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Abstract:

The nse of vegetanan and vegan diets in the West 15 mfluencing the consumer food
sector. There are many reasons nchuding health-consciousness, religion or ethical
concerns about ammal nghts and environmental protection. This study aims to
umderstand the relationship between local residents’ daily food choice decisions and
their intention to consume vegetarian food in the future. The results of exploratory
factor analysis revealed 12 food choice factors. Among them, regression analysis
ndicated five important predictors that exert influences on such behavioural imntention.
They are ethical concem togethemess, natural content, price and convenience.
Implications for academics, tourism policymakers, and hotel and restaurant operators
are discussed.
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1. Introduction

The factors that influence consumers’ daily diet vary across countries. In view of the
changes of countries” economic and social-cultural factors or recent meat reduction
movement, more and more consumers have been drawn towards vegetananism in
recent decades. A vegetarian diet is the practice of eating food obtained from plants
and abstaming from meat products. There are different types of vegetanan diet caused
by different motives. For mstance, one of the religions with food prolubitions 1s Islam
which every Mushm having to follow a set of halal dietary laws intended to advance
their well-being (Bonne, Vermeir, Bergeand-Blackler, & Verbeke, 2007). Another
major reason to follow a vegetarian diet is to pursue health-related benefits (Drvett,
Sabaté, Haddad, Rajaram, & Shavlik, 2013). Periodic food scares, due to recurring
dioxm contamination incidents and ongoing bird flu cutbreaks, are known to have
cansed mtermittent spikes in vegetarian eating. This has contributed fo a new group of
consumers who do not entirely exclude meat but are consciously reducing their meat
consumption. However, the reasons are no longer limited to religious beliefs, health,
food safety and self-interest. Sustainability is another recent concemn where reaning of
livestock is considered a chief culprit in the depletion of global resources. Consumers,
especially in more affluent countries or cities, may choose ethical living as a
compassionate approach to consumption, especially in regard to environmental
protection or animal rights (Euremonitor International, 2017). Veganism 1s
mereasingly adopted by a group of people. who are on strict plant-based diets. They
choose health-conscious food. are anti-cruelty to animals and are concemed with
animal welfare and envirenmental conservation. Although total veganism may not be
mainstream today but the number of consumers following a vegan diet has notably
mereased in many ndustrialised countries (Janssen, Busch, Fodiger, & Hamm, 2016).
Consumers on different types of vegetanan diets are on the nise globally.
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According to Euromonitor International, the world's vegetarian population in 2018
reached 627 millien with a year-on-year growth from 0.3% i 2013 to 0.8% m 2018
(Euromonitor International, 2019a). Among the Westemn countries that are high on per
capita meat consumption such as Denmark, a sharp mcrease of 34.1% of the
vegetarian population in 2018 was recorded as compared to 2017; Germany has also
seen an merease of 11.6% of thewr vegetanan population. In terms of demographic
factors, the mmber of young vegetarians in Sweden has tripled from 3% to 9% of the
population in the last eight years (Try Swedish, 2019). In the specific vegan sector,
studies show that the vegan population in the United States has also risen substantially
from appreximately 300,000 to 500,000 in 1997 to between 2.5 and 6 million n 2012
(1-2% of the US population) (Stahler, 2012).

In the East, a report has highlighted a trend of nuddle-to-upper urban consumers n
Indonesia and China migrating towards healthier diets, thus boosting the demand for
plant-based protein, fresh and orgamic vegetables as well as vegan or vegetarian
restaurants (Euromonitor Intemational, 2018). Similarly, the vegetanan population in
Hong Kong has undergone a steady year-on-year growth of 0.6% to 0.9% from 2013
to 2018; accounting for 3% of its total population (Euromonitor International, 2019a).
Dhue to the gradual increase of the vegetarian population and the global trend of
modermity in vegetariamism, this indicates a need to understand consumers’
behavioural changes so that the food service providers, such as hotels and restanrants,
can better anticipate consumers’ firare demand and create more related products
strategically to enhance their competitive advantage. This assumption 1s well
supported by some recent studies in the restaurant sector that explored managenal
opinions on the rele of memu desigm in shaping more responsible consumer choice
(Bacon & Krpan, 2018; Fillimonau & Enveova, 2017). Many other empincal research
studies have focused on consumers” motives for following vegetarian and vegan diets
for health and ethical reasons (Radnitz, Beezhold, & DiMatteo, 2015). Since
vegetarianism and veganism are the trend, the focus of recent studies is largely in
Tesponse to consumers’ Increasing awareness of environmental i1ssues and animal
welfare. There is a paucity of research examining individual consumers’ perspective
based on their daily food mcluding personal reasons or cultural factors such as
sensory appeal, mood, price, convenience, togethemness and social status, ete. Without
a clear understanding of what factors dove their food choices, it will not be possible
for restaurants to design or redesimn mems to cater for their needs. Drawing upon the
theory of planned behaviour as a concepiual framework, this research had two major
objectives. The first objective aimed to examine a range of comprehensive and
exhaustive factors to mvestigate local consumer behavieur towards daily food
choices. The second objective was to examine the motivational factors that cause
funture consumption of vegetarian food.

