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Abstract: Vegetarian cuisine has become popular among the Cambodians and is 
now booming in parallel with the regional and national growth of the food 
industry. With respect to the population growth of Cambodians, Generation Y and 
Z show their potentials to be the predominant target markets for vegetarian food. 
This study aims to explore factors predicting vegetarian food consumption for 
both generations, by using Phnom Penh as a studying context. The study examined 
if both groups share similarities or pose differences when it comes to factors that 
influence their vegetarian food consumption. The theory of planned behavior was 
applied. There were 111 surveys collected by using snowball sampling technique. 
By using the Partial Least Squares Sequential Equation Modeling (PLS-SEM), all 
the reliability and validity tests of the measurement model were confirmed 
(Cronbach’s alpha > 0.8; AVE > 0.5, HTMT < 0.9). The results of the path model 
showed that attitude (𝛽 = .44, t = 4.41), subjective norm (𝛽 = .14, t = 1.82) and 
perceived behavior control (𝛽 = .33, t = 3.72) had a significant relationship with 
the consumption intention for both generations. However, both generations were 
different regarding the degree of the predicting factors towards the consumption 
intention. For Generation Y, the consumption intention is positively influenced by 
perceived behavior control (𝛽 = .46; p < 0.05), followed by attitude (𝛽 = .32; p < 
0.05). For Generation Z, it is significantly influenced by attitude (𝛽 = .56; p < 
0.05), social norm (𝛽 = .23; p < 0.1) and perceived behavior control (𝛽 = .21; p < 
0.1). Yet, the perceived behavior control was the only factor to show a significant 
difference between the two groups when it comes to the influence on the 
consumption intention. This study gives an insight on the intention for vegetarian 
food preference. It helps filling the gaps of previous studies by fulfilling additional 
knowledge from the context of Cambodia and add more insight into a regional 
context. This study also helps practitioners develop an appropriate way to attract 
both generations for the vegetarian food consumption. 

Keywords: Vegetarian food; Food consumption; Generation Y; Generation 
Z; Theory of Planned Behavior 
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1. Introduction  
 
A report from Euromonitor International revealed that the vegetarian consumption has been 
increasing and the majority of countries in favor of vegetarianism (Richter, 2019). In spite of 
the limit in number of countries across the continents, the report could help preview the global 
picture of vegetarianism booming. For instance, between 2016 and 2017, more vegetarians 
lived respectively in Asia, Africa and Europe while those in Australia were not illustrated. 
Nigeria was the first nation in the world and in the Africa to be populous in vegetarian practice, 
which accounts for more than 1.4 million vegetarians. Only two African countries, Nigeria and 
Kenya respectively, were on the list.  Numerous Asian nations stood on top: Pakistan (1.2 
million vegetarians approximately), Indonesia (nearly 0.3 million vegetarians), the Philippines 
(more than 0.2 million vegetarians), Turkey (over 0.16 million vegetarians) and Thailand 
(above 0.09 million vegetarians). In Europe, vegetarian population was dominant in Germany 
(more than 0.20 million people) followed by Italy, the second and the last European country 
recorded in the list (nearly 0.09 million people).  
 
Cambodia has become an emerging market in food and beverage sector and attracted a number 
of international brands in the fast food and coffee industry ("Business guide: Opportunities in 
Cambodia 2016 ", 2016). It may be the result of the rapidly growing economy in the last 
decades and the improvements particularly in the living standard of the population related to 
the purchasing power and the eating habits. According to Google Trends (2020), the search 
interest on “vegetarian food” has been gaining popularity in Cambodia in the last decade. From 
2011 to 2013, the search interest over time was valued between 50 and 100 (the value of 100 
regarded as the greatest popularity and 50 as half as popular). In other words, it was at a record 
high in the latest decade. The trend on this interest steadily increased after 2013, but in recent 
months, it sharply decreased probably due to the Covid19. Google Trends showed that Phnom 
Penh was the only spot on the term “vegetarian food”. “Vegetarian cuisine”, “vegetarianism” 
and “vegetable” was amongst the topics related to vegetarian food. The urge to provide the 
alternative on vegetarian food is amongst the solution for the food security issue, and 
understanding the consumption intention of vegetarian food will also help the industry promote 
the appropriated factors to induce the consumption and enhance the experience. The Google 
trend result turns out that there was a decreasing number of Cambodians interested in the 
vegetarian food. This justifies the need of this research as the study results will help a better 
understanding on what affect the consumption intention so that the better way to attract the 
Cambodian Gen Y and Gen Z vegetarian food can be suggested.  
 
