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ABSTRACT  
Background: The increasing awareness of health among consumers has led to a growing interest in natural 
products such as pure honey. Particularly among Muslim consumers, the decision to consume pure honey is 
often influenced by beliefs regarding its health benefits. Methods: This study employed a quantitative approach 
using survey data collected from Muslim consumers. A total of 300 respondents were analyzed to understand 
the relationship between health awareness and the consumption of pure honey. The study utilized statistical 
analysis to examine the impact of health awareness on consumers’ attitudes, reasons for consumption, and 
reasons for non-consumption. Additionally, a mediation analysis was conducted to explore the role of 
consumption reasons in the relationship between health awareness and attitudes. Findings: The results 
indicated that health awareness positively influenced consumers' attitudes toward pure honey and their reasons 
for consuming it. However, health awareness did not significantly affect reasons for non-consumption. The 
reason for consumption acted as a partial mediator in the relationship between health awareness and attitudes. 
Consumers with high health awareness were more likely to believe in the benefits of pure honey and were less 
concerned about doubts regarding the product’s authenticity. Over half of the respondents identified health as 
the primary motivation for consuming pure honey, with regular consumption observed among the majority. 
Conclusion: This study emphasizes the significant role of health awareness in shaping the consumption 
behavior of pure honey among Muslim consumers. Health awareness positively influences consumers' attitudes 
and motivations to consume pure honey, highlighting the importance of transparency and product certification 
in marketing. Businesses in the pure honey industry can enhance consumer trust and market position by 
focusing on the health benefits and authenticity of their products. Novelty/Originality of this article:  It 
provides novel insights into the mediating role of consumption motivations in the relationship between health 
awareness and product attitudes, offering practical implications for marketing strategies in the health-conscious 
consumer market. 
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1. Introduction  
 

Health and environmental issues are now a major concern of the global community 
(Gineikiene et al., 2017; Thieme et al., 2015). Awareness about the importance of 
maintaining health has encouraged many individuals to change their lifestyles in a healthier 
direction (Edington et al., 2016). The COVID-19 pandemic has further strengthened this 
awareness, making people better understand the urgency of healthy living and encouraging 
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lifestyle changes in that direction (McBride et al., 2021). In addition, environmental 
awareness has also increased, with many people starting to adopt pro-environmental 
behaviors to reduce negative impacts on the planet (Balundė et al., 2019). This changing 
lifestyle has a direct impact on people's consumption patterns (Demirtas, 2019). Consumers 
now tend to choose products that are considered healthier and environmentally friendly 
such as natural products (Kumar et al., 2021a; Sreen et al., 2021), local products (Kumar et 
al., 2021b), and green products (Salehzadeh et al., 2021; Ogiemwonyi, 2022). These shifting 
preferences indicate a significant change in consumer behavior aligned with the need for a 
more health- and environmentally-responsible lifestyle.   

One impact of these lifestyle changes is the increasing demand for natural sweeteners 
as an alternative to sugar (Castro-Muñoz et al., 2022; Saraiva et al., 2020). Consumers are 
increasingly interested in more natural options to support their health, and honey is 
becoming one of the most popular natural sweeteners among the public (González-
Montemayor et al., 2019). This is influenced not only by the perceived healthier benefits of 
honey compared to regular sugar, but also by its eco-friendly nature. Honey is often 
regarded as a product that is in line with sustainability principles as its production process 
involves nature directly. In addition, this trend is also supported by the growing number of 
studies showing the health benefits of natural sweeteners such as honey. As a result, 
manufacturers are starting to offer a wider variety of honey-based products to meet market 
demand. This shift in preference reflects the influence of changing healthy and eco-
conscious lifestyles on consumers' daily choices. 

