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ABSTRACT

This study aimed to examine the effects of price, promotion on the consumption patterns
of healthy food and healthy lifestyle as well as to examine the mediating effects of healthy
lifestyle between the specified linkages. A quantitative research design approach was selected
where the questionnaire was formulated for primary data collection. The variables were
measured using 22 items sourced from past studies. All the items were assessed using the five-
point Likert Scale. 500 questionnaires were distributed to academicians from four Universities
(UUM, UniMap, UPSI, USM) by using the random sampling technique. 357 responses were
returned, representing a 71.4% response rate. The analysis method used were the partial least
square (PLS 3) regression and descriptive methods. The findings indicate that consumer healthy
lifestyle; promotion are significant predictors of consumption patterns. Meanwhile price shows
no significant relationship with consumption patterns. The results of the mediation effects of a
healthy lifestyle show that healthy lifestyle is a significant mediator between price, and
promotion with consumption patterns. As Malaysian consumers exhibit serious concern towards
healthy food consumption patterns, it is recommended that marketing managers focus their
strategies on promotion, rather than the pricing for a healthier lifestyle in consumption patterns.
The study also discusses the implications to various stakeholders, its limitation and
recommendations for future studies.

Keywords: Consumption Patterns, Price, Promotion, Healthy Lifestyle.
INTRODUCTION

Consumption patterns refer to the behaviour of individuals and households when they
decide to consume and purchase a product using their available resources (Lee, 2009).
Consumption pattern in Islamic context to the way of using, eating, or drinking halal food/drinks
or the amount that is used for the amount that is bought and used (Mat et al., 2020; Mat et al.,
2018).

The consumption of healthy food items is considered healthy based upon its nutritional
value. A variety of components are considered when evaluating nutritional value. The need for a
study on healthy food consumption patterns in Malaysia is imperative because of the unhealthy
lifestyle of many Malaysian. Malaysia is beleaguered with numerous long-standing problems,
such as obesity and non- communicable diseases (NCDs) related to an unhealthy lifestyle.
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Institute for public health found that NCDs have continuously become the main health problem
in Malaysia. NCDs are the most prevalent, unpreventable and expensive to cure diseases; yet the
situation has not improved.

The changes in a healthy lifestyle, the great impact of the marketing mix, and lack of
following healthy eating recommendations contribute to unhealthy consumption patterns (Croll
et al., 2001). Unhealthy eating habits have resulted in cases of obesity and non-communicable
diseases (NCDs) (Hyseni et al., 2017; Salleh et al., 2015). The incidence of NCDs is also
increasing among younger people (Islam et al., 2014). Due to the worrying number of people
with NCDs, including obesity, in Malaysia, there is certainly a great deal of interest to
investigate consumer behaviour towards healthy foods, such as functional foods, as well as their
beliefs and perceptions whether some healthy foods or their components can indeed help in
maintaining healthy wellbeing and reducing the risk of NCDs (Hyseni et al., 2017). Unhealthy
lifestyle is associated with a poor diet (Yen &Tan, 2012). Many Malaysians have a lower intake
of fruit and vegetables, particularly among lower-income consumers, and the median for both
types of products is less than two times per day (Yen & Tan, 2012).

Price is the amount of money one must pay to obtain the right to use the product or
service (Indumathi, & Dawood, 2016). The consumer price index (CPI) showed a steady rise
from 95.4 per cent in the year 2000 to 119.6 per cent in 2017 Consumers had to pay a higher
price to buy consumer products. Price is a major barrier to healthy eating around the globe
(Saleem et al., 2016). It is a fundamental factor influencing purchasing decisions for low-income
groups (Kearney, 2010; Ward, 2012). Price factor influences the choice of healthy food product
consumptions rather than quality food (Hossain & Lim, 2016; Yen et al., 2011). Accordingly,
the change in dietary patterns of natural food consumption is unaffordable for most people.

