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ABSTRACT

Nowadays consumers tend to substitute their habits in consuming
cow milk into soy milk since it has reliability on health issue, taste,
and healthy lifestyle. Referencing to prior researches, health
consciousness and main theory of planned behavior (TPB) factors
including attitude, subjective norms, and perceived behavioral control
significantly influence consumer purchase intention. Researchers
aimed to analyze health consciousness influence toward consumer
purchase intention to cow milk and soy milk and formulate
managerial implications to escalate consumer purchase intention to
cow milk and soy milk. This research was conducted in Jakarta, Bogor,
Depok, Tangerang, and Bekasi (Jabodetabek) area from October
2023 until April 2024 with 300 respondents. Researchers used
voluntary response sampling as sampling method. Analysis methods
used by researchers were descriptive analysis, structural equation
modelling-partial least square (SEM-PLS) analysis, and importance-
performance matrix (IPMA) analysis. Results showed that health
consciousness doesn’t influence purchase intention to cow milk
significantly yet influences purchase intention to soy milk significantly.
Otherwise trust, attitude, subjective norms, and perceived behavioral
control influence purchase intention to both milks significantly.
Furthermore, consumer purchase intention toward cow milk and soy
milk can be escalated through improving performances of trust and
subjective norms. For trust, producer needs to promote producer
reputation, keep up the production standards, and design
informative and attractive packaging. For subjective norms, producer
needs to conceptualize informative and attractive advertising,
conducting sales promotion, public relation, personal selling, and
direct marketing.
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INTRODUCTION

The existences of economic growth and
consciousness for healthy lifestyle create
a changing in consumption behavior and
causing the daily need and demand for foods
is escalating (Rusdiana & Maesya, 2017;
Widyaningsih et al., 2017). One of healthy
food that most people need for daily
consumption is milk and usually people know
milk as liquid that comes from ruminants
like cow or goat. As for the daily need,
animal-based milk evidently contains many
nutrients which are beneficial for human
body such as protein, fat, sugar, energy,
calcium, and many more (Smith et al., 2022).
However, the percentage of Indonesian who
consume milk is still under the decent rate
as shown by the collected data from
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Health Services, Ministry of Agriculture,
Republic of Indonesia (Indonesian: Direktorat
Jenderal Peternakan dan Kesehatan Hewan,
Kementerian Pertanian Republik Indonesia
or DJPKH Kementan Rl) in Figure 1.

Referencing Figure 1 above, it’s clear that
during 2018 until 2022 the percentage of
Indonesian who consume milk hasn’t
reached out 50% at that time and the trend
tends to decrease annually. One of the
reasons is because consumers tend to
consume soy milk instead of cow milk in
order to fulfil their health concern, taste,
and healthy lifestyle (Ammann et al., 2023;
Haas et al., 2019; Wolf et al., 2020). It’s
supported by data in Figure 2 that health
and taste have the highest percentage among
other reasons that encourage Indonesian

people to pick plant-based product.
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Figure 1. Percentage of Indonesian Who Consume
Milk on 2018-2022
(Source: DJIPKH Kementan RI, 2023)
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Figure 2. Percentage of Reasons Encouraging Indonesian People to
Pick Plant-Based Product on 2021
(Source: Rakuten Insight, 2022)

Meanwhile, soy milk is plant-based milk
that contains various beneficial nutrients for
human body such as fat, sugar, carbohydrate,
protein, and many more so it will not be lack
of benefit compared with animal-based
milk (Pérez-Rodriguez et al., 2023; Redan
et al., 2023). It can be proven by data
showing comparison of nutrients average
among several types of milk as shown in
Table 1.

As seen in Table 1, it seems clear that soy
milk has several predominance among other
types of milk since it contains high amount
of protein, sugar, carbohydrate, energy, and
calcium but never moderate in fat compared
with other types of milk. In addition, soy milk
is one of the alternative foods that can be
consumed for people who are allergic to
lactose and protein contained in cow milk

or other animal-based milks (Desfita et al.,

Table 1. Comparison of Content Average among Milks

Content Average Type of Milk Al 3 Cash
. . . . mon ashew
per 100 mL UHT Milk  Fresh Milk  Oat Milk  Soy Milk Milk Milk
Energy (Kal) 64 63 55 53 29 24
Protein (g) 3.6 3.5 1.1 3.2 0.8 0.5
Total fat (g) 3.5 3.4 2.1 2.4 1.9 1.5
Carbohydrate (g) 4.7 4.8 7.8 4.4 2.5 2.2
Sugar (g) 4.7 4.8 3.2 2.6 1.8 1.5
Calcium (mg) 127 123 99 108 101 120

Source: Smith et al. (2022)
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2020; Rosana et al., 2023). As mentioned
on previous empirical studies, soy milk has
several efficacies to human body including
decreasing blood pressure, decreasing blood
sugar levels, decreasing total cholesterol in
blood, and increasing amount of breast milk
on pregnant woman (Andika, 2019; Febrianto
& Prihatin, 2016; Puspitasari, 2018; Yulianto
et al., 2021). Based on previous findings,
the decrease of cow milk consumption
among Indonesian people due to soy milk
benefits and several allergens contained in
animal-based milk is reasonable. People
modern are getting conscious that food is
the main source for getting beneficial
nutrients for fuelling human body, instead
for only reducing the hunger (Nurul, 2018).

