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Abstract

Purpose — This study has two main purposes. First, the effects of health anxiety and perceived social value on
the intention to consume functional food were examined. Second, the role of health knowledge levels in these
relationships was identified.

Design/methodology/approach — The sample consisted of 271 restaurant consumers on the European side
of Istanbul between August and October 2021. Partial least squares structural equation modeling (PLS-SEM)
was used to test the research model.

Findings — Restaurant consumers revealed that health anxiety and perceived social value positively affect
functional food consumption intentions. Moreover, health knowledge levels have a negative moderating effect
on the relationship between health anxiety and functional food consumption intentions.

Originality/value — Thanks to the findings of this study, the roles of health anxiety, perceived social value
and health knowledge in functional food consumption were determined, thus filling a vital literature gap.
Keywords Functional foods, Health anxiety, Social value, Health knowledge levels

Paper type Research paper

1. Introduction
People consume food not only to meet their basic biological needs but also to increase their
well-being. The statement of Hippocrates, “Let food be thy medicine and medicine be thy
food,” uttered 2,500 years ago, laid the foundation of health-based production and
consumption behaviors, which started as food scientists and consumers learned that
certain foods have many benefits (E1 Sohaimy, 2012). Such behaviors are still practiced today.
Since ancient times, people have used food for particular purposes, such as getting and
staying healthy, and have evaluated food production/consumption as a whole. In our
postmodern age, the health factor forces us to display sensitive food preferences (Pech-
Lopatta, 2007; Goetzke et al, 2014; Kraus, 2015). As health concerns regarding food
consumption increase, seeking healthy food behaviors also increases (Aguiar ef al., 2019). I’
Individuals are motivated by health concerns in all stages of food consumption practices,
which include before, during and after consumption. They, therefore, seek correct
consumption preferences that are good for health. N
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Accordingly, in recent years, consumer demands, preferences and evaluations regarding
food consumption have changed significantly. Food companies have started initiatives to
develop food products that offer many different benefits with a single food (Sloan, 2004; Siro
et al., 2008; Xin and Seo, 2020). One of these initiatives involves new food products enriched
with functional components to provide promising benefits (Barauskaite ef al, 2018).
Accordingly, functional foods have attracted a great deal of attention. Given their versatile
features, they play active roles as alternative foods in food consumption. Thus, the intention
to consume functional food is highly associated with health anxiety and concern about food
consumption (Baker et al., 2022). Accordingly, health anxiety can be regarded as an important
source of motivation for the intention to consume functional foods.

On the other hand, another source of motivation for the intention to consume functional
food or for driving tendencies toward functional foods is consumer-perceived social value
(Barauskaite et al., 2018). The concept of social value refers to the association of one’s product
choice with the expected choice of a particular social group and is based on the idea that
consumers link new food products with being a member of a particular social class or
reference group (Thomé et al, 2018). In this regard, considering that individuals perceive
functional food consumption as an element of social status among luxury products, the
perceived social value in functional food consumption can be argued to affect the
consumption tendencies and intentions of the individual. Perceived social value, therefore, is
also an important factor in the consumption of functional foods (Gaspar et al, 2020;
Barauskaite ef al., 2018). Evidence regarding the impact of healthy foods as a means of social
value and differentiation on consumption intentions has recently been brought forward by
Barauskaite et al. (2018), Gaspar et al. (2020) and Chen and Antonelli (2020).

Functional food consumption, a dynamic field of study expanding day by day across
disciplines, has attracted particular attention in the last decade. Solid scientific criteria are
required to identify the factors involved in the functional food consumption process (Ozen
et al, 2012; Aguiar et al., 2019). The main factor is to reveal how consumers define
functional food and which events and situations have a positive or negative effect on
functional food consumption trends (Verma et al., 2018). A comprehensive examination of
predecessors and successors in functional food consumption is important for defining
demands and needs relating to the consumption of functional foods as well as identifying
their social and physiological benefits. Functional foods have often been studied in terms
of their positive effects on health and the consequences of these effects. However, although
consumer behaviors and intentions have been examined in recent years (e.g. Szakaly et al.,
2019; Sumaedi, 2020; Xin and Seo, 2020; Nystrand and Olsen, 2020; Farzana et al., 2022), in-
depth studies on the antecedents and successors of functional food consumption are still
nascent.

Rojas-Rivas et al. (2019) emphasize that there are very few studies investigating
awareness and perception of functional foods in developing countries. Furthermore, to the
best of our knowledge, no study has yet examined the concept of social value and functional
food consumption (which is addressed in this study) within the framework of restaurant
consumers (Kaur et al, 2012; Ghiravani et al., 2020). Since one of the most fundamental factors
affecting the products and services offered by food and beverage businesses consists of
consumers’ attitudes and behaviors, restaurant consumers are very important in functional
food consumption practices. This study, therefore, offers unique contributions to the
literature by examining the effects of health anxiety and social value on functional food
consumption intentions within the framework of restaurant consumers.

