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Article

Introduction

Self-concept or image consists of the “totality of thoughts 
and feelings having reference to him/herself as an object.” It 
is composed of attitudes one holds toward oneself; 
(Mothersbaugh & Hawkins, 2016) and includes four parts: 
Who I am now (actual self-concept), who I would like to be 
(ideal self-concept), how I would like to be to myself (private 
self-concept), and how I would like to be seen by others 
(social self-concept). Years of consumer research have con-
firmed an intimate connection between identity and con-
sumption behavior (Weiss & Johar, 2013; White & Argo, 
2009). Products help to define and maintain consumers’ self-
concept by reinforcing their identities (Berger & Ward, 2010; 
Birdwell, 1968; Gao et al., 2008; Ward & Broniarczyk, 
2011). Brands are important to consumers for their func-
tional benefits and their symbolic meaning. They help them 
in portraying their self-image and how others perceive them 
(Elliott, 1997; Levy, 1959; McCracken, 1986). While prod-
uct consumption symbolizes personal attributes, motiva-
tions, and social patterns, symbolic consumption reflects the 
personality and lifestyle of consumers, helping in expressing 
social distinctions (Sirgy, 1982). Consumers express their 

identities by choosing brands whose images are perceived to 
be similar to their own self-images (Aaker, 1999; Kassarjian, 
1971; Sirgy, 1982). In fact, consuming products inconsistent 
with an important identity sometimes causes cognitive dis-
sonance, motivating consumers to sometimes cease consum-
ing the less identity-consistent product (Berger & Heath, 
2008), leading them to seek out and consume products that 
are more identity consistent (Ward & Broniarczyk, 2011).

Health consciousness assesses the degree to which a per-
son plays an active role in maintaining his or her health. It is 
a motivational component encouraging consumers to 
enhance or sustain their physical well-being by engaging in 
preventive behaviors and health care (Jayanti & Burns, 1998; 
Michaelidou & Hassan, 2008). Health conscious consumers 
purposively monitor their state of health and perform 
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required actions to improve or maintain it (Gould, 1988; 
Michaelidou & Hassan, 2008)

Food is both privately and socially consumed and is an 
important part of consumers’ buying decisions. In recent 
decades, consumption of fast food and food away from home 
has increased in the United States (Krieger et al., 2013). 
According to Poti and Popkin (2011) and Powell et al. 
(2012), in 2007 to 2008, fast-food and full-service restau-
rants accounted for an estimated per day consumption of 275 
kilocalories (kcal) among children, 564 kcal among adoles-
cents, and 599 kcal among adults amounting to energy intake 
of 14% for children and 24% of total energy for adolescents 
and adults. Healthy diet helps to prevent type 2 diabetes, 
obesity, cardiovascular disease, and certain cancers (Centers 
for Disease Control and Prevention, 2012). The direct costs 
of diet-related diseases account for an enormous proportion 
of the total health expenditures in the world—diabetes mel-
litus type 2 alone accounts for 11% of the total costs world-
wide (International Diabetes Federation, 2013). The type of 
food consumed is, therefore, likely to influence money spent 
on health care.

Eating healthy also gets a lot of publicity as it is seen as a 
panacea for curing obesity. Media has played a crucial role in 
highlighting obesity and its ill effects on both short-term and 
long-term enjoyment of life. Public policy makers have, 
therefore, aimed to foster healthy food choices (e.g., fruits, 
vegetables) and reduce consumption of unhealthy food. The 
social marketing campaigns urge people to consume fruits 
and vegetables and avoid fast food and sugary drinks in large 
sizes to contain high expenditures on health care. Media has 
also highlighted the irresponsible practices of the food busi-
ness that have caused harm to health.

Consuming healthy food is seeing an upsurge not only in 
the United States but all around the world. It has, therefore, 
become “cool” to be seen as being a health conscious con-
sumer. Since the late 1970s, nutrition-related behaviors have 
emerged as consumers’ most frequent activity to stay healthy 
(Harris & Guten, 1979; Ostberg, 2003). Research has also 
recognized “interest in health” as a key motive in the pur-
chase of organic food (Grankvist & Biel, 2001; Lockie et al., 
2004; Michaelidou & Hassan, 2008). Marketers are respond-
ing to these changed preferences by increasingly selling 
products labeled “healthy.” Food retailers and manufacturers 
also eagerly position themselves as health friendly to target 
health-conscious consumers (Leeflang & Van Raaij, 1995; 
Prasad et al., 2008).

Cornish (2012) classified healthy foods into nutritionally 
rich and nutritionally poor functional foods. His study 
revealed that although a number of functional foods (e.g., 
probiotic yoghurts, cholesterol-lowering spreads) are proven 
to provide genuine health benefits and have become a staple 
of the modern diet (Nestle, 2007), some other functional 
foods (e.g., low-fat cookies, zinc-fortified breakfast cereals), 
although fortified, lack real nutritive value (Pollan, 2009; 
Urala & Lähteenmäki, 2003) and provide no real health 

benefits (Nestle, 2007). Food choice theories suggest that 
consumers are more likely to be swayed by nutritional beliefs 
and labels than actual nutritional quality, at times making 
wrong choices.

It is, therefore, pertinent to understand whether only the 
consumers with a “health conscious” self-image would con-
sume healthy labeled foods. The present study has been con-
ceived to address this question. The following paragraphs 
summarize the extant literature in the area.

Literature Review

The survey of literature focused on self-image, self-concept, 
health orientation/consciousness, nutrition labeling, and 
healthy/organic foods consumption for identifying relevant 
studies.

Past research has established that self-concept influences 
a variety of consumer behavior decisions including choice of 
office decor (Gosling et al., 2002), brand preference (Escalas 
& Bettman, 2003), and choice of accessories (Berger & 
Ward, 2010). Identity-consistent products are consumed not 
only as a signal to others but also as signals to the self 
(Gosling et al., 2002; Shrum et al., 2013). Individuals have a 
need for coherence, meaning, and control (Heine et al., 2006; 
Swann, 1983; Swann & Bosson, 2010), and for this reason, 
they seek out products that provide feedback consistent with 
their self-concept. A consumer’s sense of self influences 
preferences for products that help maintain their self-concept 
(Ball & Tasaki, 1992; Oyserman, 2009). Consumers also uti-
lize product choice to offset dissonance-arousing self-con-
cept threats encountered in the environment (Rucker & 
Galinsky, 2008; Sivanathan & Pettit, 2010).

Consumers choose those brands that are harmonious with 
their personality and self-image (Ericksen, 1996; Graeff, 
1996; Mehta, 1999; Sirgy, 1982; Sirgy et al., 1997; Sirgy 
et al., 1991) and psychologically compare their self-images 
with the stereotypical user of a brand (Sirgy, 1982). The 
interaction between the image of the product user in various 
media and consumer’s self-concept results in the consumer 
striving for self-image congruence (Sirgy et al., 1997), an 
important predictor of consumer behavior (Sirgy, 1982; 
Sirgy et al., 1997). Research has also shown that self-image 
congruence affects customers’ brand preferences and their 
purchase intentions (Ericksen, 1996; Mehta, 1999), facilitat-
ing the creation of positive attitudes and behavior toward 
brands (Ericksen, 1996; Sirgy, 1982, 1985; Sirgy, Grewal, & 
Mangleburg, 2000; Sirgy et al., 1997; Sirgy et al., 1991). 
According to Graeff (1996), self-image is positively related 
to customers’ product evaluations and triggers motives that 
create the need for self-consistency and self-esteem. 
However, there is a difference in the brand images of socially 
(e.g., conspicuous consumption) and privately consumed 
brands and, hence, the effects of self-image congruence are 
likely to be stronger for publicly consumed products (e.g., 
automobiles and jeans). Hume and Mills (2013) found that 
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self-esteem and self-image also influenced private purchases 
such as intimate women’s apparel and fashion.

Due to interplay of factors such as price, income, prod-
uct life cycle, consumer involvement, product utility and 
value, image congruence does not always materialize 
(Onkvisit & Shaw, 1987). Individuals can vary in the degree 
or level (high or low) of self-image congruence experi-
enced by them. The extent to which self-concept is acti-
vated in a given context can also moderate the effect of 
self-image congruence on certain consumer behavior. Khan 
and Dhar (2006) showed that one instance of bolstering 
one’s self-concept through a virtuous action could increase 
the likelihood of choosing a luxury over a necessity in a 
subsequent unrelated choice.

Studies have also been conducted on self-image congru-
ence and specific brands. Jamal and Al-Marri (2007) explored 
the impact of self-image congruence and brand preference on 
brand satisfaction among expert and novice customers of 
automobile brands. Bosnjak and Brand (2008) regressed 
consumption-related attitudes and intentions of Chevrolet 
car on participants’ perceived match between their self-con-
cept and different positive and negative image facets.

Organic foods are purchased more due to perceived health 
benefits than their environmental benefits (Hughner et al., 
2007; Shafie & Rennie, 2012; Yiridoe et al., 2005). Although 
children could increase their parents’ health conscious 
choices (Prasad et al., 2008), they could also increase their 
purchases of indulgent snack foods (Marshall et al., 2007). 
Health (and diet) concerns could shift the way shoppers 
approached indulgences and/or influenced their perceptions 
of which categories constituted indulgences. Mazar and 
Zhong (2010) demonstrated that when people considered 
green purchases such as organic food, they felt virtuous for 
taking a socially and environmentally positive action and 
were more likely to lie or show other negative moral behav-
ior afterward.

A study by Chugani et al. (2015) found that satiation was 
linked to a consumer’s self-concept and the rate of satiation 
to identity-consistent products depended on the consumers 
active connections between their sense of self and the focal 
identity. Heath and Scott (1998) showed that if the brand-
related information was inconsistent with the customers’ 
self-concept, it was not likely to gain customers’ attention, 
acceptance, and retention. Sirgy et al. (1997) reported that 
self-image congruence was a strong predictor of brand satis-
faction (see also Jamal, 2004; Jamal & Goode, 2001), which 
was generally described as the full meeting of one’s expecta-
tions (Oliver, 1997) and was widely recognized not only as a 
key influence on the customers’ future purchase intentions of 
that brand (Taylor & Baker, 1994) but also as the key to 
retaining customers and improving profitability (Anderson 
et al., 1994). Dunning (2007) advocated that consumers were 
dynamic, motivated agents who evaluated both themselves 
and the world around them in a manner consistent with a set 
of “sacrosanct beliefs” and self-motives.

Bisogni et al. (2012) found that different life experiences, 
self-concept, resources, food availability, and conflicting 
considerations influenced people in developed countries not 
eating according to their ideals for healthy eating. Mai et al. 
(2012) showed that health conscious consumers were more 
willing to elaborate on health-related product attributes (e.g., 
nutrition facts) and emphasized food naturalness (e.g., non-
genetically engineered foods).

Chang et al. (2003) found that those who had open, con-
scientious, and extroverted personalities had higher needs for 
health consciousness and used food traceability labels as a 
unique learning device and choice criteria.

