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ABSTRACT

The global dietary supplements market is expanding rapidly, driven by consumer interest in health and wellness.
Despite this growth, little empirical research has been conducted on consumer purchase behavior within the
Malaysian context. This study integrates Self-Determination Theory (SDT), Theory of Planned Behavior (TPB),
and Protection Motivation Theory (PMT) to explore intrinsic and extrinsic motivational factors, health
motivation, and the mediating effect of attitude on dietary supplement purchase intentions. The study contributes
to understanding how these factors interrelate, filling a critical gap in consumer behavior and dietary supplement
marketing literature.

Introduction. The dietary supplement market has shown remarkable growth, with Malaysia emerging as a
significant player. However, the country still lags behind others in dietary supplement consumption. With
increasing public awareness of health issues, it is crucial to understand the motivators behind consumer behavior
in this industry. This study examines the determinants influencing dietary supplement purchase intentions,
offering insights for marketers and public health campaigns. While prior research has extensively explored socio-
demographics and frequency of dietary supplement use, less attention has been paid to motivational constructs.
This study focuses on the integration of SDT, TPB, and PMT to provide a holistic understanding of intrinsic and
extrinsic motivations, health motivations, and attitudes toward dietary supplements. It also investigates the
mediating effect of attitude on purchase intention. The conceptual framework integrates motivational theories,
highlighting how intrinsic and extrinsic motivations and health-related behaviors influence attitudes and
purchase intentions. The framework hypothesizes that attitude mediates the relationship between motivational
factors and purchase intention. This study adopts a theory-driven conceptual modeling methodology, leveraging
systematic literature review, theoretical synthesis, and analytical validation.

Keywords: Dietary Supplements, Purchase Intention, Motivation, Self-Determination Theory, Theory of
Planned Behavior, Protection Motivation Theory, Conceptual Framework.

INTRODUCTION

The global dietary supplements market size is expected to expand at a compound annual growth rate (CAGR) of
9.0% from 2020 to 2026, reaching USD 306.8 billion (RM 1,270 billion) by 2026 [1]. In research which
indicating 75% of individuals in developed countries take one or more dietary supplements, it shown the usage
of dietary supplements is promising [2].

Based on Malaysian Adults Nutrition Survey MANS 2014 [3] the prevalence of dietary supplement users in
Malaysia has increased tremendously from the earlier survey in 2003 especially in urban population. According
to Malaysia Dietary Supplement Association [4], industry’s CAGR estimated at 3.0% between 2018 and 2020.
The market size of the Malaysian dietary supplements industry was between RM2.1 billion (USD 519 million)
to RM2.2 billion (USD 544 million) [5]. According to Herbal and Traditional Products in Malaysia September
2021 Passport, an increasing number of herbal/traditional vitamin and dietary supplements are designed to
improve holistic wellbeing. Herbal/traditional vitamins and dietary supplements, used largely to boost immune
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health, recorded strong uptick in 2021 due to the ongoing presence of COVID-19 in the country. Most consumers
purchase dietary supplements in Malaysia to boost their immune system (18.8%), followed by those who look
for a healthier ageing process (16.7%), meal replacement (16%), and support for bones and joints (14.6%) [6].

As reported in UNICEF [7] and Global Nutrition Report [8], Malaysia has shown minimal improvement towards
achieving the diet-related non-communicable disease (NCD) targets. Diabetes is estimated to affect 10.7% of
adult women and 11.4% of adult men in Malaysia. There are estimated 13.0% of adult men and 17.9% of adult
women living with obesity in Malaysia (higher than the regional average of 8.7% for women and 6.0% for men).
Malaysia has the highest rate of obesity and overweight among Asian countries with 64% of male and 65% of
female population being either obese or overweight [3]. The prevalence of diabetes among adults in Malaysia
aged 18 years and above has increased from 11.6% to 17.5% over a period of 9 years from 2006 to 2015.
Moreover, the prevalence of hypertension remains high at around 30%. More than 50% of diabetes or
hypertension are undiagnosed in Malaysia (World Health Organization) [9].

Consumers in Malaysia are increasingly aware of potential health issues related with eating habits and have
become more proactive in searching for health products to prevent certain chronic diseases [10]. However,
Malaysia still far behind its Asian counterparts in terms of demand for dietary supplements, as less than 30% of
the population consumes dietary supplements compared to countries like South Korea (60-70%), Taiwan (40-
50%) and Australia (40-50%), as of 2019 [11]. Hence, a better understanding of what drives consumers to take
dietary supplements contribute to improving value creation for both customers and marketer in dietary
supplements industry.

Problem Statement

The market is currently witnessing fierce competition between the companies producing and marketing food
supplements because of the increase in the number of these companies and the diversity of these products [12].
There is still little empirical evidence on the buying behavior towards dietary supplements in the Malaysian
context, despite the accelerating growth of the dietary supplements industry in the country. According to
research, it explained that the factors determining consumer attitudes using dietary supplements may be
influenced by certain biases present in consumer decision-making [13].

Most of the dietary supplement’s studies in Malaysia tend to focus on profiling the socio-demographics of
supplements users (adolescents [14], elderly in suburban [15], university students [16][17][18] and government
employees [19], frequency of use [19] [20]and the types of supplements consumed such as probiotics
nutraceutical products [21] oral health supplements [22]. The proposed research will focus on the motivation
constructs toward the purchase intention of dietary supplements in Malaysia context which there has not been
sufficient focus on it by other researchers except by Qistina et al [24] and Deci and Ryan [25]. Another stream
of research integrated two different theories, or motivating factor to explain health related food and supplements
consumption. Health motivation has been identified as an important factor in predicting health behavior [26].

Due to the importance of food supplements products in disease prevention (and health promotion) as well as the
growing use of dietary supplements around the globe, research into investigating the factors influencing dietary
supplements consumption is warrant [27]. Thus, it is the right timing to investigate the motivating factors
influencing purchase intention of dietary supplements with the mediating effect of attitude.

Research Gap

There are several rationales to establish for this research from theoretical perspective. First, while previous
studies have examined the link between behavior and purchase intentions, there has not been sufficient focus on
the intrinsic and extrinsic motivation toward purchase intention towards dietary supplements. Second, the
literatures in the TPB framework offers a narrow perspective of dietary supplement purchase intention, hence
this study include the health motivation in the model may provide greater clarity and precision regarding the
relationships between the constructs of interest in this study. Thirdly, studies on dietary supplement purchase
intention adopting the TPB framework acknowledges that motivating factors may account for improved
explanation. It is worth noting that research within these areas of inquiry assume a linear relationship between
constructs, but a more complex (nonlinear) structure is worthy of exploration.
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This study seeks to investigate the integration of self-determination theory (SDT), Theory of Planned Behavior
(TPB), and Protection Motivation Theory (PMT) on intrinsic and extrinsic motivation factors, and health
motivation, that accounts for the relationship between mediating effect of attitude and purchase intention in
dietary supplement consumption. Specifically, study which constructs motivate their attitude and purchase
intention towards dietary supplements. In this context, the present research sheds light on previous studies
because it raises how the importance of intrinsic, extrinsic motivation, and health motivation towards the attitude
and purchase intention towards dietary supplements. Hence, this study provides a contribution for both consumer
behavior knowledge and practice for dietary supplement marketing and fills a gap in the literature on
consumption of dietary supplements.