1. Literature Review
2.1 Religion and the vegetarian food concept in Hong Kong

Feligion has been a significant force m the lives of many mdividuals. 75% of

Muslims m the United States follow the dietary mles i contrast with only 16% of

Jews (Hussaim, 2004 as cited in Bonne et al., 2007). On the confrary, around 2% of

UK citizens follow a vegetarian diet but the majority of Christians living in Britain

today have health and economuc rather than theological concerns regarding their diet
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(Millington. 2014). Indeed. the exact role of religion in consumer foed choice is rather
unclear (Delener, 1994), particularly in the city of Hong Kong which has no dominant
religion. According to Euromonitor International (2019b), Buddhism in Hong Kong
accounts for 12.6%, Chnstiamity accounts for 6% and [slam accounts for 2.7%, wiile
the majonty of locals m‘emmrel.lgmus (31.7%) or syncretic religion (42.5%). Unlike
other countnes, Hong Kong 1s regarded as having a “nameless but active rehg;lou
(Lin, 2003). The reason is because Hong Kong isan Immigrant society with a large
section of its population from South China; therefore, Hong Kong shares local
religious activities and cultural raditions with neighbouring comnmmities in the South
China region. It is not uncommon to see local and individual vanations in the
celebration of these relimous festivals or activities (Lin, 2003). Although local people
always pay regular visits to temples, having similar elements to Buddhism or Dacism
nl:uals theu'mhgmls practices are Iegarded as “worshipping deities™ (baishén) or

“superstition” (mixin). Interestingly, to crdinary people, there is no clear boundary
between Buddhism, Daoism and local religions practices. As such, the concept of
wvegetarian dining 15 quite blwrred in Hong Kong due to the vanations of individual
practices.

According to an impublished report from the Food Science and Technology
Association, there are currently 230 vegetarian restaurants in Hong Kong. Among
them, the majority (73%) are traditional local wgetarian restaurants serving Buddhist
cuisine, 4% are Indian vegetarian restaurants and 16% are vegan restaurants. The food
provided in the traditional vegetanian restaurants is relatively greasy as it origmates
from "Buddhist food” as a distinct sub- style of cusine tied to monasteries serving
allinm-free and mock-meat such as soy chicken that looks like chicken but is made of
soy. This type of vegetarian food or restaurant may not appeal to young and/or
occasional vegetarians who do not follow strict religious mles but eat vegetanian food
due to ethical concems or healthy-eating motives. Thﬂ'efore it gives mise to a modem
vegetarian eatmg concept witha growing mumber of vegetarian-friendly restaurants
offering veggie burgers, green pastas and trendy Japanese bites. These restaurants
offer some of the best plant-based dishes as well as plenty of others for meat-eating
friends to enjoy a meal out.

2.2 Concepmual framework: consumer daily food choice and behavioural intention of
vegetarian food

Prior to examining the behavioural infention of consuming vegetarian food. it 1s
important to understand how people choose food on a daily basis and what mfluences
them to make such decisions. Frust, Connors, Bisogm, Sebal, and Falk (1996)
outlined the general nature of the food choice process and suggested a pathway
leading to the point of cheice (Fotopoulos, Krystallis, Vassallo, & Pagiaslis, 2009).
The conceptual model helps breaking down the complex process into three
components, namely “life course”, “influences™ and “personal systems”. To make
predictions about general food choice behavieur, there are four basic sub-components
under “perzonal systems™ that can provide implications for operationalization of the
construct in this study.

First is sensory perceptions. These refer to taste which varies widely among
ndividuals (Frust et al., 1996). People are most hkely to consume food that 1s tasty
where flavour is regarded as the essential critenon when evaluating food (Pollard,
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Steptoe, & Wardle, 1998). Other studies have used the term “sensory appeal” to
describe a person’s need to experience food through sensation or feeling such as
touch, smell, taste, sight and hearing (Kim & Eves, 2012; Kim, Eves & Scarles, 2009;
Steptoe, Pollard, & Wardle, 1993).

