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were vegetarians in 2021. Furthermore, a study from 
the Food and Drug Administration showed that 
plant-based food in the Philippines has been gaining 
recognition in the market as awareness and adaptation 
of global trends increased (Enerva, 2021).

These factors have led to attempts to increase 
PBM production in the Philippines. Afzal et al. (2022) 
mentioned that the number of vegan food options has 
been drastically increasing in the Philippines, including 
the emergence of plant-based products, particularly 
PBM, intended to serve as alternatives to meat by 
copying its appearance, taste, and smell. Data from 
Mintel also showed that 149 plant-based meals were 
launched in the country from 2017 to 2021 (Wang, 
2022). The top categories were dairy, snacks, processed 
fish, meat, and egg products, and the top claims 
associated with these products were that they had low 
or reduced allergens and no additives or preservatives.

Despite all this, plant-based products still struggle 
to penetrate the Philippine market fully. Fewer plant-
based products have been introduced in the Philippines 
in comparison with other countries (Afzal et al., 2022), 
perhaps because there are not as many plant-based food 
manufacturers in the Philippines compared to foreign 
nations. The few brands currently in the Philippine 
market include Century Pacific Food Incorporated 
(CNPF), Veega, Wonder Meat, Beyond Meat, Naked 

Introduction
Plant-based meat (PBM) consists of products made out 
of plants that are used as alternatives to conventional 
animal-based products. It is intended to emulate 
actual meat, including its appearance, taste, and smell. 
PBM gained popularity over time as it was promoted 
to tap into certain valuable issues such as its health 
and environmental implications. For instance, studies 
have claimed that meat production systems have 
negatively impacted the environment; in this context, 
the production of PBM has been suggested as a less 
environmentally degrading alternative (Szenderák et 
al., 2022). Such is the case in the Philippines, which is 
slowly embracing PBM despite having animal-based 
meat as its staple food (Singian, 2021).

Meat alternatives have always been a popular 
choice for consumers in other parts of the world but 
became prevalent only recently in Southeast Asia, 
where the vegetarian population has increased. In a 
report on plant-based food in the Philippine market, 
Singian (2021) mentioned that the COVID-19 
pandemic accelerated the demand for healthier, plant-
based products. This slowly caused Filipino consumers 
to become more interested in buying food that they 
perceived as “healthy.” In fact, the Philippines has 
experienced an increase in the awareness of and interest 
in a plant-based diet. According to Wang (2022), 
around 2 million Filipinos (5% of the population) 
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Abstract

Plant-based meat (PBM) presents itself as a sustainable alternative to meat production systems that have adversely impacted consumers’ 
health and the environment at large. In the Philippine context, however, there are only a few PBM manufacturers to date even though 
production has been emerging with expanded options for consumers to consider. Moreover, while PBM’s potential allows it to be a prospective 
working food system in the country through the promotion of healthier food chains, the literature on PBM in the Philippines is scant. This 
study thus contributes to this literature by exploring predictors of purchase intention toward PBM. The researchers surveyed 215 respondents 
and determined if their Perceived Healthiness of PBM, Self-perceived Taste of PBM, Environmental Concern, Product Knowledge of PBM, 
and Meat Attachment predicted their Purchase Intention toward PBM. The results revealed that Perceived Healthiness, Self-perceived Taste, 
Product Knowledge, and Meat Attachment significantly influence Purchase Intention. The study then provides recommendations for the 
government and the private sector to promote the purchase and consumption of PBM and realize environmental benefits from doing so.
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Foods by Cinty, and Omni Pork, among others 
(Enerva, 2021). Indeed, the Philippines still lags behind 
its neighboring countries such as China, Malaysia, 
and Indonesia in the PBM industry (Euromonitor, 
2021). According to Dr. Maria Patricia Azanza, a food 
innovation expert, the plant-based food industry in the 
country is yet to emerge as a recognized working food 
system (Cahiles-Magkilat, 2023).

Cahiles-Magkilat (2023) noted that the emergence 
of the plant-based food industry entails strengthening 
food chains to develop food security in the Philippines. 
Similarly, the growing interest in PBM production 
is highly motivated by the unsustainability of the 
global food supply and the health and environmental 
repercussions of meat consumption (Afzal et al., 
2022). By spearheading the study of PBM products 
on a local scale, the researchers aim to provide input 
that will supplement the development goals of the 
Philippine plant-based food industry, such as those 
of organizations like the Board of Investments 
(BOI) as they plan to expand the country’s roadmap 
toward more sustainable and healthier food chains. 
Furthermore, since PBM products are still in 
the process of occupying a significant spot in the 
Philippine market, the study aims to generate insights 
for marketing the said product more effectively. With 
Szejda and Parry (2020) emphasizing the importance 
of direct-to-consumer messaging for increasing the 
consumer adoption of PBM, the researchers aimed to 
determine the factors related to PBM that will guide 
businesses and the government in promoting PBM 
among Filipino consumers.

