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Abstract

The study investigates how marketing mix factors are mediated by health consciousness and service quality in creating fresh fruit buying 
decisions of customers in Vietnam. This study employs samples of customers in Vietnam via the survey questionnaire. The authors have used 
a total of 256 responses that acquired the valid criteria. The compound of data analysis comprises reliability test, validity test, exploratory 
factor analysis, group analysis and multiple regression analysis to structure the hypothesized model. Respectively, the structural equation 
model (SEM) is applied to conduct the multiple multivariate equations. By the assumption of causal-effect relationship between independent 
variables such as marketing mixed factors, and mediator as health consciousness and service quality, which potentially impact on purchase 
decision; the SEM method is deployed. The results reveal that consumers have paid no attention to the marketing mix factors, but they 
care much about service quality and health consciousness. Thus, health consciousness and service quality are effective mediators. These 
findings are new and contribute to the consumer behavior and retail marketing literature. The findings of this study can provide assistance 
to managers in the given field to understand more easily the consumer behavior about fresh fruits, then improve their own performance.
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1. Introduction

Vietnam is rapidly recognizing the development of 
modern retail chains. This business format is recording 
rapid growth in the country. Specifically, the new format 
is accounting for 25% of total retail industry (The Ministry 

of Industry and Trade). The modern retail business consists 
of supermarkets and shopping centers, which are located in 
cities across the country. In addition, Vietnam is known as 
one of the big agricultural countries in Asia, which results in 
a strong fruit industry in the country. 

In addition, the fresh fruit industry is one of the first 
priority in customers’ demand since their income has 
increased significantly. By that fact, at all levels of food retail 
systems, the concentration of accelerating sale volume in 
fresh fruit demonstrates it is an essential factor contributing 
to Vietnamese food retail industry. Nevertheless, the 
expanding middle-income class in the world leads to higher 
living standards on every aspects of life, and it also means 
that food safety and hygiene are the main concerns of most 
consumers. That is the reason why, besides the dominance of 
traditional foods channel in retail market (traditional market/
food retailer/grocer, etc.), there are many modern food 
channels (e.g. hypermarkets, supermarkets, convenience 
store, etc.), which are developing and expanding quickly.
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To the best of our knowledge and prior research, the 
existing relationship between marketing mixed factors 
toward customer purchase decision has been looked 
at (Mihart, 2012, Lilien, 1979, Luan & Sudhir, 2010). 
Nevertheless, there are fewer studies on the F&B retail 
industry involved in expediting the mediating effect of 
variables such as health consciousness and service quality. 
Respectively, those psychological aspects demonstrated as 
essential components contributing to the process of making 
decision from the customer point of view

As a result, the primary objective of this research explores 
two angles. On one hand, within the context of fresh fruit 
retail industry in the Vietnamese market, the relationship 
between marketing mixed factors (price, place, promotion, 
and product) and purchase decision displayed as insignificant 
effect result. On the other hand, with the involvement of 
health consciousness and service quality factors, these 
deliberately help the psychology of customer and are clearly 
explained via the mediating roles effect between marketing 
mixed factors and customer purchase decision.

2. Literature Review

2.1. Health Consciousness (HC)

Health consciousness refers to consumers’ awareness 
of their health issues when choosing daily foods such as 
vegetables, fruits, meat, fish, etc. (Hsu et al, 2016, Botonaki 
et al, 2006,  Kraft & Goodell, 1993). There have been many 
studies that indicate consumers increasingly care about their 
health through eating and drinking. (Bunton & Burrows, 
1995, Sobal et al, 2006). This is reflected in four levels 
of health consciousness, including (1) health attention, 
(2) awareness of potentially harmful foods, (3) proactive 
learning and seeking health information, and (5) improving 
health with good products and creating the maximum 
conditions for the superiority of these products (Herzlinger, 
2006). Therefore, fresh fruit is always the first choice and 
gradually becomes the trend of consumers in the context of 
unsafe hygiene nowadays in Vietnam (Figuié et al, 2004). 
For this reason, health consciousness is the key factor that 
triggers consumer purchase decisions in the “fresh fruit” 
industry (Botonaki et al, 2006, Chinnici et al, 2002, Padel 
& Foster, 2005). In addition, to convince customers to 
develop a good judgment about the safety level of their fresh 
fruits, businesses in the industry have come up with a mixed 
marketing strategy including good products (Product), 
higher prices (Price), high-end places (Place), and good 
promotion programs (Promotion) (Constantinides, 2002). 
Based on the above analyses, the authors put forward the 
first two hypotheses as follows:

H1: The marketing mix strategy positively affects HC in 
the field of fresh fruits.