In this regard, this study has two main objectives. The first is to determine the effects of
health anxiety and perceived social value on restaurant consumers’ intention to consume
functional foods. Thus, the roles of health anxiety and perceived social value in functional
food consumption will be determined to fill the gap in the literature. Another objective of the



study is to determine whether health knowledge has a moderating effect on the relationships
between restaurant consumers’ intention to consume functional foods, health anxiety and
perceived social value (see Figure 1). Consumers’ health sensitivities and social value
perceptions are important factors for their consumption attitudes and behaviors. Various
empirical or case studies have shown that these factors play a role in food consumption
practices and directly affect food and beverage businesses (Zhang et al., 2014; Jin et al., 2017).
However, the effect of health and perceived social value on functional food consumption
attitudes and behaviors has yet to be determined. Considering the variables examined and the
sample group, this study will make significant contributions to the food and beverage
industry stakeholders and the literature.

2. Literature review

2.1 Relationship between functional foods, health anxiety and social value

Recent trends in the food industry indicate that the worldwide popularity of functional foods
is growing and that functional foods are becoming part of our daily diet (Salvatore et al., 2022;
Topolska et al., 2021). The Asia Pacific region stands out as the main market for functional
foods. Functional food revenue in Asia and the Pacific Islands accounts for 34% of total
revenue worldwide. This figure is not surprising considering that Japan comprises one of the
primary markets of functional foods. Health Canada (2000) and Henry (2010) define functional
food as being similar in appearance to conventional food, consumed as part of a typical diet,
offering physiological benefits and reducing the risk of chronic diseases. On the other hand,
the Japanese Ministry of Health defines it as having beneficial ingredients for health with
officially approved physiological effects on the human body (Doyon and Labrecque, 2008).
According to Euromonitor data, Japan, the homeland of functional foods, is the leader in
terms of market size. In terms of functional food revenues, Japan is followed by the US and the
EU. Turkey, on the other hand, is still in the development stage in terms of the functional food
market. When the functional food market share is analyzed in recent years, one sees an
increase of 52% in Turkey, 48% in China, 40.7% in Brazil, 26.3% in Mexico and 20.3% in
Japan. Turkey has increased its functional food sales from $303 million to $461 million. Thus,
Turkey has achieved the highest growth rate among global functional food markets
(Bigliardi and Galati, 2013; Gok and Ulu, 2019).

Functional foods have been playing a more active role in the dietary habits of Turkish
consumers in recent years. According to the Turkey Nutrition and Health Survey (TBSA), the
prevalence of functional food consumption has increased since 2019, especially among young
adults in Turkey (TBSA, 2019). Turkish consumer demographic characteristics (e.g. age,
gender and education) can shape functional food consumption perceptions, attitudes and
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intentions (Esgin and Ozgelik, 2021). For example, younger Turkish consumers or Turkish
consumers with higher education levels are more likely to consume functional foods in their
daily diets and to be satisfied with functional foods (Délekoglu et al., 2015). In addition,
Turkish consumers’ knowledge about functional foods and the level of benefit and taste they
expect to obtain from functional food consumption affect their functional food purchase
intentions (Celik et al., 2021; Sevilmis et al., 2017). Other important factors for the emergence of
the purchasing and sustainability of functional foods in the daily diet offer sensory and
novelty values for Turkish consumers who think that functional food consumption provides
psychological benefits (Orel et al., 2017).

Today, there is a globally prevalent view that food directly affects health (Siro et al., 2008).
Consumers who are aware of the benefits of functional foods (health, protection, strength and
mental well-being) have increased their tendency to consume functional foods during the
COVID-19 pandemic (Cebeci and Mankan, 2022). Farzana et al. (2022) emphasized that
functional foods have various potential roles in mitigating the pandemic (reducing the
financial burden, suffering of patients and mortality rates) thanks to their many ingredients,
such as phytochemicals, immunomodulators and antivirals. Since these qualities of
functional foods correspond to consumer needs during the COVID-19 pandemic, the
functional food market has gained a global growth opportunity (Altun et al.,, 2021). According
to Rosstat data, Siberian Wellness, a food supplement company ranked second among the top
600 businesses in Siberia, also stated that the COVID-19 pandemic has mobilized the
functional food market in the sector (DHA, 2022).

Therefore, individuals are motivated by health concerns for food consumption practices
and exhibit more sensitive behaviors (Lee ef al., 2013). Goetzke et al. (2014) determined that
health is an important source of motivation for consuming functional food. On the other hand,
health anxiety is considered a critical predictor of intellectual and behavioral factors in food
consumption practices (Vassallo ef al, 2009; Jin et al, 2017). Similarly, Chrysochou and
Grunert (2014) found that health anxiety has a significant impact on the perception of healthy
(nutritious) foods and their consumption. Therefore, health anxiety can be explained as a
consumer behavior motivating the consumption of healthy foods (Kang et al., 2015; Jin et al.,
2017). Health anxiety is found to be the main determinant of the intention to consume
functional foods (Temesi et al., 2019). Since functional foods are defined as health-promoting
foods, their acceptability by consumers is likely to be associated with health concerns in food
consumption (Niva and Makela, 2007).

Perceived social value is another factor motivating individuals to consume functional
foods (Barauskaite et al., 2018). Perceived social value is measured with the image of a choice
(Sheth et al., 1991). The perceived social value associated with food consumption choices can
contribute to the individual’s desired personal and social image (Thomé ef al., 2021). In other
words, preferences involving food products and services that give an image of wealth are
mostly driven by social value (Cannuscio et al, 2014). Therefore, the consumption of
functional food is considered to be associated with high socio-economic status (Niva, 2006).
The choice of functional foods can create a modern and positive impression, and purchasing
these products is a sign that one cares about personal health and well-being (Gok and Ulu,
2019). On the other hand, individuals with a higher behavioral tendency toward conspicuous
consumption have a positive attitude toward functional food consumption and a high
purchase intention (Barauskaite et al., 2018).