LITERATURE REVIEW

Predicting Plant-based Meat Consumption

Purchasing PBM instead of conventional animal-based 
meat is an example of a pro-environmental behavior 
known as green consumption, which safeguards the 
environment over the long run (Testa et al., 2021). To 
gain a better understanding of PBM consumption, a 
model for predicting green consumption based on an 
extended theory of planned behavior (TPB) (Valentin 
& Hechanova, 2023) may be used. In this model, 
product-related and intrapersonal factors were added 
to the original TPB constructs of attitudes, subjective 
norms, and perceived behavioral control to integrate 
more drivers of green consumption (Testa et al., 2021). 
Figure 1 illustrates the model.

In their study on predicting intentions to use 
menstrual cups, Valentin & Hechanova (2023) added 
perceived quality as the product-related predictor and 
self-identity as the intrapersonal value predictor to 
the TPB. Since several studies have used the TPB in 
predicting intentions to consume PBM (Luong et al., 
2024; Contini et al., 2020), the present study aims 
to explore other TPB-aligned factors as predictors 
of intentions to purchase PBM. The product-related 
factors to be explored are perceived healthiness and self-
perceived taste. Attitudes will focus on environmental 
concern while perceived behavioral control will focus 
on product knowledge and meat attachment. As these 
factors have been analyzed separately in previous 
studies, the present study will attempt to explore them 
collectively in one model. Subjective norms and other 
similar factors, on the other hand, were no longer added 

Figure 1: Extended Theory of Planned Behavior Model (Valentin & Hechanova, 2023)
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to the model as previous studies have shown that they 
do not influence intentions toward PBM (Liao et al., 
2025; Wang & Scrimgeour, 2021).

Perceived Healthiness

The food habits of today have brought about the 
hazards of long-term illnesses and chronic diseases, 
motivating the shift to more sustainable food 
systems consisting of “healthier” plant-based diets 
(Ohlau et al., 2022). Consumers are becoming more 
conscious of the components of the foods they 
consume, often questioning how healthy these foods 
are (Rune et al., 2022). Perceived healthiness, which 
guides consumers’ perception of how healthy these 
products are (Steinhauser et al., 2019), is explored as 
a product-related variable that may influence purchase 
intentions. A survey conducted by the International 
Food Information Council (2020) found that 45% 
of consumers believe that PBM is healthier than 
animal meat.

Ang et al. (2023) further expounded on perceived 
healthiness as a measure of how a consumer evaluates 
the healthiness of a product and how it can influence 
their health. These factors encompass food information 
presented on the products, product type and category, 
product origin, ingredients, packaging, and sensory 
attributes. Results of the study showed that perceived 
healthiness affects purchase intentions by mediating 
the relationship between the effect of nutrition labels 
on purchase intention (Ang et al., 2023). In a study 
conducted in China, Bryant et al. (2019) established 
perceived healthiness as one of the attitudinal predictors 
of purchase intention toward PBM, with the deduction 
that adjustments to health and nutrition—such as 
reducing the intake of saturated fat by consuming 
PBM—are accepted in China.

Self-perceived Taste

Taste is a vital factor for consumers when making their 
food choices (Liem & Russell, 2019); the same applies 
to PBM (Caputo et al., 2023). Studies have shown 
that consumers prioritize the taste of meat as they are 
less likely to repurchase PBM alternatives that do not 
mimic the taste of meat despite knowing their benefits 
for the environment and human health (Szejda & 
Parry, 2020). In one study, 67% of the respondents were 
willing to replace meat with a plant-based alternative if 
it had the same taste as meat (Shafer, 2023).

Many consumers  admit  that  PBM st i l l 
possesses poor flavor compared to the savory taste 
of conventional meat, while others state that plant-

based choices are inadequate for satisfying the taste 
they want (Maler, 2021). Meat consumers have often 
expressed dissatisfaction with the taste and flavor of 
meat alternatives (He et al., 2020). This is evident in 
a poll conducted by Sprouts Farmers Market (2021) 
where 47% of their respondents hesitated to try plant-
based food because they did not think that it would 
taste the same as meat.