H2: HC positively affects consumer purchase decisions 
in the field of fresh fruits.

2.2. Service Quality (SQ)

Service quality is a contentious concept in both academia 
and industry (Zeithaml et al, 1996, Haywood-Farmer, 1988, 
Cronin & Taylor, 1992). There are many different views 
such as the service quality is the comparison between actual 
perception and customer expectations; if the real feeling is 
greater or equal, we can say that a product or service is sold 
with high-quality service and vice versa (Oh, 1999, Davis 
& Heineke, 1998, LeBlanc, 1992). However, many scholars 
argue that service quality is a component of customer service 
that arises whenever the customer is satisfied (Sureshchandar, 
2002). Or simply, service quality is just perceived by the 
customer experience and not fixed in the long run (Hu et 
al, 2009, Maklan & Klaus, 2011). In this study, the authors 
define service quality as a holistic concept that encompasses 
a process of customer service to help customers set their 
expectations through the products and services provided. 
Therefore, service quality is also one of the important factors 
that contribute to the decision of consumers (Linh et al., 
2019), especially in the field of fresh fruits (Gale and Wood, 
1994). So, familiar to health consciousness, service quality 
is just the feeling of customers, and will be greatly affected 
by the marketing mix program (Lee at el, 2000). Based on 
these reasons, the paper proposes a couple of hypotheses as 
follows:

H3: Marketing mix positively affects SQ in the field of 
fresh fruits.

H4: SQ positively affects consumer purchase decisions 
in the field of fresh fruits.

2.3.  Effects of Marketing Mix (4Ps) on Consumer 
Purchase Decision

The 4Ps – product, price, place, and promotion – over time 
has proven its superior effects in speeding up sales, expanding 
market, as well as competing well in the marketplace 
(Constantinides, 2002). This shows that enterprises are more 
and more willing to invest in marketing activities (Svendsen 
at el, 2011, Keller, 2009). Therefore, marketing nowadays is 
becoming the third battle after the traditional ones such as 
research and development and costs reduction (Flint, 2004, 
Chen, 2006). Thus, the positive impact of marketing mix on 
the consumer purchase decision is obvious (Srinivasan et al, 
2016, Bayus, 1988, Pedrick & Zufryden, 1991). Therefore, 
in this section, we develop a fifth hypothesis:
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H5: Marketing mix positively affects consumer purchase 
decisions in the field of fresh fruits.

2.4. The Mediating Roles of HC and SQ

The above analysis shows the direct and positive 
effects of marketing mix, health consciousness, and 
service quality on buyer decisions (Gronroos, 1978). 
These effects, in turn, have been demonstrated in previous 
studies for various industries such as retail, fast food, coffee 
and so on (Vignali, 2001, Hwang & Cranage, 2010, Qin 
& Prybutok, 2008). In this study, the authors also attempt 
to point out the mediating roles of health consciousness 
and service quality in the direct relationship of marketing 
mix and consumer decision-making. The mediating 
relationships exists since buyer’s decision-making is a 
concept that describes a process in which consumers go 
from identifying needs, seeking information, selecting 
and evaluating suppliers, and finally making decisions 
rather than just making a decision right away (Howard & 
Sheth, 1969, Nyaga et al, 2010). This irrational or fast-
paced situation can occur in many industries, but it is 
very unlikely for the fresh fruit industry as customers are 
difficult as well as have a clear awareness of the value 
they are expecting (Dolan & Humphrey, 2000, Roitner-
Schobesberger et al, 2008). Therefore, the decision-
making process in the fresh fruits sector will go through 
several mediators including health consciousness and 
service quality, which might be different from traditional 
products (Michaelidou & Hassan, 2008). Based on those, 
two final hypotheses are formulated:

H6: HC plays a mediator in the effect of marketing mix 
on consumer purchase decision in the field of fresh fruit.

