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Abstract

The scope of having and consuming GM products in our daily life is very large.
As a newcomer to this technology, China are still not aware of its importance.
Genetic material with many products has been changed to achieve some of
the desired characteristics in the China market. Understanding the
determinants of consumer GM food choices may enable decision makers and
marketers to establish effective policies and marketing strategies and
determine the market position of GM foods. This study aimed to explore the
underlying factors that influence Chinese consumers' choices about GM foods.
Analyzing the influence factors of consumer behavior and genetically modified
food purchases in Chengdu, China, to better understand the consumer, and

provide suggestions for future research.
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1.0 Overview of Chapter 1

This chapter clarifies the background of the study and the problem statements are listed in
this chapter. Besides, the research objectives, research questions, and hypotheses which
also mentioned in chapter 1 are the main part of this chapter. Moreover, the scope of the
study and the significance of study shows the field and purpose of the study.
Additionally, the limitations and operational definitions are stated in this chapter. Finally,

the organization of chapters indicates the main content of each chapter.

1.1 Research Background

With the continuous development of science and technology, the rapid development of
life science and technology in China, and the application of life science and technology
also gradually extends to the field of food, such as cloning, nanotechnology and
transgenic technology (Bonadio, 2013). With the development and application of these
emerging food technologies, the categories and styles of the food field are increasingly
diversified. The continuous enrichment of food categories, in a certain sense, means that
the living standards of consumers have improved. Among these products, GM food has
attracted long-term, sustained and strong attention from all sectors of society due to its
own uncertainty of safety, potential risks, possible threats to biological environment
(Davidson, 2016). GM technology is closely related to GM food and has also attracted

attention from all walks of life

The development of GM technology and GM food is largely determined by consumers'

attitudes and willingness to consume. In terms of consumers' willingness to consume



genetically modified food, consumers in different countries and regions have different
and different levels of acceptance of genetically modified food. For example, Consumers
in Europe and Japan are differ greatly from those in the United States and some
developing countries in their acceptance of genetically modified foods (Siro, Kapolna
and Lugasi, 2015). Moreover, there is a lot of uncertainty about the process of willing to

convert into actual buying behavior.

Chinese consumers’ awareness of GM food is relatively low, there have been doubts
about the application of GM technology in the food field, and the higher acceptance level
cannot be fully converted into actual purchase behavior (Qaim, 2013). According to
Huang, Qiu and Pray (2016), consumers in different regions have different attitudes
towards genetically modified food in China, and there are also many different factors
influencing consumers' purchasing behaviors. Therefore, it is of great practical
significance and necessity to study the factors influencing consumers' attitudes and

willingness to consume GM foods.

Ultimately, the purpose of this study is set to analyze the influence factors of consumer
behavior and genetically modified food purchases in Chengdu,China, to better understand

the consumer, and provide suggestions for future research.



1.2 Problem Statement

According to Kolodinsky, Reynolds and Watts (2015), the support/opposition rate of
Chinese consumers to GM food was generally on the decline. 64.3 percent of the public
believed that online debates and media reports about GM foods were generally negative,
stressing that GM did more harm than good. 77.4% of the public think that there is no
evidence of safety problems with GM food now, but it does not mean that there will be

none in the future.

According to Radford (2014), the support/opposition ratio of Chinese consumers to GM
food is on the whole decreasing. comparision the ratio of support to opposition in each
survey result. The support/opposition ratio of Chinese consumers to GM food is on the
whole decreasing. GM foods have been around for years, and many scientists have
written about their benefits and safety, but so far, many, if not most, people have not
given up on GM foods. In addition to the impact of GM foods on traditional agriculture,
advocates attribute much of the problem to misunderstanding and prejudice about GM

safety.

Genetically modified (GM) food is a kind of innovative products, it provides
opportunities for new untested, but this may bring potential risks to unforeseen, lead
consumers to produce fear, uncertainty and doubt (Kim, 2012). For the Chinese people,
buying GM products is very important because China uses green biotechnology as an
advantage (Gross, 2013). Therefore, it will be used as a powerful means to ensure food
security and promote national economic growth (Scott et al., 2017). In the Chinese
market, the number of bio pharmaceutical products is also increasing. It is predicted that

the industry will create more than jobs and will increase GDP by 2020 (Gross, 2013).



Since the introduction of genetically modified products in China is still in the first stage,
it is important to understand the purchase plan (Bakr and Ayinde, 2014). People’s
growing interest in the GMO market will open up opportunities for the country’s

government and economy (Liu, Pieniak and Verbeke, 2014).

China has acknowledged genetically modified corn and soybean products, which are used
for human and animal consumption.There are also ongoing trials of genetically modified
papaya (SM Mohamed Idris, 2015).While scientists have offered many benefits to
genetically modified organisms, the products are still waiting for full public acceptance.
As the agricultural field is accepting this new genetic technology, the public's willingness
to buy is very necessary for future development (Amin et al., 2014). By understanding
the purchase of these products in China, GM products can be successfully sold and
improved, and the biotechnology sector, which is in great demand in the international
market, can be further developed. This study allowed to understand the response of the

consumers towards these products.



1.3 Research Objectives

Research Objectives are the clear beginning of the study which mean it is important for

the study in that can ensure the overall outcome of the study (Richard, 2017).

In each study, goals and objectives to support the research and application of a good
framework is very important, well organized and good goal will effectively guide the
research process, this will determine all other aspects of the design (Gunaydin and

McCusker, 2015).

1.3.1 Broad Research Objectives

The main purpose of this study is to analyze the consumer purchase intention toward

China's genetically modified food and its influencing factors.

1.3.2 Specific Research Objectives

RO1: To determine whether perceived risk influence consumer purchase intention in

genetic modified food in Chengdu, China.

RO2: To determine whether perceived benefit influence consumer purchase intention in

genetic modified food in Chengdu, China.

RO3: To determine whether environment concern influence consumer purchase intention



in genetic modified food in Chengdu, China.

1.4 Research Questions

The research questions are the enquire that needed to be answered concerning some
topics or the particular concern, which is also the initial stage signifying the base of your
research project after you obtain the desire to what you want to study in a research project
(Bryman and Bell, 2014). Research questions are intended to guide and center the study

to achieve the research objectives (Tabachnick and Fidell, 2013).

The research questions are derived from the research objectives as it is more important

and is deemed to be aligned in order to facilitate the study (Richard, 2017).

Based on the research objectives, the specific research questions are as below:

RQ1: Will perceived risk influence consumer purchase intention in genetic modified food

in Chengdu, China?

RQ2: Will perceived benefit influence consumer purchase intention in genetic modified

food in Chengdu, China?

RQ3: Will environment concern influence consumer purchase intention in genetic

modified food in Chengdu, China?



1.5 Significance of the Research

1.5.1 Significance to Academic

Firstly, This study is able to enhance the knowledge of other researchers who are
interested in the consumer buying behavior towards GMO in the context of China, which
is still a relatively unknown area (Buysse, Feng and Gellynck, 2013). Besides, the study
offers the perception for GMO companies to get a better understanding of consumers
buying intentions as well as how the factors including perceived risks, perceived benefits
and environment concern influence it in China (Paul and Rana, 2012). It is crucial for
marketers to make full use of the research results to capture the needs of the consumers
from 20 to 60 years old regardless of the gender in China (Persaud and Azhar, 2012).
Therefore, GMO market can reconstruct and make the timely adjustment of their
marketing plan which can induce higher sales and purchase for the GMO (Gunderson,

Boehlje and Sonka, 2014).

1.5.2 Significance to Industry

The findings of the study will help improve policy makers' ability to strengthen the
public's ability to buy GMO products in China (Thegersen and Zhou, 2012). The
government will understand whether gm organisms should be better understood and
understand China's acceptance of genetic technology (Hiatt and Park, 2013). Growing
interest in the GMO market will open up opportunities for the Chinese government and
economy and it is conducive to China's economic development (Crane, Matten and

Spence, 2013).



1.6 Scope and Limitations of the Research

Since the purpose of the research is to analyze how the factors such as perceived risks,
perceived benefits and environment concern influence the consumers’ buying behavior
towards the GMO products in Chengdu, China, the scope of the study is it is only focus
on Chengdu China, and factors influence the consumers’ buying behavior related to GMO

only in Chengdu China. Thus the study is very narrow.

First of all, since this paper only analyzes perceived risks,perceived benefits and
environment concern factors, it does not analyze all factors that may affect customers'
purchase intention. Apart from the selected factors, it may have a slight impact on buying
intentions, but not on the key factors. Thus the usefulness of the results remains unknown.
Besides, due to limited time, the sample size of the interviewees in this study is about 250,
which is not enough to represent all customers in China and it is difficult to ensure the
equal distribution of men and women in the survey. this may lead to findings that reflect
only the buying intentions of certain groups. In addition, the data collected cannot
guarantee the accuracy of the research process, as participants may respond to the

questionnaire untruthfully and unkindly.



1.7 Operational Definitions

Consumer purchase intention: consumer purchase intention refers to consumers' purchase
preference for products and services after evaluating the factors of products (Sohail,
Faiza & Anas, 2015). In addition, consumers' willingness to buy is crucial for market
managers to understand the relationship between consumers and products. They can also
predict the sales situation in the future through their willingness to buy and decide the

marketing plan for new products and existing services (Morwitz, 2014).

Genetically modified foods: Genetically modified foods, also known as genetically
engineered foods or bio engineered foods, are foods produced by organisms that use

genetic engineering methods to introduce changes into DNA (Lusser and Davies, 2013).

Perceived risk: Perceived risk is the uncertainty of consumer's use of the product when
buying the product.It's a psychological and functional risk that consumers feel when they

buy the product.(Mittal, Soundararajan and Bovik, 2013).

Perceived benefits: Grubbs and Carter (2002) stated that perceived benefits are
perceptions of the positive consequences of a particular action. In behavioral medicine,
the term "perceived benefit" is often used to explain a person's motivation to act and to

intervene or treat.

Environment concern: Environmental concern refer to people's emotional attitude
towards the environment and their attitude to environmental issues (Buil, Chernatony and

Martinez, 2013).



1.8 Organization of Chapters

Chapter 1 generally introduces the research study containing the research background and
current development. Afterwards, the problem statement, research questions and research
objectives are elaborated. Finally, this chapter states the scope and significance of this

research, as well as the limitations that exist.

Chapter 2 aims to review relevant existed literature's on all the research variables regard
to this research. Such as the definition of consumer buying behavior and the relevant past
academic debates, the global and local perspective regarding the factors that influence
consumer buying behavior, which include the perceived risks,perceived benefits and
environment concern. Finally, this part intends to ascertain the research gaps that is
linked with the purpose of this research, that will help to improve the academic and

managerial value of this research.

Chapter 3 discusses the details of the research methodology including the research design,
the questionnaire, the method of data collection, sample design, the tools of survey, data

processing and analysis.

Chapter 4 focuses on the data analysis and the results presenting through the online
survey, among which the IBM-SPSS22.0 is used to demonstrate the graphs to show the

research findings, as well as to justify the hypothesis.

Chapter 5 is the analysis and discussion of the major research findings in this study and

the suggestions for the improvement of Genetically modified foods in China.

10



2.0 Overview of Chapter 2

In this chapter, this paper aims to analyze the literature review focusing on the buying
intention of Chinese consumers, as well as how several factors such as perceived risks,
perceived benefits and environmental concern affect their buying intention. The literature
review contains the dependent and independent variables related to the research
objectives mentioned in chapter 1, followed by the basic theory and research framework
in the previous chapter.Then it puts forward some hypotheses from the research purposes,

problems and conclusions of this chapter.

2.1 Phenomenon of Consumer Purchase Intentions

Younus and Rasheed (2015) pointed out that consumers' purchase intention is their
preference for products or services after evaluation, which will be affected by many
external factors.In addition, Hamid (2015) believes that consumers' purchase intention is
a complex process, which is usually related to their behaviors, opinions and attitudes, and
also a key factor influencing consumers' decision on product purchase. In addition, Lee
(2014) also pointed out that the purchase intention determines the willingness of
consumers to buy goods. The higher the purchase intention, the higher the purchase

intention.

Larasati, Sarah and Suresh (2013) believed that there are five stages before purchasing,
namely consciousness, knowledge, enjoyment, preference and assurance. Based on this,

marketers can understand consumers' purchase intention according to their preferences.

11



2.1.1 The Global Perspective towards Consumer Purchase Intention on

GM Food

Lusk, Roosen and Fox (2013) used various quality variables, including whether cattle
were fed gm corn, to estimate the willingness of consumers in France, Germany, the
United Kingdom and the United States to buy beef. Their findings suggest that European
consumers value beef without gm corn much more than American consumers do.
Noussair, Robin and Ruffieux (2002) studied the difference between European public
opinion and consumers' purchase of genetically modified food. They found that
consumers often did not know the labels contained genetically modified ingredients.
McCluskey (2012) found that Japanese consumers were willing to pay 60 per cent less
than for non-gm noodles and 64 per cent less than for non-gm tofu. Consumers' attitudes
to safety, self-reported knowledge and risk were found to be important indicators of their
overall willingness to accept gm products. Japanese consumers - like those in Europe -

are highly skeptical of government regulations and accountability on food safety issues.

Chen and Li (2012) 's research on consumers in Taiwan shows that Taiwanese consumers
increase their perceived benefits of GM foods according to their positive general attitude
towards GM foods and their trust in government departments and experts.With the
accumulation of their own reality awareness of GM foods, their risk perception of GM

foods will increase accordingly.

Clare Hall (2015) investigated attitudes of Scottish farmers towards genetically modified
food.In the eu, the debate on gm has never stopped, and the opinions on gm are also
controversial, which can be divided into two groups that support and oppose gm.The

major players are the public (consumers), non-governmental organisations (NGOs) and

12



industries and corporations.And a large group - farmers are far from these debates, but
whether they cultivate gm crops will have a critical and important impact on the future of

European agricultural technology.