Environmental Concern

Advertised as a way to reduce the negative impacts of 
food production, PBM appeals to many amid growing 
concerns about the welfare of the environment. 
Environmental concern is defined by Chen (2022) as 
the awareness consumers have of various environmental 
issues and the degree to which they intend to act on 
them. The level of environmental concern differs from 
individual to individual. According to Szenderák and 
colleagues (2022), a US survey showed that 71% of 
respondents expressed some level of concern about 
the environment (i.e., “somewhat concerned” to 
“very concerned”).

It is important to note that environmental concern 
as a variable goes beyond being knowledgeable and 
wary of environmental degradation. It includes the 
motivation to act on the issue of environmental 
protection. Bertrandias and Elgaaied-Gambier 
(2014) add that environmental concerns can heighten 
a person’s motivation to take action to protect 
the environment. Thus, the desire to preserve the 
environment is anticipated to contribute to a rise in 
customer interest in purchasing plant-based products. 
Szenderák and colleagues (2022) note that the rise in 
consumption of PBM alternatives is often attributed 
to environmental concerns. Another survey conducted 
by Circus and Robison (2019) showed that plant-based 
substitutes were the most preferred meat alternative, 
with environmental concern ranking the highest at 
19.8% among the top three drivers of why customers 
consume plant-based protein.

Product Knowledge

Product knowledge, defined as consumers’ awareness 
and level of knowledge regarding a specific product, 
can affect consumer purchase decisions (Shen & 
Chen, 2020). Without any knowledge about the 
product, consumers will have difficulty assessing it 
before making any decision such as purchasing it (Roy 
& Cornwell, 2004). Thus, consumers who are more 
familiar with a product have a higher level of product 
knowledge, which will have a stronger influence on 
their evaluation of a specific product ’s attributes 
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and properties. Indeed, studies reveal that product 
knowledge has a significant positive correlation with, 
and impact on, purchase intentions (Hopkins & Dacey, 
2008; Piha et al., 2018).

Studies have also established the association 
between product knowledge and purchase intentions 
specifically with regard to PBM. A study by Ma and 
Chang (2022) revealed a significant positive correlation 
between the two as increased product knowledge can 
increase consumers’ confidence to purchase PBM. This 
is the same in the study of Shan et al. (2022), where 
consumers with greater product knowledge have higher 
purchase intention toward PBM if the information they 
have is positive. Consequently, many consumers have 
noted that the lack of product knowledge has prevented 
them from purchasing plant-based products (Szejda & 
Parry, 2020). In the study by Shen and Chen (2020), 
PBM was still considered relatively new in Taiwan, 
which resulted in consumers having both high and low 
product knowledge of PBM. This caused them to have 
varying purchase intentions toward PBM products.

Meat Attachment 

In the study of Stoll-Kleemann and Schmidt 
(2017), meat attachment is considered an indicator 

of a consumer’s willingness to change their eating 
behavior. It is illustrated as a mirror of the construct of 
attachment, where a positive affinity is present between 
the person and the object of their attachment. This has 
also been explored as one of the factors that affect the 
choice of consuming less meat in one’s diet.

Several studies have shown that meat attachment is 
one of the major barriers that prevent consumers from 
adopting PBM diets (Graça et al., 2015; Profeta et al., 
2021; Szenderák et al., 2022). This is also a variable 
that has significant negative effects on attitudes toward 
PBM in multiple studies (Bakr et al., 2022; Profeta 
et al., 2021; Bryant et al., 2019; Wang & Scrimgeour, 
2021). The likelihood of PBM substitutes being 
purchased is lower in the USA and China where meat 
attachment scores are higher compared to India.

Research Objectives

While numerous studies analyze PBM consumers, 
the majority are conducted outside the Philippines 
and Southeast Asia (Valmonte & Cabico, 2022). 
Similarly, studies conducted to assess the consumer 
acceptability of plant-based products in the Philippines 
have been limited thus far. Thus, the present study 
aims to explore variables that predict the purchase 

Figure 2: Conceptual Framework
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intention of consumers in the Philippines toward 
PBM based on an extended TPB model (Valentin & 
Hechanova, 2023). Specifically, the study aims to test 
the following hypotheses:

H1:	 Perceived healthiness predicts 
purchase intention toward PBM.

H2:	 Self-perceived taste predicts purchase 
intention toward PBM.

H3:	 Environmental concern predicts 
purchase intention toward PBM.

H4:	 Product knowledge predicts purchase 
intention toward PBM.

