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Abstract  

This study aims to fill the gap in the study of the relationship between CSR perception and purchase 

intention in vegan food products within the context of Malaysia, a developing country known for its 

multiracial and multicultural community. This study aims to give Malaysian food industry players and 

entrepreneurs an insight into the implications of CSR perception towards Malaysian consumers on ve-

gan food products. The population of this study consists of general consumers in Malaysia. As a cross-

sectional study was carried out, the responses across different consumer demographic profiles were 

analysed to further understand the customers with various backgrounds. This study was conducted in a 

quantitative research mode. A cross-sectional survey was carried out, and data were collected from 99 

Malaysian consumers with different demographic profiles. The survey data was analysed by adopting 

the PLS-SEM model. The result concluded that perceived CSR do not directly affect the purchase in-

tention of vegan food, but is mediated by satisfaction and price fairness. Health consciousness does not 

have a significant effect towards the purchase intention of vegan food. Food companies must develop 

a strategy to link CSR initiatives with delivering satisfaction and price fairness value to consumers, 

thereby attracting purchase intention. Strategies and action plans must be implemented to emphasise 

the importance of dietary control in forming a healthier community. Effort from the government and 

food companies plays vital roles in raising awareness and encouraging Malaysians' access to affordable, 

healthy vegan food. This article's contribution is to propose a model that broadens the research in the 

literature examining the association between "Perceived CSR" and "Purchase intention" for vegan food 

products. The current study is an addition to the literature in that it analyses the acceptance of Malaysian 

consumers of vegan food products with different factors as mediators.  
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Introduction 

Malaysia has the most obese population in Southeast Asia, with the preva-

lence of obesity among adults at 21.8% in 2023, increased from 19.7% in 

2019 (World Obesity, 2024). The increasing trend of obesity is a significant 

concern for public health. It is the leading cause of major non-communicable 

diseases (NCD), including type 2 diabetes, hypertension, which leads to car-

diovascular diseases, and some kinds of cancers (Kim & Ramos, 2017; Mohd 

Sidik et al., 2021). According to the World Bank, NCDs caused 73.44% of 

deaths in Malaysia in 2019 (Trading Economics, 2025). Urbanised lifestyle 

changes and poor eating habits are the primary causes leading to the rise in 

the obesity rate in Malaysia (Islam, 2018; Mohd Sidik et al., 2021). The life-

style change resulting from urbanisation has caused more Malaysians to eat 

out instead of having home-cooked food. The 'eat-out' practice is often asso-

ciated with the consumption of unhealthy food (Gan et al., 2018). This is be-

cause Malaysians tend to opt for ready-to-eat meals or fast food when eating 

out, as they are cheaper, more convenient, and easily accessible. However, 

most of the outside food contains high carbohydrates, fats with less nutrition, 

which may lead to health issues such as overweight, obesity, and finally result 

in higher NCD rates (Mohamed et al., 2017). 

The high NCD rate in Malaysia has brought great concern due to its 

negative impact on society and the economy. The cost of treatment has be-

come an economic burden to Malaysian families and even the government. 

The direct healthcare expenses for NCD, which consisting of cardiovascular 

diseases, diabetes, and cancers, amounted to RM9.65 billion in 2017 (MOH, 

2022). This amount is expected to continue skyrocketing as it anticipates the 
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drastic rise in medical costs from year to year. According to statistics, medical 

costs in Malaysia have increased by 12.6% in 2023, further escalating the 

country's negative financial impact (The Malaysia Reserve, 2024). To address 

the public health issue and mitigate the socio-economic issues associated with 

it, the Malaysian Ministry of Health (MOH) has launched programs to pro-

mote healthier eating habits among Malaysians. One of the programs MOH 

emphasised is refining and promoting the healthy plate guideline with the 

“quarter, quarter, half” principle. Malaysians are encouraged to increase their 

plant-based food intake from fruits and vegetables to achieve a balanced diet 

with sufficient nutrition intake (MOH, 2021). As one of the top meat consum-

ers in Southeast Asia, Malaysia has relatively low vegan or vegetarian food 

consumption compared to neighbouring countries such as Thailand and Vi-

etnam (Islam, 2018). A survey jointly conducted by PwC, Rabobank, and Te-

masek in 2020 found that only 20% of Malaysian respondents reported being 

likely to become vegan or vegetarian, ranking fifth behind Indonesia, Thai-

land, Singapore, and the Philippines (Jungle Insights, 2022). 