Consumption of functional foods, in terms of perceived social value, is a tool that is
preferred more than diet by individuals who aim to create a positive impression in the social
environment with their food preferences. Plus, functional food consumers are considered to
be more innovative than traditional food consumers (Nystrand and Olsen, 2020).
Consumption of functional foods, therefore, is considered a source of image and status.
Based on these facts, the following hypotheses were proposed:



HI1. Health anxiety has a positive and significant impact on restaurant consumers’
intention to consume functional foods.

H2. Restaurant consumers’ social value perceptions have a positive and significant
impact on their intention to consume functional foods.

2.2 Moderating vole of health knowledge levels

Considering the effect of functional food consumption on both health and social image, health
knowledge levels can play an important role in this relationship. Consistent with this,
knowledge related to consumption practices corresponds to health knowledge levels in
individuals acting with health motivation. The acquisition and utilization of health-related
knowledge can function as a salient resource that exerts a formative influence on the
cognitive and affective components of health anxiety, while concurrently promoting and
sustaining health-oriented behaviors. The acquisition and utilization of health-related
knowledge can function as a salient resource that exerts a formative influence on the
cognitive and affective components of health anxiety, while concurrently promoting and
sustaining health-oriented behaviors. Accordingly, individuals with high health knowledge
levels are sensitive to the physiological and biological effects of food consumption
preferences on their general well-being (Kim et al., 2013; Jin et al., 2017). These individuals are
more likely to exhibit a consumption behavior corresponding to their knowledge levels,
leading them to prefer healthy and nutritious foods and to avoid foods that are harmful to
health (Glanz ef al., 1998; Jin et al., 2017). Therefore, health knowledge levels may have a
positive or negative effect on the intention to consume functional food and, in turn, can direct
food consumption practices.

The concept of social value, on the other hand, refers to the association of food
consumption preferences with the expected preference of a particular social group and is
based on the belief that consumers associate new food products with membership in a
particular social class or group (Thomé et al, 2018). Rather than functional benefits, food
products’ symbolic image or their attention-grabbing consumption rates are important
criteria for a social class (Veblen, 1899; Sheth ef al,, 1991; Farzana et al., 2022). These criteria
represent perceived social value and can vary with one’s health knowledge. Consistent with
this, the first motivation of a person with a high health knowledge level related to food
consumption practices is to obtain good, healthy and reliable food (Bruhn and Schutz, 1999;
Weststrate et al., 2002; Chen and Antonelli, 2020). However, having the opportunity to obtain
good, healthy and reliable food has become an indicator of social class. In this regard,
motivations driven by health knowledge levels can cause different value perceptions of
functional food consumption intentions. Therefore, health knowledge levels can be argued to
have a critical impact on the relationship between perceived social value and intention to
consume functional food.

Consistent with this, Lee et al. (2013) argued that health knowledge level is a significant
moderator of both behavioral intentions and health anxiety for functional food consumption
practices. Accordingly, health knowledge level might shape the effects of health anxiety and
perceived social value on functional food consumption attitudes and behaviors. Based on the
above facts, the following hypotheses were developed:

H3a. Restaurant consumers’ health knowledge levels have a moderating effect on the
relationship between health anxiety and intention to consume functional food.

H3b. Restaurant consumers’ health knowledge levels have a moderating effect on the
relationship between perceived social value and intention to consume
functional food.

The role of
health
knowledge
levels




BFJ

3. Methodology

3.1 Instrument

To determine the effects of health anxiety and perceived social value related to foods on
restaurant consumers’ functional food consumption intentions and to measure the role of
health knowledge levels on this relationship, a survey data collection method was used. The
first part of the survey consisted of items measuring participants’ knowledge of functional
food. The second part of the survey was composed of four scales measuring participants’
health anxiety, social value perceptions, health knowledge levels and functional food
consumption intentions. The third part consisted of items about participants’ demographic
information. The participants responded to the survey through a seven-point Likert-type
scale (1 = Strongly disagree, 2 = Disagree, 3 = Somewhat disagree, 4 = Neither agree nor
disagree, 5 = Somewhat agree, 6 = Agree, 7 = Strongly agree; see Table Al (Source:
Authors work) for more detail). During the survey development process, a literature survey
was conducted at first and the scales were prepared accordingly. The language of the survey
was Turkish since the participants were domestic restaurant consumers living on the
European side of Istanbul. To ensure the items of the survey were understandable and clear, a
pilot study was carried out with 50 restaurant consumers. The pilot study showed that the
items of the survey are understandable and clear. Therefore, the first version of the survey
was used in the further stages without revision.

3.2 Sampling and data collection

The population of the study consisted of restaurant consumers living on the European side of
Istanbul between August and October 2021. Consumers’ eating-out behaviors are driven by
their personal motivations, experiences, or knowledge (Sumaedi, 2020; Hasnah Hassan, 2011).
Experiences in restaurants, where many psychological and physiological stimuli occur, are
especially important in the formation of attitudes and behaviors after consumption. In this
context, the attitudes and intentions of restaurant consumers who intend to consume healthy
food in functional food consumption may produce different results (Faasen, 2013; Kraus,
2015). Moreover, restaurants or food and beverages are sometimes used as social value tools
(Nystrand and Olsen, 2020). Indeed, quality and valuable functional food ingredients are
offered to the consumer experience in some quality restaurant menus. Therefore, restaurant
consumers have the potential to represent the impact of health concerns and social value on
functional food consumption intention.