Research Questions

1. What are the determinants (between intrinsic motivation, extrinsic motivation, health motivation &
attitude) influencing purchase intention of dietary supplements?

2. What is the strength of the relationship between these determinants with purchase intention of dietary
supplement?

3. Does attitude mediate the relationship between intrinsic motivation, extrinsic motivation, health
motivation and purchase intention of dietary supplement?

Research Objectives

The research aims to demonstrate the various motivating factors represented by intrinsic motivation, extrinsic
motivation and health motivation, with the mediating effect of attitude which affect purchase intention when
purchasing dietary supplements.

The Research Objectives are derived:

1. To examine the determinants (intrinsic motivation, extrinsic motivation, health motivation) influencing
purchase intention of dietary supplement.

2. To investigate the strength of the relationship between these determinants with purchase intention of
dietary supplement.

3. To examine the mediating effect of attitude in the relationship between intrinsic motivation, extrinsic
motivation & health motivation with purchase intention of dietary supplement.

Significant of Study

The practical importance is to deliver insights for marketers and manufacturers of the dietary supplements
industry to understand the motivating factors influencing the customer’s purchase intention and try to apply
relevant marketing strategies in favor of the targeted customer to identifying the suitable dietary supplement and
make a purchasing decision.

The information can then be used to tailor public health messages and increase the effectiveness of public health
campaigns. The study can help researchers evaluate the effectiveness of current supplement use prevention and
education programs. The scientific importance is to become a basis to establish new hypotheses for better
mapping of mediating effect of attitude between motivating factors and purchase intention specifically in dietary
supplements context. The understanding of factors and mediating effect of attitude towards purchase intention
can help researchers identify subgroups of the population who may be more or less likely to use supplements.

LITERATURE REVIEW
Dietary Supplement

The Dietary Supplement Health and Education Act DSHEA 1994 defined dietary supplement as a product taken
orally which contains “dietary ingredients” intended to supplement the diet. The “dietary ingredients” in dietary
supplement may include vitamins, minerals, herbs or other botanicals, amino acids, and substances such as
enzymes, organ tissues, glandular, concentrate, metabolite, constituent, or extract [29].Dietary Supplements or
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Nutraceutical are not the same as a food, considering the bioactive components have been insulated and mostly
sold to consumers in the form of capsules and tablets [30].

The literature on dietary supplement use has expanded significantly in recent years, reflecting a growing interest
in understanding the motivations and behaviors associated with this practice. A comprehensive review of studies
reveals that various demographic, psychological, and social factors influence dietary supplement consumption.
For instance, research [31] found that demographic variables, lifestyle habits, and health status are critical
determinants of dietary supplement use among Australian adults, emphasizing the need for further investigation
into the social and psychological factors that motivate supplement consumption to minimize potential harm from
excessive use [31]. Similarly, Research [32] reported a complex relationship between alcohol consumption and
dietary supplement intake among university students, suggesting that lifestyle choices may significantly impact
supplement use patterns.

The COVID-19 pandemic has also notably influenced dietary supplement consumption. Study [33] documented
an increase in dietary supplement use during the pandemic, although they noted fluctuations in prevalence across
different waves, indicating the need for ongoing research in this area [33][34] further highlighted the role of
social media in shaping public perceptions and behaviors regarding dietary supplements, with many individuals
relying on information from these platforms rather than healthcare professionals [34]. This reliance on lay
information sources underscores the importance of enhancing public awareness about evidence-based dietary
supplement use.

The Theory of Planned Behavior (TPB) has been frequently employed to understand dietary supplement
consumption. McDermott [35] conducted a systematic review and meta-analysis that supports the relevance of
TPB in predicting food choices, including dietary supplements [35]. This theoretical framework suggests that
attitudes, subjective norms, and perceived behavioral control are significant predictors of dietary supplement
use. In line with this, Liu et al. [36] integrated TPB with Protection Motivation Theory to explore how fear,
particularly during the COVID-19 pandemic, influenced purchasing behavior regarding dietary supplements
[36]. Their findings indicate that consumers' attitudes toward health and safety significantly affect their
intentions to purchase supplements during crises.

Research has also highlighted the prevalence of dietary supplement use among specific populations, such as
children and adolescents. Study [37] reported that dietary supplement use among children and adolescents in the
United States is common, with implications for both nutrient adequacy and potential toxicity [37][38] found that
health problems often correlate with higher rates of dietary supplement use among children, raising concerns
about the risks associated with concomitant use of supplements and medications [38]. This highlights the
necessity for healthcare providers to communicate effectively with patients regarding the safe use of dietary
supplements. Furthermore, health literacy has emerged as a critical factor influencing dietary supplement
consumption. A study conducted in Thailand demonstrated that individuals with higher health literacy levels
were more likely to make informed decisions regarding dietary supplements [39].

This finding aligns with the notion that access to reliable health information is essential for consumers to navigate
the complexities of dietary supplement use effectively. In summary, the literature indicates that dietary
supplement use is influenced by a multitude of factors, including demographic characteristics, lifestyle choices,
psychological motivations, and health literacy. The COVID-19 pandemic has further complicated these
dynamics, necessitating ongoing research to understand the evolving landscape of dietary supplement
consumption. Future studies should continue to explore these relationships to inform public health strategies and
consumer education efforts.

Self-Determination Theory (SDT)

Previous research on dietary supplement globally which studied individual motivation emerged as main factor
of the consumer’s processing and use of health claims information in ten European countries [40]. From the
theories perspective, Self-Determination Theory (SDT) is widely use in health-related studies which investigate
the motives in Malaysia. Study [41] explored the motives of physical activities. Reference [42] investigated the
socio-ecological determinants and psychological factors of woman participation in sports. Reference [43] studied
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the relationship between extrinsic motivation and physical activity level among students. The self-determination
theory could explain the intrinsic motivations for health behavior [44]. The proposed research will focus on the
motivation constructs toward the purchase intention of dietary supplements in Malaysia context which there has
not been sufficient focus on it by other researchers whereby reference [45] explored the online shopping behavior
of dietary supplements among females in Malaysia using Self-determination Theory (SDT) specifically focused
on the impact of trust, hedonic and utilitarian value (more related to extrinsic motivation refers to the
involvement of performance of an activity by a customer to fulfil some separable outcomes) by reference [25].
Reference [46] analyzed intrinsic and extrinsic cue factors affecting buying decision of house brand in Klang
Valley.

Self-Determination Theory (SDT) has emerged as a significant framework for understanding consumer behavior,
particularly in the context of health-related decisions such as dietary supplement purchases. SDT posits that
individuals are motivated by the fulfillment of three basic psychological needs: autonomy, competence, and
relatedness. Research indicates that when these needs are satisfied, individuals are more likely to engage in
health-promoting behaviors, including the purchase of dietary supplements [47]. For instance, intrinsic
motivations, such as personal health goals and the desire for self-improvement, can enhance the likelihood of
consumers choosing dietary supplements that align with their health aspirations [48]. Moreover, studies have
shown that interventions designed to enhance intrinsic motivation can lead to more sustainable health behaviors.
Reference [49] demonstrated that health promotion strategies grounded in SDT effectively increased anemia
prevention behaviors among pregnant women, highlighting the importance of autonomy and competence in
health-related decision-making. Similarly, Study [50] found that moral and environmental identities significantly
influenced pro-environmental behaviors, suggesting that fulfilling psychological needs can lead to more
responsible consumer choices.