Promotion is regarded as an important factor that could influence healthy food
consumption patterns. Promotion comprises advertising, salesforce, public relations, packaging,
and any other signal that the firm provides about itself and its products (Indumathi, & Dawood,
2016). A lack of aggressive promotion for healthy food consumption is cited as a barrier to
successful healthy food consumption (Chan et al., 2016). Marketing promotions of unhealthy
foods made these foods trendy, eye-catching. However, the packaging of healthy food is not
appealing and dull (Chan et al., 2016). advertisements for fruit and vegetables of healthy food are
an important marketing strategy to promote the consumption of healthy food among Malaysian
consumers (Muhammad & Othman, 2013). Therefore, the big impact of food and beverage
companies’ promotional marketing on consumer preferences can negatively shape nutrition and
health outcomes but may also be leveraged to improve nutrition (Ali & Abdullah, 2017). The
purpose of this paper is to investigate the effect of price and promotion factors on healthy food
consumption patterns with mediation effect healthy lifestyle.

LITERATURE REVIEW
Consumer Healthy Lifestyle and Consumption Patterns

The importance of healthy food has been accepted in the food industry and among
consumers, as they become more health-conscious, and more interested in healthier lifestyles.
Accordingly, the food industry has developed functional food products with positive nutritional
benefits and organic food using the recent advances in science and technological methods to
prevent weight gain, improve health, and reduce the risk of chronic disease (Goetzke et al.,
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2014). People with an advanced level in the economics of higher level of well-being are
considered to have a and healthier lifestyle than those who consume less healthy food. In Islamic
context the impact of health-related lifestyle behaviours is shaping his behavioural consumption
of consumer (Mat et al., 2018; Djermani & Sulaiman, 2017).

The past empirical studies that investigated the direct relationship between consumer
healthy lifestyle and consumption patterns (Andrews et al., 2017; Chen, 2009; Chen, 2011).
Overall, the findings showed a significant positive. For instance, a positive significant
relationship between healthy dietary lifestyle and consumption patterns on fruit and vegetables
found a positive significant relationship between healthy dietary lifestyle and consumption
patterns on functional food (Chen, 2011). Similarly, A positive significant relationship between
healthy dietary lifestyle and consumption patterns on organic food (Chen, 2009). Overall, since
many studies showed a significant relationship between healthy lifestyle and consumption
patterns. The present study formulated the following hypothesis.

Hi: Consumer healthy lifestyle has positive relationship with consumption patterns of healthy food.
Price and Consumer Healthy Lifestyle

The significant relationship between price and consumer healthy lifestyle (Akter & Basher,
2014; Andrews et al., 2017; Rakic & Rakic, 2015). For example, tested in his model education
and household income as predictors of healthy dietary lifestyle among USA consumers.
Remarkably education demonstrated a positive with significant relationship with healthy lifestyle
(Andrews et al., 2017). However, the income that is regarded as price factor in this study
illustrated non-supported relationship with dietary lifestyle. In addition, the practice of healthy
lifestyle is increasing, as the people in Malaysia are willing to pay more by increase their
consumption towards healthy food (green food). This study showed a positive significant
relationship between willing to pay for green food and healthy lifestyle. a significant positive
relationship between price and healthy lifestyle (Rakic & Rakic, 2015). food prices played a
significant role in boosting well-being (Akter & Basher, 2014).

H,: Price has a significant positive relationship with consumer healthy lifestyle.
Price and Consumption Patterns

price as the amount of money one must pay to obtain the right to use the product (Indumath
& Dawood, 2016). For instance, the consumption of products like fruit and vegetables will be
low if the price is relatively high, particularly for low-income families (Andrews et al., 2017).
The past studies had investigated the effect of price on consumption patterns had a positive
significant relationship (AhmAd et al., 2016; Andrews et al., 2017; Green et al., 2013). For
instance, referred to price by income among USA adults that have a positive significant
relationship on consumption patterns of fruit and vegetables (Andrews et al., 2017). The price
relationship on healthy food consumption patterns found a positive significant relationship
(Green et al., 2013).

Despite, the positive link reported, other studies did not find such a significant
relationship between price and consumption patterns. the price had no significant relationship to
the seafood consumption patterns (Ahmad et al., 2016). Considering the above, the researcher
postulates the following hypotheses:

3 1528-2686-27-6-652

Citation Information: Djermani, F., Meddour, H., & Abdul Majid, A.H. (2021). Exploring the mediating role of consumer healthy
lifestyle between the linkages of price, promotion, and consumption patterns. Academy of Entrepreneurship
Journal, 27(6), 1-17.



