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Abstract

:

Modern agriculture faces many challenges. At the same time, it is necessary to provide healthy and sustainable food for humanity in growing conditions that are facing numerous problems, including climate change. Different strategies can be applied to deal with climate change, such as using different crop technologies. In this context, the application of wild–edible plants as a source of biodiversity, vitamins, and minerals for the human diet is interesting. Consumers’ behaviour toward wild–edible plants is a relatively new topic in marketing research, so this paper investigated the impact of certain psychological factors on consumers’ willingness to purchase wild–edible plants and food products. The study was performed on a sample of consumers of produce from farmers’ markets in Istria County, Croatia, and the data were collected via a questionnaire. The univariate and multivariate analyses provided evidence that consumers’ purchase intentions are determined mainly by their positive attitudes regarding trying new and unfamiliar foods. Furthermore, customers’ intentions to purchase food products containing wild–edible plants were determined by their attitudes regarding wild–edible plants and their subjective knowledge.
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1. Introduction


The future of agriculture faces many challenges such as climate change, which increasingly impacts agricultural production planning due to frequent extremes like droughts, floods, and storms [1]. It is necessary to ensure regular and stable yields for a growing population and to produce the high-quality foods that consumers are accustomed to, and it is predicted that the impact of climate change will take an even greater toll in the future [2,3]. Strategies have been developed to mitigate the effects of climate change in relation to agriculture, like adaptation and mitigation through improved technologies, crop/cropping system-based technologies, and resource-conservation-based technologies, etc. [4]. However, a pressing issue is how consumers will react to products that are produced using new technologies and/or to products originating from new cultivation systems. It is especially fundamental to understand how consumers will react to new products derived from new food sources, like insects [3], microalgae [5], cultured meat [6,7], and wild–edible plants (WEPs) [8,9]. Although WEPs are part of our cultural heritage [10,11,12], their consumption decreased due to changes in food systems and modern way of life, resulting in the loss of traditional knowledge about WEPs [11,13,14].



This research focused on crop/cropping system-based technologies that promote the cultivation of crops and varieties that fit into new farming systems, i.e., those that have an increased resistance to high and low temperatures, droughts, floods, etc. Besides creating new varieties, an important element of this strategy involves using wild relatives as a source of specific resistance genes. Additionally, the use of WEPs as a new food source for humans presents an interesting alternative for cultivating resilient species to ensure a quality source of nutrients for both humans and animals, whose availability varies depending on the season [15,16]. Although there is a positive impact of introducing WEPs into human diets as it increases the nutrient content [17], WEPs have mainly been collected in the wild without standardized procedures [18], which brings certain risks.



In many European countries, the supply of fresh WEPs is characterized as seasonal [19,20]. Furthermore, fresh WEPs are nutrient-dense foods, are considered relevant nutrition and health sources, and are also signs of the cultural identity of particular regions [19,20]. In non-European countries, like Brazil, Palestine, Patagonia, China, etc., WEPs are regarded as a traditional part of the human diet, especially in rural areas [21,22,23,24]. On the other hand, countries located in the Mediterranean basin have various WEPs that are commonly used in traditional medicine or for traditional food recipes [25]. However, consumers are generally not familiar with their characteristics [13,14,26].



To begin the potential cultivation of WEPs, it is important to investigate consumers’ willingness to purchase WEPs as a significant factor in evaluating the market value of cultivating WEPs by farmers [27]. The consumption of WEPs contributes to a range of positive outcomes, from increasing the nutrient content in human diets to having a positive environmental impact, but some consumers may be reluctant to eat WEPs [28]. Nonetheless, today’s consumers are willing to try new local foods that often contain ingredients that positively affect the environment and ensure ecological sustainability [29]. Carvalho et al. 2016 [30] identified that WEPs are gaining importance in modern cuisine, but there is a lack of research regarding the consumers of WEPs, especially of research focusing on the psychological factors that may influence purchasing decisions. Therefore, this paper investigated the impact of certain psychological factors on consumers’ willingness to purchase WEPs and food products from WEPs.




2. The Literature Review


Throughout human history, WEPs have been a food source during extreme conditions such as droughts, floods, famines, and other risks related to the food supply [31]. In the early development of humanity, they were a crucial part of the human diet, whereas nowadays, the consumption of WEPs is mostly associated with rural areas where local populations collect WEPs in the wild and consume them according to traditional recipes [32,33].