Past research on the effectiveness of nutrition labeling has 
been remarkably inconclusive, irrespective of whether it was 
conducted in a grocery store (Moorman et al. 2012) or res-
taurant settings. Some studies concluded that providing 
nutritional information on restaurant menus lowered caloric 
intake (e.g., Milich, Anderson, & Mills, 1976; Roberto et al., 
2010; Wisdom, Downs, & Loewenstein, 2010); yet, others 
found that the information had no effect (e.g., Elbel et al., 
2009; Finkelstein et al., 2011; Harnack et al., 2008; Mayer 
et al., 1987; Schwartz et al., 2012). Even among studies find-
ing an effect, the size of the effect tended to be small. Balfour 
et al. (1996) and Yamamoto (2005) found that only a small 
proportion of consumers (16% and 29%, respectively) 
changed their menu item selection when presented with 
nutrition information.

Cornish (2012) examined the impetus behind the con-
sumption of both nutritionally rich and nutritionally poor 
functional foods and found that consumers were unable to 
distinguish between the two, and believed the health claims 
of both. The consumption of nutritionally poor foods could 
have a negative impact on consumer well-being, pointing to 
the necessity of educating consumers about what constituted 
a healthy diet, the role of nutrients as building blocks in 
healthy diets, and the importance of choosing appropriate 
sources for these nutrients to enable them to make healthier 
dietary choices.

A number of studies have been conducted on the impact 
of calorie information on labels on choice of low calorie 
foods. In a study conducted in New York City (Elbel et al., 
2009), of the 28% of fast food patrons using calorie labels, 
88% reported being influenced by the information; of the 
68% customers dining at restaurants in Seattle, 45% said the 
calorie labels informed their meal choice, and only 13% 
reported the information influenced what they ordered for 
their child (Tandon et al., 2011).

Ellison et al. (2013) explored the potential relationships 
between caloric intake and diners’ socioeconomic character-
istics and attitudes in a restaurant field experiment that sys-
tematically varied the caloric information printed on the 
menus. Results showed that calorie labels had the greatest 
impact on those who were least health conscious. In addition, 
using a symbolic calorie label could further reduce the caloric 
intake of even the most health conscious patrons. Finally, 
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calorie labels were more likely to influence the selection of 
the main entrée as opposed to supplemental items such as 
drinks and desserts. The study concluded that if numeric 
calorie labels were implemented, they were most likely to 
influence consumers who were less health conscious. To 
reach a broader group of diners, a symbolic calorie label may 
be preferred as it reduced caloric intake across all levels of 
health consciousness. In another study in 2014, the same 
authors used field experiment data, to compare the effective-
ness of calorie labels with a “fat tax” at reducing calories 
ordered. Results of the research study revealed menu label-
ing could influence food choice. The study found that when 
no calorie label was present, a greater proportion of higher 
calorie meals (more than 800 calories) were ordered than 
when either a numeric or symbolic calorie label was utilized, 
and that the symbolic calorie label led to greater calorie 
reductions than the numeric calorie label proposed by the 
Food and Drug Administration (FDA).

Gad et al. (2013) surveyed U.K. consumers and explained 
consumption motivations through examining antecedents of 
temporally dominated benefits in application to organic 
food. The research findings established significant associa-
tions of level of involvement, prior knowledge, product 
usage, and some association of time orientation with the tem-
porally emphasized consumption benefits consumers ulti-
mately pursued.

A number of research studies have focused on messages 
used to promote the consumption of healthy foods. Krystallis 
and Chrysochou (2011) examined whether health food (low 
fat) claims positively influenced levels of brand loyalty and 
found that products with health food claims could have 
noticeable advantages over competitors. Mohr et al. (2012) 
discussed serving size and its impact on calorie information 
and consumer guilt. Robinson et al. (2014) found that health-
based messages used to promote fruit and vegetable intake 
were limited in their effectiveness. Instead, social norm mes-
sages, suggesting other people were eating healthily, were 
more effective.

Mai et al. (2015) found that the goal conflict between 
short-term indulgence and long-term health considerations 
was at the heart of unhealthy food choices. The research 
examined the potential of health consciousness to resolve the 
unhealthy = tasty intuition (UTI) and demonstrated that the 
UTI partly worked implicitly and independently of health 
consciousness.

Specific studies focusing on the impact of socio-demo-
graphic factors on the consumption of healthy food were also 
found. Research by Pasternak et al. (1996) showed that 
dietary guidelines were often not followed. Glanz et al. 
(1998) found that nutrition was more important to women 
and older individuals, making these groups more responsive 
to menu labels as opposed to young males. Gandini et al. 
(2000) suggested that despite the fact that socioeconomic 
status (SES) could be assessed in terms of income, occupa-
tion, and/or educational level, each of these dimensions had 

its own causal pathway toward dietary habits. Herman et al. 
(2003) argued that food choice was influenced by a desire to 
convey a certain impression or adhere to social norms (Leary 
& Kowalski, 1990; Roth et al., 2001). Shah et al. (2005) 
found that the workplace culture, social networks, and future 
salience mediated the relationship between occupation and 
diet. Grotza et al. (2011) examined the association between 
health behavior and socio-demographic variables and Health 
Locus of Control (HLC). They found that higher age, low 
SES, and migration background were associated with higher 
HLC scores.

While Elbel et al. (2011); Elbel et al. (2009) found that 
residents of low-income neighborhoods were least likely to 
report using calorie labels to make a lower calorie food 
choice, Dumanovsky et al. (2011) found consumers in more 
affluent communities were most likely to use this informa-
tion. Women, especially those between the age group of 18 
and 24 years more so than men, reported using calorie labels 
(Dumanovsky et al., 2011; Krieger et al., 2013, Blichfeldt & 
Gram, 2013), and compliance with dietary guidelines steadily 
fell as SES decreased (Grundy et al. 1999). Casagrande et al. 
(2007) and Lewis et al. (2011) suggested that the income–
diet relationship was mediated by access to food and diet 
cost (Ahmed et al., 2012).

The educational level–diet relationship might be medi-
ated by attitudes toward healthy eating, knowledge about 
food (Booth et al., 1992), family values (McLeod et al., 
2001), and social support for healthy eating (Lee, 2009). 
Education seemed to be the most important variable to 
explain social differences in dietary habits (Cho et al., 2009; 
Huckfeldt & Sprague, 1995). Mediation of the educational 
level–diet relationship by attitudes toward healthy eating 
was twice as strong in women as in men (Wardle et al., 2004). 
LeDoux and Vojnovic (2013) found that among the 1,631 
participants surveyed, favorable attitudes toward healthy eat-
ing were associated with both higher educational level and 
diet quality, and that higher educated people were more 
likely to pay “attention to health when buying food,” and 
“organic food consumption,” but were less likely to cite 
health in the perceived role of eating.

Gram and Blichfeldt (2014) explored female students’ 
food dilemmas to identify reasons why unhealthy food con-
sumption happened despite the students’ good intentions to 
eat healthy diets and found that female students were well 
informed about nutrition, and several of them were experi-
enced cooks from home but “bad” food sneaked into their 
diets, because of lack of time and energy, pressure from their 
studies and food cravings, along with more liberal rules in 
social situations.

Research studies also focused on the role of emotions and 
food choices. Ogden (2009) found that the link between 
emotions and food consumption was well documented, and 
both negative and positive emotions influenced eating behav-
ior (Desmet & Schifferstein, 2008). Childers et al. (2011) 
advocated that emotional issues such as boredom, loneliness, 
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unhappiness, and stress affected U.S. students’ consumption 
of particularly unhealthy foods.

Some researchers focused on factors influencing con-
sumption of healthy foods. Herman et al. (2003) found that 
social influence affected eating, that behaviors were influ-
enced by social comparisons (Hupkens et al. 2005; 
Mussweiler, 2003; Mussweiler et al., 2004), and that healthy 
eating was a normative standard (Jutel, 2005). McFerran 
et al. (2010a) examined the effect of body type of consumers 
on the food consumption of other consumers around them 
and found that people chose a larger portion following 
another consumer who first selected a large quantity but that 
this portion was significantly smaller if the other was obese 
than if she was thin.

An interesting study by Karmarkar and Bollinger (2015) 
focused on shopping with reusable grocery bags and its 
impact on consumers’ in-store behavior. Using scanner panel 
data from a single California location of a major grocery 
chain, and controlling for consumer heterogeneity, they dem-
onstrated that bringing one’s own bags increased purchases 
of not only environmentally friendly organic foods but also 
indulgent foods.

A research by Huneke et al. (2015) examined the effect of 
service employees’ appearance on consumers’ food choice 
using an experimental study, involving a video manipulation 
and eye-tracking technique. The study demonstrated that 
exposure to the overweight employee did not stimulate 
greater attention to unhealthy meal alternatives, whereas 
exposure to the employee who displayed an unhealthy life-
style did.

Kelly et al. (2016) focused on an increasing societal 
impact of ill health in later life. They found that lack of time 
(due to family, household, and occupational responsibilities), 
access issues (to transport, facilities, and resources), finan-
cial costs, entrenched attitudes and behaviors, restrictions in 
the physical environment, low SES, and lack of knowledge 
were the recurring barriers. Specific issues relating to popu-
lation and culture were identified relating to health 
inequalities.

Thus, the studies reviewed have covered diverse aspects 
of consumption of healthy foods but most of them have 
focused on factors influencing purchase of healthy foods or 
the impact of food labeling legislation on choice of food. 
Some research was found on self-image as a variable influ-
encing consumption of various products but there is a lack of 
research on the self-image of health conscious consumers 
and the relationships between self-image and consumption 
of healthy labeled foods. Furthermore, none of the studies 
attempted to identify how consumers defined themselves as 
being health conscious and how this might affect the choice 
of foods labeled healthy. It is to fill this gap that the present 
study is designed.

The objective of this research is to better understand how 
consumers view themselves in terms of health consciousness 
and whether some demographic factors are associated more 

significantly with the health conscious self-image, and fur-
ther, whether consumers with a health conscious self-image 
are more prone to purchase food labeled “healthy.”

Hypotheses Development

There are no two opinions that with an increased conscious-
ness to consume healthy foods and beverages, understand-
ing the factors that influence consumer preferences toward 
health food is becoming increasingly important in the mar-
ket today. Food consumption decisions are no longer 
restricted to being personal but carry a social image and are 
modified by peer approval that is dependent on the types of 
food consumed by individuals, especially because food is 
very frequently consumed in a social setting with family, 
friends, colleagues, and others. Self-image influences the 
consumption of products and that, in fact, consumers strive 
toward maintaining self-image congruity and as such choose 
products that support their self-image. Research has also 
shown that if products fail to match the self-image held by 
consumers, they are likely to avoid consuming them. To 
understand how consumers who support the self-image of 
being health conscious choose products labeled healthy, it is 
important to understand what constitutes the self-image of 
health consciousness.

This study aims to find out how people who consume 
products labeled healthy choose to describe themselves in 
terms of health consciousness. Do all the consumers define 
themselves in terms of the same variables? Can we address 
them as one segment of consumers who are concerned about 
their health? Are there differences in the perceptions of 
health consciousness among consumers regarding what con-
stitutes a health conscious self-image? This leads us to exam-
ine the following hypothesis:

Hypothesis 1: There are differences on account of vari-
ables used to describe the self-image of health conscious-
ness among consumers of healthy labeled foods.