On the other hand, this study was conducted in Istanbul, the most densely populated
metropolitan city in Turkey, specifically on its European side, known to provide the most
employment. This region is an important business area (Akdag and Demir, 2021) where
employees usually consume food and beverages outside once or twice a day. The high
number of office workplaces in this region means that the majority of consumers are white-
collar workers (Istanbul Development Agency, 2017). According to a study conducted by
Zomato, which has real menu information of more than one million restaurants in 22
countries, restaurants are generally preferred by white-collar workers in Istanbul, especially
for main course consumption between 12:00 and 14:00 (MarketingTturkiye, 2015). It is seen
that white-collar workers have a stronger desire and need for healthy food consumption due
to their high level of education and awareness and the fact that they work almost all day long
while sitting (Watanabe et al., 2016). Therefore, it was thought that the appropriate sample
could be reached in this region, where functional food consumption was predicted by the
authors to be widespread.

The convenience sampling method was employed to select the participants. The surveys
were distributed to restaurant consumers who were willing to participate in the study, and
276 surveys were then collected. Five surveys were excluded from the study over missing or
wrong responses. Accordingly, a total of 271 surveys were analyzed.



3.3 Data analysis

The need for structural equation modeling emerged to test complete theories and concepts.
The partial least squares structural equation modeling (PLS-SEM) technique is considered to
be the most effective method for analyzing exploratory models that have not yet been
adequately examined in the literature (Usakli and Kucukergin, 2018). According to Hair ef al.
(2019), although PLS-SEM shows resistant findings when the data is non-normal, it is not
sufficient to justify an SEM technique (ie. CB-SEM or PLS-SEM) based only on non-
normality. In the present study, consumers’ health knowledge levels were measured as a
continuous variable. According to Hair ef al. (2017a), it is recommended to use PLS-SEM in
studies where the moderator variable is measured continuously. It is also recommended to
use PLS-SEM in studies where ordinal scales such as Likert scales are used (Hair et al, 2017b).
Therefore, the PLS-SEM method was selected to test the model. The two-stage approach
proposed by Hair et al (2017c) was used to examine the moderating effect of restaurant
consumers’ health knowledge levels. At the beginning of our data analysis, missing values
were detected and removed. The mean substitution technique was used to assign the missing
values. Then, to determine outliers, the Mahalanobis distance was examined, and no outliers
were found. To test the normal distribution assumption, skewness and kurtosis values were
examined, and the normal distribution assumption was found to be met (Curran et al., 1996).
For PLS-SEM, the external model was examined initially, followed by the internal model. In
the final stage, the moderating effect of restaurant consumers’ health knowledge levels on the
relationships between health anxiety, perceived social value and functional food
consumption intentions was examined.

4. Findings

4.1 Demographic findings

Most participants were female (f = 180, 66.4 %), and 64.2% were married (f = 174). Among the
age groups, the highest number of participants was in the 26-33 range (f = 91, 33.6%). Most
participants were college graduates (f = 170, 62.7%), followed by high school graduates
(f = 67, 24.7%), while 5.2% had a master’s/Ph.D. (f = 14). Therefore, a majority of the
participants had high education levels (92.6%). Regarding monthly income, 33.2% earned
0-2,499 TL, 41.3% earned 2,500-5,000 TL and 25.5% earned more than 5,000 TL (Turkish
Lira), as shown in Table 1.

4.2 Outer model

After the initial outer model analysis, an item measuring health anxiety (third item: “I am not
concerned about the health consequences of the foods I eat”), an item measuring health
knowledge levels (fourth item: “The healthiness of functional foods has little effect on my food

Information ~ Group f % Information Group f %
Gender Male 91 336 Marital status ~ Married 174 642
Female 180 664 Single 97 358
Income 0-2499 TL 90 332  Education Elementary 20 74
2,500-5000 TL 112 413 High-school 67 247
5001 TL and more 69 255 Bachelor’s degree 170 62.7
Master’s/PhD degree 14 5.2
Age 18-25 78 288
26-33 91 336
34-41 54 199

Source(s): Authors work
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Table 2.
Outer model findings

preferences”) and the fifth item: “I eat what I like and I am not very concerned about the
healthiness of functional foods” were excluded from further analysis since their factor
loadings were below the suggested value of 0.50. After excluding the items with low factor
loadings, the measurement model was reanalyzed. The analysis results for the outer model
are given in Table 2.

