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1 INTRODUCTION 

Over the past few decades, the dairy functional food market has experienced 

significant growth worldwide, driven by consumers' increasing awareness of 

the health benefits of functional foods and their desire for products that can 

improve their overall well-being (Topolska et al., 2021). Dairy functional 

foods, in particular, have gained considerable attention due to their high 

nutritional value and the presence of bioactive compounds, such as probiotics, 

prebiotics, and peptides, which can improve gut health, boost immunity, and 

reduce the risk of chronic diseases (Hadjimbei et al., 2022). 

In Hungary, the dairy functional food market has also witnessed steady growth 

in recent years, as consumers are becoming more health-conscious and seeking 

out products that can support their immune system and digestive health 

(Balogh et al., 2020b; Nagy, 2010). However, online purchasing of dairy 

functional foods has become increasingly popular in Hungary, as it offers 

consumers the convenience of shopping from home, easy access to a wide 

range of products, and the ability to compare prices and quality across different 

vendors (Madarász et al., 2022). At the same time, media marketing has 

emerged as a powerful tool for promoting dairy functional foods and creating 

awareness among consumers about their health benefits (Kovalchuk, 2020; 

Narayana et al., 2020). Media marketing refers to the use of various channels 

and platforms, such as social media, TV, radio, and print media, to reach out 

to consumers and persuade them to buy products or services (Qader et al., 

2022). In the context of dairy functional foods, media marketing can play a 

critical role in shaping consumers' attitudes and perceptions of these products 

and influencing their purchasing behavior (Hoque et al., 2018). However, the 

impact of media marketing on dairy functional food online purchasing in 

Hungary has not been fully explored in the literature. Although some studies 

have examined the role of various marketing techniques, such as brand loyalty, 
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perceived value, and trust, in influencing consumer behavior in the dairy 

functional food market (Nagpal et al., 2012; Siró et al., 2008; Temesi et al., 

2019), few have specifically focused on the effects of media marketing on 

online purchasing behavior. 

The popularity of online grocery shopping has been driven by several factors, 

including the convenience it offers, the wider variety of products available, and 

increasing levels of trust in online retailers (Sreeram et al., 2017). Additionally, 

consumers appreciate the ability to browse products, place orders, and 

schedule deliveries with just a few clicks, which saves time and effort. 

Furthermore, online grocery shopping also provides access to niche and 

specialty products that may not be available in physical stores, giving 

consumers greater choice and flexibility. As trust in online retailers continues 

to grow, more consumers in Hungary are comfortable with the idea of 

purchasing groceries online. Despite the benefits of online grocery shopping, 

there are still challenges to be addressed, such as the logistics and infrastructure 

of delivery and the need for a better user experience. However, the rise of 

online grocery shopping presents significant opportunities for retailers and 

marketers to better understand consumer behavior and preferences and 

introduce new and innovative products to the market. 

The COVID-19 pandemic has had a profound impact on people's behavior and 

daily habits, including their food choices and purchasing behavior. The 

pandemic has brought a renewed focus on health and well-being, leading many 

people to reconsider their dietary habits and seek out healthier options. In 

Hungary, as in many other countries, the pandemic has also led to an increased 

reliance on home delivery services for groceries and food, as people seek to 

minimize their risk of exposure to the virus (Juhász et al., 2022). 
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Research has shown that pandemics can have a significant impact on food 

choice and behavior. For example, a study by Madarász et al. (2022) found that 

the COVID-19 pandemic led to a significant increase in the consumption of 

healthy foods, as people sought to boost their immune systems and improve 

their overall health. Another study by Gomes & Lopes (2022) found that the 

pandemic led to an increase in online grocery shopping and home delivery 

services, as people sought to minimize their risk of exposure to the virus. 

In Hungary, the pandemic has also led to changes in food choice and behavior 

(Huszka et al., 2022). According to a survey by Madarász et al. (2022), the 

pandemic has led to a significant increase in the use of home delivery services 

for groceries and food. This shift in behavior has been attributed to a number 

of factors, including concerns about exposure to the virus, restrictions on 

movement and social distancing measures, and a desire for convenience and 

time-saving. The pandemic has also led to an increased focus on health and 

well-being in Hungary, with many people seeking out healthier food options. 

A survey by Garbóczy et al. (2021) found that Hungarian consumers were 

paying more attention to their health and well-being as a result of the pandemic, 

and consumers were trying to eat healthier foods. This shift in behavior has 

been linked to a desire to boost immunity and protect against illness, as well 

as a greater awareness of the importance of healthy eating. 

To fill this gap, the present study analysis of factors influencing consumer 

attitudes and online purchasing in the hungarian dairy functional food market, 

using a range of theoretical models to identify the key factors that influence 

consumer behavior and attitudes in this context. The theoretical models that 

will be used in this study include the Value-Attitude-Behavior (VAB) model, 

the Theory of Planned Behavior (TPB), the Technology Acceptance Model 

(TAM), and the Media Advertising Value (MAV) theory. 
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The VAB model posits that values and attitudes are important determinants of 

behavior, and that individuals are more likely to engage in behaviors that align 

with their personal values and beliefs (Homer & Kahle, 1988). The TPB 

extends the VAB model by including perceived behavioral control as a factor 

that influences behavior, along with attitudes and subjective norms (Ajzen, 

1991). The TAM focuses on the adoption of new technologies and suggests 

that users' intention to use technology is influenced by perceived usefulness 

and ease of use (Davis, 1989). Finally, the MAV theory proposes that media 

advertising has an intrinsic value that can influence consumers' attitudes and 

behavior towards a product, regardless of its actual characteristics (Cuesta-

Valiño et al., 2020). 

In order to address these inquiries, the research will employ quantitative data 

collection and analysis techniques. The quantitative aspect of the study will 

involve conducting a survey among a sizable group of Hungarian consumers 

of dairy functional food. This survey seeks to delve into their attitudes, values, 

and perceptions regarding online purchasing, while also examining their 

exposure to media advertising. The ultimate goal is to test theoretical models 

and explore the interconnections among various variables. 

The results of this study are expected to contribute to a better understanding of 

the factors that influence dairy functional food online purchasing in Hungary 

and to provide insights into the role of media marketing in shaping consumer 

behavior and attitudes. The findings may have practical implications for dairy 

functional food manufacturers and marketers, as they can use the insights 

gained from this study to design more effective marketing strategies and 

communication campaigns that resonate with consumers' values, attitudes, and 

beliefs. 
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In summary, the present study aims to analysis of factors influencing consumer 

attitudes and online purchasing in the hungarian dairy functional food market, 

using a range of theoretical models to identify the key factors that influence 

consumer behavior and attitudes in this context. The study will employ a 

mixed-methods approach, combining qualitative and quantitative data 

collection and analysis methods, to provide a comprehensive understanding of 

the research questions. The findings of this study may have practical 

implications for dairy functional food manufacturers and marketers, as well as 

contribute to the theoretical literature on consumer behavior and media 

marketing.  
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2 LITERATURE OVERVIEW 

2.1 Functional food in Hungary 

Functional foods refer to those food items that offer benefits beyond their basic 

nutritional value (Menrad, 2003). The concept of functional food has been 

gaining significant attention in Hungary in recent years (Szakály et al., 2014). 

Historically, Hungary has produced functional foods like paprika, red wine, 

and honey that have been used for their therapeutic properties for centuries 

(Veres et al., 2003). Recently, the Hungarian food industry has focused on the 

development of new functional foods that can provide health benefits beyond 

traditional foods. This has resulted in the production of probiotic dairy 

products, functional beverages, and functional bread in Hungary (Havelda et 

al., 2020; Siró et al., 2008). Food product functionality's was recognized even 

before the turn of the millennium by the food industry, which accelerated the 

development of new products (Szakos et al., 2020). However, new products 

have a high market failure rate, because most of them have not been preceded 

by a deeper exploration of consumer demands (Menrad, 2003). That’s why, 

many ways to improve traditional food processing have increased over the past 

decade, and the development of new dairy products is gaining attention due to 

the increase in the demand for palatable, healthy, well-made more sustainable 

products. Ultrasonic processing or sonication is a promising alternative 

technology in the food industry as it can improve the technology and functional 

properties of dairy and dairy products (Carrillo-Lopez et al., 2021). 

The development of functional foods in Hungary is mainly driven by research 

conducted in universities, research institutes, and the food industry (Siró et al., 

2008; Szakály et al., 2011; Szakos et al., 2022; Szilárd, 2003). However, 

research shows that consumer behaviour in Hungary is slowly changing, and a 

positive trend has emerged, but it will take time to develop a strong conscious 
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consumer base about the importance of functional food and its benefits for 

sustainability and healthy life (Deák, 2014). Furthermore, according to Szakos 

et al. (2020), the development of functional foods in Hungary is primarily 

driven by health and wellness concerns, as well as increasing demand for 

convenience foods. 

The consumption of functional food in Hungary is still relatively low compared 

to other European countries, but there is a growing interest among Hungarian 

consumers (Deák, 2014). The most popular functional foods in Hungary are 

probiotic dairy products, followed by functional beverages and functional 

bread (Szakály et al., 2012; Szakos et al., 2022). The research conducted by 

Szakály et al. (2019a) found that Hungarian consumers were motivated to 

purchase functional foods primarily for health benefits, taste, and convenience. 

Furthermore, the study by Papp-Bata & Szakály (2020) found that the main 

factors influencing the purchasing decisions of functional foods were health 

benefits, taste, and price. Another study by Szakály et al. (2019) found that 

functional foods that are locally produced and have a natural composition were 

preferred by Hungarian consumers. 

2.2 Dairy functional food in Hungary 

Dairy functional food is gaining popularity in Hungary due to its various health 

benefits. In recent years, there has been an increase in the production and 

consumption of functional dairy products in Hungary (Németh et al., 2020). 

Functional dairy foods are enriched with bioactive compounds, such as 

probiotics, prebiotics, fiber, and vitamins, which promote gut health, reduce 

cholesterol levels, and improve the immune system (Kaur et al., 2022). 

According to a study by Szakos et al. (2020), there is a growing demand for 

functional dairy products in Hungary. The study found that consumers are 
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willing to pay more for dairy products that contain added health benefits. The 

study also found that consumers are more likely to buy dairy products that are 

low in fat and calories and have added vitamins and minerals. 

Probiotics are one of the most commonly added functional ingredients in dairy 

products. In a study by (Várhidi et al., 2022), the authors found that probiotic-

enriched dairy products are becoming increasingly popular among Hungarian 

consumers. Furthermore, the study showed that consumers are willing to pay 

a higher price for probiotic-enriched dairy products compared to regular dairy 

products. Additionally, the study also found that consumers prefer yogurt and 

kefir as the preferred dairy products for probiotic supplementation. Another 

popular functional dairy product that gaining popularity among athletes and 

fitness enthusiasts in Hungary is whey protein (Clal, 2022). In addition, study 

found that whey protein is effective in promoting muscle growth and 

improving exercise performance (Devries & Phillips, 2015). The study also 

found that consumers prefer whey protein in the form of protein shakes and 

bars. 

One of the key benefits of functional dairy products is their impact on gut 

health. Probiotics, which are commonly added to dairy products, have been 

shown to have a positive effect on the gut microbiome, which is essential for 

maintaining a healthy digestive system (Kaur et al., 2022). In a study by Figler 

et al. (2006), it was found that functional dairy products, especially those with 

added probiotics, are effective in improving digestive health and reducing the 

risk of gastrointestinal disorders. 

Prebiotics are another bioactive compound that is commonly added to 

functional dairy products in Hungary (Várhidi et al., 2022). In a study by 

Fiorindi et al. (2022), it was found that prebiotic-enriched dairy products can 

significantly improve gut health and reduce the risk of inflammatory bowel 
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diseases. Moreover, the study in Hungart found that the consumption of 

prebiotic-enriched dairy products improved the composition of the gut 

microbiome, which is critical for maintaining digestive health (Figler et al., 

2006). In addition to improving gut health, functional dairy products have been 

shown to reduce cholesterol levels and improve cardiovascular health. A study 

by Korpela et al. (2006) found that dairy products enriched with plant sterols, 

which are known for their cholesterol-lowering properties, can significantly 

reduce LDL (bad) cholesterol levels. What's more, the study also found that 

functional dairy products are effective in reducing the risk of cardiovascular 

disease, which is a major health concern in Hungary (WHO, 2021). 

In conclusion, the consumption of functional dairy products has numerous 

health benefits, including improved gut health, reduced cholesterol levels, and 

improved cardiovascular health. The availability and accessibility of these 

products have contributed to their increasing popularity in Hungary, as 

consumers become more health-conscious and seek out foods that provide 

added health benefits. As research continues to explore the potential health 

benefits of functional dairy products, we can expect to see further growth in 

this market segment in Hungary. 

2.3 Dairy functional food Hungarian market 

In Hungary, the market for dairy functional foods is vast and offers a diverse 

range of products (Szakos et al., 2022). One of the most popular types of dairy 

functional foods is lactose-free dairy products. These products have become 

increasingly popular, especially among people who have lactose intolerance. 

Lactose-free dairy products are made by removing lactose, a natural sugar 

found in milk, making these products easier to digest and gentler on the 

stomach (Szabó et al., 2021). 
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Another type of functional dairy product that is popular in Hungary is low-fat 

dairy products. Low-fat dairy products are a healthier alternative to full-fat 

dairy products and have been associated with weight loss, reduced risk of type 

2 diabetes, and improved cardiovascular health (Neulinger & Simon, 2011).  

Probiotic yogurts are another popular type of functional dairy product in the 

Hungarian market. These products are made by adding live bacteria to yogurt, 

which helps to promote gut health and boost the immune system. Regular 

consumption of probiotic yogurts has been associated with a reduction in the 

incidence of diarrhea, improved lactose digestion, and a lower risk of colon 

cancer (Németh et al., 2020). 

In addition to lactose-free dairy products, low-fat dairy products, and probiotic 

yogurts, there are other functional dairy products available in the Hungarian 

market (Németh et al., 2020). Furthermore, milk fortified with calcium is one 

such example. Calcium is an essential mineral that is required for strong bones 

and teeth, and it is particularly important for children and older adults (Pravina 

et al., 2013). Furthermore, milk fortified with calcium is a good source of this 

mineral and can help people meet their daily calcium requirements (Vyas & 

Tong, 2004).  

Enriched milk with Omega3 EPA & DHA is another functional dairy product 

available in the Hungarian market. Omega-3 fatty acids are essential for the 

human body and play a vital role in brain function, heart health, and 

inflammation. Milk enriched with Omega-3 EPA & DHA has been shown to 

help improve cognitive function, reduce inflammation, and lower the risk of 

heart disease (Lopez-Huertas, 2010). 

Finally, milk fortified with folic acid is also available in the Hungarian market. 

Folic acid is a B vitamin that is essential for the formation of red blood cells, 

and it has been associated with a reduced risk of birth defects in newborns. 
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Milk fortified with folic acid is an excellent source of this vitamin, making it a 

healthy choice for pregnant women and women of childbearing age (Boeneke 

& Aryana, 2008).  

In conclusion, the Hungarian market for functional dairy foods is diverse, 

offering a wide range of products that provide consumers with additional 

health benefits. As research continues to reveal the health benefits of these 

products, we can expect to see continued growth and innovation in this market 

segment. 

2.4 Consumer attitude and behavior toward dairy functional food 

The attitude towards consuming functional food has become increasingly 

positive in recent years, with many individuals recognizing the potential 

benefits of these foods for both physical and mental health. One attitude 

towards functional food is the belief that these foods can help improve mood 

(Salmani et al., 2020; Urala & Lähteenmäki, 2007). Functional foods such as 

fatty fish, nuts, and leafy greens contain nutrients that have been shown to help 

regulate mood and reduce symptoms of depression and anxiety. By consuming 

these foods regularly, individuals can support their mental health and improve 

their overall quality of life. Another attitude towards functional food is the 

belief that these foods can enhance performance (Salmani et al., 2020; Urala 

& Lähteenmäki, 2007). Many functional foods contain nutrients that can help 

boost energy levels and improve cognitive function, which can help individuals 

perform better at work or school. By consuming these foods regularly, 

individuals can support their mental and physical performance and achieve 

their goals more effectively. 

Additionally, many individuals believe that consuming functional foods 

regularly can help prevent disease. Functional foods such as berries, 
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cruciferous vegetables, and whole grains are rich in antioxidants, fiber, and 

other nutrients that can help reduce the risk of chronic diseases such as cancer, 

heart disease, and diabetes. By incorporating these foods into their diet, 

individuals can support their overall health and reduce their risk of developing 

these conditions (Milner, 2000). Another attitude towards functional food is 

the belief that these foods can repair the damage caused by an unhealthy diet. 

Many individuals may have consumed processed or unhealthy foods for a 

prolonged period of time, leading to poor health outcomes. However, by 

incorporating functional foods into their diet, individuals can repair some of 

the damage caused by an unhealthy diet and support their overall health and 

well-being (Urala & Lähteenmäki, 2004). 

In recent years, a study conducted by Németh et al. (2020) found that 

consumers in Hungary have positive attitudes towards functional dairy 

products, with health benefits being the most important factor influencing their 

purchase decisions. Additionally, sensory appeal, brand name, and price were 

also significant factors in consumer behavior towards dairy functional food in 

Hungary. Likewise, other studies found that functional dairy products such as 

probiotic yogurts and kefirs are becoming increasingly popular among 

Hungarian consumers and that there is a growing demand for these products in 

the market. The study also found that younger consumers are more likely to 

purchase functional dairy products, indicating a potential growth area for the 

industry (Siró et al., 2008; Szakály et al., 2019). Overall, consumer behavior 

in dairy functional food in Hungary is driven by a combination of health 

benefits, sensory appeal, brand name, and price. Producers and marketers in 

the dairy industry can use this information to tailor their products to meet 

consumer needs and preferences, and to develop effective marketing strategies. 
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2.5 Motivation and Barriers of consuming functional foods 

Motivation: Functional foods are becoming increasingly popular among 

health-conscious individuals, as they are believed to offer a range of health 

benefits beyond basic nutrition. These foods contain bioactive compounds that 

have been shown to promote health and prevent chronic diseases. The 

motivation for consuming functional foods varies among individuals, but 

generally, people are drawn to these foods because they want to improve their 

overall health and well-being (Urala & Lähteenmäki, 2004). One of the main 

motivators for consuming functional foods is the desire to live longer (Downes, 

2008). Research has shown that some functional foods contain compounds that 

have anti-aging properties, which can help to slow down the aging process and 

increase lifespan. For example, green tea contains antioxidants that have been 

shown to reduce the risk of age-related diseases, such as Alzheimer's and 

Parkinson's disease (Chen et al., 2020). Another motivation for consuming 

functional foods is the desire to be healthy. Functional foods are often 

marketed as being able to improve health in various ways, such as reducing the 

risk of heart disease, cancer, and other chronic illnesses (Downes, 2008; Urala 

& Lähteenmäki, 2007). This is because many functional foods contain 

bioactive compounds that have been shown to have anti-inflammatory and 

antioxidant properties, which can help to protect against these diseases. 

Furthermore, weight management is also a common motivator for consuming 

functional foods. Many functional foods are low in calories and high in 

nutrients, which can help to promote weight loss and maintain a healthy 

weight. 

Barriers: Despite the many benefits associated with consuming functional 

foods, there are also a number of barriers that can prevent individuals from 

incorporating these foods into their diets (Küster-Boluda & Vidal-Capilla, 

2017). These barriers may include a lack of motivation, a lack of support or 
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encouragement from others, competing demands on time, and financial 

constraints. One of the most common barriers to consuming functional foods 

is a lack of motivation (Downes, 2008). Many individuals may not see the 

immediate benefits of incorporating these foods into their diets, or they may 

not fully understand the long-term health benefits. Without a clear 

understanding of the benefits, it can be difficult to maintain the motivation 

necessary to make changes to one's diet. However, another common barrier is 

a lack of support or encouragement from others. For example, family members 

or friends may not understand the importance of consuming functional foods 

and may not offer the support needed to make dietary changes. This lack of 

support can make it difficult to maintain a healthy diet and make it easier to 

fall back into unhealthy eating habits (Downes, 2008; Küster-Boluda & Vidal-

Capilla, 2017). Furthermore, competing demands on time can also be a 

significant barrier to consuming functional foods. Many individuals may be 

juggling multiple responsibilities, such as work, family, and other 

commitments, which can make it challenging to find the time and energy to 

plan and prepare healthy meals (Downes, 2008). Finally, in Hungary, financial 

constraints can also prevent individuals from consuming functional foods 

(Szabó-Szentgróti et al., 2017). These foods can be more expensive than 

processed or convenience foods, and some individuals may not be able to 

afford them on a regular basis. This can be particularly challenging for 

individuals who live in areas with limited access to fresh and healthy foods. 

2.6 Key drivers of functional food consumption 

2.6.1 Socio-demographic profile 

Many studies showed that there is a very strong relationship between socio-

demographic profile which is embodied in age, gender, education level, 

household, geography location, and marital status) and the willingness to 
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consume functional food products (Ares & Gámbaro, 2007; Kavoosi-

Kalashami et al., 2017; Kljusuric et al., 2015; Kraus et al., 2017; Moro et al., 

2015; Ozen et al., 2013; Schnettler et al., 2015; Bui, 2015; Verbeke, 2005; 

Verbeke, 2006). 

Educational level: Undoubtedly, there is a significant relationship between 

education level and consumer acceptance of functional food (Bekoglu et al., 

2016; Brečić et al., 2014; Büyükkaragöz et al., 2014; Kraus et al., 2017; 

Szakály et al., 2019). The level of education and knowledge has a strong impact 

on consumer acceptance of functional food and the way how they think about 

the food ingredients (Szakály et al., 2019), and a lot of people know about 

functional food from the internet because it’s the fastest way to gate 

information in this era (Balogh et al., 2020b). For example, people with a 

graduation degree had a higher potential to use functional food (Çakiroǧlu & 

Uçar, 2018). In another word, educated people are correlated with a 

willingness to consume functional food (Jong et al., 2003). And also survey 

showed that the respondents are aware of the definition of functional food and 

the influence of functional food on the body (Balogh et al., 2020a). 

Furthermore, it was shown that a higher level of knowledge of the consumer 

and income level not only increases The acceptance to buy functional food and 

the willingness to pay to consume functional food but also increases the 

purchasing number of functional food (Szakály et al., 2019), and also it was 

shown that high education level has a positive impact on the constant use of 

dairy functional food such as lactose-free products (Szabó et al., 2021). 

Gender: Gender plays an essential role in the acceptance of functional food 

by consumers and it was shown in most research (Balogh & Kőszegi, 2020b; 

Kozup et al., 2018; Szabó et al., 2021). Most of the studies declared that 

females are more willing to consume functional food than males (Brečić et al., 

2014; Büyükkaragöz et al., 2014; Çakiroǧlu & Uçar, 2018; Plasek et al., 2021; 
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Verneau et al., 2019). This is because females are generally responsible to 

prepare the food for their families, running the household, and they buy the 

food by themselves (Balogh & Kőszegi, 2020b; Bech-Larsen & Scholderer, 

2007; Kozup et al., 2018). while males prefer to do shopping with a 

companion, which makes females the decision-maker in buying household 

products (Szabó et al., 2021). Another reason why females prioritize their 

health is that they have a greater capacity to allocate extra funds to maintain a 

healthy lifestyle and consume nutritious food (Szabó et al., 2021). 