Previous research has also shown that demographic fac-
tors influence the consumption of food. It will then be perti-
nent to find out whether consumers who consider themselves 
as health conscious are likely to differ in their demographics. 
Thus, we need to examine a second hypothesis:

Hypothesis 2: There are differences among health con-
scious consumers on account of demographic factors, 
such as age, gender, education, and relationship status.

Research has also shown that consumers belonging to dif-
ferent demographic factors are likely to differ in terms of 
their consumption behavior. Would this analogy be applica-
ble to consumers with a health conscious self-image in their 
consumption of healthy labeled foods too? We, therefore, 
need to understand as to whether consumers holding the 



6 SAGE Open

health conscious self-image actually consume food labeled 
healthy when they are hungry or whether they choose prod-
ucts that are not labeled as such. This leads us to our third 
hypotheses:

Hypothesis 3: Consumers holding a health conscious 
self-image will consume only those products that are 
labeled healthy.

Method

The study focused on understanding the factors that consti-
tuted the self-image of health consciousness and its effect on 
actual purchase of healthy food. A brief (5-6 min) self-
administered online questionnaire was designed, pretested, 
and distributed to a random sample via emails. The email 
invitation provided a brief description of the study and a link 
to the survey. The respondents were allowed to opt to take 
the survey by filling an informed consent form prior to begin-
ning the survey itself, but were unable to go back to previous 
screens to review or revise their responses, to reduce a halo 
bias that could contaminate results.

The survey included 15 items to measure the self-image 
of people toward health consciousness, and questions related 
to demographics and actual purchase behavior. For the pur-
pose of this study, the Health Consciousness Scale created by 
Stephen Gould in 1988 was modified. Of the original nine 
items, four items were selected from this scale and 11 addi-
tional items were added to it. Two focus groups were con-
ducted to identify behaviors related to the consumption of 
healthy labeled foods. These 11 additional items were identi-
fied and developed from the conversations in these groups. 
Two types of scale options were used: a five-point scale 
ranging from not like me at all (1) to like me (5) to describe 
themselves and another scale where they described their 
level of agreement from strongly disagree (1) to strongly 
agree (5) with their activities and opinions related to health 
conscious behavior. SPSS 18 was used for analysis.

Sample Profile

Care was taken to obtain unbiased data from different age 
groups, gender, education levels, ethnicities, and relationship 
statuses. The total sample consisted of 390 respondents. The 
incidence rate was 92.6%. The sample emerged to be largely 
Caucasian (98.7%), of which 26.5% (95) were male and 
73.5% (263) were female. The respondents belonged to five 
different age groups. Two age segments appeared to be 
strongly represented, 18 to 22 years old (46%) and those 
above 41 years of age (36%). All but 11% of the respondents 
graduated with a high school diploma and 24% had acquired 
a bachelor’s degree. Approximately 52% of the sample con-
sisted of respondents still studying for their undergraduate 
degree, and about 64% were either in a relationship or mar-
ried and 36% were single.

Reliability

Before conducting further analysis of the data, it was 
important to assess the reliability of the scales used for 
measuring health consciousness. The user-defined missing 
values were treated as missing and statistics are based on 
all cases with valid data. For the purpose of calculating 
reliability, 29 cases were excluded list-wise as the 
responses were incomplete and 361 cases were used for 
this computation. The analysis revealed a Cronbach’s 
alpha of .753. The value of the alpha coefficient if an item 
was deleted was computed to ascertain whether its value 
could be further improved (Table 1).

The analysis revealed that if we dropped item number 9, 
the value of the alpha coefficient would increase to .787. It 
was, however, not dropped from further analysis because 
its deletion would have increased the scale variance. To fur-
ther understand whether some of the variables consumers 
used to describe themselves as health conscious could be 
further reduced, a factor analysis of the 15 statements was 
conducted.

Are There Different Self-Image Factors of Health 
Consciousness?

To identify prominent self-image variables, exploratory fac-
tor analysis was used. To assess whether the data were ade-
quate for this purpose, the value of Kaiser-Meyer-Olkin 
(KMO) measure of sampling adequacy was computed (Table 
2). This measure varies between 0 and 1, and although values 
closer to 1 are better, the value of .6 is a suggested minimum. 
The KMO measure was .840, which is considered good for 
conducting the factor analysis. The analysis also meets the 
requirements of Bartlett’s test of sphericity, which tests the 
hypothesis that the correlation matrix is an identity matrix, 
and there are correlations in the data set that are appropriate 
for factor analysis.

The principal component method and varimax rotation 
were used. Factors with eigenvalues above one (EV ≥ 1; 
Kaiser, 1958) were selected after conducting the scree test 
(Cattell, 1966). This resulted in identifying five factors, 
explaining 69% variance. The rotated component matrix was 
used to identify statements composing each factor. The 
rotated factor loadings (factor pattern matrix) represent both 
how the variables are weighted for each factor and the cor-
relation between the variables and the factor. Being correla-
tions, their possible values range from ‒1 to +1. Furthermore, 
to identify the constituent statements, those with factor load-
ings below .26 were ignored. Items that did not load on any 
of the retained factors or with factor loading <.26 were 
sequentially removed based on the recommendation pro-
vided by Stevens (2002). He suggested that a loading of .722 
can be considered significant for a sample size of 50, a load-
ing greater than .512 is significant for a sample size of 100, 
and a loading greater than .364 is significant for a sample 
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size of 200. By the same reasons, therefore, a factor that con-
sists of a single statement that loads high is considered highly 
desirable. Furthermore, statements that loaded highly for 
more than one factor were retained only toward the factor 
they loaded highest on and were removed from consideration 
from other factors. Accordingly, Table 3 lists the statements 
that were found to constitute the factors

Description of Factors

The five factors identified by the research portray the differ-
ent self-image variables that constitute each factor. These are 
described below.

Self-Image Factor 1

This factor represented the self-image that identified 
itself with an overly concern for health. The respondents 
subscribing to this self-image constantly reflect about 
their health and believe that they live a healthy lifestyle. 
They closely monitor their physical condition throughout 
the day, are self-conscious about their health, and try to 
make healthy choices in their food consumption deci-
sions. They are, thus, actively seeking healthy labeled 
food products. Accordingly, we labeled this factor as 
health conscious.

Self-Image Factor 2

This image identifies with those who like to eat healthy, as it 
is important for them to monitor their calorie intake. They 
correlate a healthy body with an ideal weight and make efforts 
to avoid obesity. They actively search for nutritional informa-
tion and like to consume products with claims of low-fat 
ingredients. They, thus, associate healthy eating to mean con-
trol over calorie and fat intake. They might even feel guilty if 
they discovered that they made an unhealthy choice. This 
self-image factor is named as weight conscious.

Self-Image Factor 3

This self-image identified itself with those who considered 
themselves as very brand conscious in choosing products 
labeled healthy. They do not prefer generic products and 
need the assurance of a known brand name. They are also 
unlikely to feel comfortable trying new and unfamiliar 
brands or unbranded food products that make health claims. 
They are brand loyal and may sometimes even choose 
unhealthy products and purchase their preferred brand 
instead. This factor was labeled the brand conscious.

Self-Image Factor 4

This factor represents those who are very price conscious 
and choose brands that are not expensive. They also trust 
advertising. The two factors combine to indicate that their 
choice of healthy labeled products depends on whether such 
brands are well advertised and have a low price. They are 
unlikely to use unfamiliar brands of healthy labeled food or 
items that are expensive. They are also brand conscious to 
the extent that they may not try unbranded products even if 
they promise a health benefit and are inexpensive. This fac-
tor was called the value conscious.

Table 1. Health Consciousness Scale: Reliability.

No. Scale items Squared multiple correlation Cronbach’s alpha if item deleted

 1. I reflect about my health a lot .608 .714
 2. I’m very self-conscious about my health .542 .713
 3. I try to make healthy choices .690 .710
 4. I notice how I feel physically as I go through the day .360 .729
 5. I read nutrition facts in food purchases .539 .728
 6. I care about eating products labeled low fat .420 .728
 7. Eating healthy is important to me .670 .718
 8. I trust advertising .187 .743
 9. I will always choose my favorite brand regardless of health .313 .787
10. I choose brand name over generic items .526 .768
11. Price matters to me when choosing a brand .147 .769
12. I feel guilty when I don’t make a healthy choice .339 .725
13. I’m not afraid to try new products .083 .768
14. Brand name matters to me .509 .748
15. I live a healthy lifestyle .525 .720

Table 2. KMO and Bartlett’s Test.

KMO measure of sampling adequacy .840
Bartlett’s test of sphericity Approximate 

chi-square
2,087.301

df 105
Significance .000

Note. KMO = Kaiser-Meyer-Olkin.
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Self-Image Factor 5

This factor consists of those who like to try new brands and 
are more open to experimenting with them. They are the 
early adopters of food products that are new that may or may 
not carry a health benefit. They focus more on the experi-
ences they have with brands rather than seek assurance from 
well-known brands. They are likely to try new unknown food 
items, which makes them least brand loyal, but they might 
choose products that are not healthy. This factor is labeled 
variety conscious.

Thus, the results indicated that there were at least five dif-
ferent self-image factors that could explain the health con-
scious self-image held by consumers of healthy products. 
Consumers perceive themselves differently even on health 
consciousness, and are likely to differ on the basis of how 
strongly they associate themselves on the health conscious-
ness continuum. They are likely to have different expecta-
tions from healthy labeled foods and choose different types 
of labels that describe healthy foods. The next section identi-
fies whether specific demographic factors were associated 
with the different self-image factors identified thus far.

Self-Image Factors and Demographics

It was assumed that every health conscious consumer would 
display a similar behavior toward healthy labeled foods and 
that such consumers would share similar demographics. 
Because the self-images of health conscious consumers were 
found to be different, it was of interest to identify whether the 
factors representing different self-images related to same or 
different demographics. The following demographics—age, 
gender, marital status, and level of education—were studied. 

Thus, sub-hypotheses for our second hypothesis were devel-
oped. It was hypothesized that,

Hypothesis 2a: Consumers choosing different self-image 
factors are likely to differ on account of age.
Hypothesis 2b: Consumers choosing different self-image 
factors are likely to differ on account of gender.
Hypothesis 2c: Consumers choosing different self-image 
factors are likely to differ on account of education.
Hypothesis 2d: Consumers choosing different self-image 
factors are likely to differ on the basis of their relationship 
status.

The results of the analysis are presented below.

Relationship Between Self-Image Factors and Age

Respondents were classified into five age groups. To under-
stand the relationship between the different self-image fac-
tors and age groups, an ANOVA was conducted. The F test 
was applied to test the significance of differences between 
two variances: the among group variance and the between 
group variance. Significant F values indicate that the means 
are significantly different from one another.