H7: SQ plays a mediator in the effect of marketing mix 
and consumer purchase decision in the field of fresh fruit.

2.5. The Proposed Study Model

Based on the above arguments, this study presents the 
research model that includes the impact factors of marketing 
mix, health consciousness, and service quality as shown in 
Figure 1. 

As shown in Figure 1, the next steps will be conducted 
to provide evidences for the stated hypotheses, meanwhile 
to provide appropriate implications for managers in the give 
field.

H1: Marketing mix positively affects HC in the field of 
fresh fruits.

H2: HC positively affects consumer purchase decision in 
the field of fresh fruits.

H3: Marketing mix positively affects SQ in the field of 
fresh fruits.

H4: SQ positively affects consumer purchase decision in 
the field of fresh fruits.

H5: Marketing mix positively affects consumer purchase 
decisions in the field of fresh fruits.

H6: HC plays a mediator in the effect of marketing mix 
on consumer purchase decision in the field of fresh fruit.

H7: SQ plays a mediator in the effect of marketing mix 
and consumer purchase decision in the field of fresh fruit.

3. Research Methodology

3.1. Measuring Scales

Base on previous literature preview, the measurement 
scales are adjusted and added to fit the particularities of 
Vietnam’s fresh fruit retail market. In this study, there were 
five items in the group of independent variable marketing 
mixed factors; 10 items of mediating variables as health 
consciousness and service quality; and eight items in the 
group of dependent variable regarding purchase decision. 
As a result, the following table displays how the measuring 
scales were established (see Table 1).

3.2. Sampling and Analyzing Tool

With the aim of analyzing numerical data to explore 
the factors that impact on buying decision in the fresh 
fruits in Vietnam, the quantitative approach was reasonably 
adopted. The advantages of this method are more reliable 
and objective. Researchers may use statistics to generalize 
findings and reduce or restructure a complex problem 
(Creswell, 2003).

Target sampling respondents for this research are 
customers who purchased fresh fruits in the Vietnamese 
supermarkets and convenience stores. The structured 
questionnaires were directly and conveniently delivered to 
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Figure 1: proposed study model
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In particular, according to Baron and Kenny (1986), the 
chain causal-effect result extracting from mediation test 
indicates the influence of independent variables on mediators 
that affect dependent variables. The specific outcomes for 
mediation test were embodied through the indirect effect 
figures, which were identified by bootstrapping for non-
parameter data (Bollen & Stine, 1990). The assumption of 
causal-effect relationship between independent variables 
such as marketing mixed factors (MKM), and mediators 
like health consciousness (HC) and service quality (SQ), 
potentially impact purchase decision (PC); the SEM method 
is deployed.

4. Findings

4.1. Reliability and Validity of Testing Results

Cronbach’s alpha is used first to test the reliability of 
measurement scales of concepts. The items that have item-
total correlation<.3 will be deleted, and the standard for a 
scale to be chosen is Cronbach’s alpha>.6 (Nunnally & 
Burnstein, 1994). Exploratory factor analysis is appropriate 
when KMO>.5, Bartlett’s test have sig < 0.05, % Cumulative 
> 50%. Items with low loadings and high loading are removed 
from the measurement model on a one-by-one basis. The 
items with factor loading <.4 or Cross Factor loading > 
0.3 will be deleted (Gerbing and Anderson, 1988). A factor 
loading is the correlation coefficient between an observed 
variable and its factors. We expect the dimensions of 
relationship quality relate to each other, therefore extraction 
method used is principal axis factoring and rotation of factors 
used is Promax. By the given metric in Table 2, it indicated 
that all reliable and valid criteria were satisfied.

4.2. Model Fit Indices and Convergent Test

Table 3 shows the thresholds for (χ2), (CMIN/df), 
(RMSEA), (CFI); (GFI) (Hair et al., 1998, 2010; Byrne, 
2001, 2010; and Ernest et al., 2008)

By applying the regulation as CR > 0.7, AVE > 0.5, MSV 
< AVE, Table 4 served the criteria of convergent test quite 
well.