Lyndhurst (2013), in terms of the mutual influence between the concepts of risk and
benefit, one of the most clear explanations is people's attitudes towards the same
technology in different applications. On the whole, European consumers have a positive
view of the medical application of gm. Therefore, it is estimated that, on the whole, the
medical application is morally acceptable and should be encouraged.On the contrary,
uncertainty about the benefits and usefulness in food applications means that for most

people, its risks outweigh the benefits. The concept of risk and benefit is important

2.1.2 The Local Perspective towards Consumer Purchase Intention on

GM Food

The research of Yu ting and Deng xinan (2014) shows that as consumers gradually grasp
the production principle of GM food and gradually improve their understanding of GM

food, people will tend to buy GM food, and GM food has great development potential.

Wang lizhen and xu jiapeng (2010) studied the recent studies on consumers' attitudes
towards genetically modified food and the influencing factors at home and abroad. They
found consumers' attitudes towards genetically modified food will be affected by such
factors as personal and economic characteristics, information factors, recognition degree

of biological common sense, perceived risks and benefits.

13



Yu (2010) compared the attitudes of domestic and foreign consumers towards genetically
modified food. The results indicate that consumers in different regions have very
different attitudes. It is also found that individual characteristics and socioeconomic
characteristics of consumers have an impact on their cognition. Other researchers have
studied the risk perception of GM foods. Qingping and Wule (2010) found nearly half
(49.0%) consumers hold a waiting and wait-and-see attitude towards GM food. Their

attitude is uncertain and may change with external factors.

Zhou (2010) found that consumers' cognitive status of GMFS is affected by the safety,
economic benefits and environmental benefits of GMFS, as well as market features such
as market demand and price elasticity. At the same time, external factors such as

government policies and consumer education level, also play a role in cognitive status.

Lin and haiying (2014) found in the research that GMF information and labeling policies
had a significant impact on consumer preference. If gm information exists, then
consumers are inclined to choose non-GM food. If gm information does not exist,
consumers are inclined to GM food.Under the mandatory labeling system, consumers

prefer non-gmo food, while they prefer gmo food when labeling voluntarily.

14



2.2 Factors Influencing Consumer Purchase Intention of GM Food

Customers are always subject to their preferences and perceptions in the procurement
process, there are several factors to consider when customers are evaluating products and
making decisions about products purchased in stores, physical needs that vary from
factors such as physiology, social influences such as attitudes of others and location of

stores (aschemann-witzel, Jensen and Kulikovskaja, 2017).

Previous studies analyzed what factors and how to affect consumers' purchase intention,
providing a lot of theoretical and empirical evidence for strengthening this concept in

different contexts (Skaltsas and Vasileiou, 2015).

With the development of biotechnology, people have more and more negative views on
genetically modified products. Buying genetically modified food has become a big
problem because it is closely related to the country's economic advantages (Ismail,
Vivishna, et al., 2012). The intent to buy a particular product is based on a customer's
self-evaluation of factors. This will help with future purchases (Abdullah Sharaf, Md Isa
and al-qasa, 2015).

2.2.1 Perceived Risks

As for genetically modified food, Martinez-Poveda et al. (2013) believed that a large
amount of misinformation about genetically modified food led to consumers' risk
perception.The risks of GM foods are mainly divided into health risks and environmental

risks. These risks in some countries, such as Italy and the United States got the same

15



rating, in Britain, consumers consider environmental risk is greater than the health risks
in addition, Bukenya and Wright (2012), Han and Harrison (2012), the Moon and
Balasubramanian (2013), and other people think, in the United States, the consumer risk
awareness of science and technology or transgenic technology are negatively related to
consumer acceptance, consumer's risk perception eventually lead to non-gmo food
choices. Frewer et al. (2014) believe that consumers' acceptance of genetically modified
food depends on the specific risk perception of product -uct. Traill et al. (2014) found that
there was a negative correlation between consumer reporting risk and perceived benefit in
the eu and the us;In addition, they believe that tangible benefits may outweigh the risk
perception of GM foods.The literature discussed indicates that health and environmental

risk perception is negatively correlated with consumers' acceptance of GM foods

The risks claimed by gm products have a significant impact on their buying
intentions.These threats are said to be likely to contrast between different cultures or
different cultural factions within the same ethnic group.There are six risk types that can
be identified; Performance, financial, security, social, psychological, and time
risk.Although there have been studies on the effect of this factor, producers ignore the
impact of perceived risk on consumers' behavior of buying genetically modified food.The
public is now more concerned about the potential benefits and consequences of gm
organisms. Consumers remain skeptical about the credibility of information about gmos
and their health-related issues. It is also believed that if better understanding of
genetically modified organisms is provided, the risk perceived by consumers in terms of

health will be reduced (Ismail, Khairiah Soehod, et al., 2012).

16



2.2.2 Perceived Benefits

Beneficial knowledge of GMO is considered an important variable as well as a claimed
risk. Measuring the public's willingness to buy a product is an important factor.
Genetically modified organisms help improve the nutritional value of food and help fight
malnutrition.Golden rice, for example, is designed to fight vitamin A deficiency in
developing countries.Therefore, self-supporting agriculture is encouraged, allowing
farmers to grow food for themselves and their relatives (Key, Ma and Drake, 2015).
Transgenic plants are more resistant to abiotic stresses such as increased temperatures
and flooding.Genetic engineering has improved the quality of milk, improved meat
production, improved animal resistance to disease, and improved reproduction rate

(Ormandy, Dale and Griffin, 2014).

Attitudes towards gm technology and food fall into two categories: attitudes towards
products and attitudes towards processes, which depend on consumers' perceptions of
interest. Carrigan and Attalla (2013) found that both in the UK and the us, the perception
of interest clearly translates into willingness and behavior to buy. Magnusson and
koivisto-hursti (2002) analyzed the impact of taste and health benefits on consumer
attitudes.The results showed that while consumers were negative about gm technology,
improving their taste and health could make them accept GM food. On the other hand, for
consumers in northern Europe, their perceived interests do not significantly affect their
attitudes towards GM foods. The benefits are beneficial and cannot be a sufficient

condition for improving consumers' acceptance of GM food.
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2.2.3 Environment Concern

Consumers who are more involved in organic and environment-friendly issues, such as
environmental protection, have a positive attitude and a strong desire to buy organic
food.Environmental behavior means that all the behaviors of people are significantly
related to the nature of the environment, such as the consumption of environmental
resources.Many behaviors fall under the category of environmental behaviors, such as
food production and consumption, house purchasing, transportation and shopping (Jager,
2010). Many studies have looked at consumers' attitudes toward organic foods and found
that the three main factors are the same in different countries and cultures.Organic food is
considered healthier, more environmentally friendly and tastes better than traditional
food.However, some people believe that even if consumers are positive about organic

food, the number of consumers who often buy organic food is low (Aertsens et al., 2016).

Amin, Jahi and Nor (2013) believe that genetically modified organisms are dangerous
and damaging to nature.Consumers show greater interest in protecting the
environment.Studies have shown that the harmony of nature is highly correlated with
food selection, which is closely related to genetically modified organisms, including food
safety, acceptability, animal welfare, pollution, unwanted gene transfer into the wild
environment, reduction of genetic diversity and environmental ethics (Kim and
Mauborgne, 2014).There is an inappropriate protocol among scientists about the
environmental impact of gm organisms.Although there is no proper evidence of ge's
impact on the environment, some believe that such technology may have long-term and

cumulative side effects (Hallman, 2010).
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2.3 Theory of Reasoned Actions (TRA)

TRA is the evolution of the previous attitude theory model which is used to understand
persuasive information (Li, 2013). TRA provides a model for predicting behavioral
intentions based on an individual's attitude and normative beliefs (Cheung and Vogel,

2013).

TRA model is widely used to evaluate a voluntary motivation in consumer behavior, this
is particularly useful for evaluating consumers, because business decisions tend to be
concentrated in the small scale of smaller individual groups (Tsou, 2012). TRA stated that
people want to take action because of attitudes and social norms (Hsu and Huang, 2012).
The theory of rational behavior (TRA) proposes that individuals' purchasing behaviors
are rational and significantly influenced by social factors, and that consumers' behaviors

can be solved by acquiring information (Setterstrom, Pearson and Orwig, 2013).

TRA is based on potential assumptions (Aman, Harun and Hussein, 2012). Consumers
act in a reasonable manner while assessing the information is available, trying to achieve
favorable results while satisfying others' expectations (Amaro and Duarte, 2015). TRA
defines the intention to perform certain behaviors, namely behavioral intention, which is

conducive to actual behaviors (Ramayah, Yeap and Ignatius, 2013).

The purpose of the TRA is to try to determine how attitudes are formed and why these
attitudes influence the behavior of consumers or people and this theory is suitable as a
basic theory to explain the behavioral attitudes in the decision-making process (Aman,
Harun and Hussein, 2012). In this study, TRA is used to demonstrate how factors

(perceived risk, perceived benefit and environment concern) influence consumers'
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purchasing intention.

2.4 Gaps in the Literature

There are many literatures discussing the factors influencing consumers' purchasing
intention. For example, according to (Singer al.al., 2014), the four major factors
influencing consumers' purchasing behaviors are cultural factors, social factors, personal
factors and psychological factors. In addition to the basic internal factors such as personal
income and social culture, purchasing intention are usually influenced by a group of
external incentives (Mansoor and Jalal, 2011). In addition, consumers' purchasing
intention are usually affected by internal factors, external factors and marketing factors
(Prakash, 2010).The factors influencing consumers' purchase intention are also
considered to be diverse (Mansoor and Jalal, 2011) and largely depend on the nature of
the product (Wei, 2011). Therefore, influencing factors may be different for consumers'
purchase intention of genetically modified food. This study is to identify factors that may
affect consumers' purchase intention, especially in China.This is because the information
on the related variables in the genetic modified food is still limited, especially in China,
where such a study were not aligned. It has been identified that there is a research gap
that has motivated the researcher to fulfill the gap by conducting the research in this field

of study.
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2.5 Conceptual Framework

Theoretical framework is the basis for logical development and description of research,
and can explain the relationship network between independent variables and dependent
variables related to problems, and be determined through investigation (Libby, 2017). In
this model, the research framework shows the relationship between the perceived risk,

perceived benefit as well as environment concern and the purchase intention of GMO.

Independent variable

Dependent variable

H1
Perceived Risks
The purchase intentions of
. m .
Perceived Benefit | i GM food in Chengdu.
China
| HA

Environment Concem

Figure 1 The Conceptual Framework
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2.6 Hypothesis

Based on all the previous literature review, the thesis proposed the hypothesis regarding
the relationship between the perceived risk, perceived benefit, environment concern and

the consumers purchase intention.

H1: Perceived risks has a significant influence on consumer purchase intention in genetic

modified food in China.

H2: Perceived benefits has a significant influence on consumer purchase intention in

genetic modified food in China.

H3: Environment concern has a significant influence on consumer purchase intention in

genetic modified food in China

2.7 Chapter Conclusion

This study provides a conceptual and informative review of the literature on purchase
intention and analyses the factors that influence it. Discussing previous studies on
consumers' purchase intention and its significance, and how general and popular factors
influence consumers' purchase intention. In addition, the next section identifies the
relationship between specific factors and purchase intention of GM food and all analysis
is based on the basic theory TRA and is carried out on the basis of the research

framework in this chapter.
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3.0 Overview of Chapter 3

This chapter provides an introduction of research design and methodology which had
been applied for this research, the unit of analysis and sampling method will both
ensure the research can reach the right and effective target group. Data Collection and
measurement part will further introduce the data source, data analysis method, and
how to measure the data so as to maintain the accuracy and relevancy of the research.
The questionnaire will be used to collect and measure data in order to achieve the

objective of this study.

3.1 Research Design

Research design is a framework for research that seeks to find answers to research

questions that define the types and subtypes of research (Creswell, 2013).

For the purpose of this study, it is a descriptive research and it refers to the category of
the research whose purpose is to obtain the information from the current situation of
the phenomenon, which also aims to provide the evaluation on the situation and

people (Saunders et al., 2012).
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DETAILS OF STUDY MEASUREMENT
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Figure 2 Framework of Research Design

Source: Sekaran and Bougie (2017)

Furthermore, according to Kumar et al. (2010), the Correlation Design, also known as
Descriptive Research, is commonly applied for establishing relationships between

independent and dependent variables in a research.

Since this research only distributes the questionnaires to the customers in China,
which is the correlational study, the interference of this research is minimum (Muijs,

2011).

This research is conducted under non-contrived condition as all research activities
will be conducted by the researchers in the natural environment where all events
occur normally (Sekaran and Bougie, 2016). Thus, this study is considered to be

focused on obtaining perception of respondents only.
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3.2 Unit of Analysis and Time Horizon

The unit of research is the research object being studied by the research that is related
with the individuals in the society, groups, social organization and artifacts, which

demonstrates who is being studied and what is being analyzed (Zikmund et al., 2010).

The unit of analysis for this research is individual, because this study will focus on

the individual customer who wants to buy GM food in China.

The cross-sectional study refers to a research can be conducted through the method
that the data are collected and analyzed as soon as the data are gathered at one time
which can cover a period of days or weeks even months in order to analyze specific

phenomenon (Bryman and Bell, 2015).

In terms of time horizon, the data collected once only from respondents, therefore the

research is the cross-sectional study (Sekaran and Bougie, 2016).
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3.3 Sampling Design

The sampling design includes the population under the study, sampling plan and sample
size, which deals with choosing a representative sample for the purpose of analysis
(Myers, Well and Lorch, 2013). Sampling design can help the researcher to collect the
information efficiently and quickly before the deadline, in particular for studies like this

one that has a strict constrain for time (Saunders et al., 2012).

In this study, the target population is customers who buy GM food in Chengdu, China.
Since with the fast economic development in China, people become richer and richer and
currently an increasing number of Chinese people have started to care about the healthy
problems, so that the consumption of GM food is increasing as well (Uprichard, 2013).

That’s why this research focuses on this population.

3.3.1 The Sampling Plan

Sampling plan is a process to choose period of study for the purpose of the research of
the total population, select a sample unit of large data sets to measure the characteristics
of the population and their attitude toward a specific phenomenon (Rahi, 2017). Sampling

plan is important in research and it influences the results of the study (Lewis, 2015).