H5:	 Meat attachment predicts purchase 
intention toward PBM.

Figure 2 shows the conceptual framework of this 
study. Aside from applying the extended TPB model 
(Valentin & Hechanova, 2023) to PBM, this study also 
contributes to the literature by testing the relationships 
between the factors. This allowed the researchers 
to examine each predictor’s relative influence on 
purchase intention by controlling for the effects of the 
other predictors.

METHODOLOGY

Participants

The researchers surveyed 215 respondents currently 
residing in the National Capital Region (NCR) of the 
Philippines. 63.7% of the respondents identified as 
females, 32.6% identified as males, and the rest either 
identified as non-binary or preferred not to say their 
gender. In terms of generational cohort, 87.4% of the 
participants were from Generation Z while 12.6% 
were Millennials. The researchers decided to limit 
participants to these two generational cohorts to obtain 
more variability in purchase intentions since these 
people consumed PBM more frequently compared 
to older generations (Szenderák et al., 2022). The 
respondents were also limited to those currently living 
in the NCR as the region is considered a trendsetter. 
Many PBM products and brands are highly accessible 
in the NCR, and BusinessWorld (Mirasol, 2021) 
believes that placing PBM as a food system in the 
NCR would allow other regions to follow suit.

Materials

The researchers utilized an online survey through 
Google Forms to collect data from the participants. 

To reduce response order bias, the survey randomized 
the order of the questions. Common method bias was 
also mitigated by using different numbers for scale 
points throughout the questionnaire.

Purchase Intention. To measure purchase intention, 
the researchers used the survey by Shen and Chen 
(2020), which uses a 7-point Likert Scale to measure 
the purchase intention of respondents across a range 
f rom strongly disagree (1) to strongly agree (7). 
Statements such as “If plant-based meat products are 
available, I will try to buy plant-based meat products” 
were used to assess the variable. The items for purchase 
intention received a Cronbach’s alpha score of 0.89.

Perceived Healthiness. To measure the construct 
of perceived healthiness, a 5-item questionnaire 
derived from Fenko et. al. (2016) was utilized, which 
consisted of statements like “I expect this plant-based 
meat product to be healthy” that were measured using 
a 5-point Likert Scale (from 1 = “strongly disagree” to 
5 = “strongly agree”). The items received a Cronbach’s 
alpha of 0.84.

Self-perceived Taste. To assess respondents’ self-
perceived taste toward PBM, the researchers adopted 
a survey from Mai and Hoffmann (2015). Respondents 
were instructed to “Please rate [their] opinion on plant-
based meat” using a 5-point Semantic Differential 
Scale. Opposite adjectives such as “Untasty and Tasty” 
and “Not Enjoyable and Enjoyable” were used as 
options. The two items received a Cronbach’s alpha 
score of 0.89.

Environmental Concern. To measure environmental 
concern, five items, including “I feel capable of helping 
solve environmental problems,” were adopted from 
Kim and Choi (2005). Respondents marked each item 
on a scale of 1 to 7, with 1 being “strongly disagree” 
and 7 being “strongly agree.” The Cronbach’s alpha 
score for these items was 0.68, which Hair et al. (2006) 
indicate as acceptable. Negatively worded questions 
were reverse-coded prior to being analyzed.

Product Knowledge. To assess the respondents’ 
product knowledge, the researchers adopted Shen and 
Chen’s (2020) questionnaire. Participants were asked 
to rate four items using a 7-point Likert Scale ranging 
from strongly disagree (1) to strongly agree (7). For 
example, one of the items was “I will actively search for 
information on plant-based meat.” The items scored a 
Cronbach’s alpha of 0.69, which is acceptable (Hair et 
al., 2006).

Meat Attachment. In measuring the respondents’ 
meat attachment scores, the scale developed by Graça 
et al. (2015) and validated by Bakr et al. (2022) was 
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adopted. A 5-point Likert Scale ranging from strongly 
disagree (1) to strongly agree (5) was used. One sample 
item out of twelve was “To eat meat is one of the good 
pleasures in life.” Some items from the questionnaire 
were negatively worded and thus reverse-coded before 
analysis. The resulting Cronbach’s alpha was 0.83.