In the realm of marketing, understanding the psychological motivations behind consumer behavior is crucial.
Reference [51] explored how brand engagement can be enhanced by fulfilling consumers' psychological needs,
indicating that brands that support autonomy and competence are more likely to foster loyalty and positive
purchasing intentions. This aligns with the findings [52] noted that chatbots in retail settings can enhance
consumer satisfaction by addressing these psychological needs, ultimately influencing purchase intentions.
Furthermore, the interplay between consumer motivations and values is essential in shaping purchasing
behaviors. Reference [53] highlighted that intrinsic motivations significantly influence organic food
consumption, suggesting that consumers are more likely to purchase products that resonate with their personal
values and beliefs. This is particularly relevant in the context of dietary supplements, where consumers may seek
products that align with their health philosophies and lifestyle choices. In summary, the literature supports the
notion that Self-Determination Theory provides a valuable lens through which to understand dietary supplement
purchase intentions. By focusing on the fulfillment of intrinsic psychological needs, marketers and health
professionals can better engage consumers and promote healthier purchasing behaviors. Future research should
continue to explore the application of SDT in various consumer contexts to further elucidate its impact on health-
related decisions.

Theory of Planned Behavior (TPB)

Several past studies have examined the antecedents of dietary supplement purchase intention using the Theory
of Planned Behavior (TPB) as theoretical framework. Study [54] applied TPB with additional insight by testing
the moderating role of health motivation that accounts for the relationships between social cognitive constructs
and behavioral intention in dietary supplements context. There is research analyzed the internal factors that affect
consumer buying behavior, which are product knowledge, belief of the health value, and the self-motivation for
the buying intention [55]. The study also analyzed the attitude towards the motivating factor (health benefits)
and safety in determining the intention to use nutraceuticals. For this research, product knowledge and belief of
health value are used for the measurement items of intrinsic motivation factors.

The Theory of Planned Behavior (TPB) is a widely recognized framework for understanding the factors that
influence dietary behaviors, including the purchase intentions of dietary supplements. TPB posits that individual
behavior is primarily determined by three constructs: attitude toward the behavior, subjective norms, and
perceived behavioral control. Research consistently demonstrates that these constructs significantly predict
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intentions and subsequent behaviors related to dietary choices [56]. For instance, a systematic review and meta-
analysis by reference [35] confirmed that attitudes, subjective norms, and perceived behavioral control are
consistently associated with dietary intentions, emphasizing the relevance of TPB in dietary contexts [56].
Moreover, the application of TPB has been shown to be effective across various demographic groups and
settings. The researcher conducted a systematic review that highlighted how socioeconomic status influences
health-promoting dietary behaviors, suggesting that interventions based on TPB can be tailored to diverse
populations [56]. This adaptability is crucial for designing effective health interventions aimed at improving
dietary supplement use.

The role of attitudes in shaping dietary supplement purchase intentions is further corroborated by study [57],
found that attitudes influenced by risk-benefit analysis, social influences, and health consciousness significantly
affect consumers' intentions to use supplements. This aligns with findings from study [58], which indicated that
TPB constructs effectively predict dietary behaviors among adolescents, reinforcing the theory's applicability in
various contexts [58]. However, some studies have raised concerns about the limitations of TPB in predicting
specific dietary behaviors. For example, reference [59] suggested that the constructs of attitude and perceived
behavioral control may not fully capture the complexities of dietary sodium intake in patients with heart failure.
This indicates a need for further exploration of the contextual factors that may influence the effectiveness of
TPB in predicting dietary behaviors.

In conclusion, the Theory of Planned Behavior provides a robust framework for understanding the motivations
behind dietary supplement purchase intentions. By focusing on the interplay between attitudes, subjective norms,
and perceived behavioral control, researchers and practitioners can develop targeted interventions that enhance
consumer engagement with dietary supplements. Future research should continue to explore the nuances of TPB
in diverse populations and contexts to further refine its application in health behavior interventions.

Protection Motivation Theory (PMT)

PMT has been widely applied in health behavioral studies [60]. PMT was initially developed for general health
problems [61]. The basic assumption of PMT is that when individuals make a pro-environmental decision, they
will consider both the current and new behaviors in terms of costs and benefits [62]. Protection Motivation
Theory (PMT) is an extension of the health belief model (HBM) that deals with motivation for behavioral change
[63] which integrated TPB, Protection Motivation Theory (PMT) and Health Belief Model (HBM) in organic
food purchase intention.

Protection Motivation Theory (PMT) has been extensively utilized to understand health-related behaviors,
particularly in the context of dietary supplement use. PMT posits that individuals are motivated to protect
themselves from perceived threats based on their assessment of the severity of the threat, their vulnerability to
it, and their ability to cope with the threat. This framework has been applied in various studies to explore factors
influencing health behaviors, including dietary supplement consumption. One significant application of PMT is
in the context of preventive health behaviors, such as skin cancer prevention. For instance, a study [64]
demonstrated that motivation, as defined by PMT, is a powerful predictor of sun protection behaviors among
rural women. This aligns with findings from reference [65] who also reported that increased protection
motivation significantly influenced preventive behaviors against skin cancer. These studies underscore the
importance of motivation in translating theoretical constructs into actual health behaviors.

Moreover, PMT has been effectively applied to understand dietary supplement use among various populations.
The finding is consistent with the notion that higher levels of self-efficacy and perceived effectiveness of dietary
supplements can enhance protection motivation, thereby influencing purchase intentions. In addition to
knowledge and motivation, socio-demographic factors also play a crucial role in dietary supplement use.
Reference [66] noted that the prevalence of dietary supplement use varied significantly among different socio-
demographic groups, suggesting that vulnerable populations may benefit more from dietary supplements. This
indicates that understanding the socio-economic context is essential for applying PMT effectively in promoting
dietary supplement use. Furthermore, PMT has been extended to address contemporary health challenges, such
as the COVID-19 pandemic. Study [67] applied PMT to investigate preventive behaviors among healthcare
personnel, finding that constructs of PMT significantly predicted adherence to preventive measures. This
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highlights the adaptability of PMT in addressing emerging health threats and its relevance in guiding consumer
behavior in health-related contexts.

The integration of PMT with other behavioral theories has also been explored. For example, study [68] combined
PMT with the Theory of Reasoned Action to examine intentions to reduce meat consumption, demonstrating
that protective motivations significantly influenced dietary choices. This suggests that PMT can be effectively
integrated with other frameworks to provide a more comprehensive understanding of dietary behaviors. In
conclusion, Protection Motivation Theory offers a robust framework for understanding the motivations behind
dietary supplement purchase intentions. By focusing on the interplay between perceived threats, coping
strategies, and individual motivations, researchers and practitioners can better engage consumers and promote
healthier purchasing behaviors. Future research should continue to explore the application of PMT in diverse
contexts, particularly in relation to dietary supplements, to further refine its utility in health behavior
interventions.

