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ABSTRACT

The plant-based food is a market that is growing worldwide, the products are gaining popularity.
Moreover, the environmental problems and the healthy issues are making people more tempted to
change their diet to one more healthy reducing and substituting the consumption of milk, meat, etc.
One of this is the plant-based yogurt (PBY) elaborated with the fermentation of nuts (oats, soy, etc)
Using a quantitative approach, this study explored Irish consumer behaviour towards the intention to
consume PBY using the theory of planned behaviour. Specifically, analysing which factors of the theory
are likely to impact on the behaviour to consume PBY. It was intended that this would give a view
behind the reasons why the market is growing from the perspective of consumers. Participants (N =
49) completed a survey on factors potentially influencing the purchase of PBY. The results indicate
that age and the construct of ‘attitudes’ had a significant influence on the intention to consume PBY.
The research also revealed that knowledge of health and environmental benefits also had a significant
impact on the intention to consume the product. This information is useful for the foodservice industry
and for producers.
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1.

1.1.

INTRODUCTION

BACKGROUND TO THE STUDY

The increase of health problems and the awareness of how the environment is suffering due to our
diet, with studies that validate the problem concluding that shifting eating behaviours to one that is
based on plants is the key to reduce environmental problems and provide improvement in the health
of the population. (Veeramani, 2020) (Culliford et al., 2020). In addition, the impact of the
Coronavirus pandemic has been changing the consumer option to one more healthy with a diet rich
in vegetables and fruits (Naja and Hamadeh, 2020) moreover services providing a different user
experience with a new definition of trust and quality in their products. (Mintel, 2020b).

Indeed, different countries are adopting new ways of life and diets. During the latest years, the
European Commission reported that Europe has been increasing the consumption of meat and dairy
alternatives. Thus, adopting a plant-based diet and in response to this trend new products have been
developed.

Plant-based yogurt (PBY) is one of these types of products, it results to be a useful source of proteins,
amino acids, fatty acids, helps the immune system, and satisfies the consumer's needs with the
flavours and texture.

In Ireland, since 2019 plant-based diets started to change the attitudes towards consumer decisions
and plant-based yogurt was one innovation for the market (Bordbia Ireland, 2019). Where there is
an opportunity to develop products with innovation in the flavours and texture in answer to these
attitudes and behaviours (Mintel, 2021).

The theory of planned behaviour develop by Ajzen (Ajzen, 1991) has been applied in different studies
to predict behaviours relating to choosing a product. According to the theory, most behaviours can
be predictive knowing the intention to perform a behaviour. The intention is influence by three
constructs (Manstead, 2001):
8

- Attitudes (A)
- Subjective norms (SN)
- Perceived behavioural control (PBC)
Hence a positive personal evaluation of the plant-based yogurt (A), social engagement (SN), and
personal perceptions (PBC) influence positively the intention to consume the product and
consequently on the behaviour. (Shah et al., 2012)

All this brings us to the fact that there is more research needed to be done to examine the factors to
consume PBY. Even more, knowing that Ireland is a market that needs to be explored in this field and
this information will help companies to extend the knowledge of the consumers, develop new
products or improve the ones that are in the market.
1.2.

RESEARCH AIM AND OBJECTIVES

The research aims to examine the beliefs that influence the intention to consume plant-based yogurt
in Ireland using the theory of planned behaviour.
The objectives for the research are:
•

Identify if the socio-demographic characteristics and their lifestyle influence the decision to
consume the product.

•

Identify the factors that influence the consumer intention to consume plant-based yogurt
based on the theory of planned behaviour presented by Ajzen (1991).

•

Identify if a previous knowledge of the benefits of consuming the product influence the
decision to consume it

Concluding in the following research question.
“What factors have a significant influence on the intention to consume plant-based yogurt in
Ireland?”
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1.3.

CONTRIBUTION TO THE STUDY

The study would provide knowledge of the reasons why people are turning to eat plant-based
yogurt (which is linked with plant-based food) if there is any pattern between the group of people
that consume the product.
Since there is no existing research on the subject this research would contribute academic
knowledge, it can be used for business purposes Furthermore, it can help to develop new
products according to the requirements and necessities of the market. This research can be
valuable to entrepreneurs that want to sell plant-based yogurt or for the current industry.
1.4.

ORGANISATION OF THE DISSERTATION

The dissertation is divided into five Chapters. It starts with an introduction to the research subject, the
research aims, the hypotheses, and the contribution.
Next to the introduction, chapter 2 will perform a literature review of previous studies related to the
topic of plant-based food around the world.
Chapter 3 will talk about the methodology that will be used to obtain the data. An explanation of the
quantitative approach will be shown in the chapter with all the instruments require, the time horizon,
and the statistical tools use.
Chapter 4 is going to be based on the research results after the survey has been taken. In this chapter,
all the results will be presented.
Following this, chapter 6 will discuss all the findings comparing them with the literature review and
concluding if the hypothesis is valid. In addition, the limitations and recommendations will be
presented in this chapter.
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2.
2.1.

LITERATURE REVIEW
LIFESTYLE AND THE CURRENT PROBLEMATIC

A lifestyle is defined as how each person lives (Hawkins et al. 1995) that includes all the
decisions that they make which are in connection with the near stimulus that they have in a
specific timeframe. For example, the environment, the place where they live, the culture. As
a result, this is reflected in their daily activities, their decisions, and their actions (Farhud,
2015). Also, the level of engagement and personal preferences that shape their lifestyle have
a relation with their consumer decisions and consumer interest. (Linehan, 2013).
Over the last years, different reports started to show evidence of problems that the world is
facing in the areas of health and wellness, environment, and diversity in food sources due to
our lifestyle behaviours (Mintel, 2021) (Euromonitor, 2021)
The World Health Organization (WHO) indicated that 60% of problems of the health and
quality life aspects are related to our lifestyle. Moreover, the European Commission (2018)
indicated that food consumption was one of the principals’ drivers on the environmental
sustainability problems (Notarnicola, et al., 2017) and human health (Heller, et al., 2013)
Myers and other authors depicted that food production is one of the major contributors to
environmental change and they estimated that the production of food produces near to onethird of global greenhouse gas emissions and near of two-thirds of water is used; agriculture
and fishery are basic activities that are affecting the land and the marine system. Equally,
climate change has been affecting biodiversity and habitats reducing the space and changing
the initial environment, one example is how the global temperature, instead of been
stabilized, has been increasing in the last few years (Myers, et al., 2017).
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According to the analysis elaborated by the FAO for 2050, the population will reach the
number of 9.8 billion and as a consequence, the global demand for food will rise more than
the overall causing a danger in the land with an increase of food production and if people
continue without awareness of the current situation in the future the food global system
could collapse and even more, the number of hungry and malnourished people can be worst.
(FAO, 2009) (Department of Economic and Social Affairs-Population Division, 2017)
Likewise, the number of cases with health problems due to the high consumption of animal
food started to increase in the latest years, for example, high cholesterol issues, a high
number of obesity cases, lactose intolerance or malabsorption, and allergies to the animal
proteins are the consequences (Findings from Global Burden of Disease Study 2017, 2017).
All of these problems have been increasing year by year putting the entire ecosystem and
even the human at risk.
Interestingly, food choices play an important role when talking about protecting the world
from our damage, and in response to this problem, the status of awareness started to appear
in the market.Different authors, for example, Grosso, et al. (2020), Bechthold. Et. al (2018)
analyze the current situation and suggests that a change in our dietary patterns with an
emphasis on the consumption of locally produced foods can affect positively each diet and
even more the environment. However, is important that a state of awareness must reach the
policymakers, the suppliers of food, and each individual to transform our global food system.
Veeramani ( 2020), Culliford et al. (2020) and Aleksandrowicz et al. (2016) reinforced this with
their studies that demonstrated that shifting the eating lifestyle with health behaviours can
reduce the environmental problems and will provide improvements in the health of the
population.
12

The research by Grosso (2020) and Monterruno (2021) suggests that as awareness increases
regarding the effects of food choices and how that impacts the environment and health, a
change in our diet will take place. But it's apparent that there is a change happening, some
people are transforming their diet to one more flexible or vegetarian, limiting the intake of
dairy products which is guiding to increase the demand for plant-based products.
A clear case was presented in the research presented by Bechthold, et al. (2018) where they
showed how a shift in the diet of 34 European countries to one more sustainable can generate
different benefits. The consumption of more plant-based foods (e.g., vegetables, fruit,
legumes, seeds, nuts, whole grains) and fewer animal-based foods (especially red meat),
snack foods, and beverages have an impact on our physical activity, healthy body weight,
breastfeeding, moreover, it increases environmental welfare. Indeed, a consumption
transformation changing the patterns of eating animal food to eat plant food creates a
healthy (decrease of saturated fats, sugar and salt) and sustainable environment.
It’s important to indicate that the latest impact of the coronavirus pandemic also helped
changed the consumer decisions to one more healthy: rich in vegetables and fruits which is
reflected in the rise of the number of consumers taking care of their health, the environment,
and animal welfare. (Coronavirus Accelerates Shift Towards Plant-Based Food, 2021)
2.2.