Food industry may be an important sector in Cambodia and the vegetarian food industry is 
growing. Moreover, to response to the current world crisis of the food security and the call to 
consider vegetarian food choice by Gleiser (2016), it is necessary to conduct the research 
studies that promote vegetarian consumptions and provide deeper insights on the consumption 
intention for the vegetarian food. Therefore, studies on food consumption behavior/intention 
are proposed and aimed to contribute partially to the future improvement of this industry. 
However, the research on food consumption behavior/intention is very limited, which bound 
our understandings on the topic. In addition, no previous literature has focused on the intention 
or the behavior of Cambodian people in favor of vegetarian food choice. Only one study on 
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‘general’ food consumption behavior for Cambodians was conducted so far by Kasikorn Bank 
in 2017. It showed that Cambodian people preferred staying and eating at home in the past, but 
in the present, they preferred hanging out and eating out, especially for those living in Phnom 
Penh ("Cambodia consumer behavior," 2017). The research also discussed about the lifestyles 
and mindset of Cambodian people, yet it did not shed light on the vegetarian eating behavior 
or the motivation on such practices.  
 
Therefore, this current research is crucial in both academic and professional sphere. For the 
academic purpose, it will contribute to fill the knowledge gap of the previous researches, 
particularly on the Cambodian context. The researches on vegetarian motivation have been 
studied in the latest decade, but only in other geographical region, mainly in Western countries. 
Moreover, there is a call for more research on this topic by Ruby (2012) who reviewed the 
previous literature to explore variants of and motivations for vegetarianism, disparities in 
attitudes, values and points of view between vegetarians and omnivores and the gender 
dissimilitude in meat consumption and vegetarianism. In Asia in particular, the motivation on 
vegetarian food has been studied in some countries namely China (Liu, Cai, & Zhu, 2015), 
India (Kumar & Kapoor, 2015; Yadav & Pathak, 2016), Korea (Park, Bonn, & Cho, 2020; 
Taebum & In-Jin, 2015), Taiwan (Neo, 2016; Shen & Chen, 2020), Malaysia (Islam, 2018; 
Mohamed, Terano, Yeoh, & Iliyasu, 2017) and Thailand (Somthrong, 2019). However, this 
research area has not been spotted in Cambodian context yet. For the industry practitioner, 
understanding the intention of Cambodian people on vegetarian food is essential in developing 
the vegetarian food industry in Cambodia. Practitioners in vegetarian food-related fields can 
apply research findings to improve and enhance their products and services.  
 
This research will focus the study on the two generations:  Generation Y and Generation Z as 
they are perceived as important target groups. According to the global market research 
company, Kantar TNS, Cambodian Generation Y are apt to find new products, brands and 
shops that personalized their preference (Kotoski, 2017). They are considered as in the “full 
exploration or experimentation mode” when deciding on purchasing products or services. They 
hunt and explore products and services that bring value to them. They socialize online, evaluate 
themselves, do startups and make change. They are “me” consumers. For them, food is a 
fashion. Generally, they are more confident, but less careful consumers than their seniors. On 
the other hand, Generation Z are perceived to be green, environmental and tech savvy lover. 
There is a relation between sustainable behavior of members of Generation Z and the 
preferences, attitudes and motives for which these members have a strong willing to prefer 
retailers who commit to provide sustainable and green offers and to accordingly adapt their 
products (Dabija, Bejan, & Dinu, 2019). In contrast to their family members, particularly their 
parents or older siblings, this young generation behaves distinctively. They belong to green 
concept, sustainability and tech savvy. They become more connected with companies or brands 
that relate those concepts to their personal experience and feelings. This young generation 
becomes more empowered and loyal to products or services when they are emotionally 
connected (Haddouche & Salomone, 2018). 
 
Moreover, this research applies the theory of planned behavior (TPB) as a theoretical 
framework of the study. This theory can help deepen the understanding on the factors that lead 
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to behavioral intention of people in the chosen practices. A deeper explanation of this theory 
will be elaborated in the following part.  

 
2. Research Objectives 
 
This research aims to explore the factors behind the consumption intention of the Cambodian, 
specifically Gen Y and Gen Z, on their choice for vegetarian food in the capital city of Phnom 
Penh, Cambodia. The main objectives of this study are as follows:  
 

1. To find out the factors that predict the intention to choose a vegetarian food for Gen Y 
and Gen Z in the capital city of Phnom Penh, Cambodia.  

2. To identify if the two generations have similarities or differences in the factors affecting 
the decision to choose a vegetarian food.  