Age: Numerous studies explained the influencing factor of age and consumer 

willingness to use functional food (Çakiroǧlu & Uçar, 2018; Plasek et al., 

2021; Verneau et al., 2019). It was shown that aged people have more potential 

to consume functional foods compared with the young generation 

(Büyükkaragöz et al., 2014; Siegrist et al., 2008; Verneau et al., 2019). In 

contradiction, other studies demonstrated that young people 25 years of age 

were more interested to consume functional food compared with the old 

generation (Çakiroǧlu & Uçar, 2018; G. Rezai et al., 2012). Another study 

indicated that both the young population, aged 18–25 years, and the older 

generation, aged 56 years, are interested in consuming functional food (Plasek 

et al., 2021). This is because the older generation is more concerned about their 

health compared to the younger generation (Büyükkaragöz et al., 2014; 

Siegrist et al., 2008). And also the young generation is more open-minded to 

the innovation of functional food (Carrillo et al., 2013). 

Household characteristics: Household characteristics such as size and 

income are one of the main demographic factors that have a strong relationship 

with the acceptance of using functional food (Corso et al., 2018; Plasek et al., 

2021), and the willingness to pay for the functional food was strongly 

connected with the consumer with higher income (Corso et al., 2018; 

Stojanovic et al, 2013; Rezai et al., 2012; Szakály et al., 2019). This is due to 
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the customer with higher income have more ability to afford to pay extra costs 

to buy higher quality food products (Carrillo et al., 2013). Another factor that 

influences the consumer acceptance to buy functional food is the size of the 

family (Plasek et al., 2021). In general, families with fewer members (2 

persons) showed more tendency to buy and consume functional food compared 

with large-size family members in Europe (Markovina et al., 2011; Plasek et 

al., 2021). However, this was contradictory to a study conducted in Malaysia 

that show that a family size with 5-6 members was more willing to buy 

functional food (Phuah et al., 2015). 

Marital status: Marital status is an important factor that can influence the 

consumer behavior towards functional foods. However, not many studies 

determined the relationship between the influence of marital status and the 

acceptance of functional food products (Baker et al., 2022). According to some 

studies, marital status may impact dietary intake and food choices. Married 

individuals may have different dietary habits and preferences than single 

individuals, due to various factors such as shared food preparation and 

household income (Szabó et al., 2021). One study conducted found that there 

was a significant association between marital status and the consumption of 

functional foods, such as fortified products. The study reported that married 

individuals were more likely to consume fortified dairy products than singles 

(Choumenkovitch et al., 2002). This could be due to the fact that married 

individuals may be more health-conscious and have a higher interest in 

improving their health through nutrition. Furthermore, the study reported that 

married individuals were more likely to consume functional foods for their 

children than for themselves. This suggests that the motivation to consume 

functional foods for the family's health may be stronger among married 

individuals. However, the study also found that there were no significant 
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differences in the barriers to consuming functional foods between married and 

single individuals (Szakály et al., 2011).  

Geographic location: Geographic location could be a very important 

influencing factor in identifying consumer acceptance of functional food 

(Kljusuric et al., 2015). The study by Balogh et al. (2020a), showed that there 

is a positive connection between the consumption of functional food and the 

area of the respondent, which declares that most who show a tendency to 

consume functional food many times per week lives in urban area. Another 

study confirmed that most of the respondent who consumes functional food 

lives in a countryside town (Plasek et al., 2021). Furthermore, answers to 

satisfaction with consuming functional food products were mostly female 

respondents with high income who more likely lives in cities (Balogh et al., 

2020b). Furthermore, geographic location may also impact the cost of 

functional foods. In some cases, the cost of shipping functional foods to more 

remote areas may result in higher prices for consumers in those regions. This 

could potentially be a barrier for individuals who are motivated to consume 

functional foods but are unable to afford the higher prices. Additionally, in 

rural areas, access to a variety of functional foods may be limited compared to 

urban areas where there are more options available. A study conducted in 

Hungary found that individuals living in urban areas were more likely to 

consume functional foods compared to those living in rural areas (Balogh & 

Kőszegi, 2020b). However, the availability of functional foods in different 

regions of Hungary may vary due to differences in distribution and marketing 

strategies. For example, a study conducted in 2016 found that some functional 

foods, such as probiotic yogurt, were not widely available in certain regions of 

Hungary (Nagy, 2010). 
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2.6.2 Product identity 

Many studies revealed the relationship between consumer acceptance of 

functional food and the product identity that is summarized in components and 

ingredients, price, taste, brand, and health information (Balogh & Kőszegi, 

2020b; Brečić et al., 2017; Jahn et al., 2019; Szabó et al., 2021). 

Price: Consumers tend to perceive functional foods as being more expensive 

than conventional foods due to their additional health benefits (Szakály et al., 

2012). High prices can lead to a decrease in demand, even for those who are 

highly motivated to consume functional foods. Many former studies reported 

that the price influences the willingness to consume functional food (Ares et 

al., 2010; Büyükkaragöz et al., 2014; Mirosa & Mangan-Walker, 2017). In the 

first place, consumers prefer to buy functional food at a fair price and receive 

expected health benefits (Büyükkaragöz et al., 2014; Huang et al., 2019; 

Stojanovic et al., 2013). Price has a contradictory influencing factor in 

consumer point of view: the first point of view is that low price means low 

quality and low consumer purchasing intention, and the second point of view 

is that higher price means higher perceived quality and increasing purchasing 

intention (Ares et al., 2010; Huang et al., 2019; Jaeger, 2006). In some cases, 

if consumers are more concerned with a healthy lifestyle, they could be more 

tolerant of higher prices (Ares et al., 2010). And it was shown that a consumer 

who cares more about their health didn’t mind paying extra cost to get the 

expected health from using functional food products (Pappalardo & Lusk, 

2016). 

Undauntedly, people prefer high-quality products, but high quality is 

associated with higher prices considered the main player, that’s why the 

majority of people are not able to do financial sacrificing to get expensive 

healthy food due to the inability to buy it (Balogh & Kőszegi, 2020a). And in 
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another case, the same was found in Sri Lanka, consumers care more about the 

price of functional food than the health benefits that they obtain from 

consuming healthy food (Narayana et al., 2020). Mostly who consider 

functional food expensive because they don’t have a high income and they 

don’t have adequate purchasing power (Balogh et al., 2020a). 

The combination and ingredients: The combination and ingredients of 

functional food products can also be a motivating factor for consumers to 

purchase them. Consumers may prefer functional food products that contain 

ingredients that they are familiar with, such as fruits, nuts, and grains, and may 

be hesitant to try products with unfamiliar ingredients. Additionally, 

consumers may be more inclined to purchase functional food products that 

combine multiple health-promoting ingredients, as opposed to single-

ingredient products. 

A significant connection was observed between a component in functional 

food and the willingness to purchase these products. This association is driven 

by the belief that the nutritional value of the food has improved, leading to an 

anticipation of positive health benefits from consumption (Szakály et al., 

2019). Furthermore, consumers preferred to use functional foods that include 

naturally enriched components (Ares & Gámbaro, 2007; Jahn et al., 2019). 

And also, consumers consider that there are naturally healthy foods such as 

yogurt which are more healthy than harmful foods such as spreads (Bech-

Larsen & Scholderer, 2007). In addition, it was shown that the attitudes toward 

functional food were indirectly influenced by beliefs about nutrition 

throughout the information that was given about functional food (Szakály et 

al., 2019). And also, it was found that consumers perceived suitability toward 

functional food that includes a component that is already known before and 

used to consume (Krutulyte et al., 2011). Thus, functional food product 
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ingredients consider a main influencing factor in consumer acceptance (Brečić 

et al., 2017; Carrete & Arroyo, 2014). 

Research has shown that consumers have a preference for natural and 

minimally processed ingredients in functional foods (Nolan-Clark et al., 2011). 

Natural ingredients are often perceived as being healthier and more beneficial 

than artificial ingredients. Moreover, the presence of specific ingredients, such 

as antioxidants, fiber, and probiotics, can influence consumers' purchase 

decisions (Bimbo et al., 2017). Furthermore, the combination of ingredients 

can also influence consumers' perceptions of taste and texture. Research has 

shown that the taste and texture of functional food products are important 

factors that affect consumers' willingness to purchase and consume them 

(Topolska et al., 2021). Consumers may prefer products that have a pleasant 

taste and texture, and may be less likely to purchase products that have an 

unpleasant taste or texture, even if they are perceived as being healthy. 

Brand loyalty: Brand loyalty is another significant barrier that affects the 

consumption of functional foods in Hungary (Nábrádi & Szakály, 2021). 

Consumers may have a strong preference for a specific brand and may resist 

switching to another brand, even if it offers similar or better health benefits. 

Research suggests that brand loyalty is influenced by several factors such as a 

positive attitude towards the brand, satisfaction with previous purchases, trust 

in the brand, and emotional attachment to the brand (García-Salirrosas et al., 

2022). Furthermore, brand loyalty is particularly high among consumers who 

have been consuming a specific brand for a long time, and it may be 

challenging to convince them to switch to a new brand (Kiss et al., 2022). This 

can be a significant barrier for manufacturers who are trying to introduce new 

functional food products into the market. For instance, if a consumer has been 

consuming a specific brand of probiotic yogurt for many years, they may be 

hesitant to switch to a new brand, even if the new product has better health 
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benefits. Thus, brand loyalty can limit the market potential for new functional 

food products. In addition, consumers may perceive a high degree of risk 

associated with switching brands, particularly in cases where the new brand is 

relatively unknown or has not established a positive reputation in the market. 

This can be particularly challenging for small or new manufacturers who lack 

the resources to invest in extensive advertising and promotional campaigns. 

Therefore, brand loyalty can be a significant barrier to the adoption of 

functional foods, particularly in cases where there is a high degree of 

competition in the market. Overall, brand loyalty can significantly impact 

consumer behavior and attitudes towards functional foods, particularly in cases 

where consumers have developed strong emotional ties to a specific brand 

(Nábrádi & Szakály, 2021). 

Taste: Taste and texture are important factors that can influence consumers' 

decision to consume functional foods (Topolska et al., 2021). The taste and 

texture of functional foods can be different from traditional foods due to the 

addition of functional ingredients. This can be a barrier for some consumers 

who are not used to the taste or texture of functional foods. Furthermore, it was 

shown that taste has a significant impact on consumer willingness to use 

functional foods (Jung et al., 2020; Pappalardo & Lusk, 2016). In some cases, 

the factor of taste could be more favorable for the customer than the health 

perceived benefits (Moons et al., 2018). And also, consumers are not able to 

sacrifice the taste of the food to obtain health (Lyly et al., 2007; Moons et al., 

2018; Temesi et al., 2019). In addition to the taste and other organoleptic 

features of the product (Anders & Schroeter, 2017; Vasiljevic et al., 2015). 

However, taste and texture can also be motivators for consumers to choose 

functional foods. In a study conducted in Hungary, consumers reported that 

they would be more likely to consume functional foods if they had a good taste 

and texture (Szakály et al., 2016). In another study, it was found that consumers 
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who rated the taste and texture of a functional food product as high were more 

likely to purchase the product again (Urala & Lähteenmäki, 2004). 

2.6.3 Health-related factors 

Health-related factors significantly influence consumer behavior and choices. 

These include seeking health information, considering health benefits, 

managing weight, addressing food intolerances, and catering to the needs of 

the aging population. Understanding and addressing these factors are crucial 

for businesses to meet consumer demands and offer products that align with 

their health and wellness goals. 

Health information: Health information is an important factor that influences 

consumer behavior towards functional foods. Health information refers to the 

knowledge and understanding of the potential health benefits and risks 

associated with consuming functional foods. Furthermore, consumers who are 

more knowledgeable about the health benefits of functional foods are more 

likely to consume them regularly (Papp-Bata & Szakály, 2020). However, the 

health information that can be found on the product label has a very important 

role in the acceptance of functional food products (Kozup et al., 2018). This 

information can enhance the consumer expectation that they can receive from 

consuming functional food (Marette et al., 2010). it was explained that the 

health information about functional food that could not be understood by 

consumers was less acceptable to be consumed (Ahn et al., 2016). And also it 

was found that the more provided information about the advantage of lowering 

cholesterol the more interested the consumer to buy yogurt with functional 

characteristics (Baker et al., 2022). Furthermore, several studies have 

highlighted the importance of health information in shaping consumer 

behavior towards functional foods. 
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Health benefits: One of the major motivations for consumers to use functional 

foods is the potential health benefits associated with these products. Many 

functional foods are formulated to provide specific health benefits, such as 

improving heart health, boosting immune function, or aiding in weight loss. 

Consumers who are concerned about their health may be more likely to seek 

out and use these products as a way to improve their overall well-being (Urala 

& Lähteenmäki, 2007). Studies have shown that consumers are particularly 

interested in functional foods that offer cardiovascular benefits. For example, 

one study found that participants were more likely to purchase a functional 

yogurt that claimed to lower cholesterol levels compared to a regular yogurt 

without any health claims (Baker et al., 2022). Additionally, the health benefits 

of functional foods can also play a role in influencing consumer behavior 

towards healthier eating habits. A study by Clifton et al. (2004) found that 

participants who consumed a functional bread with added plant sterols 

experienced improvements in their cholesterol levels, which led to increased 

awareness and interest in heart-healthy foods. This suggests that using 

functional foods to target specific health concerns can have a positive impact 

on consumer behavior and promote healthier lifestyles. 

Weight management: Weight management is one of the main factors that lead 

customers to consume healthy food and dairy functional food. The increasing 

prevalence of overweight and obesity is a major public health concern in 

Hungary, and many people are turning to healthier food options to manage 

their weight (Coats & Martirosyan, 2015; Papp-Bata & Szakály, 2020). 

Research has shown that consuming a healthy diet, which includes nutrient-

dense foods such as fruits, vegetables, whole grains, and low-fat dairy 

products, can help with weight management (Spence et al., 2011). Moreover, 

dairy functional food, which is fortified with specific nutrients, has been shown 

to have potential benefits for weight management. For example, a study 
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conducted in Hungary found that consuming a dairy functional food enriched 

with calcium and vitamin D led to significant weight loss compared to a control 

group (Siró et al., 2008). Another study found that consuming a dairy 

functional food enriched with conjugated linoleic acid (CLA) led to decreased 

body fat mass and increased lean body mass (Szakály et al., 2010). 

Food intolerances: Lactose intolerance is a common food intolerance that 

affects many individuals worldwide. In Hungary, it is estimated that around 

30-40% of the population is lactose intolerant (Storhaug et al., 2017). This 

intolerance occurs when the body is unable to produce enough lactase, the 

enzyme required to break down lactose, the sugar found in milk and dairy 

products (Matthews et al., 2005). Additionally, individuals with lactose 

intolerance may experience symptoms such as bloating, gas, diarrhea, and 

abdominal pain after consuming dairy products (Santos et al., 2019). As a 

result, many people with lactose intolerance may avoid consuming dairy 

products, which can lead to inadequate calcium and vitamin D intake (Hodges 

et al., 2019). Thus, to address this issue, there are many lactose-free dairy 

products available in Hungary, such as lactose-free milk, cheese, and yogurt. 

These products have been treated with lactase enzyme to break down lactose 

and make them more easily digestible for individuals with lactose intolerance 

(Santos et al., 2019). Therefore, there are also non-dairy alternatives available 

in Hungary for individuals with lactose intolerance, such as soy milk, almond 

milk, and oat milk. These plant-based “milks” are naturally lactose-free and 

can be used as a substitute for dairy milk in many recipes (Collard & 

McCormick, 2021). Furthermore, it is worth mentioning that people who do 

not have a problem with lactose can potentially develop lactose intolerance if 

they regularly consume lactose-free products. This paradoxical occurrence 

may arise due to reduced exposure to lactose, causing a decrease in the 

production of lactase, the enzyme responsible for digesting lactose. As a result, 
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their ability to tolerate lactose may diminish over time, leading to symptoms 

of lactose intolerance when reintroduced to regular dairy products (Kasza et 

al., 2023). 

Aging population: The aging population in Hungary has been shown to have 

a significant impact on the demand for healthy and functional food products 

(Szakos et al., 2022). As people age, their nutritional needs change, and they 

may require more specialized foods to maintain good health and prevent 

chronic diseases (Szakos et al., 2020). This has led to an increase in the demand 

for products that are rich in protein, fiber, vitamins, and minerals, as well as 

those that can help improve cognitive function and support bone health (Özer 

& Kirmaci, 2010). Moreover, research has shown that the aging population in 

Hungary is more concerned with food safety and quality than younger 

generations, and they tend to prefer locally sourced and organic foods 

(Szegedyné Fricz et al., 2020). This trend is driving the growth of the organic 

food market in Hungary, which is expected to continue in the coming years. 

2.6.4 Other factors influencing functional food consumption 

Several factors influence the consumption of functional foods, including 

advertising and marketing efforts, awareness levels, convenience, and product 

availability. These factors play a significant role in shaping consumer behavior 

and decision-making when it comes to choosing and incorporating functional 

foods into their diets. Businesses in Hungary need to consider and address 

these factors to effectively promote and make functional foods more accessible 

to consumers. 

Advertising and marketing: In Hungary, advertising and marketing play an 

important role in influencing consumer behavior towards food consumption. 

A study conducted by Nagy (2010) found that advertising significantly affects 

the consumption patterns of children and adolescents, and they are more likely 
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to choose unhealthy food products due to the influence of marketing. Similarly, 

a study by Malik & Sudhakar (2014) found that marketing techniques such as 

packaging design, product placement, and celebrity endorsements can 

significantly influence the food choices of consumers. Moreover, food 

companies often use misleading health claims to promote their products, which 

can further misguide consumers. A study by Kušar et al. (2021) found that a 

majority of the surveyed packaged food products made at least one health 

claim, but many of them did not meet the requirements of the European Food 

Safety Authority (EFSA) for substantiating health claims. Furthermore, it was 

found that social media marketing has a positive impact on consumer purchase 

behavior, especially for low-involvement products such as food and household 

items (Salamzadeh et al., 2022). Another study conducted by  Balogh & Mizik 

(2022) examined the impact of advertising appeals on consumer purchase 

intention in Hungary, and found that advertising appeals that focused on 

emotional benefits (e.g., happiness, excitement) had a greater impact on 

purchase intention than appeals that focused on functional benefits (e.g., 

performance, quality). Furthermore, the study by Papp-Váry & Kerti (2022) 

demonstrated that, Hungarian consumers are responsive to discounts and 

promotions in online advertising, with these strategies positively impacting 

consumer purchase behavior. Additionally, this study also found that 

personalized advertising, such as personalized offers and recommendations, 

had a stronger impact on purchase intention than non-personalized advertising. 

Furthermore, a study by Tari & Mihály (2018) examined the influence of 

mobile advertising on consumer behavior in Hungary, and found that mobile 

advertising has a significant effect on consumer purchase behavior, especially 

for products that are frequently purchased, such as food and beverages. 

Lack of awareness: Lack of awareness is another significant barrier to the use 

of functional foods. Many people in Hungary are not aware of the benefits of 
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consuming functional foods or do not have enough information about them. 

This lack of awareness can be due to various reasons, such as inadequate 

advertising, lack of knowledge about the products, or limited access to 

information sources. Some studies conducted by Papp-Bata & Szakály (2020), 

Siró et al. (2008), and Szakály et al. (2011) showed that the majority of 

Hungarian consumers have limited knowledge about the health benefits of 

functional foods, and only a small percentage of them consume these products 

regularly. This lack of awareness can also affect the demand for functional 

foods, as consumers may choose traditional foods over functional foods due to 

their lack of knowledge about the latter. To overcome this barrier, it is essential 

to raise awareness about the benefits of functional foods among consumers. 

Marketers can employ various strategies to educate consumers, such as 

advertising campaigns, informative websites, and social media marketing. The 

use of health claims and labels on product packaging can also help consumers 

to identify functional foods easily. Furthermore, partnerships between 

functional food manufacturers and health professionals, such as nutritionists 

and dieticians, can play a vital role in educating consumers about the health 

benefits of functional foods. 

Convenience: In Hungary, convenience has been identified as one of the major 

factors driving the consumption of healthy and functional foods. According to 

studies by Nagy (2010) and Szakály et al. (2011), consumers often choose 

healthy food options that are quick and easy to prepare, and that can be 

consumed on-the-go. This trend is particularly strong among younger 

consumers and those with busy lifestyles. Similarly, a study by Papp-Bata & 

Szakály (2020) found that convenience was a key driver of the consumption of 

functional foods in Hungary, with consumers valuing products that were easy 

to consume and could be incorporated into their daily routine without 

disruption. 
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Product availability: In Hungary, consumers may face challenges in finding 

functional food products in their local stores or supermarkets. According to 

former studies, consumers reported that functional food products were not 

readily available in their local supermarkets, and they had to travel to other 

stores to purchase them. The study also found that the availability of functional 

food products varied by region, with more significant availability in urban 

areas compared to rural areas (Siró et al., 2008; Szakos et al., 2020). This lack 

of product availability is a significant barrier to the motivation to use functional 

foods, particularly for consumers living in rural areas. The high cost of 

transportation and time required to travel to larger cities or specialized stores 

to purchase functional foods can be a significant deterrent for many consumers. 

That’s why, online shopping has emerged as a popular option for consumers 

to purchase functional foods in Hungary. Online shopping provides consumers 

with a wider range of product choices and eliminates the need for consumers 

to travel to specialized stores. With the growth of e-commerce, it has become 

easier for consumers to purchase functional food products from online retailers 

that specialize in these products. 

2.7 Online grocery shopping in Hungary 

In Hungary, the growth of online grocery shopping can be attributed to several 

factors. One of the main drivers has been the increasing availability and 

accessibility of online shopping platforms. According to the data, in 2020, the 

average daily time spent shopping online in Hungary was approximately 48 

minutes, an increase from the previous year's average of 41 minutes. 

Additionally, the research shows that younger generations spend more time 

shopping online than older generations, with the 25-34 age group spending an 

average of 64 minutes daily. The increase in online shopping can be attributed 

to factors such as the COVID-19 pandemic and the growing popularity of e-
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commerce platforms in Hungary (Statista, 2021b). Furthermore, the report 

found that online grocery shopping is one of the fastest-growing segments in 

the Hungarian e-commerce market (Statista, 2021a). 

Another factor contributing to the growth of online grocery shopping in 

Hungary is the increasing adoption of smartphones and other mobile devices. 

Based on the data, the number of smartphone users in Hungary was projected 

to increase steadily in recent years, from approximately 6.2 million users in 

2016 to an estimated 7.5 million users in 2021. This growth was due to the 

increasing affordability and availability of smartphones, as well as the 

advancements in mobile technology. The use of smartphones is becoming 

more prevalent among all age groups in Hungary, with the younger generation 

being the most active users. As the number of smartphone users continues to 

grow in Hungary, this presents opportunities for businesses to reach more 

customers through mobile platforms and for the development of new mobile 

applications and services (Statista, 2022a). 