Second 15 monetary considerations. These consist of “price and the percerved worth of
food to be bought™ (Frust et al., 1996, p. 238). In a study of food choice measurement
development, Steptoe et al. (1993) conceptualized monetary considerations imto a
construct of “price”. It refers to considerations such as inexpensiveness, cheapness or
value for money.

Third is “convenience™. According to Frust et al "s (1996) study, “time was an
important component of convenience, and people often spoke n terms of time as a
commodity to be spent or saved, weighing the value of convenience in terms of time
mne,qatlauon with other values™ (p. 2538). As such, what makes an mdividual perceive
convenience is the time saved before consuming food, for example, preparation time,
cooking time or whether it is easy to obtain (Steptoe et al., 1995).

Fourth is health and nutrition value. This refers to the effect of food intake, in terms of
its nutriticnal value that contributes a positive output for health. For instance, salt
from canned vegetables (processed food) or fat intake from commuercially-prepared
foods are substances people choose to avold (Frust et al., 1996, p. 259). Therefore, a
person’s concern for health from food intake can be examined in regard to three
distinct factors: “health (mutritional value)” for bodily well-bemng; “natural content™
that contains no additives or artificial ingredients for diseaze avoidance; and “weight
control™ by eating food that is low in calonies and low in fat (Steptoe et al., 1993).

There are other psvchological factors that affect a person when making food choices
ncluding “mood” and “fammbianty”. Food, to some extent, has an effect on an
individual's mood as it may help to cheer a person up. Familiarity refers to a person’s
exposure effect, such as favourable expenence mn the past, which makes him/her
choose the food agam to rekindle a memory (Steptoe et al., 1995). Crompton’s (1979)
psvchological motivational domams further suggest that enhancing kinship and
relations or famuly togethemness 15 a desire and willingness to meet people. Ina
collectivist culture that emphasizes social relationships like Hong Kong food and
dimng culture is a tie to kinship and friendship which can strengthen social bonding.
Therefore, “togetherness” delineates an important concept that extends to the
development of new fnendships through meeting like-minded people mn vegetaman
and vegan clubs. These occasions offer social development beyond the normal circle
of acquamtance (Crompton & McEay, 1997; Eim & Eves, 2012; Kim et al_, 2009;
Steptoe et al , 1995). Food is also a social marker. For instance, an individual dining
at a trendy or prestigious hotel restaurant can enhance hos'her self-identity and self-
esteem through shanng photos on social media platforms. Thus, “prestige (status)” 1s
a factor that refers to a desire to have high standing m the eves of swrrounding pecple
(Crompton, 1979; Kim & Eves, 2012; Kim et al., 2009).

With regard to religion, previous studies suggest that religion can influence consumer
attitude and behaviour. In particular, religion plays one of the most influential roles in
shaping food purchasimg decisions and eating habits in many societies (Bonne et al..
2007). The findings of Bonne et al. (2007) provide practical implications for food
policy decision makers and food marketers in regard to commumication strategies
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targeted at zrowing the halal food market semment in Westem Europe. “Felizion” is
suggested by Lindeman & Vaininen (2000) to be a food choice factor.

Finally, ethical food choice motives mclude “animal welfare™ and “environmental
protection” (Lindeman & Vaananen, 2000). People who oppose farming methods that
use antibiotics in animal rearing and the use of mega or factory farms that result in
cruelty to ammals may make food choice decisions based on respect for animal nghts.
Consumers that consider the impact of manufacturing of food (1.e. preparnng,
producing, packaging food) and environmental conservation (1.e. striving for
sustainable consumption) have definitely shaped food choice decision-making.

The factors that have been examined above are listed in Table 1 m reference to a food
choice study that catezonzed factors mto “food”, “person” (individual that makes the
choice) and “extemnal economic and social-cultural environment™ (Shepherd, 1999).
These factors are considered as the athitude of behavioural beliefs of a person and that
contribute to hisher attitude towards an intention. According to the Theory of
Planned Behaviow (TFB) (Ajzen, 1983, 1991; Ammitage & Comner, 1999), mtention
15 regarded as the motivation necessary to engage in particular behaviour. In other
words, these factors affect consumers” food choice and intake, and are regarded as
antecedents of mtention and behaviour. The construct of Infention 15 central to many
popular social psychological models of behaviour (Coumeva, 1994). Previous studies
sugzest a comelation between ethical values and organic food choice (Honkanen,
Verplanken, & Olsen, 2006). Figure 1 shows the conceptual model of this study.