Promoting vegan food consumption is one strategy to help Malaysians 

achieve a healthier diet, thereby reducing the obesity rate and preventing 

NCDs (Islam, 2018). Vegan food is often viewed as a more nutritious food 

option and helps boost the body's immunity (Boffa & Schreilechner, 2022). 

It can help with weight loss, as it usually contains lower calories and saturated 

fats, but higher fibre content (Loh et al., 2022). Additionally, vegan food is 

also considered rich in anti-inflammatory properties, a crucial attribute in pre-

venting cancer (Habib et al., 2023). Malaysia's Ministry of Agriculture and 

Food Safety (MAFI) acknowledged the limitation of high-value-added agro-



Journal of Entrepreneurship, Business, and Economics, 2025, 13(2), 188–219 

191 

 

 

 

food products produced in Malaysia due to the perception of higher risk and 

lower profitability, which causes a supply-demand mismatch within the food 

production value chain (MAFI, 2021). This study aims to understand further 

the factors that attract more consumers to vegan food, enabling food compa-

nies to innovate high-quality vegan products for the Malaysian market. This, 

in turn, is expected to increase vegan food consumption among the Malaysian 

population and contribute to the formation of a healthier nation. 

 

CSR Practices in the Malaysian food industry 

In recent decades, Corporate Social Responsibility (CSR) has gained 

popularity among organisations as an essential business practice to achieve 

better performance. The concept of CSR provides a framework for a company 

to achieve beyond economic returns and put extra effort into contributing to 

other stakeholders, including society, customers, employees, and the govern-

ment, in four primary areas of responsibility: economic, legal, ethical, and 

philanthropic (Turker, 2008). The adoption of CSR used to be viewed as a 

Western ideology. It may not be adopted in the same way in developing coun-

tries due to challenges of socioeconomic and cultural differences (Gajadhur, 

2022). However, a 2022 survey by KPMG International shows that the Asia-

Pacific region has become the fastest-growing region in sustainability report-

ing, with 6 out of the top 10 countries, territories, and jurisdictions from this 

region. The main drivers of the growth of CSR practice include the benefits 

of financial performance (Yu & Choi, 2016), improved stakeholder relation-

ships (Tapang & Bassey, 2017), competitive advantages (Kramer, 2006), and 

legislative controls (Fooks, Gilmore, Collin, & Lee, 2012), among others. 
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In Malaysia, CSR practices have gained popularity in the business 

world since around 2007 (Ramasamy et al., 2007). The Malaysian govern-

ment has regulated all publicly listed companies (PLCs) to have CSR report-

ing as a mandatory requirement starting from 2016 (Louis et al., 2022; Ali, 

2023).  

 

Literature Review 

In this section, a review of past studies on CSR practices in the food 

industry has been carried out to understand previous research further and de-

velop the research framework. Various variables related to food product pur-

chase intention are studied to understand the correlation between different 

variables in past studies. From those studies, research hypotheses were devel-

oped and conceptualised based on cognitive consistency theory. 

 

Review of perceived CSR to purchase intention of food products 

Studies of the relationship between CSR practice and the food indus-

try became more popular around 2011, when publications rose significantly 

from 2011 to 2019 (He et al., 2022). The bibliometric review carried out by 

He et al. revealed that from the top ten countries with highest number of pub-

lications on CSR in food industry between 1993 to October 2019, nine of it 

are from western countries, with USA (112 publication) being the top, fol-

lowed by England (85 publication) and China (65 publication) (Table 1). The 

key focus of the studies is consumer behaviour, supply chain and corporate 



Journal of Entrepreneurship, Business, and Economics, 2025, 13(2), 188–219 

193 

 

 

 

strategy. More research has been conducted on sustainability since 2016, fol-

lowing the announcement of the 2030 Sustainable Development Goals by the 

United Nations. 