Referring to several empirical studies years
earlier, health consciousness evidently had
significant influence in forming a person’s
purchase intention toward a product (Chang &
Chen, 2022; Devi et al., 2023; Hoang Yen &
Hoang, 2023; Jung et al., 2020; Kaur et al.,
2023; Pacho, 2020; Pienwisetkaew et al.,
2022; Rahamat et al., 2022; Situmorang et
al., 2022; Wong et al., 2021). It can be
concluded that enhancement of health
consciousness will be impactful on person’s
preference in purchasing a product.
Additionally, several empirical studies found
that a person’s purchase intention toward
a product can be influenced by several
factors including attitude, subjective normes,

and perceived behavioral control which were
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developed by Icek Ajzen on 1991, called as
theory of planned behavior (TPB) (Cammarelle
et al., 2021; Carfora et al., 2019; Farid et
al., 2023; Lim & Goh, 2019; Lim & An, 2021;
Natarajan etal., 2022; Pandey et al., 2021).
Ajzen (1991) in his research expressed that
intention on a person denotes as a form of
desire that can influence self-motivation to
realize a behavior. The bigger the intention,
the bigger the probability to become a

behavior.

However, there’s no existence or evidence
of research that exclusively analyses the
comparison of health consciousness and
main TPB factors influences toward purchase
intention to cow milk and soy milk in
Indonesia to date. Then, it’s important to
acknowledge that a research is needed to
investigate the comparison of health
consciousness and main TPB factors
influences toward consumer purchase
intention to cow milk and soy milk, so that
the information obtained can be useful as
consideration for market practitioners to
escalate consumer purchase intention
toward cow milk and soy milk. Therefore,
to fulfil the research gap, this research
intends to examine the comparison of health
consciousness and other variables influences
toward purchase intention to cow milk and
soy milk. Thus, this research aims to generate
two results as follows: first, analyzing the
comparison of health consciousness and

other variables influences toward purchase
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intention to cow milk and soy milk. Second,
formulating managerial implications to
escalate consumer purchase intention
toward cow milk and soy milk. This research
also gives theoretical implication which is
enrichment of extended application of theory
of planned behavior, while for practical
implication is providing guidance for cow milk
and soy milk producers to escalate consumer
purchase intention toward cow milk and soy

milk.
RESEARCH METHODS
Research Location

This research was conducted from October
2023 to April 2024 and purposively chosen
in Jakarta Province, West Java Province
including Bogor, Depok, and Bekasi, and
Banten Province which is Tangerang or well-
known as Jabodetabek area since it is known
as the biggest metropolis of Indonesia and
the most strategic marketing location for food
industry practitioners for its density and
heterogeneity of the population. Research
objects are cow milk and soy milkin either liquid
or powder form that is generally sold in all
over stores or markets and appropriate to

be consumed by people at least 15 years old.
Research Samples

Voluntary response sampling was used to
help researchers collect participation from
respondents without any coercion and under
their voluntary desire (Andrews et al., 2022;

Ivarson et al., 2022). Qualifications for

being research samples are: (1) domiciled in
Jabodetabek area, (2) at least 15 years old
to date, and (3) familiar with cow milk and
soy milk. Those qualifications aren’t
exclusively for people who regularly consume
cow milk and soy milk yet also for people
who haven’t consumed both milks in advance,
as this research only aims to analyze
intention, not behavior. Total sample is
determined by multiplication (x) of entire
model parameters with 5 (Bentler & Chou,
1987). Total respondent of this research is
300 participants.

Data Analysis Methods

Data were collected through Googleform
guestionnaire. Microsoft Excel and SmartPLS
3 were used as data analysis tools for
descriptive analysis, structural equation
modelling-partial least square (SEM-PLS)
analysis, and importance-performance
matrix analysis (IPMA) analysis.

SEM-PLS was used to analyze the correlation
of exogenous and endogenous variables.
Validity and reliability were firstly evaluated.
Research model can be stated as valid if loading
factor (LF) >0.7 and average variance extracted
(AVE) >0.5 (Hair et al., 2014; Lim & Goh,
2019). Research modelis reliable if composite
reliability (CR) >0.8 (Lim & An, 2021). Inner
model evaluation was concentrated at t-
statisticand p-value. Every path has significant
influence if t-statistic exceeds critical values
of 2.57 (1% significance level), 1.96 (5%

significance level), or 1.65 (10% significance
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level) (Hair et al., 2014). Exogenous variables
are trust and health consciousness.
Endogenous variables are TPB factors
including attitude, subjective norms,
perceived behavioral control, and purchase
intention. Entire indicators and variables

are completely presented in Table 2.

Furthermore, research analysis model for

both milks is wholly illustrated in Figure 3.

This research proposed following hypotheses:

H1: Enhancement on health consciousness
will escalate purchase intention toward
cow milk and soy milk.

H2: Enhancement on trust will escalate
purchase intention toward cow milkand
soy milk.

H3: Enhancement on attitude will escalate
purchase intention toward cow milk and

soy milk.

Table 2. Variables and Indicators

Variable and Indicator Code Reference
Trust
Trust to producer X11  Chang & Chen (2022); Lim & Goh

Trust to health claim X12  (2019); Pienwisetkaew et al. (2022)
Trust to safe consumption X13
Health Consciousness
Curious about health condition X21  Chang & Chen (2022); Pienwisetkaew
Responsible to food choice X22  etal. (2022); Rahamat et al. (2022)
Aware to health condition X23
Attitude
Feel pleased Y11  Lim & Goh (2019); Pienwisetkaew et
Consuming is wise choice Y12  al. (2022)
Feel satisfied Y13
Healthy and safe to consume Y14
Wish to consume Y15
Subjective Norms
Family support Y21  Farid et al. (2023); Koay & Cheah
Friend support Y22  (2023); Lim & Goh (2019)
Important person support Y23
Perceived Behavioral Control
Easy to consume Y31 Lim & Goh (2019); Pienwisetkaew et
Capable to consume Y32  al. (2022)
Capable to self-control Y33
Purchase Intention
Intend to purchase Y41  Farid et al. (2023); Lim & Goh (2019)
Plan to purchase Y42
Purchase for health reason Y43
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H4: Enhancement on subjective norms will
escalate purchase intention toward cow
milk and soy milk.