As for the sampling method of research, there two major types of ways, probability
sampling and non-probability sampling, which depends on the property of the study
(Zikmund et al., 2010).
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The sampling method of this study is probability, because the population in this research
is customer who buy GM food in Chengdu China and in the process of data collection
every sample in the population has the equal chance among the respondents and it is
random. According to Uprichard (2013), a probability sampling method is defined as a
sampling way that use random selection to execute a random selection method, which
stated that the samples in the research population have equal chance of being selected and

the process of data collection shall be random.

3.3.2 Sample Size

Sample size refers to the number of units contained in a sample, which is a very
important concept in sampling inference (Krejcie and Morgan, 1970). The sample size
chosen for the study have a significant impact on the quality of the results, different
sample size result in different results and sample size calculations are performed to
determine how large the sample size is needed to avoid such problems (Kumar, 2014).
According to country-meter (2017), the resident population of Chengdu in China has
reached to 20.3 million by 2016, Based on the formula for calculating the sample size, the

number of questionnaires in this study is at least 250.
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3.4 Questionnaire Design

Questionnaire design is a process that design the format and questions in the research
instrument used to collect data from the respondents (Lavrakas, 2012). There are several
stages of questionnaire design including the definition of key concepts, choice of survey
mode, generation of hypotheses and assumed relationships, sampling, question
construction, questionnaire management and data collection as well as data analysis
(Brace, 2018). Questionnaires design are useful and convenient for researcher to collect
data from the respondents in the studies, and the researcher can also notice the
importance of a well-designed questionnaire and the results of the questionnaires (Artino

etal., 2012).
Table 1 Questionnaire Design
Section Items No. Of Questions Reference
A Demographic 5 Bilal and Ali (2013)
Rafi, et al. (2012)
Perceived risks 5 Habel and Schons
(2016)
Haque, et al. (2015)
B Perceived benefits 5
(Independent Dabholkar (2015)
Variables)
Rafi, et al. (2012);
Environment 5 Cui (2014);
coneert Papista and Krystallis
(2013)
C (Dependent Consumer 4 Yogi (2016);
Variable) purchase intention Velumani (2014)
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3.5 Pilot Test

Pilot testing means that by trying a small number of people first, find out whether the
observation form or the key information guide of the study can work in the “real world”
(Sekaran and Bougie, 2016). Pilot tests will help to identify the weaknesses of the

questionnaire and also the survey techniques (Kothari, 2013).

In this research, the questions of demographic profile are adopted from the research of
Bilal and Ali (2013). For independent variables, questions related to perceived risks are
adopted from Habel and Schons (2016). questions related to perceived benefits are
adapted from Haque, et al. (2015) and questions related to environment concern are
adopted from Cui (2014) and Papista and Krystallis (2013). As for the questions about
customer purchase intentionare adopted from the study of Yogi (2016). In this study, the
size of the sample evaluated by the pilot test is 10% of the whole sample size, which is

around 40 (Kouman, 2017).

Based on previous studies,40 out of 250 samples were distributed as a pilot to ensure full
understanding of the questionnaire content. Formal data collection will continue after 30

participants are confirmed to have answered the questions correctly

The test results showed that there was no problem with the clarity, flow, or layout of the
problem.In addition, in order to check whether the results of each project are consistent
with the overall questionnaire, reliability test is also conducted. The following table (table
2) clearly shows that Cronbach's alpha of 23 projects is 0.941, exceeding 0.7, indicating
good internal consistency (George & Mallery, 2003).
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Table 2: Reliability of Pilot Test

Reliability Statistics

Cronbach's
Alpha

Cronbach's
Alpha Based
on
Standardized
tems

M of ltems

.ari

8498

24

3.5.1 Pilot test: Factor Analysis

Factor analysis is used to determine whether a factor should remove or reduce from the
project before starting the reliability test (Bryman and Bell, 2015). it is the technique that
can be used the investigate the relationship and patterns between complicates factors so

that it can be easily understood and interpreted, which makes research analyze those

concepts which are not easily estimated (Yong and Pearce, 2013).

For Factor analysis, the most widely used technique is the Kaiser-Meyer-Olkin (KMO)
Test, whose value is getting closer to 1, stronger relationship between variables is
(Zohrabi, 2013). In this study, the KMO value must be greater than 0.6 in order to shows
those data are available for further analysis (Hauke and Kossowski, 2011). If the KMO
value for dependent variable is less than 0.6, more question have yo be added for

statistical significance, if the the KMO value for independent variable is lees than 0.6,

means the factor is not correct (Bryman and Bell, 2015).
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According to Bougie and Sekaran (2016), the value of factor loading must be more than
0.6, if the factor in the pilot test loading for items are more than 0.5 and less than 0.6, can
keep questions and if less than 0.5, question should be removed or changed. Factor
loading must be conducted on all the items in the IVs as well as the DV to ascertain
whether the items adopted for the questionnaire are considered to be relevant, appropriate
and valid for further analyses (Zohrabi, 2013). Besides, the value of Eigenvalues must be
more than 1 and it must be equal to independent variables in research (Kumar et al.,
2010). When a study has 2 IVs, the Eigenvalues >1 must also have at least 2, whereby, if
the Eigenvalue less than 1, need to remove or change the independent variable (Zohrabi,

2013).

3.5.2 Reliability Test

The reliability test is used to measures the consistency of data collected for the proposed
research models (Bougie and Sekaran, 2016). The data collected back must be
emphasized and examined to ensure its reliability for better analyzing the study and it is

significant for any statistical research (Zohrabi, 2013).

Cronbach’ s Alpha will be utilized to calculate and check the reliability of the data and
the acceptable value for Cronbach’ s Alpha is from 0.70 to 0.95 which means the higher

the value is, the more solid the measurable outcome is (Anderson et. al., 2010).

For testing the reliability, the Cronbach’ s Alpha value must be higher than 0.7 because
the higher the alpha value is, the more reliable the results are (Zikmund, 2010). In the
event the Cronbach Alpha is less than 0.7, therefore the question need to be deleted,

another question need to be used (Hair, 2010).
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3.6 Measurements

The measurement instruments are used to gather information on the variety of factors
running from physical working to psychosocial prosperity, and the normal sorts of
instruments includes scales, reviews, interviews and casual perceptions (Sekaran and
Bougie, 2016). The measurement refers to the digital distribution of the collection of

quantitative data (Jabr and Kallow, 2011).

This research consists of all the statistical analysis techniques such as descriptive

information, preliminary test as well as the hypothesis testing (Bougie and Sekaran,

2016).

3.6.1 Descriptive Information

Descriptive statistics can be explained as the creative outcome generated from the raw
data, which come from the process of research Creswell (2013). Descriptive statistics is
often represented with descriptive contents combining those key factors together in a

situation (Green, 2010).

Demographic data refers to data related to the personal information of interviewees,
including population, religion, education and income factors, which can help researchers
better understand the target population (Chen and Wu, 2015). In this research, age,
education background and occupation are selected as demographic data in consuming
GM food in China, because according to Bilal and Ali (2013), different age groups show

different cares on GM food; according to Green (2010), education background is
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considered as a factor which influences the consuming behaviors on GM food; and
Zikmund (2010) stated that people with different occupations show different sensitivities

in consuming GM food.

3.6.3 Hypotheses Testing

Hypothesis testing is a statistical tool that uses the sample data to assess the hypothesis to

assume the overall situation of the whole population (Zikmund, et al., 2010).

Multiple Regression

Multivariate regression analysis is a correlation analysis that determines predictive values
that depend on the values of variables from independent variables (Mika et al., 2013).
Multiple regressions has more than one predictor variables in the equation compared to

simple regression which only have one predictor variable (Anderson et. al., 2010).

nn

The path coefficient is-1 to +1, and the prefix "+" or indicates the direction of the
linear association, and the higher the path coefficient, the stronger the relationship (Mika
et al., 2013). And P-values generally require less than 0.05, indicating that the study is

acceptable at a significant level of 5% (Robson, 2014).

The Coefficient of Determinant (R2) is an indicator for the percentage of variance of the
dependent variable, it can be explained by the change of the independent variable, the
change of the independent variable is close to 1, to ensure that the regression model is

significant (Boscai et al., 2012).
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Beta Coefficient

Bath Coeftficient Analysis measures the strength, direction and the significance level of
the relationships between independent variables and dependent variables (Hair et al.,
2010). The higher the absolute value of the B coefficient, the stronger the effect (Nyffele
and Miiri, 2010). If the beta coefficient is positive, then the interpretation is an increase
for each predictor, and the resulting variable increases the beta coefficient to be negative.
The explanation is that for each unit of the predictor, the resulting variable is reduced
(Chatterjee and Hadi, 2015). The t-value which should be less than 0.05 to represent a
significant relationship, and path coefficient value is the representative of the significance

level and direction of the relationship which is ranging from -1 to +1 (Pallant, 2013).

3.7 Ethical Consideration

The Belmont (2013) report summarizes three basic ethical principles related to the study
of human subjects involving people, beneficiaries and justice. The results collected in this
study are anonymous and confidential and are for educational purposes only. Each
respondent has a clear purpose to participate in this study. Even if respondents are asked
to provide their personal information, such as age, gender, education qualifications,
monthly income, job title, full consent and confidentiality, they are also provided

anonymously.
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3.8 Conclusion

This chapter describes how to manage and complete this research, including research
design and methods, measurements and instruments, data collection, data access, and

analytical methods. Finally, Gantt chart will be used as the schedule of this research.
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Chapter 4 Findings and Discussion

This chapter will introduce the findings of 252 respondents.The statistical results will be
verified using the data obtained by SPSS 22.0 software.Details of the findings and further

explanations will be discussed.

4.1 Reliability Test

Cronbach's coefficient is used to determine the consistency and reliability of the
instrument. Reliability analysis shows that appropriate variables are useful in social
science research.This study will test reliability to obtain the alpha value of Cronbach.
Based on the test results below (table 3), the purchase intention of Cronbach undertaking,
perceived risk, perceived benefits and environmental concerns were 0.877, 0.781, 0.862
and 0.792 respectively, all exceeding 0.7. The test results showed that the internal

consistency level of all items was acceptable.

Table3: Reliability Test Result of Four Variables

Variable Cronbach’s Alpha N of Items
Perceived Risks 0.781 5
Perceived Benefits 0.862 5
Environmental concern 0.792 5
Intention 0.877 4
Total 0.857 24
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4.2 Descriptive Analysis

In this study, a quantitative method was adopted to conduct online questionnaire survey,
among which 252 questionnaires were sent out and collected, and population information

was analyzed by SPSS.

Table 4: Demographic Descriptive Analysis

Characteristic Frequency Percentage
Gender Male 104 41.3
Female 148 58.7
Age 18-25 131 52.0
26-33 106 421
34-42 14 5.6
43-51 1 0.4
Education Level High school or less 5 2.0
Junior college 38 15.1
Undergraduate 114 445.2
Master 94 37.3
PHD 1 0.4
Occupation Student 118 46.8
Private company employee 72 28.6
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Civil servant 31 12.3

Self-employed 7 2.8
Unemployed 4 1.6
Others 20 7.9
Average Under 1000RMB 85 33.7
income 1001-3000RMB 56 22.2
3001-5000RMB 61 242
5001-10000RMB 22 8.7
10001-20100RMB 3 1.2
Above 20100RMB 2 99

Among the 252 valid samples, 104 males (41.3%) and 148 females (58.7%) were
involved. The number of females was higher than that of males. In terms of age, 52.0%,
42.1%,34-42 5.6% and 43-51 5.5% were aged between 18 and 25, respectively.In terms
of career, 46.8% of the students, 2.8% of the self-employed employees and 28.6% of the
employees in private enterprises are enrolled by students, slightly higher than other
occupations.The average income distribution is relatively uniform, and most participants'

income is less than 5,000 yuan.

To sum up, according to the demographic information of this study, female participants
were significantly more than male participants.The majority of participants were aged

between 18 and 25 and between 26 and 33;Finally, student participants accounted for the
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largest proportion. Average income is more evenly distributed.

4.3 Exploratory Factor Analysis

The factor loading value in this study is the component matrix.Factor loading shows
whether the variables used in this study are related. Factor loads are significant when
factor loads are greater than 0.5, while Kaiser Meyer Olkin (KMO) effective loads are
above 0.7.The Barlett sphericity test must be significantly higher than 0.05 and the
commonality should be greater than 0.5. More than 60% of the total variance indicates
that the data collected is adequate. Furthermore, the rotated component matrix should be

greater than 0.5, indicating that all terms in each factor are related.

Table 5: KMO and Bartlett’s Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 902
Bartlett's Test of Sphericity Approx. Chi-Square 2997.194
df 136
Sig. 000
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Table 6: Factor Analysis for All Variables

Communalities

Initial Extraction

6.1 can clearly distinguish

1.000 .850
genetically modified food
7.1 understand the concept

1.000 .679
of genetic modification.
8.1 will purchase geneticall

P 9 Y 1.000 .587

modified products
9. | think that GMF s
important and beneficial to 1.000 .632
the society
10.Genetically modified food

1.000 .856
will harm our health
13. Genetically modified
technology create major 1.000 .533
catastrophe
14.1 would say that choosing

1.000 .614
to eat GMF is risky
15.Genetically modified
technology increase the 1.000 .626
country’s economy
16.Genetically modified
technology improve the 1.000 .520

standard of living of farmers
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17. Genetically modified
technology increase the 1.000 .599

nutritional value of food

18.The taste of GM food is
better compare to traditional 1.000 591
food.

19.GMF increase the

society’s quality of life

1.000 .587

20.Genetically modified
technology affect species 1.000 .583

( plants & animals)

21.Genetically modified
technology will create gene 1.000 .618

pollution

22. Genetically modified
Food change the nutritional 1.000 .638

composition

23.Genetically modified
technology create tolerance 1.000 71

to herbicide and pesticide

24.Growing genetically
modified crops will be 1.000 713

harmful to the environment

Extraction Method: Principal Component Analysis.

When the validity test was conducted for the first time, the question pertaining to
perceived risks such as GM technology will lead to unhealthier food and has long term
side effect had a communality of only 0.276 and 0.477 as shown in Appendix 1.

Thereafter the item was removed as it did not show validity.
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Table 5 and table 6 shows details of the re-validation test for this study. the variation
range of KMO was 0.902, exceeding 0.70, Bartlett tests approximated chi-square
2997.194, and the significance level was 0.000 (Sig.<0.05), less than 0.05. besides,the
communalities is more than 0.5. The total sample size was enough for continuous factor

analysis, and the overall construct validity of the scale was good.