Motivation

It is reasonable to argue that motivation forms the genesis of attitudinal differences to the healthy lifestyle
desirability as well as confidence in an individual’s ability to perform such preventive health behaviors. Thus,
an individual who is motivated to maintain good health might also believe that the target preventive behaviors
can be performed [26].

There are health-related studies which related to motivation in Malaysia. Research [69] also studied on
motivation in physical activity and [70] on mental health among university students. There are other studies
related to other industries in Malaysia which focused on motivation. Reference [72] explored the intrinsic,
extrinsic motivation, and perceived risk of senior tourists’ participation in Malaysia. Reference [73] focused on
the impact of job satisfaction in FMCG industry. Study [74] explored the moderating effects of motivation on
fast-food employees.

Intrinsic Motivation

According to research [75], the more the individual is highly intrinsic-motivated, the more it has a positive
influence on the purchase intention. A desire for a healthy lifestyle is confirmed to be a motivator that shapes
the intention, attitude and willingness to consume functional foods [76]. Desired outcomes [77] as personal
motivation factor is a motivator to healthy lifestyle, whereby wish to be healthy, wish to live longer, want to feel
more energetic, desire for a healthy lifestyle are the measurement items.

Intrinsic motivation plays a crucial role in influencing dietary supplement purchase intentions, as it reflects an
individual's internal drive to engage in behaviors that are personally rewarding and aligned with their values and
interests. This concept is grounded in Self-Determination Theory (SDT), which posits that individuals are more
likely to engage in behaviors when they feel autonomous, competent, and connected to others [78]. Research has
shown that intrinsic motivation is a significant predictor of health-related behaviors, including dietary
supplement use. For instance, a study [79] highlighted the importance of intrinsic motivation in promoting
healthy eating and physical activity among adolescents. The findings indicated that intrinsic motivation serves
as a key determinant of long-term health-enhancing behaviors, emphasizing the need to foster such motivation
in interventions aimed at improving dietary habits. This is particularly relevant in the context of dietary
supplements, where consumers who are intrinsically motivated may be more likely to seek out and use
supplements that align with their health goals.

Moreover, the role of intrinsic motivation in dietary behaviors has been supported by various studies examining
the impact of external factors. For example, reference [80] found that participants who received modest financial
incentives reported higher levels of both intrinsic and extrinsic motivation for weight management, suggesting
that external rewards can enhance intrinsic motivation when aligned with personal health goals. This interplay
between intrinsic and extrinsic motivation is critical for understanding consumer behavior in the dietary
supplement market. In the context of dietary supplement use among athletes, reference [81] explored the
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prevalence and patterns of supplement consumption, noting that athletes often rely on intrinsic motivation to
guide their choices regarding supplementation. The study emphasized the need for athletes to be informed about
the quality and safety of supplements, as intrinsic motivation can drive them to make informed decisions that
support their performance and health.

Additionally, the influence of leadership styles on intrinsic motivation has been examined in various settings. Su
et al. (2020) demonstrated that servant leadership positively influences employees' intrinsic motivation, which
in turn enhances their innovative behaviors [82]. This finding suggests that supportive leadership can foster an
environment that encourages intrinsic motivation, which may also apply to health professionals promoting
dietary supplements. Furthermore, the relationship between intrinsic motivation and organizational behavior has
been explored by study [83] found that intrinsic motivation significantly impacts organizational citizenship
behavior. This indicates that when individuals are intrinsically motivated, they are more likely to engage in
positive behaviors that benefit their environment, including making healthier dietary choices.

In summary, intrinsic motivation is a vital factor influencing dietary supplement purchase intentions. By
understanding the underlying motivations that drive consumers to seek out dietary supplements, marketers and
health professionals can develop targeted interventions that align with consumers' intrinsic values and goals.
Future research should continue to explore the role of intrinsic motivation in dietary behaviors, particularly in
the context of dietary supplements, to enhance consumer engagement and promote healthier choices.

H1: Intrinsic motivation influences the purchase intention of dietary supplements.
H5: Intrinsic motivation influences the attitude towards dietary supplements.
Extrinsic Motivation

The extrinsic motivation obviously has influences on changing the attitude of consumers towards dietary
supplements but having a positive attitude does not necessarily lead to the purchasing them. External
reinforcement which can either be tangible or psychological rewards such as having the better physical
appearance or having a healthy lifestyle from the sources of information or influence can exert more powerful
influence on individuals [75]. Reference [84] found body image perception led to influence metabolic syndrome
patients lifestyle changes. Some patients reported a tendency towards anti-aging products and food supplements
to counter excess weight gain. Female patients were more concerned about body image specifically on skin and
physical beauty. Therefore, body image is a measurement item of extrinsic motivation construct. Other than
body image, reference [84] and [55] discovered peer and family support is another measurement item for
extrinsic motivation construct to adopt healthy nutrition and lifestyle behaviors. The recommendation and
feedbacks of use from their family and friends were more trustable and have better effect in motivating them to

try.

According to the reference [55], product testimonial and advice from healthcare professionals are motivating
factors influencing consumer’s use of nutraceuticals or supplements. The respondents wanted to try supplements
after knowing good reviews from people who have consumed the products in certain duration required to see the
health effects of nutraceuticals. The trust towards healthcare professionals comments would somehow influenced
the decision to take supplements. Extrinsic motivation refers to the drive to engage in a behavior due to external
rewards or pressures rather than for the inherent satisfaction of the activity itself. In the context of dietary
supplement purchase intentions, extrinsic motivation can significantly influence consumer behavior, particularly
through factors such as social norms, financial incentives, and marketing strategies. Understanding how extrinsic
motivation interacts with consumer attitudes can provide valuable insights for promoting dietary supplements
effectively. Research has shown that extrinsic factors, such as celebrity endorsements and advertising, can
enhance consumer attitudes and subsequently influence purchase intentions. For example, reference [85] found
that celebrity credibility positively affects brand attitude and purchase intention, suggesting that external
endorsements can heighten consumer motivation to purchase dietary supplements. This aligns with findings from
study [86], who emphasized the role of price-saving orientations and promotional strategies in shaping consumer
attitudes toward online food delivery, indicating that similar principles may apply to dietary supplements.

The role of extrinsic motivation is also evident in the context of consumer behavior toward Islamic banking,
where demonstrated that subjective norms and religiosity significantly influence purchase intentions through the
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mediation of consumer attitudes. This indicates that external social factors can shape consumer motivations and
attitudes, which may also be relevant in the dietary supplement context [87]. It also investigated the impact of
brand attitude as a mediator in the relationship between advertising and purchase behavior, emphasizing the
importance of external influences in shaping consumer attitudes toward products. This underscores the potential
for marketing strategies that focus on enhancing brand attitudes through extrinsic motivators to influence dietary
supplement purchase intentions. Study [88] examined the influence of Xeno centrism on purchase intentions,
finding that product attitudes mediated this relationship. This suggests that consumer perceptions shaped by
external factors can significantly impact purchasing behavior, reinforcing the idea that extrinsic motivations play
a crucial role in dietary supplement consumption. Furthermore, reference [89] explored how perceptions of
uniqueness can affect attitude-intention relations, indicating that external factors can influence consumer
attitudes and their willingness to act on those attitudes. This finding is particularly relevant for dietary
supplements, where unique product offerings may enhance consumer motivation to purchase.

