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INTRODUCTION & AIM RESULTS & DISCUSSION

O Plant-based food (PBF) has developed rapidly in recent years as a response to Table 1. Sociodemographic data of the participants (n=186)
growing interest in their potential benefits as healthier, animal-friendly, and more Demographic Attributes & Characteristics | _n | % | Demographic Attributes & Characteristics . n | %
environmentally  sustainable  options, with challenges in  consumer cender R T AR b e 5 T 205
be|ief5/perceptions []_’ 2]_ * Female 149 79.7 « Employed 57 30.5

Age * Entrepreneur 21 11.2

O The motivation behind the development of PBAs is to provide options that taste T o8 Retred o T o4
like conventional animal products, with the assumption that greater similarity to 2685 28 180 | Geografic location in Moldova i
animal products will improve acceptance [3, 4]. 50 o1 1o © South ’1 13

O Previous attempts to reveal how consumers perceive PBA relative to animal- e i sehool oraduais R neenter 0 S8
derived products have largely focused either on meat alternatives broadly [5, 6]. + Secondary school graduate 46 | 246 " East el

* University graduate 48 25.7

1 Person-related factors are also associated with perceptions, attitudes, and * Post graduate 34 | 182 e ° 2
consumption of PBAs. For example, concern for animal welfare, health, and the
environment are associated with interest and motivation to consume PBA [7, 8]. Participant’s perceived PBF knowledge and purchase intention

1 Considering the growing concern among consumers regarding the fear of food o
processing and mistrust for food products, including PBA [9], it IS important to x

identify how consumers perceive the category.

In this study, opinion surveys were carried out to identify
Moldavian consumers' perceived benefits/barriers regarding it o S e
PBF. The primary objectives of current study were to
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(1) assess how Moldavian consumers perceive PBAs neally dieton healin are regarding the plant-basedfoods  based food options in the domestic market
relative to animal-based foods, and
0 _ 203 % ,
. . . Not knowing what to eat instead of meat 3.3% Efficiency 4.0% 20 1 19.4 % 1700
(2) identify person-related factors that predict PBA o 37% ' §
Indigestion, bloating or flatulence Presence of Artificial Additives 1.0% 15,9 %
0 15
acceptance " Giving up certain eating habits I1.8% _ 1.9 %
o 17.6% Taste 12.4% = 106 %
High price §“ 10
’ g
Limited variety of products o.1% Health benefits 26.6% g
- 12.8% a 5
Shelf availability -
METHOD |
_ Lack of information 39.6%
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 This study was conducted according to Regulation(EU) 2016/679, the Declaration of Fig. 5. Distribution of consumers Fig. 6. Distribution of consumers Fig. 9. Distribution of consumers perceptions
. . . . . . . perceptions on the prevention issues of perceptions on the attributes that influence regarding the most demanding categories of
Helsinki, and approved by the Ethics Committee of the Technical University of including plant-based foods in diet the choice of purchasing plant-based foods the plant-based foods in supermarket

Moldova (TUM) (protocol code 011/2024).
Table 2. Results regarding the subjective norm, restaurants visits & environmental

(1 Before filling out a questionnaire, participants were informed that their participation in consciousness of plant-based food (n=186)

the survey would be made anonymous and that it would be carried out at the TUM
and they were told what the purpose of this study was, having to choose if they Constructs n % Constructs no| %
would VO|Untary pal’tiCipate or not. Would you like to learn more about plant-based foods and their What plant-based foods would you like to see more often in a
health benefits? supermarket?
: : : * Yes, this information can be helpful in .
- An online survey was conducted using the Google Forms platform. Recruitment was adopiing healthy cating habits 170 | 90.9 Meat 38 | 203
carried out by sending email invitations and disseminating the survey on social * No, | am not interested 17 | 91 * Cheese 36 | 194
. . Do you or someone close to you know people who have . Sauces 57 30.6
networks, using the snowball sampling method. implemented a plant-based diet? iy '
* Yes, this type of diet is typical for me 89 47.6 * Yoghurt 33 17.9
d The sample size was 186 valid cases, the confidence level was 95% (k=2), p=gq=>50, " vos. | know people who follow this fype of 51 | 27.3 « Ice cream 30 | 159
and the sampling error was 4.9%. - | have met quite rarely 27 | 144 - Drinks 22 | 11.9
* No, | do not know 20 10.7 * Other 8 4.0
d The survey was composed of closed questions and divided into four sections: Do you think ;Zitp?epjvaﬁ;'ﬁizeif?d'et can positively contribute to o149 you like to visit a PBFs reasturants?
* Yes, it may have a significant role 149 79.7 « If | have a chance, | will visit a PBFs restaurant 81 43.4
* Yes, it may have an insignificant role 17 9.1 * | will visit a PBFs restaurant 58 31.2
Survey structure and questions ~he T + | would like to visit a PBF restaurant fithasa 0 | ¢,
* | do not know 14 7.5 PBFs menu '
Do you think it is necessary to extand plant-based food options? | Do you think that plant-based food is environmentally friendly?
* Yes 151 80.8 * Yes 118 63.3
* No 25 13.2 * No 46 24.7
Participants' sociodemographic, economic, and diet factors [« « li is difficult to judge 11 6.0 « I do not know 22 | 120

CONCLUSION

Of the participants, 69.7% were women and 63.5% had completed university studies. Consumers
(88,9%) had intermediate knowledge about PBF and 79.6 % expressed a desire to consume PBF.
An important factor in PBF purchase decision was its positive effect on health and the environment
(p<0.05). Participants (45,3%) experienced barriers with PBF's high price, its low availability and
difficulties in changing eating habits. Popular PBFs were meat substitutes, dairy alternatives and
beverages (p<0.05). Conjoint analysis showed that interest towards PBF did not differ between
genders but did between participants' age, education and diet (p<0.05).
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