The results showed significant relationships between 
self-image and age for the health conscious, F(4, 356) = 
4.22, p = .002; weight conscious, F(4, 356) = 4.51, p = 
.001; and value conscious, F(4, 356) = 5.42, p = .000. No 
significant relationship was found between the brand and 
variety conscious self-image factors and age. The descrip-
tive for self-image factors and significant age groups are 
summarized in Table 4.

Table 3. Rotated Component Matrix.

Component

 1 2 3 4 5

 1. I reflect about my health a lot .837 .209 −.005 −.019 −.019
 2. I notice how I feel physically through the day .776 −.052 .026 .119 .025
 3. I’m very self-conscious about my health .764 .241 .086 .067 −.145
 4. I try to make healthy choices .738 .419 −.062 −.039 .171
 5. I live a healthy lifestyle .659 .279 −.013 .039 .269
 6. I care about eating products labeled low fat .102 .822 .092 .158 −.026
 7. I read nutrition facts in food purchases .324 .739 −.183 −.174 .081
 8. Eating healthy is important to me .558 .605 −.098 −.096 .181
 9. I feel guilty when I don’t make a healthy choice .386 .536 .052 .199 −.193
10. I choose brand name over generic items .033 −.073 .877 −.106 −.028
11. Brand name matters to me .096 .092 .863 .025 .083
12. I will always choose my favorite brand regardless of health −.233 −.278 .509 .353 −.266
13. Price matters to me when choosing a brand .132 −.142 −.403 .706 .025
14. I trust advertising .058 .321 .258 .677 .109
15. I’m not afraid to try new products .060 −.016 .009 .078 .924

Note. Extraction method: principal component analysis. Rotation method: varimax with Kaiser normalization. Rotation converged in nine iterations.
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The Tukey–Kramer multiple comparison of means was 
employed to understand whether the differences between the 
means pertaining to age groups were significant (Table 5).

The results reveal that for the health conscious self-image, 
as compared with the age group of 18 to 22 years, there was 
a highly significant mean difference for the age group of 41 
to 59 years (M difference = 0.59, sig. = .001) and as com-
pared with the age group of 23 to 30 years, there was a highly 
significant mean difference for the age group of 41 to 49 
years (M difference = 0.59, sig. = .001). The mean differ-
ences were not significant for the 50+ age group. In other 
words, the age group of 41 to 49 years was different in their 
self-image of health consciousness both from the 18 to 22 
years and 23 to 30 years age groups. Considering the means 
and standard deviations (Table 4), we see that the highest 
mean for health conscious self-image was for the age group 
of 41 to 49 years (M = 0.45, SD = 0.96).

For the weight conscious self-image, as compared with 
the age group of 18 to 22 years, there was a highly signifi-
cant mean difference for the age groups of 31 to 40 years 
(M difference = 0.70, sig. = .009) and 41 to 59 years (M 
difference = 0.48, sig. = .009). The differences between the 
18 to 22 years group were not significant for the 23 to 30 
years or 50+ years age groups. In other words, the age 
groups of 31 to 40 years and 41 to 49 years were signifi-
cantly different in their self-image of weight conscious-
ness from the 18 to 22 years age group. Considering the 
descriptives (Table 4), we see that the highest mean for 
weight conscious self-image was for the age group of 31 to 
40 years (M = 0.51, SD = 0.90).

For the value conscious self-image, as compared with the 
18 to 22 age group, the mean differences were highly signifi-
cant for the age groups of 41 to 50 years (M difference = 
0.56, sig. = .001) and 50+ years (M difference = 0.50, sig. = 
.004). The differences were not significant for the age groups 
of 23 to 30 years and 31 to 40 years. The descriptives (Table 4) 
show that the highest mean for value conscious self-image 
was for the age group of 41 to 40 years (M = 0.35, SD = 0.90) 
and second highest for 50+ years (M = 0.30, SD = 0.96).

Thus, the findings suggest that there are differing self-
image perceptions among age groups on the health, weight, 
and value conscious factors. At a younger age, the consumers 
are still not financially independent and have limited means. 
Furthermore, their anxiety about health and weight is spurred 
by their desire to look attractive as they join college, look for 
partners, or enter the job market. The concerns around weight 
start changing around middle age, when career and familial 
responsibilities take precedence over maintaining the normal 
physical exercise routine. These responsibilities also moti-
vate the consumers in the above 40 years age group to obtain 
more value in their brand choice. Furthermore, the percep-
tions of an ideal or acceptable weight might be different for 
people belonging to diverse age groups, differences in height, 
and gender. Thus, within the broad category of weight con-
scious consumers supporting a self-image of health con-
sciousness, the choices may be different.

As consumers age, they are likely to seek more value in 
their purchases of healthy labeled products. Students and 
younger consumers are able to settle down financially by age 
30. Their choice of healthy labeled food may not necessarily 
be dictated by the value they obtain from such foods as they 
celebrate their new-found financial independence and, at the 
same time, start their own families. The senior consumers, 
however, may seek more value in their purchases as they 

Table 4. Descriptives for Self-Image Factors and Age.

Age (years) N M SD

Health conscious
 18-22 169 0.14 0.95
 23-30 37 0.14 0.98
 31-40 26 −0.11 0.76
 41-49 59 −0.45 0.96
 50+ 70 0.01 1.15
 Total 361 0.00 1.00
Weight conscious
 18-22 169 −0.19 1.07
 23-30 37 −0.01 0.85
 31-40 26 0.51 0.90
 41-49 59 0.29 0.87
 50+ 70 0.06 0.99
 Total 361 0.01 1.01
Value conscious
 18-22 169 0.20 1.03
 23-30 37 0.16 0.93
 31-40 26 0.04 0.99
 41-49 59 −0.35 0.90
 50 + 70 −0.30 0.96
 Total 361 −0.00 1.01

Table 5. Self-Image Factors and Age: Comparison of Means.

Dependent 
variable (I) Age (J) Age

Mean difference 
(I – J) SE Significance

Health 
conscious

18-22 years 23-30 −0.00 .18 1.00
31-40 0.25 .17 .74
41-49 0.59* .14 .00
50+ 0.13 .16 .99

23-30 years 18-22 0.00 .18 1.00
31-40 0.25 .22 .936
41-49 0.59* .20 .047
50+ 0.13 .21 .999

Weight 
conscious

18-22 years 23-30 −0.18 .16 .951
31-40 −0.70* .19 .009
41-49 −0.48* .14 .009
50+ −0.25 .14 .562

Value 
conscious

18-22 years 23-30 0.04 .17 1.00
31-40 0.16 .21 .995
41-49 0.56* .14 .001
50+ 0.50* .14 .004

*Significant at .05 level.
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Table 6. Relationship Between Self-Image Factors and Gender.

Self-image factors Gender M SD SE

Health conscious Male 0.071 1.052 .108
Female 0.029 0.981 .060
Total 0.003 1.000 .053

Weight conscious Male* 0.691 1.104 .113
Female* 0.255 0.847 .052
Total 0.006 1.010 .053

Brand conscious Male* 0.187 1.050 .108
Female* 0.066 0.993 .060
Total 0.000 1.013 .053

Value conscious Male 0.028 0.935 .096
Female 0.012 1.036 .063
Total 0.001 1.009 .053

Variety conscious Male* 0.112 1.048 .108
Female 0.039 0.998 .061
Total 0.000 1.013 .053

*Significant at .5 level.

support their college-going children or change careers or 
provide for their impending retirement. No significant differ-
ences were found for self-image groups of brand conscious 
or variety conscious factors on the basis of age.

Relationship Between Self-Image Factors and 
Gender

The sample consisted of 95 men and 266 women. Because 
gender influences the consumption of some products, it was 
important to identify whether it influenced the consumption 
of products labeled “healthy.”

A cross tabulation by gender for the self-image variables 
was conducted to understand whether there were significant 
differences among men and women in how they perceived 
themselves with regard to health consciousness. The results 
are presented in Table 6.

The results reveal that the gender differences in self-
image factors are significant among men and women for the 
weight, brand, and variety conscious self-image factors. 
Although both genders are weight and brand conscious in 
their self-image, men appear to be more weight, brand, and 
variety conscious as compared with women. There are no 
significant differences among men and women on the health 
and value conscious self-image. While previous research 
(Glanz et al., 1998; Gram & Blichfeldt, 2014) showed that 
women were more health conscious than men, this study 
reveals that men are becoming more weight, brand, and vari-
ety conscious in their selection of healthy labeled foods. This 
change could probably be explained with changing socio-
demographic environment where more and more men are 
choosing to remain single, or engaged in building a body or 
are staying at home to take care of kids and, in this process, 
improve the quality of diet consumed by them. Because more 
women are choosing to go out to work, they are unable to 

maintain the consumption of healthy foods due to time con-
straints and, therefore, may not be able to necessarily choose 
healthy labeled food that might help them influence their 
weight or to find time to purchase branded items. They may 
also be more brand loyal than men because the relationship 
with the variety conscious self-image was not significant. 
The results are supported by the study conducted by Gram 
and Blichfeldt (2014), which found that despite the fact that 
female students were more health conscious, their actual 
consumption of food was becoming more unhealthy due to 
lack of time and energy and work pressure.

Self-Image Factors and Relationship 
Status

The respondents were asked to select any one of the follow-
ing to describe their relationship status—single, in a relation-
ship, married, divorced, separated, and widowed. Because 
the responses in the two categories divorced and widowed 
were very few, they were merged in the category of single. 
Only three categories were, therefore, used for further analy-
sis—single, in a relationship, and married.

To understand the relationship between the self-image 
factors and relationship status, we computed ANOVA. The 
results for ANOVA for the self-image factors showed a sig-
nificant relationship between the relationship status and self-
image of the weight conscious, F(2, 356) = 3.452, p = .03, 
and a highly significant relationship with the value con-
scious, F(2, 356) = 4.989, p = .01. There was no significant 
relationship between the self-images of health, brand, and 
variety conscious consumers and relationship status. The 
descriptives are presented in Table 7.

Tukey–Kramers’ multiple comparison of means revealed 
that there were significant differences between the married 
respondents and those who were either single or in a relation-
ship with regard to the weight and value conscious self-
image factors (Table 8).

As compared with singles, the married respondents are 
likely to significantly differ in their weight conscious self-
image (M difference = 0.33, sig. = .02), value consciousness 
self-image from both singles (M difference = 0.37, sig. = .01), 
and those in a relationship (M difference = 0.32, sig. = 03). The 
descriptives in case of the weight conscious self-image were 

Table 7. Descriptives for Self-Image and Relationship Status.

Self-image factor Marital status N M SD

Weight 
conscious

Single 128 −0.18 1.06
In relationship 110 0.05 1.00
Married 121 0.15 0.95
Total 359 0.00 1.01

Value  
conscious

Single 128 0.15 1.01
In relationship 110 0.10 0.98
Married 121 −0.23 0.99
Total 359 0.01 1.01
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higher for singles (M = 0.18, SD = 1.06) as compared with mar-
ried respondents (M = 0.15, SD = 0.95). In case of value con-
scious self-image, the married enjoyed a higher mean value (M 
= 0.23, SD = 0.99) as compared with singles (M = 0.15, SD = 
0.95) and those in a relationship (M = 0.10, SD = 0.98).