3. Methodology
3.1. Measurement Instrument

The measurement scale used for this study was referenced from literature reperting
fﬂﬂd choice and food- rel.ated motives (}'owl:lmdns et al, 2009; Kmm & Eves, 201”’

factors, presented in Flgure 1. were adopted from Steptoe et al’s {199:1) food choice
questionnaire (FCQ). The respective measurement items and Cronbach alpha are:
health (six items; 0.87), natural content (3 items; 0.84), weight control (3 items; 0.79),
price (3 items; 0.82), sensory appeal (4 items; (.7), convenience (3 items; (.81), mood
(6 items; 0.83) and fanulianty (3 stems; 0.70). All Cronbach alphas ranged from 0.70
to 0.87. It was further supported by a FCQ revisited study yielding similar results
(Fotopoulos et al., 2009). Therefore, the scale was psychometrically sound for this
study:

“Togethemess™ and “Prestige” are adopted from Kim and Eves’s (2012) study based
on Crompton and McKay (1997) and Steptoe et al. (1993). There are three items for
togethemess, namely “enables me to meet new people with similar interests™;
“enables me to have an enjoyable time with friends and/or family™; and “increases
friendship or kinship” with three items for prestize, namely “enables me to talk to
everybody about my experiences”; “enables me to take pictures to show friends™ and
“enmches me intellectually™

The factors of “Religion™, “Ammal Welfare” and “Environmental Protection™ were
adopted from Lindman and Vainanen’s (2000) new FCQ study. Religion was
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m.easmedb\ “1s not forbidden mn my religion” and “is in harmony with my religious
views”. Animal welfare was measured h} two items: “has been produced in a way
that animals have not experienced pain and “has been produced m a way that animals’
rights have been respected”. Environmental Protection was measured by three items:
“has been prepared in an environmentally fiendly way”, “has been produced in a way
which has not shaken the balance of nature” and “is packaged in an environmentally
friendly way”. Based on the above, the imtial pool of metivational factors contained
46 statements.

The dependent variable of intention to consume was adopted from Conner, Povey,
Sparks, James, and Shepherd (2003) with three items. namely “I mtend to consume
vegetarian food during the next two weeks™, T plan to consume vegetanan food
during the next two weeks™ and “T want to consume vegetarian food during the next
two weeks™.

The 49 items were then subjected to review by two academic scholars in the field The
results showed that all items should be retained as they achieved face and content
validity. The items were then translated inte tradihonal Chinese by a professional
editor and were tumed into a bi-lingual questionnaire for data collection. Pre-testing
of the questionnaire was conducted prier to data cellection by five respondents whe
are local residents of Hong Kong. Minor refinement of a few Chinese words regarding
the statements “is hike the food I ate when I was a chuld” (Famuihianty), “enables me to
talk to everybody about my experience” (Prestige) and “ennches me intellectually™
(Prestige) were made for the context of the study.

3.2 Sampling and data collection

The study was conducted from October to December 2018 in Hong Kong at food
exhibitions and events in relation to vegetarian food. Prior to the events, a fraining
5eS510M Was ven to six mterviewers who took part in the study. It included the
background of the study, interview questions on the survey, a mobile application for
mputiing the survey data and procedures of conducting the face-to-face survey
interview. A team of seven interviewers, including the researcher, indertook the task
of surveying. There were two parts in the survey questionnaire. The first part
compnsed 46 statements on motivational factors. The queslmu began with “Tt 13
important to me that the food [ eat on a typical day ...", followed by the respective
statements for example “contains a lot of vitamms andmmetals The respondents
were asked to indicate the level of importance of each statement using a 4-point Likert
scale ranging from “not at all important™ (*17) to “a little important™ (~27),
“moderately important” (“37) and “very impertant™ (“47). The second section focused
on statements of intention to consume vegetanian food durnmg the next two weeks.
The consumption included buying it from supermarkets and cocking it by themselves,
buving ready-made or processed vegetarian food from supermarkets or dining at
restaurants. The respondents were asked to select from a 7-pomt Likert scale to
indicate their intention to consume vegetarian food during the next two wesks: “1”
meaning “defimtely do not™ to 7" meaning “defimtely do”. The final section
contained demographic data including gender, type of vegetarian. relizion. age group,
education level, eccupation and mdividual anmual income.
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In terms of data analysis, descriptive statistics providing the demographic information
of the profile of the respondents and the 46 statement items were conducted.
Exploratory factor analysis was then used to denive the underlying factors that
mfluence consumers in their daily food choice. Regression analysis was used to
examine any correlation between such factors and mtention to consume m the fiture.