4.3. Summary of the Hypothesis Testing

After overcoming the conditions of the EFA and CFA 
models, the authors continue to use the SEM model to 
examine direct and indirect effects in the structural research 
model (see Figure 1). These results will not only help test the 
seven proposed hypotheses, but will also help to draw the 
final results and meanings of the research model.

The final results of the SEM model displayed in Table 
5 show that, out of the seven hypotheses, only hypothesis 5 

Table 1: Measurement of Scales

Variables References

Marketing Mix 
Factors

Pedrick and Zufryden, 1991
Bayus, 1988
Constantinides, 2002
Srinivasan et al, 2016

Health 
Consciousness

Kraft and Goodell, 1993
Bunton and Burrows, 1995
Chinnici et al, 2002
Sobal et al, 2006
Padel and Foster, 2005
Botonaki et al, 2006
Michaelidou and Hassan, 2008
Hsu et al, 2016

Service Quality

Cronin and Taylor, 1992
Gale and Wood, 1994
Zeithaml et al, 1996
Haywood-Farmer, 1988
Butz et al, 2005
Michaelidou and Hassan, 2008
Hu et al, 2009
Maklan and Klaus, 2011

Purchase Decision

Howard and Sheth, 1969
Dolan and Humphrey, 2000
Roitner-Schobesberger et al, 2008
Nyaga et al, 2010

them by individual interviewers. In fact, sample statistics 
need to be reliable and should represent the whole population 
parameters as much as possible. For the EFA, the minimum 
sample size is at least five times the number of items (Hair 
et al., 2006). Recently, we used Hair’s formula 5N + 80, 
N = question items Hair (2010), and there were 38 items 
that need to be analyzed. Therefore, at least 270 completed 
questionnaires should be required and the expected response 
rate is at least 80%. In this case, the authors have used a 
total of 280 respondents, out of which only 256 responses 
had acquired the valid criteria. All fill-in questionnaires 
will be checked for completeness and coded. Items in the 
questionnaires are input on data file with the support of the 
SPSS and AMOS software.

3.3. Data Analysis and Mediation-Effect Testing 

The compound of data analysis comprises reliability test, 
validity test, exploratory factor analysis, group analysis, and 
multiple regression analysis to structure the hypothesized 
model. Respectively, the structural equation model (SEM) 
was applied to conduct the multiple multivariate equations. 
As a result, the mediation test was involved to assess 
the relationship between mediators and dependent and 
independent variables (Hair et al, 2009).
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Table 2: Summary of Reliability and Validity

Variables Items Mean SD
Loadings

Cronbach’s Alpha
EFA CFA

MKM
MKM2 4.22 0.683 0.65 0.77

0.789MKM3 4.33 0.690 0.78 0.75
MKM4 4.17 0.682 0.62 0.77

HC
HC1 3.91 0.779 0.68 0.73

0.778HC2 3.95 0.767 0.70 0.76
HC4 3.93 0.794 0.72 0.70

SQ
SQ3 4.11 0.668 0.66 0.68

0.756SQ4 4.73 0.660 0.75 0.78
SQ5 3.89 0.635 0.61 0.67

PC
PC4 3.75 0.782 0.59 0.63

0.760PC7 4.20 0.725 0.62 0.86
PC8 3.79 0.715 0.85 0.74

Table 3: Model fit indices

X2 X2 / df GFI CFI RMSEA
Model Fit 198.504 1.535 < 3 0.921 > 0.9 0.955 > 0.9 0.048 < 0.08

Table 4: Composite Reliability (CR), Average Variance Extracted (AVE) and MSV

Variables CR AVE MSV
Marketing Mix Factors: MKM 0.875 0.503 0.371
Health consciousness: HC 0.864 0.519 0.189
Service Quality: SQ 0.891 0.578 0.371
Purchase decision: PD 0.859 0.552 0.189

Table 5: The results of hypothesis testing

Hypotheses Result Sig

H1 The Marketing Mix factors directly and positively impact on Health 
Consciousness in context of Fresh Fruits consuming Supported (.669) .004