 
3. Literature Review 

 
3. 1. Motivation of Choosing a Food 
 
A number of researchers identified the behavior of food consumption in their study. Pollard, 
Kirk, and Cade (2002) studied on food choice decisions made by individuals with the 
association of fruit and vegetable consumption, and they suggested factors that affect food 
choice. Their study shows that the influence on food choice consists of two respective layers 
which are affected by different factors. The factors addressed in the framework comprises the 
two main categories: the influencing factors based on what a person is able to buy and consume 
and the influencing factors based on what a person chooses to buy and consume. Another study 
on eating motivation revealed that people opted for certain food items in their daily life because 
of some of these motives: liking, habits, need and hunger, health, convenience, pleasure, 
traditional eating, natural concerns, sociability, price, visual appeal, weight control, affect 
regulation, social norms and social image (Renner et al., 2012). Choosing food is a complicated 
decision making for customer because they need to consider about taste, convenience, cost and 
nutritional value; amongst these, taste has played a crucial role in this choice (Drewnowski & 
Monsivais, 2012). The study also explained that food taste consists of texture and aroma, taste 
sensation and pleasure response to food. In addition, it showed that human body perceives taste 
as basic food quality.  
 
The consumers’ intention and behavior on food choice became a focus for a number of 
researchers in recent years. The studies of numerous issues under the umbrella of food choice 
have been addressed. Table 1 informs the previous literature on consumers’ intention for food 
choice from 2015 to 2019. The food choice research was applied in a diversity of contexts, 
using different approaches and variables. Therefore, it has been contributed to a better 
understanding of consumers’ intention for food choice.  
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3.2. Motivation of Choosing a Vegetarian Food  
 

The distinction of vegetarians from others is often identified by their dietary way of eating plant 
food and avoiding some or all kinds of animal products (Perry et al., 2001). They are different 
from others because of the food items they want to add or avoid in their diet. There are different 
reasons why people are motivated to choose vegetarian food. According to Fox and Ward 
(2008), Ginsberg (2017), and  Shani (2010), there are different types of vegetarians and the 
type of diets they consume. For instance, a flexitarian, also known an occasional vegetarian, 
refers to an individual who consumes animal-based products and includes vegetarian diet or 
vegetarian food practice for a particular time span. Whereas the semi-vegetarian, they 
consumes animal-based food excluding beef and lamb or a vegan, and they abstain all kinds of 
animal-based food and ingredients including honey and insects. 
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Table 1. Publication on consumers' intention for food choice 
 

Context Literature Approach Variables used in the model 

Vegetarian and non-
vegetarian food 
products 

Kumar and Kapoor (2015) 

Simple statistical 
analysis, factor analysis 
and analysis of variance, 
and logit regression  

DV: consumer's buying behavior of vegetarian and non-
vegetarian food products 
IV:  demographic characteristics of consumers (gender, age, 
education and income), product attributes, market attributes 

Organic food Yadav and Pathak (2016) 
Structural equation 
modeling 

DV: purchase intention 
IV: attitude, subjective Norm, moral attitude, perceived 
behavioral control, health consciousness and environmental 
concern 

Local food Shin and Hancer (2016) 
Structural equation 
modeling 

DV: local food purchase intention 
IV: attitude, subjective norm, perceived behavioral control 
and moral norm 

Dayak food choice Ting, Tan, and John (2017) 

Partial least squares, a 
variance-based 
structural equation 
modeling  

DV: consumption intention towards Dayak food 
IV: health, mood, convenience, sensory appeal, natural 
content, price, weight control, familiarity 

Organic menu Shin, Im, Jung, and Severt (2018) 
Structural equation 
modeling 

DV: intention to choose organic menu items 
IV: attitude, subjective norm, perceived behavioral control, 
and personal norm  

Junk food Faghih et al. (2019) 
Hierarchical multiple 
regression analysis 

DV: junk food consumption 
Predictors: attitude, subjective norm, perceived behavioral 
control and habit strength, intention 

Green food Qi and Ploeger (2019) 
Structural equation 
modeling 

DV: purchase intention 
Predicting variables: attitude, perceived behavioral control, 
face consciousness, group conformity, confidence, personal 
characteristics 

   DV = dependent variable, IV = independent variable  
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Moreover, due to the limitation of previous academic and professional researches on the 
vegetarians’ needs, Shani and DiPietro (2007) proposed the typology of vegetarians focusing on 
their motivations to choose the chosen diet, which will be useful for the professionals to have a 
better understanding of these consumers and create items and services that match to their needs. 
They suggested motivations based on two aspects: self-interest and altruistic orientation (see Table 
2).  
 

