selling bread may be interested in the data and results in this research.
68. As Hong Kong and the World are going to have aging population, it is beneficial to carry out a similar research on the elderlies to find out whether they are aware of or concerned about nutrition contents of biscuits, bread, vegetable, fish, meat, milk and other daily food, fresh or otherwise. The result could improve the eating habit of the elderlies and thus reduce the chronic illnesses of the elderlies and social medical costs.
Part F – Conclusions

69. This research begins with the TRA which states that a person’s behavioural intention to perform an act or behaviour is determined by the person’s attitude and subjective norm of the society. Though there are limitations of the theory, many researches were carried out previously to support or prove the correctness of the theory.
70. The purpose of this research is to test the correctness of the theory in the application of consumers’ intention in the behaviour of buying bread. The basis of the theory is that behavioural intention in voluntary act is determined by consumers’ attitudes and subjective norm.  The hypothesis in this research is that, in eating bread, behavioural intention in voluntary actions is determined by consumers’ attitudes and subjective norm. The result of the research is expected to support the theory.
Part G – Theoretical and practical contribution

71. TRA should support the 3 hypotheses which have been stated in part C of this research proposal.
72. Release of the research result should arose the interests of the consumers in the choice of bread which is a common and the main food consumed in Hong Kong and the United Kingdom respectively. Awareness of the nutrition content of bread will assist reducing potential diabetes, high cholesterol and hypertension patients and thus reduce medical costs of the society.
73. For business development, TRA also helps building brand loyalty. Healthy bread producers may exploit TRA to expand their market share by maintaining and strengthening their product brand with healthy products. (Lyong Ha, C. ,1998) 
Appendices

Appendix A
Statistical table to show expected reliability of the data collected

Appendix B
Statistical table to show expected correlation between (A) independent variables of (i) consumers’ attitudes and (ii) subjective norms and (B) dependent variable of frequency of buying bread
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