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 Unhealthy food consumption has been linked to the risk of many diseases 
such as non-communicable disease and obesity. The objective of this paper 
is to identify the influencing factors that determine the consumption patterns 

of healthy food among academician in the northern part of Malaysia and its 
causal relationships using a theoretical model based on the Stimuli’s 
organism response theory. A quantitative research design approach was 
selected where the questionnaire was formulated for primary data collection 
Data were collected from 360 respondents in Malaysia by using systematic 
random sampling and subjected to Smart PLS analysis. The proposed model 
fits the data well by having good validity and reliability. The results 
revealed that the consumer healthy lifestyle fully mediated the relationship 

between promotion, place and the consumption pattern of healthy food. 
Finally, implications and recommendations of these findings are discussed. 
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INTRODUCTION 

A healthy food which is primarily about dietary diversity consuming a variety of foods is 

essential to meet energy and nutrient requirements in our body. Consumption of a wide range 
of whole foods, especially vegetables, fruits, legumes, whole grains and nuts, is particularly 

essential (Bereuter & Glickman, 2015).  

According to Lee (2009) consumption patterns refers to the behaviour of individuals and 
households when they make decisions to consume the product using their available resources 

continuously. The lack of healthy food consumption has led to various NCD among Malaysian 

consumers. The National Health and Morbidity Survey (2015) found that NCDs have 

continuously become the main health problem in Malaysia (IPH, 2015). 

Nowadays, a healthy diet is mainly a variety of consuming different foods groups get the 
important required nutrients and energy. Therefore, the consumption of broad different food 

groups, mainly vegetables, fruits, legumes, whole grains and nuts, is essential (Bereuter & 

Glickman, 2015). The rapid growth of fast food industries. Several studies by Eves and Corney 

(1998), and Lee and Kim (2013) have defined healthy food as low fat, reduced sugar, high fibre, 

containing fruits and vegetables, and being prepared using appropriate cooking methods. 

This study discusses a healthy lifestyle in two dimensions a natural food consumption and health 
care. Consequently, busy lifestyles have engendered unhealthy dietary habits that shifted from 

natural food consumption to unhealthy habits consumption (Chen, 2011). Kraft and Goodell 

(1993) pointed out that an unhealthy lifestyle is associated with a poor diet. 
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LITERATURE REVIEW 

Consumers’ Healthy Lifestyle and consumption patterns  

 Divine and Lepisto (2005) defined a healthy lifestyle “as an orientation toward the prevention 

of health problems and the maximization of personal wellbeing. While this could legitimately 

encompass a wide variety of behaviors, most healthy lifestyle research has focused on diet and 
exercise” (p, 275). The importance of healthy food has been accepted in the food industry and 

among consumers, as they become more health aware and more interested in healthier lifestyles 

(Rafter, 2002). Consumption patterns of healthy food, healthy lifestyle are essential elements 

of the consumer for well-being and a healthy lifestyle.  

The past empirical studies that investigated the direct relationship between consumer healthy 

lifestyle and consumption patterns (Andrews et al., 2017; Coomarasamy et al., 2014; Goetzke, 
Nitzko, & Spiller, 2014). Overall, the findings a significant positive. For instance, Andrews et 

al. (2017) revealed a positive significant relationship between healthy dietary lifestyle and 

consumption patterns on fruit and vegetables. Coomarasamy, Wint, Neri, and Sukumaran 
(2014) discussed lifestyle influences on consumption patterns.  Goetzke, Nitzko, and Spiller 

(2014) revealed that well-being is one of healthy lifestyle dimensions, was demonstrated a 

positive significant relationship with consumption patterns.  

On the other hand, also past studies found insignificant association between the consumption 

patterns of healthy food and healthy lifestyle of the consumer (Goetzke et al., 2014; Jayaraman 

et al., 2013). For instance, Goetzke, Nitzko, and Spiller (2014) found that cognitive emotion 
and well-beings that are considered as determinant of healthy lifestyle, though cognitive 

emotion were not significant relationship to the consumption patterns. Jayaraman, Munira, 

Chowdhury, and Iranmanes (2013) found that a healthy concern is considered determinants of 
healthy lifestyle that was not significant to consumption patterns. Considering the above 

discussion, the researcher postulates the following hypotheses: 

H1: Consumers’ healthy lifestyle has a positive relationship with consumption patterns of 

healthy food. 