Academy of Entrepreneurship Journal Volume 27, Issue 6, 2022

Ha: Price has a significant positive relationship with consumption patterns of healthy food.
Promotion and Consumer Healthy Lifestyle

The study found that promotion was positively and significantly linked with a healthy
lifestyle. The finding concurs with past studies (Rakic & Rakic, 2015; Rojas-Rajs & Soto, 2013).
The result suggests that the popularity of healthy food stores that offer free home delivery
significantly impacts a healthy lifestyle.

Current nutritional advances focus less on treatments and more on the role of nutrients,
plant nutrients and other food ingredients in promoting health and preventing cancer, and heart
disease, among other health concerns. The importance of different channel communication (e.g.,
word of mouth communications of families and friends, word of mouth communications of
consumers, communications of schools and universities, communications of government and
non- profit organisations, media, advertising, sales promotion, public relations) influenced
positively on healthy lifestyle among 400 of Serbian consumers (Rakic & Rakic, 2015). For
example, conceptually the impact of health communication of healthy lifestyle in American
Latin (Rojas-Rajs & Soto, 2013). Thus, based on the above discussion, the researcher postulated
the following hypothesis:

H,: Consumers’ healthy lifestyle has a positive relationship with promotion.
Promotion and Consumption Patterns

Promotion includes issues such as advertising, personal selling, sales promotion, public
relations, and direct marketing. Distribution channels are the most critical questions about how
an organisation can optimize a connection between inner and outer channels (Indumathi &
Dawood, 2016). Promotion is an essential key for market exchange sales promotion, personal
selling, public relations and direct marketing, which communicate the potential stakeholders. The
sub-variables under promotion factor using offer coupon to encourage. Using free home delivery
to encourage, popularity of the organic store as a distinguished shop, using members’ ideas and
proposals, giving discounts to regular buyers (Indumathi & Dawood, 2016).

The research also indicated that promotion had significant role influencing consumption
patterns, other than price reduction, coupons or refunds given by retailers, other sales
promotional tools such as free sampling and buy-one-get-one-free or in-pack premium item were
found to be inducing consumers to purchase more of the product. As one of the main reasons
promotion factors impacts the purchase decision of healthy food products were found that
accessibility to healthy food and cheaper products influenced the consumption patterns of
healthy food (Indumathi & Dawood, 2016). The past studies that demonstrated the positive
relationship between promotion and consumption pattern of healthy food (Indumathi, &
Dawood, 2016; Irfan et al., 2014; Nguyen et al., 2015). The research Nguyen et al. 2015 also
indicated that promotion has a positive significant role in influencing consumption patterns. This
study confirmed the impact of the promotion on healthy food consumption patterns among the
Amsterdam consumers. Promotion aims to increase consumption more frequently with great
quantity. price promotions have a significant positive impact to increase consumption patterns of
certain healthy food products (Irfan et al., 2014). Based on the literature, the following
hypotheses were developed as follows:
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Hs: Promotion has a significant positive relationship with the consumption patterns.

Consumer Healthy Lifestyle Mediates the Relationship between Price and Consumption
Patterns of Healthy Food

Price is one of the important determinants of the consumption patterns. However, limited
studies have investigated this relationship, as shown in the past studies (Blackwell et al., 2006;
Sulaiman & Djermani, 2017; Sulaiman et al., 2020). Furthermore, most studies proposed
lifestyle as mediating variable between price and consumption patterns are conceptual. a
conceptual model that examines the mediating effect of consumer lifestyle in the link between
price, and consumer value, consumer motive, consumer preferences and consumption patterns
(Sulaiman et al., 2014b). The mediation effect of consumer lifestyle on the link between price
and consumption patterns (Sulaiman, & Djermani, 2017). Likewise, proposed a conceptual
model of the mediation effect of lifestyle on the relationship between marketing effort
components (price) and decision-making process that is referring to consumption patterns
(Blackwell et al., 2006). Because of the scarcity of studies on the role of healthy lifestyle in the
mediating the link between price and consumption patterns, more research is needed.