4. Results
4.1. Frofile of the respondents

Three nmdred and forty-eight valid responses, at a response rate of 94%: were
teceived. Table 2 presents the demographic profile of the respondents. Males and
females accounted for 39% and 61% respectively; 63% were non-vegetarian; 16%
were flexitarian: 14% were vegetarian who may consume eggs. dairy products or fish;
8% were vegan on a strict plant-based diet. The majonty of the respondents had no
religion (69%4); 11% believed in Buddhasm or Dacism; 20% were Christian. In terms
of respondents’ age group, 7% of the respondents were less than 21 vears old; 42%
were 21 to 30 vears old; 20%: were 31 to 40 vears old; 13%: were 41 to 50 years old;
14% were 51 to 60 years old; 4% were 61 years old or above. More than half of the
respondents had attained bachelor degree education; 19% had attaimed primary or
secondary level and 17% had attained a certificate/diploma‘associate degree. With
regard to their occupation, 48%: were general employees; 18% were in jumor or
middle management; 13% were in senior management pesitions and 21% were
students, housewives or retired. Finally, 16%: of the respondents had an armual
income of HE$100,000 or below; over half of the respondents (78%) were in the
range of HEKS100,000 to HKS$399,999; only 6% eamed HES$600,000 or above.

4.2 Mean ratings of daily food choice decisions

Among the 46 items presented in Table 3, the three most important considerations in
the respondents” dailv food choices were “Tastes good”™ (3.29), followed by “Is good
value for money” (3.28) and “Keeps me healthy™ (3.24). On the contrary, the two
1tems ranking the lowest mean both came under the religion factor: “Is not forbidden
m my religion”™ (2.19) and *Is in harmony with noy religions views™ (2.17). The low
rating can be explained by the respondents” profile that the majority of them (69%4)
had no religious belief:

4.3 Exploratory factor analysis results of food choice factors

The 46 items were factor analyzed using the prncipal components and erthogonal
(varimax) rotation method. The Kaiser-Mever-Olkin (EMO) measure of sampling
adequacy was 0.83 and the Bartlett’s Test of Sphericity was 8673 323 witha
sigificance level of .000. Tlus mndicated that the data matnx had sufficient correlation
to the factor analvsis. The rule of thumb (Hair, Black, Babin, Anderson. & Tatham,
2005) suggested that the eigenvalue must be higher than 1.0 and factor loadings
should be greater than 0.3. All 13 factors were loaded into a clean 12-factor structure
(Table 4). The factor loadings ranged from 0.563 to 0.839 and the eigenvalue ranged
from 1.09 to 9.74. The relatively high loadings signalled the correlation of the
variables with the factors on which they were loaded. The communality of each
variable was relatively high. ranging from 0.477 to 0.899, which also indicated that

99

2019 APacCHRIE & EwroCHRIE Joint Conference (22-25 May, 2019)

the varance of the original values was captured well by the 12 factors. Reliability
analysis was conducted to measure the mtemal consistency of each factor. The
coefficients ranged from 0.73 to 0.94. All items exceeded the recommended lewvel

of .50 (Hair et al , 2003). The results are satisfactory and accounted for 69 23% of the
total cunmlative variance. The 12 factors of the results were ethical concem, mood,
health (nutritional value), prestize, convenience, natural content, weight control,
sensory appeal, fanmhanty, togethemess, religion and price.

Ome interesting finding is factor 1 ethical concern. Animal welfare and environmental
protection were two distinct factors treated separately m this study but were loaded
into a single factor thereafter. Animal welfare such as suffering on farms and animal
rights are regarded as ethical reasons which have been cited by previous studies.
However, several authors did not further specify what the term “envirenmental
reasons” encompasses. In this study, the food manufacturmg process (1L.e. how 1t 1s
prepared, produced, packaged) and whether the process shakes the balance of nature
are the concem (Lindman & Viananen, 2000). Other studies may look into resource
scarcity, emvironmental sustainability and rainforest clearing (Janssen et al., 2016).
Since consumng vegetarian food for environmental reasons can vary broadly, this
may provide some implications for fiture study to develop an exhaustive scale to
cover all areas of ethical concemn.  All the other 11 factors were loaded clearly from
the proposed framework. Five statement items were deleted after internal reliability
testing (see the footmote i Table 4) resulting m 41 items.

4.4 Regression analysis of determinants of intention to consume vegetarian food

To determine the behavioural intention of individuals to consume vegetarian food,
linear regression analysis using a stepwise method was conducted to estimate the
coefficients of the linear equation mvolving 12 factors that best predicted the value of
the dependent vanable (mtention to consume vegetanan food). The overall regression
model was significant, F(5, 342) = 2498, p= 001, R* = 257. Seven factors were not
accepted mn the model. The results indicated that five predictor vanables were
inchided in the mode] to predict the behavioural intention. Three factors, factor 1
“ethical concem™ (0.39). factor 10 “togethemess™ (0.13) and factor 6 “natural
content” (0.13) exerted positive influences on the dependent variable. Two factors,
factor 12 “poee”™ (-0.13) and factor 5 “convenience”™ (-0.12) exerted negative
influences (Table 5).