CONSUMER PREFERENCE

The consumer interest worldwide has shifted with new preferences in their dietary lifestyle.
According to the research elaborated by Bord Bia, health and sustainability are the main
drivers, consumers are willing to pay more for food that generates sustainably, change their
eating habits to one more healthy and encourage people to consume ingredients that provide
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the vitamins and minerals that they require. (Global reset towards balanced and inclusive
dietary lifestyle, 2021 )
The latest report of BordBia shows that the latest trends influencing our dietary lifestyle are:
1. Health and wellbeing: with a rise in the attention to their mental and physical health.
2. Responsible living: with decisions more conscious regarding the current situation that
the world is going through.
3. Community and Identity: traditions are changing, the new generation has new
expectations and new eyes to see life. Moreover, they are connected around the
world, and they share their ideas with freedom.
4. Engaging experience: people are more connected with the brand and the story behind
it. According to Innova Market insights (2019), worldwide, 59% of people agree that
the story around the brand influences their decisions.
5. Life logistics: customers are looking for a safe and simple experience of buying.
Minimizing efforts and maximizing enjoyment.
In addition, the report by FMCG Gurus (2020) regarding the impact of COVID-19 shows proof
that more than 50% of the global consumers are concerned about their health with a high
number of people that prefer to cook their food instead of buying. As a result, approximately
75% of the population prepares a list of food before going shopping (Global Food and drink
trends 2020, 2020) and most of them prefer to eat more natural and organic products with
fewer ingredients and carrying for consuming the dose of vitamins and proteins that need
daily. At the same time, they are seeking to find ways to carry on the environment, the
animals, and the local provenance, reducing the usage of plastics, using methods of recycling,
etc.
14

All of this has resulted in the five most popular eating habits that consumers had been seeking
in the latest years and is important to understand each one before starting to narrow the
topic of the dissertation.
The types of eating habits are vegan, vegetarian, flexitarian, and omnivore. Omnivore was the
most known. According to the survey elaborated around Europe by the company “Veganz”,
in 2019, the percentage of Omnivore was 23.5%, Flexitarian 22,8%, Vegetarian 14,1%, Vegan
33.7%, and pescatarian 5.9%.
-

Vegan: their diet consists of plant-based food and processed food that is pure plantbased ingredients. Thus, excludes all type of animal food: meat, fish, dairy, honey, etc.

-

Vegetarian: includes some animal-based ingredients but no meat and fish. Eggs, dairy,
and honey are included in their diet

-

Flexitarian: diet where there is an intention to reduce the consumption of animal
products. However, there is not strictly attitude to exclude any food

-

Pescatarian: diet consists of not eat meat, but they eat fish.

-

Omnivore: diet which does not exclude any food.

The product types that we can find are (Gebhardt, 2021):
-

Vegan products do not contain animal-based ingredients and animal-derived products
which include meat, fish, dairy, eggs, honey, or gelatine.

-

Vegetarian’s products exclude meat and fish but include some ingredients like dairy,
eggs, and honey.

-

Plant-based products don’t contain any animal-based ingredients

-

Plant food is the food that people eat daily as part of their diet. For example, fruit,
vegetables, legumes, and spices.
15

-

Dairy food: products that contain milk in their ingredients

-

Dairy-free: as the name indicates, this is products that exclude all the type of dairy
food, also calling products without lactose.

2.3.

PLANT-BASED FOOD

Plant-based food is one product that as a result of the shifting behavior of the market is
growing. The products that consumers can found in the market are divided into dairy
alternatives1, meat substitutes2, ground meat3 , and others4. (See notes for more details of
each product).
According to the report of the European Commission (2018), Europe has been increasing the
consumption of meat and dairy alternatives during the latest years (Figure 2) with rates of
14% and 11% respectively. Furthermore, just in nine countries of Europe (Germany, UK,
Austria, Belgium, France, Netherland, Swizz, Denmark, and the Czech Republic) the sales of
plant-based products growth 49% in the last two years. (Figure 3)

1

Plant based milk, Yogurt, Ice cream, Cream, Butter, Cheese.
Tofu, Tempeh, Seitan, Burger Patties, Sausages
3
Meatballs, Nuggets, Crumbles
4
Plant-based eggs, Eggs substitudes
2
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Figure 1. Turnover in meat and dairy alternatives in the EU (2013-17)
Source: European Commission, 2018

Figure 2. Sales value of plant-based food in Europe in €
Source: European Union’s Horizon 2020 research and innovation programme 2020
According to the latest investigation of Market Research Future, the market around the world
is expected to have a value of USD 37,981.6 million, recording a Compound Annual Growth
rate (CAGR) 5 of 10.20% by 2027. Giving the product significant opportunities for expansion
in developing countries in the coming years. (Market Research Future, 2021)
For Research and Markets, the plant-based food market is expected to grow at a CAGR of
11.9% from 2020 to 2027 to reach $74.2 billion by 2027. Moreover, Europe had the largest

5

CARG is one of the most accurate ways to calculate and determine returns for anything that can
rise or fall in value over time.
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share of the global plant-based food market in 2020. The leading position of
the Europe region in the market is attributed to the factors of higher awareness on the
consumption of protein-rich diet, an increase of health consciousness, higher vegan &
vegetarian population base, well-established food sector, higher adoption of technological
advancements in food & beverages industry, overflow of investments in the plant-based
sector, and higher raw material availability. (Research and Markets, 2021)
Just in the United States, in 2020, the sales of all plant-based food show an increase in each
category as can be seen in the next figure. The top 3 products with sales of more than one
billion dollars are plant-based milk, the substitutes of dairy and meat giving a total sum of
nearly 6 billion USD.

Figure 3. Total U.S. plant-based food dollar sales and dollar sales growth by category, 2020
Source: The plant-based foods association
According to the market research of the company Data Bridge market research, the market
forecasting by 2027 will reach USD 143 billion, growing at a CAGR of 25% between 2020-2027
in all the continents as can be seen in the next figure.
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Figure 4. Global Plant-Based Food Market, By regions, 2020 to 2027
Source: Data Bridge – Market Research
Lastly, Euromonitor (2021), indicates that the impact of the global pandemic of 2020
helps the consumer to give relevance to this type of product, changing the demand of
the market.
Undoubtedly, plant-based food is a product that is starting to win preference not only in one
market, but the trend is also in all the world.
2.4.

PLANT-BASED YOGURT

Plant-based yogurt (PBY) is one of the most preferred products and represents an important
segment among the non-dairy alternatives with consumers that has dairy allergies and ethical
concerns (FONA international, 2018). Just in 2016, the number of PBY launched to the market
was 20% more than in 2015 (FONA international 2017).
The product can be described as a dairy alternative replacing conventional yogurt, it is
elaborated with the fermentation of different sources of vegetables such as cereals, legumes,
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or nuts. Moreover, it has been found to have different health benefits. For instance, weight
loss, a helper with inflammation, and a metabolism improvement. At the same time, is a good
absorbent of minerals, and is a useful source of proteins, amino acids, fatty acids, helps the
immune system, and satisfies the consumer needs with the flavours and texture.
However, one of the major challenges that producers face is related to appearance and
texture properties. That’s why this product is interesting to investigate to improve the current
properties and formulate a yogurt in response to the market requirements related to
the texture and mouthfeel, which are characteristics that play an important role in the overall
acceptability of any food (Ares, 2011)

Despite these challenges, the market of plant-based yogurt has the opportunity to grow
because there are more incidences of lactose Intolerance and lactose Sensitivity. According
to the study of the National Institute of Health, just in 2019, approximately 65% of the global
population was lactose intolerant. The study of Food Allergy Research & Education (2019)
indicated that about 2.5% of children below the age of three are allergic to milk. Furthermore,
the current habits and attitudes towards a decision of food in the millennial generation are
making this product a new option that provides them the nutritional sources that they need.