The more affordable healthy food distributed in the market would make people consume
more fruits and vegetables. Therefore, people will avoid to consume red meat and will choose to
consume fruits and vegetables in order to get more nutrition’s in their daily life. Most people will
take into account about the price when they consume the product, whether it is affordable or not.
Thus, when they easily find affordable healthy food in the market, they would consume healthier
food that consist of fruits and vegetables or a low salt diet. This situation would make people
always buy healthy food product regularly. The following hypothesis was formulated:

He: Consumer healthy lifestyle mediates the relationship between price and consumption pattern of
healthy food among Malaysian consumers.

Consumer Healthy Lifestyle Mediates the Relationship between Promotion and
Consumption Patterns of Healthy Food

The mediation effect of consumer healthy lifestyle on promotion and consumption patterns
has been rarely discussed in past empirical research in healthy food. (Blackwell et al., 2006;
Chen, 2009; Sulaiman et al., 2014b).

A conceptual model with mediating role of consumer lifestyle effecting the link between
marketing mix components such as promotion towards the consumer decision process by
referring to the consumption patterns. Likewise, a conceptually a model of the effect of lifestyle
as mediator between the marketing efforts components such as promotion under external factors
towards decision-making process by referring to consumption patterns (Blackwell et al., 2006). a
conceptual model with intervening variable of consumer lifestyle in influence the link between
promotion and consumption patterns. Few past studies which investigated the mediation of
healthy lifestyle in the link between promotion and consumption patterns, due to this the present
study aims to investigate the mediating effect empirically (Sulaiman et al., 2014b). When people
always get a discount from healthy food stores, they would avoid consuming food product with
additives and avoid consuming processed food. This situation would make them to consume
healthy food on the regular basis. When people served by home delivery on the healthy food
product and easily to find the healthy food in the food store, they will reduce consuming red
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meat or processed food because of its scarcity in the market. This condition would change
people behaviour and decide to consume products that have more nutrition. Therefore, the
hypothesis is suggested below. Therefore, the hypothesis suggested the statement below.

H;: Consumer healthy lifestyle mediates the relationship between promotion and consumption pattern
of healthy food.

METHODOLOGY
Research Framework

Figure 1 depicts the research framework of this study based on the discussion of variables
in literature review section. Based on the adapted research framework, there are seven
hypotheses that have been formulated and labelled as H1, H2, H3, H4, H5, H6 and H7. The
seven hypothesis are stated below:

Hi: Consumer healthy lifestyle has positive relationship with consumption patterns of healthy food.
H,: Price has a significant positive relationship with consumer healthy lifestyle.

Ha: Price has a significant positive relationship with consumption patterns of healthy food.

H,: Consumers’ healthy lifestyle has a positive relationship with promotion.

Hs: Promotion has a significant positive relationship with the consumption patterns.

He: Consumer healthy lifestyle mediates the relationship between price and consumption pattern of

healthy food among Malaysian consumers.

H;: Consumer healthy lifestyle mediates the relationship between promotion and consumption pattern
of healthy food.
Price
: {;I:;;:::Lfr n Consumpiion

) Patterms
lifestvile "1 T

Promation

FIGURE 1
RESEARCH FRAMEWORK

6 1528-2686-27-6-652

Citation Information: Djermani, F., Meddour, H., & Abdul Majid, A.H. (2021). Exploring the mediating role of consumer healthy
lifestyle between the linkages of price, promotion, and consumption patterns. Academy of Entrepreneurship
Journal, 27(6), 1-17.



Academy of Entrepreneurship Journal Volume 27, Issue 6, 2022

Data Collection

In the current study, the questionnaire was distributed among the lecturers of higher
education institutions of this study and includes Kedah, Perlis, Perak and Penang university
lecturers, assistant professors, associate professors, and professors. Collection of data by using a
systematic sampling technique of self-administered questionnaire. Respondents were aged more
than 25 years and all academic staff. The total population number of academics in the northern
part of Malaysia is 4940 the sample size 357 (Krejcie & Morgan, 1970). Thus, 500
questionnaires were distributed. In total, 357 respondents, yielding higher than 72 %. The survey
took period of six-week period July up to September (2018), and questionnaire completed on the
site.