5. Discussion and Conclusion

3.1 Discussion and implications

Figure 2 reveals the relationships between five food choice factors and the
behavioural intention in relation to vegetanian food. It is important to take into
consideration these five important factors altogether paying special attention to the
strong predictor of ethical concemns for animal welfare and environmental protection.
Thas 15 supported by more and more empincal studies of ethuical consumers showing
positive attitndes to vegetarian and vegan diets (Hoffman, Stallings. Bessinger, &
Brooks, 2013) or organic food (Honkanen et al., 2006). The findings mndicate
significant implications for market segmentation of ethical consumers in the food
sector. Ths type of market segment is difficult to identify using the traditional socio-
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demographic variables because they are present in all groups in society. Marketing
communication can then be based on broader food choice factors and ethical stance
on environmental issues for restaurant menn design that cater to responsible consumer
groups (Bacon & Krpan, 2018; Filimonau & Enveova, 2017).

Furthermaore, the results provide practical implications for the food sector such as
vegetarian-friendly restaurants or any hotel restaurant that intends to target this new
Consumer group or to increase the mtention of customers to eat more vegetarian food.
The factor of natural content (1.e. natural ingredients, contams no additives) in the
regression model implies that marketers should communicate explicitly the food
content as it appeals to them Festauranteurs or hoteliers should make more efforts to
source food from reliable suppliers. Staff training on product knowledge (ie. new
vegetarian dishes and ingredients) should be conducted to upsell to their customers.

In terms of togethemness, this factor explains that more occasions for family members
or friends to get together to enhance social bonding will mcrease this behavioural
mtention. This 1s particularly applicable in Hong Kong as local residents always dine
at restaurants for celebrations and festivals. To create more demand for vegetarian
food, chefs can design vegetarian-themed banguet or exquisite vegetarian dishes to
cater for their needs.

The results also mdicate an interesting finding in relation to the two factors of price
and convemence that have negative coefficients. This means that the respondents
were not price sensifive to vegetanian food as they are not looking for cheaply priced
or inexpenzive vegetanan food This is also understandable as many of the modem
vegetarnian-fmendly or vegan restaurants in Hong Kong are very expenszive. It 1s
suggested that restaurants that want to attract them should offer moderately priced
memn as their pricing strategy. The convemence factor az discussed in section 2.2 is
about the association of time saved before consuming vegetarian food It 1s indicated
by preparation time, cocking fime or whether it is easy to buy at supermarkets nearby.
The negative coefficient of this factor implies that time saved 1s not their concem or
will not atiract them to consume more. This 1s another positive implication for hotel
Testaurants or non-vegetarian Testaurants as there are currently only a few vegetarian
items on menus. If more options were available, consumers would be attracted to eat
vegetarian food there instead of cooking at home for convenience reasons.

5.2 Conclusion

This was an exploratory study to understand the relatienship between local residents’
daily food choice factors and their future consumption intention regarding vegetarian
food. The results of exploratory factor analvsis and regression analysis mdicated five
1mportant predlctors that exert mfluences: ethical concems, togethemess, natural
content, price and convenience. The results provided implications for consumer
behavioural studies in the food sector that ethical concems for animal welfare and
environmental protection are one of the key factors nowadays that dnve vegetarian
consumption. The finding of religion exerting no mfluence n this study 1s largely due
to the demographic profile of the respondents. Future studies may be conducted with
dhfferent religions groups to firther understand their behavioural mtention with regard
to a vegetarian diet.
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All n all, the results shed hight on the food culture in Hong Kong. Hong Kong 15 an
international culinary destination with more than 30,000 restaurants, bars, and food
outlets offering different types of indigenous Chinese and infernational ciisines. It has
more Testaurants per capita than anywhere else in the world (An & Law, 2002).
However, fiuits, vegetables (Okumms, Okunms, & McEercher, 2007) and vegetarian
restaurants are less often highlighted in the marketing and promotional matenals.
According to the website of the Hong Kong Tourism Board (Hong Kong Tourism
Board, 2019), there are only three vegetanan restaurants on the Quahty Tourism
Services (QTS) dining list. Fifty-five restaurants have Halal food certification and
only 14 hotel restaurants have Halal certification. Indeed, food plays an important role
m mage bulding. If Hong Kong is to conftinue to posifion itself as Asia’s World city
as well as Asia’s cruise b to aftract international tourists, vegetarian cuisine
branding under a modem dining concept should be their strategic direction.