Honey is a natural sweetener produced by bees by processing flower nectar. The main 
ingredients that give honey its sweetness are fructose and glucose, which have the same 
level of sweetness as regular sugar (Singh & Kashyap, 2020). Honey has a long history as a 
natural sweetener, even being the only sweetener used by humans before being replaced 
by industrialized sugar in the 1800s (Bogdanov et al., 2008). In addition to its role as a 
sweetener, honey is also known to have various health benefits. Several studies have shown 
that honey can help cure various chronic diseases, such as lung disorders, heart problems, 
diabetes, hypertension, and others (Hossain et al., 2020). The antibacterial, anti-
inflammatory and antioxidant properties of honey are also known to play a role in 
strengthening the body's immune system and accelerating the wound healing process 
(Oryan et al., 2016). More interestingly, honey is said to have the potential to help prevent 
COVID-19 due to its ability to boost immunity and relieve symptoms of associated morbidity 
(Hossain et al., 2020). In addition to health benefits, honey also supports environmental 
sustainability as bee breeding activities make a positive contribution to a sustainable food 
ecosystem (Sillman et al., 2021).   

The popularity of honey among the public continues to increase, as awareness of its 
diverse benefits grows (Wu et al., 2017). The demand for honey is reported to be growing 
due to the public's view of it as a natural sweetener that is healthier and able to prevent 
various diseases (U.S. International Trade Commission, 2021). People's habit of adopting a 
healthy diet is also one of the main drivers of increased honey consumption. This is 
particularly evident in the growing consumer preference for organic and non-GMO honey 
(U.S. International Trade Commission, 2021). The market potential for honey is promising, 
with the global market value recorded at $8.17 billion in 2020 (Fortune Business Insight, 
2021). This figure is expected to grow to USD 11.88 billion by 2028 (Fortune Business 
Insight, 2021). This trend reflects the changing consumption patterns of people who are 
more concerned about health and environmental sustainability. With growing demand, the 
honey industry has a great opportunity to continue to grow and contribute to the fulfillment 
of the need for healthy natural products in the global market. 

Previous research has shown the importance of understanding consumer values in 
predicting their behavior, as these values tend to be stable over time (Rahman & Reynolds, 
2019; de Groot & Thøgersen, 2018). Nowadays, more and more consumers are aware of the 
importance of health, so they tend to choose food products that are more natural and 
healthy (Iqbal et al., 2021). Honey is often used by the public as one of the natural products 
that have health benefits (Purnomo et al., 2021). Consumers' health consciousness is one of 
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the main factors that influence their decision to buy food products (Coricelli et al., 2019). In 
addition, environmental concerns also contribute to consumers' decisions to consume 
healthy and natural foods, including honey (Shin et al., 2019; Sreen et al., 2021). The honey 
in focus in this context is pure honey, as it is considered healthier and produced without 
additives such as colorings, artificial flavors, or synthetic substances (Eteraf-Oskouei & 
Najafi, 2013). Consumers who are concerned about the environment tend to choose 
products that support pro-environmental activities, including the consumption of natural 
foods. These health and environmental sustainability factors are further driving the 
increasing demand for honey. An in-depth understanding of consumer preferences 
regarding pure honey is essential for companies to meet market expectations and improve 
their competitiveness. 

Based on the various factors identified in previous research, this study uses the 
Behavioural Reasoning Theory (BRT) model to analyze consumer behavior. BRT is a 
theoretical model that explains the relationship between values, reasons, motives, 
intentions, and behavior (Sahu et al., 2020). One of the main reasons for choosing BRT is its 
excellence in identifying “reasons for” and “reasons against,” two aspects that not only 
contradict each other but also present unique perspectives that significantly influence 
intentions and behaviors (Sahu et al., 2020). These two aspects enable a deeper 
understanding of consumer decision-making. In addition, the implementation of BRT has 
proven effective in explaining consumer behavior towards various healthy and 
environmentally friendly products, such as natural products (Sreen et al., 2021), organic 
food (Tandon et al., 2020), and local food (Kumar et al., 2021c). Another advantage of BRT 
is its focus on the role of values or beliefs in predicting consumer reasons, intentions, and 
behavior (Sahu et al., 2020). Therefore, BRT is an ideal choice to analyze the factors that 
influence the purchase of pure honey.   