Table 1. Top ten countries with the most publications on CSR in the food 

industry (adopted from He et al., 2022) 

 

More studies have been conducted to test the relationship between 

CSR and consumer buying intention or behaviour regarding organic food 

products (Nejati et al., 2011); however, only a handful of studies have ana-

lysed the relationship between CSR and consumer purchase intention in ve-

gan or vegetarian food. Most studies in developed countries concluded a pos-

itive impact of CSR on food purchasing intention or decision; the consumers 

in this region are willing to pay a higher premium due to social and environ-

mental responsibilities from the food companies (Salamzadeh et al., 2022; 

Ebrahimi et al., 2022; Prakash et al., 2023; Nosi et al., 2020). However, in the 

context of developing countries, CSR may not have direct influence towards 

organic food product purchase intention, but other mediating factors such as 

corporate reputation (Hengboriboon et al., 2022), perceived value (Yilmaz, 
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2023; Hsu et al., 2018), taking place to mediate CSR towards the consumer 

purchase intention. 

The study of CSR towards vegan food products is very scarce; one 

study has been carried out to examine how CSR affects different groups of 

consumers towards the vegan food industry. Boffa & Schreilechner (2022) 

studied how consumers from different diet options react to the CSR vegan 

food industry. In their study, they found that women vegan consumers have 

more positive responses towards CSR initiatives from the pure vegan food 

industry, but care less about CSR initiatives from normal food companies that 

produce vegan food products. More studies are needed to understand how 

perceived CSR influences consumers towards vegan food products. 

 

Cognitive Consistency Theory 

In most studies about how CSR is related to the purchase intention of 

food products, the theory of planned behaviour (TPB) was adopted to con-

ceptualise the research framework. This study provides a different angle to 

analyse consumers' adoption of vegan food through cognitive consistency 

theory (CCT). CCT explained that people tend to maintain the coherence be-

tween their beliefs, attitudes and behaviour (Heider, 1946). The uneasiness 

and stress caused by the inconsistency is just like the psychological experi-

ence when one is in the state of hunger or thirst (Sharma et al., 2009). 

Slinky (2019) mentioned that people turn to vegan food consumption 

when they learned about the sustainability impact and health benefits of doing 

so and begin to experience their existing diet options, which are perceived as 

unhealthy and less environmentally friendly. They are adopting the belief that 
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consuming vegan food contributes to the planet's sustainability by preserving 

animal welfare and positively affecting the preservation of the environment. 

CSR practice in a vegan food company may create an alignment with the be-

lief in sustainability, ethics, and healthier consumption, thus fulfilling the 

CCT explanation. 

Vegan food tends to have a more premium price tag. Suppose the 

company is heavily involved in a CSR initiative. In that case, the customer is 

willing to pay for the premium due to satisfaction with the perceived value 

carried by the vegan product and hence feels that the price tag is fair (Le-

onidou et al., 2010). As a result, this behaviour is justifiable by CCT. 

 

Hypotheses Development 

Relationship of PCSR toward the PI of vegan food 

PCSR may directly or indirectly influence purchase intention (Ober-

seder et al., 2013). When a company actively implements CSR initiatives tar-

geting customers as its stakeholders, customers will develop perceived value 

on the engagement and raise a firm purchase intention (Dawkin & Lewis, 

2023; Smith, 2023). As a result, the following hypotheses are proposed: 

H1 Consumer's Perceived CSR (PCSR) positively affects the purchase in-

tention of vegan food products (PI). 

 

Relationship of PCSR toward the SAT of vegan food 

Positive perceived CSR will make consumers feel good when they 

purchase the company's product, which creates an additional value and bene-
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fit to the consumer (Carvalho et al., 2010). This makes the customer feel iden-

tified with the company through the corporate identity framework and hence 

has higher satisfaction (Marin et al., 2009; Yuen et al., 2016). Through this 

relationship, the following hypothesis is proposed: 

H2 Consumers' Perceived CSR (PCSR) positively affects customer satis-

faction (SAT) with vegan food products. 

 

Relationship of PCSR toward PF of vegan food 

When a company practises CSR initiatives, it develops a company im-

age that the company is concerned about the environment, society and even 

its customers. This brings an additional perceived benefit to the consumer, 

and thus the consumer may feel the price is fair even if the price is higher 

(Semuel & Chandra, 2014; Habel et al., 2016). This expectation leads to the 

following hypothesis: 

H3 Consumers' perceived CSR (CSRP) positively affects vegan food 

products' price fairness (PF). 