Although WEPs have been considered less attractive for modern human diets, this situation is changing because they represent a potentially important source of nutrients to supplement basic diets [15]. The increase in WEP consumption brings a range of positive effects, including the increased levels of nutrients and food security, medicinal value, availability, and economic significance for rural areas [32]. Therefore, there is growing research interest in WEPs [32], with several studies having been conducted to systematize WEP species and document the traditional knowledge of local populations about WEPs [34,35,36,37]. Even though WEPs have such potential, it is important to highlight certain challenges in bringing WEPs to the market, such as difficulties in harvesting and collecting; the perishability of the plants; consumer perceptions of WEPs, which are often associated with the idea that WEPs are an alternative to more familiar foods; and the lack of awareness that they are nutritionally superior [38]. Another possible limitation is the availability of the abundance of WEPs to be commercialized [39,40]. The availability of some WEPs is difficult to predict, especially because they grow during specific seasons [41]. Potential solutions to this challenge can be found in niche markets [42].



Furthermore, consumer psychological factors may impact the consumption and purchase of WEPs, so researching the impact of psychological variables is important to identify the factors that influence consumer intentions [43]. This study focussed on the following psychological variables: consumers’ knowledge, attitudes, food neophobia, environmental and climate change concern, and their relationship to purchase intention.



Knowledge is often included in studies of factors influencing purchase decisions and is viewed through two concepts: subjective and objective knowledge. Subjective knowledge refers to an individual’s self-assessment of their knowledge about a product, while objective knowledge is stored in the consumer’s long-term memory [44]. Subjective knowledge is described as an individual’s perception of how much they know about a topic and is more based on product-related experience [45]. It is self-assessed and supports the consumer decision-making process [46]; however, it is a perception of one’s knowledge [47]. Subjective knowledge is closely related to attitude [48] and is a more reliable predictor of behaviour than objective knowledge. The greater subjective knowledge consumers have, the less likely they will feel confused and uncertain about their purchase decisions [49]. Regarding WEPs, knowledge mainly refers to the traditional knowledge available in rural areas that have been using WEPs for centuries [50,51].



The relationship between attitude and behaviour has long been the focus of marketing research, with the positive impact of attitude on consumer behaviour confirmed in several studies focused on food [52,53,54]. According to Han et al. 2017 [55], if the perceived value of a product meets consumer expectations, they will have a more positive attitude towards the product and then decide to purchase it. Consumer attitudes towards food are important, especially today when the awareness of sustainable development and healthy food is growing [56]. Consumer attitudes towards WEPs are still relatively unknown [57], but WEPs are generally regarded as safe, healthy foods that are part of the traditional diet [57]. Schunko and Vogl [58] reported that organic food consumers have a positive attitude towards WEPs and consider their quality and responsible harvesting to be important.



Food neophobia is described as a fear or aversion to trying new foods [59], which potentially leads to avoiding unfamiliar foods [60]. This perception is shaped by various factors, including personal experience, genetic predisposition, media influence, environment, marketing, education, culture, and tradition [60]. The level of food neophobia also depends on the individual’s exposure to other cultures, so people who frequently encounter new cultures have a lower level of food neophobia [61,62,63,64,65]. Knowledge and personal experiences also influence the willingness to try new foods [64]. Generally, people with lower levels of food neophobia are more willing to try unfamiliar foods [65], so food neophobia is often used as a variable in market research that is focused on consumers’ acceptance of new food [66]. It has also been used to research consumers’ willingness to try insect-based food as a specific nutrient source that is not often consumed in Western diets [67].



Concern for the environment is becoming an important factor in the consumer decision-making process [68]. Environmental concern is defined as a strong attitude towards protecting the environment [69] and is the foundation of environmental research [70]. The term environmental concern can be extended to climate change concern, where the consumers are concerned and involved in a problem, such as global climate change [71]. Consumers with a higher level of environmental concern are more likely to engage in eco-friendly purchasing behaviour [72]. Typically, the term environmental concern in the literature is associated with the green movement, eco-friendly behaviour, a green purchase intention, and similar terms related to green, sustainable behaviour. WEPs can also be considered a consumer response to green behaviour, as they have a range of positive attributes for human health and the environment.



Purchase intention is defined as a consumer’s potential behaviour and the likelihood of purchase after evaluating a product [73]. Purchase intention is the probability that a consumer will buy a certain product in the future in response to the need for the product, knowledge about the product, opinions about the product, and brand [74]. Regarding WEPs, there is a lack of available data considering the consumer purchase process of WEPs [58].