This study also aims to explore the factors that influence honey purchase decisions 
among Muslim consumers. This is motivated by the fact that the global Muslim population 
is one of the largest groups of people, with Islam being the fastest growing religion in the 
world (Rassool, 2014). In a business context, this means that companies are likely to 
interact with Muslim consumers in the process of marketing their products (Rassool, 2014). 
Furthermore, Islamic teachings pay special attention to human health and place honey as 
one of the recommended medicines. Islam refers to the principle of maqashid al-syari'ah, 
which directs humans to maintain health so that the soul, mind, and offspring remain well 
protected. In this perspective, honey is considered a product that has great benefits for 
health (Shidiq, 2009). Therefore, understanding how Islamic values influence honey 
consumption behavior is an important aspect of this study.   

In Islam, consumption behavior is regulated based on the principle of maqashid sharia, 
which prioritizes benefits and avoids harm to consumers. Consumption should consider the 
quality of the product, which should be pure, harmless, moral, blessed, and provide good for 
the consumer. This becomes relevant in the context of pure honey, which is processed 
without additives and is considered one of the most natural and beneficial foods. 
Consumption activities in Islam are also geared towards supporting health and well-being 
in accordance with religious teachings. By understanding the factors that drive Muslim 
consumers to purchase pure honey, companies can not only improve their product 
marketing but also encourage consumption that is oriented towards maqashid sharia. This 
can ultimately strengthen the link between religious values and consumer behavior, 
providing long-term benefits to society and business. 

This research specifically focuses on the Muslim consumer segment in Indonesia, which 
is the country with the largest Muslim population in the world. With a significant 
population, Indonesia has a huge market potential, mainly due to the high level of consumer 
spending that is expected to grow to USD 400 billion in the next decade (Tonby & Wibowo, 
2021). In addition, Indonesia is also home to the largest bee diversity in Asia, providing 
enormous potential for the development of a commercial apiary industry (Purnomo et al., 
2021). Although this sector has not yet received significant attention, honey products are 
already popular among Indonesians, whether for health, lifestyle, or other benefits 
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(Purnomo et al., 2021). As part of this research, an analysis will be conducted to explore 
whether health consciousness influences Muslim consumers' “reasons for” and “reasons 
against” purchasing pure honey. Furthermore, this research also aims to assess how health 
consciousness affects consumers' attitude towards pure honey products. By integrating the 
health consciousness aspect as a key factor, this research not only contributes to the 
understanding of Muslim consumer behavior in Indonesia but also provides strategic 
insights for businesses in tapping this huge market potential. 

 
2. Methods 
 
2.1 Research design 
 

This research adopts a quantitative approach, which aims to measure phenomena 
accurately and objectively (Cooper & Schindler, 2014). In the context of business research, 
quantitative approaches are often used to measure consumer behavior, knowledge levels, 
opinions, or attitudes (Cooper & Schindler, 2014). This methodology answers questions 
such as “how much,” “how often,” “when,” and “who,” which are relevant in data-driven 
analysis. In addition, quantitative research is often used to test pre-existing theories (Cooper 
& Schindler, 2014). In this study, a quantitative approach is used to analyze the influence of 
Health Consciousness, Reasons, and Attitude, on Repurchase Intention for pure honey. The 
focus of this study is to validate previous theories and evaluate the relationship between 
variables in the context of pure honey consumption. Thus, this research makes a significant 
contribution to the understanding of consumer behavior in the pure honey market. 

The strategy applied in this study is a survey, which is a method designed to collect 
information from individuals to describe, compare, or explain their knowledge, attitudes, 
and behaviors (Sekaran & Bougie, 2016). Data was collected using a questionnaire designed 
for cross-sectional studies, where information is collected once in a period of time, such as 
a few days, weeks, or months, from a representative number of respondents (Sekaran & 
Bougie, 2016). The use of surveys allows researchers to obtain rich and relevant data in 
answering research questions. Data analysis was conducted using the Structural Equation 
Modeling (SEM) method with the help of AMOS software. This technique allows testing 
complex relationships between variables simultaneously, thus providing more in-depth and 
comprehensive results. 
 
2.2 Data collection and sampling 

 
This study uses primary data obtained directly from the original source for research 

purposes. The data collection method used is a questionnaire, which was chosen because it 
is effective in collecting information systematically from respondents. The questionnaire 
used in this study was distributed through a personally administered questionnaire using 
the Google Form platform. This allowed the researcher to reach a wide range of respondents 
with time and cost efficiency. Primary data collected through questionnaires provides a 
strong basis for empirical analysis, especially in measuring relevant variables in the study. 
In this research design, the questionnaire focused on obtaining in-depth information from 
respondents regarding their habits in consuming pure honey. This approach helps to ensure 
that the data obtained is relevant to the research objectives, thus supporting accurate and 
reliable analysis. 