The Measurement of the Variable

The measurement of the variable consumption patterns on healthy general healthy food
adapted (Lee, 2009). The measurement items of promotion as independent variable adapted
(Indumathi, & Dawood, 2016). The price’'s items were adapted (Jayaraman et al., 2013).
Accordingly, 5 Likert scale used for all the variables items, that ranges from “Strongly Disagree”
(1) to “Strongly Agree” (5).

ANALYSIS AND DISCUSSION
Demographic Profile

Table 1 presented the demographic profile. The total sample of this study was 360
respondents. Respondent accounted for 49.2%, while females comprised 58.8%. The ages
between 25 and 30 years old constituted 8.1% of the total respondents, 42% who are in the age
range of 31 — 40 years old, while another 16.7% whose age are more than 51 years old. Most of
the participants was married (75.3%) and Malay Muslim (81.7%). Majority of the respondents
passed the tertiary education. Table 1 also indicated that 36.7 % of the participants serves as
senior lecturers, while only 25.8% of them having more than 6 to 10 years of experience. In
terms of their originality, the distribution between rural (30.0%) and urban (69.7%) was higher.
Lastly, it was found that most of the participants earned more than RM 9,000 a month with
20.8%.

Partial Least Square (PLS-SEM)

This study used PLS, Structural Equation Modelling (SEM). Importantly PLS-SEM gained
more popularity in area Business and marketing. Literature has suggested PLS-SEM is an
extensively acknowledged modelling practise since it is a nonparametric technique for testing
research model (Fareed et al., 2016; Mohd Salleh et al., 2018). In addition, PLS-SEM is found to
have good statistical power in handling single-item constructs. There are two steps of assessment
of PLS. Assessment of measurement model and structural model.
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Measurement modal

Figure 2 is subjected to assess their construct reliability, convergent validity, and
discriminant validity.

Table 1
DEMOGRAPHIC PROFILE
Demographic Constructs Frequency Percentage

Gender
Males 177 49.2
Females 183 50.8

Age (years)
25-30 years old 29 8.1
31-40 years old 153 42.0
41- 50 years old 119 33.2
51 years old and above 59 16.7
Occupation

Lecturer 107 29.7
Senior lecturer 132 36.7
Associate professor 84 23.3
Professor 18 5.0
Other position 19 5.3

Region
Urban 251 69.7
Rural 109 30.3

Income
Less than RM 5000 39 9.2
RM 5001- RM 6000 31 8.6
RM 6001- RM 7000 69 19.2
RM 7001- RM 8000 63 17.5
RM 8001-RM 9000 48 13.3
Rm 9001 -RM 10000 75 13.3
Over RM 10001 41 11.4

Construct reliability and validity

As shown in Table 2, all the 22 items, and 19 items demonstrated acceptable loading factor
that higher than 0.7, and 5 items were deleted due to a low loading (PM4 (0.104), PM5 (0.490),
PC1 (1.121), PC2 (3.193), CHL1 (0.399)). In the measurement model most of items exhibited
loadings ranging from 0.605 to 0.923. The Cronbach’s alpha values presented for four constructs
from 0.720 to 0.876 that exceeded the 0.5[56]. Likewise, all measurement the composite
reliabilities were high, ranging from 0.843 to 0.904. Moreover, the recommended threshold value
of 0.5. The average variance extracted (AVE) also represented a value higher than 0.5, and
ranged from 0.522 to 0.776, which is above the overall, the results show that all the four
constructs, namely promotion, price, consumer healthy lifestyle and consumption patterns has
demonstrated good convergent validity.
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The R2 value 46.1 per cent variations of consumption patterns are explained by the model
consumer healthy lifestyle, promotion, and price is shown in Table 3. The remaining 53.9
percent remains unexplained predictors, related to consumption patterns. A substantial model. If

the R2 value is above 0.26.

