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 Health concerns are increasing along with the development of healthy food products 

in the community. This study aims to analyze the influence of health care attitudes 

and behavioral controls on consumers' buying interests in healthy food products. 

Conduct quantitative research with a statistical analysis approach. The population in 

this study is consumers in the student category who have made product/goods 

transactions through Shopee throughout Indonesia. The study sample of 300 people 

was determined using purposive sampling. Data was collected using questionnaires 

that passed validity and reliability tests, and data were analyzed using AMOS with 

a 95 percent confidence level (p<0.05). The results showed that concern for health 

affects attitudes towards healthy food products (p = 0.000), health concern has a 

significant effect on subjective norms towards healthy food products (p = 0.000), 

and health concern has a significant effect on behavioral control felt in healthy food 

products (p = 0.000), attitudes towards healthy food products have a significant 

effect on buying interest in healthy food products (p = 0.004), subjective consumer 

norms have a significant effect on buying interest in healthy food products (p = 

0.003), and perceived behavioral control has a positive and significant effect on 

buying interest in healthy food products (p = 0.000). Furthermore, consumers' 

interests in buying healthy food products have a positive and significant effect on 

health care through their attitudes and behaviors. 
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1. Introduction  
 

Food balance can improve a person's quality of life by implementing a healthy lifestyle as a current trend 

(Handriana et al., 2022; Rustagi & Prakash, 2022). Knowledge and health consciousness improve consumer 

interest in purchasing organic foods (Kim et al., 2014; Murphy et al., 2022; Mustikawati et al., 2021). During 

the COVID-19 epidemic, individuals attempted to keep their bodies healthy by selecting good, nutritious 

healthful, and organic foods to strengthen their immune systems (Boobalan et al., 2022; Handriana et al., 2022). 

Since pollutants do not taint hygienic and healthy foods, green knowledge promotes the harmony of people's 

behavior in selecting hygienic and healthy foods (Nguyen et al., 2019). 

Moral norms are independent determinants of each consumer's purchasing intent (Kovacs & Keresztes, 

2022; Murphy et al., 2022). Prior study has demonstrated that moral values are crucial to purchasing a product, 

such as food (Requero et al., 2015; Sarah et al., 2019). In addition, green marketing is believed to increase 

consumers' purchasing of food products (Rana, 2022; Tu et al., 2017; Vilkaite-Vaitone et al., 2022). According 

to previous research, green marketing is the capacity for marketing a product with an eco-friendly notion, 

notably organic food, which might raise consumer interest (Murphy et al., 2022; Puspitasari et al., 2021). This 

study combines conceptual models into the planned behavioral theory to reflect specific functionality and 

usability factors that influence purchase intention and repurchase (Mustikawati et al., 2021; Priatni et al., 2020; 

https://creativecommons.org/licenses/by-sa/4.0/
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Rustagi & Prakash, 2022). Planned behavior theory is a fundamental idea that explains and predicts consumer 

behavior, comprising three primary components: attitudes, subjective norms, and perceived behavioral control 

(Hidayat et al., 2021; Machová et al., 2022; Nguyen-Viet, 2022). Local food consumers are assessed not to 

contain excessive pesticides and other dangerous chemicals, yet it is not impossible for food safety issues to 

arise (Nguyen et al., 2019; Puspitasari et al., 2021). Developing environmental knowledge and behavior is 

essential, particularly for public health  (Mertha Adnyana & Sudaryati, 2022). 

This study emphasizes the significance of public health awareness as the primary element impacting 

customers' purchasing interest in healthy food goods (Nugraha et al., 2018). Health consciousness is closely 

tied to consumer attitudes that influence customers' purchasing interests and subjective norms that have 

ramifications for shopping behavior, psychological states, and purchasing decisions. Moreover, the perceived 

behavioral control of consumers influences their decisions regarding a product. This study's objective was to 

examine the impact of health care attitudes and behavioral controls on consumers' purchasing intentions for 

healthy food products. The study's results will hopefully be able to define the attitudes and actions of 

Indonesian customers towards a food product, which can then be used to promote green marketing in Indonesia. 