4.4 Multiple Regression Analysis

According to Sekaran &Bougie(2016), multiple regression analysis is to verify the
synchronization effect of several independent variables on one dependent variable.In
other words, multiple regression analysis helps to understand how much variance in a
dependent variable is explained by a set of predictive factors. Therefore, once multiple
parameters are required, multiple regression tests work to predict which independent

variables will significantly affect the relevant variables.

4.4.1 Hypotheses

Hypothesis 1

Hol: Perceived risks has no significance consumer purchase intention in genetic
modified food in Chengdu, China.

Hal: Perceived risks has a high significance consumer purchase intention in genetic
modified food in Chengdu, China.

Hypothesis 2

Ho2: Perceived benefits has no significance consumer purchase intention in genetic
modified food in Chengdu, China.

Ha2: Perceived benefit has a high significance consumer purchase intention in genetic
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modified food in Chengdu, China

Hypothesis 3

Ho3:Environment concern has no significance consumer purchase intention in genetic
modified food in Chengdu, China.

Ha3:Environment concern has a high significance consumer purchase intention in genetic

modified food in Chengdu, China.

4.4.2 Multiple Regression Analysis for Independent Variables

Table 7: Model Summary

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate

1 .8332 .693 .690 .33851

a. Predictors: (Constant), IV3, V2, IV1

Table 7 shows the model summary of the independent variables, providing the R and R
square values. The R-value signifies the simple correlation with the value of 0.833,
indicating a high degree of correlation. R squared value represents the total change
degree of the dependent variable (customer purchase intention), which is explained by the

overall independent variable (perceived risk, perceived benefit and environmental
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concern). In this study, the value of R squared is 0.693. This means that the overall
independent variable of customer purchase intention is 69% variance.Therefore, the
summary of the model shows that the independent variables of customer purchase

intention are high enough to fit the regression model.

Table 8 Coefficients of Independent Variables

Coefficients?

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .284 .164 1.728 .085
V1 528 .056 .530 9.471 .000
V2 .102 .058 .095 1.747 .082
V3 .288 .048 .295 6.025 .000

a. Dependent Variable: DV

Table 8 shows the statistical results of the coefficients of all independent variables
(perceived risk, perceived return and environment) to the dependent variable (customer
purchase intention). It provides the necessary information to predict the customer’s
intention from the independent variables and determines whether the independent
variables are important to the model. According to Table 8, the independent variable

Perceived risk and environment concern has the highest statistically significant
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standardized coefficient to customer purchase intention as the p value both are less than
0.05. perceived benefit is not significant with the p-value at 0.082 as the p-value is more

than 0.05. therefore, Therefore, it cannot be used to as forecasting elements.

4.5 Summary of Findings

In this study, 250 samples were successfully collected through empirical test of Chinese
consumers' willingness to buy genetically modified food and multiple statistical analysis
methods. Several statistical analysis methods, research objectives and hypotheses were

tested with SPSS22.0 software.

Table 9 Research Hypotheses Analysis Summary

Variable Hypothesis Result
Perceived risks H1 Support
Perceived benefit H2 rejected
Environment H3 Support
concern

According to the research results, the summary of the hypothesis results is shown in table
9, except that the perceived benefits (hypothesis 2) are rejected, others are accepted. In
other words, perceived risk (hypothesis 1) and environmental concern (hypothesis 3) are
positively correlated with consumers' willingness to buy genetically modified food in

Chengdu, China. This means there is a strong relationship between environmental and
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perceived risk towards consumers' purchase intention to buy genetically modified food
and there is is no significant relationship between perceived benefit and customers'

willingness to purchase GM food.
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Chapter 5 Chapter Qutline

This chapter will conclude all the findings of this research on the consumer purchase
intention toward China's genetically modified food. Recommendations for this research
and for the future will be discussed in this chapter. Besides, the limitations of this study

will also be covered.

5.1 Conclusion

The researchers achieved their goal of identifying factors affecting consumers'
willingness to buy GM food in China.The results show that perceived risk and
environmental concerns affect customers' purchase intention.This means that when
buying genetically modified food, these two factors will affect consumers' behavior of
buying genetically modified food.This supports previous research that Chinese buying
genetically modified foods is declining as people consider it is risky to eat them and that

it is bad for the environment (Pino, Amatulli and Angelis, 2016).

This study found that perceived benefit do not have a significant influence on the
customer purchase intention when purchasing GM food. Therefore, it was rejected.
Previous studies have shown that there is a significant relationship between perceived
benefits and consumers' willingness to genetically modified foods. Moreover, perceived
benefits are a powerful predictor of consumers' attitudes towards genetically modified
foods (Prati, Pietrantoni and Zani, 2012). Today, however, other factors are considered
more important, which puts perceived benefits in a secondary position when purchasing
GM food, therefore, this factor cannot be used to as forecasting elements for customer

purchase intention when people purchasing GM food.

47



5.2 Recommendation

The government should do a good job in popularizing and publicizing knowledge of GM
technology and GM food, so that consumers can have a more objective and real
understanding of GM technology and GM food, and consumers can make their own

consumption decisions with a full understanding of gm technology and GM food.

Government departments should play a guiding and normative role in the industry and
media, correct reporting, restrain and regulate enterprise behaviors, and enable consumers

to obtain authentic and reliable information.

the GMF industry should carry out effective market segmentation. As a special and
emerging food, genetically modified food should be effectively segmented according to
individual characteristics of consumers and regional distribution to avoid failure of
marketing strategies due to non-differentiated marketing.This differentiated marketing

strategy is conducive to improving the efficiency of GM food market.

Standardizing the information release of media and network channels.In the media and
network channels, false or exaggerated information is released from time to time, and the
current information from the network and media has a more profound impact on
consumers, therefore it is necessary to standardize the information from the media and

network channels, so that the information from this channel is objective and real.

48



5.2 Limitations

Although this article is in reference on the basis of mature theoretical models to expand
the sample size, strive to reflect truly and objectively our country consumer attitudes
towards genetically modified food and willingness to spend, but under the influence of

various aspects, this paper studies the existence of the following disadvantages:

Firstly, the interview in the research of the consumer is random, when sampling not
carried out in accordance with the individual characteristics of some basic stratified
sampling, open to see from the result of distribution on the individual characteristics of
samples, part of the index is too concentrated, may affect the representation of the

sample.

Secondly, this paper takes consumers' consumption intention of genetically modified food
as the research object, and lacks the research and analysis of actual purchase behavior.
High consumption intention does not necessarily translate into actual purchase behavior,

so there are some limitations in the practical sense.

Thirdly, the influence factors of genetically modified (GM) food consumption will be
thoughtless, without fully considering the influence factors of compatible with domestic
situation, the model adopted by the foreign literature and the impact factor is not
completely suitable for domestic case, which may lead to the lack in the model to the

important impact factors and persuade degree influenced the results.
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5.3 Suggestions for Future Research

First of all, this study found that the factors affecting purchasing power are varied and
variable. This paper studied three factors, and the current study has not examined the
influence of other variables.Therefore, it is encouraged to explore other variables in

further research.

Secondly, this study adopts quantitative research method and collects 252 samples in
online questionnaire.Therefore, due to time constraints, participants may not be willing to
spend enough time to complete the questionnaire, and the data collected from the sample

may affect the results of this study.

Due to the limitation of time and place, the collected samples are not diversified enough,
and further research should cover more fields and collect diversified samples.Therefore,
future researchers should add more variables to the study and expand the geographical

location of the survey.

In the field of genetically modified (GM) food and consumer behavior research, the
domestic scholars mainly research perspective focus on consumer's perception of
genetically modified (GM) food, attitude towards genetically modified food, willingness
to spend for genetically modified (GM) food, etc., in addition, there are scholars risk
perception, the labeling of GM food, etc, and the actual purchasing behavior for
consumer research remains to be further.Therefore, future studies in this field can focus
on the actual purchase behavior of consumers and deeply analyze the relationship
between consumption intention and purchase behavior. With the continuous improvement

of the research theory, it is believed that the future research on genetically modified food
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and consumer behavior will be gradually improved and deepened.
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Appendix 1: SPSS Output for Data Analysis — Pilot Test

Reliability Statistics

Cronbach's
Alpha Based
an
Cronhach's Standardized
Alpha [tems M oof ltems
878 .8498 24

Appendix 2 — SPSS Output for Data Analysis —Reliability Test

Variable Cronbach’s Alpha N of Items
Perceived Risks 0.781 5
Perceived Benefits 0.862 5
Environmental concern 0.792 5
Intention 0.877 4
Total 0.857 24
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Appendix 3: SPSS Output for Data Analysis— Descriptive Test

Characteristic Frequency Percentage
Gender Male 104 41.3
Female 148 58.7
Age 18-25 131 52.0
26-33 106 421
34-42 14 5.6
43-51 1 0.4
Education Level High school or less 5 2.0
Junior college 38 15.1
Undergraduate 114 445.2
Master 94 37.3
PHD 1 0.4
Occupation Student 118 46.8
Private company employee 72 28.6
Civil servant 31 12.3
Self-employed 7 2.8
Unemployed 4 1.6
Others 20 7.9
Average Under 3000RMB 85 33.7
income 1001-3000RMB 56 22.2
3001-5000RMB 61 24.2
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5001-10000RMB

10001-20100RMB

Above 20100RMB

22

8.7

1.2

9.9

Appendix 4: SPSS Output for Data Analysis — Fator Analysis

Factor Analysis before item deleted

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .903
Bartlett's Test of Sphericity Approx. Chi-Square 3261.077
df 171
Sig. .000
Communalities
Initial Extraction
6.1 can clearly distinguish
1.000 .835
genetically modified food
7.1 understand the concept
1.000 .696
of genetic modification.
8.1 will purchase geneticall
P 9 y 1.000 .585
modified products
9. | think that GMF is
important and beneficial to 1.000 .608
the society
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10.Genetically modified food

will harm our health

11.  Genetically modified
technology will lead to

unhealthier food

12. Genetically modified
technology have long term

side effect

13. Genetically modified
technology create major

catastrophe

14.1 would say that choosing
to eat GMF is risky

15.Genetically modified
technology increase the

country’s economy

16.Genetically modified
technology improve the

standard of living of farmers

17. Genetically modified
technology increase the

nutritional value of food

18.The taste of GM food is
better compare to traditional
food.

19.GMF increase the

society’s quality of life

20.Genetically modified
technology affect species

( plants & animals)

21.Genetically modified
technology will create gene

pollution

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

78

.838

276

ATT

.520

.615

.636

514

.600

.584

.564

572

.612




22. Genetically modified
Food change the nutritional

composition

23.Genetically modified
technology create tolerance

to herbicide and pesticide

24.Growing genetically

modified crops will be

harmful to the environment

1.000

1.000

1.000

.631

712

.720

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings

Component Total % of Variance Cumulative % Total % of Variance Cumulative %
1 8.577 45.142 45.142 8.577 45142 45.142
2 1.722 9.063 54.205 1.722 9.063 54.205
3 1.294 6.813 61.017 1.294 6.813 61.017
4 .968 5.097 66.114

5 .837 4.405 70.519

6 .704 3.703 74.223

7 .653 3.438 77.661

8 .595 3.134 80.795

9 .559 2.944 83.739

10 AT7 2.511 86.250

11 463 2.435 88.685

12 400 2.107 90.792

13 .353 1.859 92.651
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14 .322
15 .307
16 .270
17 .255
18 .229
19 .013

1.697

1.617

1.420

1.341

1.203

.071

94.348

95.965

97.385

98.726

99.929

100.000

Extraction Method: Principal Component Analysis.

Factor Analysis after item deleted

KMO and Bartlett's Test

Bartlett's Test of Sphericity

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

Approx. Chi-Square
df

Sig.

.902

2997.194

136

.000

Communalities

Initial Extraction
6. can clearly distinguish
] a 1.000 .850
genetically modified food
7.1 understand the concept
1.000 .679
of genetic modification.
8.1 will purchase geneticall
P 9 Y 1.000 .587
modified products
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9. | think that GMF is
important and beneficial to

the society

10.Genetically modified food

will harm our health

13. Genetically modified
technology create major

catastrophe

14.1 would say that choosing
to eat GMF is risky

15.Genetically modified
technology increase the

country’s economy

16.Genetically modified
technology improve the

standard of living of farmers

17. Genetically modified
technology increase the

nutritional value of food

18.The taste of GM food is
better compare to traditional
food.

19.GMF increase the

society’s quality of life

20.Genetically modified
technology affect species

( plants & animals)

21.Genetically modified
technology will create gene

pollution

22. Genetically modified
Food change the nutritional

composition

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

1.000

81

.632

.856

.533

.614

.626

.520

.599

591

.587

.583

.618

.638




23.Genetically modified
technology create tolerance

to herbicide and pesticide

24.Growing genetically

modified crops will be

harmful to the environment

1.000

1.000

M

713

Extraction Method: Principal Component Analysis.

Total Variance Explained

Initial Eigenvalues Extraction Sums of Squared Loadings

Component Total % of Variance Cumulative % Total % of Variance Cumulative %
1 7.946 46.741 46.741 7.946 46.741 46.741
2 1.704 10.025 56.766 1.704 10.025 56.766
3 1.287 7.572 64.338 1.287 7.572 64.338
4 771 4.535 68.873

5 .708 4.167 73.040

6 .631 3.713 76.752

7 594 3.496 80.248

8 .561 3.298 83.546

9 471 2.771 86.317

10 463 2.723 89.040

11 .396 2.330 91.370

12 .347 2.039 93.409

13 313 1.839 95.249

14 .297 1.750 96.998

15 .256 1.509 98.507

16 .240 1.412 99.919
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.O14| .081

100.000 |

Extraction Method: Principal Component Analysis.