H5: Enhancement on perceived behavioral
control will escalate purchase intention
toward cow milk and soy milk.

H6: Power of health consciousness influence
toward purchase intention to soy milk
is higher than cow milk.

Lastly, IPMA was used to generate importance
and performance scores from variables that
help researchers formulating managerial
implications (Hair et al., 2014). Importance
score is from total effect score while
performance score is from average variable

score.

X1

X12 —
X13
TRUST

HEALTH
COMSCIOUSME
5

Referring to Table 3, the division of respondent
domicile is relatively balanced. Every
Jabodetabek area at least acquired 30
respondents (20%). Besides, the majority of
respondents are female (57%) instead of
male (43%). Respondents are considered as
educated people and most of respondents’
educational background are bachelor’s
degree (61%). Approximately 37% of
respondents are employees on private
sectors. In addition, it was almost quarter
(21%) of respondents that have income in
the range of 4,000,000<Xd"”5,000,000 IDR
per month. For final aspect of characteristics,
respondents with marital status of married
are dominant in this research (59%) compared
to single (41%).

1

e
Y12 \‘ Y41
_-—-”—H-.
Y13 —|.<. Y42
Y14 / Y43

PURCHASE
Y135 NTENTION

Figure 3. Research Analysis Model
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Table 3. Characteristics of Respondents

Characteristic Amount Percentage
(n) (%)
Domicile
Jakarta 30 20
Bogor 30 20
Depok 30 20
Tangerang 30 20
Bekasi 30 20
Age (Years Old)
15-24 49 33
25-34 22 15
35-44 16 11
45-54 25 17
55-64 38 25
Gender
Male 64 43
Female 86 57
Educational Background
Junior high school 1 1
Senior high school 37 25
Bachelor’s degree 92 61
Master/doctoral degree 20 13
Occupation
Student 31 21
Civil servant 16 11
Private employee 56 37
Entrepreneur 16 11
Retired 9 6
Unemployed 12 8
Other 10 7
Income per Month (IDR)
<1,000,000 24 16
1,000,000<X<2,000,000 14 9
2,000,000<X<3,000,000 9 6
3,000,000<X<4,000,000 10 7
4,000,000<X<5,000,000 32 21
5,000,000<X<6,000,000 6 4
6,000,000<X<7,000,000 9 6
7,000,000<X<8,000,000 8 5
8,000,000<X<9,000,000 4 3
9,000,000<X<10,000,000 17 11
>10,000.000 17 11
Marital Status
Married 89 59
Single 61 41

Source: Primary data (2024)

Respondent Purchase Characteristics
toward Cow Milk and Soy Milk

Secondly, whole respondents are characterized
again into several aspects of cow milk and soy
milk purchase behavior. The characterization
is purposively observed to understand about

respondent characteristics in purchasing
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cow milk and soy milk in all over stores or
markets all this time, so that researchers
are able to analyze several aspects that
encourage the consumption of both milks.
Respondent purchase characteristics
toward cow milk and soy milk is presented

in Table 4 as follows.
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Regarding Table 4 above, cow milk and soy
milk in liquid form are most respondent’s
choice compared to powder form. Cow milk
in liquid form is selected by 87 percent of
respondents, while soy milk in liquid form
is selected by 97 percent of respondents.
As for the consumption frequency, 40
percent of respondents dominantly consume
cow milk for several times a week while 30

percent of respondents decide to consume

soy milk for several times a year. In that
case, it isimplied that respondent’s passion
is still concentrated on cow milk rather than
soy milk. Regarding information resource,
almost half of respondents (45%) obtain
information about cow milk from social
media, while as many as 41 percent of
respondents acquire soy milk information
from their families. Among several reasons,

47 percent of respondents consume cow

Table 4. Respondent Purchase Characteristics toward Cow Milk and Soy Milk

Cow Milk Soy Milk
Characteristic Amount Percentage Amount Percentage

(n) (%) (n) (%)
Form of Milk
Liquid 130 87 145 97
Powder 20 13 5 3
Consumption Frequency
Always consume 19 13 4 3
Several times a week 60 40 25 17
Several times a month 35 23 39 26
Several times a year 13 9 45 30
Once or twice a month 19 13 32 21
Other 4 3 5 3
Source of Information
Family 63 42 62 41
Friend 8 5 18 12
Social media 67 45 57 38
Other 12 8 13 9
Consumption Reason
Desire in trying food trend 3 2 36 24
Believe in product’s health benefit 62 41 65 43
Taste better 71 47 20 13
Other 14 9 29 19
Milk Spending per Year (IDR)
<1,000,000 122 81 144 96
1,000,000<X<2,000,000 16 11 5 3
>2,000,000 12 8 1 1

Source: Primary data (2024)
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milk because it tastes better while
dominantly 43% of respondents consume
soy milk as manifestation for their beliefs
in plant-based products’ health benefits.
Approximately d”1,000,000 IDR per year is
spent by respondents for consuming cow
milk (81%) and soy milk (96%) respectively.

Validity and Reliability Test

Validity and reliability are acquired by
observing and evaluating outer model
results such as LF, CA, CR, and AVE scores.
Outer model results are generated by PLS
Algorithm feature in SmartPLS. Outer model

results are completely shown in Table 5.