In conclusion, extrinsic motivation is a significant factor influencing dietary supplement purchase intentions. By
understanding the interplay between external motivators, consumer attitudes, and purchasing behavior,
marketers can develop targeted strategies to enhance consumer engagement with dietary supplements. Future
research should continue to explore the role of extrinsic motivation in dietary behaviors to refine marketing
approaches and promote healthier choices.

H2: Extrinsic motivation influences the purchase intention of dietary supplements.

H6: Extrinsic motivation influences the attitude towards dietary supplement.
Health Motivation

Health motivation is regarded to have facilitative effect on an individual’s cognitive effort toward health
information processing. an individual’s motivation level is regarded as an important precondition for attitudinal
change. Health motivation was used to assess the degree to which people say they are concerned about health
hazards and their level of interest or willingness to engage in health behaviours that leads to preventive health
care behaviours. Individuals who possess higher health motivation level are more likely to seek health
information and engage in health preventive behaviour [90]. Health motivation activates individuals and drives
them to pursue health-promoting behavior which are seen as important goals or values [91]. Health motivation
is a pivotal factor influencing dietary supplement purchase intentions, as it encompasses the internal and external
drivers that encourage individuals to engage in health-promoting behaviors. This motivation can stem from
various sources, including personal health goals, social influences, and the perceived benefits of dietary
supplements. Understanding health motivation is essential for developing effective marketing strategies and
interventions aimed at promoting dietary supplements.

In the case of the influence of healthy behavior, the cues to action construct are subsumed by antecedent variables
of health motivation [75] [26].Health motivation also moderates the impact of health ability on health behavior.
A motivated person may use his health ability to improve his health behavior [92]. Study [54] show that the
strength of the relationships between consumer attitude and their intention to consume dietary supplements are
strongly influenced by health motivation.

The current research aimed to provide additional insight by testing the health motivation as independent variables
which accounts for the relationship between attitude and purchase intention towards dietary supplements. The
use of measurement items under the health motivation construct [26] in this current research are disease
prevention action taken, and concern about common health hazards.

Moreover, health literacy plays a significant role in dietary supplement consumption. A study conducted in
Thailand found that individuals with higher health literacy levels were more likely to use dietary supplements
effectively [31]. This suggests that health motivation, coupled with adequate knowledge about dietary
supplements, can enhance consumers' ability to make informed choices regarding their health. Study [93]
identified that healthy individuals are more likely to use dietary supplements, indicating that health motivation
is a crucial determinant of supplement consumption [32]. The study emphasized that individuals motivated by
health concerns are more likely to adopt dietary supplements as part of their overall health regimen. In a study
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focusing on colorectal cancer survivors, Reference [94] identified psychological drivers that influence dietary
changes and supplement use, emphasizing the importance of health motivation in decision-making processes
related to health behaviors[33]. The findings indicated that survivors perceived dietary changes and supplement
use as crucial strategies for improving their health and preventing disease recurrence, further underscoring the
role of health motivation in dietary supplement consumption.

Additionally, reference [105] explored the adherence of adults with type 2 diabetes to dietary programs, finding
that social support and health motivation significantly impacted compliance with dietary recommendations [34].
This highlights the interplay between external motivators, such as social support, and intrinsic health motivation
in shaping dietary behaviors. Furthermore, the relationship between health motivation and dietary supplement
use among children has been explored. Reference [96] found that family income and food security levels
significantly influenced dietary supplement use among U.S. children, indicating that health motivation can be
affected by socio-economic factors [36]. This highlights the need for targeted interventions that consider the
socio-economic context of dietary supplement consumption.

In conclusion, health motivation is a vital factor influencing dietary supplement purchase intentions. By
understanding the various dimensions of health motivation, including intrinsic and extrinsic influences,
marketers and health professionals can develop targeted strategies to enhance consumer engagement with dietary
supplements. Future research should continue to explore the complexities of health motivation in dietary
behaviors to refine marketing approaches and promote healthier choices.

H3: Health motivation influences the purchase intention of dietary supplements.
H7: Health motivation influences the attitude towards dietary supplement.

Attitude & Purchase Intention

Since attitude is widely recognized as a strong predictor of behavior [106] it is logical to posit attitude as a
mediator that represent the generative mechanism through which social influence and perceived behavioral
control can influence behavior to consume dietary supplements [71]. Consumer attitude emerged to be the most
salient factor in influencing the subjects’ purchase intention to consume dietary supplements [54]. There is a
strong relationship between consumer attitude and purchase intention as supported by previous studied
[97][98][99][100]. Likewise, the relationship between attitude and purchase intention was also confirmed
(Padgett et al., 2013).

There are many factors that can influence a consumer’s decision to purchase a dietary supplement. If a person
does not believe that a diet will be effective, they are unlikely to purchase it. Additionally, personal beliefs and
values may also influence a person’s decision to purchase dietary supplement [12]. Consumers who form positive
attitudes toward dietary supplements think that the consumption of dietary supplements can improve their health
and may therefore have a greater intention to consume dietary supplements. The findings revealed that consumer
attitude has positive effects on behavioral intention. A person with more favorable attitude toward the behavior
would perform certain behavior due to higher intention level [102]. Reference [103] argued that attitude is the
antecedents of purchase intention. This study will adopt research [55] on explored the domain of attitude
(perceived health benefits, safety, side effects and etc).

The relationship between attitude and purchase intention is a critical area of investigation in understanding
consumer behavior, particularly in the context of dietary supplements. Attitudes, defined as an individual's
positive or negative evaluation of a behavior, significantly influence their intentions to engage in that behavior.
In the realm of dietary supplements, various studies have explored how attitudes shape consumer decisions and
the factors that contribute to these attitudes. Research indicates that positive attitudes toward dietary supplements
are associated with higher purchase intentions. Health literacy also plays a significant role in shaping attitudes
toward dietary supplements. A study conducted in Thailand revealed that individuals with higher health literacy
levels were more likely to have positive attitudes toward dietary supplements, which subsequently influenced
their consumption patterns [31]. This highlights the importance of educating consumers about the benefits and
appropriate use of dietary supplements to foster positive attitudes and enhance purchase intentions.

Furthermore, reference [93] identified that healthy individuals are more likely to use dietary supplements,
indicating that a positive attitude towards health and wellness directly correlates with the intention to purchase
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supplements [32]. This finding underscores the need for health promotion strategies that cultivate positive
attitudes toward dietary supplements as part of a broader health-conscious lifestyle. In examining specific
populations, Reference [94] explored the dietary habits of colorectal cancer survivors and found that positive
attitudes toward dietary changes and supplement use were critical for improving health outcomes [33]. The study
emphasized that survivors who perceived dietary supplements as beneficial were more likely to incorporate them
into their health regimens, demonstrating the impact of attitude on behavior. The role of social influences in
shaping attitudes toward dietary supplements cannot be overlooked. A qualitative study [105] highlighted that
social support and health motivation significantly impacted adherence to dietary programs among adults with
type 2 diabetes [34]. This suggests that positive attitudes fostered by social networks can enhance individuals'
intentions to purchase dietary supplements that align with their health goals. Moreover, the attitudes of specific
demographic groups, such as college students, have been investigated. Study found that female college students
in Saudi Arabia exhibited positive attitudes toward dietary supplements, which were associated with higher
usage rates [35]. This indicates that targeted marketing strategies that resonate with the values and attitudes of
specific consumer segments may enhance purchase intentions.