The forecast of the global sales of PBY have been rising in the last few years and this trend is
expected to continue as can be seen in figure 6.
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Figure 5. Global vegan yogurt market revenue, by product, 2015-2025 (USD Million)
Source: Hexa Research - 2019

Soy yogurt is the flavor with more preference and due to its accessibility, it is estimated that
it continues leading the sales, following by the almond yogurt. In 2017, almond yogurt was
one of the most preferred with nearly 40% of the market due to the content of low cholesterol
and unsaturated fats, helping consumers to reduce the levels of bad cholesterol. Likewise,
rice yogurt is expected to have the fastest-growing due to the characteristics of low calories.
This research also indicates that the sales in 2017 were 748.8 million and it is estimated to
grow at a CAGR of 16.7% from 2017 to 2025.

Over the last two periods of 2018 and 2020, the sales in the European countries show
an increase of 37% as can be seen in the following figure that jumps from 297 million to
405 million. Moreover, the leading flavors during this year were soya, following by
coconut.
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Figure 6. European plant-based yogurt sector sales
Sources: European Union’s Horizon 2020 research and innovation programme, 2021

According to the study elaborate by proveg international (2020) just in 9 countries of Europe,
the yogurt has the third place of preference as it can be seen in figure 5.

Figure 7. Consumption Rate of plant-based products in 9 countries of Europe
Source: ProVeg International, 2020

In general, the plant-based yogurt market is competitive and is growing. One key to position
as one of the favorite products in the market is innovation. For instance, the company Danone
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of North America announced to launch of Two Good Greek low-fat yogurt with different
flavors including Vanilla, Strawberry, Peach, Mixed Berry, and Blueberry, but they are working
on the creation of PBY to gain market.

2.5.

PLANT-BASED YOGURT IN IRELAND

In Ireland, 16% of the population adhere to a flexitarian diet, 8% to a vegetarian diet, 2 % to
a vegan diet, and 74% do not adhere to a particular diet or food style. Furthermore, is
notorious that from 2018 to 2020, inside this group that don’t adhere to a particular diet there
is an increase in 3% of the persons that are trying to eat a balanced diet (Bordbia Ireland,
2021) As the report of “Consumers are becoming less rigid in how they approach their food
consumption” indicates.
In consequence, plant-based products have been gaining importance and the snack and
package market had started creating new products in response. Even more when according
to the latest statistics 27% of the population of Ireland are showing an interest to pay for
more food produced naturally and sustainably, also that provides vitamins, proteins and that
meet their expectations as consumers.
During 2020- 2021 the plant-based yogurt show an increase of consumption by 10%.
However, the challenge that the market is facing is related to knowledge and the perception
regarding the process, the price, the flavors, and the texture. There is a big gap that
companies need to set the action to engage the consumers with these products.
(Bordbia,2021) Moreover, as they highlight: “It’s incredibly interesting to see that consumers
are moving away from rigid interpretations of diets and specific lifestyles and are leading a
global reset towards balanced diets and dietary inclusivity. Health and sustainability are at
the heart of this as people seek to look after themselves, their families and the planet through
23

conscientious purchase decisions towards foods that are sustainable, ethically sourced and
healthy.” - Bordbia
2.6.

CONSUMER BEHAVIOUR AND THE THEORY OF PLANNED BEHAVIOUR

The definition of consumer behavior as set out by Solomon (2017) is “the study of the
processes involved when individuals or groups select, purchase, use, or dispose of products,
services, ideas, or experiences to satisfy needs and desires”. Pachauri (2002) indicates that
the term “consumer” implies the act of purchase as it is and patterns of aggregate buying
which include pre-purchase and post-purchase shopping stages.
Enhancing our understanding of the process and its motivators will help to develop better
products or services and take actions according to their necessities.
Different theories have been developed to understand the consumer behaviour attitudes and
their motivators when they go shopping and this had been using by marketers to understand
the market and develop new campaigns and products.
One famous approach is the cognitive approach, related to all the intrapersonal cognition
before acting. In other words, the process where the individual received all the information
from the environment, evaluated the information, took a decision and this is transformed into
action. (Stewart, 1994) (Ribeaux and Poppleton 1978).
The research elaborated by Houdek (2016),for instance, depicts that the actual consumer
behaviour can be narrowly on different aspects. The first one is related to a selective recall of
experience (positive or negative); where the consumer is attracted to a brand because of the
memories, loyalty, trust, or the resistance to change. Primary memories and feelings play an
important role at the moment of deciding to be loyal to a brand. Simonsohn (2010, p. 272)
noted that “foods tasted for the first time on an empty stomach are remembered as more
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enjoyable and might hence be likely to be purchased again.” The second aspect is that
consumers are grounded by their recent or recurrent experience and/or consumption. Third,
the consumer's decision-making can be affected or influenced by the mood, emotions, and
the current situation vivid. Giving a priority to their well-being. The research elaborated by
Cohen, et al (2008) indicates that the consumer's mood shows a direct relationship with the
consumer decision-making. Lastly, consumers are influenced by the current environmental
situation. In conclusion, as Grubb (2015) indicates “The consumers’ behavioural biases often
lead to bad bargains, further exploited by firms to their profit” However, as the main author
indicates, there is more measurement and investigation that is needed.
Watson and Spence (2007) also highlight that more investigation was required related to
consumer perceptions of the social and environmental experience. Plus, there is still not
enough specific experimental understanding of how the information is transformed and
results in an action. Likewise, the model does not allow have an explanation of the personal
past experiences (see, for example, Tyagi and Kumar (2004) Kahle and Close (2006).
Despite the criticism, marketers were using this approach to understand consumer habits,
and the theory of planned behaviour (TPB) has been one of the most used.
The theory of planned behaviour (TPB) was proposed by Ajzen (1991) and has been applied
in different studies to predict behaviours. For Instance, in a wide range of the academic field
of social cognition, health issues or behaviours (Conner, et al. 2001), physical activities
decisions, motivation, or even more in the field to identify the consumer behaviour.
Marketers had been using it to predict the behaviour of purchase or use of a product within
a specific brand/product or in a specific segment. (Tegova, 2010)
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According to the theory, TPB is an improvement on the theory of reasoned action (TRA) and
connects behaviour and beliefs. The theory of reasoned action (TRA) (Ajzen & Fishbein, 1969,
1980) provides a model that has potential benefits to predict the intention to perform a
behaviour based on an individual’s attitudinal and normative beliefs. TRA assumes that
individuals have volitional authority over the behaviour of interest ( they understand that they
are capable of performing the behaviour if they want to). Under these conditions, behavioural
control becomes unnecessary, and the theory of planned behaviour reduces to the theory of
reasoned action.
On the other hand, TPB explains the motivational influences on individual behaviour. This
approach has been widely used to predict and tested the behavioural intentions and actual
behaviour of a person (Ajzen & Fishbein, 1980; Madden et al., 1992)
The main assumption of TPB is that “human beings are usually quite rational and make
systematic use of the information available to them” (Ajzen & Fishbein, 1991). Moreover, that
there is a connection between three constructs and each has an impact on the intention
which in turn helps to predict the behaviour of the person (Ajzen, 1991).
In the theory, the intention to perform a behaviour is the most determinant construct of any
behaviour. The intention is defined as the amount of energy that a person shows to perform
the behaviour which is determined by three constructs: attitudes, subjective norms, and
perceived behavioural control.
In general, Attitude is a sign of the way that a person is thinking and feeling about something.
Subjective norm is a sign of the social pressure that a person feels to perform or not perform
a behaviour. Perceived behavioural control is a sign of the difficulty or effort to perform a
specific behaviour. And this construct has a positive or negative relationship with the
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intention to perform a behaviour (Bashier, et. al, 2019) This scheme can be seen in the next
Figure