Appendix 5: SPSS Output for Data Analysis — Model Summary

Model Summary

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .8332 .693 .690 .33851

a. Predictors: (Constant), IV3, IV2, IV1

Appendix 6: SPSS Output for Data Analysis — Coefficients

(Multiplrregression Test)

Coefficients?
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Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .284 .164 1.728 .085
V1 528 .056 .530 9.471 .000
V2 .102 .058 .095 1.747 .082




V3

.288 | .048 | .295 | 6.025 | .000 |

a. Dependent Variable: DV

Appendix 7: Initial Research Paper Proposal

INTI International University

Master of Business
Administration MGT7998 Initial

Research Paper Proposal

STUDENT NAME & IDNO | LI YAYA 117013787

BROAD AREA Marketing

Concise Title Consumer Purchase Intention of Genetically Modified Food in
Chengdu, China

Problem Definition According to Kolodinsky, Reynolds and Watts (2015), thg
support/opposition rate of Chinese consumers to GM food was
generally on the decline. 64.3 percent of the public believed that onling
debates and media reports about GM foods were generally negative
stressing that GM did more harm than good. 77.4% of the public think
that there is no evidence of safety problems with GM food now, but if
does not mean that there will be none in the future. According to Lynag

(2013),the main reason for the decline in buying GM food is due tq
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misunderstanding and prejudice about GM safety. By understanding the
purchase of these products in China, This study can better understand
the consumer, GM products can be successfully sold and improved, and
the study also can provide suggestions for future research.

Research Objectives

RO1: To determine whether perceived risk influence consumer

purchase intention in genetic modified food in China.

RO2: To determine whether perceived benefit influence consumer

purchase intention in genetic modified food in China.

RO3: To determine whether environment concern influence consumei

purchase intention in genetic modified food in China.

Scope of study

Since the purpose of the research is to analyze how the factors such ag
perceived risks,perceived benefits and environment concern influencd
the consumers’ buying behavior towards the GMO products in China,
the scope of the study is it is only focus on Chengdu, China, and factors
influence the consumers’ buying behavior related to GMO only in

Chengdu,China. Thus the study is very narrow.

Significance of the Research

Firstly, This study is able to enhance the knowledge of other
researchers who are interested in the consumer buying behaviot
towards GMO in the context of China, which is still a relatively

unknown area (Buysse, Feng and Gellynck, 2013). Besides, the study]
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offers the perception for GMO companies to get a better understanding
of consumers buying intentions as well as how the factors including
perceived risks, perceived benefits and environment concern influencd
it in China (Paul and Rana, 2012). It is crucial for marketers to makg
full use of the research results to capture the needs of the consumers
from 20 to 60 years old regardless of the gender in China (Persaud and
Azhar, 2012). Therefore, GMO market can reconstruct and make the
timely adjustment of their marketing plan which can induce higher
sales and purchase for the GMO (Gunderson, Boehlje and Sonka)
2014).

The findings of the study will help improve policy makers' ability tqg
strengthen the public's ability to buy GMO products in Ching
(Thegersen and Zhou, 2012). The government will understand whethey
GM organisms should be better understood and understand China's
acceptance of genetic technology (Hiatt and Park, 2013). Growing
interest in the GMO market will open up opportunities for the Chinesd
government and economy and it is conducive to China's economig

development (Crane, Matten and Spence, 2013).

Literature Review

Purchase intention (DV) Acebron, 2015, Cantallops and Salvi, 2014

Perceived risks  (IV) Ismail, Khairiah Soehod, et al.
2012,Balasubramanian ,2013, Frewer et al. 2014
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Perceived Benefits (IV) Haque, et al. 2015 ,Dabholkar 2015

Environment concern (IV) Rafi, et al. 2012;Cui ,2014;Papista and
Krystallis, 2013

Research Methodology

This research will be a descriptive study.

The method to be used is deductive approach
(Quantitative)

The unit of analysis will be individuals.

The research instrument will be questionnaire (English).

The method of data collection will be self-administrative.

The population will be Chinese living in Chengdu.

The sampling method will be non-probability sampling.

The sample size will be 250.

The analyses will be reliability, factor analysis and regression
analysis.
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Appendix 8: Proposal Defense Slides

( MASTER PROPOSAL DEFENSE
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Student ID: 117013787
Under the Guidance of: i/ i
Faziha
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/—Introduction / Background of
Study

The scope of having and consuming GM products in our
daily life is very large. GM food has attracted
attention from all sectors of society due to its own
uncertainty of safety, potential risks, possible
threats to biological environment (Davidson, 2016).

Chinese consumers’ awareness of GM food is
relatively low, there have been doubts about the
application of GM technology in the food field, and
the higher acceptance level cannot be fully converted
into actual purchase intention. According to Huang,

Qiu and Pray (2006), consumers in different regions
of China have different attitudes towards genetically
modified food, and there are also many different
factors influencing consumers’ purchasing intentions.

Y

7
Problem Statement

According to Kolodinsky, Reynolds and Watts (2015), the
support/opposition rate of Chinese consumers to GM food was
generally on the decline. 64.3 percent of the publiec
believed that online debates and media reports about GM
foods were generally negative, stressing that GM did more
harm than good. 77. 4% of the public think that there is no
evidence of safety problems with GM food now, but it does
not mean that there will be none in the future. According
to Lynas (2013), the main reason for the decline in buying
gm food is due to misunderstanding and prejudice about gm
safety

By understanding the purchase of these products in China,
This study can better understand the consumer, GM products
can be successfully sold and improved, and the study also
can provide suggestions for future research.
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Research Objectives & Research

Questions
General Objective

The main purpose of this study is to analvze the consumer purchase infention toward China's
geneticallv modified food and its influencing factors.

EOl: To determine whether
perceived risks influence consumer

purchase intention in genetic
medified food in China.

ROZ: Teo determine whether
perceived benefits influence
consumer purchase intention in
genetic medified food in China.

R03: Te determine whether
environment concern influence
consumer purchase intentien 1in
genetic medified food in China.

Rl :Will perceived risks influence
consumer purchase Iintenticn in
zenetic medified food in China?

RO2:Will perceived benefits
influence consumer purchase
intenticn in genetic nedified food
in China?

EQ3:Will environment concern
influence consumer purchase
intention in genetic modified food
in China?

\\As vou can see, my ROs and RQs are TOTALLY aligned

Gaps of Study

Consumer purchase intention have already been
discussed by many researchers (Chan, Monroe and
Kwan, 2014), but the information on the related
variables in the genetic modified food is still limited,
especially in China, where such a study were not aligned.
It has been identified that there is a research gap that has
motivated the researcher to fulfill the gap by conducting
the research in this field of study.
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e

Conceptual Framework

Independent variable
4 Dependent variable
1
Perceived Risks
The purchase intentions
i 1)
Perceived Benefit ‘ of GM food in China

Environment Concemn

Hypotheses

@wH1: Perceived risks has a significant
influence on consumer purchase intention in
genetic modified food in China.

wH?2: Perceived benefits has a significant
influence on consumer purchase intention in
genetic modified food in China.

@wH3: Environment concern has a significant
influence on consumer purchase intention in
genetic modified food in China

%
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e

Type of
Imvestigation

inter ference

Study Setting

Time Horizon

Sanple Size

Firpose of Study

Extent of researcher

Tarzet Fopulation

Sampling Procedure

Tlata collection

Desoriptive research

Quantitirely bazed correlations design

Minumal

Hon—contrived

Cross—sectional

Invididual (1,409,517 397 billion )

G4

Online Buestionnaire

Frobability random sampling

Research Methodology

I

Sekaran of Besignss (2016]

Bahin et al. (2012)

Cooper and Schindler (2011}

Creswell (2013)

Selkaran and Fougie (2016)

Countrymeter (2017)

Krejeie and Morzan (a7

Sedlew 2018}

Uprichard (20130

~ lTools

Factor Analysis
{Pilot test and
preliminary test)

R eliability Test

{Pilot test and
preliminary test)

Correlation matrix
{Pilot test)

Hypothesis Testing
{Multiple Regression)

Beta coefficient

Hierarchical
Regression

To idantify a raduced membar of factors
froma number of measured variables
{Hair =t al, 2014)

ENIC+ Factor Loading
Eizemvalus

To evaluate the internsl consistency and
stability of the measwramant (Sekaran and
EBouzis, 2011}

Correlation snalysis applies io
determine the direction of the
linear relationship hetwsen two
varigbles (Pallant 20100, (Nawab and
Ehatti, 2011).

To check goodnszs of fit, B?. of tha
ragrazsion modsl {Sekaran and Bougia,
2017).

To ansure that inter-cormslations smons IV iz
not high (Sskaran and Bougia, 2017).

Hisrarchical regrazsion is 8 way to show if
variablas of vour intersst explain a
statiztically significant amount of vatanca
in your Depandant Variabla {DV) aftar
accounting for all othar variablas

(Hayzs2013)

L oading=0.6 (Hair atal., 2014)
EMOS0.6{ Zikommd =t &, 2013)

=1 valid factor {Cooper and Schindlar,
013)

Cronbach slphs betwean 0.70 and 000
{Hasir 212, 2014)

Questions shout IVE cannot corrslae with
eachitem gqueztions about dimsnsions of
zamea IV can cormelae (Bryman and Ball,
2015

B maar i 1=dapendant varisbls canbs
explainad by the resmssion modsl
{52karan and Bouriz, 2017)

Bzt valuspositive o nagative valus 1o
show the ditaction (Bougis and Saksman,
2016).

R-0.5, ped.5 {Ramansthar at o], 2014)

%

Rules o thumd

Bailla {2012);
Dihar {2015
GeorEa (2013).

Nawsb and Ekatt
(2011)

Lim (2015)

Baumders, Lawiz
and Thomhill {2012)

Nawsb and Ebatt
{201

Famanathan atal
{2014)
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Summary of Proposed Questionnaire Items
adaptation from previous studies

Section Itams No. Of Questions Reference

A Demegraphic 3 Eilal and Al (2013}

Rafi, atal (2012 Habsl and

Pascaivad risks Schens (20167

Hagus, st gl. (2013) Dabholkar

Percaivad bansfits 2015)
E {Indapsndant Variablas) ey
Pafi etal. (2012);Cui
Environmant concam B (2011 ; Papiznta and Krvemllz
(2013
" X e Consumer purchass e o
C {Depandant Variabls) P Yogi [2016) ;Valumani (2014

~

Feedback for
Enhancement

Thank you
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Appendix 9: Viva Slides

MASTER PROPOSAL DEFENSE

Genetlcallv Modified Food in

Chengdu, China

Name: LI YAYA - stay
Student ID: 1 17013787
Under the Guidance of':
Faziha

L %
7 N
Agenda

« Introduction

« Problem Statement

« Research Questions and Objectives
« Theoretical Framework

+ Research Methodology

wData analysis
wFindings and Discussion
wRecommendations

wlimitations and Further Study
Recommendations
+Q & A
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e

Introduction / Background of
Study

Genetically modified foods (organisms, use genetic
engineering methods) (Lusser and Davies, 2014).

Uncertainty of safety, potential risks, possible
threats to biological environment (Davidson, 2016).

Chinese consumers’ awareness of GM food in China is
relatively low.

F

Problem Statement

The support rate of Chinese consumers to GM

food was declining (Kolodinsky, Reynolds and
Watts, 2015).

Reason:misunderstanding and prejudice about GM
safety(Lynas, 2015)

By understanding the purchase of these
products in China, This study can better
understand the consumer, GM products can be
successfully sold and improved, and the study
also can provide suggestions for future
research.
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" Research Objectives & Research

Questions

General Objective

The main purpose of this study is to analyze the consumer purchase intention
toward China's genetically modified food and its influencing factors.

E0l: To determine whether perceiwed
rizks influence consumer purchasze
intention in genetic modified food in
Chengdu, China.

R0Z2: To determine whether perceiwved
benefitz influence consumer purchasze
intention in genetic modified food in
Chengdu, China

R03: To determine whether environment
concern influence consumer purchase
intention in genetic modified food in
Chengdu, China

EQ1:Will perceiwved risks influence
consumer purchaze intention in
genetic modified food in Chengdu China?

RQ2:Will perceived benefitz influence
conzumer purchaze intention in
genetic modified food in Chengdu, China?

FQ3:Will ervironment concern influence
consumer purchase intention in genetic
modified food in Chengdu, China?

As you can see, my ROs and RQs are TOTALLY aligned

e

e

Conceptual Framework

Independent variable

Hl
Perceived Risks

H
Perceived Benefit e =

H3

Environment Concern

Dependent variable

The purchase intentions of
GM food in Chengdu,

China
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TRA

Eliefs i |

o Almde |

| Toward |
Elaluimuul— | Behavior (A) |
—*I Infentions ——= Behavior
_\:o:m:ﬂ:rci_ i ¢
= i ) | Subjective r
# MNorm (SN} |
'S = | |
lin:i\'ﬂrimd.
To Comply

TRA model is proposed to predict the behawvioral intentions and further
behaviors with the accordance of Attitude toward Behavior and
Subjective Norm (Cheung and Vogel, 2013). In this study, TRA is used
to testify the factors (Perceived risks, perceived benefits and
environment concern) which influence consumers’™ purchase intention.
The concept of attitude toward purchase intention, as consumers’
beliefs, together with the corresponding attitudes, is expected to
influence the consumer purchase intention.

Hypotheses

wH1: Perceived risks has a significant influence on
consumer purchase intention in genetic modified food
in Chengdu.China.

wHZ2: Perceived benefits has a significant influence on
consumer purchase intention in genetic modified food
in Chengdu.China.

@=H3: Environment concern has a significant influence
on consumer purchase intention in genetic modified
food in Chengdu, China
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4 k!
Research Methodology

I T T

Purpose of Study

Type of
Investization

Extent of
rezearcher
interference

Study Setting

Time Horizon

Target Fopulsation

Sample Size

Sampling Procedure

Data collection

N\

Dezcriptive research

Cuartitively bazed correlations

dezign

Minimal

Mon-—comtrived

Croszs—=sectional

Invididual €20.3 million }

2

Probability random zampling

Mnline Questionnaire (WeChat)

Sekaran of Besimszs
(20167

Babin et al. (2012)

Cooper and Schindler
(2011}

Creswell (2013}

Sekaran and Bougie
(20167

Courtry-meter (2017)

Erejcie and Morgan (19700

Uprichard (2013}

Sedles (20180

< Data Analysis [ecihmmiques and L
Tools

Factor
Analysis
(Pilot &
Preliminary
after full
data
cn]lectim}
Reliability
Test

(Pilot &
Preliminary
after fall
data
t:n]let:tilm}

Hypotheses
tesHng

%

To identify a red uced number of factors
from a larger number of measured
variables {Hair etal, 2017)

To evaluate the internal consistency and
stability of the measurement (Sekaran and
Bougie, 2011).