Table 2. Motivations based on self-interest and altruistic orientation (Shani & DiPietro, 2007) 
 

Self-oriented vegetarian Altruistic-oriented vegetarian 

Health awareness. Think that vegetarian 
diet is beneficial to health or medical 
restrictions on consuming food originated 
from animals 

Weight control. Choose vegetarian diet to 
maintain or reduce weight 

Sensory refusal. Disgust the smell, taste or 
texture of food originated from animals 

Economic concerns. Opt for vegetarian food 
to spend less 

Social awareness. Try to resemble 
vegetarian celebrities 

Religious belief. Adopt vegetarianism to 
conform to religions that forbid consuming 
(some) food originated from animals 

Ethical awareness. Think of the moral 
issues for treating animals in the modern 
large-scale farms 

Environmental concerns. Oppose to the 
environmental degradation caused by 
animal-based food industry 

Humanitarian reasons. Think that 
vegetarian diet can help reduce the famine 
of the world 

 

 
For a decade, many researchers conducted their studies by selecting a wide range of sample size 
and sample traits to identify the motivations for adopting vegetarianism (see Table 3). Their studies 
added value to that of Shani and DiPietro (2007). The results of their studies showed that animal 
welfare, environmental concerns and health awareness were respectively the most common 
reasons why people are in favor of vegetarian food. Whereas religion, sensory refusal, weight 
control, economic concern and social support, they were respectively amongst the lowest 
motivation for vegetarian food choice. However, social awareness and humanitarian reasons were 
not taken for consideration.  

 
 
 
 



  
 
 

 
 

303 
 

The 5th TICC International Conference 2020 
in Multidisciplinary Research Towards a Sustainable Society 

November 26th – 27th, 2020, Khon Kaen, Thailand 

Table 3. List of reviewed studies investigating the motivations for following a vegetarian diet 
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White and Potts (2008)       x   
Fox and Ward (2008)  x     x x  
Merriman and Wilson-Merriman (2009)        x  
Guillemette and Cranfield (2012)     x     
Haverstock and Forgays (2012)       x x  
Bobić et al. (2012)       x x  
Brinkman et al. (2014)   x       
Cherry (2015)         x 
Janssen et al. (2016)       x x  
Arora et al. (2017)  x     x x  
Testoni et al. (2017)  x  x  x x x  
Dewan (2017)      x    

 
3.3. Theory of Planned Behavior (TPB)  
 

Over the past several years, the social psychologists proposed a number of models to have a better 
prediction and understanding of human behavior. Those models include the theory of planned 
behavior conceptualized by Ajzen (1991). It extended the theory of reasoned action developed by 
Ajzen and Fishbein (1973). Many researchers have extensively applied this theory in human 
behavioral studies for many years (Zhang et al., 2018) as it is considered as one of the most 
commonly used models (Sirakaya & Woodside, 2005), and one of the most significant socio-
psychological theories to predict human behavior (Dean, Raats, & Shepherd, 2012).  
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Figure 1. Theory of planned behavior for food choice by Barjolle et al. (2013, p. 23) 

 
In the theory of planned behavior, the performance of any particular behavior is preceded by the 
intention to implement that behavior. This intention is established by three types of considerations: 
attitude, subjective norm and perceived behavior control (see Figure 1). The previous studies 
applied the theory of planned behavior on food choice and motivation. For instance, Yadav and 
Pathak (2016) focused on organic food, Eid (2018) on halal food, Faghih et al. (2019) on junk food 
and Shen and Chen (2020) on agri-food.  
 
3.3.1. Attitude 

 
Attitude of the people towards vegetarian diet is an important factor that drives people to choose 
the vegetarian consumption. Attitude reflects individual preferences to perform or not perform a 
behavior. It expresses the global positive/negative evaluation of individuals about a certain 
behavior: the more positive the attitude, the stronger will be the intention to express such a 
behavior (Armitage, 2001). Attitude can be used to explore psychological evolution on a product 
and predict how consumers really behave because they can interact in their mind between a product 
and the assessment of the products (Bonne, Vermeir, Bergeaud‐Blackler, & Verbeke, 2007; Eagly 
& Chaiken, 1995; Schiffman & Kanuk, 2007). For instance, consumers’ attitude towards 
sustainable consumption has a positive relationship with their booking intention towards green 
hotels (Han & Yoon, 2015). Another example from Van Birgelen, Semeijn, and Keicher (2009) is 
that there is an association between the consumers’ attitude towards the environment and the 
choice for environmentally friendly beverage packaging. Therefore, this study proposes the 
following hypothesis:  
 

H1: Attitude has a positive relationship with the consumption intention of both generations 
towards vegetarian diet.  
 

Attitude 

Subjective norm Behavior 
intention 

Perceived 
behavior control 

Behavior  
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3.3.2. Subjective norm 
 

Another construct of the theory is the social norm, perceived by people in association with their 
engagement (or disengagement) in a particular behavior (Ajzen, 1991). It is essential to adhere to 
norms as it helps group members escape from triggering rejection answers when they stimulate a 
sense of social consent (Cialdini, Bator, & Guadagno, 1999). Subjective norm can be expressed 
by normative influence, which associates with what the most important referent people regard as 
an acceptable or unacceptable behavior (Scalco et al., 2017).  
 