Figure 8. Theory of planned behaviour by Ajzen
Source: Ajzen and Fishbein, 1991

The first construct, attitude (A) towards a behaviour refers basically to the personal
evaluation to perform the behaviour, the feelings or thinking about something; and it can be
evaluated positively or negatively. In other words, this can be viewed as the general
assessment of the behaviour.
The second construct, subjective norms (SN), reflects how the social culture and social beliefs
influence the performance of a behaviour. This is related to the specific context and the
environment where we are living. In other words, the behaviour may be influenced by their
family, friends, and other people’s beliefs that are connected to the person.
Finally, perceived behavioural control (PBC), is related to the personal beliefs of the grade of
difficulty to perform a behaviour (Ajzen 1991). Thus, PBC facilitates the implementation of
behavioural intentions into action and predicts behaviour directly. (Conner et al., 2001
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The sum of these constructs influences the decision to perform a behaviour. Thus, TPB is a
practical theory to analyze the factors that influence in different levels the personal decision
to engage and perform a behaviour and that’s what this research aims to reach.
Ajzen (cited in McDermott, 2019) outlines how the TPB works in this scenario:
“Individuals have a strong intention to eat the recommended daily number of vegetables,
when they hold positive attitudes towards that behaviour, have a positive perceive social
pressures from those whose opinions they value and finally they feel capable of eating the
recommended amount without difficulty. “ (McDermott et al., 2019)
Hence, people are more likely to engage with behaviour when the attitude toward that
behaviour is favorable. (Ajzen and Fishbein, 1980)
2.7.

THEORY OF PLANNED BEHAVIOUR AND PLANT-BASED YOGURT

As was mention lines before the plant-based yogurt (PBY) is a novel product, the research
done until today have a more scientific basis, their focus is related to the production and
biological process instead of a focus on the consumer preferences and behaviors, just a few
investigations are related to the consumer interest and the TPB.
The research elaborated by Pandey (2021) suggests a high level of efficiency of the TPB
framework in predicting the consumption of PBY in Denmark. With results that highlight that
the constructs: ‘attitude’, ‘perceived behavioural control’, and ‘perceived sensory attributes’
influence positively the intention to consume PBY. However, subjective norms, perceived
barriers, and objective knowledge show less importance influencing the intention to consume
the product.
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The report of Cargill (2020) indicated that plant-based yogurt was a ‘disrupter’ product.
According to Christensen, a disrupter product is defined as a “product that redefined the
market and can be offered more consistently, affordably and to a larger audience”
(Christensen cited in Stevens, 2019). Plant-based yogurt has been gaining presence in the food
and beverage market, as a consequence of the new consumer attitudes and behavior. If in
2018 that Greek yogurt reshaped the market of yogurt, the new product that is transforming
the market decisions is the plant-based yogurt. Moreover, when the segment is becoming
more familiar with dairy alternatives as dairy-free products with ingredients like coconut, oat,
soy, almond. (Package Facts, 2018)

Just in 2018, the sales growth was 54%, and the trend of the future to meet the consumer
demand is focusing on the taste, the nutrition, and the ingredients (less and natural) (The
Good Food Institute, 2018). This started to happen due to the problem of health, the increase
in the number of people avoiding dairy products due to the problems with lactose intolerance,
dairy sensitivity, and the worried about the consumption of hormones and saturated fat
consumption (Cargill 2020)
By contrast, other researchers showed the result of comparing the characteristics between
plant-based yogurt and dairy yogurts, concluding that both products had similarities in their
texture and sensory properties. The same happened regarding the viscosity and the protein
content. The study of Grasso et. al (2020) concludes that knowledge of the properties and
attributes of both products and recognition of their similarities would help in the expansion
of the current portfolio of products and create a better option for the consumer.
Soy and Coconut yogurts are the ones viewed like non-dairy-based products according to the
research by Greis, et. al (2020) regarding the dynamic texture perception in plant-based
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yogurt alternatives. These authors conclude that mouthfeel perception plays a crucial role
when consumers taste the product for the first time as well as the characteristics of thickness
and creaminess. By contrast, when the PBY is less likely to eat is when it shows characteristics
of wateriness and thinness. However, the authors highlight that there is more investigation
needed about the preference of other factors like taste, appearance, and flavor of the PBY.
(Greis et. al, 2020)
A recent study (Boeck, 2021) indicated that pulses were a suitable source to be an ingredient
in yogurts. The result of the research indicated that pulses are a novel ingredient that provides
proteins and is a good complement to a cereal diet. Their antioxidant, anti-inflammatory, and
anti-cancerogenic properties made them a healthy option.
However, despite the novelty of the product and the findings, there is more research to be
done regarding the control of the fermentation of the product that has a direct impact on the
product duration and the taste before pulses could start being used as an ingredient in
commercial PBY. (Boeck, 2021).
As it was mentioned TPB can be used to investigate the consumer behaviour of different
products, but the novelty of the topic of plant-based food (yogurt) made this field something
interesting to understand and it will help businesses and marketers to understand the
behaviour behind a decision. Until now only one research is related to this specific product in
the country of Denmark, and it will be interesting to know more about the market of Ireland
that is a small country with a similar culture and lifestyle.
2.8.

RESEARCH HYPOTHESES

The approach that the research will have is based on the theory of planned behaviour (Ajzen &
Fishbein, 1991) and the measurement framework is showing in the next figure.
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Figure 9. Research measurement framework
From the objectives presented previously, the investigation aimed to test the following hypotheses:
H1. Attitudes significantly influence the intention to consume plant-based yogurt.
H2. Subjective norms significantly influence the intention to consume plant-based
yogurt.
H3. Perceived behavioural control significant influence in the intention to consume plantbased yogurt
H4. Socio-demographic characteristics and lifestyle have a positive relation to buying a plantbased yogurt.
H5. Previous knowledge of health, environment, and the price has a positive relation to
buying plant-based yogurt.
H6. A positive intention to consume plant-based yogurt affect the behaviour to buy the
product
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3. METHODOLOGY
The purpose of any research can be defined as the answers to a research question proposed
as a hypothesis which includes an examination of details of different topics. To reach that
there is an application of a scientific procedure. Thus, a research design helps to answer the
hypothesis. As chapter one indicated, the research aims to identify the variables that have
more influence on the intention to consume PBY.
Saunders et. al, (2018) proposed a framework with a good scheme of research This can be
seen in figure 10. Moreover, they indicate that good research needs to contain clear
objectives that are concerning with the research question, and specification of how the data
is going to be obtained, the sources and techniques used, and how the information will be
analyzed. Moreover, is important the consideration of all the ethical facts and the constraints
presented during the investigation.
This chapter will describe the research approach, design, the materials, techniques and
procedures, the data preparation, and the research ethics adopted considering the research
onion proposed by saunders et. al (2018)
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Figure 10. The research onion
Sources: Mark Saunders, Philip Lewis, and Adrian Thornhill (2019)

3.1.

APPROACH

A research approach adopted can be inductive, deductive, or combined. Each one gives an
idea of how the theory is built and helps to identify the stages of the research and when the
data will be collected.
A deduction approach starts with the reading of academic literature and after an analysis of
the current situation, a strategy is elaborated to gather data.
An inductive approach starts with the collection of data to explore a phenomenon and in
response to that the researcher creates or builds a theory.
Finally, an abductive approach starts with the collection of data to explore a phenomenon,
identify themes, and explain patterns. This is to generate a new or modify an existing theory
which you subsequently will be tested through additional data collection.
The current research is adopting a deductive approach because it starts with the review of
different literature to design the strategy to use and how the data will be collected.
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Furthermore, to understand the current situation there is going to be an explanation of the
relation between the concepts and the variables.
Indeed, the approach that the research has is based on the theory of planned behavior
and the hypotheses develop were based on existing information. Furthermore, this
approach helps the study to build quantitative research with the use of questionnaires
for the primary research.
3.2.

DESIGN

The methodology chosen for this research is the quantitative model. Saunders et. al (2019)
indicated that in this model numerical data is collected and it uses tools as questionnaires to
reach the aims of the investigations. The advantages found in this type of methodology are
related to the convenience to collect information, the fastest and it can include a large
number of participants. (Saunders et al., 2009) In addition, the use of technology tools helps
to reduce the risk of input errors and made the cost of gather information low. (Saunders et
al., 2009). Furthermore, quantitative research allows examining the relationship between
variables using statistical and graphical techniques
Thus, the tool to obtain information is a survey. Due to the covid-19 situation, the survey was
taken online, and the questions have the following format:
- Binary and Multiple forced-choice Scale
- Closed-ended questions
- 5 Points Likert scale
3.3.