Simple muliple regression

Loadings>0.6 (Hair et al, 2014)  Paille {2012, Dhar

(2015), George (2015)

Cronbach alpha between 0.70 Nawab and Bhatti
and 0.50 (Hair et al, 2010) [2012)

P==0.05 (93%: confidence level)
E. & B.,+ Beta Coefficient

98



Reliability Test (Pilot Test)

A pilot test was conducted on 40 respondents

Variable Cronbach’s Alpha N of kems
Percerved Risks 0.822 3
Perceived Benefits 0.852 5
Environmental concemn 0.980 5
Intenton 0.821 4
Reliability Statistics

Cronbach's
Alpha Based

on
Cronbach’'s Standardized
Alpha tems N of tems
878 .898 24
Reliability Test
A pilot test was conducted on 252 respondents
Variable Cronbach’s Alpha N of ltems
Percerved Risks 0.781 5
Perceived Benefits 0.862 5
Environmental concern 0.792 5
Intention 0.877 4

Relinbility Hatahes

Cron pach's Alpha

Cronbach's Aloha Based on

St sl iz Ibemes M of hems

e
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A R :
Descriptive Analysis

1.What I8 your gendar?

Descriptive Analysis

£ WHB (8 yaur livel Bvarags incema?
J.What s your level of educabion™
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Exploratory Factor Analysis

Iritial Extraction
6.1 can clearly dsi h
. Sea 1.000 B50
genetically modifi ed oo
7.1 ungerstand the concept
1.000 678
of genatic modfication
&1 will purchase genetica
e v 1.000 58T
madified products
8. | think that GMF iz
imporant and benefical 1o 1.000 832
the society
10.Geneticaly modified food
1.000 _BB6
will arm our healty
13  Genetcally modified
technology create  major 1.000 533
catasirophe
14.1 would say that
o P 1.000 B4
to eat GMF isrisky
15.Gendticaly modified
technology  incease  the 1.000 626
country’s economy n

Exploratory Factor Analysis

modified '
fechnology  improve  the 1.000 520
standard of |sang of farmers
17.  Genstically modified
technology increase the 1.000 .5aa
rutritional value of food
16.The taste of GM food is

petter compare to traditonal 1.000 531
fond.
18.GMF inorease the

= . 1.000 537
socety’s qualiy of life
20 Genetically modified
lechnology affect  species 1.000 583

{ plants & aremas)
2 Genstically maodified

technology will create gene 1,000 818
pollution

22 Genelically modified

Food changs the rutritional 1.000 638
compasition
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Exploratory Factor Analysis

23 Gendicaly  modfied

technology create folemnce | 1.000 i
to herbicide and pestinde

MGrowing  geneficaly

modfied cops wil be|l 100 M3
harmful fo the environment

Extaction Methad: Principal Componsnt Analysis

Exploratory Factor Analysis

KMO and Bartlett's Test
Kaiser-Meyer-Okin Measure of Sampling Adequacy. 902
Bartlett's Test of Sphericity  Approx. Chi-Square 2997.194
o 136
Sig. 000

According to the result of KMO and Bartlett ‘s Test, the
variaticn range of EMD was 0. 902, exceeding 0.70, Bartlett
tests approzimated chi-scquare 2997, 194, and the significance
level was 0. 000 (Sig. <0.05), less than 0. 05 besides, the
commanalities is more than 0. 5 The total sample size was
encugh for continuous factor analysis, and the overall
construct validity of the scale was good
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Exploratory Factor Analysis

Total Warniance Explained

Infia Esgemiaties | extmction Sums of Souered L categs
Coamganan Totsl % of Varsnce | Cumusdve % Totsl % ol veranos | Cumulaise
i ThE 46741 46741 Ta4E 4274 4574
2 1.704 HIO2E B TBE 1.704 10,006 BT
3 1.287 TET? B4 338 1287 TER? Ba 338
1 ™ =1 EBAT

& Tl 4187 T3 00

E BX ami TE.7EZ

) B 3486 B0 248

8 BEi 3208 83548 E
L] ar 2 Nt

i0 253 2723 0080

" 3 233 &3m0

] 7 2030 03 400

LE] 3 1338 85248

L] =0 1780 96 560

5 258 1508 98507

bl 240G (K4 ea513

i7 04 01 1040 008

Exctan o WD Pririosl Component Arayss.
s

3 commen factors are recognized in Principle Factor Analvsis,
and its total explained variance rate is 64. 338%, exceeds 60%,
therefore, it is evident to claim that the contents validity of
questiomaire 1s good encoughe

~
Multiple Regression Analysis

...
g Model Summary
Adusted R =td. Error of the
Model R R Square Square Estimate
1 833 693 630 33851
&. Predictors: (Constant), IV3, IVZ, W1
B L

The R-value signifies the simple correlation with the value of 0.833, indicating a high
degree of correlation between DV and IV. the value of R squaredis 0.693. This means
that the overall independent variable of customer purchase intention is 69% vanance. the
model shows that the independent vanahbles of customer purchase intention are high
enough to fit the regre ssion model.
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%,

-
Multiple Regression Analysis

Coefficients"
Standardzed
Unstandardized Coefidents Coefiicients
Madel B Std Error Bata 1 Sig

1 (Constant) 284 154 1728 085
w1 528 058 530 2471 0oo
w2 102 058 035 1.747 082
I3 288 0458 285 6.025 000

8. Dependent Vanable: DV

The independent variable Perceived risk and envirorment ocncern
has the highest statistically significant standardized
coefficient to customer purchase intention as the p value both
are less than 0. 05 perecelved benefit is not significant with
the p-value at 0. 082 as the p—values is more than 0. 05,

7

Research Hypotheses Analysis Summary

Variable Hypothesis Result
Perceived risks H1 Support
Perceived benefit H2 rejected
Environment H3 Suppcﬂ
concern
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i Key Findings

The researchers achieved their goal of identifying
factors affecting consumers’ willingness to buv CM
food in China. The results show that perceived risk
and environmental concerns affect customers’
purchase intention. This means that when buying
genetically modified food, these two factors will
affect consumers’ behavior of buying genetically
modified food. This supports previous research that
Chinese buying genetically modified foods is
declining as people consider it is risky to eat
them and that it is bad for the environment (Pino,
Amatulli and Angelis, 2016).This study found that
perceived benefit do not have a significant
influence on the customer purchase intention when
purchasing GM food. therefore, this factor cannot
be used to as forecasting elements for customer
purchase intention when people purchasing GM food

7 .
Recommendations

Goverrment should play a gulding role in publicizing lmowledge
of gm technology and gm food, so that consumers can have a
mere objective and real understanding of am technology and am
food, and consumers can make thelr own consumption decisions

with a full understanding of gm technology and gm food

GMF industry should carry out effective market segmentaticn.
genetically modified food sheuld be effectively segmented
according to individual characteristics of consimers and

regional distribution to avoid failure of marketing strategies

due to non—differentiated marketing.

Standardizing the information release of media and network
charmnel = In the media and network chammels, false or

exaggerated informaticon is released from time to time, and the

cirrent information from the network and media has a more
profomnd impact on consumers, so 1t 1s necessary o
standardize the infomation from the media and network
channels, so that the information from this chamnel is
chiective and real.
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Limitations and Further Study
Recommendations

= Discovering Other Influencing Factors:

B Factors influencing customer purchase intention are many and

changeable, except those three critical factors discussed in this research,
therefore, other variables are encouraged to be explored in further study.

= Collecting Diversified Sample Size:

B Due to the limitation oftime and place, the collected samples are not
diversified enough, and further research should cover more fields and collect
diversified samples.Therefore, future researchers should expand the
geographical location ofthe survey.

Feedback for
Enhancement

Thank you
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Appendix 10: Ethics Form EC1A

UNIVERSITY OF HERTFORDSHIRE

FORM EC1A: APPLICATION FOR ETHICS APPROVAL OF A
STUDY INVOLVING HUMAN PARTICIPANTS
(Individual or Group Applications)

Please complete this form if you wish to undertake a study involving human participants.

Applicants are advised to refer to the Ethics Approval StudyNet Site and read the Guidance Notes (GN)
before completing this form.

http://www.studynet2 herts.ac.uk/ptl/common/ethics.nsf/Homepage?ReadForm

Use of this form is mandatory [see UPR REO01, ‘Studies Involving Human Participants’, SS 7.1-7.3]

Approval must be sought and granted before any investigation involving human participants begins [UPR RE01, S
4.4 (iii)]

If you require any further guidance, please contact either hsetecda@herts.ac.uk or ssahecda@herts.ac.uk

Abbreviations: GN = Guidance Notes UPR = University Policies and Regulations

THE STUDY

Q1 Please give the title of the proposed study

Consumer Purchase Intention of Genetically Modified Food in Chengdu, China
THE APPLICANT
Q2 Name of applicant/(principal) investigator (person undertaking this study)
LI YAYA

Student registration number/Staff number

117013787
Email address

17013787@student.newinti.edu.my

Status:

[JUndergraduate (Foundation) [JUndergraduate (BSc, BA)
XPostgraduate (taught) [JPostgraduate (research)
CStaff COther

If other, please provide details here:

MBADI

School/Department: Faculty of Business, Communications & Law

Page 1 of 10
Form EC1A individual/group 10 October 2017

107



Click here to enter text.

If application is from a student NOT based at University of Hertfordshire, please give the name of the
partner institution: INTI International University

Name of Programme (eg BSc (Hons) Computer Science): MBADI

Module name and module code: MGT7998

Name of Supervisor: Faziha Abd Malek  Supervisors email: faziha.amalik@newinti.edu.my
Name of Module Leader if applicant is undertaking a taught programme/module:

Dr. Syriac Nellikunnel Devasia

Names and student/staff numbers for any additional investigators involved in this study

N/A

Is this study being conducted in collaboration with another university or institution and/or does it
involve working with colleagues from another institution?

OYes XNo
Ifyes, provide details here:

Click here to enter text.

DETAILS OF THE PROPOSED STUDY

Q3 Please give a short synopsis of your proposed study, stating its aims and highlighting where
these aims relate to the use of human participants (See GN 2.2.3)

For the Chinese people, buying GM products is very important because China uses green
biotechnology as an advantage. Therefore, it will be used as a powerful means to ensure food
security and promote national economic growth. However, China is an untested market for the
GM food market because its consumers have limited knowledge and exposure to GM foods
Therefore, this study will focus on determining the factors influencing consumer purchase
intention towards GMO food in China.

Q4 Please give a brief explanation of the design of the study and the methods and procedures used.
You should clearly state the nature of the involvement the human participants will have in your
proposed study and the extent of their commitment. Ensure you provide sufficient detail for the
Committee to, particularly in relation to the human participants. Refer to any Standard Operating
Procedures SOPs under which you are operating here. (See GN 2.2 4).

This study will focus on determining the factors influencing consumer buying behaviour towards GMO
food in China. About 250 questionnaires will be collected online to the people living in China. The results
of this proposed study will be analysed using SPSS software and managerial recommendations will be
provided based on the results

Page 2 of 10
Form EC1A individual/group 10 October 2017
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Qb Does the study involve the administration of substances?

[Yes XINo

PLEASE NOTE: If you have answered yes to this question you must ensure that the
study would not be considered a clinical trial of an investigational medical product. To
help you, please refer to the link below from the Medicines and Healthcare Products

Regulatory Agency:
htips //www.gov.uk/government/uploads/system/uploads/attachment_data/file/317952/Algothrim.pdi

To help you determine whether NHS REC approval is required, you may wish to consult the Health
Research Authority (HRA) decision tool: http://www .hra-decisiontools.org.uk/ethics/

If your study is considered a clinical trial and it is decided that ethical approval will be sought from the
HRA, please stop completing this form and use Form EC1D, 'NHS Protocol Registration Request'’; you
should also seek guidance from Research Sponsorship.

| confirm that | have referred to the Medicines and Healthcare Products Regulatory Agency
information and confirm that that my study is not considered a clinical trial of a medicinal product.

Please type your name here: Click here to enter text.
Date: Click here to enter a date.
Q6.1 Please give the starting date for your recruitment and data collection: Upon approval from UH

Q6.2 Please give the finishing date for you data collection: 10 November 2018
(For meaning of ‘starting date” and ‘finishing date’, see GN 2.2.6)

Q7 Where will the study take place?

online

Please refer to the Guidance Notes (GN 2.2.7) which set out clearly what permissions are required;
Please tick all the statements below which apply to this study

0 | confirm that | have obtained permission to access my intended group of participants and that the
agreement is attached to this application

0 | confirm that | have obtained permission to carry out my study on University premises in areas
outside the Schools and that the agreement is attached to this application

O | confirm that | have obtained permission to carry out my study at an off-campus location and that
the agreement is attached to this application

X I have yet to obtain permission but | understand that this will be necessary before | commence my
study and that the original copies of the permission letters must be verified by my supervisor before
data collection commences

0 This study involves working with minors/vulnerable participants. l/we have obtained permission from the
organisation (including UH/UH Partner Institutions when appropriate) in which the study is to take place
and which is responsible forthe minors/vulnerable participants. The permission states the DBS
requirements of the organisation for this study and confirms I/we have satisfied their DBS
requirements where necessary.

Page 30f 10
Form EC1A individual/group 10 October 2017
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NB If your study involves minors/vulnerable participants, please refer to Q18 to ensure you
comply with the University's requirement regarding Disclosure and Barring Service clearance.

0 Permission is not required for my study as:

Click here to enter text.

HARMS, HAZARDS AND RISKS

Q8.1 It might be appropriate to conduct a risk assessment (in respect of the hazards/risks affecting both the
participants and/or investigators). Please use Risk Assessment Form EC5 if the answer to any of the
questions below is 'yes'.

If you are required to complete and submit a School specific risk assessment in addition to Form EC5,
please append it to your completed Form EC5.

Will this study involve any of the following?