As seen in Table 2, Cronbach’s alpha (CA) values above 0.60 indicate that the items are
acceptable (Hair ef al, 2017c). Since the composite reliability (CR) values were above the value
of 0.70 suggested by Fornell and Larcker (1981), reliability was considered to have been
achieved. Furthermore, since the standard factor loadings and average variance explained
(AVE) values were above the suggested value of 0.50, convergent validity was confirmed
(Hair et al., 2017¢). According to the Fornell-Larcker criterion, since the square roots of AVE

Outer Cronbach’s
Factors Items Loading twvalues CR  AVE Alpha
Health anxiety Being healthy means a lot to me 0.908 46.036 0815 0.609 0.664
T often think about my health 0.866 29.336
Being healthy is not important to 0.500 4814

me
I believe that eating low-fat or 0.674 14.650 0818 0.531 0.701
low-calorie functional foods

keeps cholesterol levels under

control
Health knowledge I believe that functional foods are 0.756 19.747
levels healthier than traditional foods

I can avoid getting sick by eating 0.830 29.282
functional foods regularly

The healthiness of functional 0.639 12.325

foods does not mean anything to

me
Functional food I will consider continuing to eat 0.663 10525 0920 0.663 0.894
consumption functional foods
intentions 1 continue eating functional 0923 83.031

foods

[ want to continue eating 0.909 72.618

functional foods
T use functional foods for cooking 0.837 40.685

meals
I will purchase a functional food 0.829 33.007
product
I would probably purchase 0.686 14.895
functional meat products

Social value Functional foods are prestigious 0.751 20544 0896 0.591 0.861
Functional foods have a good 0.771 25.205
reputation
Many people around me buy 0.661 12611
functional foods
Eating functional foods helps 0.847 42.200

feel accepted

Eating functional foods provides 0.815 28.705
me with social approval

I feel better if others give 0.756 17.789
feedback to me that eating

functional foods will be good for

me

Source(s): Authors work




values were higher than the correlations of the relevant variables, discriminant validity was
supported (Fornell and Larcker, 1981, see Table 3). This finding was also supported by the
Hetrotrait-Monotrait (HTMT) test. Based on these results, since HTMT values are not greater
than 0.850, discriminant validity was considered to be achieved (Henseler et al, 2015).

4.3 Inner model
The results of the inner model are discussed in this section. First, according to the suggestion
of Hair et al. (2017¢), the multicollinearity problem was examined. As seen in Table 4, all VIF
values were below 5. Therefore, there was no multicollinearity problem in the inner model.
The results obtained for the inner model are shown in Table 4 The bootstrap resampling
method was used to determine the ¢-values for the path coefficients of the intrinsic model. The
subsampling value was set as 5,000, as recommended (Hair ef al, 2017c). Using the analysis
results, the effect of health anxiety on restaurant consumers’ intention to consume functional
food was examined, and this effect was observed to be positive and significant ( = 0.268,
t = 4791, p < 0.05). Therefore, H; was accepted. The effect of perceived social value by
restaurant consumers on their intention to consume functional food was examined, and this
effect was found to be positive and significant (8 = 0.593, t = 13.513, p < 0.05). Accordingly,
H; was accepted.

4.4 Moderating effect of health knowledge level
Since restaurant consumers’ health knowledge levels were measured as a continuous
variable, the moderating effect of this variable was examined using the two-stage approach
proposed by Hair et al. (2017¢). Thus, we assessed whether the effect of restaurant consumers’
health knowledge levels is significant. The results regarding the moderating role of
restaurant consumers’ health knowledge levels are shown in Table 5.

As seen in Table 5, health knowledge levels were added as a moderating variable into the
relationship between health anxiety and functional food consumption intentions, and a
significant moderating effect was observed (8 = —0.098, f = 2.313, p < 0.05). Based on this

Fornell-Larcker HA SV HKL FFCI
HA 0.780

SV 0.245 0.769

HKL 0.410 0.527 0.729

FFCI 0415 0.658 0.594 0.815
HTMT HA SV HKL FFCI
HA

SV 0.294

HKL 0.595 0.659

FFCI 0514 0.740 0.742

Note(s): HA: Health Anxiety; HKL: Health Knowledge Levels; FFCI: Functional Food Consumption Intentions;
SV: Social Value

The role of
health
knowledge
levels

Table 3.

Discriminant validity

Source(s): Authors work results
Hypothesis Relations Path coeff t p VIF RR? Ve Q?

H1 HA—FFCI 0.268 4791 0.000 1.063 0.502 0.136 0.323

H2 SV—FFCI 0.593 13513 0.000 1.063 0.664

Note(s): HA: Health Anxiety; FFCIL: Functional Food Consumption Intentions; SV: Social Value Table 4.

Source(s): Authors work

Inner model results
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Table 5.
The moderator role of
restaurant consumers’

result, health knowledge was found to have a moderating effect on the relationship between
restaurant consumers’ health anxiety and functional food consumption intentions,
supporting Hs,. Accordingly, restaurant consumers’ health knowledge levels have a
reducing role in the effect of health anxiety on the intention to consume functional food
decreases. Therefore, restaurant consumers’ health knowledge levels decrease the effect of
health anxiety on functional food consumption intentions. This interaction is shown with the
simple slope given in Figure 2.

As seen in Figure 2, for individuals with higher health knowledge levels, health anxiety is
not a determinant of functional food consumption intentions. However, for individuals with
lower health knowledge levels, functional food consumption intentions increase as health
anxiety increases. Accordingly, it can be argued that the impact of health anxiety on
functional food consumption intentions is more significant among consumers with lower
health knowledge levels compared to individuals with higher health knowledge levels. On the
other hand, the moderating effect of health knowledge levels on the relationship between
social value and functional food consumption intentions was found to be not significant
(B = —0.020, t = 0.379, p > 0.05). Hy,, was, therefore, rejected.