Procedure

Pre-testing. A pre-test was conducted with 15 
participants who were part of the target population 
in this study. They were asked to answer the survey 
questions and comment on the clarity of instructions 
and questions and the sequencing of questions and 
sections. They were also asked to note the duration 
it took them to complete the entire questionnaire 
by providing the time they started and the time 
they ended the survey (Hair et al., 2021). Among 
the respondents in the pre-test, some pointed out 
that it would have been beneficial for them if the 
questionnaire included some description and visual 
aid of PBM products. The researchers thus provided 
a short definition and description of PBM as well as 
images of locally available packed and cooked PBM as 
references. Various respondents also pointed out a few 
typographical errors in the forms, which the researchers 
corrected for the final survey.

Data Gathering and Respondent Selection. 
Respondents were recruited via convenience sampling. 
The researchers invited potential participants through 
group chats on Facebook Messenger, personal 
connections via Instagram, and community servers 
on Discord, and asked respondents to disseminate the 
questionnaire to their circle of friends or communities 
to reach a wider audience. The survey was also dispersed 
through social media posts in the researchers’ personal 
news feeds and groups. It was posted in groups with 
members who are mostly university students, the target 
participants of the study, such as Review and Survey 
(Philippines) and PH Academic Survey Hub. Non-
college students and young adults aged 25–34 were also 

targeted by disseminating the surveys to workplaces, 
relatives, and other personal connections. Screening 
questions were included in the survey to filter out 
participants who did not meet the eligibility criteria.

RESULTS
Table 1 summarizes the mean (M) and standard 
deviation (SD) of the factors being studied.

M SD

Perceived Healthiness 4.09 0.71
Self-perceived Taste 3.32 0.92

Environmental Concern 3.96 0.61
Product Knowledge 3.93 1.24
Meat Attachment 3.87 0.61
Purchase Intention 3.54 1.36

Table 1: Summary of Descriptive Statistics

Multiple regression was performed to determine 
if perceived healthiness, environmental concern, 
self-perceived taste, product knowledge, and meat 
attachment significantly predict the intention to 
purchase PBM. The Durbin-Watson statistic was 
1.90, indicating the independence of residuals. The 
residual plot showed that the residuals are randomly 
dispersed around the horizontal axis, indicating their 
homoscedasticity. The normal probability plot showed 
a straight-line appearance, indicating the normality 
of residuals. The t-tests for the statistical significance 
of the regression model coefficients indicate that the 
linearity assumption holds. The variance inflation 
factors associated with each regression coefficient 
indicated no significant collinearity among the 
predictors. Table 2 summarizes the results of the 
regression analysis.

The regression model was statistically significant, 
with F(5, 209) = 73.93, p < .001, and R2 = .64. Results 
showed that perceived healthiness significantly 

Unstandardized 
Coefficients

Standardized 
Coefficients

B Std. 
Error

Beta t Sig. VIF

Perceived Healthiness 0.29 0.09 0.15 3.20 .002 1.32
Self-perceived Taste 0.55 0.08 0.37 7.28 <.001 1.47

Environmental Concern 0.00 0.10 0.00 0.04 .968 1.24
Product Knowledge 0.39 0.05 0.36 7.32 <.001 1.39
Meat Attachment –0.56 0.10 –0.25 –5.63 <.001 1.12

Table 2: Summary of Regression Coefficients in Predicting Purchase Intention
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predicted purchase intention (B = 0.29, SE = 0.09, 
p = .002). A point increase in perceived healthiness 
was associated with a 0.29-point increase in purchase 
intention while holding environmental concern, 
self-perceived taste, product knowledge, and meat 
attachment constant.

Self-perceived taste also significantly predicted 
purchase intention (B = 0.55, SE = 0.08, p < .001). A 
point increase in taste was associated with a 0.55-point 
increase in purchase intention while holding perceived 
healthiness, environmental concern, product knowledge, 
and meat attachment constant.

Product knowledge also predicted purchase 
intention (B = 0.39, SE = 0.05, p < .001). A point 
increase in product knowledge was associated with 
a 0.39-point increase in purchase intention while 
holding perceived healthiness, environmental concern, 
self-perceived taste, and meat attachment constant.

Likewise, meat attachment significantly predicted 
purchase intention (B = -0.56, SE = 0.10, p < .001). 
A point increase in meat attachment was associated 
with a 0.56-point decrease in purchase intention while 
holding perceived healthiness, environmental concern, 
self-perceived taste, and product knowledge constant.

Environmental concern, however, was not a 
statistically significant predictor of purchase intention 
(B = 0.00, SE = 0.10, p = .968).