Invasive Procedures/administration of any substance/s? LIYES XINO

Are there potential hazards to participant/investigator(s) OYES XNO
from the proposed study? (Physical/Emotional)

Will or could aftercare and/or support be needed by participants? OYES XINO
IF 'YES' TO THE ABOVE PLEASE COMPLETE EC1 APPENDIX 1 AND INCLUDE IT WITH YOUR
APPLICATION

Q82 Is the study being conducted off-campus (i.e. not at UH/UH Partner?) XYES ONO

It might be appropriate to conduct a risk assessment of the proposed location for your study (in
respect of the hazards/risks affecting both the participants and/or investigators) (this might be relevant
for on-campus locations as well). Please use Form EC5 and, if required, a School-specific risk
assessment (See GN 2.2 8 of the Guidance Notes).

If you do not consider it necessary to submit a risk assessment, please give your reasons:
The survey is being conducted online.

ABOUT YOUR PARTICIPANTS

Q9 Please give a brief description of the kind of people you hope/intend to have as participants, for
instance, a sample of the general population, University students, people affected by a particular
medical condition, children within a given age group, employees of a particular firm, people who
support a particular political party, and state whether there are any upper or lower age restrictions.

the population in this research is customer who buy GM food in China and in the process of data

collection every sample in the population has the equal chance among the respondents and it is
random.

Page 4 of 10
Form EC1A individual/group 10 October 2017
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Q10 Please state here the maximum number of participants you hope will participate in your study. Please
indicate the maximum numbers of participants for each method of data collection.

250 participants

Q11 By completing this form, you are indicating that you are reasonably sure that you will be successful in
obtaining the number of participants which you hope/intend to recruit. Please outline here your
recruitment (sampling) method and how you will advertise your study. (See GN2.2.9).

The sampling method of this study is probability, Will utilize social media tools such as Weichat and
WhatsApp to ensure a reasonable number of participants are obtained.

CONFIDENTIALITY AND CONSENT

(For guidance on issues relating to consent, see GN 2.2.10, GN 3.1 and UPR RE01, SS 2.3and 2.4
and the Ethics Approval StudyNet Site FAQs)

Q12 How will you obtain consent from the participants? Please explain the consent process for each
method of data collection identified in Q4

[J Informed consent using EC3 and EC6 (equivalent)
X Implied consent (e.g. via participant information at the start of the questionnaire/survey etc)

[J Consent by proxy (for example, given by parent/guardian)

Use this space to describe how consent is to be obtained and recorded for each method of data
collection. The information you give must be sufficient to enable the Committee to understand exactly
what it is that prospective participants are being asked to agree to.

The questionnaire shall be completed based on voluntary basis of the participants to ensure honesty
and truthfulness in answering the questions posed. The permission or consent from the participants are
also requested and highlighted, before the participants start answering the questions online. The
researcher also has to assure the participants regarding the privacy and confidentiality of the
information provided by the participants, in which the information obtained are only to be used for the
purpose of the study and are not to be shared with any other third parties without a written consent.

If you do nat intend to obtain consent from participants please explain why it is considered
unnecessary or impossible or otherwise inappropriate to seek consent.

Click here to enter text.

Q13 If the participant is a minor (under 18 years of age) or is unable for any reason to give full consent on
their own, state here whose consent will be obtained and how? (See especially GN 3.6 and 3.7)

Will not involve minors in the survey conducted

Q141 Will anyone other than yourself and the participants be present with you when conducting this study?
(See GN2.2.10)

Page 5 of 10
Form EC1A individual/group 10 October 2017
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OYES XINO

If YES, please state the relationship between anyone else who is present other than the applicant
and/or participants (eg health professional, parent/guardian of the participant).

Click here to enter text.

Q14.2 Will the proposed study be conducted in private?
XYES CONO

If'No', what steps will be taken to ensure confidentiality of the participants’ information. (See GN
2.2.10):

Click here to enter text.

Q15 Are personal data of any sort (such as name, age, gender, occupation, contact details orimages) to be
obtained from or in respect of any participant? (See GN 2.2.11) (You will be required to adhere to the
arrangements declared in this application concerning confidentiality of data and its storage. The
Participant Information Sheet (Form EC6 or equivalent) must explain the arrangements clearly.)

XYES LINO

If YES, give details of personal data to be gathered and indicate how it will be stored.

Gender, age, and monthly income are personal data which will be gathered. Data from this study will be
collected and entered into a statistical database with no third party involvement in data handling and
access. Data will be stored carefully and encrypted with a password to ensure utmost security

Will you be making audio-visual recordings?

OYES XINO

If YES, give details of the types recording to be made and indicate how they will be stored.

Click here to enter text.

State what steps will be taken to prevent or regulate access to personal data/audio-visual recordings
beyond the immediate investigative team, as indicated in the Participant Information Sheet.

The data will be entered and saved by SPSS software and encrypted by researchers to
document the results. No one has access to it. Online data will be stored in the cloud, in other
words, security is guaranteed, and no one except the researchers has access to the data in the
cloud.

Indicate what assurances will be given to participants about the security of, and access to, personal
data/audio-visual recordings, as indicated in the Participant Information Sheet.

The data of this study will be entered and saved by SPSS software and file recording results will
be encrypted by the researcher. No one else will have any kind of access to it. After the study,
the data will be deleted permanently in order to prevent the leakage in data to the third parties.
In between the collecting period and data analysis, researcher’ s laptop is shield with antivirus
to prevent attack from interested parties and spams. Password will be set in the document file

Page 6 of 10
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to reinforce the protection level. Therefore, the security level should be enough to secure the
respondents’ information.

State as far as you are able to do so how long personal data/audio-visual recordings collected/made
during the study will be retained and what arrangements have been made for its/their secure storage,
as indicated in the Participant Information Sheet.

The data will be kept for only be throughout the study period, approximately a year. as examiners
may require it as evidence to confirm that the data is accurate and that no operation has been
performed.Encryption will also be used to ensure data security.

Will data be anonymised prior to storage?

XYES CONO
Q16 Is itintended (or possible) that data might be used beyond the present study? (See GN 2.2.10)
COYES XNO

If YES, please indicate the kind of further use that is intended (or which may be possible).

Click here to enter text.

IfNO, will the data be kept for a set period and then destroyed under secure conditions?

XYES LINO

IfNO, please explain why not:

Click here to enter text.

Q17 Consent Forms: what arrangements have been made for the storage of Consent Forms and for how
long?

Storage of data will only be throughout the study period and the data will be destroyed upon
completion of the thesis.

Q18 If the activity/activities involve work with children and/or vulnerable adults satisfactory Disclosure and
Barring Service (DBS) clearance may be required by investigators. You are required to check with
the organisation (including UH/UH Partners where appropriate) responsible for the minors/vulnerable
participants whether or not they require DBS clearance.

Any permission from the organisation confirming their approval for you to undertake the activities
with the children/vulnerable group for which they are responsible should make specific reference
to any DBS requirements they impose and their permission letter/email must be included with your
application.

More information is available via the DBS website -
https://www.gov.uk/government/organisations/disclosure-and-barring-service

Page 7 of 10
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REWARDS

Q191 Are you receiving any financial or other reward connected with this study? (See GN 2.2.14 and UPR
REO1, $2.3)

OYES XNO

If YES, give details here:
Click here to enter text.

Q19.2 Are participants going to receive any financial or other reward connected with the study? (Please note
that the University does not allow participants to be given a financial inducement.) (See UPR REO1,
$23)

LIYES XINO

If YES, provide details here:

Click here to enter text.

Q193 Will anybody else (including any other members of the investigative team) receive any financial or
other reward connected with this study?

OYES XNO
If YES, provide details here:

Click here to enter text.

OTHER RELEVANT MATTERS

Q20 Enter here anything else you want to say in support of your application, or which you believe may
assist the Committee in reaching its decision.

Click here to enter text.

DOCUMENTS TO BE ATTACHED

Please indicate below which documents are attached to this application:

[ Permission to access groups of participants from student body

[JPermission to use University premises beyond areas of School

[JSchools Permission from off-campus location(s) to be used to conduct this study

[IRisk Assessment(s) in respect of hazards/risks affecting participantsfinvestigator(s)
XICopy of Consent Form (See Form EC3/EC4) Copy of Form EC6 (Participant Info Sheet)

X Copy of Form EC6 (Participant Info Sheet)

Page 8 of 10
Form EC1A individual/group 10 October 2017

114



1.4

2

[JA copy of the proposed questionnaire and/or interview schedule (if appropriate for this study). For
unstructured methods, please provide details of the subject areas that will be covered and any
boundaries that have been agreed with your Supervisor

[JAny other relevant documents, such as a debrief, meeting report. Please provide details here:

Click here to enter text.

DECLARATIONS

DECLARATION BY APPLICANT

| undertake, to the best of my ability, to abide by UPR REOQ1, ‘Studies Involving the Use of Human
Participants’, in carrying out the study.

| undertake to explain the nature of the study and all possible risks to potential participants,

Data relating to participants will be handled with great care. No data relating to named or identifiable
participants will be passed on to others without the written consent of the participants concerned,
unless they have already consented to such sharing of data when they agreed to take part in the
study.

All participants will be informed (a) that they are not obliged to take part in the study, and (b) that they may
withdraw at any time without disadvantage or having to give a reason.

(NOTE: Where the participant is @ minor or is otherwise unable, for any reason, to give full consent on
their own, references here to participants being given an explanation or information, or being asked to
give their consent, are to be understood as referring to the person giving consent on their behalf. (See
Q12; also GN Pt. 3, and especially 3.6 & 3.7))

Enter your name here: LI YAYA Date 20/9/2018

GROUP APPLICATION

(If you are making this application on behalf of a group of students/staff, please complete this
section as well)

| confirm that | have agreement of the other members of the group to sign this declaration on their behalf

Enter your name here: Click here to enter text. Date Click here to enter a date.

DECLARATION BY SUPERVISOR (see GN 2.1.6)

| confirm that the proposed study has been appropriately vetted within the School in respect of its aims
and methods; that | have discussed this application for Ethics Committee approval with the applicant
and approve its submission; that | accept responsibility for guiding the applicant so as to ensure
compliance with the terms of the protocol and with any applicable ethical code(s); and that if there are
conditions of the approval, they have been met.

Page 9 of 10
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Enter your name here: FAZIHA ABDUL MALEK Date 20/9/2018

Page 10 of 10
Form EC1A individual/group 10 October 2017
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Appendix 11: Ethics Form EC3

UNIVERSITY OF HERTFORDSHIRE
ETHICS COMMITTEE FOR STUDIES INVOLVING THE USE OF HUMAN PARTICIPANTS
(‘ETHICS COMMITTEE’)

FORM EC3
CONSENT FORM FOR STUDIES INVOLVING HUMAN PARTICIPANTS

[, the undersigned [LI YAYA, in BLOCK CAPITALS]

hereby freely agree to take part in the study entitled [Consumer purchase intention of Genetic Modified
Food in Chengu,China]

(UH Protocol number .........coooiiiiiiiiii i )

1 | confirm that | have been given a Participant Information Sheet (a copy of which is attached to this
form) giving particulars of the study, including its aim(s), methods and design, the names and contact
details of key people and, as appropriate, the risks and potential benefits, how the information collected
will be stored and for how long, and any plans for follow-up studies that might involve further approaches
to participants. | have also been informed of how my personal information on this form will be stored and
for how long. | have been given details of my involvement in the study. | have been told that in the event
of any significant change to the aim(s) or design of the study | will be informed, and asked to renew my
consent to participate in it.

2 | have been assured that | may withdraw from the study at any time without disadvantage or having to
give a reason.

3 Ingiving my consent to participate in this study, | understand that voice, video or photo-recording will
take place and | have been informed of how/whether this recording will be transmitted/displayed.

4 | have been given information about the risks of my suffering harm or adverse effects. | have been
told about the aftercare and support that will be offered to me in the event of this happening, and | have
been assured that all such aftercare or support would be provided at no cost to myself. In signing this
consent form | accept that medical attention might be sought for me, should circumstances require this.

5 | have been told how information relating to me (data obtained in the course of the study, and data
provided by me about myself) will be handled: how it will be kept secure, who will have access to it, and
how it will or may be used.

6 | understand that my participation in this study may reveal findings that could indicate that | might
require medical advice. In that event, | will be informed and advised to consult my GP. If, during the
study, evidence comes to light that | may have a pre-existing medical condition that may put others at risk,
| understand that the University will refer me to the appropriate authorities and that | will not be allowed to
take any further part in the study.

7 lunderstand that if there is any revelation of unlawful activity or any indication of non-medical
circumstances that would or has put others at risk, the University may refer the matter to the appropriate
authorities.

8 | have been told that | may at some time in the future be contacted again in connection with this or
another study.

Form EC3 — 1 August 2017
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Signature of participant...................................... Date

Signature of (principal)
investigator. ... Date

Name of (principal) investigator [in BLOCK CAPITALS please]

LI'YA YA 20/9/2018

Form EC3 — 1 August 2017
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Appendix 12: Ethics Form EC6

UNIVERSITY OF HERTFORDSHIRE

ETHICS COMMITTEE FOR STUDIES INVOLVING THE USE OF HUMAN PARTICIPANTS
(‘ETHICS COMMITTEE’)

FORM EC6: PARTICIPANT INFORMATION SHEET

1

Title of study
Consumer purchase intention of Genetic Modified Food in Chengdu,China
Introduction

You are being invited to take part in a study. Before you decide whether to do so, it
is important that you understand the study that is being undertaken and what your
involvement will include. Please take the time to read the following information
carefully and discuss it with others if you wish. Do not hesitate to ask us anything
that is not clear or for any further information you would like to help you make your
decision. Please do take your time to decide whether or not you wish to take part.
The University's regulations governing the conduct of studies involving human
participants can be accessed via this link:

http://sitem.herts.ac.uk/secreg/upr/REQ1.htm

Thank you for reading this.

What is the purpose of this study?

The purpose of this study is set to analyze the influence factors of consumer
behavior and genetically modified food purchases in China, to befter understand the
consumer, and provide suggestions for future research.

Do | have to take part?

It is completely up to you to decide whether to participate in this research. If you do
decide to take part, you can proceed to answer all the questions provided to you in
this questionnaire. It is important to note that your agreement to participate in this
study does not mean that you have to complete it. You are free to withdraw from this
study at any stage for any reason whatsoever. A decision to withdraw from the study
or not to take part in it will not affect you in any method, shape or form.