P33 —D0E
45

FIGURE 2
MEASUREMENT MODEL
Table 2

CONSTRUCT RELIABILITY AND VALIDITY
Items | Loading | CA CR | (AVE) | Deleted item
CP1 0.745 | 0.876 | 0.904 | 0.576
CP2 0.820
CP3 0.802
CP4 0.742
CP5 0.731
CP6 0.800
CP7 0.658
CHL2 | 0.730 | 0.769 | 0.843 | 0.522 CHL1
CHL3 | 0.605
CHL4 | 0.612
CHL5 | 0.838
CHL6 | 0.797
PC3 0.923 | 0.720 | 0.874 | 0.776 PC1
PC4 0.837 PC2
PM1 0.875 | 0.798 | 0.880 | 0.710 PM4
PM2 0.767 PM5
PM3 0.882
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Note; Consumption Patterns (CP), Consumer Healthy Lifestyle (CHL), Price (PC), Promotion (PM)
Effect size

The assessment of the effect sizes (f2) according to Cohen (1988), values above 0.35, 0.15,
and 0.02 are labelled as strong, moderate, and weak. Table 4 showed the results of f2 in this
study that all relationships were at “weak effect” for the PC (0.000), and CHL (0.062) and,
“moderate effect” levels for PM (0.279).

Table 3
R SQUARE RESULT
Construct | R Square | R Square Adjusted
CHL 0.434 0.431
CP 0.461 0.457
Table 4
EFFECT SIZE OF THE LATENT VARIABLES
Construct CHL CP
CHL 0.062
CP
PC 0.180 0.000
PM 0.142 0.279

Note; Consumption Patterns (CP), Consumer Healthy Lifestyle (CHL), Price (PC), Promotion (PM)
Discriminant validity

Discriminant validity is to assess the correlation between the constructs, however an
average variance shared between the construct should be greater than the variance (Noor et al.,
2018), shared between the constructs and other constructs is shown in Table 5. Based on the
Table 4 the square correlation of each construct is less than average variance extracted by the
indicators measuring that construct indicating adequate discriminant validity is shown in Table 6.

Table 5
FORNELL-LARKER
Constructs | CHL | CP PC PM

CHL 0.723

CP 0.537 | 0.759

PC 0.595 | 0.441 | 0.881

PM 0.576 | 0.649 | 0.581 | 0.843

Note; Consumption Patterns (CP), Consumer Healthy Lifestyle (CHL), Price (PC), Promotion (PM)
Heterotrait-monotrait (HTMT)

In this study HTMT value should be less than 0.85 for conceptually distinct constructs and
less than 0.9 for conceptually similar constructs.
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Table 6
DISCRIMINANT VALIDITY
Constructs | CHL | CP PC | PM

CHL

CP 0.615

PC 0.804 | 0.531

PM 0.713 | 0.770 | 0.762

Volume 27, Issue 6, 2022

Note; Consumption Patterns (CP), Consumer Healthy Lifestyle (CHL), Price (PC), Promation (PM)
Structural Model

The results of the structural model were obtained by using the bootstrapping procedure
with 500 times of resampling (Robins, 2014) presenting in Figure 3.
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FIGURE 3
STRUCTURAL MODEL

Direct relationship

Assessment of the hypothesis (path coefficients), by examining the standard error, T-
statistics and confidence interval (Robins, 2014), as shown in Table 7 indicated that the four
hypotheses (H1, H2, H4 and H5) were supported. Meanwhile, hypothesis H3 shows not
supported.

Table 7
PATH COEFFICIENT
H | Relationships | Pv | Stderror | T Statistics | PV Decision
H1| CHL->CP |0.243 0.065 3.731 0.000 | Supported
H2 | PC->CHL | 0.392 0.063 6.259 0.000 | Supported
H3 PC -> CP 0.000 0.063 0.003 0.998 | Not supported
H4 | PM->CHL | 0.349 0.058 5.965 0.000 | Supported
H5 PM -> CP 0.509 0.061 8.399 0.000 | Supported
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Based on the analysis using Smart PLS 3, the results exposed that the consumption
patterns are influenced to consume healthy lifestyle (b = 0.243, t = 3.731, p < 0.001), and
promotion (b = 0.509, t = 8.399, p < 0.001). Whereas price shows no influence on consumption
patterns (b=0.000, t= 0.003. p >0.001). Moreover, the results a significant effect of price on
consumer healthy lifestyle (b = 0.392, t = 6.259, p < 0.001), and promotion on consumer healthy
lifestyle (b =0.509, t = 8.399, p < 0.001).