The growth of online grocery shopping has also led to changes in consumer 

behavior in Hungary. For instance, consumers are now able to shop for 

groceries from the comfort of their homes, at any time of the day. This has led 

to a decrease in the number of trips made to physical stores, as consumers are 

able to purchase groceries in bulk and have them delivered to their doorstep. 

Furthermore, the availability of online shopping platforms has also led to 

changes in the types of products that consumers purchase. Consumers are now 

able to access a wider variety of products, including those that are not available 

in physical stores. This has led to an increase in the number of niche and 

specialty products being sold online. 

Online grocery shopping in Hungary has experienced significant growth, there 

are still several challenges that need to be addressed. For instance, the logistics 
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and infrastructure of online grocery shopping in Hungary are not fully 

developed, leading to delayed deliveries and stock shortages (Statista, 2022c). 

Furthermore, there is a need to improve the user experience of online grocery 

shopping by providing better product information, user-friendly interfaces, and 

more personalized recommendations. However, the growth of online grocery 

shopping also presents several opportunities for retailers and marketers. For 

instance, online shopping data can be used to better understand consumer 

behavior and preferences, which can be leveraged to improve the relevance 

and personalization of marketing efforts. Furthermore, online shopping 

platforms can be used to introduce new and innovative products, providing a 

competitive advantage in a crowded market. 

According to the data (Statista, 2022c), the online grocery delivery market in 

Hungary was expected to generate a revenue of €36 million in 2021 and grow 

at a compound annual growth rate of 16.1% between 2021 and 2025. The 

largest segment in the market is food, which was expected to generate a 

revenue of €34.7 million in 2021. The user penetration rate for online grocery 

delivery in Hungary was expected to be 4.4% in 2021, which means that only 

4.4% of the country's population was expected to use online grocery delivery 

services. However, this is expected to reach 7.4% by 2025. The average 

revenue per user in the online grocery delivery market in Hungary was 

expected to be €110.76 in 2021 and grow to €145.87 by 2025. This means that 

each user was expected to spend an average of €110.76 on online grocery 

delivery in 2021, which is expected to increase to €145.87 by 2025. Tesco was 

expected to be the largest player in the market, with a market share of 50.1% 

in 2021. The number of users in the online grocery delivery market in Hungary 

was expected to be 138,000 in 2021 and grow to 228,000 by 2025. The number 

of orders was expected to reach 2.3 million in 2021 and grow to 3.8 million by 

2025. The average order value was expected to be €15.85 in 2021 and grow to 
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€16.99 by 2025 (Statista, 2022c). The growth of the online grocery delivery 

market in Hungary is expected to be driven by increasing demand for 

convenience, a growing number of internet users, and the availability of online 

ordering platforms. Compared to other European countries, Hungary has a 

relatively low user penetration rate for online grocery delivery. However, it is 

expected to see significant growth over the next few years. The average 

revenue per user in Hungary is lower than in some other European countries, 

such as the UK and France, but higher than in others, such as Poland and the 

Czech Republic (Statista, 2022c). Overall, the online grocery delivery market 

in Hungary is expected to see strong growth over the next few years. While 

Tesco is expected to maintain its position as the market's largest player, there 

may be opportunities for other players to gain market share as the market 

continues to expand. 

2.7.1 Factors motivate individuals to engage in online ordering of 

grocery products 

The increasing popularity of online grocery ordering can be attributed to 

various factors, including convenience, a wide selection of products, price 

comparison, contactless delivery, subscription models, personalized 

recommendations, environmental concerns, and improved accessibility. These 

factors collectively motivate individuals to engage in online ordering, offering 

them a convenient and efficient way to meet their grocery needs. 

Convenience and time-saving: Convenience and time-saving are important 

factors that influence consumers to order groceries online. Studies have found 

that convenience is a major motivator for online grocery shopping, as it allows 

consumers to avoid the inconvenience of physically visiting a grocery store 

(Madarász et al., 2022; Papp-Bata & Szakály, 2020). Additionally, online 

grocery shopping saves time, which is a valuable resource for many consumers 
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(A. Mohammad et al., 2022). The convenience and time-saving factors 

associated with online grocery shopping are especially important for busy 

individuals, such as working parents, who have limited time to shop for 

groceries (Gruntkowski & Martinez, 2022). Furthermore, the COVID-19 

pandemic has highlighted the importance of convenience and time-saving in 

online grocery shopping, as many consumers have turned to online ordering to 

avoid the risk of exposure to the virus in physical grocery stores (Fehér et al., 

2022). Online grocery shopping has been perceived as a safer and more 

convenient alternative during the pandemic, leading to an increase in its 

adoption (Madarász et al., 2022). 

Wide selection: The availability of a wide selection of products is another 

important factor that motivates consumers to order groceries online. Online 

shopping platforms often offer a larger variety of products compared to 

physical stores, and consumers can easily browse through different categories 

and brands to find exactly what they are looking for. This is especially 

appealing to consumers who live in areas where access to certain products may 

be limited. In a study of online groceries, shoppers reported that the wider 

selection of products was a reason they chose to shop for groceries online 

(Gruntkowski & Martinez, 2022). Research also suggests that the availability 

of a wide selection of products can positively influence consumer attitudes 

towards online grocery shopping. For example, a study by Zámková et al. 

(2022) found that consumers who shop for groceries online are more likely to 

have positive attitudes towards online shopping if they believe that online 

retailers offer a greater variety of products compared to physical stores. 

Additionally, a study by Huszka et al. (2022) found that consumers who 

purchase groceries online are more likely to shop at retailers that offer a larger 

selection of products. 
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Ability to compare prices: Online grocery shopping allows customers to 

easily compare prices of similar products from different retailers without the 

need to physically visit each store. This helps customers to find the best deals 

and save money on their grocery shopping. Research has shown that customers 

often compare prices of different products and retailers when shopping for 

groceries online. A study by Pitts et al. (2020) found that online grocery 

shoppers compare prices across different retailers before making a purchase. 

Another study by Bigné-Alcaiz et al. (2013) revealed that online grocery 

shoppers compare prices online before making a purchase. Furthermore, online 

retailers often offer discounts and promotions to attract customers and increase 

sales. Customers can easily compare the prices of similar products from 

different retailers to take advantage of these offers and save money on their 

grocery shopping. 

Contactless delivery: Contactless delivery has become a popular feature of 

online grocery ordering, especially during the COVID-19 pandemic. This type 

of delivery allows customers to receive their groceries without having to 

interact with delivery drivers or touch the products. One study found that 

contactless delivery was the preferred delivery method among consumers 

during the pandemic, with survey respondents indicating that they would 

choose this option for grocery delivery (Madarász et al., 2022). Another study 

found that contactless delivery was perceived as a safe and convenient option, 

leading to higher levels of customer satisfaction (Rowland, 2022). 

Subscription models: Subscription models have become a popular option for 

online grocery shopping, allowing customers to sign up for regular deliveries 

of their favorite products. This can offer several benefits, such as convenience, 

time-saving, and the ability to save money on regular purchases. Furthermore, 

subscription models have been found to increase customer loyalty and 

retention (Ebrahimi et al., 2021), as customers can enjoy the convenience of 
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having their regular groceries delivered without having to worry about re-

ordering. Subscription models have also been shown to increase purchase 

frequency and order size (Zaharia et al., 2022). 

Personalized recommendations: Many e-commerce platforms use customer 

data to create personalized recommendations for products, based on their 

previous purchases and browsing history. These recommendations are tailored 

to the customer's preferences, making it easier for them to find products that 

they are likely to purchase. Research has shown that personalized 

recommendations can significantly increase customer satisfaction and loyalty. 

A study conducted by Hallikainen et al. (2022) found that personalized 

recommendations led to an increase in customer satisfaction and an increase in 

revenue for e-commerce companies. Furthermore, a study conducted by 

Accenture (2022) found that customers are more likely to purchase from a 

retailer that provides personalized recommendations. In addition to increasing 

customer satisfaction and loyalty, personalized recommendations can also help 

retailers to increase their sales and profits (Behera et al., 2020). By promoting 

products that are more relevant to the customer, retailers can increase the 

chances of a successful purchase and reduce the likelihood of a returned 

product. 

Environmental concerns: Another factor that encourages customers to order 

groceries online is environmental concerns. Online grocery shopping can 

potentially reduce carbon emissions and waste generated from transportation 

to and from physical stores, as well as the use of plastic bags and packaging 

materials. According to a study conducted by Accenture (2019), consumers 

consider environmental impact when making a purchase, and they are willing 

to pay more for sustainable products. In addition, it was found that global 

consumers feel strongly that companies should help improve the environment 

(Nielsen, 2018). Furthermore, online grocery shopping can also reduce food 
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waste by offering customers the ability to purchase only what they need and 

reducing the likelihood of impulse purchases. This is especially important as 

food waste is a major contributor to greenhouse gas emissions and 

environmental damage. However, it is important to note that online grocery 

shopping is not always more environmentally friendly than traditional grocery 

shopping, as factors such as the energy used in packing and shipping products, 

and the carbon emissions generated from delivery trucks and planes, must also 

be taken into account (EPA, 2022). 

Accessibility: Accessibility is another factor that influences customers to order 

groceries online. Online grocery shopping provides convenience to individuals 

who face challenges in traveling or carrying heavy bags due to physical 

disabilities or mobility issues. Moreover, it enables people living in rural areas 

or locations with limited access to grocery stores to access a wider range of 

products without having to travel long distances. A study by Bartók et al. 

(2021) found that individuals who face difficulties in visiting grocery stores, 

such as those with disabilities or those living in rural areas, are more likely to 

use online grocery shopping services. Another study by Pitts et al. (2018) 

highlighted that customers who have limited access to physical grocery stores 

are more likely to use online grocery shopping as it provides greater 

accessibility to a wider range of products. In addition, online grocery shopping 

also provides accessibility to a larger demographic, such as elderly people or 

those with busy schedules who may not have the time or ability to go to 

physical stores. A survey by Accenture (2022) found that customers would 

consider using online grocery shopping services in the future. Overall, the 

accessibility provided by online grocery shopping is a significant factor that 

motivates customers to opt for this mode of shopping. 
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2.7.2 Factors barrier individuals to engage in online ordering of grocery 

products 

There are various factors that can hinder Hungarian individuals from engaging 

in online ordering of grocery products. These factors may include concerns 

related to shipping, product quality, delivery times, trust, website usability, 

payment security, privacy, technical issues, preference for in-store shopping, 

and the need for immediacy. Overcoming these barriers and addressing 

consumer concerns is crucial to encourage more individuals to embrace online 

grocery shopping as a convenient and reliable option. By addressing these 

factors, businesses can enhance the online shopping experience and build trust 

with customers, ultimately driving the adoption of online grocery ordering. 

Shipping cost: Shipping cost is an important factor that can affect customers' 

decisions to order groceries online. Some online grocery retailers may charge 

additional shipping fees, which can make the cost of groceries more expensive 

than shopping in-store. A study by Huang & Oppewal (2006) found that high 

delivery charges were cited as a top reason for consumers not using online 

grocery shopping services. 

Product quality: According to a study conducted in Hungary, product quality 

is an important factor that affects the decision of customers to buy groceries 

online (Garai-Fodor et al., 2022; Szegedyné Fricz et al., 2020). Customers are 

concerned about the freshness and condition of the products when they are 

delivered to their homes. The study also found that customers who had 

negative experiences with the quality of products were less likely to continue 

using online grocery services. Therefore, it is important for online grocery 

retailers to ensure that their products are of high quality and meet the 

expectations of their customers. 
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Delivery time: A study conducted found that delivery time was one of the 

main concerns of consumers when ordering groceries online (Chang et al., 

2022). Customers expected their orders to be delivered quickly and reliably, 

and any delays or uncertainty about delivery times could discourage them from 

using the service. Another study in Hungary found that the time and day of 

delivery were also important factors for customers, with many preferring to 

have their groceries delivered on specific days and within certain time frames 

(Szabó et al., 2019). Overall, these findings suggest that delivery time and 

reliability are crucial for online grocery services to meet customer expectations 

and retain their loyalty. 

Trust issues: Trust issues can be a significant factor that prevents customers 

from ordering groceries online. Customers may be concerned about the safety 

of their personal information, the security of their financial transactions, and 

the reliability of the online retailer. They may also worry about the quality and 

freshness of the products they receive, particularly if they have had negative 

experiences in the past with online grocery shopping. A study conducted by 

Katalin (2019) found that one of the main reasons why customers did not order 

groceries online was a lack of trust in the online retailer. This included 

concerns about the reliability of delivery times, the quality of products, and the 

security of personal information. Another data by Statista (2022b) found that 

trust was a critical factor in determining whether customers would order 

groceries online. The study showed that customers valued transparency and 

reliability in the online shopping experience, and that retailers who were able 

to build trust through clear communication and reliable service were more 

likely to succeed in the online grocery market. 

Website usability: Several studies have shown that website usability is an 

important factor for consumers when considering online grocery shopping. A 

study by Statista (2022b) found that website design and ease of use were 
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among the most important factors that influenced consumer satisfaction with 

online grocery shopping. Similarly, a study by Mohammad & Szigeti (2023) 

found that website usability was a key factor that influenced consumer 

decision-making in online grocery shopping in Hungary. Furthermore, a report 

by Salamzadeh et al. (2022) found that the usability of online grocery shopping 

websites in Hungary varied widely, with some websites providing a more user-

friendly experience than others. This highlights the importance of investing in 

website design and development to ensure that the online grocery shopping 

experience is easy and intuitive for consumers. 

Payment security: Payment security is a crucial factor in online grocery 

shopping, as customers need to feel confident that their personal and financial 

information is protected. In Hungary, online retailers have implemented 

various measures to ensure payment security, such as encryption technologies 

and secure payment gateways (Pintér et al., 2021). However, some customers 

may still have concerns about the safety of online payments, especially if they 

have had negative experiences in the past. A study conducted in Hungary found 

that payment security was one of the most significant barriers to online grocery 

shopping, with of respondents indicating that they were worried about the 

security of online payments (Statista, 2022b). Retailers can address these 

concerns by clearly communicating their security measures and partnering 

with trusted payment providers to offer secure payment options. 

Privacy concerns: A study conducted in Hungary found that privacy concerns 

were a significant factor preventing customers from purchasing groceries 

online. Customers were concerned about the collection and use of their 

personal information, as well as the security of their payment and personal data 

(Balogh & Mészáros, 2020). Additionally, customers were worried about the 

possibility of their personal information being sold to third-party companies 

without their consent (Nam et al., 2006). Privacy policies, secure payment 
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gateways, and data encryption were found to be important in building trust and 

confidence in online grocery shopping (Hoffman et al., 1999). 

Technical issues: In Hungary, technical issues with the online ordering system 

still considered as a barrier to ordering groceries online. Customers may 

encounter difficulties with the website or app, such as slow loading times or 

errors during the checkout process. Technical issues can be frustrating for 

customers and may discourage them from using the service in the future. 

According to a survey by Statista (2022b) Hungarian customers reported 

technical issues as a barrier to online shopping. The most common issues 

reported were slow loading times and difficulty finding products on the 

website. To address this issue, online retailers in Hungary may need to invest 

in improving the usability and functionality of their websites and apps (Balogh 

& Mészáros, 2020). 

Preference for in-store shopping: In Hungary, consumers still prefer to shop 

for groceries in-store instead of online due to various reasons such as the desire 

to see and touch products before purchase, concerns about product quality, and 

the social experience of shopping (Statista, 2022b). A study conducted by 

Kásler (2020) found that the preference for in-store shopping was influenced 

by age, income, and educational level. Additionally, some consumers may 

perceive online grocery shopping as time-consuming, particularly if they are 

unfamiliar with the platform or encounter technical issues. This may also 

contribute to a preference for in-store shopping. 

Need for immediacy: The need for immediacy is another factor that may deter 

some customers from ordering groceries online. Some consumers may require 

groceries immediately, such as for a last-minute dinner or to restock a bare 

pantry. In such cases, waiting for delivery or even scheduling a pickup time 

may not be a viable option, and the immediacy of in-store shopping may be 



47 

 

preferred. Research suggests that the need for immediacy is a common reason 

why consumers prefer to shop for groceries in-store rather than online. A 

survey of Hungarian consumers found that respondents preferred to buy 

groceries in-store because they wanted to choose fresh products themselves 

and did not want to wait for delivery (Fehér et al., 2022). Similarly, a study 

found that consumers preferred to shop for groceries in-store because they 

could get the products immediately (Klepek & Bauerová, 2020). 

2.8 Models for Understanding Consumer Behavior towards online 

grocery shopping 

The value-attitude-behavior (VAB) model, the Theory of Planned Behavior 

(TPB), the Technology Acceptance Model (TAM), and the Media Advertising 

Value (MAV) theory are all models used to explain consumer behavior. While 

each model has its unique approach, they share some commonalities that make 

them logically and understandably connected. In this section, we will explore 

the connection between these models and their role in understanding consumer 

behavior towards functional and organic food products. 

The VAB model posits that values influence attitudes, which in turn affect 

behavior, this model implies that the more an individual values a product, the 

more likely they are to have a positive attitude towards it, which will translate 

into actual purchase behavior (Homer & Kahle, 1988). The TPB model, on the 

other hand, posits that attitudes, subjective norms, and perceived behavioral 

control all influence behavioral intention, which in turn influences actual 

behavior. Thus, an individual's intention to purchase a product is influenced by 

their attitudes towards the product, subjective norms (the social pressure to 

conform to others' expectations), and their perceived control over the behavior 

(Ajzen, 1991). The TAM model, which is specific to technology products, 

posits that the perceived usefulness and ease of use of a technology product 
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will influence an individual's intention to use it, which in turn will influence 

their actual use of the product (Davis et al., 1989). Finally, the MAV theory 

posits that advertising messages affect consumer behavior by creating a 

perceived value of the product through the message's relevance, novelty, and 

credibility (Ducoffe, 1996). 

In the context of functional food products, these models are interconnected. 

For instance, a study by Küster-Boluda & Vidal-Capilla (2017) applied the 

VAB model to examine the relationship between consumers' values, attitudes, 

and behavior towards functional food. The study found that consumers who 

placed a high value on health and the environment had a more positive attitude 

towards organic food, which led to increased purchase behavior. Similarly, a 

study by Nguyen et al. (2019c) applied the TPB model to examine the factors 

influencing consumers' intentions to purchase functional food products. The 

study found that attitude, subjective norm, and perceived behavioral control all 

played a role in determining consumers' intentions to purchase functional food 

products. 

The TAM model has also been applied in the context of functional and organic 

food products. For instance, a study applied TPB and TAM to investigate the 

factors that influence consumers' intentions to purchase functional food 

products. The study found that perceived usefulness and ease of use of 

functional food products were significant predictors of consumers' intentions 

to purchase these products (Choe et al., 2021; Mack, 2018). 

The MAV theory can also be applied to understand consumer behavior towards 

functional and organic food products. Furthermore, Cuesta-Valiño et al. (2020) 

applied the MAV theory to examine the effect of advertising messages on 

consumers' purchase intentions for functional food products. The study found 

that advertising messages that emphasized health benefits and taste were more 
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effective in influencing consumers' purchase intentions than messages that 

emphasized convenience or price. 

Overall, these models share a common understanding of consumer behavior in 

terms of the importance of attitudes, intentions, and perceived value. They also 

highlight the role of social and psychological factors in shaping consumer 

behavior. The VAB model emphasizes the role of values, while the TPB model 

emphasizes the role of subjective norms and perceived behavioral control. The 

TAM model emphasizes the role of perceived usefulness and ease of use, while 

the MAV theory emphasizes the role of advertising messages in shaping 

consumer behavior. 

In conclusion, the VAB model, TPB model, TAM model, and MAV theory are 

all useful in understanding consumer behavior towards functional and organic 

food products. While each model has its unique approach. 
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3 OBJECTIVES OF THE DISSERTATION 

The research objective of "Analysis of Factors Influencing Consumer Attitudes 

and Online Purchasing in the Hungarian Dairy Functional Food Market" is to 

comprehensively investigate the complex interplay of factors shaping 

consumer behaviors and purchasing decisions within the realm of dairy 

functional foods (DFFs) through online platforms in Hungary. Specifically: 

➢ Examine the Impact of Media Marketing: Investigate the 

relationship between key components of media marketing value 

(credibility, informativeness, irritation, and entertainment) and their 

impact on consumer attitudes toward DFFs. 

➢ Explore Health Subjective Norms: Investigate the role of health 

subjective norms, encompassing motivators and barriers, in shaping 

consumer attitudes and willingness to consume DFFs. 

➢ Evaluate Technology Acceptance Model (TAM): Explore the 

impact of attitudes toward DFFs on consumer behavioral intentions, 

drawing insights from the Technology Acceptance Model (TAM). 

The potential significance of this research lies in its capacity to offer invaluable 

insights for businesses operating in the Hungarian market. By 

comprehensively understanding the multifaceted impact of media marketing 

on the purchasing intentions of dairy functional foods, businesses, including 

shops and retailers, can refine their marketing strategies to effectively engage 

and influence their target audience. 

Manufacturers also stand to benefit by gaining a deeper understanding of 

consumer behavior and preferences regarding dairy functional foods. This 

insight can inform the development of more effective marketing strategies and 

innovative product offerings that align with the evolving needs and 

expectations of their customer base. 
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Additionally, the examination of health subjective norms and attitudes toward 

DFFs aims to illuminate the factors influencing consumer decision-making in 

the Hungarian market. This knowledge can be strategically employed by 

businesses to craft targeted marketing campaigns that resonate with the 

specific needs and desires of their customers, contributing to enhanced market 

success and consumer satisfaction. 
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4 MATERIALS AND METHODS 

4.1 Theoretical framework and hypotheses 

Online grocery shopping is a kind of internet purchasing that includes 

purchasing consumables and other items for the house through e-commerce 

websites or mobile shopping applications (Driediger & Bhatiasevi, 2019). In 

the 1990s, the first members of the high-tech generation were coming of age, 

researchers first started looking at the possibility of doing food shopping online 

(Park et al., 1996), who made the switch to internet shopping because they 

wanted to save time and effort. 