3. Materials and Methods


The target population were consumers at farmers’ markets, because it was part of a more extensive research project linking healthy lifestyles and the consumption of WEPs in the climate change context. The research included four populations: consumers at farmers’ markets, sellers at farmers’ markets, tourists, and policymakers. This research centred on consumers at farmers’ markets because they are more prone to purchase local and seasonal food products [75,76,77]. The survey was conducted from March through June 2022 in four local farmer markets in Istria County, Croatia. A research agency was hired to collect the data, and it was agreed that their research staff would be stationary while the responders were mobile [78]. The consumers were approached by the researcher and asked to participate in the survey. After they expressed a willingness to participate in the survey, the researcher explained the purpose, stated that it was anonymous, and handed out a leaflet containing a QR code to the questionnaire. The data were collected through a self-completed questionnaire comprising 66 questions divided into six sections: WEP consumption; subjective knowledge; objective knowledge regarding five specific WEPs that were characteristic of the Mediterranean and sub-Mediterranean regions: wild asparagus (Asparagus acutifolius L.), wild fennel (Foeniculum vulgare Mill.), wild garlic (Allium ursinum L.), purslane (Portulaca oleracea L.), and sea fennel (Crithmum maritimum L.); food neophobia; climate change; wellness-related lifestyle; and the respondents’ characteristics. A minimal number of 150 responders was required, considering that consumers buying at farmers’ markets represent only a small proportion of the local consumers in general, and to satisfy the requirement for the data analysis [79]. For this research, a quantitative approach was adopted for two main reasons: to test consumers’ knowledge about WEPs and to explore potential issues regarding food neophobia.



The data were processed using descriptive and multivariate statistics. Descriptive statistics were used to provide a general description of the sample, with multivariate statistics employed to determine the factors underlying the psychological factors and consumers’ intention to buy WEPs and associated products. An exploratory factor analysis was performed using a Principal Axis Factoring analysis and Promax rotation, and an eigenvalue of 1.00 or more was used to identify potential factors. The Principal Axis Factoring analysis was chosen because it yields similar results to a principal component analysis, and it is appropriate for simple pattern estimation [80,81], while the Promax rotation was selected because it allows correlations among factors and offers a more replicable solution [82]. Internal reliability was determined by computing Cronbach’s alpha. Factors were calculated as a mean value for each respondent [83]. A regression analysis was applied to test the relationship between customer purchase intentions and customer psychological factors. The independent variables were subjective knowledge, attitude related to nature preservation, attitude related to WEPs, food neophobia, and concern about climate change, while the dependent variables were customers’ intention to purchase WEPs and customers’ intention to purchase food products from WEPs. Appropriate regression diagnostics were performed [82,83,84].



A five-point Likert scale ranging from 1 (totally not agree) to 5 (totally agree) was used to measure the subjective knowledge, attitude related to nature preservation, attitude related to WEPs, food neophobia, and customers’ purchase intentions (Appendix A). The items measuring subjective knowledge were adopted from Flynn & Goldsmith, [85] and included six items. The attitudes related to WEPs consisted of five items adopted from Schunko & Vogl [58], while the attitudes related to nature preservation consisted of five items adopted from Yadav & Pathak [86]. The food neophobia construct was made up of six items adopted from Piha et al. [87]. Customers’ purchase intentions consisted of three items measuring customers’ intentions to buy fresh WEPs and three items measuring their intention to buy food products from WEPs. The purchase intention items were adopted from Yadav & Pathak [70,86], Piha et al. [87] and Liu, Liu, & Mo [88]. Concern about climate change was measured as a one-item measure on a five-point Likert scale ranging from 1 (totally not agree) to 5 (totally agree).




4. Results and Discussion


In all, there were 166 respondents (Table 1), and there were more females than males. Most of the respondents were aged between 36 and 54 (48%) and had obtained a higher education degree (55%). In general, the responders were employed (57%); 25% were self-employed and approximately 8% were retired. The most frequent monthly net income was between €800 and €1070 (32%). About 56% of the respondents lived in a household with three or four members. More than three-quarters of the respondents showed concern about climate change.