Table 5. Outer Model Results

Cow Milk Soy Milk
Variable and Indicator
LF AVE CR CA LF AVE CR CA
Trust 0.712 0.881 0.797 0.711 0.881 0.797
Trust to producer 0.830 0.834
Trust to health claim 0.873 0.860
Trust to safe consumption 0.826 0.835
Health Consciousness 0.747 0.899 0.833 0.742 0.895 0.833
Curious about health condition 0.846 0.767
Responsible to food choice 0.867 0.904
Aware to health condition 0.880 0.905
Attitude 0.651 0.903 0.866 0.683 0.915 0.884
Feel pleased 0.836 0.841
Consuming is wise choice 0.763 0.837
Feel satisfied 0.795 0.841
Healthy and safe to consume 0.766 0.752
Wish to consume 0.869 0.857
Subjective Norms 0.849 0.944 0.912 0.875 0.955 0.929
Family support 0.911 0.929
Friend support 0.922 0.938
Important person support 0.930 0.940
Perceived Behavioral Control 0.641 0.842 0.726 0.709 0.880 0.797
Easy to consume 0.871 0.845
Capable to consume 0.708 0.849
Capable to self-control 0.813 0.831
Purchase Intention 0.762 0.906 0.844 0.805 0.925 0.876
Intend to purchase 0.905 0.929
Plan to purchase 0.886 0.948
Purchase for health reason 0.826 0.808

Notes: LF=loading factor, CA=Cronbach’s alpha, CR=composite reliability, AVE=average variance extracted.

Source: Primary data (2024)
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In Table 5, loading factor scores are acquired
from outer loading scores in SmartPLS, and
it shows that loading factor scores from
whole indicators of each type of milk have
exceeded 0.7 hence the research models are
stated as valid. Hair et al. (2014) expressed
that the outer loading scores should be above
the critical value of 0.7. Meanwhile, validity
can be measured by concerning about AVE
scores, and referring whole latent variables
of each type of milk which has surpassed 0.6,
the models are found to be valid. According
to Lim & Goh (2019) research, they used
0.5 as the threshold for AVE scores in order
to determine the model status of discriminant
validity. Sourcing to Table 5, research models
are considered as reliable since whole latent
variables of each type of milk have surpassed
composite reliability scores of 0.8. It is
supported by prior research that the threshold
for reliability is 0.5 (Lim & An, 2021).

Influence of Health Consciousness and
Other Variables toward Purchase Intention

After evaluation of the research outer models

earlier, this section is moderately similar and

centralized on evaluating inner model results
which are relationship between variables, and
better known as path of research variables.
The evaluation is focused on two aspects
including t-statistic and p-value which are
obtained by Bootstrapping feature in SmartPLS.
Inner model results are presented in Table

6 as follows.

Significance level that is specified by this
research was 1 percent, hence path of
research variables can be declared as
possessing significant influence when p-
value does not exceed 0.01 and t-statistic
surpasses critical value of 2.57 (Hair et al.,
2014). Referencing to previous measurement
of significance level, it can be concluded
that for cow milk analysis, entire variables
have significant influences toward purchase
intention, yet health consciousness is found
to be the only variable that does not influence
purchase intention significantly. At the same
time, it is slightly different for soy milk analysis
that purchase intention is found to be

significantly influenced by entire variables.

Table 6. Inner Model Results

Cow Milk Soy Milk
Path Total . Total L.
T-stat P-value Decision T-stat P-value Decision
Effect Effect
TR = PI 0.172*** 3588  0.000 Accepted 0.160*** 3,177  0.002 Accepted
HC - PI 0.066 1.248 0.212 Rejected 0.160***  2.966 0.003 Accepted
AT > PI 0.489*** 5225  0.000 Accepted 0.322*** 3395  0.001 Accepted
SN = PI 0.226***  3.653 0.000  Accepted 0.134*** 2,604 0.009 Accepted
PB - PI 0.182*** 3514  0.000 Accepted 0.155*** 2,988 0.003 Accepted

Notes: (1) TR=trust, HC=health consciousness, AT=attitude, SN=subjective norms, PB=perceived behavioral
control, Pl=purchase intention. (2) ***P<0.01; **P<0.05; *P<0.1.
Source: Primary data (2024)
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For cow milk analysis, health consciousness
does not have significant influence toward
purchase intention since its t-statistic and
p-value do not meet the threshold requirement
of 1 percent significance level. It is similarly
occurred with Hoque et al. (2018) who
remarkably found that purchase intention
was not influenced by health consciousness
significantly. This phenomenon is obviously
determined by market condition that
consumers tendency to substitute their
habits in consuming cow milk into soy milk
since it has reliability on health issue, taste,
and healthy lifestyle (Ammann et al., 2023;
Haas etal., 2019; Wolf et al., 2020). Moreover,
thereis a part of consumers who restricted
to consume cow milk since they are allergic
to some kind of nutrients like lactose and
protein contained in cow milk or any other
animal-based milk (Desfita et al., 2020;
Rosana et al., 2023). However, for soy milk
analysis, health consciousness evidently
has significant influence toward purchase
intention referring t-statistic and p-value
successfully reach out the threshold
requirement of 1 percent significance level.
This finding is contradictory with prior
empirical study that rejected about the
existence of health consciousness significant
influence toward purchase intention on a
product (Hoque et al., 2018). Therefore, the
enhancement of consumers health
consciousness does not escalate consumers

purchase intention toward cow milk, yet it
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will escalate their purchase intention toward
soy milkinstead. Besides, health consciousness
for cow milk (p=0.212, t=1.248) has lower
t-statistic dan p-value compared to soy milk
(p=0.003, t=2.966) thus it is confirmed that
the power of health consciousness influence
on soy milk is higher than cow milk.
Consequently, hypothesis one (H1) is
rejected and hypothesis six (H6) is accepted.

Findings shows that trust significantly
influences purchase intention toward cow
milk (p=0.000, t=3.588) and soy milk (p=0.002,
t=3.177). These finding is consistent with
few empirical researches that sentenced
trust had significant influence to purchase
intention (Anisimova, 2016; Carfora et al.,
2021). Therefore, if consumers’ trust is getting
bigger to cow milk and soy milk then they
will have stronger tendency to purchase cow
milk and soy milk sooner or later, which means
that hypothesis two (H2) is obviously accepted.

