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ABSTRACT: This research aims to explore the theory of planned behavior (TPB) by investigating the
underlying factors that influence Laos Students' consumers' purchase intentions for alcoholic beverages in the
beer category. The conceptual model includes three components: Attitude toward behavior, subjective norms,
and perceived behavior control that influence consumer purchase intention. This study used online
questionnaires to collect survey data at the National University of Laos in August 2022. The respondents were
chosen using the simple random sampling method. This study's sample consists of 405 National University of
Laos students. Factor analysis and structural equation modeling were used to analyze the data (SEM).
According to the findings of this study, consumers' purchase intentions are significantly influenced by their
attitude toward behavior and perceived behavioral control.
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l. INTRODUCTION

According to the Kirin Beer University Report (2019), 188.8 hillion liters of beer were consumed
globally in 2018, beer is the most consumed alcoholic beverage in the world. Laos is one of the countries in
Southeast Asia that has a diversity of cultures, languages, religions, ethnicities, and friendly people. One of the
unique traditions that are often favored and become a habit of the Lao people is consuming alcoholic beverages.
Alcohol consumers in Laos consume 25.9 liters of total alcohol consumption per year and the annual beer
consumption rate is 50% of total alcohol consumption [1].

As for alcohol consumption in the Lao People's Democratic Republic, although Laos has many ethnic
groups that have their own culture and customs, alcohol consumption plays an important role in Laotian society.
There are many opportunities to consume alcohol in Laos such as a newborn welcoming ceremony, a hew house
celebration, the Lao New Year or a boat racing festival. According to the Global Status Report on Alcohol and
Health 2018 and Health reported by the World Health Organization, the three types of alcoholic beverages
consumed in Laos are beer, wine and spirits.

The modern business world demands an understanding of consumer buying intentions that support
business progress, the profit or loss of a business will be largely determined by the consumer. Customers need
products or services offered by the company and vice versa, companies also need income from customers so that
the company's production activities can continue to run. Therefore, one of the efforts that need to be considered
by the company is consumer behavior. Understanding consumer behavior is very important in business, namely
to find advanced opportunities for existing products and new product launches.

The current Lao beer market, there are only two large companies that produce and market beer
products. However, the company that has gained a large market share is Lao Brewery Company Ltd. whose beer
products use the Beerlao brand. Currently, the productivity of beer in Laos is not sufficient to meet the gradually
increasing demand of beer consumers. Therefore, the Lao beer market offers broad growth prospects in the
future.

Every consumer has a different thought process and attitude in buying a particular product. Due to
changes in fashion, technology, trends, lifestyle, income, other similar factors, as well as changing consumer
behavior. Students are an age group who want to try new things, have a lot of social interaction, socialize
lifestyle, and so on.

So, the authors are interested in studying the behavior of consuming alcoholic beverages against
students at the Lao National University in the beer category and finding the factors that influence purchase
intention, especially Lao students in consuming alcoholic beverages in the beer category that has never been
studied before in Laos.
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1. LITERATURE REVIEW
Consumer Behavior

According to [2] consumer behavior is the choice of consumers during the process of searching,
evaluating, purchasing, and using products and services that are believed to satisfy needs. Consumer behavior
refers to the actions of consumers in choosing, buying, and consuming goods and services to meet their needs
[3].

Theory of Planned Behavior

TPB (Theory of Planned Behavior) is based on the assumption that humans are more likely to behave
rationally, by considering the available information and referring to the information obtained, by considering the
implicit or explicit consequences of their actions. Intentions and behavior are functions of three basic
determinants of a person, according to the theory of planned behavior: personal, social influence, and aspects
related to control problems (Ajzen, 2005). That is, an individual is more likely to adopt a behavior if he is
positive about the behavior in question, receives support from his immediate environment/other individuals
related to the behavior, and believes that the behavior can be performed well. TPB (Theory of Planned
Behavior) is an extension of TRA (Theory of Reasoned Action), which adds an element of perceived behavioral
control to the TRA model. TPB has shown success in predicting and explaining behavior in a variety of fields.
Attitude Toward the Behavior

Attitude is an individual's assessment of positive and negative attitudes towards certain institutional
objects, people, events, behaviors, and interests. Attitude is determined based on the results of a person's
evaluation of the behavioral consequences associated with the behavior, which is determined by determining a
strong relationship between the consequences and the behavior. In general, the more people believe that
behavior will produce positive consequences, the more people will like the behavior; conversely, the more
people believe that the resulting behavior is negative, the more people will dislike that behavior (Ajzen, 2005).

Several previous studies have stated that attitude influences consumer purchase intentions. The
research found that attitudes positively affect the purchase intentions of WOM and e-WOM through social
media. Furthermore, a study conducted found that attitudes have a positive impact on consumers' intention to
shop online. Empirical results from structural equation modeling show that consumer attitudes are the most
important predictor of their intention to purchase suboptimal food and research supports this claim.