The Technology Acceptance Model (TAM) was one of the early theoretical 

models to be used to predict customers' acceptance, and intention to make 

purchases from online grocery stores (Davis, 1989). This model suggests that 

the adoption of new technology is influenced by the perceived usefulness (PU) 

of the technology and perceived ease of use (PEOU), and this approach is 

relevant for online grocery shopping (Driediger & Bhatiasevi, 2019). In the 

context of online buying, the TAM has served as the basis for a great number 

of researchers (Bauerová & Klepek, 2018; Gefen et al., 2003; Hassanein & 

Head, 2007). Gefen et al. (2003) insinuate that a website is a sort of information 

technology; hence, the TAM needs to be able to adequately describe customers' 

intentions to buy things online. This debate is validated with the experimental 

research showing that TAM is an appropriate theoretical framework that 

effectively asserts and illustrates the acceptance of e-commerce, such as 

consumer behavioral intention and actual behaviors toward purchasing online 

(Changchit et al., 2018; Gefen, 2000; Hassanein & Head, 2007). Recently, 

Shang & Wu (2017) advanced the TAM to include the expectation 

confirmation model developed by Oliver (1976), highlighting the fact that 

consumer perceived value in addition to perceived ease of use impact 
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technology acceptance for shopping for groceries online. In addition, TAM 

shows similarity to the Theory of Planned Behavior (TPB) which is 

constructed by Ajzen (1991), this theory is one of the fundamental theories of 

personal behavior, and is extensively used to investigate consumer attitudes 

and behavior, which is concerned with the individual determinants of 

executing health-related activities such as functional foods (Cuesta-Valiño et 

al., 2020; Küster-Boluda & Vidal-Capilla, 2017; Salmani et al., 2020). The 

theory said that behavioral intention has a direct influence on behavior. 

According to Driediger & Bhatiasevi (2019), consumers' perceived ease of use 

(PEOU) of online purchasing suggests that it is beneficial and favorably 

impacts their desire to use it. However, this choice may be influenced by the 

customers' circumstances. Moreover, such a concept is especially pertinent to 

interpreting online food shopping decisions in the Hungarian market. For 

example, Hungarian consumers pay a lot of attention to conventional food 

(Siró et al., 2008; Szakály et al., 2016). Besides that, shopping for groceries 

online also prevents customers from seeing, touching, or tasting the foods they 

are purchasing, which may be a deal breaker for elderly people who are more 

likely to scrutinize their food purchases before making a final decision 

(Goethals et al., 2012). However, when it comes to health problems, people's 

plans to buy groceries online can't just be based on how they feel about the 

advantages, threats, and pleasures of shopping online on their values (Gomes 

& Lopes, 2022). It was mentioned that healthier consumers are more diverse, 

and a balanced diet is part of risk management strategies (Gasmi et al., 2020). 

Moreover, consumer consciousness of the value of health, well-being, and 

making more sustainable food choices and consumer behavior around food and 

beverages was significantly impacted in a good way (Marty et al., 2021; Sorić 

et al., 2021). However, better diets led to changes in consumer behavior, which 

made online grocery shopping more popular because people needed access to 
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healthier foods but couldn't get to the store as often (Sorić et al., 2021). Thus, 

health concerns expressed on the websites of online food retailers are included 

in the framework to better understand customer attitudes and intentions about 

the purchase of dairy functional foods online in the Hungarian market. 

According to Davis (1989), PU refers to the extent to which an individual feels 

utilizing a certain method will improve his or her work performance, whilst 

PEOU denotes how much a person thinks utilizing a certain system would be 

effortless from a physical and mental standpoint. In other words, while PU 

represents people's opinions on “the outcome of the experience”, PEOU 

denotes what they think about it “the process leading to the outcome” (Perea 

et al., 2004,p. 104). Considering this in the light of grocery buying online, PU 

is referred to as the perception held by consumers who believe that their 

shopping experience will be improved by buying food online and that it will 

make them better shoppers. Furthermore, the assumption by customers that the 

least amount of effort would be involved in online food purchasing is referred 

to as PEOU. According to the TAM, PU is affected by PEOU. The findings of 

an empirical study on online purchasing indicate that PEOU has a significant 

impact on PU in both developed markets and emerging countries (Gefen et al., 

2000; Gefen et al., 2003; Kim, 2012). That is to say, the ease with which 

customers can utilize internet-connected gadgets or websites to purchase things 

online correlates directly to the degree to which these consumers see online 

shopping as being beneficial (Bauerová & Klepek, 2018; Perea et al., 2004; 

Sondakh, 2017). A survey of online grocery shoppers conducted by Bauerová 

& Klepek (2018) demonstrates that there is a significant and beneficial 

connection between PEOU and PU. Hence, the following hypothesis was 

formulated: 

Hypothesis 1. Consumers’ PEOU of online DFFs purchasing has a positive 

influence on PU of online DFFs purchasing. 
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Behavioral intention corresponds to “how hard people are willing to try” and 

“how much of an effort they are planning to exert” to engage in a certain course 

of action (Kim & Woo, 2016). Within the context of the TAM, a user's 

perception of the utility of technology has a significant impact on their attitude 

toward adopting a new system or piece of technology (Davis et al., 1989). 

Numerous research that looked at online shopping has validated the links 

between these components (Chang et al., 2005; Gefen et al., 2003; Perea et al., 

2004). According to Gentry & Calantone, (2002), perceived usefulness (PU) 

is a measure of how the buyer thinks a certain technology will help them shop 

faster. In other words, the consumer perceives internet shopping as beneficial 

since it saves time, minimizes the effort needed, extends store hours, and 

provides faster checkout processes (Chiu et al., 2014). It has also been shown 

that customers with greater incomes place a higher value on time because of 

the opportunity costs involved. That means consumers who have a lot of 

surplus income but a limited amount of free time feel that buying online is 

appealing since it helps them save time (Punj, 2012). In addition, according to 

the findings of a qualitative study conducted by Ramus & Nielsen (2005), the 

convenience, wide range of products, and time-saving capabilities of online 

purchasing are important factors that influence consumers' decisions to buy 

food online. These factors contribute to the usefulness of online purchasing. 

Likewise, Dang et al. (2018) said that the main reason people in an emerging 

market buy food online is that it is easy. As shown by Chien et al. (2003) 

research, PU has a beneficial impact on individuals' intentions to shop food 

online. Therefore, the following hypotheses were developed: 

Hypothesis 2. Consumers’ PU of online DFFs purchasing has a positive 

influence on their intentions toward online DFFs purchasing INT. 

The definition of attitude toward a certain behavior is “the degree to which a 

person has a favorable or unfavorable evaluation or appraisal of the behavior 
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in question” (Ajzen, 1991). The term "behavioral attitude" refers to an 

individual's general assessment, which may be positive or negative, of the 

repercussions that are associated with engaging in a certain action, such as 

buying functional food items (Nystrand & Olsen, 2020). Both hedonistic 

(emotional) and utilitarian (functional) aspects make up attitude (Voss et al., 

2003). Authors inferred that customers' perceptions regarding functional foods 

influence their intentions to buy or use them (Nystrand & Olsen, 2020; Patch 

et al., 2005; Rezai et al., 2017). Recently, it was found that purchase attitude 

seemed to have the highest influence on the intention towards buying 

functional foods (Huang et al., 2019). On the other hand, health consciousness 

as a factor of attitude toward buying functional foods seems to be a key 

motivator of healthy food product purchases (Huang et al., 2019; Michaelidou 

& Hassan, 2010; Nguyen et al., 2019b; Pham et al., 2018). However, Jayanti 

& Burns (1998) describe health awareness as “the degree to which health 

concerns are integrated into a person’s daily activities”. It also indicates a 

person's willingness to engage in healthy choices (Becker et al., 1977). 

Furthermore, people who care about their health tend to do different things to 

stay healthy (Newsom et al., 2005). In addition, people think that functional 

foods improve health in several crucial parts of the human body and lower the 

risk of getting multiple illnesses (Aguiar et al., 2019; Barauskaite et al., 2018). 

Moreover, numerous studies show that consumers' health concerns 

significantly influence their choices of functional foods (Annunziata & 

Vecchio, 2011; Bech-Larsen & Grunert, 2003; Brečić et al., 2014). According 

to studies, consumer lifestyle influences their utilization of healthy nutrients. 

For example, Zandstra et al. (2001) investigate the link between health and 

total dietary behavior and conclude that health and lifestyle are excellent 

predictors of eating behavior and the desire to consume healthy foods. 
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According to Figueroa & Sanchez (2004), when studying consumer behavior 

concerning functional foods, one of the most important factors to consider is 

health. On the other hand, customers who are more health-conscious and 

knowledgeable about the benefits of leading a healthy lifestyle are more likely 

to utilize functional foods, and vice versa (Chen, 2011a). Additionally, 

Roininen et al. (1999) also noted in their general food research that all health 

subscales suggested for choices of healthy foods are excellent predictors of 

food attitudes. Furthermore, Chen (2011) argued that customers who are health 

aware and who are concerned about their current health have a more favorable 

attitude toward foods that provide functional purposes. Moreover, Quevedo et 

al. (2016) discovered that attitude had a favorable link with buyers' intentions 

to buy groceries online. This finding is echoed by Loketkrawee & Bhatiasevi 

(2018) who argued that attitude influences customers' online grocery buying 

intention. Thus, the following hypothesis was formulated: 

Hypothesis 3. Consumers’ attitudes towards DFFs ATT will have a positive 

influence on their intentions towards online food purchasing INT of DFFs. 

Figure 1 summarizes the relationships between the first three hypotheses. 

 

Figure 1 Conceptual model of TAM and attitude towards DFFs. 

Source : (Davis, 1989) and (Urala & Lähteenmäki, 2007). 
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The theory of planned behavior found by Ajzen (1991), which is one of the 

fundamental concepts of human behavior, is commonly used to analyze the 

attitudes and behaviors of consumers in a variety of contexts, that are 

concerned with individual motivational and barriers factors as determinants of 

the performing health-related behaviors including functional food (Cuesta-

Valiño et al., 2020; Küster-Boluda & Vidal-Capilla, 2017; Salmani et al., 

2020). According to the TPB, behavioral intention has a direct effect on 

behavior. Additionally, three elements such as attitude toward the behavior, 

subjective social norms, and perceived behavioral control have an impact on 

behavioral intention. Subjective norm takes into account "the perceived social 

pressure to perform or not to perform the behavior," perceived behavioral 

control demonstrates "the perceived ease or difficulty of performing the 

behavior," and attitude towards the behavior applies to "the degree to which a 

person has a favorable or unfavorable evaluation or appraisal of the 

behavior."(Ajzen, 1991). In another hand, in line with value–attitude–behavior 

(VAB) model which is a theoretical basis for understanding consumer 

responses (Chang et al., 2020; Honkanen et al., 2006; Kang et al., 2015). In 

general, the VAB model is similar to the TPB model, in which attitude and 

norms had an effect on the intention to behave. That’s why measurements of 

motivators and barriers as the values that determine the attitude of the healthy 

behavior variable are used, the goal is to ascertain its relationship with attitudes 

and the latter’s relationships with consumer willingness and intention. 

The contributions of Downes (2008) and Urala & Lähteenmäki (2007) have 

been used in the development of the model that has been suggested. According 

to the TPB, an attitude toward a behavior is the degree of approval or rejection 

of that behavior, a good attitude impacts the intention to execute that behavior 

positively. However, in Verbeke (2005) research, it was confirmed that 

attitudes, knowledge, and control over health are the main variables in 
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functional food acceptability. Unlike earlier research, this hypothesis 

encompasses attitudes and willingness to use a wide variety of dairy functional 

foods. Similarly, this connection is analyzed in the context of a broader model 

in which the effect of other factors may affect the strength of the connection. 

Finally, the relationship is focused on the Hungarian market. Thus, a 

preliminary hypothesis posits a favorable link between dairy functional foods 

attitude and willingness to consume them: 

Hypothesis 4. Attitudes towards DFFs influence the willingness to consume 

DFFs. 

In the research of Figueroa & Sanchez (2004) conducted on consumer behavior 

with functional foods, health was shown to be one of the primary factors of 

interest. Moreover, products that boast of having positive effects on consumers' 

health are more attractive (Aschemann-Witzel & Hamm, 2010; Papp-Bata & 

Szakály, 2020). This is why the proposed model of Downes (2008) is defended, 

a healthy lifestyle can affect the attitude or consumption of functional foods. 

Factors that serve as motivators and barriers to the practice of health behaviors 

can be categorized as personal and environmental factors. Personal factors are 

those factors identified from an individual perspective, motivation, health 

concerns, and time constraints (Downes, 2008). Environmental factors are 

those factors identified from a broader sociopolitical perspective that influence 

lifestyle choices, including safety concerns, financial constraints, social 

support, and stress (Downes, 2008). Several motivators to practice healthy 

dietary habits or increase physical activity levels were identified in the context 

of personal and environmental experiences. Personal motivators include those 

factors related to the observation of health and healthy behaviors (Keller, 

1993). Perceived severity and susceptibility of disability, death, and unrelieved 

symptoms of an illness were identified as personal motivators (Plowden & 

Miller, 2000). 
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According to Jones & Nies (1996), environmental motivators are those that are 

connected to the availability of resources, social support, and awareness of the 

increased risk of disease (Fleury, 1996; Keller, 1993). Additionally, the author 

emphasizes personal drivers that may contribute to an individual's motivation 

to engage in physical activity including an increase in energy levels, spiritual 

beliefs, a desire to manage weight, and a desire to achieve a specific outcome. 

As a result, factors including motivation, health, and illness prevention 

encourage choosing functional diets (Urala & Lähteenmäki, 2003). Similarly, 

Verbeke (2005) asserts that the adoption of functional foods is impacted more 

by the confirmation of their health benefits and the presence of a sick relative 

can be a very challenging experience that may have a greater impact on an 

individual's physical activity levels than sociodemographic, cognitive, and 

attitudinal factors. In conclusion, a favorable correlation between the drivers 

of a healthy lifestyle and one's perception of functional foods is demonstrated. 

Hypothesis 5. Motivators positively influence attitudes toward DFFs. 

Barriers to the practice of dietary or physical activity were identified in the 

context of personal and environmental experiences (Downes, 2008; Papp-Bata 

& Szakály, 2020). However, different kinds of barriers are identified by 

Downes (2008): Personal factors that can impact physical activity levels 

include a lack of motivation and a lack of time. Environmental factors that can 

influence physical activity include a lack of social support, safety concerns, 

and a lack of resources. Moreover, personal experiences identified as negative 

emotional reactions (Fleury, 1996; Keller, 1993), physical symptoms and 

health concerns (Eyler et al., 1998), a lack of desire (Eyler et al., 1998; Jones 

& Nies, 1996), and a lack of time were all cited as barriers (Eyler et al., 1998; 

Jones & Nies, 1996). Access to exercise facilities, racial/cultural concerns, 

safety, a lack of social support (Eyler et al., 1998; Jones & Nies, 1996), 

financial restrictions, and bad weather were recognized as environmental 
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experiences that acted as barriers (Fleury, 1996). However, when it comes to 

the barriers, Miles et al. (2005) claimed that one of the biggest ones is the lack 

of knowledge and confidence about transgenic foods. As a result, they argue 

that good labeling and transparency are essential in order to overcome this 

obstacle to the consumption of these foods. Similarly, it is hypothesized by 

Abood et al. (2003) that choosing a proper diet is adversely affected by a lack 

of nutritional information. Likewise, several perceivable barriers, such as a 

lack of trust and supply limitations, have a significant influence on consumer 

attitudes (Nguyen et al., 2017; Pham et al., 2018). That's why it can be 

concluded that a negative relationship exists between barriers to functional 

food consumption and attitude toward them. 

Hypothesis 6. Barriers negatively influence attitudes toward DFFs. 

The influences on eating behaviors have been thoroughly studied in prior work 

of Deshpande et al. (2009). The health belief model (HBM) is a behavioral 

model; nevertheless, its implementation has gotten less attention. Additionally, 

factors affecting eating habits have been researched. House et al., (2006) 

looked at the advantages a healthy diet would provide to consumers thought. 

Furthermore,  Horacek et al. (1998) discovered that the factors that impacted 

eating behaviors in that order were flavor, time availability, convenience, and 

cost. According to what the focus group stated, they tend to serve as greater 

barriers to healthy eating (House et al., 2006). The argument made in the 

literature is that consumer lifestyle has an impact on their attitude toward and 

consumption of healthy foods. As an illustration, Zandstra et al. (2001) 

examined the association between health and dietary habits and found that both 

an individual's overall health status and lifestyle were significant predictors of 

their eating behavior and their motivation to consume healthy foods. In 

contrast, the study also found that consumer health awareness can influence 

attitudes towards functional foods, which are foods that are specifically 
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formulated to provide specific health benefits beyond basic nutrition. As a 

result, individuals who prioritize their health and are informed about healthy 

lifestyles are more inclined to consume functional foods (Chen, 2011b; Papp-

Bata & Szakály, 2020). From here, the positive and negative relationship 

between healthy behavior dimensions of motivators and barriers and the 

willingness to consume dairy functional foods can be formed:   

Hypothesis 7. Motivators positively influence the willingness to consume 

DFFs. 

Hypothesis 8. Barriers negatively influence the willingness to consume DFFs. 

The core concept of the theory of TPB and VAB is that the behavior of 

consumers was influenced by their attitude. However, attitude plays a mediator 

factor between the behavior and the antecedents (Cuesta-Valiño et al., 2020; 

Küster-Boluda & Vidal-Capilla, 2017; Urala & Lähteenmäki, 2007). In the 

same vein, Urala & Lähteenmäki (2003) affirmed in their study on functional 

foods, attitudes modulate how information is processed, adapted, used, or 

refused. Nevertheless, the attitude has been assessed in this study from this 

dual viewpoint, where the cognitive and emotional antecedents of attitude to 

this kind of product are, respectively, the motivators and barriers to using dairy 

functional foods. Because attitudes affect how people choose their food, they 

can aid us in comprehending why customers make certain food choices 

(Sugawara & Nikaido, 2014). That's why the hypothesis can be concluded 

accordingly: 

Hypothesis 7a. Motivators positively influence the willingness to consume 

DFFs through attitude as a mediator. 

Hypothesis 8a. Barriers negatively influence the willingness to consume DFFs 

through attitude as a mediator. 
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Figure 2 summarized the hypotheses and relationships between Health 

Behavior, Motivators, Barriers, Attitude towards DFFs, and Willingness to 

Consume DFFs. 

 

Figure 2 Conceptual model of the impact of health behavior of motivators and 

barriers on attitude toward DFFs and willingness to consume DFFs. 

Source : (Downes, 2008) and (Urala & Lähteenmäki, 2007). 

The most commonly used theory to explain user perceptions and attitudes 

toward internet advertising is Ducoffe (1996). Accordingly, Ducoffe proposed 

informativeness, entertainment, credibility, and irritation as antecedents of 

advertising value. The Media Advertising Value (MAV) of healthy food refers 

to the individual subjective value of the potential consumer that, through 

online/offline advertising, incorporates users’ interactions and any content 

they share. The advertising content may also include, with the consumer’s 

consent, various aspects of their person, such as photos, videos and names (Dao 

et al., 2015). Some authors, when defining the MAV, add the nuance of the 

relative subjective utility, to consumers, of the advertising (Dhar & 

Wertenbroch, 2018). Hamouda (2018) adds that the MAV of healthy food 
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affects consumer behavior through attitudes. In previous studies, 

Gangadharbatla & Daugherty (2013) have considered informativeness, 

entertainment, and credibility to be the antecedent variables of MAV, and other 

authors Bennett et al. (2006) and Caus et al. (2009) have also incorporated the 

irritation variable. The present study considers all of these to be antecedent 

variables of the MAV (Hamouda, 2018), in order to discover the extent to 

which each of these influences the MAV of healthy foods. Informativeness in 

advertising is considered to be the ability to describe the characteristics and 

benefits of alternative products in a way that attempts to match consumer needs 

and desires by making the market more efficient (Ducoffe, 1996). Increasingly, 

consumers are looking for information on social networks supported by image 

or video messages (Dao et al., 2015). Additionally, information from media 

advertising may become viral (Saxena & Khanna, 2013), as consumers learn 

from the experience of other consumers by sharing information among their 

contacts. Informativeness in advertising thus creates a rational link between 

the brand and the consumer’s response. Authors such as Bennett et al. (2006) 

and Dao et al. (2015) consider that advertising should be informative, as a 

causal variable to social media advertising value. The following hypothesis can 

therefore be proposed: 

Hypothesis 9. Informativeness has a positive influence on the MAV of DFFs. 

Entertainment is considered to be the ability to make pleasant, create fun and 

pleasure in the consumers (Zhou & Bao, 2002). On the other hand, Cheng et 

al. (2009) define entertainment as how interesting social media advertising is 

to the consumer. Because of the interactive style of social networks, users 

expect entertainment from their advertising content (Hamouda, 2018). 

Likewise, entertainment in advertising creates an emotional link between the 

brand and the consumer’s response (Wang & Sun, 2010), so the user naturally 

plays the role of the first evaluator of the advertising content in the network. 
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There is a positive relationship between entertainment and media advertising, 

which makes it a relevant factor to consider when designing an effective 

advertising campaign (Dao et al., 2015). The more entertaining media 

advertising is, the more value it will therefore have for the customer, and 

consequently, the more interactions there will be in the consumer’s network 

with that advertising. The following hypothesis can therefore be established: 

Hypothesis 10. Entertainment has a positive influence on the MAV of DFFs. 

Credibility refers to how truthful or believable the consumers perceive the 

product information included in advertising content to be (MacKenzie & Lutz, 

1989). These types of reactions to advertising occur at the level of mental 

perception, and lead to the formation of trust or distrust in the advertising 

message (Lee & Hsieh, 2009). Likewise, Dix et al. (2012) establish that 

credibility is the expression of consumer expectations in relation to the reality 

of the advertising message. It is important to explain that the concept of 

credibility in advertising differs from “trusting beliefs” since the former 

focuses on the information contained in advertising and the latter on people 

and organizations (McKnight & Kacmar, 2006). Therefore, credibility is an 

important element in having a positive influence on the value of advertising 

and, indirectly, on attitude (Choi & Rifon, 2013). Additionally, MacKenzie & 

Lutz (1989) emphasize the importance of creating credible advertising to 

improve the effectiveness of advertising in creating value. In addition, the 

credibility of an advertising message is evaluated by feedback from the 

customers (Okazaki, 2015). Thus, the following hypothesis is proposed:  

Hypothesis 11. Credibility has a positive influence on the MAV of DFFs.  

While informativeness, entertainment and credibility are positive factors that 

increase media advertising value, the irritation variable is a negative factor 

since it decreases MAV (Dix et al., 2012). Irritation can be considered as the 
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way in which a consumer feels displeased for personal reasons (Saxena & 

Khanna, 2013) or due to the repetition of the ad, which causes saturation. 

Cheng et al. (2009) explain how consumers can easily be irritated by 

advertising. They are, therefore, less likely to be persuaded by advertisements 

they consider annoying, offensive, manipulative, disappointing or dishonest, 

which thus generate less perceived value (Voss et al., 2003). Some researchers 

consider that one of the main reasons why consumers tend to criticize 

advertising is irritation, which consequently leads to a reduction in advertising 

effectiveness (Ducoffe, 1996). The following hypothesis is therefore 

suggested:  

Hypothesis 12. Irritation has a negative influence on the MAV of DFFs. 