The exploratory factor analysis was performed to identify constructs measuring subjective knowledge, attitudes related to nature preservation, attitudes related to WEPs, food neophobia, and customers’ purchase intentions. Items with a loading of below 0.4 and cross-loadings were deleted, resulting in the retention of four items measuring attitudes related to nature preservation, four items measuring attitudes related to WEPs, and four items measuring food neophobia (Table 2) [89]. The exploratory factor analysis also confirmed the six-item structure measuring subjective knowledge, the three-item structure measuring customers’ purchase intentions to buy fresh WEPs, and the three-item structure measuring their intention to buy food products from WEPs. All six factors accounted for 79.21% of the accumulated variance, and all the factor loadings were greater than 0.60. The Cronbach’s alpha coefficients were between 0.861 and 0.974.



The consumers generally slightly agreed with the statements measuring their subjective knowledge regarding WEPs, suggesting that they were not very familiar with WEPs. They expressed a slight intention to buy food products from WEPs and fresh WEPs, showing a certain level of trust in farmers selling this type of product. Regarding food neophobia, the consumers were rather willing to try new foods when it was presented in relation to WEPs. Consumers’ attitudes regarding WEPs were high, but their attitudes about nature preservation were slightly higher.



The relationships between consumers’ psychological factors and intention to purchase fresh WEPs and foods from WEPs were assessed using a regression analysis (Table 3). The two models that were analysed had significant F-tests, suggesting that consumers’ psychological factors were significant in predicting their intention to purchase fresh WEPs and foods from WEPs [89]. However, the low R-squared and adjusted R-squared values indicated a low representativeness of the independent variables. Namely, the proportion of variance in intention to purchase fresh WEPs and foods from WEPs explained by the analysed psychological factors was relatively low, almost 22% for the first model and almost 30% for the second one. Furthermore, an adjusted R-square value reduced these amounts by 3%. Since there were significant variables in both of the models, there were no grounds to reject either model [90]. Multicollinearity varied from 1.054 to 1.335, indicating some correlation, but it was not large enough to be overly concerned about multicollinearity [91]. The Breusch–Pagan test was significant for both of the models, so they were corrected using robust standard errors [82]. The Ramsey RESET test was significant for the second model, suggesting that certain important variables had been omitted supporting the rather low R-squared and adjusted R-squared values.



The first regression revealed that only one variable, food neophobia, was significant in predicting customers’ intention to buy fresh WEPs. All of the variables had positive signs, except subjective knowledge. The second regression considered the relationship between the consumers’ factors and their intention to buy foods made with WEPs, indicating that subjective knowledge, attitudes regarding WEPs, and food neophobia were statistically significant. Attitudes related to nature preservation, attitudes related to WEPs, and food neophobia had positive signs, while subjective knowledge and concern about climate change had negative signs.



Subjective knowledge significantly predicted customer purchase intention for food from WEPs, highlighting its importance in this relationship. However, this factor negatively impacted purchase intention, contrary to the findings of Liang et al., Peschel et al., and Moorman et al. [92,93,94]. This suggests that customers were likely to buy WEPs and products made from WEPs if they were less familiar with those plants. This may be because of the farmers’ market characteristics. Namely, the farmers’ market is a direct distribution channel, i.e., customers achieve direct contact with producers (sellers), and, in this process, they often exchange information [76,77]. Consequently, producers have an opportunity to present their products, detailing the benefits of WEPs, as well as how to prepare fresh WEPs or use food products from WEPs. Also, customers with low subjective knowledge are more likely to ask for information and advice from sellers [47]. Furthermore, this may be related to the sensory characteristics of WEPs and foods from WEPs, namely those consumers with previous experience might choose to opt out [33].



Customers with positive attitudes toward WEPs were more likely to purchase products from WEPs, confirming that attitude was a significant predictor of consumers’ behaviour intention [95]. Furthermore, food neophobia, although usually defined as consumers’ fear of trying new or unfamiliar foods, positively impacted consumers’ intentions to purchase WEPs and WEP products. In other words, consumers who were interested in trying new and unfamiliar foods were more likely to purchase WEPs and WEP products. Since food neophobia was a significant predictor in both models, this confirms the importance of food neophobia on consumer behaviour [59].



Attitudes regarding nature preservation and concern about climate change were not significant predictors of purchase intentions, regardless of buying fresh WEPs or WEP products, suggesting that these factors do not significantly influence consumers’ decision-making process.