5. Conclusion and discussion

Functional foods, which attract attention after the possible benefits of food consumption are
understood, have started to change global consumption trends. The need to access good food
vis-a-vis traditional food consumption practices is presumably met by the consumption of
functional foods. Functional food consumption trends, given their psychological,
demographic, or biological motivations, have a critical role in food consumption practices.
The functional food market is, therefore, very large and diverse (Stojanovic et al., 2013).
Nevertheless, the functional food market is very important, especially for consumers who
seek health, welfare, or status through food consumption practices (Del Giudice et al., 2012).

Hypothesis Relations Path coeff t b R2 2 Q2
H3a HA*HKL—FFCI —0.098 2.313 0.020 0.560 0.023 0.360
H3b SD*SHK—LFFCI —0.020 0.379 0.704 0.001

Note(s): HA: Health Anxiety; HKL: Health Knowledge Levels; FFCI: Functional Food Consumption Intentions;

health knowledge SV: Social Value
levels Source(s): Authors work
- 4,5 fersseeanrannnre s
.2
E 4,0 Jeresnrsrmsensnnnnnensnsn s Moderator
=
s High HKL
2 Low HKL
8
59
=
=
.2
3}
S 10
59
Figure 2. Low High
Moderating effect of Health Anxiety
health knowledge level

Source(s): Authors work



In this regard, the intention to consume functional food is thought to be triggered by health
anxiety and social value perception. This study, therefore, aimed at obtaining empirical
findings about the effects of health anxiety and social value on the intention to consume
functional foods.

Health anxiety, which is considered a critical predictor of intellectual and behavioral
factors in food consumption practices (Vassallo et al, 2009), was found to be the main
predictor of attitudes toward functional foods as well as the intention to buy functional foods
(Temesi et al, 2019). Since functional foods are defined as health-promoting, their
acceptability by consumers is likely to be associated with health concerns in food
consumption (Niva and Makela, 2007).

Functional foods help consumers define themselves as healthy, conscious individuals with
modern tendencies and habits (Belk, 1988; Barauskaite et al., 2018). Accordingly, the expected
social value of a product is found to be related to the intention to consume functional foods
(Urala and Lahteenmaki, 2007; Chen, 2011). Functional food consumption has become a way
of making positive impressions on others (Goetzke et al., 2014; Barauskaite et al., 2018).
Therefore, it can be argued that functional food consumption is perceived as a phenomenon
shaped by social and cultural values.

The current study examined the effects of restaurant consumers’ social value perceptions
and health anxiety on functional food consumption intentions and the moderating effect of
health knowledge levels on this relationship. First, the effect of health anxiety on consumers’
functional food consumption intentions was examined, and health anxiety was found to have
apositive and significant effect on the intention to consume functional food. H; was, therefore,
accepted. This finding is consistent with previous studies (Niva and Mékel4, 2007; Urala and
Lihteenmaéki, 2004; Verbeke, 2005). According to a previous study, the consumption trends of
consumers in developed countries are shaped by health motivation (Niva and Mékela, 2007).
The results of the same study revealed that these consumers showed interest in healthy foods
and believed that these foods affect health. In some Asian countries, such as China and Japan,
foods are considered medicines with nutritional value, thus placing an emphasis on food
consumption to reduce the risk of disease (Arai, 2002; Liand Tsao, 2019). In Latin America, on
the contrary, the consumption of food with health concerns has been on the rise, especially
recently, and the search for healthy food is relatively recent compared to Asian countries.
However, in the last two decades or so, the importance of functional foods has also increased,
as increased awareness of food consumption has made the health factor important in Latin
America (Lajolo, 2002; Vicentini et al., 2016).

On the other hand, restaurant consumers’ social value perceptions were found to have a
positive and significant impact on the intention to consume functional foods. Accordingly, Ho
was supported. This result was also similar to the findings of Goetzke et al. (2014) and
Barauskaite ef al. (2018). Accordingly, it can be argued that consumers use functional foods as
a social value phenomenon to create positive impressions on others.

The analysis results revealed that restaurant consumers’ health knowledge has a
moderating effect on the relationship between health anxiety and intention to consume
functional foods. Therefore, H3 was accepted. According to this finding, health knowledge
levels play a reductive role in the impact of health anxiety on the intention to consume
functional foods. This finding might be explained by several conditions, such as consumers
with high health knowledge levels perceiving functional foods as not reliable enough,
showing high sensitivity to risk factors, or attaching importance to eating a balanced diet.
Accordingly, some factors arising from health knowledge levels decrease the functional food
consumption intentions of consumers motivated by health anxiety.

However, regarding the other research question of the study, the moderating effect of
restaurant consumers’ health knowledge levels on the relationship between perceived social
value and intention to consume functional foods was found to be not significant. H, was,
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therefore, not supported. According to Voss et al. (2003) and Crites et al. (1994), attitudes
develop multifacetedly as hedonic/emotional and utilitarian/cognitive, with the utilitarian
dimension characterized by the functions provided by products (e.g. nutritional value) and
the hedonic dimension characterized by the pleasures derived from product experiences (e.g.
pleasure and status). Therefore, health knowledge levels may not be functional in affecting
social value, which is related to pleasures, on the consumption of functional foods. More
precisely, for consumers who evaluate the experience of consuming functional foods as social
value, the level of health knowledge about functional foods may not have an important role. In
conclusion, for the first time in the literature, this study showed that restaurant consumers’
health anxiety and social value perceptions have a positive effect on the intention to consume
functional foods and that health knowledge levels have a moderating effect on the
relationship between health anxiety and intention to consume functional foods. Therefore,
this study is believed to make valuable contributions to the field of functional foods, which is
a relatively new study area, within the framework of consumer behavior.