MATERIALS

The materials used in the research are divided into three parts. Each one is shown on the
online questionnaire.
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1. Information sheet for participants- see appendix 1
2. Consent form for participants- see appendix 2
3. Questionnaire - see appendix 3
3.4.

TECHNIQUES AND PROCEDURES

A description of the techniques and procedures of how the data will be collected and the
instruments decided to use in the research are going to be described in this part.
I. POPULATION
The population chooses for this research are people that live in Ireland.
Ireland is one country that is gaining popularity regarding the consumption of plantbased products. The markets are answering to that behaviour creating brands and
products elaborated with plants.
Moreover, the pandemic has accelerated this trend as it can be seen in the last report
of Mintel that showed that 38% of consumers of Northern Ireland and 37% in Ireland
are eating more plant-based food (Mintel, 2020a).
According to the OECD (The Organisation for Economic Co-operation and
Development)

6

survey elaborated to different countries in 2020, Ireland is one

country that ranks above the average in topics related to job and earnings, housing,
personal security, health status, education and show good skills in social connections,
subjective well-being, work-life balance, and environmental quality, but below
average in income and wealth, and civic engagement. Irish people are more satisfied

6

International organisation that works to build better policies for better lives in the countries. The
organization is one of the world’s largest and trusted source that compares socio-economic data and analysis.
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with their lives than the OECD average (OECD, 2021). Concluding that Ireland is a
country interesting to search.
II. SAMPLING AND PARTICIPANTS
The first criteria in consideration for the participants are to be older than 18 years old,
this range was selected due to the fact that these groups have economic solvency, and
they can afford to pay for this product, and they can select them.
Due to the time to complete the dissertation and the topic of the research a nonprobability convenience sampling method has been chosen. This means that the
researcher selects a sample on a subjective judgment to find people older than 18
years old and who live in Ireland. According to Saunders, et al. (2019) This type of
sample is easy and quick to find, moreover the issues related to ethical problems are
minimum and the cost to obtain the information is less than other types of samples.
The survey was elaborated in google forms and it was distributed via a link, the
duration of gathering data was of 10 days. It is important to include that the initial
objective was to have a sample of 120 people. However, the total of answers able to
obtain was 49.
The researcher was able to select the participants and include the answers that met
the basic requirements; this means that they were residents in Ireland and have more
than 18 years.
III. DATA COLLECTION
Data collection is defined as “ the process of gathering and measuring information on
variables of interest, establishing a systematic procedure that that enables to answer
the research questions, test hypotheses, and evaluate the outcomes.”( Kabir, 2016)
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The data collection can be divided into two major themes: primary and secondary data
collection.
The primary data can be defined as first-hand information. This means that the
collection of information is directly and participants help to answer the questions
according to their opinion.
The secondary data is a collection of information from sources that have been
published in different formats and help the researcher to have data quickly. For
instance, peer-review journals, academic literature reviews, or data from different
organizations.
For this research, the type of data selected was primary, and google forms was the
tool selected. The questionnaire was sent online to all the participants.
IV. DESCRIPTION OF THE INSTRUMENTS
The questionnaire7 was divided into four sections and is an adaptation of the studies
of Pandey et al. (2021) and Conner et al. (2003). See Appendix 3 to see the draft of the
questionnaire proposed for the research.
It is conformed of 35 questions divided into four sections, each one with the aim of
collect different types of information from the participants:
The first section – The focus was to gather general information like socio-demographic
and personal information. The total questions were 8 and each one was multiple
forced-choice questions.

7

Appendix 3
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The Second section – Focus on gathering information about their Grocery Shopping
Behaviours with a total of 7 questions in the format of multiple forced-choice
questions.
The Third section – measure the constructs that conformed to the TPB using 5 points
Likert scale.
o Attitude towards consuming plant-based yogurt was conform with 6 questions
o Subjective norms with 5 questions
o Perceived Behavioural control with 4 questions
The scale used in this section was:
o
o
o
o
o
Lastly,

1: ´Totally Disagree’
2 ‘Disagree´
3 ´Neither disagree´
4 ´Agree´
5 ´Totally Agree’.
the final section measure the intention, behaviour was conformed of 5

questions. The format was binary forced-choice for one question and the last three
questions had the format of multiple forced closed-ended questions.
As it was mentioned an adaptation of the questionnaire used in the studies of Pandey
et al. (2021) and Conner et al. (2003) For instance the questions like “ I think the
consumption of PBY (benefits)…”; “ My friends/ family/ colleagues think I should
consume PBY”; “ It’s up to me consume PBY” were used in this research.
V. DATA ANALYSIS
To do the data analysis, the researcher decided to divide the analysis into two parts
the first one focusing on describing the information about the demographic situation
of the sample. Following, later, the inferential analysis is a cross-tabulation of the data
to have a better understanding of how the information and variables are connected.
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With this analysis, the researcher was able to answer the hypothesis and discuss the
current situation.
The information obtained from the survey was analyzed using Excel and IBM SPSS
V.26.
The data were analyzed at univariate and bivariate levels with the use of charts and
frequency distribution tables, cross-tabulation, and chi-square analysis. The text
of 'Statistics without Maths for Psychology' (2017) Dancey and Reidy was used to have
a better understanding of the statistic information.
Thus, for the statistical test results, the p-values less than 0.05 ( p < 0.05) were
considered statistically significant.
3.5.

DATA PREPARATION

During the first analysis, the researcher looked carefully at the consistency of the data, this
means that each answer was fully completed. After this examination, no inconsistency was
found, all the questions per person were fully completed. Furthermore, this was ensure using
the audit option of google forms that denied continue with the survey if the respondent don’t
complete a question.
A second filter that the researcher used to ensure the respondents answer all the questions
was looking through all the answers. Concluding that no empty answer was found. Thus, no
deleted information was necessary to do and the 49 answers were used for the analysis.
3.6.

RESEARCH ETHICS

According to David Resnik (2015), the term ethics can be defined as a standard of conduct or
behaviors that distinguish between correct or incorrect. In general, ethics is a quality that has
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high value and importance during the process of research. It provides reliability, validity, and
replicability of the findings. In 2020, the same author enhances this term indicating that
adhere to ethical norms promote in any research: knowledge, truth, and avoidance of error;
even more when the research implies the participation of people.
Since 1963, research ethics codes were established to mitigate against potential harm to
research participants. For example in the physical or psychological sciences (Milgram’s, 1963)
The principles of research ethics are not only focused on minimizing harm, they also are
applied to valuing and respecting autonomy and dignity, protecting privacy, ensuring
informed consent, ensuring equality, inclusivity and diversity, and demonstrating social
responsibility (BERA, 2018: 4; ESRC, 2019)
The Association of Social Anthropologists provided a handbook which helps to provide an
ethical guideline and is based on the following points: (THEASA, 1999)
(1) Protecting research participants and honoring the trust
(2) Anticipating harms
(3) Avoiding intrusion
(4) Negotiating informed consent
(5) Rights to confidentiality and anonymity
(6) Fair return for assistance
(7) Participants' intellectual property rights:
(8) Participants' involvement in research:
To ensure the ethical requirements in this investigation, the researcher followed different
steps during the process.
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First and most important, the respondents were informed about the confidentiality and
anonymity of their information (no names or contact information was asked). The privacy of
their answer was guaranteed, and it was informed in a short statement at the beginning of
the survey. In addition, it was informed that respondents were able to withdraw from the
study at any time.
The statement at the beginning of the survey also showed the topic and aim of the research
and how the collection of data will be applied and used for the investigation.
According to the rights of participants, their participation was completely voluntary, it was
communicating how the data would be stored, analyzed, and reported. All of this was
informed in the form of a consent form See appendix 1 and 2 that includes this information.
All respondents were over the age of 18, therefore, could consent on behalf of themselves.
The researcher ensured that the questionnaire had a proper design guaranteeing that no
breaks of ethics can occurred. Furthermore, the researcher ensured that the respondents
were over the age of 18, thus the sample is not part of a sensitive category or has medical
issues.
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4. RESULTS
This chapter is the point of start of the data analysis from the questionnaire distributed in
google forms.
4.1.