DISCUSSION
Overall, the findings supported all the hypotheses 
except H3. Perceived healthiness has a statistically 
significant positive association with purchase intention, 
which means that a customer’s positive perception of 
the health benefits of PBM may increase their purchase 
intentions. This aligns with the finding of Chung 
and colleagues (2023) that perceived healthiness is 
the strongest attitudinal predictor of PBM purchase 
intention with β = 0.235 and p < 0.001. Sellers should 
thereby consider emphasizing the health benefits of 
PBM when advertising their products to increase 
the purchase intentions of their target market. The 
health departments or ministries of governments 
should also amplify this message through their own 
educational campaigns as improving the health of their 
populations and caring for the environment are part of 
their mandate.

Likewise, self-perceived taste has a statistically 
significant positive association with purchase intention. 
In fact, this study found that self-perceived taste is 
the factor with the strongest influence on purchase 
intentions. This supports the findings of He and 

Figure 3: Results of Regression Analyses 
*p < .05
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colleagues (2020) and Szenderák and colleagues (2022) 
which pointed out taste as one of the factors with the 
strongest influence on the acceptance of PBM. Thus, 
businesses involved in PBM should invest significant 
resources in mimicking the taste of animal-based meat. 
The government should also consider investing more in 
the research and development of PBM alternatives to 
convince the public to switch to PBM more effectively. 
If the market perceives that the taste of PBM is similar 
to that of regular meat, this may make them more 
likely to purchase PBM. Coupled with knowledge 
of its health benefits, customers may make PBM a 
regular part of their diet as a permanent replacement 
for animal-based meat.

Similarly, product knowledge is positively 
associated with purchase intentions. This study found 
that product knowledge is the next best predictor 
of purchase intention after self-perceived taste. This 
supports the findings of Shen and Chen (2020), 
Hopkins and Dacey (2008), and Piha and colleagues 
(2018) which all revealed a positive correlation between 
product knowledge and purchase intention. Companies 
and health departments may thus consider investing 
in educational and marketing campaigns that spread 
more awareness of and knowledge about PBM 
among the general public. Increasing the population’s 
product knowledge regarding PBM may further 
entice purchases.

Meat attachment is also a significant predictor 
of purchase intention, although its association with 
purchase intention is negative. This means that 
customers who are more attached to meat products 
are less likely to form purchase intentions toward 
PBM. This is consistent with the findings of Szenderák 
and colleagues (2022) and Graça and colleagues 
(2015), which state that there is a significant negative 
correlation between meat attachment and purchase 
intention. Given this, companies must be wary of 
advertising their PBM products to meat lovers as it 
may be more challenging for this market to convert. 
Companies may also invest more in increasing the 
similarity between PBM and regular meat, especially 
in terms of taste. This will help ease the difficulty of 
shifting to PBM among those whose diet and lifestyle 
include substantial meat consumption.

However, environmental concern is not a 
statistically significant predictor of purchase intention. 
This finding goes against those of Chen (2022) and 
Shen and Chen (2020), where environmental concern 
has a significant and positive influence on consumers’ 
intent to purchase PBM. Nevertheless, it supports 
the findings of Angwyn and colleagues (2022) 

which argued that no direct influence exists between 
environmental concern and purchase intention toward 
PBM. When promoting PBM, it may not be necessary 
to highlight its environment-friendliness, as even those 
who have more concern for the environment are not 
more likely to consume the more environment-friendly 
substitute. Businesses and government agencies 
may highlight other, more salient aspects of PBM, 
like taste and healthiness, in their educational and 
marketing campaigns.

Limitations

The demographic scope of this research is limited to 
participants aged 18 to 34 living in NCR, Philippines. 
Furthermore, the study predicted only purchase 
intention, not the actual purchase or consumption of 
PBM. The study also did not collect any information 
about previous consumption of PBM.

Recommendations

In promoting the consumption of PBM, the 
government and the private sector can invest their 
resources in educating the public about PBM, and in 
the research and development of PBM to make it taste 
more similar to regular meat. The government and the 
private sector should also highlight the healthiness, 
instead of environmental-friendliness, of PBM versus 
regular meat in the messaging of their educational and 
marketing campaigns.

The researchers recommend that future studies 
place more emphasis on collecting a more representative 
sample through probability sampling techniques. 
Furthermore, health concerns and product awareness 
may be different among an older demographic, thus 
meriting further investigation. The researchers also 
suggest considering capability-related factors beyond 
the scope of the current study, such as affordability, 
in future research. Researchers may also consider 
performing experiments involving PBM, which could 
provide direct evidence in determining the antecedents 
of purchase intentions. Sensory testing may also be 
utilized to obtain more objective measures compared 
to rating items through a Likert Scale.
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