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ABSTRACT

The objectives of this article are 1) to study the differences between demographic
characteristics and consumption of vegan and vegetarian food available online, 2) to study the
differences between demographic characteristics and the decision to consume vegan and vegetarian
food available online, and 3) to study the differences between consumers’ behavior on vegan and
vegetarian food available online and the decision to consume vegan and vegetarian food available
online.

The results showed that different demographic characteristics e.g. age, occupation, and
average monthly income and the different consumers’ behavior on vegan and vegetarian food e.g.
order frequency, selected applications to order, and the main reason for choosing vegan and
vegetarian food were statistically significant at 0.05 level. It was also found that the different
demographic characteristics e.g. age, occupation, and average monthly income and the decision to
consume vegan and vegetarian food were statistically significant at 0.05 level. Furthermore, it was
found that consumers’ behavior on vegan and vegetarian food e.g. order frequency, selected
applications to order, and the main reason for choosing vegan and vegetarian food and the overall
decision to consume vegan and vegetarian food available online were statistically significant at

0.05 level.