The results appear to be true as singles are more con-
cerned about their weight, looking forward to getting into 
relationships, to look more physically appealing as compared 
with the married who become more accepting of their own or 
partner’s weight gain. Furthermore, the married respondents 
are the most value conscious as they deal with marital and 
familial responsibilities, and the desire to save.

Self-Image and Education

The respondents reported the following educational qualifi-
cations: high school diploma, freshman, sophomore, junior, 
senior, bachelor’s degree completed, and master’s degree 
completed. ANOVA was employed to identify the relation-
ship between self-image factors and education. The results 
revealed that there was a highly significant relationship 
between weight conscious self-image, F(6, 352) = 4.002, p = 
.001, and education. No other self-image was found to have 
a significant relationship with education. The descriptives 
for the weight conscious self-image are reported in Table 9.

To ascertain which educational groups differed on this 
self-image factor, the Tukey–Kramer’s multiple comparison 
of means test was conducted (Table 10).

The analysis showed that there were highly significant dif-
ferences in the means for graduates in their self-image about 
weight consciousness relative to freshmen (M difference = 
0.79, p = .009), sophomores (M difference = 0.85, p = .001), 
and juniors (M difference = 0.62, p = .003) in college. The 
descriptives for the self-image and education revealed that the 
respondents with a master’s degree (M = 0.50, SD = 0.71) had 
the highest mean value followed by sophomores (M = 0.36, 

SD = 1.19), freshman (M = 0.30, SD = 0.94), and juniors (M 
= 0.12, SD = 1.03). This implies that consumers at different 
educational levels assign a different meaning to what they 
perceive as being weight conscious. As consumers get more 
educated, their self-image with regard to what weight they 
consider as healthy also changes. Thus, people subscribing to 
different self-image factors differ on account of demograph-
ics. Next, we explore the relationship between the self-image 
factors identified above and preferences for actual consump-
tion of healthy foods when the consumers were hungry.

Consumer Behavior: Preference for 
Healthy Foods When Hungry

Data were collected on whether the respondents preferred to 
consume products that were “healthy,” “not healthy,” or had 
“no preference” for either when they were hungry. ANOVA 
was conducted to identify relationship between the self-
image factors identified above and the consumption prefer-
ences of consumers when they were hungry. The results 
reveal that the differences were highly significant for four 
self-image factors—health conscious, F(2, 358) = 41.40, p = 
.001; weight conscious, F(2, 358) = 30.03, p = .001; brand 
conscious, F(2, 358) = 4.27, p = .01; and variety conscious, 
F(2, 358) = 4.75, p = .009. The differences were not signifi-
cant for the value conscious self-image factor.

To identify which of the self-image groups were signifi-
cantly different on account of preference for healthy labeled 
foods, Tukey–Kramers’ multiple comparison of means was 
employed (Table 11).

Table 8. Self-Image and Relationship Status: Comparison of 
Means.

(I) RS (J) RS
Mean difference 

(I – J) SE Significance

Weight 
conscious

1. Single 2 −0.23 .13 .21
3 −0.33* .13 .02

2. In relation 1 0.23 .13 .19
3 −0.10 .13 .73

3. Married 1 0.33* .13 .03
2 0.10 .13 .73

Value 
conscious

1. Single 2 0.05 .13 .92
3 0.37* .13 .01

2. In relation 1 −0.05 .13 .92
3 0.32* .13 .03

3. Married 1 −0.37* .13 .01
2 −0.32* .13 .03

Note. RS = relationship status.
*Significant at .05 level.

Table 9. Descriptives for Self-Image and Education Level.

N M SD SE

Weight 
conscious

High school 42 −0.04 1.13 .17
Freshman 27 −0.30 0.94 .18
Sophomore 50 −0.36 1.19 .17
Junior 78 −0.12 1.03 .12
Senior 31 0.19 1.03 .18
Bachelor’s 85 0.11 0.86 .09
Master’s 46 0.50 0.71 .10
Total 359 0.00 1.01 .05

Table 10. Self-Image and Education: Comparison of Means.

(I) Level of 
education

(J) Level of 
education

Mean difference 
(I – J) SE Significance

Master’s 
degree

HSD 0.54 .20 .18
Freshman 0.79* .21 .00
Sophomore 0.85* .20 .00
Junior 0.62* .16 .00
Senior 0.31 .21 .95
Bachelor’s 0.39 .14 .13

Note. HSD = high school diploma.
*Significant at .01 level.
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For the health conscious consumers, the mean differences 
were highly significant for those who preferred healthy food 
as compared with those who preferred unhealthy product (M 
difference = 1.71, sig. = .000) or those who were indifferent 
(M difference = 0.71, sig. = .000) when hungry. Highly sig-
nificant differences were also found between those who pre-
ferred unhealthy food and those without such preference (M 
difference = 1.01, sig. = .000). The descriptives support this 
result and show that as compared with making healthy 
choices (M = 0.35, SD = 0.92) or having no preference (M = 
0.36, SD = 0.89) for healthy labeled food, the consumers 
with the health conscious self-image are more likely to 
choose an unhealthy product (M = 1.36, SD = 0.83).

Consumers with a weight conscious self-image who chose 
healthy foods had significant differences from those who 
selected unhealthy options (M difference = 0.68, sig. = .031) 
and highly significant differences with those who had no 
such preferences (M difference = 0.78, sig. = .000). More 
consumers supporting the weight conscious self-image are 
likely to have no preference (M = 0.43, SD = 1.03) for healthy 
products when hungry, but some may choose a healthy option 
(M = 0.35, SD = 0.85) over an unhealthy option (M = 0.33, 
SD = 1.10).

Similarly, for the brand conscious self-image factor, 
highly significant differences were found between those 

who would choose the healthy options and those who had 
no such preferences (M difference = 0.32, sig. = .01). A 
look at the descriptives (Table 12) revealed that those who 
had no preferences (M = 0.19, SD = 1) had a higher mean 

Table 11. Self-Image and Consumption Behavior: Comparison of Means.

Dependent variable
(I) When hungry, I 

prefer a product that is
(J) When hungry, I 

prefer a product that is
Mean difference 

(I – J) SE Significance

Health conscious Healthy Not healthy 1.71* .26 .000
No preference 0.71* .10 .000

Not healthy Healthy −1.71* .26 .000
No preference −1.01* .26 .000

No preference Healthy −0.71* .10 .000
Not healthy 1.01* .26 .000

Weight conscious Healthy Not healthy 0.68* .27 .031
No preference 0.78* .10 .000

Not healthy Healthy −0.68* .27 .031
No preference 0.10 .27 .932

No preference Healthy −0.78* .10 .000
Not healthy −0.097 .27 .932

Brand conscious Healthy Not healthy −0.08 .29 .955
No preference −0.32* .11 .010

Not healthy Healthy 0.08 .29 .955
No preference −0.23 .29 .699

No preference Healthy 0.32* .11 .010
Not healthy 0.23 .29 .699

Variety conscious Healthy Not healthy 0.69* .29 .043
No preference 0.25 .11 .060

Not healthy Healthy −0.69* .29 .043
No preference −0.44 .29 .277

No preference Healthy −0.25 .11 .060
Not healthy 0.44 .29 .277

*Significant at .05 level.

Table 12. Descriptives for Self-Image and Consumption 
Behavior.

N M SD SE

Health conscious Healthy 201 0.35 0.92 .06
Not healthy 13 −1.36 0.83 .23
No preference 147 −.35 0.89 .07
Total 361 0.00 1.00 .05

Weight conscious Healthy 201 0.35 0.85 .06
Not healthy 13 −0.33 1.09 .30
No preference 147 −0.43 1.04 .08
Total 361 0.01 1.01 .05

Brand conscious Healthy 201 −0.13 0.99 .07
Not healthy 13 −0.05 1.22 .34
No preference 147 0.19 1.00 .08
Total 361 0.00 1.01 .05

Variety conscious Healthy 201 0.13 1.00 .07
Not healthy 13 −0.57 1.29 .36
No preference 147 −0.12 0.98 .08
Total 361 0.00 1.01 .05
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value as compared with those who selected healthy options 
(M = 0.13, SD = 0.99).

Among those with a variety conscious self-image, the dif-
ferences were significant among for those choosing healthy 
options and those choosing unhealthy options (M difference 
= 0.69, sig. = .04). The descriptives for the variety conscious 
revealed the highest mean for those who chose unhealthy 
options (M = 0.57, SD = 1.29). Thus, the variety conscious 
are likely to choose unhealthy options as well. The relation-
ships were not significant for the value conscious consumers 
and they may focus more on price/value rather than the 
health benefit. These results show that some consumers may 
not actually conduct themselves in a way that supports their 
self-image.

Conclusion and Implications

Thus, the research shows that consumers with a self-image 
of health consciousness differ in how they see themselves 
with regard to both their image and the preference for healthy 
labeled products. The study identified five different self-
image factors: the health conscious, weight conscious, brand 
conscious, value conscious, and the variety conscious. The 
differences in self-image are likely to influence what the 
label “healthy” means to each of the self-image groups and 
the preference for healthy labeled products. Marketers will 
need to understand these differences and design their prod-
ucts, advertising, and communication strategies to appeal to 
these different segments

Furthermore, the self-image factors have particular rela-
tionships with the different demographic variables (Table 13). 
We found significant relationships between the self-image 
factors and age, gender, relationship status, and education. 
For example, consumers who held the health conscious self-
image differed on account of age, and the age groups of 18 to 

22 years old were significantly different from the 41 to 49 
years old, and from 31- to 39-year-old consumers with a 
weight conscious self-image. In terms of value conscious-
ness, 18- to 22-year-old consumers differed significantly 
from above 50 years of age and 23 to 30 years old differed 
significantly from 41 to 49 years of age. Thus, the meaning 
of a healthy self-image changed with age. The same advertis-
ing appeals will, therefore, not work with all consumers.

Gender was found to be having a significant relationship 
with the different self-image variables. Both men and women 
were more likely to be holding the image of health and 
weight consciousness, but compared with women, men were 
more likely to see themselves as weight, brand, and variety 
conscious. These results do not seem to support previous 
research findings, which concluded that women are often 
more responsible eaters than their male peers; they tend to 
eat more vegetables, less fast food, and drink less alcohol 
than male students (Beasley, Hackett, & Maxwell, 2004); or 
that female food consumers seem to experience conflicting 
desires and practices when consuming food as they are typi-
cally more concerned with healthy eating (Rasmussen et al., 
2012), more preoccupied with their weight, and often have a 
higher consumption of chocolate and other sweets than men 
(Rasmussen et al., 2012). This study, however, sees a rever-
sal and actually finds that as compared with women, men are 
taking charge of their own health by consuming a greater 
variety of healthy labeled foods that help them control weight 
gain and prefer branded products.