Purchase intention toward cow milk and soy
milk is found to be significantly influenced
by attitude. It is determined by t-statistic
and p-value for cow milk (p=0.000, t=5.225)
and soy milk (p=0.001, t=3.395) that reach
out the threshold requirement. Several
previous findings acknowledged that
attitude had significant influence on
purchase intention (Farid et al., 2023; Lim
& Goh, 2019; Pienwisetkaew et al., 2022).
Thus, the more positive consumers attitude
toward cow milk and soy, the more they will

have intention to purchase cow milk and soy
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milk eventually. Referring that statement,
hypothesis three (H3) is accepted.

As expected, this research proves that
subjective norms significantly influence
purchase intention toward cow milk (p=0.000,
t=3.653) and soy milk (p=0.009, t=2.604).
This finding is similar with other researches
that admitted the existence of significant
influence between subjective norms and
purchase intention (Cammarelle etal., 2021;
Chang & Chen, 2022; Pienwisetkaew et al.,
2022). It means that the more consumers’
close people understand and approve cow
milk and soy milk consumption habits, the
more willing they are to purchase cow milk
and soy milk. Thus, hypothesis four (H4) is

accepted.

As for the influence of perceived behavioral
control toward purchase intention, it shows

that perceived behavioral control significantly

Perceived
Behavioral Control
R?2=0.274
79.333

Health
Consciousness
80.083

0.024

Subjective Norms
R?=0.002
58.389

0.452%***

influences purchase intention toward cow
milk (p=0.000, t=3.514) and soy milk
(p=0.003, t=2.988). This finding is identic
with findings from empirical researches
before that purchase intention was
significantly influenced by perceived
behavioral control (Lim & Goh, 2019; Lim &
An, 2021; Pienwisetkaew et al., 2022). This
indicates that when consumers have full
control in deciding their consumption for
cow milk and soy milk, the greater is the
level of the purchase intention. Moreover,
nowadays cow milk and soy milk can be
easily obtained from stores and even soy
milk can be produced independently in the
house (Cardello et al., 2022; Qin et al., 2022;
Smith et al., 2022). Thus, hypothesis five
(H5) is strongly accepted. In short, research
model result for cow milk can be seen in

Figure 4.

0.369***

Purchase
Intention
R?=0.556
69.611

Attitude
R?=0.413
71

0.458%**

***p<0.01; **P<0.05; *P<0.1
: Significant path
————— : Non-significant path

Figure 4. Research Model Result for Cow Milk

183



AGRIC Vol. 36, No. 2, December 2024: 171-190

Meanwhile, research model result for soy
milk is illustrated in Figure 5.

Perceived
Behavioral Control
R2=0.347
73.111

0.458%***

0.235%**

Health
Consciousness
80.083

Subjective Norms
R?=0.018
50.389

0.483%**

0.446%**

Purchase
Intention
R?2=0.575
61.667

Attitude
R?2=0.514
65.6

0.573%**

***¥p<0.01; **P<0.05; *P<0.1
: Significant path
----- : Non-significant path

Figure 5. Research Model Result for Soy Milk

Formulation of Managerial Implications

For this section, evaluation is concerned
toward IPMA analysis results including
importance score and performance score
from every variable as the measurement for
formulation of managerial implications to
escalate consumer purchase intention
toward cow milk and soy milk in general.
Importance score and performance score of
every variable are generated from IPMA

analysis feature in SmartPLS. As the reminder,

importance score is obtained from total
effect score of every variable while
performance score is from average variable
score, therefore both scores are completely
different aspects. Mean score fromimportance
and performance results are calculated and
appointed as threshold to determine every
variable score level. Importance-performance
results of exogenous variables are shown
in Table 7.

Table 7. Importance-Performance Scores for Exogenous Variables

] Cow Milk Soy Milk
Variable
Importance Performance Importance Performance
Trust 0.172 76.833 0.160 73.333
Health consciousness 0.066 80.083 0.160 80.083
Mean 0.119 78.458 0.160 76.708

Source: Primary data (2024)

184



The Comparison of Health Consciousness Influence toward Purchase Intention to Cow Milk and Soy Milk |

Aditya Perdana Putra, Harianto, Harmini

For cow milk analysis, trust has the highest
importance score (0.172) compared to mean
of exogenous variables importance scores
(0.119) and has the lowest performance
score (76.833) compared to mean of
exogenous variables performance scores
(78.458). For soy milk analysis, trust also
has high importance score (0.160) and has
the lowest performance score (73.333)
compared to mean of exogenous variables
performance scores (76.708). Hence trust
variable needs to be chosen as variable
priority to be improved in order to escalate
consumer purchase intention toward cow
milk and soy milk. Consumer trust can be
enhanced by promoting or being transparent
for cow milk and soy milk producer’s
credibility’s and reputations, maintaining
nutrition standard or the quality of every
product, designing cow milk and soy milk
packaging with creative and informative
concepts such as additional information of
nutrition facts, ingredients, efficacies, and
certifications or labels from authorized
institutions (Anisimova, 2016; Carfora et al.,
2019; Chang & Chen, 2022; Nugraheni,
2018). As for the certification, Fitri et al.
(2023) expressed that certification is useful

to maintain and guarantee the quality of a
product. Furthermore, importance-performance
results for endogenous variables alias TPB
factors can be seen in Table 8.