Are there any age or other restrictions that may prevent me from participating?
The customer who buy GM food in Chengdu.China

How long will my part in the study take?

If you decide to take part in this study, you will be involved in it for about 10 minutes.

What will happen to me if | take part?

If you decide to take part, you will answer all the questions in the online survey
provided.

Form EC6, 1 November 2017 Page 1 of 3
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10

11

12

13

14

15

What are the possible disadvantages, risks or side effects of taking part?

This study will only cost you a bit of your time spent on answering the questions in
the study. There is no risk or side effects expected if you participate in this study. The
survey questions are designed in such a way as to enable you fo answer directly
without having fo think too deep or too long.

What are the possible benefits of taking part?

It can help customer to understand the GM food more and can have more choice
when they are buying GM food.

How will my taking part in this study be kept confidential?

No third party will be involved with data handling and access. The data will be stored
carefully and encrypted with a password to ensure utmost security. Answers from the
participants personally will not be released to others for viewing.

Audio-visual material
N/A
What will happen to the data collected within this study?

The data from this study will be collected, entered into a statistical database and
analyzed by the researcher. No third party will be involved with data handling and
access. The data will be stored carefully and encrypted with a password to ensure
utmost security. Answers from the participants personally will not be released to
others for viewing. The data will be anonymized prior to storage. The data collected
will be stored electronically, in a password-protected environment, until the
completion and approval of the thesis, after which time it will be destroyed under
secure conditions.

Will the data be required for use in further studies?

The data will not be used in any further studies;

Who has reviewed this study?

This research has been reviewed by supervisor Faziha Abdul Malek. She is currently
located in FOBCAL office in INTI International University Nilai in Negeri Sembilan,
Malaysia. This study will also be subjected for review by the approving committee of
University of Hertfordshire, Social Sciences, Arts and Humanities ECDA in United
Kingdom.

Factors that might put others at risk

This study will only cost you a bit of your time spent on answering the questions in
the study. There is no risk or side effects expected if you participate in this study. The

Form EC6, 1 November 2017 Page 2 of 3
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survey questions are designed in such a way as to enable you to answer directly
without having to think too deep or too long.

16 Who can | contact if | have any questions?
You could contact me by mobile phone or email as per below:
Researcher: LI YAYA

Phone number: 016-3757268
Email: 117013787 @student.newinti.edu.my

Although we hope it is not the case, if you have any complaints or concerns about
any aspect of the way you have been approached or treated during the course of this

study, please write to the University’s Secretary and Registrar at the following
address:

Secretary and Registrar
University of Hertfordshire
College Lane

Hatfield

Herts

AL10 9AB

Thank you very much for reading this information and giving consideration to taking
part in this study.

Form EC6, 1 November 2017 Page 3 of 3
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Appendix 13: Ethics Form EC7

UNIVERSITY OF HERTFORDSHIRE
FORM EC7 - PROTOCOL MONITORING FORM
Ethics Committee with Delegated Authority (ECDA) ... STEFANIA LINTONBON

Name of Principal Investigator

(or name of class protocol holder) AN B v R SR
Student/Staff ID e L O BT s snsmnsm ovsmommsss s et wos s iy
Programme of Study or Module Name ... MBA PROJECT /MGT7998... ..o

Title of study

(or name of class protocol) Consumer Purchase Intention of Genetically Modified Food in Chengdu. China.................... ... "
UH Protocol Approval Number BUS/PGT/CP/O3798.....o i
Date L AT2I2008. niamenssonemnymasss e

Has data collection for this project been completed? YES

If NO, please explain why:

If an extension is required, a Form EC2 will need to be completed and submitted.

Have any of the participants within the study experienced or reported any of the following: (if you answer YES to any
of these, you must provide the details)

Physical reaction/harm NO
Mental/emotional harm NO
Intrusion of privacy NO
Breach of confidentiality NO

Form EC7, 10 October 2017
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If the UH Protocol Approval you were originally sent included any conditions (for example supervisor to approve
interview schedule prior to data collection), were all conditions complied with? ~ YES

If NO please include any documents and/or information with this form"

DECLARATION (overleaf)

Form EC7, 10 Qctober 2017
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DECLARATION
Staff applicants

Declaration by staff applicants:

| confirm that | have followed the approved Protocol for this study and, where appropriate, the relevant
code(s) and/or practice(s) that apply

SN ISR .o oviimummmmmimmmsma vy o

D B s s s s R P B R SR S

Student applicants

Declaration by student applicants:

| confirm that | have followed the approved Protocol for this study and, where appropriate, the relevant
code(s) and/or practice(s) that apply

Signed (student) L'LTA‘TYZT

Declaration by supervisor:

As far as | can ascertain, the above student has followed the approved Protocol for this study and, where
appropriate, the relevant code(s) and/or practice(s) that apply

n
Signed (Supervisor) ... 8-

Please printname: ..................... FAZIHA ...
DAtE s memermannmmnrnns AMZ220B s

Form EC7, 10 October 2017
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Appendix 14: MBA Project Log Book

SECTION C. RECORD OF MEETINGS

The expectation is that students will meet their supervisors up to seven times and these meetings should

be recorded.

Meeting 1

Date of Meeting

1/9/2018

Progress Made

Get feed back of my chapter 123

Agreed Action

Make some improvement of my chapter 1 23

Student Signature

L

Supervisor’s
Signature

)3

Meeting 2

Date of Meeting

3/9/2018

Progress Made

Make the necessary adjustments and enhancement as required based on that
outlines given

Agreed Action

Still make some improvement of my chapter 12 3

Student Signature

LL Th A

Supervisor’s
Signature

JrL

Meeting 3

Date of Meeting

5/9/2018

Progress Made

Focus on chapter 1, discuss about the IV and DV, and research objectives and
research questions

Agreed Action

Student Signature

Make some changes of chapter |

A T

Supervisor’s
Signature

Bl
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Meeting 4

Date of Meeting 14192018
Progress Made Some questions about chapter3
Agreed Action Make some changes especially the RO,RQ and significance of study
Student Signature LI T A’ T A‘
Supervisor's &ﬂ—
Signature _‘
Meceting 5
Date of Meeting D5/10/2018
Progress Made Still make some change in chapter 12 3
Agreed Action Attach reference , change RQ, RQ, and significance of study
Student Signature o
LT YA
Supervisor’s .
Signature
Mecting 6
Date of Meeting 27/1012018
Progress Made

Prepare for first propose and finish my PPT

Agreed Action

Get feedback of my PPT

Student Signature

29/10/2018 L T Tf\ TTD[.

Supervisor's
Signature

Y

R
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Mceting 7

Date of Meeting [77 7wl

Progress Made Prepare for first propose and change my PPT
Agreed Action Get feedback of first propose

Student Signature

Supervisor's

L1 TA YA

i

Signature
Meceting 8
Date of Meeting /1112018
Progress Made
Questionnaire approved
Agreed Action
Start of data collection
Student Signature LI- T Pf T ﬁ_
Supervisor’s
Signature
Meeting 9
Date of Meeting 15/11/2018
Progress Made Get some reference to support my chapterd
Agreed Action Started to write chapterd

Student Signature

LLYATA

Supervisor's
Signature

i1
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Meeting 10

Date of Meeting 241172018
Progress Made Discuss Chapter 4 and 5
Agreed Action Submit chapter 4 and 5

Student Signature

(L T YA

Supervisor's

Signature gﬂ,
Mecting 11

Date of Meeting D6/11/2018

Progress Made Modify chapter 4 and §

Agreed Action Final drafi to be prepared and submitted

Student Signature

Supervisor’s
\Egnmure

LL YA YA

#

Meeting 12

Date of Meeting

3/12/2018

Progress Made

Final draft approved and prepare for viva presentation

Agreed Action

Get feedback of viva presentation

Student Sipnature

LLTATA

Supervisor's
Signature

B

w~
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Scction D. Comments on Management of Project

(to be completed at the end of the dissertation process)

Student Comments

while this prJEL‘D & ck—u[u'ev\gw-i time i vw vwied . put T eatned a

lot,_from i 1esewro|4 DAta wlla-tL oy the mﬂt ch«ifm;lm prt oy it

totk rn'&J\ time 0 get the vejfm 2), I Jearn haw ¢ mmq’e Ll € Aﬂu;-]—uth, wrl

hedifod M the Mf

Supervisor Comments

Shuelent s wccanQ“q mmflr;ffd’ Hhe ?mecf Conbrnuows et is

OQEW‘O\M\YTX*‘Q} Jf[«\vminouk 4&1 o?,urwl\om Hnmfwovbf\-f anol

pmi;¥ch+ shndloAt \noo\rawwm.w thee clna"chqea

S LLTRTA e /il
Signature of = Date

Supervisor &*Af ;/n'/lo ’3
Ethics Date

Confirmed C/ “-/ 20 IS
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Appendix 15: Survey Questionnaire

Questionnaire about the Genetically Modified
Products

Dear Participants:

The survey focused on the Chinese willingness to buy GM
products. These products refer to any genetically moditied food such as
meat. corn, soybeans, wheat. rice. etc. This survey is part of my MBA
program. Thank vou verv much for vour time and eftort in filling out this
questionnaire.

It only needs a few moments of time to complete. Thank you very much
for your cooperation.

Please note that your privacy will be kept confidential and will only be
used for the research purposes. FZEMNES5H FENEREFEWBMIEER
BERIVER, XEFRIEEHUTEERER L. K. K2, hE K

%, XMEEERK MBA INHAY—F5 . IFERE SN EFEIESXGRE,
NEZ/\oHRIadE ] LA, IEREBEERISTE. BT , SIRSFAG R
=, (RBTHAREN.

Demographic Information

Please track (V) each of the following questions to provide information

about yourselt 15— NMEIA AR SRIETLLFTV

Q1: What is your gender?ZHIMHRIR ?

0 Male B4 oFemale 2214

Q2: How old are you? iR Z KT

o18-25 026-33 034-42 043-51 052 and above
Q3: What is your monthly income? &I BN EZZ/D ?

o Less than RMB 1.000 {i5F 1000 75 o RMB 1001- 3000

ORMB3.001-5000 ORMB35.,001-10.000 oRMB10.001-20.000 O
Above RMB 20.000 #31 20.000 IT
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Q4: What 1s your occupatiml'?f@ﬁ"]ﬂﬂﬂ%fkﬁx ?

ostudent 24 0 private company emplovee 20BJRE&  oCivil servant
INCIA 0 self emploved {EMVZK O retired JBfK o o unemployed

S\l o Others Efth
Q5: What is your level of education?fZHISAHFEE ?

0 Highest education qualification Fgfm=2i0 high school or less & H
LI o junior college XEFEEHRl o Undergraduate XEARE o
Master fifTt o PHD {&TL

Purchase Intention of Genetically Modified Food (GMF) (The
tollowing 1s your rating of the degree of purchase of genetically moditied
food LAF2ENEEEE RIESLIZERIFES (the higher score, the greater the
degree of influence DEGHS , RARIEA)

Q6: I understand the concept of genetic modification. EEE R & RAYE

/_:,\
1 2 3 4 5
Q7:1 can clearly distinguish genetically modified food F ] LATF X

PIEEERM.

Q8:I will purchase genetically modified products FEMIFEEREF.

1 2 3 4 5
Q9Z | think that GMF is important and beneficial to the socieiy.ﬁl\z}\jﬂiﬁggﬁ% i{f?’i%ﬁ%ﬂ] EEQ
1 2 3 4 5

The following question 1s asking about your perception towards GMF

A~

Please rate the questions below according to the labels. LN [a)f 2 X TR

WEERESMIVEL  BIRIETSE NS,
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(Strongly Disagree:1) (Disagree:2) (No opinion:3) (Agree:4) (Strongly Agree:5)(JFH
AEE HARE2)CRBEEL ) (EEHAEERE:S)

Q1:Genetically moditied food will harm our health. FEEE®RESXTEA]
RURETEIRE.
1 2 3 4 5

Q2: Genetically modified technology will lead to unhealthier food F2EH
BASEFH MERRIEY.

1 2 3 4 5
Q3: Genetically modified technology have long term side effect FZE R
AB KRB

1 2 3 4 5
Q4: Genetically moditied technology create major catastrophe FERERA
SIEPLEEAOE

1 2 3 4 5
Q5: T would say that choosing to eat GMF is risky. B\ NG R & BEER
EmEENXAY.

1 2 3 4

h

Q6: Genetically moditied technology increase the country’s economy %

ERAEIN T ERRE5T
1 2 3 4 5

Q7: Genetically modified technology improve the standard of living of

tarmers BERAIRS 7 REBIVEEKFE
| 2 3 4 5

Q8: Genetically modified technology increase the nutritional value of

food REERAIRS T RRIVTEFNE
1 2 3 4 5
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QY: The taste of GM food is better compare to traditional food S{EHRE
migtt , FEREmIUREERELT,

1 2 3 4 5
Q10: GMF increase the society’s quality of life FERERIES 7 it=l04%
ERE

1 2 3 4 5

Q11: Genetically modified technology aftect species ( plants & animals)

HERBASIIMABYIFIZHD)
1 2 3 4 5
Q12: Genetically modified technology will create gene pollution FERFE
SIERERTTH
1 2 3 4 5
Q13: Genetically moditied Food change the nutritional composition &
EERNZE TERNS
1 2 3 4 5

Q14:Genetically modified technology create tolerance to herbicide and

pesticide FEEFRAIRERIFIRBFI=ENLMHE
1 2 3 4 5

Q15: Growing genetically moditied crops will be harmtul to the

environment fEEEFEIINEEE,
1 2 3 4 5
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Appendix 16: Turnitin Report

Match Overview pod

8%

< >

‘] Submitted to Higher Ed... 1% >

2 agbioforum.missouri.e. "I % >
nternet Source

3 'Proceedings of the Tw... < "I % g
journals.uzpi.cz o

4 iteErmet 5 Tt = {1 f’n :}

5 www.resjournals.com - "l % >

6 R.B. Kim. "Factors influ {'I % >

7‘ Submitted to Utah Edu.. <1% >

F
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