DESCRIPTIVE STATISTICS

4.1.1. SOCIO DEMOGRAPHIC CHARACTERISTICS
Gender
According to the answers, there was an unbalanced percentage of the sample gender. Most
of the respondents were females with a representation of 63.3% (31 persons) and 36.7%
males (18 persons).
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Figure 11. Figure showing the distribution of the sample by gender
Age
Out of 49 respondents; 61.22%, were aged between 26-40 years old showing this age group
to be the clear majority (n=30); 26.53% were made up of 18–25 years old (n=13). The
remaining groups compiled of the age between 41-55 years old and more than 55 years old,
both representing 10.20% (n=5) and 2.04% (n=1) respectively.
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Figure 12. Figure showing the distribution of the sample by age

Living status
Respondents were asked to give indications regarding their current living agreement
The sample shows that 28,6% are living with a partner, 24,5% with parents, 22,4% alone and
20,4% are living with roommates. Thus, most of the respondents are living with someone
but they don’t have any responsibility for kids or a younger person. Furthermore, they can
make their own decisions.
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With partner &
child/children

With
roommate(s)

Figure 13. Figure showing the distribution of the sample by living status
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Qualifications
Respondents were asked to indicate the highest qualification that they have reached. In this
question, all of them finished school and more than half had either a postgraduate or
undergraduate degree.
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Figure 14. Figure showing the distribution of the sample by the level of education
Current Occupation and salary
Regarding the results of the current occupation and salary, the results obtained were:
Near to half of the respondents were working in a full-time job (42.9%) or are students with
a job (34.7%) having a monthly income. Only one person in the sample was unemployed (2%).
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Figure 15. Figure showing the distribution of the sample by occupation

According to their income, the research shows that more than half of the respondents 73.5%
have a salary between the lower and the average salary expected and only 10.2% of the
respondents have a salary higher than the average.

Figure 16. Figure showing the distribution of the sample by salary
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Diet
More than half of the respondents classify themselves as Omnivorous with 57.1% (n=28),
28,6% consider themselves as flexitarian (n=14) and just 14.3% of the respondents consider
themselves as vegetarian and vegan 12.2% and 1% respectively. (n= 6 and n=1)

Figure 17. Figure showing the distribution of the sample according to their diet

4.1.2. GROCERY SHOPPING AND LIFESTYLE CHARACTERISTICS
Shopping planning
Respondents were asked to indicate if they had a list prepared before going shopping.
According to their answers, 42.9 % said that they have, 32.7% sometimes used a shopping list
and nearly 1/3 of the respondents don’t have a list.
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Figure 18. Figure showing the percentage of responds who prepare or nor a shopping list before going to buy
groceries.

Expenses per week on groceries
According to the survey, 44.9% of respondents (n=22) spent between 1 to 50 euros per week;
46.9% of respondents spent between 51 and 100 Euros per week and only 8.2% spend more
than 101 Euros per week.

Figure 19. Figure showing the expenses per week on groceries of respondents

Buying behaviour of plant-based food
Even with the knowledge that most of the respondents are omnivorous, the number of people
that ‘always’ buy plant-based food is 69.5% ( n=34), only 18.4% (n=9) ‘sometimes’ and the
12.2% (n=2) ‘never’ buy PBF.
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Figure 20. Figure showing the percentage of respondents who buy plant-based food

Consumption of plant-based food
According to the sample 18 respondents (36.7%) buy and consume more than once a week
different plant-based food; 13 respondents (26.5%) approximately once a week; 13
respondents (26.5%) once a month and only 5 people once a fortnight.

Figure 21. Figure showing the frequency of consumption of PBF of respondents

Table 1. Statistics results of constructs Attitudes, Subjective norms, and Perceived Behavioural
Control to consume plant-based yogurt

Mean

Std.

Unstandardized

Stand.

Coefficients

Coef

B

Beta

t

Sig.

Desv.

Std.

Lower
Bound

Upper
Bound

-.00

.32

-.26

.41

-.32

.21

Error

Attitude

21.87

5.04

.16

.08

.28

1.98

.054

Subjective norms

17.36

2.44

.07

.17

.06

.43

.66

Control Beliefs

12.16

3.09

-.06

.13

-.06

-.43

.66
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Consumption of plant-based yogurt
Different pictures of plant-based yogurt were given to the participants with the purpose to
make them remember about it and after they would be able to indicate if they consume it.
However, according to their answers, more than 50% of the sample didn’t consume the
product (n=28); 32.7% indicate that they consume the product (n=16) and 10.2% (n=5)
continue showing that they are not sure about their consumption.

Figure 22.Figure showing the percentage of respondents who buy plant-based yogurt

Intention to consume plant-based yogurt
A question of intention was asked. In this question 36.7% of the sample stated an intention
to will consume PBY, 49% ‘probably will’ consume plant-based yogurt and only 16.3 %
‘won’t’ consume it.
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Figure 23. Figure showing if respondents will consume plant-based yogurt in the near future

Rank the willingness to consume plant-based yogurt
A question related to rank their intention to consume plant-based yogurt was asked. Nearly
65.3% of the people showed a moderate and a high level of interest to consume PBY.

Figure 24. Figure showing the level of willingness of respondents who will consume plant-based
yogurt in the near future

Willingness to consume plant-based yogurt with additional information about knowledge
of health benefits, environmental benefits, and price market before they answer.
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Three additional questions were asked to know if the behavior will change. The order that
these three questions were asked is according to how they are described.
As it can be seen when people know the health benefits and all the research that is found
until this moment the 73.4% are moderate and highly interested in consuming the product.
When people know all the environmental benefits to consume the product, 79.6% show a
moderate and high interest to consume it.
Lastly, when the consumers know the prices 73.4% showed moderate and high interest.

Figure 25. Figure showing the level of willingness of respondents who will consume plant-based
yogurt knowing the health benefits.

Figure 26. Figure showing the level of willingness of respondents who will consume plant-based
yogurt knowing the environmental benefits.

51

Figure 27. Figure showing the level of willingness of respondents who will consume plant-based
yogurt knowing the prices

4.2.

INFERENTIAL ANALYSIS

4.2.1. CROSSTABULATION OF INFORMATION
Gender versus Diet
To determinate, the significant association between variables the researcher used the value
of the chi-square. The results indicated that there is no significant association between the
variables of gender and diet (p>0.05)
Table 2. Table showing the crosstabulation between the variables gender and type of diet

How would Male
you
identify in
terms of
Female
gender
Total

Count
Expected
Count
Count
Expected
Count
Count
Expected
Count

How would you classify your
diet?
Total
Vegan
Omni Flexi /Vegetarian
12
3
3
18
10.3
5.1
2.6 18.0
16
17.7

11
8.9

4
4.4

31
31.0

28
28.0

14
14.0

7
7.0

49
49.0
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Age versus Diet
The variables Age and Diet had a significant association, the chi-square value is equal to
10.054 (Chi-square=10.054, df= 4, p= 0.04).
As it was indicated the sample range of age with more participants is between the 26-40.
Inside this group there is a trend of more omnivorous people, following by flexitarian and
fewer people who considered themselves vegans and vegetarians. On the other hand, people
from 18 to 25 preferred to have a vegan and vegetarian diet.
Table 3. Table showing the crosstabulation between the variables age and type of diet

Variable
age

Total

Aged 18 -25 Count
Expected
Count
Aged 26-40 Count
Expected
Count
Aged 41 +
Count
Expected
Count
Count
Expected
Count

How would you classify your diet?
Vegan/
Omni
Flexi
Vegetarian
6
2
5
7.4
3.7
1.9

Total
13
13.0

18
17.1

11
8.6

1
4.3

30
30.0

4
3.4

1
1.7

1
.9

6
6.0

28
28.0

14
14.0

7
7.0

49
49.0

Salary versus diet
According to the chi-squared test, there is no significant association between variables so
trying to have a conclusion of both variables is null. (p > 0.05). In appendix 5, all the results
of SPSS can be seen.
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Diet versus attitude
Firstly, according to the mean of each classification of diet, there are no significant differences
between each value. Moreover, the relationship between these two variables is null (p =0.08)
Table 4. Table showing the statistics results according to their diet
How would you classify your
diet?