Studies related to the subjective norm on vegetarian food preference found that subjective norm 
has a relationship with the intention to opt for vegetarian food. While Janda and Trocchia (2001) 
found that social conformity and vegetarian orientation are not interrelated, Ruby (2012) 
discovered that a relation with vegetarian close friends, an involvement with advocacy group for 
vegetarianism, animal rights or environment, or a support from family members are factors that 
leads to the preference for vegetarian consumption. Cherry (2015) revealed the same finding. More 
specifically, the social influence in association with vegetarian food choice is from friends and 
family who have vegetarian identity and practices. For this reason, the aforementioned discussion 
leads to the following hypothesis. 

 
H2: Subjective norm has a positive relationship with the consumption intention of both 

generations towards vegetarian diet.  
 
3.3.3. Perceived behavior control 
 
Perceived behavior control consists of two elements, according to Ajzen (1991), and Taylor and 
Todd (1995). For the first element, an individual requires resources available (money and time for 
instance) to show a behavior. This element is the availability of resources. For the second element, 
when an individual requires confidence to express a specific behavior, that behavior may happen. 
This second element is an individual’s confidence in expressing a specific behavior. Previous 
literature indicates the positive relationship between perceived behavior control and consumption 
intention in various contexts, for instance in  organic food purchase intention (Ha & Janda, 2012), 
environmental friendly consumption intention to book green hotel (Chang, Tsai, & Yeh, 2014; 
Teng, Wu, & Liu, 2015) and environmentally aware consumption (Moser, 2015; Taylor & Todd, 
1995). For this reason, the aforementioned discussion leads to the following hypothesis. 

 
H3: Perceived behavior control has a positive relationship with the consumption intention 

of both generations towards vegetarian diet.  
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3.4. Cambodian Generation Y and Generation Z 
 

There are some particular features of the Generation Y and Generation Z population which reflect 
recent history. Table 4 shows that the total of Cambodian population had climbed since 2000 and 
in the last 20 years, the number of Generation Y was greater that of Generation Z. For Generation 
Y, the number of this group fell down from 2000 to 2020, excepted in 2005 where it was the 
highest. Generation Z, however, drove in different direction from Generation Y. In the latest years, 
Generation Z was in a small increase, excepted in 2005 where it dropped slightly.  
 
Table 4. Total number of Cambodian Generation Y and Generation Z compared to the total 
population in Cambodia between 2000 and 2020 
 

Reference Date 
(as of 1 July) 

Total 
Population 
(thousands) 

Generation Y Generation Z 
Number 

(thousands) 
% 

Number 
(thousands) 

% 

2000 12,155 4,137 34% 2,459 20% 
2005 13,273 4,987 38% 2,411 18% 
2010 14,312 4,585 32% 3,257 23% 
2015 15,521 4,683 30% 3,609 23% 
2020 16,719 4,628 28% 4,479 27% 

 
Source: The United Nations (2020) 

 
Known as millennials or Gen Y, Generation Y were born between 1981 and 1996. They grow up 
in the hard times such as the 9/11 and financial crisis. They are pragmatic idealists as they are 
hopeful of making a better world. They are digital savvy and less religious. They expect business 
to be local, green and socially conscientious (Rauch, 2019). In contrast to Generation Y, 
Generation Z, also known as Gen Z, centennials or iGen, were born between 1996 and 2010, and 
the oldest of this cohort will graduate their college by 2020 and be ready to integrate in the job 
market (Robinson, 2017). Generation Y are strongly passionate about food (Saulo, 2016). Whereas 
Generation Z, they are also interested in food; and vegetarian items are already in their list for 
order (Maynard, 2019). For the second group, “plant-based menus as well as “sustainable seafood” 
are part of their food trends (Robinson, 2017). Motivations behind the reasons why Generation Y 
and Z opt for vegetarian diet are health concerns, animal welfare issues and environmental impacts 
(Bodker, n.d; Hancox, 2018; Rowland, 2018). 
 
Based on the set literature and the set hypotheses, the adapted conceptual framework as can be 
seen in Figure 2 is designed to accommodate the research objectives and the time length of the 
research. The moderating factor of the framework is the generation factor, which includes both 
Generation Y and Generation Z, both of which are interested in the vegetarian food.  
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4. Research Methodology 
 
4.1. Survey development 

 
The framework is conceptualized with three exogenous variables (attitude, social norm, perceived 
behavior control) and one endogenous variable (consumption intention), each of which is 
reflectively measured by a few indicators adapted from the previous literature. Attitude was 
evaluated based on indicators developed by Wang et al. (2013), subjective norm and perceived 
behavior control by Han, Hsu, and Sheu (2010), and consumption intention by Lee, Hsu, Han, and 
Kim (2010). An expert panel reviewed the primary measurement items to validate the content 
(DeVellis, 2016). Two experts on the studies of human behavior initially evaluated the 
applicability of the indicators. They suggested deleting a number of irrelevant indicators and 
improving on the language use of 11 remaining indicators in the questionnaire.  