Subjective Norms

Subjective norms are social demands that encourage people to engage in certain behaviors [6]. If a
person's belief states that he should or should not take action based on the opinions of others, that belief will
have a positive or negative impact on his intention to perform the behavior [7]. Beliefs derived from relevant
references are defined as normative beliefs or normative belief. In general, if the most important person in a
person’'s life believes that he should do or not do something, he will feel social pressure to do or not do it (Ajzen,
2005).

Then, Hasbullah et al., (2016) stated in his research that subjective norms are factors that are generally
related to consumer behavioral intentions to buy a product online. There are also studies that provide similar
results, such as research [9], finding that subjective norms can influence behavioral intentions in online
shopping.

Perceived Behavior Control

Individuals’ perceived behavioral control can be defined as the difficulties they experience in
performing a behavior [6]. According to PCB, increasing the individual's belief in having sufficient resources
and opportunities to perform a successful behavior, with the fewer obstacles that need to be increased, the
greater their control in carrying out the behavior(Ajzen, 2005). Internal control is determined by how much
people believe they know, have some skills, are disciplined, and can act. External factors, such as the
availability of resources, time constraints, and cooperation with coworkers, can inhibit or facilitate the intended
behavior, depending on how strongly the individual feels about the behavior [10].

According to Yang et al., (2015), behavioral control is a variable related to behavioral intentions, in
addition to subjective norms and beliefs. Then, [12] proposed research on online clothing shopping, and the
findings support all hypotheses, including one of the behavioral control factors that positively influence
behavioral interest. Also, [13] found that behavioral control influences behavioral intentions in online shopping
consumption. then [14] show that behavioral control influences behavioral intentions as well as subjective
attitudes and norms. [15] states that behavioral control, such as attitude, is one of the variables that both have a
positive effect on consumer behavioral intentions.

Purchase Intention

Intention is defined in the literature as a person's plan, commitment, or decision to take an action or
achieve a certain goal, purchase intention is the direct cause of a person's behavior. The consumer's intention to
perform a behavior is considered to be the main determinant of his future behavior. In his TPB, [16] Ajzen
explains that when behavior is under one's control, intentions can predict behavior with a high degree of
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accuracy. So, if the intention to perform is greater, the behavior can be measured. If a person is motivated by a
certain behavior, he or she can make a decision that ultimately has the intention to buy [17]. The dependent
variable of this study is purchase intention which can be defined as mental strength to act in a certain way as a
means of purchase [18].

Purchase intentions are usually related to consumer behavior, perceptions, and attitudes. Purchasing
behavior is an important factor in consumers' ability to access and evaluate certain products [19]. Purchase
intention is used to test the implementation of a new sales channel, determine whether managers are eligible to
develop the concept, and determine the geographic market and consumer segments to target through the channel
[20]. Buying intention is a determinant of a consumer taking an action, such as buying a product or service [21].

Theoretical Framework
The variables used are depicted in Figure 1, and each relationship between an independent variable and a

Sikap (X1)
H1
- H2 . .
Norma Subjektif (X2) Niat Beli (Y)
H3
Kontrol Perilaku yang
Dirasakan (X3)

dependent variable represents a hypothesis.
Figurel. Conceptual Framework

Research Hypotheses

Hypothesis 1 (H,):

Ho1: Attitude hasn't an effect on the intention to buy alcoholic beverages in the beer category.

H,1: Attitude positively affects the intention to buy alcoholic beverages in the beer category.

Hypothesis 2 (H,):

Ho2: Subjective Norm hasn't an effect on the intention to buy alcoholic beverages in the beer category

H,,: Subjective Norm positively affects the intention to buy alcoholic beverages in the beer category.
Hypothesis 3 (H3):

Hos: Perceived Behavioral Control hasn't an effect on the intention to purchase alcoholic beverages in the beer
category.

H,s: Perceived Behavior Control positively affects the intention to buy alcoholic beverages in the beer category.

1. RESEARCH METHODS

This study adopted a question from [22] for the Attitude toward behavior variable consisting of five
questions. Subjective Norms consist of six questions adapted from [23]. The perceived behavioral control
variable consists of nine questions adopted from (Gao et al., 2015). The purchase intention variable adopted four
questions from[22].

This study is a quantitative study using the Structural Equation Modeling (SEM) method processed
data analysis with SmartPLS 3.0. Analytical methods and measurement models with tests of validity and
reliability were used for data processing in order to be able to determine significance levels and relationships
between variables. The data collection technique is to distribute the questionnaire online to 405 respondents via
Google Forms. The questionnaire for this study consisted of 24 questions.