Based on Table 8, cow milk and soy milk
analysis repeatedly have a similarity that
for cow milk analysis, subjective norms have
high importance score (0.458) compared to
mean of endogenous variables importance
scores (0.439) and has the lowest
performance score (58.389) compared to
mean of endogenous variables performance
scores (68.861). For soy milk analysis,
subjective norms have the highestimportance
score (0.573) compared to mean of
endogenous variables importance scores
(0.448) and has the lowest performance
score (50.389) compared to mean of
exogenous variables performance scores
(61.750). It indicates that subjective norms
variable also needs to be concerned by
producers of cow milk and soy milk as the
priority in order to escalate consumer
purchase intention toward cow milk and soy
milk. Enhancement of subjective norms by
producers of cow milk and soy milk can be
obtained through the spread of product

information’s from one person to another

Table 8. Importance-Performance Scores for Endogenous Variables

. Cow Milk Soy Milk
Variable
Importance Performance Importance Performance
Attitude 0.369 71 0.350 65.6
Subjective norms 0.458 58.389 0.573 50.389
Perceived behavioral control 0.489 79.333 0.322 73.111
Mean 0.439 68.861 0.448 61.750

Source: Primary data (2024)
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or commonly called as word-of-mouth
(WOM) marketing. Cow milk and soy milk
producers can conceptualize attractive and
informative about product superiority,
besides cow milk and soy milk producers
still need to execute other promotion mix
efforts such as sales promotion, personal
selling, public relation, and direct marketing
toward consumers (Dewa et al., 2022;
Wahyuningsih, 2020). Referring to Lantarsih
et al. (2023), the researchers stated a
supportive information that promotion
needs to be massive for every channel and
every effort because it is aimed to increase
consumer conscious and awareness toward
the product.

CONCLUSION AND RECOMMENDATION

Entire variables significantly influence
purchase intention toward cow milk and soy
milk except health consciousness, hence H1
is rejected while H2, H3, H4, H5, and H6 are
accepted. Recommendation for cow milk
and soy milk producers to escalate consumer
purchase intention toward cow milk and soy
milk is based on IPMA analysis results that
is concerning efforts on improving priority
variables, including trust and subjective
norms. Consumer trust can be improved by
maintaining production standards, creative
and informative packaging, and producer
credibility. Subjective norms can be
improved by informative advertising, personal

selling, public relation, and direct marketing.

186

REFERENCES

Ajzen, 1.1991. The Theory of Planned Behavior.
Organizational Behavior and Human
Decision Processes. 50(2): 179-211.
https://doi.org/https://doi.org/
10.1016/0749-5978(91)90020-T.

Ammann, J., Grande, A., Inderbitzin, J., &
Guggenbuhl, B. 2023. Understanding
Swiss Consumption of Plant-Based
Alternatives to Dairy Products. Food
Quality and Preference. 110. https://
doi.org/10.1016/j.foodqual.2023.
104947.

Andika, M. 2019. Pengaruh Konsumsi Susu
Kedelai terhadap Kolesterol Total pada
Penderita Hiperkolesterolemia di
Wilayah Kerja Puskesmas Lubuk Buaya
Padang. Menara IImu. 13(3): 99—
105.https://doi.org/10.33559/
mi.v13i3.1224.

Andrews, K., Ayers, S., & Williams, L. R. 2022.
The Experience of Fathers during The
Covid-19 UK Maternity Care Restrictions.
Midwifery. 113. https://doi.org/10.
1016/j.midw.2022.103434.

Anisimova, T. 2016. Integrating Multiple
Factors Affecting Consumer Behavior
Toward Organic Foods: The Role of
Healthism, Hedonism, and Trust in
Consumer Purchase Intentions of
Organic Foods. Journal of Food
Products Marketing. 22(7): 809-823.
https://doi.org/10.1080/
10454446.2015.1121429.

Bentler, P. M., & Chou, C. P. 1987. Practical
Issues in Structural Modeling.
Sociological Methods & Research.
16(1): 78-117. https://doi.org/10.1177/
0049124187016001004.



The Comparison of Health Consciousness Influence toward Purchase Intention to Cow Milk and Soy Milk |

Aditya Perdana Putra, Harianto, Harmini

Cammarelle, A., Viscecchia, R., & Bimbo, F.

2021. Intention to Purchase Milk
Packaged in Biodegradable Packaging:
Evidence from ltalian Consumers.
Foods. 10(9). https://doi.org/10.3390/
foods10092068

Cardello, A. V., Llobell, F., Giacalone, D.,

Roigard, C. M., & Jaeger, S. R. 2022.
Plant-Based Alternatives Vs Dairy Milk:
Consumer Segments and Their Sensory;,
Emotional, Cognitive and Situational
Use Responses to Tasted Products.
Food Quality and Preference. 100.
https://doi.org/10.1016/j.foodqual.
2022.104599.

Carfora, V., Cavallo, C., Caso, D., Del Giudice,

T., De Devitiis, B., Viscecchia, R.,
Nardone, G., & Cicia, G. 2019. Explaining
Consumer Purchase Behavior for
Organic Milk: Including Trust and Green
Self-ldentity within The Theory of
Planned Behavior. Food Quality and
Preference. 76. 1-9. https://doi.org/
10.1016/j.foodqual.2019.03.006.

Carfora, V., Cavallo, C., Catellani, P., Giudice,

T. Del, & Cicia, G. 2021. Why Do
Consumers Intend to Purchase Natural
Food? Integrating Theory of Planned
Behavior, Value-Belief-Norm Theory,
and Trust. Nutrients. 13(6). https://
doi.org/10.3390/nu13061904.

Chang, M. Y., & Chen, H. S. 2022. Consumer

Attitudes and Purchase Intentions in
Relation to Animal Welfare-Friendly
Products: Evidence from Taiwan.
Nutrients. 14(21). https://doi.org/
10.3390/nu14214571.

Desfita, S., Sari, W., Yusmarini, & Pato, U.