The MAV of healthy food refers to the individual subjective value of the 

potential consumer through media advertising that, with the consumer’s 

consent, incorporates the other consumer feedback, and also shares different 

aspects of his or her person as experience within the media advertising (Dao et 

al., 2015). The MAV generates consumer expectations (Ducoffe, 1996), so it 

influences attitudes. Attitude, on the other hand, is a feeling, which is a 

person’s learned predisposition to display a specific behavior or has a positive 

or negative thought (Fishbein & Ajzen, 2011). It is an essential factor in 

predicting intention in consumer behavior (Fishbein & Ajzen, 2011). In the 

context of advertising, Lutz (2021) argues that attitude is the tendency to 

respond to a specific advertising stimulus during a specific occasion on which 

the advertisement is displayed. Luna-Nevarez & Torres (2015), meanwhile, 

define attitude to advertising in media as a predisposition to respond favorably 

or unfavorably to advertising. In fact, attitude is affected by the perceived value 

of an advertisement (Ducoffe, 1996). A negative attitude generates the thought 

that advertising is intrusive and irritating (Edwards et al., 2013). The following 

hypothesis is therefore proposed: 
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Hypothesis 13. The MAV of DFFs has a positive influence on attitudes toward 

DFFs. 

Figure 3 summarizes the relationships and hypotheses between 

informativeness, entertainment, credibility, and irritation with media 

advertising value. And media advertising value with Attitude towards DFFs. 

 

 

Figure 3 Conceptual model of MAV on attitude toward DFFs. 

Source: (Cuesta-Valiño et al., 2020) and (Urala & Lähteenmäki, 2007). 

 

A comprehensive approach is taken by our conceptual model in Figure 4, 

incorporating various well-established theoretical models, such as the Value-

Attitude-Behavior (VAB) model, the Theory of Planned Behavior (TPB), the 

Technology Acceptance Model (TAM), and the Media Advertising Value 

(MAV) theory. Additionally, the estimated hypotheses are presented.
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Figure 4 Conceptual model and hypothesis
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4.2 Research design 

The research topic, which analysis of factors influencing consumer attitudes 

and online purchasing in the hungarian dairy functional food market, is 

relatively new and has not been extensively studied. To address this gap, we 

used a mix-method research process that combined both inductive and 

deductive approaches. This allowed to develop new insights into this emerging 

area, while also evaluating the hypotheses. 

As part of research process, preliminary studies were reviewed to gain a 

broader understanding of the research landscape. However, it is important to 

emphasize that the focus remains on the primary studies, and the preliminary 

studies have not been analyzed in detail. This is due to the scope of thesis, 

which is limited to analysis of factors influencing consumer attitudes and 

online purchasing in the hungarian dairy functional food market. 

4.2.1 Systematic literature review 

The goals of a systematic literature review are twofold. First, it aims to provide 

a comprehensive overview of existing research on a specific topic, including 

both published and unpublished studies. This ensures that the review is both 

rigorous and comprehensive, and that it captures the full range of research that 

has been conducted on the topic. Second, a systematic literature review was 

employed to analyze the factors influencing consumer attitudes and online 

purchasing behavior in the Hungarian dairy functional food market. By 

selecting and examining relevant studies, this research aims to uncover how 

various factors, such as marketing strategies and consumer health awareness, 

impact buying decisions. The objective is to gain a deeper understanding of 

these dynamics to provide insights that can support both academic discussions 

and practical marketing strategies, ultimately promoting the consumption of 
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dairy functional foods in Hungary. This approach is designed to highlight key 

drivers and trends, offering a foundation for future research and marketing 

efforts in this domain. 

4.2.2 Main study 

4.2.2.1 Quantitative research and data collection 

To generate a dataset as a basis for testing the research model, primary data 

collection was conducted by means of an online survey as a quantitatively 

oriented method. The platform Google was used. An extensive assessment of 

the available literature was used to choose the different constructs of the 12 

factors of the questionnaire. With this questionnaire of 38 items, the 

questionnaire was translated into the Hungarian language to ensure that just 

Hungarian individuals can answer the questionnaire. Furthermore, short 

definition of what dairy functional foods mean, along with photos of existing 

products in the Hungarian market, was provided on the first page of the 

questionnaire to avoid any misunderstanding caused by a lack of knowledge 

of DFFs products. 

After the survey questionnaire was modified, it was released on the internet at 

the beginning of the third week of April 2022 using Google Forms. The reasons 

for the online survey were that it enabled a larger range and a lower effort than 

a personal or telephone survey of several hundred participants, the exclusion 

of a possible influence on the participant by the interviewer, and the time and 

location-independent participation possibility (Wright, 2005). In addition, the 

anonymity of the survey could be credibly guaranteed (Meffert et al., 2019). 

The questionnaire had 38 constructs and in most of them, a five-point Likert 

response format was used, which respondents rated from 1 (“completely 

disagree”) to 5 (“completely agree”) for (irritation, credibility, entertainment, 

informativeness, media advertising value, attitude toward DFFs, motivators, 
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barriers, perceived ease of use, perceived usefulness, and consumer behavior 

intention) factors and 1 (“not willing”) to 5 (“extremely willing”) for 

(willingness to consume DFFs) factor. Because of this, respondents could 

complete the survey on their PCs, tablets, or cell phones in an average of 8 

minutes. The survey was made available through social networks including 

social media platforms (Facebook, Instagram, etc.) with many reminders to 

persuade prospective responders to answer. In the end, 313 valid 

questionnaires a sample of the Hungarian population were collected in 40 days. 

The full questionnaire can be found in Appendix. 

4.2.2.2 Demographic Data 

The total sample size was 313 individuals which don’t consider representative 

of the Hungarian population. According to gender, 58.8% of the respondents 

were female, and 41.2% were male. And according to age, 51.1% of the 

respondents were between the ages of 18 and 25, while 21.7% were between 

26 and 30, and 14.1% were between 31 and 40. The percentages decrease for 

older age groups. However, education level was 53.0% of the respondents had 

completed college or university, while 38.0% had completed vocational high 

school or secondary grammar schoo. Only 0.6% had a maximum education 

level of 8 in general. Furthermore, perceived income was 56.9% of the 

respondents reported that they have enough income to live on and save, while 

22.4% reported that they make a very good living and can save. Only 1.0% 

reported having regular livelihood problems. However, the location of the 

respondent was 49.5% of the respondents lived in a city, 29.4% lived in the 

capital, and 21.1% lived in a village as shown in Table 1. 
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Table 1 Socio-demographic characteristics of the sample. 

Gender % Total 313 

Female 58.8 184 

Male 41.2 129 

Age % Total 313 

18-25 51.1 160 

26-30 21.7 68 

31-40 14.1 44 

41-50 8.3 26 

>51 4.8 15 

Education level % Total 313 

Maximum 8 in general 0.6 2 

Vocational school/apprenticeship 1.3 4 

Vocational High School/Secondary grammar schoo 38.0 119 

College/University 53.0 166 

PhD degree 7.0 22 

How do you perceive your relative income % Total 313 

We have regular livelihood problems 1.0 3 

Sometimes it's not even enough to make a living 1.6 5 

Just enough to live on, but we can no longer save 18.2 57 

Enough to live, and we save from it 56.9 178 

We make a very good living and we can save it 22.4 70 

Where do you live? % Total 313 

Village 21.1 66 

City 49.5 155 

Capital 29.4 92 

4.2.2.3 Partial least squares PLS-SEM 

SmartPLS version 4 was used to investigate the theoretical framework (Ringle 

et al., 2015). The studies were carried out using partial least squares (PLS) and 

a structural equation modeling (SEM) method. The SEM method is a statistical 

technique that enables researchers to analyze both the structural component 

(path model) and measurement component (factor model) of a given model. 

Furthermore, the PLS model is determined by two systems of equations. The 

structural model (inner model) reflects the relationships between the 

constructs, while the measurement models (outer models) show the 

relationships between the observable manifest variables (synonymous: 

indicators, constructs) and the unobservable constructs (latent variables), 

whereby an indicator is always assigned to exactly one construct (Hair et al., 



73 

 

2011). In another hand, SEM is often used in social and behavioral sciences to 

evaluate relationships between variables and to test hypotheses about those 

relationships, whereas PLS helps this tool to be utilized when researchers need 

to work with a non-normal distribution and ignore variable changes that could 

cause problems with the model interpretation (Hair et al., 2021). Moreover, 

when it comes to the use of measuring scales that have been used in previous 

surveys but are incorporated in a new model, for example, an extension of an 

existing structural theory, this instrument is more versatile than other available 

possibilities. In addition, the objective is to make predictions about important 

target structures in order to get more information regarding judgments 

concerning future variables. In this case, it is recommended to use PLS-SEM 

(Hair et al., 2011). Moreover, this method enables investigations of 

dependencies between manifest and latent constructs (Boßow-Thies & Panten, 

2009). Thus, two models were considered: first, the measurement model for 

evaluating the manifest indicators to capture the endogenous and exogenous 

latent constructs and, second, the structural model for evaluation of the 

constructs (Hair et al., 2021). Thus, the focus of the model is on explaining the 

variance of the dependent variables. Therefore, reflective structures were 

established following an examination of the theoretical principles. The key 

justifications are that the correlation between the constructs and the constructs 

makes changes in the constructs and influences the underlying measures but 

the effects of item removal do not impact content validity. 

4.2.2.4 Evaluation measurement model 

The measurement model is based on reflective indicators. That means the 

direction of effect in reflective measurement runs from the constructs to the 

indicators. A correlation of the indicators is to be expected. If a construct 

changes, there is a change in all the indicators assigned to it (Huber et al., 

2011). The PLS algorithm is basically divided into two steps: in the first step, 
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the construct scores are estimated iteratively. Then, in the second step, the path 

coefficients of the structural model and the weights and loadings of the 

measurement models are determined using least squares estimations (Hair et 

al., 2021). The subsequent quality assessment of the PLS model can also be 

divided into two steps. Thus, the first step is to assess whether the measurement 

models are considered unidimensional, reliable, and valid. For reflective 

constructs in the measurement model, this assessment is done separately. The 

reflective constructs are evaluated by means of internal consistency reliability, 

convergence validity, and discriminant validity (Boßow-Thies & Panten, 

2009).  

4.2.2.5 Evaluation reflective constructs 

Cronbach's Alpha and Composite Reliability (CR) 

To assess the internal consistency reliability of a scale, Cronbach’s alpha and 

Composite Reliability (CR) were employed. Cronbach’s alpha measures the 

proportion of total variance in a scale that can be attributed to the common 

construct. It is assumed that the indicators possess identical loadings 

underpinning Cronbach’s alpha. In contrast, Composite Reliability assumes 

distinct loadings for each indicator, providing a more precise result (Cronbach, 

1951; Jöreskog, 1971). Additionally, the quality measures of Cronbach’s alpha 

and composite reliability have comparable thresholds. However, Cronbach’s 

alpha is considered a more conservative measure. A value of 0.7 or above is 

considered acceptable for both measures (Burt, 1954). If the measures have 

values exceeding 0.9, particularly 0.95, this indicates the presence of redundant 

indicators (Hair et al., 2019). 

Convergence validity 

Convergence validity is a measure used to evaluate the correlation between 

different measurements of the same construct. To assess convergence validity, 
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the amount of loading and "average variance extracted" (AVE) are used. A 

factor loading of at least 0.7, which explains at least 50% of the variance of an 

indicator, is recommended (Birkinshaw et al., 1995). If other quality criteria 

are met, loadings of 0.4 or more can be acceptable. Additionally, the p-values 

of the indicators are assessed using bootstrap analysis (Hair et al., 2021). At 

the construct level, AVE is calculated based on the mean of the squared 

loadings of all indicators assigned to the construct. A value of 0.5 suggests 

that, on average, half of the variance of the indicators can be explained by the 

construct. This method was first proposed by (Fornell & Larcker, 1981). 

Discriminant validity 

After testing internal consistency and convergent validity, the next step is to 

evaluate discriminant validity. This measures how different a construct is from 

other constructs in the model. To assess this, cross-loadings of the indicators, 

Fornell-Lacker criterion, and heterotrait-monotrait (HTMT) correlation ratio 

are used. Cross-loadings are used to check if the indicator charge on the 

assigned construct is higher than on the other constructs in the model, and if 

the assigned indicator loadings are higher on the construct than other indicators 

assigned to other constructs. The Fornell-Larcker criterion compares the 

square root of the AVE with the correlation of the constructs. This should 

indicate that a construct shares more variance with its associated indicators 

than with other constructs in the model. The HTMT correlation ratio compares 

the indicator correlations of different constructs with the average correlations 

of the indicators of a construct. A value close to 1 may indicate a lack of 

discriminant validity. Thresholds of 0.9 or 0.85 can be used for conceptually 

similar or dissimilar constructs. The bootstrap can also be used to check if the 

HTMT values are significantly different from 1 or a lower threshold value 

(Birkinshaw et al., 1995; Fornell & Larcker, 1981; Hair et al., 2021; Henseler 

et al., 2015). 
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4.2.2.6 Evaluation structural model 

In structural equation modeling, model fit is a critical aspect of assessing the 

adequacy of a proposed theoretical model. Several fit indices have been 

developed to evaluate the extent to which the model under investigation 

corresponds to the observed data. In this context, the Standardized Root Mean 

Square Residual (SRMR) is a commonly used model fit method. The SRMR 

is a goodness-of-fit measure that assesses the average discrepancy between the 

observed correlations among the variables and the predicted correlations based 

on the proposed model. It is a standardized index, with values closer to zero 

indicating better model fit. A value below 0.08 is typically considered a good 

fit, although different cutoff points have been suggested in the literature (Hu 

& Bentler, 1998).  

The ensuing analysis involves the assessment of the model's path coefficients 

and the subsequent testing of hypotheses derived from theoretical 

considerations. These coefficients represent standardized regression 

coefficients, which enable the evaluation of the direction, significance, and 

strength of the influence exerted by the coefficients in the model. Significance 

is determined by means of a nonparametric bootstrap procedure. Furthermore, 

a complimentary appraisal of the mediation effects can be conducted by 

computing the indirect and total effects of the exogenous constructs on the 

endogenous constructs (Matthews et al., 2018). The R² of the endogenous 

constructs is a critical parameter in the evaluation of the structural model, as it 

reflects the proportion of variance of the endogenous constructs that can be 

explained by the exogenous constructs associated with them, and thus serves 

as a measure of the model's explanatory power. It is worth noting that R² values 

of 0.67, 0.33, and 0.19 are deemed substantial, moderate, and weak, 

respectively (Chin, 1998). However, R² values should always be interpreted in 

the context of other studies in the same domain. Moreover, since R² is 
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influenced by the number of exogenous constructs, it is recommended to 

examine the corrected coefficient of determination, R²adj, when comparing 

models (Hair et al., 2021). Furthermore, the effect sizes (f²) of the exogenous 

constructs are computed, reflecting the change in the R² value of the 

endogenous constructs when the impact of individual exogenous constructs is 

considered by either including or excluding them. These values are typically 

divided into small, medium, and large categories of influence (Chin, 1998). 

For reflective endogenous constructs, predictive relevance can be assessed 

using the Stone-Geisser criterion (Q²), which provides an estimate of the 

predictability of the endogenous constructs by the exogenous constructs based 

on a blindfolding technique (Geisser, 1974). A Q² value greater than 0, 0.25, 

or 0.5 is indicative of small, medium, or high predictive relevance, 

respectively. 

In the realm of Partial Least Squares (PLS) analyses, the PLSpredict method 

is increasingly being used as an additional technique for predicting out-of-

sample data. The PLSpredict approach involves using k-fold cross-validation, 

with k representing the number of subgroups, to assess the predictive 

performance of PLS pathway models (Shmueli et al., 2016). Cross-validation 

is a widely used technique to estimate the accuracy of models, especially when 

the sample size is relatively small (Kohavi, 1995). To evaluate the performance 

of the PLS pathway models, it is essential to compare the predicted values from 

the model to a benchmark. In this regard, Q²predict values greater than zero 

indicate that the model outperforms the naive benchmark, which is calculated 

as the mean of the indicators (Hair et al., 2021). The Q²predict measure 

indicates the proportion of variance in the endogenous construct that can be 

predicted by the exogenous variables in the model. Thus, higher values of 

Q²predict reflect better predictive accuracy and generalizability of the model. 

Furthermore, the Root Mean Squared Error (RMSE) values from the PLS 
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analysis should be compared to a benchmark to assess the quality of the 

model's predictions. To do so, linear regressions can be performed for all items 

on a single item of the final endogenous construct. The RMSE values from the 

PLS model should be as small as possible in comparison to the errors from the 

LM analysis for each item (Danks & Ray, 2018). This approach allows for 

assessing the accuracy of the model predictions at the item level, which is 

essential for understanding the quality of the model's performance (Hair et al., 

2021). 

5 RESULTS AND EVALUATION 

5.1 General information on DFFs consumption 

Among the 313 respondents included in the study shown in Figure 5, a majority 

of 82.4% (258 individuals) reported frequent consumption of DFFs (functional 

dairy products). Conversely, 17.6% (55 individuals) indicated that they do not 

consume DFFs on a regular basis. 

 

Figure 5 DFFs frequency consumption (N=313) 

Among the respondents in Figure 6, the most common purchase intention was 

categorized as "Maybe," with 130 individuals (41.5%) expressing uncertainty 

or mixed feelings about utilizing these delivery services. A high number of 
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participants (24.9%) indicated that they have no purchase intention and 

responded with a "No." On the other hand, 69 respondents (22%) expressed a 

positive purchase intention by choosing the option "Yes." It is worth noting 

that 32 individuals (10.2%) expressed interest in using these services; however, 

they were unable to do so due to the unavailability of these services in their 

cities. A small proportion of respondents (1.3%) reported not having 

knowledge of these services. 

 

Figure 6 DFFs Purchase intention for available delivery services (N=313) 

Respondents indicated, through multiple-choice answers regarding awarness 

of DFFs, that store shelves emerged as the most influential channel, with 245 

respondents (78.3%) indicating that they become aware of functional dairy 

products through physical presence in stores (Figure 7). Commercial leaflets 

from supermarkets like SPAR, TESCO, and LIDL were mentioned by 143 

participants (45.7%) as a common source of information. TV commercials 
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were identified as an influential awareness channel by 139 respondents 

(44.4%). Online advertisements were reported as a source of awareness by 90 

individuals (28.8%), while social media advertisements on platforms such as 

Facebook, Instagram, YouTube, Twitter, and TikTok were noted by 81 

participants (25.9%). Websites played a significant role in raising awareness, 

as mentioned by 77 respondents (24.6%). Posters and billboards were 

identified by 54 (17.3%) and 38 (12.1%) participants, respectively. A smaller 

proportion of individuals (11.2%) mentioned gaining knowledge about 

functional dairy products through influencer content, such as blogs. A few 

participants (9.3%) reported other unidentified channels, while magazines 

were cited as an awareness source by 27 respondents (8.6%). 

 

Figure 7 Awareness channels for functional dairy products (N=313) 

Among the respondents, the most common frequency of DFFs purchases was 

found to be on a weekly basis, with 153 participants (48.9%) indicating this 
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buying pattern. A less portion of DFFs (28.8%) reported making monthly 

purchases, while 33 participants (10.5%) mentioned buying DFFs less than 

once a month. It is interesting to note that a noticeable proportion of 

respondents (9.9%) reported never purchasing DFFs. A small minority of 

individuals (6%) indicated making daily purchases of DFFs, representing the 

least frequent buying pattern among the options presented (Figure 8). 

 

Figure 8 Frequency of DFFs purchases (N=313) 

Respondents indicated, through multiple-choice answers regarding shopping 

placement (Figure 9), the most commonly preferred purchase location for 

DFFs was discount stores, such as Penny, Lidl, and Aldi, with 191 participants 

(61%) indicating these stores as their preferred choice. Hypermarkets, 

including Interspar, Auchan, and Tesco, closely followed, with 181 

respondents (57.8%) selecting this option. Supermarkets, such as SPAR and 

CBA Príma, were also favored by a significant number of participants, with 

168 individuals (53.7%) reporting these stores as their preferred purchase 

location for DFFs. Smaller grocery stores, such as CBA, Coop, and Real, were 
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chosen by 87 respondents (27.8%), while the market was mentioned as the 

preferred location by 27 individuals (8.6%). A small proportion of participants 

indicated their preference for alternative options. Eleven respondents (3.5%) 

reported purchasing DFFs online, while 22 individuals (7%) mentioned buying 

directly from the producer. It is noteworthy that 28 participants (8.9%) 

mentioned that they do not buy DFFs. 

 

Figure 9 Preferred purchase locations for DFFs (N=313) 

5.2 Evaluation of the measurement model 

In this study, the measurement model was employed to assess the extent to 

which the items reflected the hypothetical constructs. The model was built on 

12 reflective constructs, and the evaluation of these constructs was based on 

their internal consistency reliability, convergence validity, and discriminant 

validity. To ensure the stability of the results and account for static 

significances, bootstrapping was applied as a nonparametric procedure in 
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SmartPLS. A total of 5,000 subsamples were drawn from the dataset, and the 

bias-corrected and accelerated (BCa) bootstrap method was chosen to correct 

for bias and skewness in the bootstrap distribution, resulting in narrow 

intervals (Efron, 1987). A two-sided significance test was conducted at a 

significance level of 0.05 to determine the statistical significance of the results. 

The first step in assessing the quality of reflective constructs is to examine 

content validity. This is done to guarantee that significant support is provided 

for the reliability of the reflective measurements. This was based on the level 

of the loadings of the individual items. The loading needed to be greater than 

0.7. Thus, items that showed very low loading values, namely (Probiotic 

yogurts and I am unable to afford healthy foods), had to be deleted. In addition, 

3 items that showed values slightly under 0.7 which are (Lactose-free dairy 

products, Low-fat dairy products, and I have too many other things to do) with 

the value of (0.64, 0.68, and 0.67) respectively. However, in order to assess 

whether the removal of each item resulted in an increase in the reliability of 

internal consistency and convergent validity, individual testing of the items 

was performed (Hair et al., 2021). However, no significant improvement was 

observed in either of the aforementioned criteria. Consequently, all items were 

retained in the final model. 

In accordance with the guidelines provided by Hair et al. (2021), internal 

consistency reliability was assessed using both Cronbach's α coefficient (>0.7) 

and the composite reliability (CR) value (>0.6). All values surpassed the 

minimum thresholds, thereby ensuring the internal consistency of the 

constructs. The values of Cronbach's α ranged from 0.81 to 0.91, while the 

values of the composite reliability ranged from 0.80 to 0.95. Furthermore, 

convergent validity was examined using the average variance extracted (AVE) 

(>0.5). The AVE values, as presented in Table 2, were also satisfactory, 

ranging from 0.67 to 0.87. 
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Table 2 Constructs, items, factor loading, reliability, and validity. 