 

2. Research Method  
 

A quantitative research design with a descriptive approach was used in this study (Darwin et al., 2021). The 

population of this study consists of Indonesians who purchase healthy food products. Purposive sampling was 

employed to determine the 300-person study sample. The study was conducted using primary data acquired 

through an online questionnaire (Google form) in the form of questions. Likert scale evaluations were 

performed (the maximum value strongly agrees and the minimum value strongly disagrees). The 

questionnaire's selection has passed the tests for validity and dependability. The 50-person trial was deemed 

legitimate if r counted more than the r table and reliable if Cronbach's Alpha was > 0.7 (Darwin et al., 2021).  

 The six hypotheses tested in this study were six pieces, including 1) the first hypothesis (H1) that health 

concern will have a positive impact on attitudes toward healthy food products; 2) the second hypothesis (H2) 

of health concern will have a positive impact on the subjective norms of healthy food products; 3) the third 

hypothesis (H3) of health concern will have a positive impact on the perceived behavioral control of healthy 

food products; 4) the fourth hypothesis (H4) of attitude towards healthy food products will have a positive 

impact on the interest in buying healthy food products; 5) the fifth hypothesis (H5) of subjective norms will 

have a positive impact on the interest in buying healthy food products, and 6) the sixth hypothesis (H6) of 

perceived behavioral control will have a positive impact on the interest in buying healthy food products. 

Two phases comprise the data analysis process: descriptive and statistical analysis. The statistical analysis 

assesses demographic data, studies respondent characteristics, and research variable explanations. In addition, 

the statistical analysis in this work uses Structural Equation Modeling (SEM), which integrates the approaches 

of factor analysis, structural model, and path analysis (path analysis). This model is designed to analyze the 

hypothetical link between variables and quantify the strength of that relationship (latent and manifest 

variables). This study's normality test employed a ± 2.58 critical ratio skewness at a significance level of 0.01. 

In addition, the outlier seeks to evaluate the variations in the features of distinct variables. It is observed at the 

value of the Mahalanobis distance compared to the criteria of the chi-square (df) value with α= 0.001. In the 

subsequent phase, a confirmatory study is conducted to test the constructed concept using multiple quantifiable 

indicators using a loading factor value of at least 0.5 or ideally >7; if the loading factor value is 0.5, the indicator 

is eliminated from the analysis. 1) model development based on theory; 2) drawing up diagrams of paths and 

structural equations; 3) matrix input and model estimation; 4) assessing the identification of structural models; 

5) assessing the criteria for the goodness of fit, and 6) hypothesis testing with a p-value 0.05 (accepted) and a 

p-value > 0.05 (rejected).  

 

3. Results and Discussions  
 

3.1 Test the influence between variables   

Free variable influence testing measures the size of total, direct, and indirect influence between variables. 

The greatest direct influence in this study was the direct influence of K.K. (health care) on K.P. (behavioral 

control), with a value of 0.558. Regarding the indirect influence in this investigation, there is one direction of 

influence, K.K. (Health care) on M.B. (Buying Interest), with a value of 0.400. Moreover, the influence of 

K.K. (Health concern) on K.P. (Behavioral control) has the greatest total effect, at 0.558%. The test of the 

relationship between variables is shown in Table 1.  
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Table 1. Influence test results between variables  

Direct Influence 

 KK KP NS SM MB 

KP .558 .000 .000 .000 .000 

NS .499 .000 .000 .000 .000 

SM .468 .000 .000 .000 .000 

MB .000 .408 .185 .170 .000 

Indirect Influence 

 KK KP NS SM MB 

KP .000 .000 .000 .000 .000 

NS .000 .000 .000 .000 .000 

SM .000 .000 .000 .000 .000 

MB .400 .000 .000 .000 .000 

Total Influence 

 KK KP NS SM MB 

KP .558 .000 .000 .000 .000 

NS .499 .000 .000 .000 .000 

SM .468 .000 .000 .000 .000 

MB .400 .408 .185 .170 .000 

Abbreviations: KK= Health care; KP= behavioral control; NS= Subjective norms; SM = Buying attitude; M.B. = Buying 

interest.  