2020. Susu Fermentasi Kedelai dan
Madu Potensi untuk Meningkatkan

Kesehatan Tulang Wanita Menopause.
Deepublish.

Devi, K., Singh, G., Roy, S. K., & Clg, J. 2023.
Determinants of Organic Food Purchase
Intention: The Moderating Role of
Health Consciousness. British Food
Journal. 125(11): 4092-4122. https://
doi.org/10.1108/BFJ-03-2023-0220.

Dewa, C. B., Pradiatiningtyas, D., & Safitri, L.
A. 2022. Perilaku Konsumen dan
Strategi Pemasaran. Expert.

Ditjen Peternakan dan Kesehatan Hewan
Kementan RI. 2023. Statistik Peternakan
dan Kesehatan Hewan 2023. Direktorat
Jenderal Peternakan dan Kesehatan
Hewan Kementerian Pertanian
Republik Indonesia.

Farid, M. S., Cavicchi, A., Rahman, M. M.,
Barua, S., Ethen, D. Z., Happy, F. A.,
Rasheduzzaman, M., Sharma, D., &
Alam, M. J. 2023. Assessment of
Marketing Mix Associated with
Consumer’s Purchase Intention of Dairy
Productsin Bangladesh: Application of an
extended theory of planned behavior.
Heliyon. 9(6).https://doi.org/10.1016/
j.heliyon.2023.e16657.

Febrianto, D. N., & Prihatin, S. 2016. Pengaruh
Pemberian Susu Kedelai terhadap
Kadar Glukosa Darah Penderita
Diabetes Melitus Tipe 2. Jurnal Riset
Gizi. 4(1): 69-73. https://doi.org/
10.31983/jrg.v4i1.4291.

Fitri, I, Maryunianta, Y., Barus, R., & Supriana,
T.2023. Analysis of Difference in Sales
Price of Arabica Coffee Certified by
Sustainable Agriculture Institutes
Rainforest Alliance and Fairtrade in
Central Aceh (Case Study of Rahmat

187



AGRIC Vol. 36, No. 2, December 2024: 171-190

Kinara Multi-purpose Cooperative).
AGRIC. 35(1): 61-72. https://doi.org/
10.24246/agric.2023.v35.i1.p61-72.

Haas, R., Schnepps, A., Pichler, A., & Meixner,
0. 2019. Cow Milk Versus Plant-Based
Milk Substitutes: A Comparison of
Product Image and Motivational
Structure of Consumption. Sustainability
(Switzerland). 11(18). https://doi.org/
10.3390/s5u11185046.

Hair, J. F,, Hult, G. T. M., Ringle, C. M., & Sarstedt,
M. 2014. A Primer on Partial Least
Squares Structural Equation Modeling
(PLS-SEM). Sage Publications, Inc.

Hoang Yen, N. T., & Hoang, D. P. 2023. The
Formation of Attitudes and Intention
towards Green Purchase: An Analysis
of Internal and External Mechanisms.
Cogent Business and Management.
10(1).https://doi.org/10.1080/
23311975.2023.2192844.

Hoque, M. Z., Nurul Alam, M., & Nahid, K. A.
2018. Health Consciousness and Its
Effect on Perceived Knowledge, and
Belief in The Purchase Intent of Liquid
Milk: Consumer Insights from an
Emerging Market. Foods. 7(9). https://
doi.org/10.3390/foods7090150.

Ivarson, J., Hermansson, A., Meister, B.,
Zeberg, H., Bolander Laksov, K., &
Ekstrom, W. 2022. Transfer of Anatomy
during Surgical Clerkships: An
Exploratory Study of a Student-Staff
Partnership. International Journal of
Medical Education. 13: 221-229.
https://doi.org/10.5116/
ijme.62eb.850a.

Jung, S. E., Shin, Y. H,, Severt, K., & Crowe-
White, K. M. 2020. Determinants of a

188

Consumer’s Intention to Consume
Antioxidant-infused Sugar-free Chewing
Gum: Measuring Taste, Attitude, and
Health Consciousness. Journal of Food
Products Marketing. 26(1). 38-54.
https://doi.org/10.1080/10454446.
2020.1717712.

Kaur, M., Singh, R., Singh, M., & Singh, K. 2023.
Can Health Consciousness Drive
Purchase Intention toward Packaged
Immunity Boosting Food Products?.
Journal of Foodservice Business
Research. https://doi.org/10.1080/
15378020.2023.2298614.

Koay, K. Y., & Cheah, C. W. 2023. Understanding
Consumers’ Intention to Revisit Bubble
Tea Stores: An Application of The
Theory of Planned Behaviour. British
Food Journal. 125(3): 994-1007.
https://doi.org/10.1108/BFJ-01-2022-
0025.

Lantarsih, R., Jaelawijaya, W., Kadarso,
Viana, C. D. N., & Sulistiya. 2023.
Marketing Strategy of Hydroponic
Vegetables of Kebun Sehati. AGRIC.
35(1): 13-26. https://doi.org/10.24246/
agric. 2023.v35.i1.p13-26.

Lim, C. C., & Goh, Y. N. 2019. Investigating
The Purchase Intention toward Healthy
Drinks among Urban Consumers in
Malaysia. Journal of Foodservice
Business Research. 22(3): 286-302.
https://doi.org/10.1080/15378020.
2019.1603043.

Lim,H.R., &An, S.2021. Intention to Purchase
Wellbeing Food among Korean
Consumers: An Application of The
Theory of Planned Behavior. Food
Quality and Preference. 88. https://



The Comparison of Health Consciousness Influence toward Purchase Intention to Cow Milk and Soy Milk |

Aditya Perdana Putra, Harianto, Harmini

doi.org/10.1016/j.foodqual.
2020.104101.