 
4.2. Data collection 
 
This research targeted the group of population who are part of Cambodian Generation Y (born 
between 1981 to 1996) and Generation Z (born between 1997-2012), both of which stay in Phnom 
Penh and are interested in vegetarian food choice. The study applied the survey by using online 
questionnaires snowball sampling through the referral networks of the researcher's respondents. In 
other words, the researcher contacted a small number of the respondents and later asked to 
introduce a group of generation Y and Z who would be prepared to answer the questions. These 
respondents would also further nominate their friends to respond to the questionnaire. The study 
collected a total sample of 59 respondents and 52 respondents from Generation Y and Generation 
Z respectively. Therefore, the total sample size collected is 111 respondents from both generations.  

 
The survey questionnaire was originally written in English but later translated in Khmer with 
careful translation to ensure the content validity. The questionnaire consists of two parts (see Table 
6 for reliability and validity of the questionnaire). The first part provides a set of information 
related to demographic characteristics namely residence, generation, gender, family status, 
education, monthly income, occupation and vegetarian status. In the second part, there are 4 
constructs under each of which measuring items were formulated in affirmative statement. The 
constructs are arranged in respective orders: attitude (3 indicators), subjective norm (2 indicators), 
perceived behavior control (3 indicators), and consumption intention (3 indicators). The measure 
of each indicator is based on a 5-point Likert’s scale, where 5 represents an affirmative standpoint 
(strongly agree) and 1 shows a negative standpoint (strongly disagree). Table 5 shows the profiles 
of the respondents.  
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Table 5. Descriptive profile of the target respondents (N = 111) 
 

Variables Categories Frequency % 
Residence 7 Makara  9 8.1 
 Toul Kork  27 24.3 
 Dong Kao  11 9.9 
 Mean Chey  14 12.6 
 Russey Keo  8 7.2 
 Por Sen Chey  7 6.3 
 Sen Sok  18 16.2 
 Chamkarmon  8 7.2 
 Chbar Ampov  5 4.5 
 Chroy Changvar  1 0.9 
 Boeung Keng Kang  3 2.7 
Generation Generation Y 59 53.2 
 Generation Z 52 46.8 
Gender Male 73 65.8 
 Female 38 34.2 
Family status Single 103 92.8 
 Married 7 6.3 
 Prefered not to say 1 0.9 
Education Graduate 70 63.1 
 Postgraduate 38 34.2 
 Higher degree (PhD) 3 2.7 
Monthly income (USD) Below 60 21 18.9 
 61-120 10 9 
 121-180 5 4.5 
 181-200 5 4.5 
 201-260 9 8.1 
 261 and over 61 55 
Occupation Students 59 53.2 
 Employed 48 43.2 
 Unemployed 2 1.8 
 Others 2 1.8 
Vegetarian status Vegetarian 34 30.6 
  Non-vegetarian 77 69.4 
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5. Results 
 
Structural equation modeling (SEM) is among the dominant research methods used to investigate 
a set of interrelated dependence relationships between a series of constructs represented by many 
variables while account for measurement error contributes to the SEM’s widespread application.  

 
This research used PLS-SEM given its tolerance in the limit of its sample size and the non-nominal 
data (Ali et al., 2018). Moreover, it was because PLS-SEM helped explore the factors behind the  
consumption intention of the Cambodian Gen Y and Gen Z, on their choice for vegetarian food.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 

Figure 2. The conceptual model 
 
 
5.1. Results of the Conceptual Model 

 
Regarding the internal consistency reliability, Table 6 showed that Cronbach’s alpha of each 
construct was above the marginal acceptable value (0.6) (Hair et al., 2016; Tenenhaus et al., 2005). 
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The average variance extracted of the individual constructs (AVE) indicated the convergent 
validity by going beyond the AVE cut-off value (0.5) (Chin, 2010; Hair et al., 2016). Given that 
all the constructs had the AVE values exceeding the squared correlation of the inter-construct, the 
discriminant validity was satisfactory (Fornell & Larcker, 1981). The discriminant validity of the 
model could be also confirmed by mean of the Heterotrait-Monotrait Ratio of Correlation 
(HTMT). As Table 7 showed that the HTMT values were smaller than HTMT criterion (0.90), the 
model exhibited a confirmed discriminant validity (Benitez et al., 2020). The above results 
reflected the reliability and validity of the measurement model associated with the intention 
consumption on the vegetarian food.  
 