5.1 Theoretical implications

Consumers’ tendency to consume functional foods with health anxiety is significantly driven
by health knowledge levels. This relationship can be explained by the norms that cause one to
exhibit behaviors that are not completely under voluntary control, which is proposed by the
theory of planned behavior [TPB]. According to the TPB, the norms that direct behaviors are
defined as thoughts about the consequences of the behavior, evaluation of possible
consequences, subjective values and awareness (Ajzen, 1991). The role of health knowledge
levels in the relationship between health anxiety and the intention to consume local food is
shaped by these norms. Accordingly, an increased tendency toward consumption of
functional foods due to health anxiety reduces with higher health knowledge levels. This
result can be explained by consideration of some norms related to high health knowledge
levels by consumers according to the TPB. Examples of norms that drive behaviors can be
explained as follows: thoughts about the consequences of functional food consumption drive
healthy eating beliefs, evaluation of possible outcomes drives possible health risks, subjective
values drive nutrigenetics and personality traits and awareness level drives tendency toward
consumption of functional foods, which arise from health knowledge levels.

The most important thing for consumers with high health knowledge levels is the relative
amounts of healthy ingredients. Accordingly, associating functional foods with the concepts
of healthy products and healthy food, with a lack of emphasis on whole eating practices, does
not satisfy consumers with high health knowledge levels (Chen, 2011). Therefore, a vital
concept in food consumption practices is balance. A balanced diet, which corresponds to
healthy eating, cannot be achieved only by functional food consumption because components
of functional foods refer to a single product good for health but do not include foods that
contribute to healthy eating like traditional foods (high-fiber, low-fat foods, etc.) (Urala and
Lahteenmaki, 2003).

On the other hand, considering functional foods healthy can mean neglecting the
physiological or biological differences of individuals. Health knowledge levels may pay
attention to this difference and create a prejudice toward functional food consumption
(Korthals, 2002). Furthermore, high health knowledge levels increase the perceived risk of
food ingredients (Frewer ef al, 2003; Chen, 2011). Thus, considering functional food not
natural, not safe and not necessary prevents its consumption (Gineikiene et al., 2017). These
foods are believed to harm the balance and perfection of original, unprocessed and natural
foods (Devcich et al., 2007). The failure of food manufacturers, especially those producing
specific and functional products, to provide scientific evidence for their products is believed
to reduce the tendency of consumers with health anxiety to consume functional foods when
health knowledge levels become significant (Frewer et al, 2003). Accordingly, health



knowledge levels—for different reasons—can negatively affect functional food consumption
intentions, which increase with health anxiety.

The meaning attributed to functional foods is shaped by perceived social value and yields
different attitudes and behaviors. The tendency to consume functional food, which is
perceived as a social value, is found to be not affected by health knowledge levels. The main
reason for consuming functional foods, which is recognized as an indicator of modern
consumption trends, is the impressions that individuals want to show to themselves and to
their environment (Siro ef al., 2008; Urala and Lahteenmaki, 2004). Social value, like these
impressions, contributes to self-image goals and, therefore, affects functional food
consumption intentions like healthy living or health anxiety. Therefore, the finding that
health knowledge levels have no significant positive or negative role in this process is
probably related to the fact that the source of motivation for functional food consumption
intentions triggered by social value perception is not related to health.

5.2 Practical implications

The results of the present study revealed that health anxiety and social value have important
effects on functional food consumption intentions. Based on this finding, it can be argued that
some intrinsic and extrinsic factors are effective in the tendency toward consumption of
functional foods. In addition to healthy aging or the desire to improve health, social
confirmation, prestige, or good self-presentation are highly effective in functional food
consumption trends. Therefore, these factors, which drive individuals to consume functional
foods, should be taken into account in the production and marketing of functional foods. The
first step to expanding and widening the functional food market is identifying factors that
negatively or positively affect functional food consumption intentions. This study revealed
that two factors positively affecting functional food consumption trends are health anxiety
and social value.

Consideration of the psychological, biological, or sociodemographic components that
trigger these factors may help determine the dimensions of functional food consumption
trends. In this regard, determining the factors that affect functional food consumption trends
indirectly but play a role in consumption practices is very important for future steps that will
be taken in the functional food market. In this regard, the findings of this study pointed out
that one of the factors that play a role in functional food consumption trends is health
knowledge levels. The negative moderating role of health knowledge levels in the effect of
health anxiety on functional food consumption intentions is believed to open doors for
manufacturers or marketers to plan different strategies.

Eventually, the food industry and its stakeholders should develop products and services
that appeal to the consumer profile motivated by health concerns and social value perception
to gain the highest competitive advantage in the production or marketing of functional foods.
It should be emphasized that marketed foods are produced under good and safe conditions,
that their ingredients are natural and nutritious, and that their consumption is necessary and
beneficial. Thus, the consumer profile motivated by health anxiety to consume functional
foods can be considered the primary target audience by relevant businesses. Furthermore,
some factors related to high health knowledge levels playing a role in the function of food
consumption trends (ie. concerns) might be eliminated. The menus, campaigns, social
communication tools, or websites of the businesses can be revised to suit this purpose.