Natarajan, T., Jayadevan, G.R., & Jayapal, J. 2022.
Consumption of Branded Functional
Beverages Post-COVID Pandemic: An
Empirical Investigation in a Developing
Economy Using Behavioral Change
Models. Journal of Food Products
Marketing. 28(3): 132-151. https://
doi.org/10.1080/10454446. 2022.
2058900.

Nugraheni, M. 2018. Kemasan Pangan.
Plantaxia.

Nurul, A. 2018. Penyehatan Makanan dan
Minuman - A. Deepublish.

Pacho, F. 2020. What Influences Consumers
to Purchase Organic Food in Developing
Countries?. British Food Journal.
122(12): 3695-3709. https://doi.org/
10.1108/BFJ-01-2020-0075.

Pandey, S., Ritz, C., & Perez-Cueto, F. J. A.
2021. An Application of The Theory of
Planned Behaviour to Predict Intention
to Consume Plant-Based Yogurt
Alternatives. Foods. 10(1). https://
doi.org/10.3390/foods10010148.

Pérez-Rodriguez, M. L., Serrano-Carretero, A.,
Garcia-Herrera, P., Cdmara-Hurtado,
M., & Sanchez-Mata, M. C. 2023. Plant-
Based Beverages as Milk Alternatives?
Nutritional and Functional Approach
through Food Labelling. Food Research
International. 173. https://doi.org/
10.1016/j.foodres.2023.113244.

Pienwisetkaew; T., Wongthahan, P, Naruetharadhol,
P., Wongsaichia, S., Vonganunsuntree,
C., Padthar, S., Neg, S., He, P, & Ketkaew,
C. 2022. Consumers’ Intention to
Purchase Functional Non-Dairy Milk

and Gender-Based Market Segmentation.
Sustainability (Switzerland). 14(19).
https://doi.org/10.3390/su141911957.

Puspitasari, E. 2018. Pengaruh Pemberian
Susu Kedelai terhadap Peningkatan
Produksi Asi pada Ibu Nifas di RB Bina
Sehat Bantul. Jurnal Kebidanan. 7(1):
54-60. https://doi.org/10.26714/
jk.7.1.2018.54-60.

Qin, P, Wang, T., & Luo, Y. 2022. A Review
on Plant-Based Proteins from Soybean:
Health Benefits and Soy Product
Development. Journal of Agriculture
and Food Research. 7. https://doi.org/
10.1016/j.jafr.2021.100265.

Rahamat, S., Jeong, E. H., Arendt, S. W.,, & Xu, Y.
2022. Menu Labeling Influence on
Purchase Behaviors: Applying The
Theory of Planned Behavior and Health
Consciousness. Appetite. 172. https:/
/doi.org/10.1016/j.appet.2022.105967.

Rakuten Insight. 2022. Plant-based Food
Alternatives Future or Present?

Redan, B. W., Zuklic, J., Hryshko, J., Boyer,
M., Wan, J., Sandhu, A., & Jackson, L.
S. 2023. Analysis of Eight Types of
Plant-Based Milk Alternatives from The
United States Market for Target
Minerals and Trace Elements. Journal
of Food Composition and Analysis.
122(105457): 1-10. https://doi.org/
10.1016/j.jfca.2023.105457.

Rosana, M., Winarto, A., & Pisestyani, H.
2023. Pengetahuan dan Preferensi
Konsumen Yogurt di Kota Jambi. Journal
of Livestock and Animal Health. 6(1):
7-14.https://doi.org/10.32530/
jlah.v6il.7.

189



AGRIC Vol. 36, No. 2, December 2024: 171-190

Rusdiana, S., & Maesya, A. 2017. Pertumbuhan

Ekonomi dan Kebutuhan Pangan di
Indonesia. Agriekonomika. 6(1): 12—25.
https://doi.org/10.21107/
agriekonomika.v6i1.1795.

Situmorang, R. O. P, Tang, M. C,, & Chang, S. C.

2022. Purchase Intention on Sustainable
products: A Case study on Free-Range
Eggs in Taiwan. Applied Economics.
54(32). 3751-3761. https://doi.org/
10.1080/00036846.2021.2001423.

Smith, N. W., Dave, A. C., Hill, J. P, & McNabb,

W. C. 2022. Nutritional Assessment of
Plant-Based Beverages in Comparison
to Bovine Milk. Frontiers in Nutrition.
9.https://doi.org/10.3389/
fnut.2022.957486.

Wahyuningsih. 2020. Perilaku Konsumen:

Konsep dan Aplikasi. Deepublish.

Widyaningsih, T. D., Wijayanti, N., & Nugrahini,

190

N. 1. P.2017. Pangan Fungsional Aspek
Kesehatan, Evaluasi, dan Regulasi. UB
Press.

skokok

Wolf, C. A., Malone, T., & McFadden, B. R.

2020. Beverage Milk Consumption
Patterns in the United States: Who is
Substituting from Dairy to Plant-Based
Beverages?. Journal of Dairy Science.
103(12): 11209-11217.https://doi.org/
10.3168/jds.2020-18741.

Wong, Y. Q., Tan, B.C,, Lau, T. C., & Khan, N.

2021. Purchase Intention towards
Dietary Supplements during COVID-19
Pandemic: Consumers’ Perspective.
Food Research. 5(5): 194-199. https:/
/doi.org/10.26656/FR.2017.5(5).270.

Yulianto, A., Tristiningsih, & Fadhilah, N. 2021.

Pemberian Susu Kedelai Terhadap
Penurunan Tekanan Darah pada Penderita
Hipertensi di Desa Pringkumpul Pringsewu
Selatan. Jurnal llmiah Kesehatan. 10(1):
54-63. https://doi.org/10.52657/
jik.v10i1.1318.