5. Conclusions


This paper explored the relationship between consumers’ psychological factors and their intention to buy WEPs and WEP products, which present an excellent opportunity to deal with the issue of potential food shortages caused by climate change. Although different issues related to climate change are becoming more evident and the cultivation of WEPs offers a crop/cropping system-based technology strategy to promote the cultivation of crops and varieties that fit into new farming systems, namely a system with increased resistance to weather extremes, the main question is how will the consumers accept such products. WEPs are not an entirely new type of food source, but the traditional knowledge about them is forgotten to a certain extend [11,13,14].



This study makes several contributions to the extant literature. First, the subjective knowledge scale suggested by Flynn and Goldsmith [87] was modified to measure subjective knowledge related to WEPs. Secondly, the food neophobia scale [89], which is usually applied to measure the fear of trying new foods that can result in the avoidance of unfamiliar foods [67,68,75], was used to assess the intention to purchase fresh WEPs and WEPs food products. Thirdly, this research examined the consumer attitude scale related to WEPs that was proposed by Schunko and Vogl [58] and the customer attitude scale regarding nature preservation [88] and purchase intention [95] on customers that frequent farmers’ markets. Finally, the influence of subjective knowledge, attitudes related to nature preservation and WEPs, food neophobia, customers’ purchase intentions, and concern about climate change on customers’ intentions to purchase fresh WEPs and WEP food products were evaluated. WEPs and WEP food products have long been used as a food source; however, modern consumers are more accustomed to different food products that do not contain WEPs. The findings suggested that a positive attitude regarding food neophobia impacts consumers’ intentions to purchase both fresh plants and processed products.



The findings have certain practical implications. The idea of promoting WEPs as a way to combat climate change is not likely to impact consumer behaviour; therefore, policymakers should focus on different consumer-related factors. Customers’ interest in trying new foods is a positive factor that supports the promotion of fresh WEPs and WEP food products. Although WEPs are part of the human diet, due to various factors, consumers are generally not familiar with them, and this can be a potential issue for marketers. Furthermore, previous experience with WEP consumption, either fresh or processed, could pose an issue because of their potentially unacceptable sensory characteristics. This research could help with the development of strategies regarding consumers’ WEP knowledge, for example, increasing their subjective knowledge by promoting the benefits and positive impacts of WEPs on human health and the environment, accompanied by possible usage tips, especially those centred on unusual WEP tastes. Lastly, this research could encourage consumers to try different WEPs, consequently boosting farmers to substitute or introduce WEPs in crop/cropping system-based technologies strategies. Despite WEPs’ potential, current challenges in their introduction to the market include their seasonality, so potential strategies should include guidance regarding their commercial production.



There are certain limitations of this study. Only customers frequenting local farmers’ markets were involved in this study, so future research could test this relationship with consumers in general. Consumers’ psychological factors included subjective knowledge, food neophobia, attitudes related to WEPs and nature presentation, and concern about climate change; further research could focus on measuring other psychological factors like lifestyle, health, etc., as well as sociodemographic characteristics, the influence of media and world-of-mouth, health benefits, food safety issues, etc. Furthermore, consumers’ knowledge can be measured as an individual’s self-assessment of how much they know about a product and the knowledge stored in the consumer’s long-term memory [44]. This research centred on subjective knowledge, so future studies could examine objective knowledge, as well as consumers with certain medical conditions. Since the study results were based on quantitative data, future research could benefit by applying qualitative research methods to provide a deeper understanding of consumers’ attitudes towards and perceptions of WEPs.
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Table A1. List of Items Measuring Subjective Knowledge, Attitudes Related to Wild–Edible Plants, Customers’ Purchase Intentions, Food Neophobia, and Attitudes Related to Nature Preservation.






Table A1. List of Items Measuring Subjective Knowledge, Attitudes Related to Wild–Edible Plants, Customers’ Purchase Intentions, Food Neophobia, and Attitudes Related to Nature Preservation.