V. RESULT AND DISCUSSIONS

Characteristics of Respondents

Respondents based on male gender were 181 people or 44,7%, while women consisted of 224 people
or 55,3%. The majority of respondents in this study who were not married were 386 people or 95.3% of the total
respondents. Respondents who are married are 19 people or 4.7%. From the sample taken as many as 405
respondents among students, it turns out that there are 4 groupings and 138 of the most are students in the
second year as much as 34.1%, then last year students as many as 91 people or 22.5%, then first year students as
many as 89 people or 22% and the last, third year students as many as 87 people or 21.5%. Respondents with
income less than or equal to 1.5 million LAK represent 62.5% (253 people) of the total respondents. Meanwhile,
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respondents with income of more than 1.5 million LAK represent 37.5% (152 people). Based on age groups,
there are 4 age groups, namely respondents aged 18-25 years as many as 363 people (89.6%) and respondents
aged 26-30 years as many as 30 people (7.4%), respondents aged 31-36 years as many as 9 people (2.2%).
Meanwhile, the more advanced age group of respondents, i.e. age 36 years, was only represented by 3 people
(0.7%) of the total respondents. The habit of consuming beer per week is the respondents who consume beer
less than three times a week as many as 300 people or 74.1%. Meanwhile, respondents who consume beer four
times a week are 15 people or 3.7%. Then, respondents who consume beer more than five times a week are 90
people or 22.2%.

Structural Equation Modeling-Partial Least Square (SEM-PLS)
Outer Model

The indicator will be regarded as reliable, according to [24], if its correlation value is greater than 0.70
(>0.70). However, the loading factor value of 0.40 to 0.60 is still appropriate in research that is still in the
development stage. For a summary of the loading factor values for each indicator from each variable utilized in
this investigation, see Figure 2 and Table 1.
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Source: Data processed (2022)

Table 1.
Recapitulation of Loading Factor Values
Attitude toward behavior (X;) Subjective Norms Perceived Behavioral Purchase Intention ()
(X2) Control (X3)

X1.1 0.916 X2.1 0.804 X3.1 0.722 Y1.1 0.966
X1.2 0.844 X2.2 0.838 X3.2 0.716 Y1.2 0.972
X1.3 0.915 X2.3 0.859 X3.3 0.748 Y1.3 0.944

X1.4 0.885 X2.4 0.794 X3.4 0.844

X1.5 0.678 X2.5 0.743 X3.5 0.867

X2.6 0.829 X3.6 0.892

X3.7 0.812

X3.8 0.649

X3.9 0.847

Source: Data processed (2022)

The results in Table 1 demonstrate that all of the indicators are above the threshold of 0.4. Three
standards for PLS data analysis. Average Variance Extracted (AVE), Cronbach Alpha, and Composite
Reliability are included in the measurement model[25].
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Table 2. Measurement Model Analysis Criteria

Variable Cronbach's rho_A Composite Average Variance

Alpha Reliability Extracted (AVE)
Attitude toward behavior (X;) 0.903 0.917 0,929 0.726
Subjective Norms (X;) 0.897 0.904 0,921 0.659
Perceived Behavioral Control (Xz) 0.926 0.947 0,938 0.628
Purchase Intention (Y) 0.958 0.958 0,973 0,923

Source: Data processed (2022)

According to Table 2, all variables pass the construct validity and reliability tests, with Cronbach's
alpha > 0.6, AVE value > 0.5, and composite reliability > 0.7. As a result, it can proceed on to the inner model
analysis.

Inner Model

The inner model of the structural analysis of the model is performed to ensure that the structural model
is built robustly and accurately. Several indicators can be used to evaluate the inner model, including the
coefficient of determination (R2), predictive relevance (Q2), and goodness of fit index (GoF). According to
[26], a value of R-Square > 0.67 is classified as strong for the coefficient of determination (R2) obtained from
the value of R-Square of 0.74. The Predictive Relevance value (Q2) is 0.495, which is stated to have a high
predictive capability because it is greater than 0.35[26]. A GoF value of 0.572 indicates that the GoF value is
large because it is greater than 0.35[27], and thus the model formed can be used for hypothetical testing.
Hypothesis Test

In SEM SmartPLS 3.0, hypothesis testing is done by bootstrapping and is measured by P-Values from
the level of significance (5%) if the hypothesis is significant.
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Figure 2. Results of Bootstrapping Research Models
Source: Data processed (2022)

The path coefficients of each free variable against the dependent variable are then examined. Table 3
illustrates this:

Table 3.
Path Coefficient
Original Sample Mean Standard T Statistics P Values
No Sample (O) (M) Deviation (|O/STDEV))
(STDEV)
H1 | Attitude toward behavior - 0.550 0.548 0.071 7.724 0.000
> Purchase Intention
H2 Subjective Norm -> 0.018 0.018 0.084 0.219 0.826
Purchase Intention
H3 Perceived Behavioral 0.336 0.34 0.054 6.241 0.000
Control-> Purchase
Intention

Source: Data processed (2022)
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Based on Table 3, According to the results, hypothesis H1 and hypothesis H3 have values below the
significance level of 5%, indicating that the hypothesis has a positive and significant influence on dependent
variables, whereas hypothesis H2 has only a positive and insignificant influence because the p-value is more
than 5%, which is 8,26%.

V. CONCLUSIONS
Based on the findings of the research and discussion, it is possible to conclude that H1: there is a
significant relationship between Attitude toward Behavior and Purchase Intention (accepted) H2: The
relationship between Subjective Norms and Purchase Intention is insignificant (rejected) H3: Perceived
Behavioral Control has a significant influence on Purchase Intention (accepted).
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