Place and consumer healthy lifestyle  

Includes issues such as distribution channels, market coverage, product inventory, 

transportation and distribution sites (Indumathi & Dawood, 2016). Previous literature that found 

that place was one of the important factors of a healthy lifestyle (Borra & Orgel, 2018; Jusoh & 
Ahmat, 2017; Rakic & Rakic 2015). For instance, Jusoh and Ahmet (2017) findings on 

environment regarded as place factor that showed significant relationship with healthy lifestyle 

among household of Malaysian consumers. Similarly, Rakic and Rakic (2015) found a 
significant positive relationship between place and healthy lifestyle. However, Borra & Orgel, 

(2018) investigated conceptually, the impact of food retails on lifestyle. Considering the above 

discussion, the researcher postulates the following hypotheses: 

H2: Consumers’ healthy lifestyle has a positive relationship with the place. 

Place and consumption patterns  

Kearney (2010) revealed that practical changes in dietary patterns has significant impact on the 

consumption patterns of healthy food, particularly the rise in over nutrition. Alqurneh (2013) 

reported that convenient location increased the sale and consumption of organic products. 
Moreover, Krukowski et al., (2010) reveal that the availability of healthier foods likely has an 

impact on consumption; for instance, when greater store shelf space is devoted to products. The 

past studies, that showed a significant relationship between place with consumption patterns 

(Aggarwal et al., 2014; Al Kurdi, Barween & Hikmat, 2016; Boniface & Umberger, 2012). For 
example, Boniface and Umberger (2012) reported that convenient location, cleanliness of the 

store and availability of higher quality dairy products that are considered as a dimension of the 

place factor have the influence to increase the consumption of healthy food (organic products). 
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On the contrary, Al Kurdi, Barween, and Hikmat (2016) did not find a significant influence of 

physical setting on consumption patterns of healthy food in the UK.  However, they found a 
positive impact of social setting on consumption patterns. According Aggarwal, Cook, Jiao, 

Seguin, Moudon, Hurvitz, and Drewnowski (2014) to reported that physical distance to a 

supermarket is not associated with fruit and vegetable intake or overall diet quality. Aggarwal 
et al. (2014) reported in his findings that supermarket choice access has shown no effect on 

consumption patterns of fruit and vegetables among USA consumers. Based on the literature, 

the following hypotheses were developed as follows: 

H3: Place has a significant positive relationship with the consumption patterns 

Promotion and consumer healthy lifestyle  

According to Duncan, promotion is an essential key for market exchange sales promotion, 
personal selling, public relations and direct marketing, which communicate the potential 

stakeholders (Borden, 1984). Indumathi and Dawood (2016) stated the sub-variables under 

promotion factor using free home delivery to encourage, using offer coupon to encourage, 
popularity of the organic store as a distinguished shop, using members’ ideas and proposals, 

giving discounts to regular buyers. Several studies have found that promotion is positively 

related to consumption patterns. The past studies, that showed the significant relationship 
between promotion consumers` healthy lifestyle (Cheah et al., 2015; Rojas-Rajs & Soto, 2013; 

Rakic & Rakic 2015). For example, according to Cheah et al. (2015), noted the impact of the 

promotion of nutritional label food towards a healthy lifestyle. That showed a positive 

significant influence on healthy lifestyle towards Malaysian consumers. Rakic and Rakic (2015) 
pointed out the importance of different channel communication (e.g., word of mouth 

communications of families & friends, word of mouth communications of consumers, 

communications of schools and  universities, communications of government and  non- profit 
organisations, media, advertising, sales promotion, and  public relations) influenced positively 

on healthy lifestyle among 400 of Serbian consumers. For example, Rojas-Rajs & Soto (2013) 

explored conceptually the impact of health communication of healthy lifestyle in American 

Latin. Considering the above discussion, the researcher postulates the following hypotheses: 

H4: Consumers’ healthy lifestyle has a positive relationship with promotion.  