 

Relationship of SAT toward PI of vegan food 

Satisfaction has a strong connection to purchase intention. When cus-

tomers feel satisfied, it will enhance customers’ loyalty, stimulate repurchase 

intention and make them less sensitive to price (Yoon et al., 2010; Hansemark 

& Albinson, 2004). This resulted in the following hypothesis: 

H4 Consumer satisfaction (SAT) positively affects vegan food products' 

purchase intention (PI). 
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Relationship of PF toward PI of vegan food 

Price fairness has always been a strong predictor towards purchase 

intention (Lee et al., 2011). Price as a significant barrier to purchase intention 

may significantly mitigate the cause of the higher price tag if it is transpar-

ently disclosed and makes sense (Kathuria & Gill, 2013). The unfair price tag 

can lead to customer disloyalty, complaints, and even switching to other al-

ternatives (Semuel & Chandra, 2014). Thus, the following hypotheses are 

proposed: 

H5 Consumer's price fairness (PF) positively affects vegan food products' 

purchase intention (PI). 

 

Relationship of HC toward PI of vegan food 

Health consciousness positively influences the purchase intention of 

healthy food (Raft et al, 2024). Vegan food is perceived to be healthy natu-

rally (Boffa & Schreilechner, 2022). Thus, consumers more conscious about 

their health are more likely to consume vegan food from its perceived health-

ier value (Chamburi, 2023). Thus, the following are proposed: 

H6      Health Consciousness (HC) positively affects the purchase intention 

of vegan food products (PI). 

 

Mediation relationship of HC, SAT and PF between PCSR and PI of vegan 

food 

The relationship between PCSR and PI is complex, as CSR affects PI 

through direct and indirect relationships (Oberseder et al., 2013). The indirect 

relationship is mediated through different mediating variables (Alniacik et al., 
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2020). Most of the literature available has concluded that other variables al-

ways mediate the relationship between PCSR and PI. Health consciousness, 

satisfaction, and price fairness have been tested as important variables to fur-

ther understand the relationship between PCSR and PI of vegan food. Many 

past studies recognised that the relationship between PCSR and PI is always 

indirect and complex. 

Though consumers may have a positive attitude towards the CSR 

practice of companies, it may not directly translate into the purchase intention 

of the products. One of the studies concluded that PCSR fulfil the satisfaction 

feeling among consumers, and hence accepts that the price is fair with the 

extra value from the satisfaction experience, which finally translates into their 

purchase intention. Sequential mediation relationships are tested for PCSR 

and PI to uncover the complex, indirect pathways through which PCSR influ-

ence the consumer purchase intention, rather than assuming more direct links 

(Jha et al., 2022). The hypotheses of the mediation relationship are proposed 

as follows: 

H7 Satisfaction (SAT) positively mediates the relationship between con-

sumers' perceived CSR (PCSR) and purchase intention (PI) of vegan food 

products. 

H8 Price fairness (PF) positively mediates the relationship between con-

sumers' perceived CSR (PCSR) and purchase intention (PI) of vegan food 

products. 

H9 Health Consciousness (HC) positively mediates the relationship be-

tween consumers' Perceived CSR (PCSR) and the purchase intention (PI) for 

vegan food products. 
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H10 Customer satisfaction (SAT) and price fairness (PF) sequentially me-

diate the relationship between consumers' perceived CSR (PCSR) and pur-

chase intention (PI) of vegan food products. 

H11 Health Consciousness (HC) and price fairness (PF) sequentially me-

diate the relationship between consumers' perceived CSR (PCSR) and pur-

chase intention (PI) of vegan food products. 

 

Research Framework 

Based on the hypotheses developed from the previous section, the research 

conceptual framework is developed as follows: 

 

Figure 1. Research framework 
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Research Method 

In this section, the research method used in this study was elaborated 

on in the following sequence: unit of analysis, population frame, sampling 

and data collection, survey instruments, and development of the survey in-

strument. Subsequent sections explain the type of analysis used in this re-

search. 

 

Research Design 

This study employs a quantitative research approach. A cross-sec-

tional survey was conducted to collect data from domestic consumers with 

diverse demographic backgrounds. The survey was conducted from March to 

May 2025. The survey questionnaires were distributed to the target respond-

ents via Google Forms and were conducted anonymously. 

 

Unit of Analysis 

To generate a representative result, the unit of analysis needed to be 

determined according to the research purpose. In this study, the unit of anal-

ysis selected is at the individual level. Every individual consumer will be sam-

pled and analysed based on their response. 