Finally, the foodservice player has social responsibility to support sustainable
consumption by respecting consumer sovereignty. Ethical consumers that prefer to
minimize the negative mpact on the environment by changing their lifestyle and
behaviour cannot be aclueved without the support from food service provision to offer
more choices for selection.

3.3. Limitations of this study

In view of the cross-sectional data and comvenience sampling method used, the
implications of the study should be carefully considered. Improvements in the sampling
design for comparative study among different culfures and cities may yield more
meaningful results.
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Table 1 Definition of food choice factors

Factors

Definition

Fefarances

Food factors
Health and
mufritional

value

Matural

content

Weight
control

It refers to the food that contzins nutfional
value that an imdiidual consume for health
and bodily well-being.

It refers to the food that contams no additives
or artificial ingredients that an individual
consume for disease avoldance or health
1e3s0n.

It refers to the food that contains low calories
or low fat and that an ndividual consumer for
weight control motives.

Person - Psychological factors

Price

Senzory

appeal

Convemence

Mood

Famulianty

It refirs to the perceived worth of food fo be

It refers to the need to expenence food
through sensation or feslng such as touch,
=mell, taste, sight, hearing.

It refers to the ome bemg saved before
consuming the food such as preparation time,
cooking time or whether it 15 convemence or
easily avalable for purchase/consume.
It refers to the psycholozical effect on an
mdridual’s mood such as cheenng uwp a
person.
It refers toa person’s exposure effect and past
expenence (favorable or not) on certain food
that makes the person choose to consume the
food again.
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Frust, Connors, Bisogm,
Sobal, and Falk (1996):
Steptoe, Pollard and Wardle
(1993)

Frust, Coonors, Bisogm,
Sebal, and Falk (1996):
Steptoe, Pollard and Wardle
(1993)

Frust, Comnors, Bisogm,
Sebal, and Falk (1996);
Steptoe, Pollard and Wardle
(1993)

Frust, Comnors, Bisogm,
Sebal, and Falk (1996);
Steptoe, Pollard and Wardle
(1993)

Frust, Comnors, Bisogm,
Sobal, and Falk (1996); Kim
and Eves (2012); Emn, Eves
and Scarles (2009); Pollard.
Steptoe, & Wardle (1995);
Steptoe, Pollard and Wardle
(1993)

Frust, Comnors, Bisogm,
Sobal, and Falk (1996);
Steptoe, Pollard and Wardle
(1993)

Steptoe, Pollard and Wardle
(1993)

Steptoe, Pollard and Wardle
(1995)
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Togethernass

Prastige

It refers to a desire and willmemess to mest
people and have time with famly and fnends
from beyond the nommal ecicle of
acquamtance.

It refers to 2 desire to have high standing in
the eyes of arroundmg people.

Social-enltural and erhical factors

Religion

Ermvironment
protection

It refers fo eating habat that 15 not forbidden
in relizion or 15 in harmony with the relizious
VIEW.

It refers to food cholce decision based on
respect to animal rights.

It refers to food choice decision in
consideration of negative mmpact from food
manufachming (1e. prepanng, producing,
packaging) and environmental conservation.

Crompton (197%); Crompton
and MeEay (1997); Kim and
Eves (2012); Kim, Eves and
Scarles  (2009); Steptoe,
Pollard and Wardle (1995)
Crompton (1979);  Ein,
Eves and Scales {(2009);
Kim and Eves (2012)

Lindman and Vianinen
{2000); Lindeman and Stark
{1995)

Lindman amd Vaianinen
{2000)

Lmdman and Vaininen
{2000); Steptoe, Pollard and
Wardle (1595)
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Figure 1 Conceptual Model
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Table 2 Demographic profile of respondents (n = 348)

Ct teristi

Gender

Male

Female

Vegetarian Type

Mot 2 vegetanan

Flexitari

Vegetanian (e.g. lacto, ovo, lacto-ove, pollotarian,
pescatanian)

Vegan

Others (e.g. students, housewife, retired)
Individual Anmal Income

Less than HES100,000

HES$100,000 - 199,999
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Table 3. Mean ratings of daily food choice

HKS$200,000 — 299,999 27
HES300,000 - 399,999 152
HES400,000 — 499,999 49
HES500,000 — 599,999 40
HES600,000 or shove 58