Promotion and consumption patterns  

According to Gilbert (1999), price reduction, coupons or refunds given by retailers, other sales 

promotional tools such as free sampling and buy-one-get-one-free or in-pack premium item 
were found to be inducing consumers to purchase more of the product. As one of the main 

reasons according to Indumathi and Dawood (2016) promotion factors impacts the purchase 

decision of healthy food products were found that accessibility to healthy food and cheaper 
products influenced the consumption patterns of healthy food. The past studies that 

demonstrated the positive relationship between promotion and consumption pattern of healthy 

food (Indumathi & Dawood, 2016; Irfan et al., 2014; Nguyen, Phan, & Vu, 2015). According 

to Indumathi, and Dawood (2016) promotion factors impacts the purchase decision of healthy 
food product were found that accessibility to healthy food and cheaper products influenced the 

consumption patterns of healthy food. The research of Nguyen et al. (2015) also indicated that 

promotion has a positive significant role in influencing consumption patterns. This study 
confirmed the impact of the promotion on healthy food consumption patterns among the 

Amsterdam consumers. Irfan et al. (2014) concluded that promotion aims to increase 

consumption more frequently with great quantity. Irfan et al. (2014), observed that price 

promotions have a significant positive impact to increase consumption patterns of certain 
healthy food products. Based on the literature, the following hypotheses were developed as 

follows: 

 

H5: Promotion   has a significant positive relationship with the consumption patterns 
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Consumers` Healthy Lifestyle Mediates Between Promotion and Consumption Patterns 

of Healthy Food 

The mediation effect of consumer healthy lifestyle on promotion and consumption patterns has 

been rarely discussed in past empirical research in healthy food ( Blackwell et al 2006; Hawkins 

et al. 1998; Sulaiman et al. 2014). Under-review study conducted by Sulaiman et al.(2014), 
tested the mediation effect on consumer lifestyle in the link  between promotion and 

consumption patterns among Malaysian consumers. Similarly, Hawkins et al. (1998), proposed 

a conceptual model to test the intervening variable of consumer lifestyle between promotion 
under marketing activities towards consumer decision process by referring to  consumption 

patterns. Furthermore, Blackwell et al. (2006) investigated  lifestyle as mediator role between 

marketing mix components such as promotion and decision-making process by referring to the 

consumption patterns  in a conceptual model. Thus, most studies are under-review suggested a 
mediation effect of  consumer lifestyle on marketing mix components  towards consumption 

patterns. 

Since there are few studies on the mediation of healthy lifestyle on promotion and consumption 

patterns the present study, was explore intervening variable effect between promotion towards 

the consumption patterns. Hence, the following hypothesis was formulated: 

H6: Consumer healthy lifestyle mediates the relationship between promotion and consumption 

pattern of healthy food. 

Consumers` Healthy Lifestyle Mediates Between Place and Consumption Patterns of 

Healthy Food 

The mediation influence of consumer healthy lifestyle on promotion and consumption patterns 
has been rarely discussed in past empirical research in healthy food. (Blackwell et al.,2006; 

Chen, 2009; Hawkins et al., 1998; Sulaiman et al., 2014). 

Hawkins et al. (1998) suggested a conceptual model with  mediating role of consumer lifestyle 

effecting the link between  marketing mix components such as place towards the consumer 

decision process by referring to the consumption patterns. Likewise, Blackwell et al. (2006) 

proposed a conceptually a model of the effect of lifestyle as mediator between the marketing 
efforts components such as place under external factors towards decision-making process by 

referring to consumption patterns. Sulaiman et al. (2014) proposed a conceptual model with  

intervening variable of consumer lifestyle in  influence the link between  place towards 
consumption patterns. Few past studies which investigated the mediation of healthy lifestyle in 

the link between place and consumption patterns, due to this the present study aims to 

investigate the mediating effect empirically; hence, the following hypothesis was formulated: 