 

Population and sampling 

This survey is planned to be conducted among domestic consumers in 

Malaysia. The cluster sampling method was initially chosen to obtain gener-

alised results from different demographic backgrounds, representing the pop-

ulation of consumers in Malaysia. However, the sampling method shifted to 
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convenience sampling and snowball sampling due to a poor response rate 

from the targeted respondents in order to receive sufficient responses for this 

study. The target respondents are adult domestic consumers with different 

demographic backgrounds. The survey questionnaires will be distributed 

through social media, targeting consumers from different demographic back-

grounds to obtain generalised results representing the community. 

G*Power 3.1 software determines the sample size required for this 

research. It was first developed by Erdfelder, Faul, & Buchner in 1996, and 

further improved in 2009 for statistical power analysis and sample size deter-

mination. A priori power analysis was chosen by setting the desired power 

level (1-β err prob) at 0.8 and the significance level (α) at 0.05, which is com-

monly acceptable (Faul, Erdfelder, Buchner & Lang, 2009). With an effect 

size of 0.15, which is known as the medium effect, a sample size of 85 is 

required to achieve the acceptable and significant power levels. A screenshot 

of the calculation is shown in Figure 2. 
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Figure 2. Sample size determination by G*Power 3.1.9.7 

 

Research Instrument 

In this research, questionnaires will be prepared for data collection 

from all respondents. The questionnaires will be divided into two parts. The 

first part will mainly collect demographic information from the respondents. 

The second part of the questionnaire will collect the responses on the research 

variables based on a 5-point Likert scale, with 1 for strongly disagree to 5 for 

strongly agree. The questions will be adopted from the available literature, 

which has been tested for validity through past studies. 

For perceived CSR (PCSR), the questions are adopted from studies by 

Bianchi et al. (2019), which have nine items of constructs. The constructs are 
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being validated with a Cronbach’s alpha of 0.836. Some example questions 

are “Vegan food companies are socially responsible” and “Vegan food com-

panies are actively involved in philanthropic works.” 

For satisfaction (SAT), the questions are adopted from studies by 

Bigne et al. (2011) and Severt et al. (2020), which use four items of con-

structs. The constructs are being validated with a Cronbach’s alpha of 0.799. 

An example of the question is, “Vegan food fulfils all my expectations.” 

For price fairness (PF), the questions are adopted from studies by Has-

san et al. (2013) and Namkung & Jang (2010) with four items of constructs. 

The constructs are being validated with a Cronbach’s alpha of 0.849. An ex-

ample of the question is “Vegan food is worth the value.” 

For purchase intention (PI), the questions are adopted from studies by 

Harun et al. (2018), which use six items of constructs. The constructs are be-

ing validated with a Cronbach’s alpha of 0.793. An example of the question 

is, “Vegan food will be my top choice.” 

For health consciousness (HC), the questions are adopted from studies 

by Nagaraj (2021) with five items of constructs. The constructs are being val-

idated with a Cronbach’s alpha of 0.78. An example of the question is “I am 

self-conscious about my health status all the time.” All constructs are tested 

with a Cronbach’s alpha value higher than 0.7, which is acceptable. 

 

Discussion & Analysis 

In this chapter, the survey data were analysed using Smart PLS 4 soft-

ware with the PLS-SEM model. The results of the data collection and the 
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analyses explained in the previous chapter will be discussed. Firstly, the re-

sponse rate of the survey and the respondents' profile will be explained and 

analysed. Next, the result of the goodness of measure will be discussed, fol-

lowed by the results of the structural model analysis. 

 

Survey Response 

The survey questionnaires were distributed through email, WhatsApp, 

and Facebook social networks. The questionnaires are shared directly with 

potential respondents from different ages, ethnicities, and education levels to 

get more generalised survey results. Malaysian respondents generally give 

lower responses to academic surveys. Survey questionnaires were sent to 

reach 150 potential respondents; however, only 99 completed survey forms 

were received throughout the survey period, which gives a response rate of 

only 66%. As a result, the demographic profile distribution may not represent 

the actual population in Malaysia. Rewards in terms of monetary or free gifts 

should be considered in future research to encourage more participation from 

Malaysian respondents. 

  

Descriptive Analysis 

Descriptive analysis was conducted to analyse the demographic pro-

file distribution of the respondents who participated in this survey. Descrip-

tive analysis is a technique that helps to present and conclude data more con-

structively and often gives us a broader view of data (Analytics steps, 2021). 