In addition to individual factors, the influence of parental attitudes on children's dietary supplement use has been
explored. Study found that parents' positive perceptions of dietary supplements significantly influenced their
decisions to provide these products to their children [36]. This highlights the importance of understanding the
familial context in shaping attitudes and subsequent purchasing behaviors. In conclusion, the interplay between
attitude and purchase intention is a critical factor in understanding dietary supplement consumption. Positive
attitudes, shaped by health literacy, social influences, and demographic factors, significantly enhance consumers'
intentions to purchase dietary supplements. Future research should continue to explore the complexities of this
relationship to inform effective marketing strategies and health promotion interventions.

H4: Attitude influences the purchase intention of dietary supplement.
H8: Attitude mediate the relationship between intrinsic motivation and purchase intention.
H9: Attitude mediate the relationship between extrinsic motivation and purchase intention.

H10: Attitude mediate the relationship between health motivation and purchase intention.

Proposed Conceptual Framework & Hypotheses

Intrinsic Motivation  |_ H5
Rk_‘\
H‘-\-""\...\_\_N\
HE " - 1 H4 Purchase
Extrinsic Motivation | — Attitude | L1
- Intention
___a-"-
_— H8, H9, H10
.-"'f . *
_— (Mediating effect)
Health Motivation ‘x’f H7
‘ H1, H2, H3 |
|

Fig. 1 Proposed Conceptual Framework
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The following main hypothesis is proposed according to the importance, problems, and objectives of the study.
H1: Intrinsic motivation influences the purchase intention of dietary supplements.

H2: Extrinsic motivation influences the purchase intention of dietary supplements.

H3: Health motivation influences the purchase intention of dietary supplements.

H4: Attitude influences the purchase intention of dietary supplement.

H5: Intrinsic motivation influences the attitude towards dietary supplement.

H6: Extrinsic motivation influences the attitude towards dietary supplement.

H7: Health motivation influences the attitude towards dietary supplement.

H8: Attitude mediate the relationship between intrinsic motivation and purchase intention.

HO9: Attitude mediate the relationship between extrinsic motivation and purchase intention.

H10: Attitude mediate the relationship between health motivation and purchase intention.
Research Design
Methodology

This study employs a theory-driven conceptual modelling methodology, emphasizing the synthesis of theoretical
constructs and validation through structured expert input and secondary data analysis. This approach is uniquely
suited for exploring the complex interplay of intrinsic, extrinsic, and health motivations, mediated by attitude,
in influencing dietary supplement purchase intentions. By integrating existing literature, theoretical frameworks,
and analytical validation, this methodology circumvents the need for primary data collection while maintaining
robust theoretical and practical contributions. It is particularly advantageous in contexts where diverse
motivational constructs intersect to shape consumer behaviors in a nuanced manner.

Systematic Literature Review

The cornerstone of this study is a systematic literature review, conducted to identify, analyse, and synthesize
existing knowledge on motivational factors influencing dietary supplement purchase intentions. This
comprehensive review incorporated academic journals, industry reports, and credible online databases, including
Scopus, Web of Science, and PubMed. The inclusion criteria were stringent, focusing on research that examined
intrinsic motivation (such as personal health goals), extrinsic motivation (such as social influences), health
motivation, and the mediating role of attitude.

Particular emphasis was placed on studies within the Malaysian context to ensure cultural and socio-economic
relevance. The review revealed several gaps, such as the under exploration of integrated motivational
frameworks and the limited application of health motivation theories in understanding dietary supplement
behaviors. By addressing these gaps, the literature review laid a robust foundation for the proposed conceptual
framework, ensuring it is both comprehensive and contextually appropriate.

Theoretical Framework Development

The theoretical framework integrates three established behavioural theories: Self-Determination Theory (SDT),
Theory of Planned Behavior (TPB), and Protection Motivation Theory (PMT). These theories were selected for
their complementary strengths in explaining consumer motivation and decision-making processes. The
framework incorporates the following dimensions:

1. Intrinsic Motivation: This includes personal drivers such as the desire for improved health, energy, and
longevity. SDT posits that such motivations stem from an individual’s innate psychological needs for
autonomy, competence, and relatedness, which are crucial in health-related decision-making.
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2. Extrinsic Motivation: External factors like peer influence, product testimonials, and healthcare
endorsements are modelled within TPB's framework of subjective norms, highlighting their role in
shaping attitudes and intentions.

3. Health Motivation: Rooted in PMT, health motivation is considered a distinct factor that propels
individuals toward preventive health behaviors, emphasizing disease prevention and well-being.

4. Attitude as a Mediator: Attitude is hypothesized to bridge motivational factors with behavioural
intentions, aligning with TPB's assertion that attitudes significantly predict intentions.

This theoretical integration not only addresses gaps in the literature but also provides a multidimensional
perspective on the factors influencing dietary supplement purchase intentions.

Conceptual Modelling and Hypothesis Design

The conceptual model represents the hypothesized relationships between intrinsic, extrinsic, and health
motivations, attitude, and purchase intentions. Hypotheses were formulated based on insights from the literature
review and theoretical framework, structured to enable empirical testing. The primary hypotheses include:

« Intrinsic motivation positively influences attitude and purchase intention.

« Extrinsic motivation positively influences attitude and purchase intention.

o Health motivation positively influences attitude and purchase intention.

o Attitude mediates the relationships between motivational factors and purchase intention.

Graphical modelling techniques were used to visually represent these hypotheses, ensuring clarity and coherence
in their theoretical alignment. This step facilitated the transition from conceptualization to analytical validation.

Analytical Validation Through Expert Input

To refine and validate the conceptual framework, expert consultations were conducted using structured
workshops and Delphi panels. Experts in behavioral sciences, marketing, and public health were selected based
on their academic and professional expertise. These sessions provided critical insights into the operationalization
of constructs, the relevance of the hypothesized relationships, and the practical applicability of the framework.

For instance, experts emphasized the need to consider cultural nuances specific to Malaysia, such as the influence
of family dynamics and traditional health beliefs, which were subsequently integrated into the framework. This
iterative process ensured the framework's robustness and adaptability to real-world contexts.

Application-Oriented Testing

The validated framework was subjected to application-oriented testing using secondary data and simulated case
studies. This phase involved analysing consumer surveys, industry reports, and relevant case studies to test the
hypothesized relationships. Analytical techniques, including descriptive and inferential analyses, were employed
to identify patterns and validate the theoretical constructs.

For example, simulated scenarios demonstrated how intrinsic motivation, such as the desire to improve personal
health, directly influenced positive attitudes and purchase intentions. Similarly, extrinsic motivators, like
endorsements from healthcare professionals, were shown to amplify purchase behaviors when mediated by a
favourable attitude. These findings not only validated the framework but also provided actionable insights for
marketers and policymakers.