H7: Consumer healthy lifestyle mediates the relationship between place and consumption 

pattern of healthy food. 
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METHODOLOGY 

Research framework  

Based on the discussion of variables in literature review section. The research framework 

presented  in Figure 1 

 

A  quantitive approach used to answer the research questions in this study, a quantitative method 

was used. Specifically, after the data gathering, a preliminary data analysis was conducted by 
applying and presenting the demographic analysis regarding the research sample. Afterward, 

partial least squares-structural equation smart PLS 3 used for the advanced quantitative analysis, 

along with the revised research model and the research hypotheses. Details about each phase 

are presented in the subsequent sections. 

In the current study, the questionnaire was distributed among the lecturers of higher education 

institutions of this study and includes Kedah, Perlis, Perak and Penang universities lecturers, 

assistant professors, associate professors and professors.  

Data were collected using a systematic sampling approach self-administered survey. 
Participants were meant to be older than 25 years and all academic staff. The total population 

number of academics in the northern part of Malaysia is 4940 the sample size 357 (Krejcie & 

Morgan, 1970). Thus, 500 questionnaires were distributed. In total, 357 respondents, yielding 
higher than 72 %, took the survey within a six-week period July up to September (2018). 

Respondents were invited to complete the survey setting.    

The measurement of the variable consumption patterns on healthy general healthy food without 
any specification on different categories adapted from authors Salleh al., (2014). These authors 

also adapted the measurement from Lee (2009). Meanwhile the source of the consumer-

consumption behavior measure for this study was based on a study of Lee (2009). The 
measurement items of promotion as independent variable adapted from (Indumathi & Dawood, 

2016). Using 5 Likert scale that ranges from “Strongly Disagree” (1) to “Strongly Agree” (5). 

 

FINDINGS AND DISCUSSION 

Demographic Profile of Respondents  

Table 1 presents the demographic profile of the surveyed respondents. The total sample of this 

study was 360 respondents. respondent accounted for 49.2%, while females comprised 58.8%.  

The ages between 25 and 30 years old constituted 8.1% of the total respondents, 42% aged  
between 31 – 40 years old, while another 16.7% whose age are more than 51 years old. Most of 

the participants was married (75.3%) and Malay Muslim (81.7%). Majority of the respondents 

passed the tertiary education. Table 1 also indicated that 36.7 % of the participants serves as 
senior lecturers, while only 25.8% of them having more than 6 to 10 years of experience. In 

terms of their originality, the distribution between rural (30.0%) and urban (69.7%) was higher. 
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Lastly, it was found that most of the participants earned more than RM 9,000 a month with 

20.8%. 

Table 1 

Demographic profile  

Demographic Constructs  Frequency Percentage 

Gender    
Males 177 49.2 

Females 183 50.8 

Age (years)   

25-30 years old 29 8.1 
31-40 years old 153 42.0 

41- 50 years old 119 33.2 

51 years old and above 59 16.7 
Occupation    

Lecturer 107 29.7 

Senior lecturer 132 36.7 
Associate professor 84 23.3 

Professor 18 5.0 

Other position 19 5.3 

Region    
Urban 251 69.7 

Rural 109 30.3 

Income    
Less than RM 5000 39 9.2 

RM 5001- RM 6000 31 8.6 

RM 6001- RM 7000 69 19.2 
RM 7001- RM 8000 63 17.5 

RM 8001-RM 9000 48 13.3 

Rm 9001 -RM 10000 75 13.3 

Over RM 10001 41 11.4 

 

Measurement Model  

 In the measurement model is to assess their construct reliability, convergent validity and 

discriminant validity (Figure 1) 

 
 
Figure 1 

Measurement model  
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As shown in Table 2, all the 24 items, and 19 items demonstrated acceptable loading factor that 

higher than 0.7, and 5 items (PM4(0.104), PM5(0.490), PLC4(0.045), PLC3(0.193), 

CHL1(0.365)) were deleted due to a low loading. Based on the analysis, most items in the 
measurement model exhibited loadings ranging from 0.575 to 0.888. The Cronbach’s alpha 

values ranged from 0.840 to 0.902 for four constructs that exceeded the 0.5 (Nunnally, 1978). 