Table 6. Mean, SD, loading, Cronbach’s alpha and AVE 
 

Factor Mean SD Loading 
Attitude (ATT) (Cronbach’s alpha = 0.88  ; AVE = 0.81) 
1. I like the idea of choosing vegetarian food. 3.76 0.81 0.86 
2. I choose vegetarian food because it is a wise choice. 3.32 0.83 0.92 

3. I choose vegetarian food because it would be pleasant. 3.48 0.88 0.91 
 
Subjective Norm (SN) (Cronbach’s alpha = 0.83 ; AVE = 0.86) 
1. I would choose vegetarian food because many people who 

are important to me think that I should do so.  
2.53 0.97 0.95 

2. I would choose vegetarian food because many people who 
are important to me want me to do so. 

2.47 1.01 0.90 

 
Perceived Behavior Control (PBC) (Cronbach’s alpha = 0.80 ;  
AVE = 0.71) 
1. It is easy for me to choose vegetarian food.  3.29 0.93 0.87 
2. I am confident that if I want to, I can choose vegetarian 

food.  
3.55 1.02 0.81 

3. I do have enough resources and time to choose vegetarian 
food.  

3.44 0.96 0.85 

 
Consumption Intention (CI) (Cronbach’s alpha = 0.83 ;  
AVE = 0.75) 
1. I am willing to consume a vegetarian food.  3.33 0.98 0.87 
2. I will make an effort to consume a vegetarian food.  3.39 0.88 0.90 
3. It is acceptable to consume a vegetarian food.  3.84 0.78 0.83 

 
SD = standard deviation, AVE = average variance extracted 
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Table7. Squared correlations; AVE in the diagonal, HTMT in the top triangle 
 

Construct ATT CI PBC SN 
ATT 0.81 0.69 0.47 0.19 
CI 0.36 0.75 0.06 0.33 
PBC 0.18 0.29 0.71 0.22 
SN 0.03 0.08 0.04 0.86 

 
5.2. Hypothesis Testing 
 
This research used ADANCO software (version 2.2.1) to generate the results. The bootstrapping 
procedure within the program showed a number of results essential for the analysis of the 
hypothesis testing in this research. As can be seen in Figure 2, all the constructs, namely attitude, 
subjective norm and perceived behavior control, had a significant relationship with the 
consumption intention on the vegetarian food. The attitude had the highest value of path coefficient 
at 𝛽 = .44 (t = 4.41), and it was followed respectively by the perceived behavior control (𝛽 = .33, 
t = 3.72) and the subjective norm (𝛽 = .14, t = 1.82). Based on the above results, all the hypotheses 
(H1, H2 and H3) were supported. The model revealed that the coefficient of determination (R2 = 
0.48) value was greater than the cut-off value of 0.25 (Hair et al., 2016).  
 
5.3. Moderating effect of the generation factor 
 
The procedure of multigroup moderation suggested by Lowry and Gaskin (2014) was used to 
conduct PLS analysis. Two data sets were identified: group 1 for Generation Y and group 2 for 
Generation Z. The path coefficient values (𝛽), and standard errors were resulted from the 
bootstrapping procedure of each group’s data set. The t-statistics differentiated the effects of both 
groups (see Table 8). The closer the path coefficients are to zero, the lower are the influences (Hair 
et al., 2016). Therefore, the results showed that for both generations, there were influences of 
attitude, social norm and perceived behavior control on the consumption intention. More 
specifically, for Generation Y, the highest influence on the consumption intention was given to 
perceived behavior control followed respectively by attitude, and social norm did not have 
significant influence on the consumption intention. For Generation Z, attitude had the most 
significant relationship with consumption intention, and social norm and perceived behavior 
control went behind attitude in terms of relationships with consumption intention. However, for 
both generations, only one path indicated a significant effect. In other words, perceived behavior 
control had a positive effect on the consumption intention and were different between the two 
groups as the t-statistic of this path is more than the minimum threshold of 1.65 (Hair et al., 2016).  
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Table 8. Results of multigroup analysis 
 

Path 

Group 1: 
Generation Y 

(n = 59) 

Group 2:  
Generation Z  

(n = 52) 
Difference between groups 

𝛽1 Std error 𝛽2 Std error t-statistic p-value Sig. level 

ATT -> CI 0.32** 0.12 0.56** 0.15 1.33 0.19 NS 

SN -> CI 0.12 0.16 0.23* 0.13 0.46 0.65 NS 
PBC -> CI 0.46** 0.12 0.21* 0.11 1.73 0.09 S 

 
NS = not significant, significant value in bold (** indicates p < 0.05; * indicates p < 0.1) 
 
6. Discussion and Conclusion 
 
The main objectives of this research are to explore the factors that predict the intention to choose 
vegetarian food for Cambodian Generation Y and Generation Z as well as to identify if both 
generations have similarities or differences in the factors affecting their decision for the vegetarian 
food choice.  