Factor Loadings 
Sources of 

Adoption 

Attitude toward DFFs: α: 0.88, AVE: 0.68, CR: 0.88 

ATT1: DFFs help to improve my mood 0.78 (Urala & 

Lähteenmä

ki, 2007) 
ATT2: My performance improves when I eat DFFs 0.86 

ATT3: I can prevent disease by eating DFFs regularly 0.85 

ATT4: DFFs can repair the damage caused by an 

unhealthy diet 

0.80 

ATT5: DFFs promote my well-being 0.83 

Willingness to consume DFFs: α: 0.86, AVE: 0.65, CR: 0.86 

WCF1: Lactose free dairy products 0.64 (Urala & 

Lähteenmä

ki, 2007) 
WCF2: Low-fat dairy products 0.68 

WCF3: Probiotic yogurts * 

WCF4: Milk fortified with calcium 0.90 

WCF5: Enriched Milk with Omega3 EPA & DHA 0.90 

WCF6: Milk fortified with folic acid 0.88 

Motivators: α: 0.83, AVE: 0.67, CR: 0.82  

MOT1: I may live longer 0.80 (Downes, 

2008) MOT2: I want to be healthy 0.87 

MOT3: I want to manage my weight 0.83 

Barriers: α: 0.81, AVE: 0.68, CR: 0.80 

 BAR1: I am not motivated 0.97 (Downes, 

2008) BAR2: I do not have someone to encourage or help me 0.80 

BAR3: I have too many other things to do 0.67 

Consumer Purchase Behavior Intention: α: 0.88, AVE: 0.81, CR: 0.93 

INT1: I intend to use DFFs online shop when the service 

becomes widely available. 

0.87 (Davis, 

1989) 

INT2: I intend to use DFFs online shop when there is free 

home delivery. 

0.91 

INT3: I intend to use DFFs online shop when the price is 

competitive. 

0.92  

Perceived usefulness: α: 0.91, AVE: 0.77, CR: 0.95 

PU1: Using DFFs online shop can save me a lot of time. 0.80 (Davis, 

1989) PU2: Using food online shopping can make my DFFs 

shopping easier. 

0.87 

PU3: Using Online food Shopping is convenient for my 

DFFs shopping. 

0.83 

Perceived ease of use: α: 0.85, AVE: 0.85, CR: 0.91 

PEOU1: Online DFFs Shopping is/might be easy to use. 0.84 (Davis, 

1989) PEOU2: It is/might be easy for me to follow the 

procedures when ordering DFFs online. 

0.93 

PEOU3: My interaction with the processes of online DFFs 

is/might be clear and understandable. 

0.87 

 

Continued on the next page 
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Table 2 Continued from the previous page 

MAV1: Advertisements of dairy functional foods are 

useful 

0.937 (Dao et al., 

2015; 

Ducoffe, 

1996) 
MAV2: Advertisements of dairy functional foods are 

important  

0.933 

Informativeness: α: 0.83, AVE: 0.75, CR: 0.90 

INF1: Advertising makes product of dairy functional foods 

information immediately accessible 

0.915  

(Dao et al., 

2015; 

Ducoffe, 

1996) 

INF2: Advertising is a convenient source of dairy 

functional foods product information 

0.928 

INF3: Ad informs me of the latest products and 

information of dairy functional foods available on the 

market. 

0.744 

Entertainment: α: 0.70, AVE: 0.77, CR: 0.87 

ENT1: Advertising usually makes people laugh and has 

great amusement value 

0.882 (Dao et al., 

2015) 

ENT2: Advertising tells me what people who share my 

lifestyle will buy and use 

0.869 

Credibility: α: 0.81, AVE: 0.84, CR: 0.91 

CRE1: Advertisements of dairy functional foods are 

credible 

0.922 (Dao et al., 

2015) 

CRE2: Advertising of dairy functional foods is convincing 0.913 

Irritation: α: 0.87, AVE: 0.79, CR: 0.92 

IRR1: Advertising of dairy functional foods is irritating 0.894 (Ducoffe, 

1996)  IRR2: Advertising of dairy functional foods is deceptive 0.854 

IRR3: Advertising of dairy functional foods is annoying 0.923 

α: Cronbach’s alpha, AVE: Average variance extracted, CR: Composite reliability 

The attitude construct demonstrates good reliability, as indicated by the high 

alpha coefficient of 0.88. The average variance extracted (AVE) is 0.68, 

indicating that the attitude construct explains 68% of the variance in the 

observed variables. Each item within the attitude construct shows a strong 

loading on the underlying factor. ATT2: "My performance improves when I 

eat DFFs" has the highest factor loading of 0.86, followed closely by ATT3: "I 

can prevent disease by eating DFFs regularly" with a factor loading of 0.85. 

ATT1: "DFFs help to improve my mood" and ATT5: "DFFs promote my well-

being" also exhibit strong factor loadings of 0.78 and 0.83, respectively. ATT4: 

"DFFs can repair the damage caused by an unhealthy diet" demonstrates a 

slightly lower, yet still significant, factor loading of 0.80. The reliability 

coefficient (CR) of 0.88 indicates high internal consistency within the attitude 
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construct. This suggests that the items within the construct are measuring a 

common underlying factor consistently. 

The willingness to consume construct demonstrates good reliability, with an 

alpha coefficient of 0.86, indicating high internal consistency. The average 

variance extracted (AVE) is 0.65, indicating that the construct explains 65% 

of the variance in the observed variables. Among the items within the 

willingness to consume construct, WCF4: "Milk fortified with calcium" and 

WCF5: "Enriched milk with Omega3 EPA & DHA" demonstrate the highest 

factor loadings of 0.9, indicating a strong relationship with the underlying 

construct. WCF6: "Milk fortified with folic acid" also exhibits a high factor 

loading of 0.88. WCF1: "Lactose-free dairy products" and WCF2: "Low-fat 

dairy products" have moderate factor loadings of 0.64 and 0.68, respectively. 

It is worth noting that WCF3: "Probiotic yogurts" has been deleted, suggesting 

that it may not have contributed significantly to the overall willingness to 

consume construct based on the analysis performed. The reliability coefficient 

(CR) of 0.86 further supports the internal consistency of the willingness to 

consume construct, indicating that the items within the construct are measuring 

a common underlying factor consistently. 

The motivators construct demonstrates good reliability, as reflected by the 

alpha coefficient of 0.83, indicating high internal consistency. The average 

variance extracted (AVE) is 0.67, indicating that the construct explains 67% 

of the variance in the observed variables. Among the items within the 

motivators construct, MOT2: "I want to be healthy" demonstrates the highest 

factor loading of 0.87, indicating a strong association with the underlying 

construct. MOT1: "I may live longer" and MOT3: "I want to manage my 

weight" also exhibit substantial factor loadings of 0.8 and 0.83, respectively, 

indicating significant relationships with the motivators construct. The 
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reliability coefficient (CR) of 0.82 further supports the internal consistency of 

the motivators construct, suggesting that the items within the construct 

consistently measure a common underlying factor. 

The barriers construct demonstrates good reliability, with an alpha coefficient 

of 0.81, indicating high internal consistency. The average variance extracted 

(AVE) is 0.68, suggesting that the construct explains 68% of the variance in 

the observed variables. Among the items within the barriers construct, BAR1: 

"I am not motivated" exhibits the highest factor loading of 0.97, indicating a 

strong association with the underlying construct. BAR2: "I do not have 

someone to encourage or help me" also demonstrates a substantial factor 

loading of 0.8, suggesting a significant relationship with the barrier construct. 

BAR3: "I have too many other things to do" shows a moderate factor loading 

of 0.67. The reliability coefficient (CR) of 0.80 further supports the internal 

consistency of the barriers construct, indicating that the items within the 

construct consistently measure a common underlying factor. 

The consumer purchase behavior intention construct demonstrates excellent 

reliability, as reflected by the alpha coefficient of 0.88, indicating high internal 

consistency. The average variance extracted (AVE) is 0.81, suggesting that the 

construct explains 81% of the variance in the observed variables. Among the 

items within the consumer purchase behavior intention construct, INT2: "I 

intend to use DFFs online shop when there is free home delivery" exhibits the 

highest factor loading of 0.91, indicating a strong association with the 

underlying construct. INT3: "I intend to use DFFs online shop when the price 

is competitive" also demonstrates a substantial factor loading of 0.92, 

suggesting a significant relationship with the consumer purchase behavior 

intention construct. INT1: "I intend to use DFFs online shop when the service 

becomes widely available" shows a strong factor loading of 0.87. The 
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reliability coefficient (CR) of 0.93 further supports the internal consistency of 

the consumer purchase behavior intention construct, suggesting that the items 

within the construct consistently measure a common underlying factor. 

The perceived usefulness construct demonstrates excellent reliability, with an 

alpha coefficient of 0.91, indicating high internal consistency. The average 

variance extracted (AVE) is 0.77, suggesting that the construct explains 77% 

of the variance in the observed variables. Among the items within the 

perceived usefulness construct, PU2: "Using food online shopping can make 

my DFFs shopping easier" exhibits the highest factor loading of 0.87, 

indicating a strong association with the underlying construct. PU3: "Using 

online food shopping is convenient for my DFFs shopping" also demonstrates 

a substantial factor loading of 0.83, suggesting a significant relationship with 

the Perceived Usefulness construct. PU1: "Using DFFs online shop can save 

me a lot of time" shows a strong factor loading of 0.8. The reliability 

coefficient (CR) of 0.95 further supports the internal consistency of the 

Perceived Usefulness construct, indicating that the items within the construct 

consistently measure a common underlying factor. 

The perceived ease of use construct demonstrates good reliability, with an 

alpha coefficient of 0.85, indicating satisfactory internal consistency. The 

average variance extracted (AVE) is 0.85, suggesting that the construct 

explains 85% of the variance in the observed variables. Among the items 

within the perceived ease of use construct, PEOU2: "It is/might be easy for me 

to follow the procedures when ordering DFFs online" exhibits the highest 

factor loading of 0.93, indicating a strong association with the underlying 

construct. PEOU3: "My interaction with the processes of online DFFs is/might 

be clear and understandable" also demonstrates a substantial factor loading of 

0.87, suggesting a significant relationship with the perceived Ease of Use 



89 

 

construct. PEOU1: "Online DFFs shopping is/might be easy to use" shows a 

good factor loading of 0.84. The reliability coefficient (CR) of 0.91 further 

supports the internal consistency of the perceived ease of use construct, 

indicating that the items within the construct consistently measure a common 

underlying factor. 

The MAV construct demonstrates good reliability, with an alpha coefficient of 

0.86, indicating satisfactory internal consistency. The average variance 

extracted (AVE) is 0.87, suggesting that the construct explains 87% of the 

variance in the observed variables. Among the items within the MAV 

construct, MAV1: "Advertisements of dairy functional foods are useful" 

exhibits the highest factor loading of 0.937, indicating a strong association with 

the underlying construct. MAV2: "Advertisements of dairy functional foods 

are important (information)" also demonstrates a substantial factor loading of 

0.933, suggesting a significant relationship with the MAV construct. The 

reliability coefficient (CR) of 0.93 further supports the internal consistency of 

the MAV construct, indicating that the items within the construct consistently 

measure a common underlying factor. 

The informativeness construct demonstrates good reliability, with an alpha 

coefficient of 0.83, indicating satisfactory internal consistency. The average 

variance extracted (AVE) is 0.75, suggesting that the construct explains 75% 

of the variance in the observed variables. Among the items within the 

informativeness construct, INF2: "Advertising is a convenient source of dairy 

functional foods product information" exhibits the highest factor loading of 

0.928, indicating a strong association with the underlying construct. INF1: 

"Advertising makes product of dairy functional foods information immediately 

accessible" also demonstrates a substantial factor loading of 0.915, suggesting 

a significant relationship with the informativeness construct. INF3: "Ad 
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informs me of the latest products and information of dairy functional foods 

available on the market" shows a factor loading of 0.744. The reliability 

coefficient (CR) of 0.90 further supports the internal consistency of the 

informativeness construct, indicating that the items within the construct 

consistently measure a common underlying factor. 

The entertainment construct demonstrates satisfactory reliability, with an alpha 

coefficient of 0.70, indicating acceptable internal consistency. The average 

variance extracted (AVE) is 0.77, suggesting that the construct explains 77% 

of the variance in the observed variables. Among the items within the 

entertainment construct, ENT1: "Advertising usually makes people laugh and 

has great amusement value" exhibits the highest factor loading of 0.882, 

indicating a strong association with the underlying construct. ENT2: 

"Advertising tells me what people who share my lifestyle will buy and use" 

also demonstrates a substantial factor loading of 0.869, suggesting a significant 

relationship with the entertainment construct. 

The reliability coefficient (CR) of 0.87 further supports the internal 

consistency of the Entertainment construct, indicating that the items within the 

construct consistently measure a common underlying factor. 

The credibility construct demonstrates good reliability, with an alpha 

coefficient of 0.81, indicating satisfactory internal consistency. The average 

variance extracted (AVE) is 0.84, suggesting that the construct explains 84% 

of the variance in the observed variables. Among the items within the 

Credibility construct, CRE1: "Advertisements of dairy functional foods are 

credible" exhibits the highest factor loading of 0.922, indicating a strong 

association with the underlying construct. CRE2: "Advertising of dairy 

functional foods is convincing" also demonstrates a substantial factor loading 

of 0.913, suggesting a significant relationship with the credibility construct. 
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The reliability coefficient (CR) of 0.91 further supports the internal 

consistency of the credibility construct, indicating that the items within the 

construct consistently measure a common underlying factor. 

The Irritation construct demonstrates good reliability, with an alpha coefficient 

of 0.87, indicating satisfactory internal consistency. The average variance 

extracted (AVE) is 0.79, suggesting that the construct explains 79% of the 

variance in the observed variables. Among the items within the Irritation 

construct, IRR3: "Advertising of dairy functional foods is annoying" exhibits 

the highest factor loading of 0.923, indicating a strong association with the 

underlying construct. IRR1: "Advertising of dairy functional foods is 

irritating" also demonstrates a substantial factor loading of 0.894, suggesting a 

significant relationship with the Irritation construct. Similarly, IRR2: 

"Advertising of dairy functional foods is deceptive" shows a considerable 

factor loading of 0.854, indicating its association with the Irritation construct. 

The reliability coefficient (CR) of 0.92 further supports the internal 

consistency of the Irritation construct, indicating that the items within the 

construct consistently measure a common underlying factor. 

Discriminant validity 

To assess discriminant validity, the cross-loadings, Fornell-Lacker criterion, 

and HTMT correlation ratio were employed. The cross-loadings indicated that 

the items were more correlated with their assigned constructs than with other 

latent constructs. Table 3 shows that the correlations between the latent 

variables were smaller than the root of the AVE. 
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Table 3 Fornell-Larcker criterion 

 ATT BAR CRE ENT INF INT IRR MAV MOT PEOU PU WCF 

ATT 0.824            

BAR -0.172 0.825           

CRE 0.505 0.022 0.918          

ENT 0.238 0.154 0.434 0.875         

INF 0.455 0.031 0.625 0.391 0.866        

INT 0.519 -0.064 0.420 0.266 0.415 0.899       

IRR -0.375 0.187 -0.518 -0.208 -0.313 -0.212 0.891      

MAV 0.628 -0.070 0.658 0.263 0.535 0.514 -0.513 0.935     

MOT 0.500 -0.107 0.351 0.125 0.300 0.385 -0.182 0.464 0.849    

PEOU 0.322 -0.212 0.279 0.077 0.255 0.302 -0.227 0.297 0.300 0.878   

PU 0.460 -0.083 0.252 0.118 0.315 0.608 -0.131 0.388 0.307 0.524 0.925  

WCF 0.531 -0.111 0.302 0.147 0.293 0.391 -0.208 0.340 0.260 0.255 0.372 0.807 
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As can be seen in Table 4, the HTMT thresholds did not exceed 0.85 due to the conceptually different constructs. Thus, all 

the constructs met the requirements of discriminant validity (Hair et al., 2021). 

Table 4 Heterotrait-monotrait ratio 

 ATT BAR CRE ENT INF INT IRR MAV MOT PEOU PU WCF 

ATT             

BAR 0.159            

CRE 0.597 0.060           

ENT 0.309 0.228 0.578          

INF 0.519 0.049 0.754 0.499         

INT 0.588 0.068 0.498 0.341 0.476        

IRR 0.429 0.211 0.615 0.265 0.356 0.243       

MAV 0.721 0.083 0.788 0.340 0.614 0.593 0.594      

MOT 0.585 0.169 0.434 0.177 0.366 0.455 0.211 0.553     

PEOU 0.366 0.231 0.337 0.110 0.309 0.345 0.262 0.344 0.357    

PU 0.509 0.115 0.292 0.146 0.368 0.674 0.150 0.437 0.354 0.586   

WCF 0.610 0.093 0.362 0.189 0.332 0.448 0.246 0.394 0.303 0.294 0.421  

Thus, all the reflective constructs met the quality criteria and were sufficiently valid and reliable.  
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5.3 Evaluation of the structure model 

In scientific research, path coefficients are used to quantify the relationship 

between two variables in a statistical model. The bootstrapping procedure is a 

method used to estimate the accuracy of a statistical measure by resampling 

data from the original sample. A significance test is performed to determine 

whether the relationship between two variables is statistically significant or 

not. A significance level of 5% is commonly used, indicating that the 

probability of the results occurring by chance is less than 5% (Sellin & Keeves, 

1994). The researchers found that certain path coefficients were not significant, 

while others were significant but had a low influence. The path coefficients of 

BAR -> WCF, ENT -> MAV, and MOT -> WCF were not significant, with 

values of -0.020, -0.055, and -0.008, respectively. However, the path 

coefficient of BAR -> ATT, with a value of -0.110, was significant, although 

its influence was very low, less than 0.1. The results can be found in Table 5. 

Table 5 Path coefficients and significances 

 Path 

coefficients 

Standard 

deviation  

T statistics  P values 

ATT -> INT 0.303 0.048 6.271 0.000 

ATT -> WCF 0.532 0.055 9.700 0.000 

BAR -> ATT -0.110 0.048 2.293 0.022 

BAR -> WCF -0.020 0.056 0.356 0.722 

CRE -> MAV 0.422 0.060 7.025 0.000 

ENT -> MAV -0.055 0.040 1.367 0.172 

INF -> MAV 0.219 0.056 3.894 0.000 

IRR -> MAV -0.237 0.051 4.694 0.000 

MAV -> ATT 0.501 0.049 10.290 0.000 

MOT -> ATT 0.256 0.053 4.859 0.000 

MOT -> WCF -0.008 0.060 0.141 0.888 

PEOU -> PU 0.524 0.047 11.206 0.000 

PU -> INT 0.468 0.054 8.613 0.000 

In social science research, it is not uncommon for exogenous constructs to 

affect endogenous constructs via more than one mediator variable. As such, a 
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multiple mediation analysis of the structural model was carried out to account 

for these indirect paths. This approach was recommended by Hair et al. (2021) 

and aimed to evaluate both the indirect and total effects of the exogenous 

constructs on the endogenous constructs. By identifying and quantifying these 

effects, the study gained a more comprehensive understanding of the 

relationships between the variables in the model. This information can inform 

theoretical frameworks and contribute to the development of practical 

interventions that target the specific mediator variables through which 

exogenous constructs influence endogenous constructs. Table 6 shows the 

results of the path analysis conducted in this study. Among the various paths 

examined, the paths from ENT -> MAV -> ATT -> INT, ENT -> MAV -> 

ATT, and ENT -> MAV -> ATT -> WCF were found to be non-significant. 

However, the other paths demonstrated significant path coefficients with 

varying degrees of influence. Specifically, the path coefficients of CRE -> 

MAV -> ATT, MAV -> ATT -> WCF, and PEOU -> PU -> INT were above 

0.2, indicating that MAV, ATT, and INT act as mediators in their respective 

relationships. These findings suggest that these variables play an important role 

in influencing users' intentions to adopt the technology in question. The table 

presenting path coefficients reveals that the relationship between BAR and 

WCF, as well as between MOT and WCF, did not exhibit statistical 

significance. However, the analysis of the indirect effects, specifically the 

paths BAR -> ATT -> WCF and MOT -> ATT -> WCF, displayed significant 

path coefficients with minimal influences of -0.058 and 0.136, respectively. 

Therefore, the findings suggest that there is evidence of purely indirect 

mediation, aligning with previous research (Matthews et al., 2018). The results 

of the path coefficients table reveal significant path coefficients for all the other 

factors of direct relationships, while the table of indirect effects displays 

significant path coefficients of the indirect relationships. Therefore, partial 
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mediation by indirect relations was observed for all the factors. Therefore, path 

coefficients for each factor were less than 0.1, indicating a low level of 

mediation. 

Table 6 Specific indirect effects  

 Path 

coefficient 

Sample 

mean 

Standard 

deviation 

T 

statistics 

P 

values 

ENT -> MAV -> ATT -> INT -0.008 -0.008 0.006 1.299 0.194 

IRR -> MAV -> ATT -> INT -0.036 -0.036 0.011 3.322 0.001 

CRE -> MAV -> ATT 0.212 0.210 0.037 5.672 0.000 

BAR -> ATT -> INT -0.033 -0.034 0.015 2.191 0.029 

INF -> MAV -> ATT 0.110 0.110 0.029 3.749 0.000 

INF -> MAV -> ATT -> WCF 0.058 0.059 0.017 3.421 0.001 

MAV -> ATT -> WCF 0.267 0.265 0.040 6.670 0.000 

MAV -> ATT -> INT 0.152 0.153 0.030 5.003 0.000 

PEOU -> PU -> INT 0.245 0.245 0.035 6.962 0.000 

INF -> MAV -> ATT -> INT 0.033 0.033 0.010 3.297 0.001 

BAR -> ATT -> WCF -0.058 -0.059 0.026 2.270 0.023 

CRE -> MAV -> ATT -> INT 0.064 0.064 0.017 3.777 0.000 

CRE -> MAV -> ATT -> 

WCF 

0.113 0.111 0.023 4.816 0.000 

ENT -> MAV -> ATT -0.027 -0.027 0.020 1.368 0.171 

MOT -> ATT -> WCF 0.136 0.136 0.031 4.340 0.000 

ENT -> MAV -> ATT -> 

WCF 

-0.015 -0.014 0.011 1.324 0.185 

IRR -> MAV -> ATT -> WCF -0.063 -0.063 0.018 3.600 0.000 

IRR -> MAV -> ATT -0.119 -0.119 0.029 4.138 0.000 

MOT -> ATT -> INT 0.078 0.078 0.021 3.733 0.000 

Once the relationships within the structural model were assessed, the 

explanatory power of the model was examined through the assessment of the 

coefficient of determination R² of the endogenous constructs. This was done 

by referring to Table 7. The results indicated that WCF and PU had weak R² 

values of 0.282 and 0.274, respectively. On the other hand, ATT, INT, and 

MAV had moderate R² values of 0.462, 0.442, and 0.502, respectively. The 

R²adj value further supported these findings. These results demonstrate that 

the model provides an adequate explanation of the variance in the endogenous 

constructs, albeit with varying degrees of accuracy. 
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Table 7 Coefficient of determination (R²)  

 R-square R-square adjusted 

ATT 0.462 0.456 

INT 0.442 0.439 

MAV 0.502 0.495 

PU 0.274 0.272 

WCF 0.282 0.275 

Furthermore, the impact of exogenous constructs on endogenous constructs 

was evaluated by computing the effect sizes (f²) and the results are presented 

in Table 8. BAR->WCF, ENT->MAV, and MOT->WCF, were found to have 

no relevant effect. However, BAR->ATT, INF->MAV, IRR->MAV, ATT-

>INT, and MOT->ATT had a small effect. Moreover, CRE->MAV, ATT-

>WCF, and PU->INT showed a moderate effect. Conversely, MAV->ATT and 

PEOU->PU had a large effect. 