The values indicated that the high internal consistency of measure reliability was in line with 

Nunnally and Bernstein (1994). Likewise, the composite reliabilities for all measures were high, 
ranging from 0.840 to 0.931. To conclude, both the convergent and discriminant validity of the 

measures were established in this study. Further, the total items correlations for these constructs 

were examined. The correlation pattern indicated that every item had a stronger correlation with 
its construct than another construct. Moreover, the average variance extracted (AVE) also 

represented a value higher than 0.5, and ranged from 0.518 to 0.772, which is above the 

recommended threshold value of 0.5 (Barclay et al., 1995). In general, the results show that all 
the four constructs, namely promotion, place, consumer healthy lifestyle and consumption 

patterns has demonstrated good convergent validity.  

 

Table 2  

Results of the measurement model 

 Constructs  Items  Loading  
Cronbach's 

Alpha 

Composite 

Reliability 
(AVE) 

Deleted 

item  

Consumption patterns  CP1 0.746 0.876 0.904 0.576  

 CP2 0.823     

 CP3 0.804     

 CP4 0.740     

 CP5 0.729     

 CP6 0.800     

 CP7 0.656     

Consume healthy 

lifestyle  
CHL2 0.770 0.769 0.840 0.518 CHL1 

 CHL3 0.577     

 CHL4 0.575     

 CHL5 0.841     

 CHL6 0.792     

Place  PLC1 0.868 0.902 0.931 0.772 PLC3 

 PLC2 0.884     

 PLC5 0.888     

 PLC6 0.875     

Promotion  PM1 0.875 0.798 0.880 0.710 PM4 

 PM2 0.766     

 PM3 0.882     
 

Table 3 depicted that the correlation between the variables is greater than the related inter-

construct correlations in the construct correlation matrix, indicating adequate discriminant 

validity for all of the reflective constructs (Larcker, 1981). Therefore, the discriminant validity 

was established. 
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Table 3  

Table Fornell & Larcker, 1981 

Constructs  

Consumer 

healthy 

lifestyle  

Consumption 

patterns  Place  Promotion  

Consumer healthy 
lifestyle  0.719    

Consumption patterns  0.557 0.759   

Place  0.318 0.457 0.879  
Promotion  0.579 0.683 0.498 0.753 

 

Heterotrait- Monotrait (HTMT) 

In this study HTMT value should be less than 0.85 for conceptually distinct constructs and less 

than 0.9 for conceptually similar constructs.  

Table 4 
Heterotrait- Monotrait (HTMT) 

 Constructs  

Consumer 

healthy 

lifestyle  

Consumption 

patterns  
Place  Promotion  

Consumer healthy 

lifestyle  
        

Consumption patterns  0.615       

Place  0.339 0.509     

Promotion  0.713 0.770 0.389   

 

Structural Model  

Hair et al. (2014) suggested the results of the structural model were obtained by using the 

bootstrapping procedure with 500 times of resampling. 

 

Figure 2 
Structural model 
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Direct relationship  

Assessment of the hypothesis (path coefficients), by examining the standard error, T-statistics 
and confidence interval (Hair et al., 2014), as shown in Table 4 indicated that the five hypotheses 

(H1, H2, H3, H4 and H5) were supported. 