 
With regard to the first objective, the overall results revealed that the consumption intention had a 
positive relationship with all the predicting factors namely attitude, social norm and perceived 
behavior control. Among those, attitude (𝛽 = .44, t = 4.41) was ranked as the highest influencing 
factor toward the consumption, followed by perceived behavior control (𝛽 = .33, t = 3.72) and 
subjective norm (𝛽 = .14, t = 1.82) (see Figure 2). However, their relationship with the 
consumption intention were found relatively low. Google Trends (2020) also showed that there 
was lately a decreasing number of Cambodians interested in the vegetarian food.That may be due 
to the emerging market of fast food by international brands, which are considered as a luxurious 
products for both generations ("Business guide: Opportunities in Cambodia 2016 ", 2016).  
 
With respect to the second objective of the research, the results found that there was a difference 
between Generation Y and Generation Z in terms of degree of predicting factors towards the 
consumption intention. For Generation Y, the consumption intention is positively influenced by 
perceived behavior control (𝛽 = .46; p < 0.05), attitude (𝛽 = .32; p < 0.05) which social norm (𝛽 = 
.12; p > 0.05) did not have a significant influence on the consumption intention. This finding is 
partly consistent with the study of Parment (2013) pertaining to factors that influence the purchase 
involvement amongst Generation Y and baby boomers. Parment (2013) revealed that Generation 
Y intended to purchase based on their emotion for selecting a product, and their financial condition; 
however, this group was influenced by its surroundings for their purchasing. In the current study, 
Generation Y intended to consume the vegetarian food because not only did they believe it was a 
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wise choice and they liked the idea of choosing such food, but also because they had enough 
resources and time for this type of food.  
 
On the other hand, the current research also indicates that, for Generation Z, the intention of 
vegetarian food consumption was significantly influenced by respective factors: attitude (𝛽 = .56; 
p < 0.05), social norm (𝛽 = .23; p < 0.1) and perceived behavior control (𝛽 = .21; p < 0.1). This 
finding is consistent with previous research conducted by Mohammed (2018) who focused on the 
motivation for purchasing intention of smartphone among Generation Z. Their purchase intention 
was significantly affected by perceived enjoyment, peer and social influence, product brand and 
product design as well as payment options provided. In the current case of study, Generation Z felt 
pleasant for their vegetarian food option; their social circle had a critical impact on their choice; 
and for them, their financial situation did not pose any barrier for their intention to enjoy the 
vegetarian diet. 
 
In order to identify whether there are any differences between the two generation groups when it 
comes to the influence of attitude, social norm and perceived behaviour control on consumption 
intention, only one factor shows a significant difference in terms of the generation moderation. In 
other words, there is a difference between the two group when it comes to the influence of 
perceived behavior control on the consumption intention whilst when it comes to attitude and 
social norm, no difference is found between these two generations. That positive relationship 
supports the findings originated from a study conducted by Zhang et al. (2020).  
 
For the managerial perspective, this research gives a better understanding on predicting factors on 
the vegetarian consumption intention amongst Cambodian Generation Y and Generation Z. The 
results of this research can be taken for a possible consideration. They would be possible good 
practice guides essential for designing and developing the market strategies for attracting the target 
segments, which refer to Generation Y and Generation Z in this case. Although all predicting 
factors have significant effects on their consumption intention, the influencing degree of each 
factor vary within each generation and between both generations. For instance, the results obtained 
from the study revealed that the perceived behavior control had the highest influence on the 
consumption intention for Generation Y while this factor showed the weakest effect on such 
intention for Generation Z. For the practitioners in the vegetarian food industry, it can be suggested 
that understanding the particular predicting factors on the consumption among each generation 
would give them more knowledge for drawing vegetarian marketing tactics aiming at expanding 
the market shares.   
 
Some limitations of this research should be taken for consideration. First of all, despite the method 
used for the analysis, the sample size was small and therefore, the findings of this study must be 
interpreted with caution. Second, since this research was conducted using snowball sampling 
technique, it is crucial to bear in mind the possible bias in the responses. Third, given that this 
study focused on Phnom Penh’s residents in the target groups, the results of such study may be 
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different in other locations of Cambodia. Further researches in different approaches, the qualitative 
approach for instance, are required to elaborate and validate the current findings and to accumulate 
the understanding on the consumption intention of Cambodian Generation Y and Generation on 
the vegetarian food. 
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