Through descriptive analysis, we can understand the distribution of respond-

ents in different demographic classifications, which provides us with better 
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insight to interpret the statistical analysis results in the next section. In this 

survey, the demographic items recorded are gender, nationality, age group, 

ethnicity, education level, and income level. Listed in Table 2 is the demo-

graphic profile of respondents. 

 

Table 2. Demographic profile of respondents 

Demographic Classification Frequency Percentage 

Gender                Male 37 37.4% 

                              Female 62 62.6% 

Nationality Malaysian 97 98.0% 

                             Non Malaysian 2 2.0% 

                             below 30 31 31.3% 

Age group 30-39 34 34.3% 

                             40-49 20 20.2% 

                             50 & above 14 14.1% 

                             Malay 29 29.3% 

Ethnicity Chinese 62 62.6% 

                             Indian 7 7.1% 

                             Others 1 1.0% 

                             SPM 7 7.1% 

Education Certification or Diploma 12 12.1% 

level                Bachelor degree 65 65.7% 

                             Master's degree and above 15 15.2% 

                              RM2499 and below 14 14.1% 

                              RM2500 to RM4999 36 36.4% 

Income level  RM5000 to RM7499 25 25.3% 

                              RM7500 to RM9999 9 9.1% 

                              RM10000 and above 15 15.2% 

 

Of 99 respondents from this survey, 62.6% are females and 37.4% are 

males. This shows a higher response rate from female respondents compared 

to males. Two foreigners are staying in Malaysia who took part in this survey, 

which contributes to 2%, where the rest are Malaysian respondents. From the 

age group classification, it was observed that the respondents were made up 
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of 31.3% below 30, 34.3% aged from 30 to 39, 20.2% aged from 40 to 49, 

and 14.1% aged 50 and above. The respondents aged below 40 have a higher 

ratio of 65.6%, which is reported as the consumer group with the highest 

openness to accept new products, according to a market report by Vodus 

(2024). In the classification of ethnicity, the respondents consisted of 29.3% 

of Malays, 62.6% of Chinese, 7.1% of Indians, and 1% of other ethnicities. 

Looking into the level of education among the respondents, the majority of 

them obtained a Bachelor's degree (65.7%), followed by a Master’s degree or 

above with 15.2%, a college certification or diploma with 12.1%, and lastly 

SPM certificate with 7.1%. This distribution may be caused by the difficulty 

in attracting respondents with a lower academic level in Malaysia, as they 

may find it not relevant to them. The last demographic classification of the 

respondents is the level of income. Referring to Table 2, the highest group of 

respondents based on their income level is consumers with an income of 

RM2500- RM4999 range (36.4%) and followed by the RM5000-RM7499 

range (25.3%). 

In summary, the demographic profile distribution of this survey is bi-

ased towards female consumers, the age group below 40 years old, the Chi-

nese community, respondents with tertiary education, and earning in the range 

of RM2500 – RM7499, which fall into the B40 and lower M40 group. This 

distribution has limited generalisation against Malaysia’s actual population. 

However, in the context of limited resources and timeline, and limitations 

with the compromised sampling method, the result of the study will be inter-

preted based on the sample characteristics as is. 
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Measurement model assessment 

The measurement model was tested through the PLS algorithm to test 

its goodness of measurement. Firstly, the outer loading of all indicators in 

every construct was determined to validate the indicators' reliability. All in-

dicators except HC4 and HC5 in construct Health Consciousness obtained 

outer loadings more than 0.7, which indicates that the indicators’ correlation 

with their constructs is strong enough and is acceptable in this study (Hair et 

al, 2019). Next, the constructs' composite reliability (rho_c) and average var-

iance extracted (AVE) were determined and assessed. Results show that all 

constructs are acceptable, with rho_c more than 0.7 and AVE more than 0.5, 

indicating that the convergent validity of the constructs is acceptable. As the 

rho_c and AVE for construct Health Consciousness (HC) with values of 0.867 

and 0.573 are higher than the acceptable values, thus its indicators HC4 and 

HC5 with outer loadings 0.698 and 0.531 (higher than 0.4 but lower than 0.7) 

are both accepted according to the criteria proposed by Hair et al. (2019). The 

result of the measurement model assessment is listed in Table 3. 
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Table 3. Measurement model assessment 