Table 4  

Hypothesis testing direct relationship  

HYP 
Relationship    

B 

value  

Std 

error 

T 

value  

P 

Values 

Decision  R2 F2 

H1 Consumer 

healthy lifestyle 

-> 
Consumption 

patterns 

0.229 0.059 3.856 0.000 Supported 0.518 0.071 

H2 Place -> 
Consumer 

healthy lifestyle 

0.134 0.060 2.219 0.027 Supported   

H3 Place -> 
Consumption 

patterns 

0.235 0.044 5.303 0.000 Supported  0.098 

H4 Promotion -> 

Consumer 
healthy lifestyle 

0.532 0.040 13.407 0.000 Supported   

H5 Promotion -> 

Consumption 
patterns 

0.436 0.050 8.677 0.000 Supported  0.252 

 

Based on the analysis using Smart PLS 3,  the results exposed  that the consumption patterns  

are influenced by all driver factors, i.e. consume healthy lifestyle (b = 0.229, t = 3.856, p < 

0.001), place  and consumer healthy lifestyle (b=0.039, t=0.657, p < 0.001), place and 
consumption patterns (b=0.235, t=5.303, p < 0.001), promotion and consumer healthy lifestyle 

(b=0.532, t=13.407, p <0.001), and promotion and consumption patterns (b=0.436, t=8.677, p 

<0.001). 

The R2 value 51.8 per cent variations of consumption patterns are explained by the model 

consumer healthy lifestyle, promotion and place. The remaining 48.9 percent remains 

unexplained predictors, related to consumption patterns. The R2 value is above 0.26, and 

according to Cohen (1988), indicates a substantial model.  

The assessment of the effect sizes (f2) according to Cohen (1988), values above 0.35, 0.15, and 
0.02 are labelled as strong, moderate and weak. Table 4 showed the results of f2 in this study 

that all relationships were at “weak effect” for the H1 and H3, “medium effect” levels for H5. 

Indirect relationship 

Table 5 indicated the result of two indirect hypothesis, consumer lifestyle did not 

mediate between place and consumption patterns H6 (b=0.009, t=0.574, p=0.566). 

Consumer healthy lifestyle did mediate between promotion and consumption patterns 

H7 (b= 0.133, t=4.273, p=0.000) was supported. 
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Table 5 

Indirect relationship hypothesizes  
H   relationships B 

value  

Standard 

Deviation  

T 

Statistics  

P Value Decision  

H6 Place -> Consumer healthy lifestyle 
-> Consumption patterns  

0.031 0.018 1.710 0.088 Not supported  

H7 Promotion -> Consumer healthy 
lifestyle -> Consumption patterns  

0.122 0.031 3.985 0.000 supported 

 
 

LIMITATIONS AND RECOMMENDATIONS 

This study has a few methodological limitations that contribute in the following reasons.  First, 

the sample size used in this study derived from one province. It can to extend this study to other 

parts of Malaysia, and to other underdeveloped countries as well as other industries. Second, 
this study was quantitative method; thus, future research it can focus on qualitative method. 

Another suggestion. Finally, other variables can have influence on consumption patterns with 

mediating role of consumers’ healthy lifestyle. 

 

CONCLUSION 

The findings of this study can be generalized for Malaysia because it was conducted in the 

universities targeting lecturers. This model presented some important  findings which could be 

applied for utilization in research on a bigger scale. This finding could include the whole of 

Malaysia, especially for those who actively involved in consumption patterns of food habits. 

The main findings of this study that 36.5 % of the respondents that represented by the senior 
lecturers aged between 30 to 40. Moreover, the majority of has income more than rm 6000 

living in an urban area 

Promotion and Consumption Patterns  

The present study shows that the promotion factor is supported in consumption patterns. This 

finding is similar to past research that has shown a positive relationship between promotion and 

consumption patterns of healthy food (Indumathi & Dawood, 2016) 

The findings suggest that Food advertisements have a great effect on consumer’s preferences, 
and it has been consistently have shown that food advertisements can increase purchase, and 

consumption of the brands` advertised (Irfan et al., 2014). Thus, this research study aims to 

enhance in the different numbers of the studies on healthy food to provide a model on 

consumption patterns that contribute on Malaysian consumers. 

Place and Consumption Patterns  

This research concludes that the place factor is supports to consumption patterns of healthy 

food. The finding is consistent with past studies that  have shown  a positively significant  
relationship between place and consumption pattern of healthy food(Aggarwal et al., 2014; Al 

Kurdi, Barween & Hikmat, 2016; Boniface & Umberger, 2012). 