Similarly, the relationship status influences the self-image 
people have with regard to the consumption of healthy 
labeled products. In terms of education, the study found sig-
nificant differences on the self-image of weight conscious-
ness between the less educated (high school) and those who 
had undergraduate (and seniors) or graduate qualifications. 
These results support results from previous research by 

Table 13. Summary of Significant Results.

Demographic self-image Health Weight Brand Value Variety

Age X (18-22, 23-30, 41-49) X (18-22, 31-40, 41-49) X (18-22, 41-49, 50+)  
Gender X (Men) X (Men) X (Men)
Relationship status X  
 Married  
 Single  
 In relationship  
Education X  
 Masters  
 Sophomore  
 Freshman  
 Juniors  
Preference for consumption
Preference options X X X X
 Healthy Unhealthy Healthy Unhealthy
 Unhealthy No Preference No Healthy
 No preference preference  
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LeDoux and Vojnovic (2013), which shows that education 
plays an important role in the selection of healthy diets.

Thus, we find the existence of sub-segments of self-
images that would require different strategies for marketing 
healthy products. Not only will they need to be advertised to 
differently but the healthy food products and services will 
also need to be designed, labeled, priced, and packaged dif-
ferently keeping in mind the different meanings the healthy 
self-image holds for different consumers. Brands after all are 
symbols that consumers choose to express themselves with 
and these findings have important repercussions for how the 
brands engage with their consumers.

The actual preferences of consumers who had a self-
image of health, weight, or brand consciousness were found 
to be significantly congruent with their self-images. They 
appeared to choose more products labeled healthy as they did 
not differ significantly among themselves, but consumers 
with a self-image of value or variety consciousness were 
more likely to be different with regard to preferences for 
products that were labeled healthy. Marketers need to adopt 
strategies that emphasize value or variety to attract these seg-
ments of consumers toward the consumption of foods labeled 
healthy. In addition, these segments require better pricing- 
and value-based offers to attract them to such foods.

The strategies to market healthy foods for example to 
those holding the self-image of being brand conscious will 
require building brand awareness and recall and focus on 
building a positive brand image and unique positioning to 
appeal to target consumers. Innovative customer engagement 
strategies will be required to succeed in the marketplace. To 
attract the value conscious consumers, successful strategies 
would require assessing the customer lifetime value of con-
sumers who prefer less expensive healthy foods. The manu-
facturers will have to weigh in on benefit of attaining the 
profits through higher volume versus profits through pre-
mium pricing. Accompanying these will of course be sepa-
rate positioning and distribution strategies. There cannot be a 
one-size-fits-all approach to marketing products labeled 
healthy. Evidence has shown that health conscious consum-
ers are more preventive in their general outlook than less 
health conscious consumers and that they tend to believe 
more in the efficacy of actions that can benefit their health 
(Gould, 1988; Jayanti & Burns, 1998).

This research points out that within the self-image factors 
that differentiate health conscious consumers, the marketers 
also need to consider the demographics if they need to better 
target their consumers to obtain better sales. There are sub-
segments within the broad segments identified by the five 
self-image factors with significantly distinct preferences, 
demographics, and behavior patterns. Furthermore, even 
though consumers consider themselves as being health con-
scious, the actual choice of healthy food products will also be 
influenced by value perceptions and variety offered.

According to USDA report by the Economic Research 
Service (2015), over the past 30 years, food prices have risen 

faster than some other consumer goods, such as housing and 
transportation. Inflation-adjusted (real) prices for poultry 
and dairy products have been stable, while real prices for red 
meats, eggs, and fresh fruits and vegetables grew by 18%, 
21.5%, and 40% between 1985 and 2014, respectively. Over 
the same time period, real prices for fats and oils, sugar and 
sweets, and nonalcoholic beverages fell. The price of corn 
sweetener decreased nearly 20% since 1985. Processed 
foods, many of which are included in the sugar and sweets 
category, are less affected by commodity-level price swings 
and are generally more closely linked to the costs of inputs 
such as electricity and wages. Industrial electricity costs and 
manufacturing wages both increased at a rate about 10% 
lower than overall inflation since 1985. These price trends 
will further affect the consumption of healthy labeled prod-
ucts as consumer expectations from these products will differ 
depending upon their self-image. In these times, when mar-
keters are faced with tough competition and increasing 
accountability on the marketing rate of return, challenges of 
improving customer relationship and experience manage-
ment, the basic equation of catering to the right consumer 
segments is becoming more important than ever.

Limitations and Further Research

The data have a limited generalizability having been con-
fined to the state of New York. The survey may be distributed 
nationwide to ascertain whether additional segments of self-
images regarding consumption of healthy products emerge 
or whether there is a replication of these image factors. 
Questions pertaining to income and occupation need to be 
added to the survey. There is also a need to look at situational 
factors that may influence the decision to purchase healthy 
labeled foods and consumer perceptions of brands that are 
available to health conscious consumers. Furthermore, there 
is a need to conduct studies on value and variety conscious 
consumers to identify what strategies could attract these seg-
ments to consciously choosing healthy foods, especially in 
the light of the fact that the cost of health care is also among 
the highest in these segments.

Declaration of Conflicting Interests

The author(s) declared no potential conflicts of interest with respect 
to the research, authorship, and/or publication of this article.

Funding

The author(s) received no financial support for the research and/or 
authorship of this article.

References

Aaker, J. L. (1999). The malleable self: The role of self-expression 
in persuasion. Journal of Marketing Research, 36, 45-57.

Ahmed, H. M., Blaha, M. J., Nasir, K., Rivera, J. J., & Blumenthal, 
R. S. (2012). Effects of physical activity on cardiovascular dis-
ease. American Journal of Cardiology, 109, 288-295.



Hanspal and Devasagayam 15

Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Customer 
satisfaction, market share, and profitability: Findings from 
Sweden. Journal of Marketing, 58, 53-66.

Balfour, D., Moody, R., Wise, A., & Brown, K. (1996). Food choice 
in response to computer-generated nutrition information pro-
vided about meal selection in work- place restaurants. Journal 
of Human Nutrition and Dietetics, 9, 231-237.

Ball, K., & Tasaki, L. H. (1992). The role and measurement of 
attachment in consumer behavior. Journal of Consumer 
Psychology, 1, 155-172.

Beasley, L. J., Hackett, A. F., & Maxwell, S. M. (2004). The dietary 
and health behaviour of young people aged 18-25 years liv-
ing independently or in the family home in Liverpool, UK. 
International Journal of Consumer Studies, 28, 355-363.

Berger, J., & Heath, C. (2008). Who drives divergence? Identity 
signaling, outgroup dissimilarity, and the abandonment of cul-
tural tastes. Journal of Personality and Social Psychology, 95, 
593-607.

Berger, J., & Ward, M. K. (2010). Subtle signals of inconspicuous 
consumption. Journal of Consumer Research, 37, 555-569.

Birdwell, A. E. (1968). A study of the influence of image congru-
ence on consumer choice. Journal of Business, 41, 76-88.

Bisogni, C. A., Jastran, M., Seligson, M., & Thompson, A. (2012). 
How people interpret healthy eating: Contributions of quali-
tative research. Journal of Nutrition Education Behavior, 44, 
282-301.

Blichfeldt, B. S., & Gram, M. (2013). Lost in transition? Student 
food consumption. Higher Education, 65, 277-289.

Booth, M., Bauman, A., Oldenburg, B., Owen, N., & Magnus, P. 
(1992). Effects of a national mass-media campaign on physi-
cal activity participation. Health Promotion International, 7, 
241-247.

Bosnjak, M., & Brand, C. (2008). The impact of undesired self-
image congruence on consumption-related attitudes and inten-
tions. International Journal of Management, 25, 673.

Casagrande, S. S., Wang, Y., Anderson, C., & Gary, T. L. (2007). 
Have Americans increased their fruit and vegetable intake? 
The trends between 1988 and 2002. American Journal of 
Preventive Medicine, 32, 257-263.

Cattell, R. B. (1966). Factor analysis: An introduction and man-
ual for the psychological and social scientist. New York, NY: 
Harper & Row.

Centers for Disease Control and Prevention. (2012). Leading causes 
of death. Retrieved from http://www.cdc.gov/nchs/fastats/lcod.
htm

Chang, M. W., Nitzke, S., Brown, R. L., Baumann, L. C., & Oakley, 
L. (2003). Development and validation of a self-efficacy mea-
sure for fat intake behaviors of low-income women. Journal of 
Nutrition Education and Behavior, 35, 302-307.

Childers, C. C., Haley, E., & Jahns, L. (2011). Insights into uni-
versity freshman weight issues and how they make decisions 
about eating. Journal of Consumer Affairs, 45, 306-328.

Cho, J., Shah, D. V., McLeod, J. M., McLeod, D. M., Scholl, R. 
M., & Gotlieb, M. R. (2009). Campaigns, reflection, and delib-
eration: Advancing an O-S-R-O-R model of communication 
effects. Communication Theory, 19, 66-88.

Chugani, S. K., Irwin, J. R., & Redden, J. P. (2015). Happily ever 
after: The effect of identity-consistency on product satiation. 
Journal of Consumer Research, 42, 564-577. doi:10.1093/jcr/
ucv040 ucv040

Cornish, L. S. (2012). It’s good for me: It has added fibre! An explo-
ration of the role of different categories of functional foods in 
consumer diets. Journal of Consumer Behavior, 11, 292-302. 
doi:10.1002/cb.1388

Cronbach, L. J. (1951). Coefficient alpha and the internal structure 
of tests. Psychometrika, 16, 297-333.

Desmet, P. M. A., & Schifferstein, H. N. J. (2008). Sources of positive 
and negative emotions in choice of healthy diet. Journal of Youth 
Studies, 17, 982-997. doi:10.1111/j.1745-6606.2011.01204.x

Dumanovsky, T., Huang, C., Nonas, C., Matte, T., Bassett, M., & 
Silver, L. (2011). Changes in energy content of lunchtime pur-
chases from fast food restaurants after introduction of calorie 
labeling: Cross sectional customer surveys. British Medical 
Journal, 343, 44-64.

Dunning, D. (2007). Self-image motives and consumer behavior: 
How sacrosanct self-beliefs sway preferences in the mar-
ketplace. Journal of Consumer Psychology, 17, 237-249. 
doi:10.1016/S1057-7408(07)70033-5

Economic Research Service Editor’s Pick. (2015). Inflation-
adjusted prices for a few food categories have fallen since 
1985 (#8). Retrieved from www.ers.usda.gov/data-products/
chart-gallery/detail.aspx?chartId=56182

Elbel, B., Gyamfi, J., & Kersh, R. (2011). Child and adolescent 
fast-food choice and the influence of calorie labeling: A natural 
experiment. International Journal of Obesity, 35, 493-500.

Elbel, B., Kersh, R., Brescoll, V., & Dixon, L. (2009). Calorie label-
ing and food choices: A first look at the effects on low-income 
people in New York City. Health Affairs, 28, 1110-1121.

Elliott, R. (1997). Existential consumption and irrational desire. 
European Journal of Marketing, 31, 285-296.

Ellison, B., Lusk, J. L., & Davis, D. (2013). Looking at the label and 
beyond: The effects of calorie labels, health consciousness, and 
demographics on caloric intake in restaurants. International 
Journal of Behavioral Nutrition and Physical Activity, 10, 21.

