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The Moderating Effect of Reference Groups and
Consumer Attitude in the Influence of Consumer
Motivation on Purchase Intention : An Example of
Elderly Consumer Purchase Healthy Foods

Long-Yi Lin
Aletheia University
James C. C. Hsu

Aletheia University

Abstract

This research aims to explore the moderating effect of reference groups and
consumer attitude in the influence of consumer motivation of the elderly
consumer on purchase intension of healthy foods. Samples were selected from
people over 65 years old of both genders across cities in Taiwan. A total of 671
interviews were conducted with convenience sampling method and 600 effective
questionnaires were collected, comprising the effective return rate of 89.42%.
Regression analysis was used to test the hypotheses. The findings showed that:
(1) The consumer motivation of the elderly consumer in buying healthy foods
has a positive influence on purchase intension; (2) Informational and
value-expressive reference groups have significant moderating effect in the
influence of consumer motivation on purchase intension but normative reference
group does not have the same effect; (3) Cognitive and affective consumer
attitudes have significant moderating effect in the influence of consumer

motivation on purchase intension.

Keywords: Healthy Foods, Consumer Motivation, Consumer Attitude, Reference

Groups, Purchase Intention
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