Mean

Std. Deviation

N

Omni

20.60

4.51

28

Flexi

22.85

5.99

14

Vegan/Vegetarian

25.00

3.51

7

Total

21.87

5.03
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Diet versus intention
The results show that there is no significant main effect between the type of diet and the
intention (p > 0.05)
Willing to consume plant-based yogurt with the knowledge that the product help three
factors: Health, environment, and price
More than 50% of the sample expressed a willingness to consume the PBY. However, the
researcher wanted to know if the knowledge of the different advantages of the product will
impact their answers. To reach a conclusion three scenarios were asked in the areas of
health, environment, and finally with the price.
There is a significant difference in the likelihood of consuming PBY when participants were
expressly cued with potential health benefits (p<0.01), beneficial environmental effects (p <
0.01), and financial incentives (p < 0.01)
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Table 5. Table showing the statistical results of the willingness to consume PBY and the knowledge of
environmental and health benefits and actual product price

1

Willing to consume
plant- based yogurt
Health
Willing to consume
plant- based yogurt
Environment
Willing to consume
plant- based yogurt
Price

2

3

Mean
6.36

Std.
Deviation
2.80

.71
6.36

1.04
2.80

.93
6.36

1.84
2.80

.65

1.75

Table 6. Table showing the statistical crosstabulation between the willingness to consume PBY and
the knowledge of environmental and health benefits and actual product price
Sig.
T

1

Willing to consume

df

(2-tailed)

11.94

48

.001

9.39

48

.001

10.09

48

.001

PBY and health
2

Willing to consume
PBY and
environment

3

Willing to consume
PBY and price

Gender and attitude
There is no significant difference between males and females in their attitude towards PBY
(p > 0.05)
Age and attitudes
There is no significant difference between the different age groups in their attitude towards
PBY (p > 0.05)
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4.2.2. CORRELATION BETWEEN VARIABLES – ATTITUDES, PERCEIVED BEHAVIOURAL AND
SUBJECTIVE NORMS
Subjective norms and behaviour of consuming the product.
Willingness to consume the product with the construct of subjective norms and perceived
behavioural control didn’t show a significant relationship (p > 0.05). On the other hand,
attitudes showed a significant relationship (p < 0.05).
Probability to affect the hypothesis
Doing a correlation of the main constructs with the behaviour to consume PBY. Indicate that
there was a significant difference in the willingness to consume PBY and general attitude
towards the product (r = 0.28, p = 0.02)
Table 7. Table showing the statistical correlation between the construct’s framework: willingness to
consume PBY, attitude, subjective norms, and perceived behavioural control
Correlations
Willingness to
consume plantbased yogurt
Pearson

Willingness to consume

Correlation

plant-based yogurt

Attitude

Subjective

Perceived

norms

behaviour control

1.00

.28

.08

-.04

Attitude

.28

1.00

.04

.10

Subjective norms

.08

.04

1.00

-.17

-.04

.10

-.17

1.00

.

.02

.27

.38

Attitude

.02

.

.37

.23

Subjective norms

.27

.37

.

.11

Perceived behaviour

.38

.23

.11

.

Perceived behaviour
control
Sig. (1-tailed)

Willingness to consume
plant-based yogurt

control
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The regression analysis showed that these variables predicted for an increased willingness to consume
was 8.8%
Table 8. Table showing the statistical regression analysis in the model framework: willingness to
consume PBY, attitude, subjective norms, and perceived behavioural control
Model Summary
Model

R

1

R Square
.296

Adjusted R

Std. Error of the

Square

Estimate

.088

.027

2.76

Even knowing that attitude is one variable that is more associated with the behaviour of
consuming plant-based yogurt. The ANOVA shows that the regression plane for these
predictors’ variables (Attitude, subjective norm, and perceived behaviour control) are not
significant predictors of the intention to consume PBY. (p > 0.05)
Table 9. Table showing the ANOVA results in the model framework: willingness to consume PBY,
attitude, subjective norms, and perceived behavioural control
Standar
dized

Model

Coefficie

95.0% Confidence

nts

Interval for B

Beta

t

Sig.

Lower

Upper

Bound

Bound

Attitude

.28

1.98

.05

-.00

.31

Subjective

.06

.43

.66

-.26

.40

-.06

-.43

.66

-.32

.20

norms
Perceived
behavioural
control

In conclusion, the results suggest that even with the rates that show a small correlation
between the variables and the main predictor variable, the construct that will most affect the
willingness to consume plant-based yogurt are the attitudes, followed by subjective norms.
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5. DISCUSSION
In this part, the researcher will go back through the results of the survey, an analysis of the hypothesis
will be presented and the different findings are going to be presented to analyze the information and
reach a conclusion.

5.1.

SUMMARY RESULTS

The results indicate that regarding their demographic and lifestyle characteristics only the variable
that is more associated with the consumption of PBY is age, the other characteristics did not show any
significant relation.

The results obtained of the paired sample statistics show an impact in the intention to consume PBY
when the consumer knows the benefits in the areas of health, environmental well-being, and with the
variable of price. In conclusion, the fact of show information that probably they do not know made
the intention of buying increase. These results give us evidence that the product needs more
marketing campaigns, and they need to know all the benefits of the products internal and external.

On the other hand, the three constructs that are the base of the theory of planned behaviour
(Attitude, subjective norms, and perceived behavioural control) shows that the construct of ‘attitude’
was the only one that had a significant influence on the intention to consume plant-based yogurt (
p<0.05), subjective norms and perceived behavioral control do not influence significantly.

In the following graphic, the results of the analysis can be seen with their respective results.
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Figure 28. Measurement framework: Results research
Concluding in the following statements:

-

Attitudes have a significant influence on the intention to consume plant-based yogurt.

-

Subjective norms don’t influence the intention to consume plant-based yogurt.

-

Perceived behavioural control doesn’t influence the intention to consume plant-based yogurt

-

Lifestyle and most of the socio-demographic characteristics don’t have an impact on the
behavior of buying a plant-based yogurt, only age demonstrated that impact on the
behaviour.

-

Previous knowledge of the health benefits of consuming the product, what are the
environmental benefits of the production of this type of yogurt, and if they know that the
price is at the same level as the other brands, people show a more positive intention to
consume PBY.
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5.2 ANALYSIS AND PREVIOUS LITERATURE
Firstly, the researcher wanted to have a sample of between 120 to 150 respondents. However, the
sample reached was 49 persons. Authors such as Singh and Masuku (2014) and Otzen and Manterola
(2017) have suggested that a small sample size gives a misrepresentation of the results of the
population. Furthermore, Moher et al. (1994) and Freiman et al. (1978) indicate that the small size of
the sample possesses low statistical power. Despite this scenario, the researcher wanted to continue
with the analysis and see how the number of the results can impact the main framework of the theory
of planned behaviour.

The researcher also aimed to have a sample between the age of 18 to 60 years with an equal
proportion of all the stages proposed and with the same proportion of respondents between the
gender. However, according to the actual sample, the gender more representative was the females.
Showing more enthusiasm in share information about their lifestyle. The variable age, in this sample,
shows a more representation between the years of 26 to 40 years old. This range of age for the
researcher is important because this is a stage where people start to have economic independence
and there are more characteristics about their way of life that are interesting to study. It is during this
stage that people start to take care of their health and well-being, moreover, they are more
responsible for their decisions and goals for the future.

Regarding the variable of the living arrangements, more than one quarter was living with partners,
parents, and roommates. This question aimed to figure out if the sample was taking care of someone
and at the moment that they go shopping they have to think in a person younger than them or they
only buy for themselves. Nevertheless, the sample demonstrated that they were living with someone
but not children.

Another characteristic of the sample is that the majority reaches a higher degree of studies, most of
them had a bachelor’s degree, a significant number had a postgraduate. Moreover, they are working
full-time or they are doing part-time jobs while they study, so they have a monthly income. Most of
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the participants have an income between the low and average income of Ireland, according to the
latest information regarding the salaries of Ireland. The average monthly income goes between €1,651
to €3,200 and €851 to €1,650. For Ireland, the average income in 2021 is €3,210 and the minimum
expected is €810. According to the OECD Index, the average monthly salary is €2,109. In conclusion,
the sample is well educated and are active workers who have a sufficient income to spent money on
their well-being buying products that can give them different benefits.