	
Subjective knowledge




	
sub_know_1

	
I know pretty much about wild-edible plants




	
sub_know_2

	
I know how to judge the quality of wild-edible plants




	
sub_know_3

	
I feel very knowledgeable about wild-edible plants




	
sub_know_4

	
Among my circle of friends, I’m one of the “experts” on wild-edible plants




	
sub_know_5

	
Compared to most other people, I know more about wild-edible plants




	
sub_know_6

	
When it comes to wild-edible plants, I know a lot




	
Attitudes related to wild-edible plants




	
att_wep_1

	
Wild-edible plants gathering does not reduce the natural availability of the wild plant species




	
att_wep_2

	
Wild-edible plants are healthier than cultivated ones




	
att_wep_3

	
Wild-edible plants taste better than cultivated ones




	
att_wep_4

	
Wild-edible plants are indispensable for my nutrition




	
att_wep_5

	
Wild-edible plants are important supplements for healthy lifestyles




	
Customers’ purchase intentions to buy fresh wild-edible plants




	
buy_int_fweb_1

	
I will buy fresh wild-edible plants in the near future




	
buy_int_fweb_2

	
I am willing to buy fresh wild-edible plants in the near future




	
buy_int_fweb_3

	
I will make an effort to buy fresh wild-edible plants in the near future




	
Customers’ purchase intention to buy food products made from wild-edible plants




	
buy_int_fpweb_1

	
I am willing to buy food products made from wild-edible plants in the near future




	
buy_int_fpweb_2

	
I will buy food products made from wild-edible plants in the near future




	
buy_int_fpweb_3

	
I will make an effort to buy food products made from wild-edible plants in the near future




	
Food neophobia




	
food_neophobia_1

	
I am constantly trying new and different foods




	
food_neophobia_2

	
I don’t trust new foods




	
food_neophobia_3

	
I will try food from different countries




	
food_neophobia_4

	
Ethnic/regional food looks too weird to eat




	
food_neophobia_5

	
At dinner parties, I will try new food




	
food_neophobia_6

	
I will try new food in new regional/ethnic restaurants




	
Attitudes related to nature preservation




	
att_np_1

	
The balance of nature is very delicate and can be easily upset




	
att_np_2

	
When humans interfere with nature, it often produces disastrous consequences




	
att_np_3

	
Humans must live in harmony with nature in order to survive




	
att_np_4

	
Mankind is severely abusing the environment




	
att_np_5

	
Mankind was created to rule over the rest of nature
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Table 1. Sample characteristics.






Table 1. Sample characteristics.





	
Characteristics

	
Percent (%)






	
Gender

	
Male

	
24.1




	
Female

	
75.9




	
Age

	
18–25

	
7.8




	
26–35

	
20.5




	
36–45

	
28.3




	
46–55

	
21.7




	
56+

	
21.7




	
Education

	
Basic education

	
3.6




	
Secondary education

	
41.0




	
Higher education (College, University, Masters, Ph.D.)

	
55.4




	
Profession

	
Self-employed/freelance

	
25.3




	
Manager

	
2.5




	
Employee

	
57.2




	
Retired

	
8.4




	
Other

	
6.6




	
Personal net monthly income

	
Up to €530

	
10.5




	
€531–€796

	
23.4




	
€797–€1060

	
31.4




	
€1061–€1327

	
20.2




	
More than €1327

	
14.5




	
Household members

	
1

	
12.7




	
2

	
21.7




	
3

	
27.7




	
4

	
28.3




	
5+

	
9.6




	
Concern about climate change

	
Totally not concerned

	
5.4




	
Not concerned

	
3.6




	
Neutral

	
12.0




	
Concerned

	
39.8




	
Totally concerned

	
39.2








Source: Data processed by authors.













 





Table 2. Descriptive statistics and results of explanatory factor analysis.
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Variables

	
Mean

	
SD

	
1

	
2

	
3

	
4

	
5

	
6






	
Subjective knowledge




	
sub_know_5

	
3.25

	
1.125

	
0.932

	

	

	

	

	




	
sub_know_3

	
3.01

	
1.050

	
0.929

	

	

	

	

	




	
sub_know_6

	
3.02

	
1.101

	
0.925

	

	

	

	

	




	
sub_know_4

	
2.81

	
1.179

	
0.895

	

	

	

	

	




	
sub_know_1

	
3.18

	
1.052

	
0.871

	

	

	

	

	




	
sub_know_2

	
3.27

	
1.041

	
0.828

	

	

	

	

	




	
Attitudes related to nature preservation




	
att_np_3

	
4.17

	
0.717

	

	
0.967

	

	

	

	




	
att_np_4

	
4.35

	
0.757

	

	
0.883

	

	

	

	




	
att_np_2

	
4.04

	
0.810

	

	
0.828

	

	

	

	




	
att_np_1

	
3.91

	
0.832

	

	
0.735

	

	

	

	




	
Customers’ purchase intention to buy food products from WEPs




	
buy_int_fpweb_2

	
3.45

	
1.018

	

	

	
0.988

	

	