H2 Health Consciousness positively impacts on consumer purchase 
decision in context of Fresh Fruits consuming Supported (.188) 0.033

H3 The Marketing Mix directly and positively impacts on Service 
Quality in context of Fresh Fruits consuming Supported (.277) .008

H4 SQ has a direct and positive impact on consumer purchase 
decision in the field of Fresh Fruits. Supported (.175) 0.017

H5 Marketing Mix has a positive and direct impact on consumer 
purchase decisions in the field of Fresh fruits. Rejected (-.042) .666

H6
Health Consciousness mediately impacts on the relationship 
between Marketing Mix and consumer purchase decision in the 
field of Fresh fruit.

Full mediation (0.38) .002

H7
Service Quality mediately impacts on in the relationship between 
Marketing Mix and consumer purchase decision in the field of Fresh 
fruit.

Full mediation 
(0.283) .001
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(H5) could not pass the test with significance level less than 
.05. In other words, there is no direct impact of marketing 
mix factors on customers’ decision to buy fresh fruits. The 
remaining six hypotheses were adopted with significant 
level. Specifically, the direct impact of marketing factors on 
health consciousness (H1) and service quality (H3) exists. 
While in turn, health consciousness and service quality also 
have the direct impacts (H2, H4) on customers’ decision to 
buy fresh fruit.

So, the mediating roles of health consciousness (H6) 
and service quality (H7) are likely to work well in structural 
models. The results of the research show that there really 
exists the full mediating roles of these two factors in a 
relationship of marketing mix and the decision to buy fresh 
fruits. Through health consciousness and service quality, 
elements of marketing will lead to buying decisions at 0.38 
and 0.283.

Thus, hypotheses H6 and H7 are supported. This is 
an interesting result compared to previous studies when 
only giving the direct impacts of the marketing mix to the 
buying decision, but ignoring mediating impacts of related 
factors. Specifically, this study identifies the roles of health 
consciousness and service quality.

5. Discussion and Conclusions

The is one of the initial studies that give the structural 
model about the existence of mediating roles of two factors 
belonging to the fresh fruit retail industry in Vietnam. 
Through customers, this structure model was verified by 
EFA, EFA, and SEM methods. In doing so, the authors focus 
on testing a total of seven theoretical hypotheses drawn from 
the relevant literature.

The analysis results show that the direct impact of 
marketing mix factors on customers’ decision to buy fresh 
fruits in Vietnam does not exist. This result is different 
from many studies on different fields, which show opposite 
results (Mihart, 2012, Lilien, 1979, Luan & Sudhir, 2010). 
In addition, although there is no direct impact of marketing 
mix factors, those are still very important in making a buying 
decision, but through two intermediary variables – health 
consciousness and service quality. This result offers a new 
perspective for managers or researchers in the given field 
when implementing customer-oriented marketing programs 
(Chen, 2006).

Specifically, managers should focus on clarifying 
the differences between traditional fruits through clear 
information about health consciousness and service quality 
to convince customers. In other industries, marketers may 
need to focus on promotion or advertising, but in the field 
of fresh fruit, there is a need to exploit the quality that fruits 
can bring to customers. This is the core factor for sustained 
success.

Since, this paper is a small research article, it is not 
possible to cover all the factors that influence customer 
buying decisions as well as analyze the multi-dimensional 
perspective from different customers. Therefore, future 
research should focus more deeply on the model of 
multidisciplinary factors that underlie sustainable buying 
decisions of customers in a given field.

References

Bayus, B. L. (1988). Accelerating the durable replacement cycle 
with marketing mix variables. Journal of Product Innovation 
Management, 5(3), 216-226.

Botonaki, A., Polymeros, K., Tsakiridou, E., & Mattas, K. (2006). 
The role of food quality certification on consumers’ food 
choices. British Food Journal, 108(2), 77-90.

Botonaki, A., Polymeros, K., Tsakiridou, E., & Mattas, K. (2006). 
The role of food quality certification on consumers’ food 
choices. British Food Journal, 108(2), 77-90.