Ericksen, M. K. (1996). Using self-congruence and ideal congru-
ence to predict purchase intention: A European perspective. 
Journal of Euro Marketing, 6, 41-56.

Escalas, J. E., & Bettman, J. R. (2003). You are what they eat: The 
influence of reference groups on consumers’ connections to 
brands. Journal of Consumer Psychology, 13, 339-348.

Finkelstein, E. A., Strombotne, K. L., Chan, N. L., & Krieger, J. 
(2011). Mandatory menu labeling in one fast-food chain in 
King County, Washington. American Journal of Preventive 
Medicine, 40, 122-127.

Gad Mohsen, M., & Dacko, S. (2013). An extension of the ben-
efit segmentation base for the consumption of organic foods: 
A time perspective. Journal of Marketing Management, 29, 
1701-1728.

Gandini, S., Merzenich, H., Robertson, C., & Boyle, P. (2000). 
Meta-analysis of studies on breast cancer risk and diet: The role 
of fruit and vegetable consumption and the intake of associated 
micronutrients. European Journal of Cancer, 36, 636-646.

Gao, L., Wheeler, S. C., & Shiv, B. (2008). The shaken self: Product 
choices as a means of restoring self-view confidence. Journal 
of Consumer Research, 36, 29-38.

Glanz, K., Basil, M., Maibach, E., Goldberg, J., & Snyder, D. 
(1998). Why Americans eat what they do: Taste, nutrition, 
cost, convenience, and weight control concerns as influ-
ences on food consumption. Journal of the American Dietetic 
Association, 98, 1118-1126.

http://www.cdc.gov/nchs/fastats/lcod.htm
http://www.cdc.gov/nchs/fastats/lcod.htm
www.ers.usda.gov/data-products/chart-gallery/detail.aspx?chartId=56182
www.ers.usda.gov/data-products/chart-gallery/detail.aspx?chartId=56182


16 SAGE Open

Gosling, S. D., Ko, S. J., Mannarelli, T., & Morris, M. E. (2002). A 
room with a cue: Personality judgements based on offices and 
bedrooms. Journal of Personality and Social Psychology, 82, 
379-398.

Gould, S. J. (1988). Consumer attitudes toward health and health 
care: A differential perspective. Journal o f Consumer Affairs, 
22, 96-118.

Graeff, T. R. (1996). Using promotional messages to manage the 
effects of brand and self-image on brand evaluations. Journal 
of Consumer Marketing, 13, 4-18.

Gram, M., & Blichfeldt, B. S. (2014). When bad food happens to 
good intentions: Female students’ food dilemmas. Journal of 
Youth Studies, 17, 982-997.

Grankvist, G., & Biel, A. (2001). The importance of beliefs and 
purchase criteria in the choice of eco-labeled food products. 
Journal of Environmental Psychology, 21, 405-410.

Grotza, M., Hapkeb, U., Lampert, T., & Baumeister, H. (2011). 
Health locus of control and health behaviour: Results from 
a nationally representative survey. Psychology, Health & 
Medicine, 16, 129-140.

Grundy, S. M., Pasternak, R., Greenland, P., Smith, S., Jr., & Fuster, 
V. (1999). Assessment of cardiovascular risk by use of mul-
tiple-risk-factor assessment equations. Journal of American 
Cardiology, 34, 1348-1359.

Harnack, L. J., French, S. A., Oakes, J. M., Story, M. T., Jeffrey, 
R. W., & Rydell, S. A. (2008). Effects of calorie labeling and 
value size pricing on fast food meal choices: Results from 
an experimental trial. International Journal of Behavioral 
Nutrition and Physical Activity, 5, 1-13.

Harris, D. M., & Guten, S. (1979). Health-protective behavior: An 
exploratory study. Journal of Health and Social Behavior, 20, 
17-29.

Heath, A. P., & Scott, D. (1998). The self-concept and image con-
gruence hypothesis: An empirical evaluation in the motor vehi-
cle market. European Journal of Marketing, 32, 1110-1123.

Heine, S. J., Proulx, T., & Vohs, K. D. (2006). The meaning 
maintenance model: On the coherence of social motivations. 
Personality and Social Psychology Review, 10, 88-110.

Herman, C. P., Roth, D. A., & Polivy, J. (2003). Effects of the 
presence of others on food intake: A normative interpretation. 
Psychological Bulletin, 129, 873-886.

Huckfeldt, R. R., & Sprague, J. D. (1995). Citizens, politics, and 
social communication: information and influence in an elec-
tion campaign. New York, NY: Cambridge University Press.

Hughner, R. S., McDonagh, P., Prothero, A., Shultz, C. J., & 
Stanton, J. (2007). Who are organic food consumers? A com-
pilation and review of why people purchase organic food. 
Journal of Consumer Behaviour, 6, 94-110.

Hume, M., & Mills, M. (2013). Uncovering Victoria’s Secret. 
Journal of Fashion Marketing and Management, 17, 460-485.

Huneke, T., Benoit, S., Shams, P., & Gustafsson, A. (2015). Does 
service employees’ appearance affect the healthiness of food 
choice? Psychology and Marketing, 32, 94-106.

Hupkens, C. L. H., Knibbe, R. A., & Drop, M. J. (2005). Social 
class differences in food consumption: The explanatory value 
of permissiveness and health and cost considerations. European 
Journal of Public Health, 10, 108-113.

International Diabetes Federation. (2013). IDF Diabetes Atlas (6th 
ed.). Brussels, Belgium: Author.

Jamal, A. (2004). Retail banking and customer behaviour: A 
study of self concept, satisfaction and technology usage. The 
International Review of Retail, Distribution and Consumer 
Research, 14, 357-379.

Jamal, A., & Al-Marri, M. (2007). Exploring the effect of self-
image congruence. Journal of Marketing Management, 23, 
613-629.

Jamal, A., & Goode, M. (2001). Consumers and brands: A study of 
the impact of self-image congruence on brand preference and 
satisfaction. Marketing Intelligence & Planning, 19, 482-492.

Jayanti, R. K., & Burns, A. C. (1998). The antecedents of preven-
tive health care behavior: An empirical study. Journal o f the 
Academy o f Marketing Science, 26, 6-15.

Jutel, A. (2005). Weighing health: The moral burden of obesity. 
Social Semiotics, 15, 113-125.

Kaiser, H. F. (1958). The varimax criterion for analytic rotation in 
factor analysis. Psychology, 23, 187-200.

Karmarkar, U. R., & Bollinger, B. (2015). BYOB: How bringing 
your own shopping bags leads to treating yourself and the envi-
ronment. Journal of Marketing, 79, 1-15.

Kassarjian, H. H. (1971). Personality and consumer behaviour: A 
review. Journal of Marketing Research, 8, 409-418.

Kelly, S., Martin, S., Kuhn, I., Cowan, A., Brayne, C., & Lafortune, 
L. (2016). Barriers and facilitators to the uptake and mainte-
nance of healthy behaviours by people at mid-life: A rapid 
systematic review. PLoS ONE, 11, e0145074. doi:10.1371/
journal. pone.0145074

Khan, U., & Dhar, R. (2006). Licensing effect in consumer choice. 
Journal of Marketing Research, 43, 259-266.

Krieger, J. W., Chan, N. L., & Saelens, B. E. (2013). Menu label-
ing regulations and calories purchased at chain restaurants. 
American Journal of Preventive Medicine, 44, 595-604.

Krystallis, A., & Chrysochou, P. (2011). Health claims as commu-
nication tools that enhance brand loyalty: The case of low-fat 
claims within the dairy food category. Journal of Marketing 
Communications, 17, 213-228.

Leary, M. R., & Kowalski, R. M. (1990). Impression management: 
A literature review and two-component model. Psychological 
Bulletin, 107, 34-47.

LeDoux, T. F., & Vojnovic, I. (2013). Going outside the neigh-
borhood: The shopping patterns and adaptations of disadvan-
taged consumers living in the lower eastside neighborhoods of 
Detroit, Michigan. Health & Place, 19, 1-14.

Lee, C. J. (2009). The interplay between media use and inter- per-
sonal communication in the context of healthy lifestyle behav-
iors: Reinforcing or substituting? Mass Communication and 
Society, 13, 48-66.

Leeflang, P. S. H., & van Raaij, W. F. (1995). The changing con-
sumer in the European Union: A “meta-analysis.” International 
Journal of Research in Marketing, 12, 373-387.

Levy, S. J. (1959). Symbols for sale. Harvard Business Review, 37, 
117-124.

Lewis, N., Martinez, L. S., Freres, D. R., Schwartz, J. S., Armstrong, 
K., & Gray, S. W. (2011). Seeking cancer-related information 
from media and family/friends increases fruit and vegetable 
consumption among cancer patients. Health Communication, 
27, 380-388.

Lockie, S., Lyons, K., Lawrence, G., & Grice, J. (2004). Choosing 
organics: A path analysis of factors underlying selection of 



Hanspal and Devasagayam 17

organic food among Australian consumer. Appetite, 43, 135-
146.

Mai, R., & Hoffmann, S. (2012). Taste lovers versus nutrition fact 
seekers: How health consciousness and self-efficacy determine 
the way consumers choose food products. Journal of Consumer 
Behaviour, 11, 316-328.

Mai, R., & Hoffmann, S. (2015). How to combat the unhealthy = 
tasty intuition the influencing role of health consciousness. 
Journal of Public Policy & Marketing, 34, 63-83.

Mai, R., Hoffmann, S., Hoppert, K., Schwarz, P., & Harald, R. 
(2015). The spirit is willing, but the flesh is weak: The mod-
erating effect of implicit associations on healthy eating behav-
iors. Food Quality and Preference, 39, 62-72.

Marshall, D., O’Donohoe, S., & Kline, S. (2007). Families, 
food, and pester power: Beyond the blame game? Journal of 
Consumer Behaviour, 6, 164-181.

Mayer, J. A., Brown, T. P., Heins, J. M., & Bishop, D. B. (1987). A 
multi-component intervention for modifying food selections in 
a worksite cafeteria. Journal of Nutrition Education, 19, 277-
280.

Mazar, N., & Zhong, C.-B. (2010). Do green products make us bet-
ter people? Psychological Science, 21, 494-498.

McCracken, G. (1986). Culture and consumption: A theoretical 
account of the structure and movement of cultural meaning of 
consumer goods. Journal of Consumer Research, 13, 71-84.

McFerran, B., Dahl, D. W., Fitzsimons, G. J., & Morales, A. C. 
(2010a). I’ll have what she’s having: Effects of social influ-
ence and body type on the food choices of others. Journal of 
Consumer Research, 36, 915-929.

McFerran, B., Dahl, D. W., Fitzsimons, G. J., & Morales, A. 
C. (2010b). Might an overweight waitress make you eat 
more? How the body type of others is sufficient to alter our 
food consumption. Journal of Consumer Psychology, 20,  
146-151.