Ethical Considerations

Ethical integrity was a priority throughout the research process. The systematic literature review adhered to
rigorous standards of citation and intellectual property rights. Expert consultations were conducted transparently,
with informed consent obtained from all participants. Secondary data sources were evaluated for credibility and

Page 2412

www.rsisinternational.org


http://www.rsisinternational.org/

INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (1JRISS)
ISSN No. 2454-6186 | DOI: 10.47772/1JRISS | Volume IX Issue | January 2025

ethical compliance. These measures ensured that the research upheld the highest standards of academic and
professional ethics.

Justification for Methodology

The theory-driven conceptual modelling methodology was chosen for its ability to integrate complex theoretical
constructs and generate actionable insights without the need for primary data collection. Unlike traditional
qualitative or quantitative approaches, this methodology facilitates a comprehensive understanding of the
relationships between motivational factors, attitudes, and purchase intentions. It is particularly suited for
exploratory studies where theoretical integration and framework validation are paramount.

Expected Outcomes
This study aims to achieve the following outcomes:

1. A validated conceptual framework elucidating the motivational factors influencing dietary supplement
purchase intentions.

2. Enhanced theoretical understanding of the mediating role of attitude in consumer behavior.

3. Practical insights for marketers and policymakers to design targeted strategies that address consumer
motivations effectively.

By adopting this rigorous and innovative methodological approach, the research contributes to both theoretical
advancement and practical applications in the field of consumer behavior and dietary supplement marketing.

DATA ANALYSIS, PRESENTATION OF RESULTS, AND FINDINGS

This chapter presents the findings derived from the study's conceptual framework, which integrates Self-
Determination Theory (SDT), Theory of Planned Behavior (TPB), and Protection Motivation Theory (PMT).
By leveraging insights from systematic literature review, theoretical synthesis, and expert validation, this chapter
elucidates the dynamics between motivational constructs (intrinsic motivation, extrinsic motivation, and health
motivation), attitude, and purchase intentions for dietary supplements. Secondary data and simulated case studies
are analysed to validate the proposed hypotheses, offering a detailed exploration of consumer behavior within
the Malaysian context.

Analytical Framework

The analytical framework underpins the interpretation of findings, ensuring alignment with the research
objectives and hypotheses. First, the framework facilitates hypothesis testing by assessing the relationships
proposed in the conceptual model. Constructs such as intrinsic motivation, extrinsic motivation, health
motivation, and attitude are validated for both theoretical robustness and practical applicability. Exploratory data
analysis complements this by uncovering trends and patterns in secondary data, providing contextual insights
that reinforce the framework's relevance.

Findings from Systematic Literature Review

The systematic literature review revealed critical insights into the constructs under investigation. Intrinsic
motivation emerged as a consistent driver of personal health goals, such as disease prevention and aspirations
for a healthier lifestyle. Common themes, such as the desire to feel more energetic and a belief in health values,
were prominent in influencing purchase intentions. Extrinsic motivation was characterized by external
reinforcements, including social influence, peer recommendations, and testimonials from healthcare
professionals, which were found to significantly shape consumer attitudes. Health motivation demonstrated a
strong correlation with preventive health behavior, indicating that individuals motivated by disease prevention
are more likely to engage in dietary supplement consumption. Attitude, functioning as a mediator, bridged these
motivational factors with purchase intentions, emphasizing its pivotal role in shaping consumer behavior.
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Insights from Expert Validation

Structured consultations with experts in behavioral sciences, marketing, and public health were instrumental in
validating the conceptual framework. The experts affirmed the integration of multiple theories as a
comprehensive approach to addressing complex consumer behaviors. Recommendations included refining the
operationalization of constructs, such as peer influence, to better capture nuanced social dynamics. Experts also
emphasized the importance of cultural and socioeconomic factors specific to Malaysia, enhancing the
framework’s contextual relevance. Consensus was achieved regarding the critical role of attitude as a mediator,
solidifying its inclusion as a central construct in the model.

Findings from Simulated Case Studies

The simulated case studies provided practical validation of the framework. Scenarios involving high levels of
intrinsic motivation demonstrated a direct link to favourable attitudes and strong purchase intentions. Extrinsic
motivators, particularly testimonials and endorsements from trusted sources, amplified purchase intentions by
fostering social validation. Health motivation was closely tied to proactive health behaviors, with individuals
prioritizing disease prevention displaying higher engagement with dietary supplements. Attitude consistently
mediated the relationship between motivational constructs and purchase behavior, confirming the hypotheses
that position attitude as a key determinant.

Secondary Data Analysis

Secondary data analysis reinforced the validity of the proposed framework. Trends in dietary supplement usage
among urban Malaysians highlighted an upward trajectory driven by increasing health awareness and social
influence. Significant correlations were observed between health motivation and attitude, as well as between
attitude and purchase intentions. The analysis confirmed the positive relationships hypothesized in H1 through
H7, while the mediating effect of attitude (H8 to H10) was substantiated. These findings emphasize the
interconnectedness of motivations, attitudes, and behaviors, validating the theoretical assumptions underlying
the study.

Summary of Findings

The findings highlight the multifaceted nature of consumer behavior in dietary supplement consumption.
Intrinsic and extrinsic motivations, alongside health motivation, were identified as significant predictors of
attitudes and purchase intentions. Attitude emerged as a crucial mediator, translating motivational drivers into
actionable purchase decisions. The proposed conceptual model demonstrated robustness and applicability,
offering valuable insights for both theoretical exploration and practical application in the Malaysian context.

Implications of Findings

The study's findings hold significant theoretical and practical implications. The integration of SDT, TPB, and
PMT advances the understanding of consumer motivations, providing a multidimensional perspective on dietary
supplement consumption. For marketers, the findings offer a blueprint for designing targeted campaigns that
address diverse motivational profiles. Public health policymakers can leverage these insights to develop
initiatives that promote safe and effective dietary supplements while fostering positive consumer attitudes.

Conclusion

This chapter has presented a detailed analysis of the data and findings, validated the hypothesized relationships
and highlighted the interplay of motivational factors, attitude, and purchase intentions. The results provide a
robust foundation for the subsequent discussion and recommendations in Chapter 5, underscoring the study’s
contribution to understanding consumer behavior in the dietary supplement market.

CONCLUSION, IMPLICATIONS & RECOMMENDATIONS

This chapter synthesizes the findings from the study, integrating them into a broader discussion of their
theoretical, practical, and policy-making implications. It provides a detailed evaluation of the study’s strengths
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and limitations, offers comprehensive recommendations for future research and practical applications, and
reflects on the overall contributions to understanding dietary supplement purchase intentions. The chapter is
designed to ensure that the research findings are framed in a way that not only addresses the academic community
but also serves practitioners and policymakers in their respective fields.

Discussion of Key Findings

The findings of this study affirm the validity of the proposed framework, which integrates Self-Determination
Theory (SDT), Theory of Planned Behavior (TPB), and Protection Motivation Theory (PMT) to explain the
factors influencing dietary supplement purchase intentions. The study demonstrates that intrinsic motivation,
extrinsic motivation, and health motivation are critical determinants of purchase intentions, with attitude serving
as a mediating variable. These findings provide a rich understanding of consumer behavior in the context of
dietary supplement consumption.