Construct Items Outer 

Loading 

CR  AVE 

Perceived CSR (PCSR) PCSR1 0.809  0.954 0.698 

 PCSR2 0.886    

 PCSR3 0.797    

 PCSR4 0.801    

 PCSR5 0.809    

 PCSR6 0.894    

 PCSR7 0.836    

 PCSR8 0.861    

 PCSR9 0.819    

Health Consciousness  0.824  0.867 0.573 

(HC) HC1    

 HC2 0.823   

 HC3 0.859   

 HC4 0.698   

 HC5 0.531   

Price Fairness (PF) PF1 0.763 0.909 0.714 

 PF2 0.9   

 PF3 0.873   

 PF4 0.837   

Purchase Intention (PI) PI1 0.891 0.941 0.728 

 PI2 0.85   

 PI3 0.86   

 PI4 0.855   

 PI5 0.93   

 PI6 0.716   

Satisfaction (SAT) SAT1 0.875 0.89 0.729 

 SAT2 0.88   

 SAT3 0.805   

Notes: Indicator SAT4 was dropped to achieve acceptable discriminant validation between SAT and PI. 

 

After the assessment of the reliability and validity of the constructs, 

the measurement model was further assessed for its discriminant validity. De-

termination of Heterotrait-Monotrait Ratio (HTMT) was carried out to test 
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the intercorrelation among the constructs. This is to ensure every construct is 

distinct and does not overlap with the other, so that the model is able to be 

evaluated fairly and not biased. For this study, the HTMT value for correla-

tion between satisfaction (SAT) and purchase intention (PI) from the original 

module returned to be 0.932, which is higher than the threshold value based 

on lenient acceptance of 0.9 (Hair et al. 2019). The model was further im-

proved by dropping the indicator SAT4, which contributed to the higher 

HTMT between SAT and PI. From the HTMT result for the revised model as 

stated in Table 4, the HTMT value for the correlation between SAT and PI is 

0.907, which is still slightly higher than the lenient threshold of 0.9. However, 

as pointed out by Henseler et al. (2015), bootstrapping analysis may be per-

formed as an HTMT inference test, and the confidence interval of HTMT is 

to be determined to confirm its acceptance. The upper threshold of HTMT’s 

confidence interval should not include the value of 1 in order for the model 

to be accepted. As the upper bound CI for correlation between SAT and PI is 

0.965, which is lower than 1, it is considered to be acceptable, according to 

Henseler et al. (2015). The confidence interval of HTMT of the revised model 

has been tested with the result in Table 5. The higher HTMT value for SAT 

and PI may possibly be caused by the respondents ' interpreting both con-

structs similarly and not being able to clearly distinguish between the two 

constructs. This model may be tested with a larger sample size and a more 

generalised population to have sufficient variance among the two constructs 

in a future study, or else the model can be further refined by removing the 

SAT to reduce the confusion of the respondents. 
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Table 4. Hypothesis analysis 

  β coefficient STDE V T-statistics P-values Decision 

Direct effects H1 0.088 0.083 1.064 0.144 Rejected 

H2 0.549 0.053 10.295 0 Accepted 

H3 0.331 0.09 3.657 0 Accepted 

H4 0.622 0.073 8.52 0 Accepted 

H5 0.18 0.092 1.963 0.025 Accepted 

H6 0.03 0.069 0.433 0.333 Rejected 

Specific indirect ef-

fects 

H7 0.342 0.053 6.483 0 Accepted 

H8 0.06 0.033 1.795 0.036 Accepted 

H9 0.008 0.022 0.387 0.349 Rejected 

H10 0.041 0.025 1.604 0.054 Rejected 

H11 0.003 0.007 0.408 0.341 Rejected 

Notes: PCSR, Perceived CSR; HC, health consciousness; PF, price fairness; PI, purchase intention of vegan food 

products; SAT, satisfaction. 

 

Discussion 

The research objective for this study is to assess how perceived CSR 

influence the purchase intention of Malaysian consumers in vegan food prod-

ucts, by introducing different mediating factors in order to determine the right 

strategy to attract more consumers to purchase and consume the vegan food 

products. Although the research model has low predictive power, which may 

be explained by the smaller sample size and the challenge of obtaining a gen-

eralised response from the current sample, the result of the study is discussed 

as it is based on the context of the population covered by the current sample. 