McLeod, J. M., Zubric, J., Keum, H., Deshpande, S., Cho, J., & 
Stein, S. (2001). Reflecting and connecting: Testing a com-
munication mediation model of civic participation. Paper 
presented to the Communication Theory and Methodology 
Division.

Mehta, A. (1999). Using self-concept to assess advertising effec-
tiveness. Journal of Advertising Research, 39, 81-89.

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

Milich, R., Anderson, J., & Mills, M. (1976). Effects of visual pre-
sentation of caloric values on food buying by normal and obese 
persons. Perception and Motor Skills, 42, 155-162.

Mohr, G. S., Lichtenstein, D. R., & Janiszewski, C. (2012). The 
effect of marketer-suggested serving size on consumer 
responses: The unintended consequences of consumer atten-
tion to calorie information. Journal of Marketing, 76, 59-75.

Moorman, C., Ferraro, R., & Huber, J. (2012). The unintended 
consequences of the nutrition and labeling education act: Firm 
responses to consumer information policy. Marketing Science, 
31, 717-737.

Mothersbaugh, D. L., & Hawkins, D. I. (2016). Consumer 
behavior: Building marketing strategy. New York, NY: 
McGraw-Hill.

Mussweiler, T. (2003). Comparison processes in social judgement: 
Mechanisms and consequences. Psychological Review, 110, 
472-489.

Mussweiler, T., Rüter, K., & Epstude, K. (2004). The ups and 
downs of social comparison: Mechanisms of assimilation and 
contrast. Journal of Personality and Social Psychology, 87, 
832-844.

Nestle. (2007). Retrieved from http://www.preparedfoods.com/
articles/105321-nestle-looking-to-probiotics

Ogden, J. (2009). The psychology of eating: From healthy to disor-
dered behaviour. Oxford, UK: Wiley-Blackwell.

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the 
consumer. New York, NY: McGraw-Hill.

Onkvisit, S., & Shaw, J. (1987). Self-concept and image congru-
ence: Some research and managerial implications. Journal of 
Consumer Marketing, 4, 13-23.

Ostberg, J. (2003). Functional foods: A health simulacrum. 
Advances in Consumer Research, 30, 129-134.

Oyserman, D. (2009). Identity-based motivation: Implications for 
action-readiness, procedural-readiness, and consumer behav-
ior. Journal of Consumer Psychology, 19, 250-260.

Pasternak, R. C., Grundy, S. M., Levy, D., & Thompson, P. D. 
(1996). Task force 3-spectrum of risk factors for coronary heart 
disease. Journal of the American College of Cardiology, 27, 
978-990.

Pollan, M. (2009). Food rules: An eaters manual. New York, NY: 
Penguin.

Poti, J. M., & Popkin, B. M. (2011).Trends in energy intake among 
US children by eating location and food source, 1977-2006. 
Journal of the American Dietetic Association, 111, 1156-1164.

Powell, L. M., Nguyen, B. T., & Han, E. (2012). Energy intake 
from restaurants: Demographics and Socioeconomics, 2003-
2008. American Journal of Preventive Medicine, 43, 498-504.

Prasad, A., Strijnev, A., & Zhang, Q. (2008). What can grocery 
basket data tell us about health consciousness? International 
Journal of Research in Marketing, 25, 301-309.

Rasmussen, L. B., Andersen, L. F., Borodulin, K., Enghardt, H., 
Barbieri, H., Fagt, S., . . . Trolle, E. (2012). Nordic monitoring 
of diet, physical activity and overweight. Journal of Marketing 
Research, 41, 1090-1099.

Roberto, C. A., Larsen, P. D., Agnew, H., Baik, J., & Brownell, 
K. D. (2010). Evaluating the impact of menu labeling on food 
choices and intake. American Journal of Public Health, 100, 
312-318.

Robinson, E., Fleming, A., & Higgs, S. (2014). Prompting healthier 
eating: Testing the use of health and social norm based mes-
sages. Health Psychology, 33, 1057-1064.

Robinson, S., Crozier, S. R., Harvey, N. C., Barton, B. D., Law, 
C. M., Godfrey, K. M., . . . Inskip, H. M. (2015). Modifiable 
early-life risk factors for childhood adiposity and overweight: 
An analysis of their combined impact and potential for pre-
vention. The American Journal of Clinical Nutrition, 101, 368-
375. doi:10.3945/ajcn.114.094268

Roth, D. A., Herman, C. P., Polivy, J., & Pliner, P. (2001). Self-
presentational conflict in social eating situations: A normative 
perspective. Appetite, 36, 165-171.

Rucker, D. D., & Galinsky, A. D. (2008). Desire to acquire: 
Powerlessness and compensatory consumption. Journal of 
Consumer Research, 35, 257-267.

http://www.preparedfoods.com/articles/105321-nestle-looking-to-probiotics
http://www.preparedfoods.com/articles/105321-nestle-looking-to-probiotics


18 SAGE Open

Schwartz, J., Riis, J., Elbel, B., & Ariely, D. (2012). Inviting con-
sumers to downsize fast-food portions significantly reduces 
calorie consumption. Health Affairs, 31, 399-407.

Shafie, F. A., & Rennie, D. (2012). Consumer perceptions towards 
organic food. Procedia—Social and Behavioral Sciences, 49, 
360-367.

Shah, D. V., Cho, J., Eveland, W. P., & Kwak, N. (2005). 
Information and expression in a digital age. Communication 
Research, 32, 531-565.

Shrum, L. J., Wong, N., Arif, F., Chugani, S. K., Gunz, A., Lowrey, 
T. M., . . . Sundie, J. (2013). Reconceptualizing materialism as 
identity goal pursuits: Functions, processes, and consequences. 
Journal of Business Research, 66, 1179-1185.

Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical 
review. Journal of Consumer Research, 9, 287-300.

Sirgy, M. J. (1985). Using self-congruence and ideal congruence 
to predict purchase motivation. Journal of Business Research, 
13, 195-206.

Sirgy, M. J., Grewal, D., & Mangleburg, T. F. (2000). Retail envi-
ronment, self-congruity, and retail patronage: An integrative 
model and a research agenda. Journal of Business Research, 
49, 127-138.

Sirgy, M. J., Grewal, D., Mangleburg, T. F., Park, J., Chon, K., 
Claiborne, C. B., . . . Berkman, H. (1997). Assessing the pre-
dictive validity of two methods of measuring self-image con-
gruence. Journal of the Academy of Marketing Science, 25, 
229-241.

Sirgy, M. J., Johar, J. S., Samli, A. C., & Claiborne, C. B. (1991). 
Self-congruence versus functional predictors of con-
sumer. Journal of the Academy of Marketing Science, 19,  
363-375.

Sivanathan, N., & Pettit, N. C. (2010). Protecting the self through 
consumption: Status goods as affirmational commodities. 
Journal of Experimental Social Psychology, 46, 564-570.

Stevens, J. (2002). Exploratory and confirmatory factor analy-
sis. In J. Stevens (Ed.), Applied multivariate statistics for 
the social sciences (pp. 385-470). Mahwah, NJ: Lawrence 
Erlbaum.

Swann, W. B. (1983). Self-verification: Bringing social reality into 
harmony with the self. In J. Suls & A. G. Greenwald (Eds.), 
Psychological perspectives on the self (pp. 33-66). Hillsdale, 
NJ: Lawrence Erlbaum.

Swann, W. B., & Bosson, J. K. (2010). Self and identity. In S. T. 
Fiske, D. T. Gilbert, & G. Lindzey (Eds.), Handbook of social 
psychology (pp. 33-66). New York, NY: McGraw-Hill.

Tandon, P., Zhou, C., & Chan, N. (2011). The impact of menu label-
ing on fast-food purchases for children and parents. American 
Journal of Preventative Medicine, 41, 434-438.

Taylor, S. A., & Baker, T. L. (1994). An assessment of the rela-
tionship between service quality and customer satisfaction in 
the formation of consumers’ purchase intentions. Journal of 
Retailing, 70, 163-178.

Urala, N., & Lähteenmäki, L. (2003). Reasons behind consum-
ers’ functional food choices. Nutrition & Food Science, 33, 
148-158.

Ward, M., & Broniarczyk, S. M. (2011). It’s not me, it’s you: How 
gift giving creates giver identity threat as a function of social 
closeness. Journal of Consumer Research, 38, 164-181.

Wardle, J., Haase, A. M., Steptoe, A., Nillapun, M., Jonwutiwes, K., 
& Bellisle, F. (2004). Gender differences in food choice: The 
contribution of health beliefs and dieting. Annals of Behavioral 
Medicine, 27, 107-116.

Weiss, L., & Johar, G. (2013). Egocentric categorization and prod-
uct judgment: Seeing your traits in what you own (and their 
opposite in what you don’t). Journal of Consumer Research, 
40, 185-201.

White, K., & Argo, J. J. (2009). Social identity threat and consumer 
preferences. Journal of Consumer Psychology, 19, 313-325.

Wisdom, J., Downs, J. S., & Loewenstein, G. (2010). Promoting 
healthy choices: Information versus convenience. American 
Economic Journal of Applied Economics, 2, 164-178.

Yamamoto, L. G., Yamamoto, J. B., Yamamoto, B. E., & 
Yamamoto, L. G. (2005). Adolescent fast food and restaurant 
ordering behavior with and without calorie and fat content 
menu information. Journal of Adolescent Health, 37, 397-402.

Yiridoe, E. K., Bonti-Ankomah, S., & Martin, R. C. (2005). 
Comparison of consumer perceptions and preference toward 
organic versus conventionally produced foods: A review and 
update of the literature. Renewable Agriculture and Food 
Systems, 20, 193-205.

Author Biographies

Savita Hanspal taught as an assistant professor of marketing at the 
Huether School of Business, College of Saint Rose, and shall be 
working as assistant professor at SUNY Potsdam from September 
1, 2016. She has published books and research papers in peer-
reviewed journals such as the Journal of Sustainable Development, 
The CASE Journal, Journal of Critical Incidents, PARADIGM, 
ABHIGYAN, AMA’s Summer Conference proceedings. She has 
been an active board member at NYCRAMA (New York Capital 
Region Chapter of the American Marketing Association) since 
2013 and has held the position of executive vice president (EVP) 
communication (2014-2015), and is currently vice president of 
research and analytics.

P. Raj Devasagayam is a professor of marketing in the School of 
Business of Siena College in Albany, New York. He was the Hickey 
Professor in Business from 2012 to 2014. He received the Jerome 
Walton Excellence in teaching award from Siena College in 2007 
and the Ladvina excellence in teaching award from the St. Norbert 
College, Green Bay, Wisconsin, in 2003. Most recently, he was 
honored with the Hormel meritorious teaching award at the 
Marketing Management Association (MMA) 2008 annual meeting 
in Chicago. He has several publications in journals such as Journal 
of Brand Management, Journal of Financial Services Marketing, 
Case Research Journal, Marketing Management Journal, and Sport 
Marketing Quarterly. He served on the board of the MMA and was 
the vice president of publications of the MMA from 2010 to 2012. 
His MBA is from Mumbai University and PhD from Florida 
Atlantic University.