On the other hand, more than half of the respondents are omnivorous and just a quarter of them
consider their diet as flexitarian ( with more plant-based products and reducing the consumption of
meat and dairy products). It is interesting to note that even with the increase of plant-based food
around the world, there is a group of people that are flexible and accept this new product but there is
still a group of people that refuses to change their habits even with the information that we found on
the media and the latest research that we can find online about the food, the pollution, the damage
to our health, etc.

Results regarding their previous plans when they go shopping indicate that nearly half of the
respondents go to the supermarket with a list of things to buy and the rest of the sample sometimes
planned their list and sometimes not. Thus, one assumption made is that the ones that do not have a
list of groceries planned before go-to shopping are the most susceptible to buy a new product while
they are in the supermarket, according to their preferences, their beliefs, or even more their lifestyle
that influence their buying,

Adding to this, the amount of money spent buying groceries, in general, can be less than 100 Euros,
this amount includes vegetables, fruits, frozen fruits, dairy and non-dairy products. This information
is important because if a company knows the prices of the competitors and what are the basic
products in their list weekly, the amount extra in that budget can be used to buy other products and
that amount can be the base to set the sale price of a product outside the basic list.
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On the other hand, it was found that nearly 70% of the sample buy plant-based food and only 12.2%
of people don’t buy any of these products and approximately 63.2 % consume this type of food once
or more a week.

However, it was found that more than half of people don’t consume the product and 10.2% of the
sample are not sure about this type of product which means that the knowledge and promotion of
this yogurt are low. So there is a big gap in the market that the companies will need to focus on if they
want to gain market and consumers just making a good and wide promotion of the product not only
in the vegetarian and vegan market, companies also need to focus their attention in the omnivorous
and flexitarians.

It was interesting to find that there is a group of people that consider themselves as omnivorous but
they buy a plant-based product and this group probably can be the ones that are between the age of
26-40. Thus, is there where the companies also need to focus their attention.

The framework of the Theory of Planned Behaviour helps to build the relation between variables and
gave direction to the research to explore the beliefs to consume plant-based yogurt. According to our
results, only the attitude attributes and the knowledge of the benefits influence the intention to
consume plant-based yogurts. Likewise, the age characteristic influence significantly the behaviour to
consume plant-based yogurt (P<0.05). However, subjective norms, perceived behavioural control and
lifestyle don’t show significant influence predicting the consumer intent to consume plant-based
yogurt ( p > 0.05).

These findings have similarities and differences with the results of Pandey, et al (2021) agreeing only
that the constructs of attitude have a relation with the intention to consume PBY and subjective norm
doesn’t have a relation with the intention to consume PBY.

On the other hand, there is a considerable difference between our result and the results of Pandey
related to the size of the sample and the characteristics of the sample. For this research, the size
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sample was 49 persons versus 265 persons. Furthermore, Pandey's research was focused on people
who already know the product and consume it while this research did not have any type of limitation
more than the age.

The fact that people don’t know about the product can be one possibility that made our prediction
and results not be significant predictors. Moreover, the size of our sample is a challenge to have
reliability in the results because we are only looking for a small part of the nation. Thus, that makes a
difficult to have an ideal portrait of the assumptions.

According to the results, the variable of attitudes towards plant-based yogurt had a positive and are
significant predictors of intention to consume plant-based yogurt. This is validated with the results of
Pandey; Hoek, et, al (2011) and Conner, et al (2003) that also demonstrated similar results but the
main topic in that research was the general plant-based products and organic products. Adding to
this, this is validated with the current market research presented on Mintel and Euromonitor that
highlight the new trend regarding how the consumers are changing their eating habits, how they are
eating more mindfully and people are more eco-friendly consumers not only in Europe, is a trend that
is happening around the world.

In this research, the construct of subjective norms didn’t have a positive and significant influence on
the intention to consume PBY. This result was similar to the one presented by Pandey et al., (2021),
but different from others, for instance, Wheeler, et al. (2014) and Li, et al (2010) that the aim was to
investigate the intention to consume soy milk and the soy intake in the diabetic population. In the
same way, the construct of Perceived Behavioural Control didn’t have a positive and significant
influence on the intention to consume plant-based yogurt showing inconsistency with the results of
Pandey et al, Wheeler, et al. (2014) and Li, et al (2010).

As expected, the findings related to the intention to buy products having previous knowledge of the
benefits that the product has in the areas of health, environment, and the prices had an impact on the

64

behaviour to consume PBY and the results according to the survey showed that these variables had a
positive and significant relationship. This result is supported by the investigation of Worsley (2002)
who indicates that nutrition knowledge may play a small but pivotal role in the adoption of healthier
food habits. Besides a study of the European consumers by Faver et. al (2020) found that consumers
had limited knowledge of the plant-based diet, their products, and their impact. People tend to
associate this type of product with a diet that limits the consumption of food and they assume that
the products are only for vegetarians and vegans when in reality consumers don’t know the real
product characteristics.

The results related to their lifestyle and most of the socio-demographic characteristics didn’t have a
positive and significant influence on the intention to consume plant-based yogurt. However, only the
age of the sample has a significant influence on the consumption of PBY which differs from the results
of Pandey. One reason for the difference in results can be regarding the number of the sample.
Independently, the results the younger people are the ones that seem to have a better intention to
consume PBY this can be related to the fact that younger people are related to the latest trends and
their behaviour always tend to influence their social network.

As it was expected the intention to consume PBY was significant with the consumption behaviour, this
is consistent with research related to the products of plant-based yogurt in Denmark, the consumption
of meat alternatives, and the dairy alternatives in Europe.

There is considerable evidence that this product can have a positive impact on the market if companies
and producers know how to take advantage. However, further investigation is needed regarding the
selection of the target market, their marketing campaigns, their product characteristics, the price,
competitors, and which will be the ideal product according to the consumer behaviour. The research
shows positive evidence demonstrating that if the market know all the positive benefits, there would
be more influent to consume PBY. Thus, companies need to show and make campaigns that impact
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the mind of the consumer just showing all the benefits that the product has and the significant impact
of consuming it.

5.3 STRENGTHS AND LIMITATIONS
This research is a novel topic and is the second one that explicitly used the theory of planned behaviour
by Ajzen as a framework and is a good example of the application of the theory of planned behaviour.
It is the first elaborated in the country of Ireland. So this helps to understand how is the current
situation, moreover, it helps to know about how their socio-demographic characteristics affect or are
related to their diet. The research provides a richness of information and insights into the population.

This research provides a richness of information and insights into the population. However, there are
some limitations that the researcher found. The first, is related to the size of the sample size (N=49),
in overall this was too small and for a statistical analysis the ideal sample require is to be more than
265, thus having a small number leads to possible statistical errors and not being able to infer results.
Secondly, the convenience sampling method employed to recruit the participants can affect the
generalisability of the findings due to selection bias. The participants of this study are potentially
known by the researcher. All of these three points lead the researcher to say that it is safe to say that
it is not nationally representative and the results provide only a general suggestion of the insights of
the behaviours. Third, the time for doing the research was limited so a deep knowledge of the market
with more questions of their consumer behaviours could be carried on. Fourth this study considers
the basic construct and factors like environment, health, there are other important factors like sensory
attributes, barriers that might add a better understanding of the process of consumers decisionmaking and to develop a product with all the expectations of the consumer or improving the one that
the market already has. Lastly, the limited number of previous studies related to plant-based yogurt
restricts the comparison and contrast of results.
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5.4 SUGGESTIONS FOR FUTURE RESEARCH
This research used the theoretical framework of the theory of planned behaviour with four more
constructs related to their socio-demographic and lifestyle, health consciousness, environmental
issues, and price awareness. These additional constructs help to have a better understanding of the
current situation and it helps to give a wide overview, expanding the strength and prescient capacity
of the proposed hypothetical structure. Overall, attitude, age, previous knowledge of the health
benefits, the environmental benefits, and the price of the product were significant predictors for the
intention to consume plant-based yogurt among the consumers of Ireland. However, perceived
behavioural control, subjective norms, lifestyle, and different socio-demographic characteristics
showed that are not significant predictors for the intention to consume plant-based yogurt.

It is suggested to elaborate future studies with larger and statistically representative consumer
samples and more wide investigation around the country. Moreover, future studies can apply more
constructs to build good predictions of the consumer decision to buy plant-based yogurt, and even
more, qualitative analysis can be done in the future to have a better understanding of the consumer
thinking of the product.
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