3.2 Test research hypotheses  

Full structural equation model (SEM) analysis was employed to test hypotheses. The hypothesis test 

results are confirmed by assessing the critical ratio (C.R.) and probability values derived from the outcomes of 

data processing. The direction of the link between variables can be deduced from estimation results. If the 

result is positive, the relationship between the variables is positive (in the same direction), and if it is negative, 

the association is negative (in the opposite direction). Moreover, the association between extrinsic and intrinsic 

factors becomes significant if the test results indicate a C.R. value larger than 1.96 and a probability value 

(p<0.05) with a 95% confidence level. Tabular 2 presents the findings of the hypothesis test.  

 
Table 2. Research hypothesis testing results 

   Estimate S.E. C.R. P Keterangan 

Attitude to product   Concern for health .468 .060 7.800 0,000 
Significant 

Positives 

Subjective norms   Concern for health .425 .054 7.819 0,000 
Significant 

Positives 

Behavioral control   Concern for health .429 .051 8.375 0,000 
Significant 

Positives 

Buying interest   Attitude to the Product .167 .058 2.899 0,004 
Significant 

Positives 

Buying interest   Subjective norms .213 .072 2.950 0,003 
Significant 

Positives 

Buying interest   Behavioral control .520 .086 6.057 0,000 
Significant 

Positives 

The first hypothesis test yielded a positive estimate of 0.468 with a C.R. value of 7.800 > 1.96 and a 

probability of 0.000 (p= 0.05). Thus, health concern has a considerable and beneficial effect on attitudes toward 

healthy food products. These findings imply that consumers concerned about their health are more likely to 

consume healthy meals and have a good attitude toward them. Thus, health consciousness becomes the most 

significant component in explaining consumer attitudes toward organic foods  (Boobalan et al., 2022; Nguyen 

et al., 2019). This is identical to the findings of Tu et al.  (2017) that the health consciousness of consumers 

will positively influence their attitude toward healthy food products. For health-conscious consumers who opt 

for organically produced goods, the product will be deemed free of undesired chemicals, indicating that buyers 

believe that it contains the least amount of pesticide residue (Boobalan et al., 2022; Michaelidou & Hassan, 

2010) 

The second hypothesis test yielded a positive estimate of 0.425 with a C.R. value of 7.819 > 1.96 and a 

probability of 0.000 (p = 0.05). Thus, health consciousness has a favorable and substantial effect on the 
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subjective norms of healthy food goods. These findings imply that customers with a strong concern for their 

health will develop a more favorable attitude toward healthy foods. Compared to harmful foods, consumers 

will expect healthy foods to impact their health positively. Consumers with high health concerns will be more 

conscious of maintaining their health and have a favorable attitude toward healthy food (Kesse-Guyot et al., 

2022; Michaelidou & Hassan, 2018; Muliasari et al., 2021). This is consistent with Rustagi & Prakash's (2022). 

According to a study, consumer health concerns have a major impact on consumers' subjective norms about 

healthy food goods. 

In addition, the third hypothesis test yielded a positive estimate of 0.429 with a C.R. value of 8.375 > 1.96 

and a probability of 0.000 (p= 0.05). Thus, health concerns have a positive and considerable effect on 

customers' control over their consumption of healthy food goods. A strong concern for one's health will 

motivate consumers to have a positive attitude toward healthy food products. Consumers are concerned about 

their health and tend to investigate whether foods are healthy (Budiani et al., 2017; Handriana et al., 2022; 

Sakdiyah et al., 2019). Thus, health consciousness will motivate consumers to favor healthy food products 

(Kovacs & Keresztes, 2022). This is consistent with the findings of Rahnama & Leszczyc (2022) that good 

health care has a big impact on the regulation of consumer behavior towards healthy food goods.  

 The fourth hypothesis test yielded a positive estimate result, 0.167, with a C.R. value of 2.899 > 1.96 

and a probability value of 0.004 (p= 0.05), indicating that the attitude has a positive and statistically significant 

influence on the variable of consumer buying interest in healthy food goods. Consumers with a favorable 

attitude about healthy food will likely purchase healthy food goods (Murphy et al., 2022). A positive consumer 

attitude toward healthy meals results from the long-term benefits of consuming healthy foods. The consumer's 

desire to acquire healthy food goods increases as his acceptance of healthy food grows (Satrio et al., 2021; 

Zaky & Purnami, 2020). This is consistent with prior studies by Uddin & Khan (2018) study demonstrated that 

customer attitudes have a favorable and significant effect on the desire to purchase healthy food products. 