Although the rate of functional food consumption is increasing in Turkey, some
consumers still do not have sufficient knowledge about functional foods, their nutritional
content and their health benefits (Cebeci and Mankan, 2022). This may trigger health
concerns over functional food consumption. However, Turkish people, who are very
accustomed to traditional food consumption, make and consume many types of functional
foods at home with traditional methods. However, the lack of awareness that these foods are
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in the functional food category or that they have similar content to ready-to-eat foods
enriched with functional compounds may cause health concerns about products in the
functional food market and make it difficult to purchase. Indeed, Rojas-Rivas et al. (2019)
reached the conclusion that foods traditionally known to the public but are included in the
scope of functional food are consumed with pleasure and well-being without creating health
concerns. Therefore, it is important to make accurate and effective strategic plans to increase
the knowledge levels of the Turkish public about functional food ingredients and their
benefits. For this purpose, packaged functional food packages may include information
declaring the qualities and functions of foods, or restaurant menus with QR codes may
mention the qualities of foods and beverages containing functional compounds and their
nutritional value in a daily meal, thus reducing health concerns, at the same time directing
consumers to links where detailed information can be provided.

In addition, today, functional dairy products such as kefir are the most preferred
functional food group in Turkey. The fact that kefir was frequently featured in TV
commercials for various brands in a certain period may positively affect consumer intentions.
To popularize the consumption of functional foods, which are less preferred among Turkish
consumers, more prominence can be given to these products in media channels.

Businesses offering functional food services may create slogans for their marketing
strategies to activate the health anxiety of consumers. To this end, businesses should
highlight the possible negative effects of the lack of functional food consumption on health by
drawing attention to the direct and positive impact of functional food consumption on health
in triggering consumers’ intentions to consume these products. Health anxiety motivation,
therefore, can be used as a tool for increasing functional food consumption intentions.

The perceived social value of food can be used as another strategy element or competitive
advantage by businesses in functional food consumption intentions. Businesses should
proactively emphasize that functional food consumption affects consumers’ social images. In
fact, many companies implement similar strategies. Sometimes, well-known celebrities who
are accepted by society are used in these strategies. The aim is to leverage positive
impressions of those spokespeople to increase the consumption intention of the product. The
perceived social value of functional food consumption varies (innovation, modernity, wealth,
etc.). Considering this, businesses may determine possible social values of the functional food
they market in line with the characteristics of their business and target audience. Thus, both
businesses and functional foods produced or marketed can have distinctive qualities that can
be matched with a specific image.

5.3 Limitations and future directions
Restaurant consumers, the subject of this study, are located throughout the country, which
covers a wide area. Therefore, since reaching all restaurant consumers would be difficult and
costly, the study was conducted on the European side of Istanbul, which could be considered
a limitation. Because the data were collected between August and October 2021, the study is
limited to this period. Since the number of foreign restaurant consumers was higher than that
of domestic consumers, the data were collected only from domestic restaurant consumers.
Using the data of only domestic restaurant consumers could be another limitation of the
study. In this study, functional food consumption was examined within the scope of health
concerns, perceived social value and health knowledge levels. However, there are other
factors that direct consumer attitudes and behaviors positively or negatively in functional
food consumption. These factors may include demographic characteristics, food
consumption motivations, functional food type and functional food knowledge.

Finally, the study was conducted on the European side of Istanbul, where white-collar
consumers are dense. Therefore, it is a sample in which those who work by sitting almost all



day long may have more desire and need to consume healthy food (Watanabe et al, 2016).
Therefore, the data obtained from this region, where the authors predicted that the tendency
to consume functional food might be common, may not be generalizable to destinations and
consumers with different characteristics.
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Appendix

Factors

Items

References

Health anxiety

Being healthy means a lot to me

Tudoran et al. (2009)

Table Al.
Measurement items

1 often think about my health

Tam not concerned about the health consequences
of the foods I eat™*

Being healthy is not important to me

I believe that eating low-fat or low-calorie
functional foods keeps cholesterol levels under
control

I believe that functional foods are healthier than
traditional foods

I can avoid getting sick by eating functional foods
regularly

The healthiness of functional foods has little
effect on my food preferences*

I eat what I like and [ am not very concerned about
the healthiness of functional foods*

The healthiness of functional foods does not mean
anything to me

I will consider continuing to eat functional foods
I continue eating functional foods

I want to continue eating functional foods

T use functional foods for cooking meals

I'll purchase a functional food product

I would probably purchase functional meat
products

Functional foods are prestigious

Functional foods have a good reputation

Many people around me buy functional foods
Eating functional foods helps feel accepted
Eating functional foods provides me with social
approval

1 feel better if others give feedback to me that
eating functional foods will be good for me

Note(s): *This item was deleted after examining of measurement model

Krystallis et al. (2003), Jun
et al (2014)

Health knowledge levels

Tsiotsou and Alexandris
(2009), Fischer et al (2017)

Functional food
consumption intentions

Sweeney and Soutar (2001),
Dedeoglu et al. (2016)

Social value
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