I cheap

Iz good value for money

Iz low in calones

Help: me control my weight

Iz low in fat

L= what I usually eat

Is familiar

It like the food I ate when [ was a cluld
I: produced m 2 way that amimals have not




2019 APacCHRIE & EuroCHRIE Joint Conference (22-235 May. 2019)

Iz produced in 2 way that animals’ nghts have been respected
Iz prepared in an emaronmentally fnendly way

Iz produced in 3 way which has not shaken the balance of nature
I: packaged in an emvmonmentally fiendly way

Iz not forbidden in oy relizion

Iz in harmony with my religions views

Enzbles me to meet new people with sumilar imterests
Enzbles me to have an enjoyable time with fnends and/or fanuly
Increases friendship or kinship

Enzbles me to talk to everybody about my expensnces

Enables me to take pictures to show fnends

Enriches me intellectually

293
297
291
283
219
217
232
287
281
243
235
245

0.93
084
0.79
0.86
1.08
107
054
087
0.88
050
050
051
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Table 4 Results of the exploratory factor analysis on daily food choice

111

Factor name (Factor mean) Factor Eigen Variance Cumaulative Cronbach

loading  value (%) variance alpha
(%)

Factor 1 Ethical Concern 9.74 2117 2117 090

(1.89)

I produced in a way that 836

amimals’ nghts have been

respected

L= produced in 2 way that 843

animals have not experienced

paim

L= prepared mn an 819

emaronmentzlly fnendly way

L= produced in 2 way which 815

has not shaken the balance of

nature

Iz packaged in an 658

emaronmentzlly fnendly way

Factor 2 Moad (21.63) 364 792 2508 038

Helps me cope with life B2

Helps me cope with stress 818

Helps me relax 805

Cheers me up 761

Eeeps me awake/alert 602

Factor 3 Health (2.95) 7 6.02 3510 082

L= nutmifious 766

Contams a lot of vitamuins and 723

minerals

Iz high in protein 672

L= ugh in fibre and roughage 649

Eeeps me healthy 587

I good for my 592

Factor 4 Prestige (2.41) 264 574 4084 0.34
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Enzblez me to talk to
everybody about oy
EXpeIlences

Enzbles me to tzke pictures to
show friends

Emriches me mtellectually
Factor £ Convenience (2.90)
Can be cooked very simply
Takes no fume to prepare

Iz easy to prepare

Can be bought in
supermarkets shops close to
where [ live or work

Factor 6 Natural Content
(2.98)

Contams natural ingradients
Contamns no artificial
. -

Contams no addictive

Factor 7 Weizht Conirel
(2.80)

Halps me contrel my weight

I low in calories

I low in fat

Factor 8 Senzory Appeal
(3.04)

Smells mee

Looks nice

Has a pleasant texture

Tastes good

Factor 9 Familiarity (1.76)

Iz what I usually eat

I familiar

Factor 10 Togetherness (2.34)
Enzblez me to have an
enjoyable tme with fnends
and'or fanuly

Increases friendship or kinship

796

793

740

828
B4
738
675

815
780

780
T4
703
363

835
B34

769

T4

187

173

135

131

113

4.60

4.07

37

302

2584

4379

50.39

5446

58.23

6125

0.82

088

084

0.73

0.80

085
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Factor 11 Religion (1.18)

Iz not forbidden in my rehimon
Iz in harmony with ooy rehmions
views

Factor 12 Price (2.92)

L cheap

I=: not expenzive

B39
858

B
837

130 283 66.92

Los 237 6929

084

075

Note: extraction method: pnincipal compenents analysis; rotation method: vanmax with
Kaiser normalization Four-pomnt Likert scale was used ranging from 17 = not at all
important, “2” = a little important, “3” = moderately important to “4” very important.
Item “Makes me feel good” was deleted from factor 2 after internal reliabality test.
Likewise, item “enables me to meet new people with similar interests™ was deleted from
factor 4; 1tem “is easily available n restaurants™ is deleted from factor 3; item “is hke
the food I ate when I was a child” was deleted from factor 9 and item “is good value
for money” is deleted from factor 12.
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Table 5 Regression analysis of determinants of ntention to consume vegetarian food Figure 2 Relationships between derived factors and intention to consume vegetarian
Factor Beta ©  Significionce  Ranking food

Factor 1  Ethical concemn 039 748 0.000%* 1

Factor 12 Price 310 0.002%+ 2

Factor 10 Togetherness 266 0.008** 3

i 4

5

Factor 5 Convemence 2239 Beta =039

Factor6  Nanwal Content 235
*p =005, **p = 0.01 m--N

(NS

Beta =
Bein =-0.12