Organic food manufacturers must evaluate factors that can improve consumer demand for their products  

(Hidayat et al., 2020, 2021). A high level of health awareness is one component of an individual's interest in 

organic food (Machová et al., 2022; Siringoringo, 2004). In addition, customers are beginning to scrutinize the 

composition or safety of the food they consume out of a sense of fear that if they choose the incorrect meal, it 

will result in poor health conditions (Mukaromah et al., 2019). The establishment of a health consciousness 

will favor attitudes regarding the desire to purchase nutritious foods (Budiani et al., 2017; Siringoringo, 2004; 

Zaky & Purnami, 2020).  

 Hypothesis five achieved a positive result of 0.213 with a C.R. value of 2.950 > 1.96 with a probability 

value of 0.003 (p= 0.05). Thus, subjective norms have a large and beneficial effect on the variable of customer 

desire to purchase healthy food goods. Consumers who clearly understand the benefits of healthy eating will 

be more interested in purchasing healthy food products (Sahir et al., 2021). Variable subjective norms among 

consumers are influenced by their knowledge and perception of healthy food products  (Hasan & Suciarto, 

2020). The more consumers' subjective norms on healthy food, the greater their expectations regarding the 

benefits of eating healthy meals. Thus, it will increase customer interest in purchasing nutritious foods. This is 

consistent with the findings of Rachmawati et al.  (2020) demonstrate that consumers' subjective norms have 

a favorable and significant effect on their desire to purchase healthy food goods. Subjective norms are 

determined by the normative expectations of others and urge individuals to comply with those norms (Hasan 

& Suciarto, 2020). Moreover, the greater the expectations of the individual's significant others regarding 

particular conduct, the greater the desire to fulfill these expectations or perform the behavior wanted by them, 

and thus the greater the interest in performing the expected behavior (Roh et al., 2022; Zayed et al., 2022). The 

individual's purchasing interest heavily supports the change in an individual's behavior; a person's behavior 

can be determined by his or her intention to exhibit the desired behavior. By embracing a healthy lifestyle, 

health awareness becomes a worry and a motivation to change for the better and improve, maintain, and sustain 

health and quality of life (Bai et al., 2019; Sahir et al., 2021; Zayed et al., 2022).  

In hypothesis number six, a positive estimate result was obtained, namely 0.520 with a CR value of 6.057 

> 1.96 and a probability value of 0.000 (p= 0.05), indicating that the control of consumer behavior has a positive 

and statistically significant effect on purchasing interest in healthy food products. The regulation of consumer 

behavior has a favorable and significant effect on the variable of buying interest in healthy food goods. Positive 

behavioral control over healthy foods will stimulate interest in purchasing healthy food goods (Bai et al., 2019; 

Bósquez et al., 2022). External factors that influence the action taken govern consumer behavior. Taking into 

account various aspects, including health, perceived behavioral control directly impacts customers' proclivity 

to purchase healthy food items (Srivastava et al., 2022). Conducting research in Jakarta (Siahaan & Thiodore, 

2022) argues that the regulation of consumer behavior has a favorable and considerable effect on purchasing 

healthy food goods. Behavioral control reflects the perceived difficulty or ease with which individuals display 
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specific activities (Siripipatthanakul et al., 2022). Indirectly, the response of the individual's behavior to the 

existence of external stimuli. Purchasing behavior is a decision-making process that differs from consumer to 

consumer during the purchasing process. In the regulation of perceived behavior, it has a direct effect on its 

consumers by considering multiple factors, such as health, which has consequences for a rise in the desire to 

purchase healthy food goods (Aulia & Hidayat, 2019; Le & Nguyen, 2022; Puspitasari et al., 2021; Zaky & 

Purnami, 2020).  

 

4. Conclusion  
 

The findings indicate a positive and significant influence on health care with attitudes and behavioral controls 

towards consumers' buying interest in healthy food products, especially for the people of Indonesia. The 

increase in health conditions has the potential to be greater for people to participate in maintaining a fit body 

condition by choosing healthy, chemical-free, and hygienic foods. This research is important for all healthy 

food service providers to provide healthy food for consumers to increase buyer interest. In the future, more 

research is needed related to factors affecting the provision of healthy food in the marketplace, which are linked 

to variables of buying interest and public health status. 
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