Bunton, R., & Burrows, R. (1995). Consumption and health in the 
‘epidemiological’ clinic of late modern medicine. In: Bunton, 
R., Burrows, R., & Nettleton, S. (eds.), The Sociology of Health 
Promotion. Milton Park, UK: Taylor & Francis Group, pp. 206-
222.

Chen, Y. (2006). Marketing innovation. Journal of Economics & 
Management Strategy, 15(1), 101-123.

Chinnici, G., D’Amico, M., & Pecorino, B. (2002). A multivariate 
statistical analysis on the consumers of organic products. British 
Food Journal, 104(3/4/5), 187-199.

Clow, K. E., & Baack, D. (2009). Marketing management: A 
customer-oriented approach. Thousand Oaks, CA: Sage 
Publications.

Constantinides, E. (2002). The 4S web-marketing mix 
model. Electronic Commerce Research and Applications, 1(1), 
57-76.

Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: 
a reexamination and extension. Journal of Marketing, 56(3), 
55-68.

Davis, M. M., & Heineke, J. (1998). How disconfirmation, 
perception and actual waiting times impact customer 
satisfaction. International Journal of Service industry 
Management, 9(1), 64-73.

Dolan, C., & Humphrey, J. (2000). Governance and trade in fresh 
vegetables: the impact of UK supermarkets on the African 
horticulture industry. Journal of Development Studies, 37(2), 
147-176.

Figuié, M., Bricas, N., Thanh, V. P. N., Truyen, N. D., & de 
l’Alimentation, E. S. E. (2004). Hanoi consumers’ point of 
view regarding food safety risks: an approach in terms of social 
representation. Vietnam Social Sciences, 3(101), 63-72.

Flint, D. J. (2004). Strategic marketing in global supply chains: 
Four challenges. Industrial Marketing Management, 33(1),  
45-50.



Tung Anh TRAN, Ngan Thi PHAM, Kien Van PHAM, Linh Cam Tran NGUYEN / Journal of Asian Finance, Economics and Business Vol 7 No 8 (2020) 345–351 351

Michaelidou, N., & Hassan, L. M. (2008). The role of health 
consciousness, food safety concern and ethical identity on 
attitudes and intentions towards organic food. International 
Journal of Consumer Studies, 32(2), 163-170.

Linh, N. T. C., Nga, D. Q., & Trang, P. N. T. (2019). Evaluating 
the Ability to Achieve Efficiency in Providing Services of the 
Freight Forwarding Firms in Viet Nam. International Journal 
of Supply Chain Management, 8(6), 146-152. https://ojs.
excelingtech.co.uk/index.php/IJSCM/article/view/2659

Mihart, C. (2012). Impact of integrated marketing communication 
on consumer behaviour: Effects on consumer decision-making 
process. International Journal of Marketing Studies, 4(2), 121.

Nyaga, G. N., Whipple, J. M., & Lynch, D. F. (2010). Examining 
supply chain relationships: do buyer and supplier perspectives 
on collaborative relationships differ?. Journal of Operations 
Management, 28(2), 101-114.

Oh, H. (1999). Service quality, customer satisfaction, and customer 
value: A holistic perspective. International Journal of 
Hospitality Management, 18(1), 67-82.

Padel, S., & Foster, C. (2005). Exploring the gap between attitudes 
and behaviour: Understanding why consumers buy or do not 
buy organic food. British Food Journal, 107(8), 606-625.

Pedrick, J. H., & Zufryden, F. S. (1991). Evaluating the impact 
of advertising media plans: A model of consumer purchase 
dynamics using single-source data. Marketing Science, 10(2), 
111-130.

Qin, G., & Prybutok, V. R. (2008). Determinants of customer-
perceived service quality in fast-food restaurants and 
their relationship to customer satisfaction and behavioral 
intentions. Quality Management Journal, 15(2), 35-50.

Roitner-Schobesberger, B., Darnhofer, I., Somsook, S., & Vogl, C. 
R. (2008). Consumer perceptions of organic foods in Bangkok, 
Thailand. Food Policy, 33(2), 112-121.

Sobal, J., Bisogni, C. A., Devine, C. M., & Jastran, M. (2006). 
A conceptual model of the food choice process over the life 
course. Frontiers in Nutritional Science, 3, 1-18.