After reviewing the place factor items, Malaysian consumers tended to purchase healthy food 

from healthy food stores. The availability of healthy food stores nearby was found to increase 

the consumption of healthy food significantly. Also, stored with an appealing appearance and 

décor were found to increase the consumption of nutritious food (Boniface & Umberger, 2012) 

 Promotion and Consumer Healthy Lifestyle 

The study found that promotion was positively and significantly linked with a healthy lifestyle. 

The finding concurs with past studies (Cheah et al., 2015; Rojas-Rajs & Soto, 2013; Rakic & 
Rakic 2015). The result suggests that the popularity of healthy food stores that offer free home 
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delivery significantly influences a healthy lifestyle. Current nutritional advances focus less on 

treatments and more on the role of nutrients, plant nutrients and other food ingredients in 
promoting health and preventing cancer, and heart disease, among other health concerns (Cheah 

et al., 2015). 

Place and Consumer Healthy Lifestyle  

The present study finds a significant influence of place on healthy lifestyle (Borra & Orgel, 

2018; Jusoh & Ahmat, 2017; Rakic & Rakic 2015). The result of this study that place has 

influence on consumer healthy lifestyle. May be one of the reasons that Malaysian consumers 
are relying in ordering healthy food via different communication tools that may shows that 

retails of healthy food stores have influence on healthy lifestyle behaviour. For instance, Jusoh 

and Ahmet, (2017) findings on environment regarded as place factor that showed significant 

relationship with healthy lifestyle among household of Malaysian consumers. 

The Mediating Effect of Consumer Healthy Lifestyle on the relationship between 

Promotion and Consumption Patterns of Healthy Food. 

The findings of this study provide support for the mediating of consumer healthy lifestyle role. 
More specifically, consumers` healthy lifestyle underlies the relationship between promotion 

and consumption patterns. The result is consistent with past studies that found mediation of 

healthy lifestyle role (Blackwell et al., 2006; Hawkinks et al., 1998; Sulaiman., 2014). 

Promotion leads to healthy lifestyle, which in turn leads to consumption patterns of healthy 

food. Because the lifestyle of the population is usually more hectic in urban than in rural areas 

(Hawkinks et al., 1998), the promotion of quality and healthy food products is likely to 
encourage Malaysian consumers to adopt a healthy, and hence change their consumption pattern 

to support such a lifestyle. Overall, this means that the consumers` positive consumption 

patterns of healthy food can be determined by promotion if the consumers` are enthusiastic 
about undertaking a healthy lifestyle such as by eating natural food and taking health care of 

their health. 

The Mediating Effect of Consumers` Healthy Lifestyle on the relationship between Place 

and Consumption Patterns of Healthy Food for Malaysian Consumers. 

As indicated earlier in the results of this study, a healthy lifestyle does not mediate the 

relationship between place and consumption patterns of healthy food. The support for this 

finding is lacking (Sulaiman et al., 2014). The place is not perceived to be important by the 
respondents in this study, thus consumption patterns is not important to be boosted by place 

factor. 

The finding suggests that the accessibility of malls and supermarkets in urban areas do not 

determine whether Malaysian consumers are healthy lifestyle supporters or otherwise. Since 

chain supermarkets and farmers’ markets for Malaysian consumers in this study are not 

influencing to 4increase the consumption of healthy food, it can be difficult for residents to 

travel to locations where they can buy healthy foods like fruits and vegetables. 

Therefore, the Malaysian consumers were not affected by the distance and availability of 
healthy food product store, or Malls market in their area, which is not significant to increase the 

consumption patterns towards healthy food. Thus, the online purchase and consumption of the 

product, the place as marketing components is becoming less significant to consumer. However, 
the significant of the promotion to the consumption seems is an essential approach in marketing 

that influence Malaysian consume to increase their consumption towards healthy food. 

Similarly, the change in the lifestyle on Malaysian consume were a crucial element to increase 

their consumption towards healthy food patterns.   
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