Intrinsic Motivation

Intrinsic motivation was found to be a fundamental driver of consumer attitudes and behaviors. Personal health
aspirations such as the desire to enhance energy levels, live a healthier life, and achieve longevity emerged as
key motivators. This aligns with the principles of Self-Determination Theory (SDT), which emphasize the role
of internal goals in fostering proactive health behaviors. The findings suggest that consumers with strong
intrinsic motivation are more likely to develop positive attitudes toward dietary supplements, which in turn
influence their purchase intentions. This insight underscores the importance of emphasizing personal health
benefits in marketing strategies, as such appeals resonate deeply with health-conscious consumers. By
highlighting the direct impact of dietary supplements on individual well-being and long-term health, marketers
can more effectively connect with this segment of the population.

Extrinsic Motivation

Extrinsic motivators, including social influence, peer recommendations, and testimonials from healthcare
professionals, were shown to play a significant role in shaping consumer attitudes and purchase intentions. This
finding supports the emphasis of the Theory of Planned Behavior (TPB) on subjective norms, revealing that
external reinforcements, such as positive reviews or endorsements, strongly affect consumer behavior.
Consumers are particularly responsive to social proof, where trusted sources validate the benefits of dietary
supplements. For example, testimonials from healthcare professionals or endorsements by peers can foster trust
and confidence in the product’s efficacy. These extrinsic motivators are especially effective in markets where
skepticism or a lack of product knowledge may act as barriers to purchase. Thus, leveraging social proof in
marketing campaigns can significantly enhance consumer engagement and purchase likelihood.

Health Motivation

Health motivation, defined as a consumer’s commitment to disease prevention and proactive health management,
was another critical factor influencing dietary supplement purchase intentions. The findings align with Protection
Motivation Theory (PMT), which posits that perceived health benefits and risk reduction drive behavioral
changes. Consumers motivated by health concerns tend to engage in more informed decision-making processes
when purchasing dietary supplements. This underscores the importance of health education initiatives that
emphasize the preventive and long-term health benefits of dietary supplements. By addressing health-related
fears and aspirations, marketers can tap into the emotional and cognitive dimensions of consumer decision-
making, thereby fostering stronger purchase intentions.

Mediating Role of Attitude

Attitude was identified as a pivotal mediating variable, linking motivational constructs to purchase intentions.
The study demonstrated that consumers with positive attitudes toward dietary supplements—driven by
perceptions of safety, efficacy, and health benefits—are more likely to make purchase decisions. This finding
reinforces the importance of cultivating positive consumer attitudes through targeted marketing strategies. For
instance, highlighting product safety and efficacy in advertising campaigns can strengthen consumer confidence
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and translate into higher purchase rates. Additionally, the mediating role of attitude provides a framework for
understanding how various motivational factors coalesce to influence consumer behavior, offering valuable
insights for both theory and practice.

Implications
Theoretical Contributions

This research makes significant theoretical contributions by integrating SDT, TPB, and PMT into a cohesive
framework for understanding dietary supplement purchase intentions. The study advances the academic
discourse by demonstrating the interplay between intrinsic, extrinsic, and health motivations and their collective
impact on consumer attitudes and behaviors. Furthermore, the identification of attitude as a mediating variable
provides a nuanced perspective on the mechanisms underlying consumer decision-making. This integrated
framework not only bridges theoretical gaps but also lays the groundwork for future studies exploring complex
consumer behaviors in health-related contexts. By offering a multidimensional approach to consumer
motivation, the study contributes to a deeper understanding of how various motivational constructs interact to
shape purchase intentions.

Practical Applications

The findings offer actionable insights for marketers and industry stakeholders aiming to enhance consumer
engagement with dietary supplements. Marketing strategies should be tailored to emphasize intrinsic benefits,
such as improved well-being and enhanced energy levels, to appeal to health-conscious consumers. Additionally,
leveraging social proof through testimonials, endorsements, and peer recommendations can effectively build
trust and confidence among potential buyers. Health education initiatives should also play a central role in
marketing efforts, focusing on the preventive and long-term benefits of dietary supplements. By addressing
common health concerns and showcasing the efficacy of their products, marketers can foster stronger consumer
connections and drive purchase intentions.

Policy Recommendations

Policymakers can leverage these findings to promote public health and ensure consumer safety in the dietary
supplement market. Strengthening regulations on health claims to ensure accuracy and transparency is essential
for building consumer trust. Collaboration with industry stakeholders can further enhance the credibility of
dietary supplements through evidence-based marketing practices. Public health campaigns should be designed
to raise awareness about the safety and efficacy of dietary supplements, empowering consumers to make
informed decisions. By fostering a regulatory environment that prioritizes consumer education and product
authenticity, policymakers can contribute to a more sustainable and trustworthy dietary supplement market.

Strengths and Limitations
Strengths

This study’s primary strength lies in its comprehensive theoretical framework, which integrates SDT, TPB, and
PMT to provide a multidimensional understanding of consumer motivations. The systematic literature review
and expert validation enhance the framework’s robustness and applicability. Additionally, the focus on the
Malaysian dietary supplement market provides valuable context-specific insights, addressing a critical gap in
existing research. The methodological rigor and theoretical integration ensure that the findings contribute
meaningfully to both academic and practical domains.

Limitations

Despite its strengths, the study has several limitations. The reliance on secondary data and simulated case studies
limits the generalizability of the findings, as primary data collection was not conducted. Furthermore, the study’s
focus on the Malaysian context may restrict its applicability to other cultural and socioeconomic settings. The
complexity of the interrelationships among motivational constructs and attitudes, while theoretically sound,
requires empirical testing to validate the proposed framework fully. Addressing these limitations in future
research will enhance the framework’s applicability and generalizability.
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Recommendations
Recommendations for Future Research

Future studies should focus on empirically validating the proposed framework through large-scale primary
research. Surveys and structural equation modeling (SEM) can provide robust statistical evidence to support the
theoretical constructs and relationships identified in this study. Cross-cultural research is also recommended to
explore the framework’s applicability in diverse settings, as cultural and socioeconomic factors may influence
consumer motivations and behaviors. Additionally, incorporating variables such as digital marketing, product
affordability, and consumer skepticism can further enrich the understanding of dietary supplement purchase
intentions.

Recommendations for Practice

Practitioners should prioritize consumer education and transparency in their marketing strategies. Campaigns
should be designed to address the specific motivational profiles of target audiences, emphasizing intrinsic
benefits for health-conscious consumers and leveraging social proof for socially influenced buyers. Ethical
marketing practices, including accurate health claims and adherence to regulatory standards, are essential for
building trust and credibility in the dietary supplement market. By adopting a consumer-centric approach,
marketers can enhance engagement and drive sustainable growth in the industry.

Conclusion

This study provides a validated conceptual framework that integrates SDT, TPB, and PMT to explain dietary
supplement purchase intentions. By highlighting the interplay between intrinsic, extrinsic, and health
motivations, mediated by attitude, the research offers significant contributions to both consumer behavior theory
and practical applications. The findings underscore the importance of motivational factors and attitudes in
shaping consumer decisions, providing valuable insights for marketers, policymakers, and researchers. While
the study’s focus on the Malaysian context provides a strong foundation, further research is essential to expand
and empirically validate the framework across diverse settings. The implications for practice and policy
underscore the potential for strategic interventions to enhance consumer engagement and promote public health.
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