Srinivasan, S., Rutz, O. J., & Pauwels, K. (2016). Paths to and off 
purchase: quantifying the impact of traditional marketing and 
online consumer activity. Journal of the Academy of Marketing 
Science, 44(4), 440-453.

Sureshchandar, G. S., Rajendran, C., & Anantharaman, R. N. 
(2002). The relationship between service quality and customer 
satisfaction–a factor specific approach. Journal of Services 
Marketing, 16(4), 363-379.

Svendsen, M. F., Haugland, S. A., Grønhaug, K., & Hammervoll, 
T. (2011). Marketing strategy and customer involvement in 
product development.  European Journal of Marketing, 45(4), 
513-530. https://doi.org/10.1108/03090561111111316

Vignali, C. (2001). McDonald’s:“think global, act local”–the 
marketing mix. British Food Journal, 103(2), 97-111.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The 
behavioral consequences of service quality. Journal of 
Marketing, 60(2), 31-46.

Gale, B., Gale, B. T., & Wood, R. C. (1994). Managing customer 
value: Creating quality and service that customers can see. 
New York, NY: Simon and Schuster.

Gronroos, C. (1978). A service-orientated approach to marketing 
of services. European Journal of Marketing, 12(8), 588-601.

Hair, E. C., Park, M. J., Ling, T. J., & Moore, K. A. (2009). Risky 
behaviors in late adolescence: co-occurrence, predictors, and 
consequences. Journal of Adolescent Health, 45(3), 253-261.

Haywood-Farmer, J. (1988). A conceptual model of service 
quality. International Journal of Operations & Production 
Management, 8(6), 19-29.

Herzlinger, R. E. (2006). Why innovation in health care is so 
hard. Harvard Business Review, 84(5), 58-66.

Howard, J. A., & Sheth, J. N. (1969). The theory of buyer 
behavior. New York, NY: Wiley.

Hsu, S. Y., Chang, C. C., & Lin, T. T. (2016). An analysis of purchase 
intentions toward organic food on health consciousness and 
food safety with/under structural equation modeling. British 
Food Journal, 118(1), 200-216.

Hu, H. H., Kandampully, J., & Juwaheer, T. D. (2009). Relationships 
and impacts of service quality, perceived value, customer 
satisfaction, and image: an empirical study. The Service 
Industries Journal, 29(2), 111-125

Hwang, J., & Cranage, D. (2010). Customer health  
perceptions of selected fast-food restaurants according to their 
nutritional knowledge and health consciousness. Journal of 
Foodservice Business Research, 13(2), 68-84.

Israel, B. A., Parker, E. A., Rowe, Z., Salvatore, A., Minkler, 
M., López, J., ... & Potito, P. A. (2005). Community-based 
participatory research: lessons learned from the Centers for 
Children’s Environmental Health and Disease Prevention 
Research. Environmental Health Perspectives, 113(10),  
1463-1471.

Keller, K. L. (2009). Building strong brands in a modern 
marketing communications environment. Journal of Marketing 
Communications, 15(2-3), 139-155.

Kraft, F. B., & Goodell, P. W. (1993). Identifying the health 
conscious consumer. Marketing Health Services, 13(3), 18.

LeBlanc, G. (1992). Factors affecting customer evaluation of 
service quality in travel agencies: An investigation of customer 
perceptions. Journal of Travel Research, 30(4), 10-16.

Lee, H., Lee, Y., & Yoo, D. (2000). The determinants of perceived 
service quality and its relationship with satisfaction. Journal of 
Services Marketing, 14(3), 217-231.

Lilien, G. L. (1979). Exceptional Paper—ADVISOR 2: Modeling the 
Marketing Mix Decision for Industrial Products. Management 
Science, 25(2), 191-204.

Luan, Y. J., & Sudhir, K. (2010). Forecasting marketing-mix 
responsiveness for new products. Journal of Marketing 
Research, 47(3), 444-457.

Maklan, S., & Klaus, P. (2011). Customer experience: are we 
measuring the right things? International Journal of Market 
Research, 53(6), 771-772.