Table 8 Effect size (f²) 

 ATT INT MAV PU WCF 

ATT  0.130   0.289 

BAR 0.022    0.001 

CRE   0.166   

ENT   0.005   

INF   0.057   

INT      

IRR   0.083   

MAV 0.366     

MOT 0.095    0.000 

PEOU    0.378  

PU  0.310    

To further evaluate the predictive performance of their model, the researchers 

calculated the predictive relevance Q² for each endogenous construct. Q² 

values provide information about the predictive power of each variable in the 

model, with higher values indicating better predictive performance. As shown 

in Table 9, the results indicated that all of the endogenous constructs had a 
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predictive relevance. The size of the predictive relevance was evaluated as 

small to medium, indicating that the constructs had some level of predictive 

power but may benefit from further refinement. The Q² values are a crucial 

measure in structural equation modeling and indicate the proportion of the 

variation in the endogenous variable that is accounted for by the model. 

Therefore, the results of this analysis suggest that the model had some degree 

of predictive power for each endogenous construct. 

Table 9 Prediction relevance (Q²) 

 SSO SSE Q² (=1-SSE/SSO) 

ATT 1565.000 1084.144 0.307 

INT 939.000 606.390 0.354 

MAV 626.000 355.194 0.433 

PU 939.000 726.134 0.227 

WCF 1565.000 1284.615 0.179 

The researchers aimed to assess the predictive performance of their model 

using the PLSpredict procedure. To achieve this, they used a k-fold cross-

validation approach with three subgroups and repeated this process 10 times. 

However, the Q2 predict values were then analyzed, and it was found that all 

values were greater than zero, indicating a better predictive performance than 

a naive benchmark. This means that the model was able to accurately predict 

outcomes for new data points that were not used during the training process. 

The results of this analysis can be found in Table 10, which provides a detailed 

breakdown of the Q2 predict values for each variable in the model. 

Additionally, the researchers compared the RMSE values obtained from the 

PLS-SEM with those obtained from the LM. The RMSE is a measure of the 

difference between the predicted and actual values, and lower values indicate 

a better fit. The majority of the RMSE values from the PLS-SEM were lower 

than those obtained from the LM, suggesting an intermediate level of 

predictive power for the model (Hair et al., 2021). Overall, these findings 

suggest that the PLS-SEM model had a good predictive performance and was 
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able to accurately predict outcomes for new data points. The intermediate level 

of predictive power indicates that the model could benefit from further 

refinement, but it represents a strong foundation for future research in this area. 

Table 10 Out-of-sample predictive power 

 Q² predict PLS-

SEM_RMSE 

LM_RMSE 

ATT 0.391   

ATT1 0.195 1.129 1.183 

ATT2 0.231 1.107 1.165 

ATT3 0.318 1.090 1.119 

ATT4 0.298 1.079 1.110 

ATT5 0.286 1.084 1.094 

INT 0.181   

INT1 0.172 1.334 1.325 

INT2 0.134 1.401 1.407 

INT3 0.132 1.360 1.361 

MAV 0.488   

MAV1 0.460 0.800 0.814 

MAV2 0.390 0.906 0.885 

PU 0.266   

PU1 0.271 1.105 1.059 

PU3 0.220 1.106 1.105 

PUS2 0.189 1.121 1.113 

WCF 0.111   

WCF1 0.037 1.508 1.564 

WCF2 0.070 1.284 1.310 

WCF4 0.093 1.351 1.385 

WCF5 0.075 1.388 1.421 

WCF6 0.078 1.372 1.401 

A test of the theoretical framework's goodness of fit revealed the following 

findings, which are within acceptable bounds. The discrepancy between the 

measured and the expected correlation is known as the standardized root mean 

square residual (SRMR). In PLS-SEM analysis, the SRMR has been employed 

to evaluate the model fit (Henseler, 2018). It is thought that a score less than 

0.10 (or 0.08 in a more conservative form) indicates a satisfactory match for 

the data (Hu & Bentler, 1998). The SRMR for this model is 0.053, which 

indicates that a well-fit model. 
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Figure 10 Results of the structural model, path coefficients, and significances of the model
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According to the results of Figure 10, it was found that informativeness has a 

direct influence on media advertising value of β = 0.219, p ≤0.000, f² = 0.057. 

These results support the H9 hypothesis. However, informativeness showed an 

indirect influence on attitude toward DFFs of β = 0.110 and p ≤0.000, and on 

willingness to consume DFFs of β = 0.0.058 and p ≤0.001, and on consumer 

behavior intention with β = 0.033 and p ≤0.001. However, entertainment didn’t 

show any influence on media advertising value of (β = -0.055, p ≤0.172, f² = 

0.005). That's why the H10 hypothesis had to be rejected. Furthermore, 

entertainment didn’t show any indirect influence on any other constricts. In 

addition, the result of credibility showed different results. It showed that 

credibility has an influence on media advertising value of β = 0.422, p ≤0.000, 

f² = 0.166. That’s why the H11 hypothesis is accepted. Furthermore, the 

credibility showed an indirect influence on the attitude toward DFFs of β = 

0.212 and p ≤0.000 due to the interference of media advertising value as a 

mediator. And also, credibility showed an indirect influence on the willingness 

to consume DFFs and consumer behavior intention due to the interference of 

media advertising value and attitude toward DFFs as mediators of β = 0.113, p 

≤0.000 and β = 0.064, p ≤0.000 respectively. Besides that, irritation had a 

different influence than other constructors. Irritation had a negative influence 

on media advertising value of β = -0.237 and p ≤0.000, f² = 0.083. that’s why 

the H12 hypothesis is accepted. Furthermore, Irritation showed a negative 

indirect effect also on attitude toward DFFs of β = -0.119 and p ≤0.000 due to 

the mediator effect of media advertising value. Additionally, irritation also 

showed an indirect negative effect on willingness to consume DFFs and 

consumer behavior intention of β = -0.063 and p ≤0.000 and β = -0.036 and p 

≤0.001 respectively. However, the construct of media advertising value 

showed a higher influence on attitude toward DFFs of β = 0.501, p ≤0.000, f² 

= 0.366. Therefore, the H13 hypothesis is accepted. In the same vein, media 
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advertising value showed an indirect influence on the willingness to consume 

DFFs and consumer behavior intuition or β = 0.267 and p ≤0.000 and β = 0.152 

and p ≤0.000 respectively.  

The construct of motivators showed influence on attitude toward DFFs of β = 

0.256, p ≤0.000, f² = 0.095. That’s why the H5 hypothesis was accepted. 

However, motivators didn’t show a direct influence on the willingness to 

consume DFFs of β = -0.008, p ≤0.888, and f² = 0.000. Therefore, the H7 

hypothesis had to be rejected. In another hand, motivators showed an indirect 

influence on willingness to consume DFFs throughout the interference of the 

attitude towards DFFs of β = 0.136 and p ≤0.000. Furthermore, motivators also 

showed influence on consumer behavior intention due to the mediator factor 

of attitude towards DFFs of β = 0.078 and p ≤0.000. However, barriers showed 

a negative influence on attitude towards DFFs of β = -0.237 and p ≤0.000, f² = 

0.083. That’s why the H6 hypothesis was accepted. In another hand, Barriers 

didn’t show direct influence on the willingness to consume DFFs. Thus, the 

H8 hypothesis is rejected. In contradictory, barriers showed a negative indirect 

influence on the willingness to consume DFFs and on the consumer behavior 

intention of β = -0.058 and p ≤0.023 and β = -0.033 and p ≤0.029 respectively, 

due to the role of attitude towards DFFs as mediator. However, attitude 

towards DFFs had the main player in the model and showed the highest path 

coefficient influence on the willingness to consume DFFs of β = 0.532, p 

≤0.000, f² = 0.289. That's why the H4 hypothesis had to be accepted. 

Furthermore, attitude towards DFFs also showed influence on the consumer 

behavior intention of β = 0.303, p ≤0.000, f² = 0.130. In the same manner, the 

H3 hypothesis had to be accepted. 

Perceived ease of use showed the second highest path coefficient influence in 

the mode on the perceived usefulness of β = 0.524 and p ≤0.000, f² = 0.378. 

Thus, The H1 hypothesis had to be accepted. Furthermore, perceived ease of 
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use showed an indirect influence on consumer behavior intuition of β = 0.248 

and p ≤0.000 due to the mediation role of perceived usefulness. Lastly, the 

results showed that perceived usefulness had an influence on consumer 

behavior intention of β = 0.468 and p ≤0.000, f² = 0.310. Therefore, the H2 

hypothesis had to be accepted. The summary of hypotheses verification is 

shown in Table 11. 

Table 11 Summary of hypothesis verification. 

H1. Consumers’ PEOU of online DFFs purchasing has a positive 

influence on PU of online DFFs purchasing. 

Accepted 

H2. Consumers’ PU of online DFFs purchasing has a positive influence 

on their intentions toward online DFFs purchasing INT. 

Accepted 

H3. Consumers’ attitudes towards DFFs ATT will have a positive 

influence on their intentions towards online food purchasing INT of 

DFFs. 

Accepted 

H4. Attitudes towards DFFs influence the willingness to consume 

DFFs.  

Accepted 

H5. Motivators positively influence attitudes toward DFFs. Accepted 

H6. Barriers negatively influence attitudes toward DFFs. Accepted 

H7. Motivators positively influence the willingness to consume DFFs. Rejected 

H8. Barriers negatively influence the willingness to consume DFFs. Rejected 

H7a. Motivators positively influence the willingness to consume DFFs 

through attitude as a mediator. 

Accepted 

H8a. Barriers negatively influence the willingness to consume DFFs 

through attitude as a mediator. 

Accepted 

H9. Informativeness has a positive influence on the MAV of DFFs. Accepted 

H10. Entertainment has a positive influence on the MAV of DFFs. Rejected 

H11. Credibility has a positive influence on the MAV of DFFs. Accepted 

H12. Irritation has a negative influence on the SMAV of DFFs. Accepted 

H13. The MAV of DFFs has a positive influence on attitudes toward 

DFFs. 

Accepted 

To further evaluate the predictive performance of their model, the researchers 

calculated the Q² values for each endogenous construct. These values indicate 

the proportion of the variation in the endogenous variable that can be explained 

by the model, with higher values indicating better predictive power. The results 

of this analysis, as presented in the text, showed that all of the endogenous 

constructs had Q² values greater than zero. This indicates that the model had 

some level of predictive power for each construct. The Q² values for the 
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constructs of attitude towards DFFs, consumer behavior intention, media 

advertising value, perceived usefulness, and willingness to consume DFFs 

were 0.307, 0.354, 0.433, 0.227, and 0.179 respectively. These values indicate 

a small to medium level of predictive power for each construct. Overall, these 

findings suggest that the model was able to capture some of the variations in 

the endogenous constructs and had some degree of predictive power. However, 

it is worth noting that the predictive power of the model may still benefit from 

further refinement or additional data. Nonetheless, these results provide a 

valuable starting point for future research and highlight the potential of the 

model to make accurate predictions about consumer behavior towards DFFs. 
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6 CONCLUSIONS AND RECOMMENDATIONS 

The primary objective of the research is to investigate the potential factors 

influencing consumer attitudes and online purchasing in the Hungarian dairy 

functional food market. The path estimates for credibility and informativeness 

variables are consistent with the results from the studies of media advertising 

(Bennett et al., 2006; Cuesta-Valiño et al., 2020). This suggests that, although 

media advertising satisfies a consumer need for information exchange, this 

advertising is found to be more valuable when it is credible. The results from 

the sample indicate that credibility has the strongest effect on advertising value 

for media advertising. Informativeness had the second strongest effect on 

media advertising value, with statistically significant effects. However, 

credibility had the highest (f² = 0.166) value on media advertising value 

compared with informativeness. Furthermore, both antecedents have a 

moderate indirect effect on attitude toward DFFs, willingness to consume 

DFFs, and on TAM constructs. 

In the case of entertainment, there was no influence on MAV. However, 

irritation showed a negative effect on MAV and the whole model with a 

significance level. The most probable explanation is that this is due to the 

nature of the products selected for this study, which are healthy products. The 

consumers in question must decide to consume products that are important for 

their health and it is inevitable that the MAV of healthy products is determined 

by aspects such as credibility and informativeness and not by entertainment or 

irritation. Thus, in the case of healthy food, the purchase is rational rather than 

emotional. As a result, the impact of advertisements promoting healthy 

products is directly related to two factors: the amount of information they 

provide and their credibility. In other words, the more information and 

credibility an advertisement has, the stronger its influence on the perceived 

value of the advertised product (Saxena & Khanna, 2013). This is especially 
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true when the benefits of those foods are emphasized, and when they are 

compared with other foods. 

The results of the study show that media advertising value has the strongest 

rank compared with other constructs in the model (R² value = 0.502), which is 

concedered moderate (Chin, 1998). Furthermore, MAV has a strong 

relationship with attitude toward DFFs, with a high coefficient. This suggests 

that the perceived value of advertising ultimately plays a greater role in the 

formation of attitudes to advertising in media. Furthermore, the study found 

that perceived levels of informativeness and credibility, which are antecedents 

to MAV, can predict, to some extent, the consumer's attitude toward DFFs. 

Consumers who perceive DFF advertising to be informative and credible are 

more likely to have a positive attitude toward such advertising. These findings 

highlight the importance of creating advertising that is perceived as 

informative and credible by consumers. Advertisers who can effectively 

communicate the benefits and features of their products in a transparent and 

honest way are more likely to gain consumers' trust and influence their 

attitudes toward DFF advertising. Moreover, the results of the study suggest 

that MAV can be an effective tool for measuring the effectiveness of DFF 

advertising. By assessing the perceived value of advertising, advertisers can 

gauge the effectiveness of their campaigns and identify areas for improvement. 

Furthermore, the attitude toward DFFs was influenced by 2 direct constructs 

of healthy behavior which are considered subjective norms and perceived 

control namely motivators and barriers to consuming dairy functional foods. 

Former studies included in their findings the role of motivators and barriers to 

the use of functional food on attitude and health purchasing behavior (Downes, 

2008; Küster-Boluda & Vidal-Capilla, 2017; Papp-Bata & Szakály, 2020). But 

they couldn’t identify the direct and indirect effects of motivators and barriers 

on attitude and willingness to consume functional food. The findings revealed 
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that, motivators showed a higher positive impact on attitude toward DFFs with 

a coefficient of 0.256 compared to barriers which showed a negative impact 

on attitude toward DFFs with a coefficient of -0.110. The explanation for that, 

the personal factors as motivators which are identified from an individual 

perspective such as seeking to live longer, controlling body weight, 

maintaining a healthy lifestyle, and the fear of sickness because of unhealthy 

behavior showed a higher impact on attitude rather than the barriers such as 

not being motivated, not finding the engorging to use healthy food and also 

because of not having enough time to care about their healthy food which 

showed a significant negative impact on attitude. This might be because the 

primary motivating factor for the consumption of functional foods is their 

potential to promote health, and consumers increasingly preferred natural 

products and prefer to have a healthy style. This is in line with the finding of 

Rozin et al. (2004) pointing out that, preference for natural products is often 

strongly correlated with the perceived health benefits of these products. This 

suggests that consumers may be more likely to choose natural products when 

they believe that they will have positive effects on their health and well-being 

(Chen, 2011b; Papp-Bata & Szakály, 2020). 

Willingness to consume DFFs was influenced directly by the attitude with the 

highest coefficient of 0.532, and this corresponds with the theory of value-

attitude-behavior (VAB) and the theory of planned behavior (TPB). However, 

the R² of willingness to consume DFFs showed a weak value (R² = 0.289). This 

result indicates that the constructs associated with the independent variables in 

the models only account for a small fraction of the variation in the dependent 

variables. This suggests that there may be other factors that play a role in 

determining the willingness of consumers to purchase DFFs, beyond those 

included in the current models. Future research efforts could focus on 

identifying these additional factors, which may include individual differences, 
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socio-cultural influences, and external factors such as marketing strategies and 

availability of alternative options.  

Multiple authors in various countries have previously examined the 

relationship between willingness to consume functional food and attitude in 

their studies (Küster-Boluda & Vidal-Capilla, 2017; Urala & Lähteenmäki, 

2004; Urala & Lähteenmäki, 2007). Furthermore, the results found that 

motivators and barriers didn’t impact the willingness to consume dairy 

functional foods directly, but with an interventional of attitude. That might be 

due to the fact that the majority of Hungarians are not interested in making 

changes to their diet or living a healthier lifestyle (Szakály et al., 2014). In 

addition, 86% of Hungarian customers said they never or rarely sacrifice the 

enjoyable flavor of food in exchange for it being healthier (Papp-Bata & 

Szakály, 2020). Furthermore, it is possible that European consumers place a 

higher value on the product's potential for enjoyment (taste orientation) than 

they do on their potential for health (healthiness orientation), in comparison to 

Asian consumers, who place a higher value on the products' potential 

nutritional benefits (Szakály, 2008). 

The model of TAM was investigated in many previous studies, and it 

confirmed the implication of online food purchasing also (Davis, 1989; 

Nguyen et al., 2019a; Yeo et al., 2017). Attitude toward DFFs showed high 

impact on consumer behavioral intention besides perceived usefulness and 

perceived ease of use with a coefficient of 0.303. According to the findings, 

having a health-conscious attitude has a significant and beneficial effect on a 

consumer's intention to buy dairy products that have functional benefits. This 

finding is consistent with previous research that found that health 

consciousness or concerns play a key role in influencing consumer perception 

and attitude toward the purchase and consumption of healthy and functional 

foods in developed countries such as Germany and Sweden. For example, this 
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research found that consumers in those countries were more likely to purchase 

and consume healthy and functional foods if they were concerned about their 

health (Goetzke et al., 2014; Landström et al., 2007). This demonstrates that 

consumers who are concerned about their health are more likely to participate 

in a variety of health-related activities (Newsom et al., 2005).  

According to the finding of the former survey, when it comes to food 

purchases, customers in Hungary place the most importance on the following 

considerations: cost, quality, healthfulness, and Hungarian provenance (Garai-

Fodor et al., 2022). In addition, in recent years, there has been a shift in 

Hungarian food customers' preferences away from larger supermarkets and 

hypermarkets toward more local stores and markets in their immediate 

communities, personal touch became more vital, and people even began to 

have greater faith in local goods and food as a result of this, local small-scale 

stores often brought foodstuffs to customers' houses (Soós, 2020). 

Nevertheless, the Hungarian respondents believe that the identification of the 

place of origin, health, and support of local producers are the most significant 

considerations in the purchase decision, and when it comes to where customers 

may discover information on local food, local producers are legitimate sources 

that consumers can consult (Kiss et al., 2020). From this vantage point, online 

shopping is often helped by the fact that buyers can readily access information 

about a product at a cheap cost and with little effort, which is essential in this 

day and age of digitization. And this may be used to target younger age groups 

who like to purchase online since there is a broader variety of options available 

to local producers, making the overall shopping experience more enjoyable 

(Chen et al., 2019). 

However, it was shown that the purchasing usefulness was influenced directly 

by purchasing ease of use with the highest coefficient of 0.524 and (f² = 0.378). 

This connection is supported by research conducted by different writers (Davis 



110 

 

et al., 1989; Nguyen et al., 2019a). However, the R-square value of perceived 

usefulness was (R² = 0.289). Therefore, it is considered weak (Chen et al., 

2019). In particular, the results suggest that the construct of perceived ease of 

use accounts for only a small portion of the variation in perceived usefulness. 

Therefore, future researchers should investigate additional factors that could 

potentially influence perceived usefulness beyond perceived ease of use. One 

potential factor to consider is the role of social influence, as the opinions and 

recommendations of friends and family members can have a significant impact 

on individuals' perceptions and attitudes towards a particular technology or 

product.  

Perceived usefulness showed an influence on customer behavior intention with 

a coefficient of 0.468. This result is similar to the findings of Chien et al. (2003) 

who indicated that the PU of online grocery buyers had a direct effect on their 

intentions. And contrary to online food shopping conducted by Nguyen et al. 

(2019c). This finding provides empirical support for the TAM (Davis et al., 

1989; Marangunić & Granić, 2014) and also echoes the earlier finding of Chien 

et al. (2003). It is recommended that if is improved in a way that minimizes the 

amount of mental and physical effort required by customers, then those 

consumers' perceptions of the utility and efficiency of online food shopping 

would be improved. 

Perceived ease of use showed an indirect impact on consumer behavior 

intention throughout the mediator perceived usefulness with a coefficient of 

0.245. These results showed similarity to the results obtained by former studies 

(Ming et al., 2020; Nguyen et al., 2019c). These results suggest that customers' 

perceptions about the difficulty of using online food purchasing platforms, 

such as ease of use, may act as a barrier to the widespread adoption of such 

platforms (Hansen, 2005; Sreeram et al., 2017; Yeo et al., 2017). These types 

of online shoppers are often convenience-oriented customers who want their 
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buy to be made as uncomplicated, straightforward, and rapid as possible 

(Handa & Gupta, 2014). As a result, businesses that sell food goods online 

should make an effort to develop websites that are simple to use and don't 

require a lot of work from customers to operate. This will help customers 

expend less effort and energy when making purchases of food products online. 

Per their findings of Hungarian customers, the need for long-lasting food has 

expanded enormously, and consumers have favored discounts and local 

convenience shops. This is particularly true for the active population, middle-

aged individuals, and young people (Garai-Fodor et al., 2022). Because of this, 

Hungarian food e-retailers should utilize communication programs to 

underline that ordering food online is effective, easy, and saves time and that 

it would enhance the shopping experience and performance of customers. 

These initiatives have to be designed and put into action in collaboration with 

online grocery merchants and relevant organizations such as the Association 

of Hungarian Retailers. 

Given the challenges that consumers face in evaluating the quality of food 

products when shopping online, such as their inability to touch or smell the 

products. Therefore, the results obtained from the MAV model have significant 

implications for DFFs retailers' websites. By incorporating detailed and 

transparent information about the products, including their ingredients, 

nutritional content, country of origin, and manufacturer, retailers can enhance 

the credibility and informativeness of their products, thereby empowering 

consumers to make informed decisions about their food purchases. 

Furthermore, the inclusion of consumer feedback, particularly comments that 

emphasize the quality of both the product and the website, can further 

strengthen the trust and connection between the retailer and the consumer. 

This, in turn, can lead to increased consumer loyalty and positive brand 

reputation. By leveraging the insights gained from the MAV model, food 
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retailers can improve the user experience of their websites and enhance their 

ability to effectively communicate product information to consumers. 

Ultimately, this can contribute to the promotion of healthier and more 

sustainable food choices, as well as greater customer satisfaction and trust in 

the food retail industry.  
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7 NEW SCIENTIFIC RESULTS 

In the analysis of the Hungarian dairy functional food market, my study 

unveils key insights by integrating the Technology Acceptance Model 

(TAM), Value-Attitude-Behavior (VAB) framework, Theory of Planned 

Behavior (TPB), and Media Advertising Value (MAV) theory: 

▪ By applying the Technology Acceptance Model (TAM), I observed 

that perceived usefulness and ease of use significantly predict 

consumer behavior intentions and technology acceptance. 