From the result of the analysis, six hypotheses were accepted and five were 

rejected. In the following subsection, the results of every hypothesis will be 

discussed to justify the acceptance or rejection of the hypothesis.5.2 
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From the analysis result, perceived CSR have an insignificant effect 

towards the purchase intention of vegan food products (H1). This finding is 

consistent with Jha et al. (2022) and Kim & Bhalla (2022)’s findings, while 

not conforming to the results from Dean (2004) and Assiouras, Ozgen & 

Skourtis (2013). Mohd Isa et al. (2018) and Kim & Ramos (2017) pointed out 

that consumers may feel sceptical towards the CSR initiatives by companies 

and think that companies have other motives behind the initiatives. Hence, 

consumers may not be directly influenced by their perceived CSR in their 

buying intention. More sincere participation by the food companies in CSR 

initiatives is needed to build a positive reputation and acceptance by consum-

ers. 

The perceived CSR shows a significant positive effect on satisfaction 

(H2) and price fairness (H3) towards vegan food. This outcome conforms to 

the study results from Carvalho et al. (2010) and Yuen et al. (2016) for satis-

faction and Habel et al. (2016) for price fairness. From this outcome, we can 

deduce that consumers generally feel positive about CSR initiatives, and that 

makes them feel good and develop a sense of satisfaction and a sense of fair-

ness in the company (Jha et al., 2022). 

Both satisfaction and price fairness also show significant positive ef-

fects towards the purchase intention of vegan food (H4 & H5). As consumers 

feel the price is fair and are satisfied with the company or product, they will 

be encouraged to purchase the products from the company. This finding con-

firms the result by Jha et al. (2022) and Schiffman and Kanuk (2007). The 
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strong loading of these two factors with perceived CSR and purchase inten-

tion also resulted in both being significant mediators to strengthen the rela-

tionship between perceived CSR and purchase intention (H7 & H8). 

However, we don’t observe the same result for the sequential media-

tion with satisfaction and price fairness upon the relationship between per-

ceived CSR and purchase intention (H10). 

This result is contradictory to the findings of the previous study by 

Jha et al. (2022). This result may be caused by the difference in demographic 

profile in the current study. Khan et al. (2022) pointed out that Malaysian 

consumers are generally more price-sensitive towards the food they consume. 

This condition may be magnified with the demographic profile of this study, 

with a higher population of respondents in the lower or lower-middle income 

groups. With the availability of vast choices of food products in Malaysia that 

can satisfy Malaysian consumers, they may not be able to have a strong link 

between satisfaction and price fairness. 

What is surprising is the insignificant relationship between health con-

sciousness and the purchase intention of vegan food products (H6). This find-

ing is contrary to findings by Raff, Ligabara & Chiliya (2024). This probably 

shows less correlation of dietary control in health in the perception of vast 

Malaysian consumers, which also explains why Malaysia is the most obese 

country in ASEAN, and the rise of NCD rate among the Malaysian popula-

tion. In Malaysia, eating is culturally important in daily life as a social activ-

ity. Malaysians hold pride in their traditional food culture, with its richness 

and variety due to the blending of multiple cultures. Malaysian cuisine, which 

is known for its intense flavour and richness, is often high in calories, fats and 
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sugar. This may pose a great concern in the Malaysian community, and more 

efforts are needed to educate Malaysians on proper diet control in order to 

maintain health. The same trend is observed in the role of health conscious-

ness as a mediator (H9)and sequential mediator with price fairness (H11) in 

the relationship between perceived CSR and purchase intention of vegan food 

products. 

 

Conclusion 

As explained in cognitive consistency theory, the perception of high 

price in vegan food products remains the highest cause of the lower purchase 

intention of vegan food among Malaysian consumers. Perceived CSR alone 

cannot drive the purchase intention of vegan food. Price fairness and satisfac-

tion are still the dominant factors influencing Malaysians’ food choices. The 

idea of selling vegan food at a more premium price may not be accepted by 

the Malaysian community as of now. The CSR initiative can only be added 

as additional value for better competitiveness. Strategies and action plans 

must be implemented to emphasise the importance of dietary control in form-

ing a healthier community. Effort from the government and food companies 

plays vital roles in raising awareness and encouraging Malaysians' access to 

affordable, healthy vegan food. 
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