Indirect relationship

Table 8 indicated the result of two indirect hypotheses, consumer lifestyle mediates
between price and consumption patterns (H6) (b=0.095, t=3.355, p=0.001). Consumer healthy
lifestyle did mediate between promotion and consumption patterns (H7) (b= 0.085, t=2.989,
p=0.003) was supported.

Table 8
INDIRECT HYPOTHESIS
H Relationships Bv | Std Error | T Statistics | PV | Decision
H6 | PC-> CHL ->CP | 0.095 0.029 3.255 0.001 | Supported
H7 | PM -> CHL -> CP | 0.085 0.028 2.989 0.003 | Supported
DISCUSSION

This study's result indicates that the price factor is not supported to the consumption
patterns. The result supports this study (Ahmad et al., 2016; Hossain & Lim, 2016). The findings
suggest that Malaysian consumers are likely to select other food items as substitute for healthy
foods. The findings demonstrated that the majority of the participants consumed home-made
food.

The taste of healthy food could also be another reason why consumers were not attracted
to consume healthy food (Hossain & Lim, 2016). Consumers take advantages of discounts on
seafood prices to increase their purchases during the sales period. As a result, their total
expenditures are not significantly affected (Ahmad et al., 2016). Additionally, the majority of the
respondents are aged 31 above are more exposed to the NCD, that explains the price of healthy
food product cannot predict their consumption patterns of healthy food in this study.

The present finding demonstrates the positive and significant influence of price on
consumers™ healthy lifestyle. a study in Ethiopia and found that price had a significant impact on
health and well-being(Alem & Koéhlin, 2014) . Prices for healthier food options also did not vary
markedly in the different neighbourhoods studied, although larger stores consistently offered
more favorable prices for healthier options as shown in previous studies (Krukowski et al.,
2010). The result appears to suggest that Malaysian consumers are not constrained by the price
of healthy food products to maintain their healthy lifestyle.

A willingness to purchase foods in order to be healthy is often combined with a
willingness to pay premiums for purchasing healthy food products. The extent to which price
affects acceptance will vary according to the type of healthy food, and the type of consumer
lifestyle (Solomon et al., 2007). Malaysian consumers believe that home-made food is less costly
than outside found, and home-made food tends to be healthier than outside food or fast food.
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A significantly direct effect of price on consumption patterns has not been observed;
however, in this study, its effect is demonstrated through the mediation of healthy lifestyle. The
finding is consistent with past research (Blackwell et al., 2006; Sulaiman & Djermani, 2017,
Sulaiman et al., 2014).

The findings suggested that the healthy lifestyle and consumption patterns of healthy
food of Malaysian consumers are not constrained despite the higher price of quality and healthy
food products (Djermani et al., 2021). This could be true since most of the population in this
study are urban (70%), who are likely to have a shift in their dietary consumption and lifestyle.
This means that the consumers™ positive consumption patterns can be determined by price if they
are enthusiastic about undertaking a healthy lifestyle, through eating natural food and taking care
of health (Sulaiman et al., 2018). Moreover, majority of population are 3lyears above, which
means, this category of consumers is more concerned about their health. The majority were
married which means are more taking care of their health. Therefore, the price factor is
considered an important predictor for healthy food consumption patterns within the adoption of
healthy lifestyle.

The present study shows that the promotion factor is supported in consumption patterns.
This finding is similar to past research that has shown a positive relationship between promotion
and consumption patterns of healthy food (Indumathi & Dawood, 2016).

The findings suggest that Food advertisements have a great effect on consumer’s
preferences, and it has been consistently have shown that food advertisements can increase
purchase, and consumption of the brands™ advertised (Irfan et al., 2014). Thus, this research
study aims to enhance in the different numbers of the studies on healthy food to provide a model
on consumption patterns that contribute on Malaysian consumers.