▪ Utilizing the Value-Attitude-Behavior (VAB) model, my research 

underscored the critical role of consumer attitudes toward DFFs in their 

willingness to incorporate these foods into their diets, highlighting the 

pivotal influence of attitudes on consumption behavior.  

▪ Through the Theory of Planned Behavior (TPB), my study found that 

attitudes and healthy subjective norms, acting as motivators and 

barriers, can predict behavioral intentions. Motivators positively affect 

consumers' willingness to consume DFFs, while barriers have a 

negative impact, with attitudes serving as a mediator. 

▪ Media advertising can influence the perceived value of a product, 

which in turn can impact the consumer's attitude and willingness to 

purchase. In terms of media advertising, my study highlighted the 

positive influence of informativeness and credibility on the media 

advertising value of DFFs. However, advertising irritants negatively 

impact these perceptions.  
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8 LIMITATIONS AND FUTURE STUDIES 

8.1 Limitation 

One of the main limitations of this study is that it did not take into account the 

impact of socio-demographic factors, such as age, gender, and income, on 

consumers' attitudes towards ordering groceries and food online. Future 

research should explore how these factors may influence the adoption of online 

grocery shopping and whether there are any differences in attitudes towards 

online shopping between different socio-demographic groups. 

Another limitation of this study is that it was conducted only among Hungarian 

consumers. Future research could expand the scope of the study to include 

consumers from other countries to determine whether cultural and societal 

factors impact attitudes towards online grocery shopping. 

The sample size was relatively small  (n=313), and the participants do not be 

representative of the larger population of Hungarian consumers. 

8.2 Future Research 

Future research should examine the role of trust in online grocery shopping, as 

it is an essential factor in determining whether consumers will adopt this 

method of shopping. Additionally, the study could explore how the perceived 

risks associated with online shopping may impact consumers' willingness to 

use online platforms for grocery shopping. 

Another area for future research could be to investigate the effectiveness of 

different marketing strategies in promoting online grocery shopping. 

Specifically, how different forms of media marketing, such as social media 

advertising and influencer marketing, impact consumers' attitudes and 

behaviors towards online grocery shopping. 
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Future studies could use a larger sample size and representative sample to 

increase the external validity of the findings. 
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9 SUMMARY 

The primary objective of the thesis titled "Analysis of Factors Influencing 

Consumer Attitudes and Online Purchasing in the Hungarian Dairy Functional 

Food Market" is to systematically examine and understand the various factors 

that impact consumer attitudes and online purchasing behavior in the context 

of the Hungarian dairy functional food market. The thesis aims to analyze and 

identify key influences, such as media marketing value, health subjective 

norms of motivators and barriers, and other relevant factors, to provide insights 

into the dynamics shaping consumer decisions in this specific market. To 

achieve this objective, a multifaceted approach was adopted, incorporating 

prominent theoretical models such as the Value-Attitude-Behavior (VAB) 

model, the Theory of Planned Behavior (TPB), the Technology Acceptance 

Model (TAM), and the Media Advertising Value (MAV) theory. These models 

provided a comprehensive framework for understanding the complex 

dynamics between media marketing, consumer attitudes, intentions, and the 

willingness to consume dairy functional foods. 

The research methodology involved primary data collection through an online 

Google survey. The survey questionnaire comprised 38 constructs, most of 

which utilized a five-point Likert response format. A total of 313 valid 

questionnaires were collected from a sample of the Hungarian population 

within a 40-day period, forming the basis for the dataset and subsequent 

analysis. SmartPLS version 4, a statistical software tool specifically designed 

for structural equation modeling (SEM), was utilized to investigate the 

theoretical framework. The research employed a partial least squares (PLS) 

approach within the SEM framework to analyze the relationships and 

interactions among the variables. 
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The findings of the study shed light on several key relationships between 

variables. It was determined that consumers' perceived ease of use (PEOU) of 

online dairy functional foods (DFFs) purchasing positively influenced their 

perceived usefulness (PU) of online DFFs purchasing. Additionally, 

consumers' PU of online DFFs purchasing positively impacted their intentions 

toward online DFFs purchasing (INT). Furthermore, attitudes toward DFFs 

were found to have a positive influence on intentions toward online food 

purchasing (INT) of DFFs, and attitudes themselves positively influenced the 

willingness to consume DFFs. 

Motivators were identified as positive influencers of attitudes toward DFFs, 

while barriers were found to have a negative impact. However, it was 

discovered that motivators did not directly influence the willingness to 

consume DFFs, and the same applied to barriers. Instead, motivators and 

barriers influenced the willingness to consume DFFs through attitude as a 

mediator. 

The study also examined the impact of media advertising value (MAV) on 

consumer attitudes toward DFFs. Informativeness and credibility were found 

to positively influence the MAV of DFFs, while irritation had a negative 

influence. However, entertainment didn’t show any influence on the MAV of 

DFFs. Additionally, the MAV of DFFs was found to positively influence 

attitudes toward DFFs, indicating the significance of effective media 

marketing strategies in shaping consumer perceptions and attitudes. 

The study finds that consumers in Hungary place the most importance on cost, 

quality, healthfulness, and Hungarian provenance when making food 

purchases. In recent years, there has been a shift in Hungarian food customers' 

preferences away from larger supermarkets and hypermarkets toward more 

local stores and markets in their immediate communities. This shift has been 
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driven by a desire for a personal touch and greater faith in local goods and 

food.  

The study recommends that food retailers should make an effort to develop 

websites that are simple to use and don't require a lot of work from customers 

to operate. This will help customers expend less effort and energy when 

making purchases of food products online. Additionally, food retailers should 

utilize communication programs to underline that ordering food online is 

effective, easy, and saves time, and that it would enhance the shopping 

experience and performance of customers. These initiatives have to be 

designed and put into action in collaboration with online grocery merchants 

and relevant organizations such as the Association of Hungarian Retailers. 

The study also highlights the importance of creating advertising that is 

perceived as informative and credible by consumers. Advertisers who can 

effectively communicate the benefits and features of their products in a 

transparent and honest way are more likely to gain consumers' trust and 

influence their attitudes toward dairy functional food advertising. By 

incorporating detailed and transparent information about the products, 

including their ingredients, nutritional content, country of origin, and 

manufacturer, retailers can enhance the credibility and informativeness of their 

products, thereby empowering consumers to make informed decisions about 

their food purchases. Furthermore, the study finds that MAV can be an 

effective tool for measuring the perceived value of advertising and its impact 

on consumer behavior. The study recommends that food retailers leverage the 

insights gained from the MAV model to improve the user experience of their 

websites and enhance their ability to effectively communicate product 

information to consumers. Ultimately, this can contribute to the promotion of 
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healthier and more sustainable food choices, as well as greater customer 

satisfaction and trust in the food retail industry. 
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14 APPENDIX 

English version of the questionnaire: 

The effect of media and health behavior on the consumer attitude and 

purchasing behavior of functional dairy products. 

Functional dairy products: Dairy products that contain ingredients that 

positively affect the human body by enriching the food with additional 

nutrients through innovative methods and technologies, or by eliminating 

harmful components. 

For example: 

Milk: Mizo UHT low-fat lactose-free milk, Puleva Omega 3 lactose-free milk, 

TOLLE vital milk. 

Cheese: Tolle Light low-fat Trappist cheese, Medve lactose-free cheese, 

Szarvasi lactose-free mascarpone cream cheese. 

Yogurt: Danone Actimel yogurt drink, Zott Jogobella live-culture, fat-free, 

lactose-free yogurt drink, Danone Activia creamy, live-culture, plain yogurt, 

Zott Jogobella sugar-free or reduced-sugar Light yogurt. 

Other products: lactose-free sour cream, lactose-free half-fat cow's curd, 

Pöttyös Túró Rudi lactose-free natural dessert, Mizo lactose-free tea butter. 
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General information 

What is your gender? 

• Male 

• Female 

How old are you? 

• 18-25 years old 

• 26-30 years old 

• 31-40 years old 

• 41-50 years old 

• >51 years old 

What is your highest level of education? 
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• Maximum 8 in general 

• Vocational school/apprenticeship 

• Vocational High School/Secondary grammar schoo 

• College/University 

• PhD degree 

How do you perceive your relative income?  

• We have regular livelihood problems 

• Sometimes it's not even enough to make a living 

• Just enough to live on, but we can no longer save 

• Enough to live, and we save from it 

• We make a very good living and we can save it 

Where do you live? 

• Village 

• City 

• Capital 

Do you frequently consume DFFs? 

• Yes 

• No 

How do you become aware of dairy functional products? Multiple answers are 

possible. 

• From store shelves 

• TV commercials 

• Radio commercials 

• Commercial leaflets (SPAR, TESCO, LIDL, etc.) 

• Magazines 

• Billboards 

• Websites 
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• Online advertisements 

• Social media advertisements (FB, Instagram, YouTube, Twitter, TikTok) 

• Influencer content (e.g., blogs) 

• Other 

How often do you purchase functional dairy products? 

• Never 

• Less than once a month 

• Monthly 

• Weekly 

• Daily 

Where do you usually purchase functional dairy products? Multiple answers are 

possible! 

• Directly from the producer 

• Farmers' market 

• Small grocery stores (CBA, Coop, Reál, etc.) 

• Supermarkets (SPAR, CBA Príma) 

• Hypermarkets (Interspar, Auchan, Tesco) 

• Discount stores (Penny, Lidl, Aldi) 

• Online 

• I don't purchase them 

If functional dairy products were available on various platforms such as Wolt, 

Foodpanda, Bolt food, would you order them? 

• Yes 

• No 

• Maybe 

• Yes, but such services are not available in my city. 

• I am not familiar with these services. 
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Consumer attitude towards dairy functional products 

• DFFs help to improve my mood. 

• My performance improves when I eat DFFs. 

• I can prevent disease by eating DFFs regularly. 

• DFFs can repair the damage caused by an unhealthy diet. 

• DFFs promote my well-being. 

Consumer Willingness to consume dairy functional products: 

To what extent are you willing to consume the following functional dairy products 

on a scale of 1-5, where 1 means not willing at all, and 5 means completely willing? 

• Lactose-free dairy products. 

• Low-fat dairy products. 

• Probiotic yogurts. 

• Milk fortified with calcium. 

• Enriched Milk with Omega3 EPA & DHA. 

• Milk fortified with folic acid. 

The motivators and barriers of consuming dairy functional products 

Please indicate to what extent the following statements apply to you on a scale of 1-

5, where 1 means not applicable at all and 5 means highly applicable: 

I consume functional dairy products because... 

• I might live longer. 

• I want to be healthy. 

• I want to manage my weight. 

Please indicate to what extent the following statements apply to you on a scale of 1-

5, where 1 means not applicable at all and 5 means highly applicable: 

I do not consume functional dairy products because... 

• I am not motivated. 

• I do not have someone to encourage or help me. 

• I have too many other things to do. 



163 

 

The Advertisements of Functional Dairy Products in the Media 

To what extent do you agree with the following statements regarding the 

information about functional dairy products on a scale of 1-5, where 1 means 

strongly disagree and 5 means strongly agree? 

• Advertising makes product of dairy functional foods information 

immediately accessible. 

• Advertising is a convenient source of dairy functional foods product 

information. 

• Advertising informs me of the latest products and information of dairy 

functional foods available on the market. 

 

To what extent do you agree with the following statements regarding the 

entertainment value of advertisements on a scale of 1-5, where 1 means strongly 

disagree and 5 means strongly agree? 

• Advertising usually makes people laugh and has great amusement value. 

• Advertising tells me what people who share my lifestyle will buy and use. 

To what extent do you agree with the following statements regarding the credibility 

of advertisements about functional dairy products on a scale of 1-5, where 1 means 

strongly disagree and 5 means strongly agree? 

• Advertisements of dairy functional foods are credible. 

• Advertising of dairy functional foods is convincing. 

To what extent do you agree with the following statements regarding the annoying 

impact of advertisements about functional dairy products on a scale of 1-5, where 1 

means strongly disagree and 5 means strongly agree? 

• Advertising of dairy functional foods is irritating. 

• Advertising of dairy functional foods is deceptive. 

• Advertising of dairy functional foods is annoying. 

To what extent do you agree with the following statements regarding the advertising 

value of advertisements about functional dairy products in the media on a scale of 1-

5, where 1 means strongly disagree and 5 means strongly agree? 

• Advertisements for dairy functional products are useful. 

• Advertisements of dairy functional foods are important. 
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Purchasing functional dairy products online 

To what extent do you agree with the following statements regarding the online 

purchase of functional dairy products on a scale of 1 to 5, where 1 means strongly 

disagree and 5 means strongly agree? 

• I intend to use DFFs online shop when the service becomes widely 

available. 

• I intend to use DFFs online shop when there is free home delivery. 

• I intend to use DFFs online shop when the price is competitive. 

To what extent do you agree with the following statements regarding the usefulness 

of online purchasing of functional dairy products on a scale of 1 to 5, where 1 means 

strongly disagree and 5 means strongly agree? 

• Using DFFs online shop can save me a lot of time. 

• Using food online shopping can make my DFFs shopping easier. 

• Using online food Shopping is convenient for my DFFs shopping. 

To what extent do you agree with the following statements regarding the simplicity 

of online purchasing of functional dairy products on a scale of 1 to 5, where 1 means 

strongly disagree and 5 means strongly agree? 

• Online DFFs Shopping is/might be easy to use. 

• It is/might be easy for me to follow the procedures when ordering DFFs 

online. 

• My interaction with the processes of online DFFs is/might be clear and 

understandable. 

Hungarian version of the questionnaire: 

A média és az egészségmagatartás hatása a funkcionális tejtermékek fogyasztói 

attitűdjére és vásárlói magatartására. 

Funkcionális tejtermékek: Olyan összetevőket tartalmazó tejtermékek, amelyek 

pozitívan befolyásolják az emberi szervezetet azáltal, hogy innovatív módszerek és 

technológiák segítségével extra tápanyaggal dúsítják az élelmiszert, vagy 

megszüntetik a káros összetevőket. 

 

Például: 

Tej: Mizo UHT alacsony zsírtartalmú laktózmentes tej, Tej Puleva Omega 3 

laktózmentes, TOLLE vitál tej. 
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Sajt: Tolle Light zsírszegény trappista sajt, Medve laktózmentes sajt, Szarvasi 

laktózmentes mascarpone krémsajt. 

Joghurt: Danone Actimel joghurtital , Zott Jogobella élőflórás, zsírmentes, 

laktózmentes joghurtital, Danone Activia krémes, élőflórás, natúr joghurt, Zott 

Jogobella hozzáadott cukor nélküli, vagy csökkentett cukortartalmú Light joghurt. 

Egyéb termékek: laktózmentes tejföl, laktózmentes félzsíros tehéntúró, Pöttyös Túró 

Rudi laktózmentes természetes desszertkészítmény, Mizo laktózmentes teavaj. 

 

Általános információk 

Mi az ön neme? 

• Férfi 

• Nő 

Hány éves Ön? 
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• 18-25 éves 

• 26-30 éves 

• 31-40 éves 

• 41-50 éves 

• >51 éves 

Mi az Ön legmagasabb iskolai végzettsége? 

• Maximum 8 általános 

• Szakiskola/Szakmunkásképző 

• Szakközépiskola/Gimnázium 

• Főiskola/Egyetem 

• PhD fokozat 

Hogyan ítéli meg anyagi helyzetét? 

• Rendszeresen megélhetési gondjaink vannak 

• Néha arra sem elég, hogy megéljünk belőle 

• Éppen elegendő, hogy megéljünk belőle, de félretenni már nem tudunk 

• Megélünk belőle, de keveset tudunk félretenni 

• Nagyon jól megélünk belőle és félre is tudunk tenni 

Az Ön lakhelye 

• Az Ön lakhelye 

• Város 

• Falu 

Fogyaszt Ön funkcionális tejtermékeket? 

• Igen 

• Nem 

Honnan ismeri a funkcionális tejtermékeket? Több válasz is lehetséges 

• üzletek polcairól 
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• TV reklámokból 

• TV reklámokból 

• kereskedelmi szórólapokból (SPAR, TESCO, LIDL, stb.) 

• magazinokból 

• óriásplakátokról 

• weboldalakról 

• online reklámokból 

• közösségi média reklámokból (FB, Instagram, YouTube, Twitter, TikTok) 

• infulencer tartalmakból (pl. blogok) 

• Egyéb 

Milyen gyakran vásárol funkcionális tejtermékeket? 

• Soha 

• Ritkábban, mint havonta 

• Havonta 

• Havonta 

• Naponta 

Általában hol  vásárol funkcionális tejtermékeket? Több válasz is lehetséges! 

• Közvetlenül a termelőtől 

• Piacról 

• Kisebb élelmiszerboltból (CBA, Coop, Reál, stb.) 

• Szupermarketből (SPAR, CBA Príma) 

• Hipermarketből (Interspar, Auchan, Tesco) 

• Diszkontokból (Penny, Lidl, Aldi) 

• Online 

• Nem vásárolok 

Amennyiben a funkcionális tejtermékek elérhetők lennének különböző 

platformokon, (mint Wolt, Foodpanda, Bolt food) megrendelné őket? 
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• Igen 

• Nem 

• Talán 

• Igen, de a városomban nincs ilyen szolgáltatás 

• Nem ismerem ezeket a szolgáltatásokat 

Fogyasztói hozzáállás a funkcionális tejtermékekhez 

Mennyire ért egyet – a funkcionális tejtermékek hasznosságára vonatkozó – alábbi 

állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért egyet, 5 – teljes 

mértékben egyet ért? 

• A funkcionális tejtermékek javítják a hangulatomat. 

• Javul a teljesítményem, ha funkcionális tejterméket fogyasztok. 

• Megelőzhetem a betegségeket, ha rendszeresen fogyasztok funkcionális 

tejtermékeket. 

• A funkcionális élelmiszerek helyrehozhatják az egészségtelen táplálkozás 

okozta károkat. 

• A funkcionális tejtermékek elősegítik a jóllétemet. 

Fogyasztói hajlandóság a funkcionális tejtermékek fogyasztására 

Milyen mértékben hajlandó az alábbi funkcionális tejtermékeket fogyasztani 1-5-ig 

terjedő skálán, ahol 1 –egyáltalán nem hajlandó, 5 – teljes mértékben hajlandó? 

• Laktózmentes tejtermékek 

• Alacsony zsírtartalmú tejtermékek 

• Probiotikus joghurtok 

• Kalciummal dúsított tej 

• Omega-3-mal (EPA és DHA) dúsított tej 

• Folsavval dúsított tej 

A funkcionális tejtermékek fogyasztásának motivációi és akadályai 

Milyen mértékben jellemzők Önre az alábbi állítások 1-5-ig terjedő skálán, ahol 1 – 

egyáltalán nem jellemző, 5 – teljes mértékben jellemző? Azért fogyasztok 

funkcionális tejtermékek, mert … 
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• talán tovább élek. 

• egészséges akarok lenni. 

• szeretném kezelni a súlyomat. 

Milyen mértékben jellemzők Önre az alábbi állítások 1-5-ig terjedő skálán, ahol 1 – 

egyáltalán nem jellemző, 5 – teljes mértékben jellemző? Azért nem fogyasztok 

funkcionális tejtermékek, mert … 

• nem vagyok motivált. 

• nincs senki, aki bátorítana vagy segítene nekem. 

• túlságosan elfoglalt vagyok. 

A funkcionális tejtermékekkel kapcsolatos reklámok a médiában 

Mennyire ért egyet – a funkcionális tejtermékekről szóló információkra vonatkozó – 

alábbi állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért egyet, 5 – teljes 

mértékben egyet ért? 

• A reklámok azonnali információkat nyújtanak a funkcionális tejtermékekről. 

• A reklámon keresztül kényelmesen juthatok információkhoz a funkcionális 

tejtermékekről. 

• A reklám tájékoztat a piacon elérhető legújabb funkcionális tejtermékekről. 

Mennyire ért egyet – a reklámok szórakoztató hatására vonatkozó – alábbi 

állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért egyet, 5 – teljes 

mértékben egyet ért? 

• A reklámok általában megnevettetik az embereket és szórakoztatóak. 

• A reklámok sugallják, hogy az én életstílusomhoz hasonló emberek mit 

fognak vásárolni és használni. 

Mennyire ért egyet – a funkcionális tejtermékekről szóló reklámok hitelességére 

vonatkozó – alábbi állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért 

egyet, 5 – teljes mértékben egyet ért? 

• A funkcionális tejtermékek reklámjai hitelesek. 

• A funkcionális tejtermékek reklámjai meggyőzők. 

Mennyire ért egyet – a funkcionális tejtermékekről szóló reklámok zavaró hatására 

vonatkozó – alábbi állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért 

egyet, 5 – teljes mértékben egyet ért? 
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• A funkcionális tejtermékek reklámjai idegesítők. 

• A funkcionális tejtermékek reklámjai megtévesztők. 

• A funkcionális tejtermékek reklámjai bosszantók. 

Mennyire ért egyet – a funkcionális tejtermékekről szóló reklámok média 

reklámértékére vonatkozó – alábbi állításokkal 1-5-ig terjedő skálán, ahol 1 –

egyáltalán nem ért egyet, 5 – teljes mértékben egyet ért? 

• A funkcionális tejtermékek reklámjai hasznosak. 

• A funkcionális tejtermékek reklámjai fontosak 

A funkcionális tejtermékek online vásárlása 

Mennyire ért egyet – a funkcionális tejtermékek online vásárlására vonatkozó – 

alábbi állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért egyet, 5 – teljes 

mértékben egyet ért? 

• A funkcionális tejtermékeket akkor fogom online vásárolni, ha ez a 

szolgáltatás széles körben elérhetővé válik. 

• A funkcionális tejtermékeket akkor fogom online vásárolni, ha ingyenes lesz 

a házhoz szállítás. 

• A funkcionális tejtermékeket akkor fogom online vásárolni, ha az ár 

versenyképes lesz. 

Mennyire ért egyet – a funkcionális tejtermékek online vásárlás hasznosságára 

vonatkozó – alábbi állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért 

egyet, 5 – teljes mértékben egyet ért? 

• A funkcionális tejtermékek online beszerzésével sok időt takaríthatok meg. 

• Az online vásárlás megkönnyítheti a funkcionális tejtermékek beszerzését. 

• Az online vásárlás kényelmessé teszi a funkcionális tejtermékek beszerzését. 

Mennyire ért egyet – a funkcionális tejtermékek online vásárlás egyszerűségére 

vonatkozó – alábbi állításokkal 1-5-ig terjedő skálán, ahol 1 –egyáltalán nem ért 

egyet, 5 – teljes mértékben egyet ért? 

• Könnyen lehet funkcionális tejtermékeket online beszerezni. 

• Könnyen követhetők az egyes lépések a funkcionális tejtermékek online 

rendelése során. 

• Értem a funkcionális tejtermékek online vásárlás folyamatának lépéseit. 