The study found that promotion was positively and significantly linked with a healthy
lifestyle. The finding concurs with past studies (Cheah et al., 2015; Rakic & Rakic, 2015; Rojas-
Rajs & Soto, 2013 ). The result suggests that the popularity of healthy food stores that offer free
home delivery significantly influences a healthy lifestyle. Current nutritional advances focus less
on treatments and more on the role of nutrients, plant nutrients and other food ingredients in
promoting health and preventing cancer, and heart disease, among other health concerns (Cheah
etal., 2015).

The findings of this study provide support for the mediating of consumer healthy lifestyle
role. More specifically, consumers™ healthy lifestyle underlies the relationship between
promotion and consumption patterns. The result is consistent with past studies that found
mediation of healthy lifestyle role (Blackwell et al., 2006; Sulaiman et al., 2014; Djermani et al.,
2020).

Promotion leads to healthy lifestyle, which in turn leads to consumption patterns of
healthy food. Because the lifestyle of the population is usually more hectic in urban than in rural
areas. Promotion of quality and healthy food products is likely to encourage Malaysian
consumers to adopt a healthy, and hence change their consumption pattern to support such a
lifestyle (Sulaiman et al., 2021; Sulaiman et al., 2020). Overall, this means that the consumers’
positive consumption patterns of healthy food can be determined by promotion if the consumers
are enthusiastic about undertaking a healthy lifestyle such as by eating natural food and taking
health care of their health. Therefore, there should be an innovation of product to promote the
healthy food to the consumer (Sahban, 2019)

In this regard, the study provides support for the application of the stimulus, organism
and response and the SOR theory to healthy food consumption patterns in Malaysia. In other
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words, the promotion and price acts as a stimulus that encourages Malaysian consumers to adopt
a healthy lifestyle as a favourable state, which leads them to develop a different pattern of
consumption of healthy food.

The effect of the price on consumer behaviour in general in marketing has shown that
prices significantly influence the customers’ consumption patterns and retailers’ policies (
Sulaiman, & Djermani., 2017 ; Wang et al., 2021). Moreover, it is an important factor in the
purchasing decision, especially for products that are frequently purchased, and in turn,
influences the choices of which store, product, and brand to patronize (Faith & Edwin,
2014; Sulaiman et al., 2020) ). Therefore, the Understanding how consumers arrive at their
perceptions of prices is an important marketing priority discounts or special prices only to
increase the desire of buyers to buy a product and products that get discount can change the
minds of consumers (Sulaiman et al., 2017).

Promotion is key ingredient of marketing strategies factors. It brings deep understanding
how consumers want to use their consumption. It is critical to understanding the role of
advertising (Kotler & Keller, 2016). It is designed to stimulate to increase the consumption for
products and providing information to the consumers about the uses and characteristics of
products consumption (Martha et al., 2019).

CONCLUSION

Consumer healthy lifestyle drives demand for various health products and services and
has resulted in new business opportunities for a number of health-related industries, such as
fitness clubs, health food and beverage, pharmaceutical, health care, insurance, and medical
services. consumers’ unhealthy habits and preference for sedentary lifestyle which are evident in
the media reports of obesity (Muhammad & Othman, 2013), lack of exercise and poor eating
habits among Malaysian (Yap & Othman, 2010). Additionally, the innovation towards consumer
well-being behaviour enhances healthy food consumption (Asna & Kamaruddin, 2017).
Accordingly creating social responsibility according to business case through consumer
behaviour may increase consideration towards healthy food consumption (Yap & Othman,
2010). Accordingly creating social responsibility according to business case through consumer
behaviour may increase consideration towards healthy food consumption(Asna & Kamaruddin,
2017; Sulaiman et al., 2017) . Overall, the effective prices lead to more price sensitive
consumers towards purchasing health behaviour (Sulaiman et al., 2017). The research findings
suggest that the feelings rewarded from the consumption of healthy foods could be capitalised to
influence behavioural changes towards healthy food consumption for Malaysian consumers.
Moreover, to cater the needs of different Malaysia communities, towards healthy diet behaviour
should consider their healthy lifestyle by understanding, behaviour and values influence
consumers’ behaviour to towards healthy food consumption (Sulaiman et al., 2020). Therefore,
to formulate effective marketing policies, marketers need to focus on the reward consumers will
receive from eating healthy foods, such as lower cholesterol, blood pressure, and many other
health benefits.
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