Respondents in this study are Muslim Indonesians who are at least 18 years old and 
have consumed pure honey in the past three months. The purity of the honey in question 
can be identified through the composition, labeling, or information from product 
advertisements. As there is no official data estimating the number of pure honey consumers 
among the Muslim population in Indonesia, this study used a non-probability sampling 
technique. This technique was chosen because elements in the population do not have a 
definite chance of being selected (Sekaran & Bougie, 2016). More specifically, the type of 
non-probability sampling used is purposive sampling, which allows researchers to select 
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respondents based on certain criteria relevant to the research (Sekaran & Bougie, 2016). 
The minimum sample size was determined based on the guidelines of Hair et al. (2014), 
which is five times the number of research indicators, resulting in a minimum of 135 
samples (5 × 27). However, to increase the validity of the results and meet the requirements 
of SEM analysis using AMOS, the target sample was increased to 200 respondents, as 
suggested by Dash & Paul (2021). 
 
2.3 Research model 
 

This study modifies the model developed by Sreen et al. (2021) in their article entitled 
“Behavioral reasoning perspectives to brand love toward natural products: Moderating role 
of environmental concern and household size” published in the Journal of Retailing and 
Consumer Services. The original article focuses on analyzing the factors that shape brand 
love towards natural products. In this study, the model was modified by adding the 
independent variable repurchase intention, referring to the Behavioral Reasoning Theory 
(BRT) framework proposed by Westaby (2005). The addition of this variable aims to 
broaden the scope of the research, particularly in exploring the relationship between brand 
love and consumer repurchase intention. This modification is expected to provide a more 
comprehensive understanding of the factors that drive consumer behavior in choosing 
natural products. 

In addition, moderating variables such as household size and environmental concern 
in the relationship between attitude and brand love used in the research of Sreen et al. 
(2021) were not included in this model. The decision was based on the findings of the 
original article which showed that both moderating variables were not significant. This 
study also specifies the context of natural products to be pure honey, as recommended by 
the reference article. By focusing on pure honey, this study aims to make an empirical 
contribution to understanding the dynamics of consumer behavior towards products that 
have high health value and authenticity. This approach also allows for more in-depth testing 
of the concepts of brand love and repurchase intention in a more specific product context. 

 
2.4 Data analysis 
 

The stages in the data analysis method in this study include several main steps, namely 
questionnaire wording test, questionnaire pretest, frequency distribution and descriptive 
analysis, Structural Equation Model (SEM) analysis, and PROCESS analysis with SPSS to test 
mediation and moderation. The wording test aims to ensure that there are no writing errors 
or ambiguities in the questionnaire questions. This is important because the questionnaire 
used was translated from English to Bahasa Indonesia. This process was carried out by 
asking four respondents to provide feedback on questions that were considered difficult to 
understand or confusing. The feedback was then used to improve the quality of the 
questionnaire before proceeding to the next stage. 

After the wording test was completed, a pretest of the questionnaire was conducted to 
test its feasibility before being widely used. At this stage, 30 respondents were asked to fill 
out the questionnaire to get an initial idea of the reliability of the research instrument (Hogg 
& Tanis, 2005). The data from this pretest was then analyzed to test the validity and 
reliability of each construct used in the study. This process is important to ensure that all 
measured constructs have met the necessary standards before the main data is collected. 
With these steps, researchers can minimize potential bias and improve the quality of data 
that will be used for further analysis. 

Validity testing is an important step to ensure that the data collected reflects the true 
area of investigation in accordance with the research objectives (Ghauri & Gronhaug, 2005). 
This process involves several important measures, namely the Keiser-Meyer-Olkin Measure 
of Sampling Adequacy (KMO), Bartlett's Test, Anti-Image, and Component Matrix (Hair et 
al., 2010). In order for the items in the questionnaire to be declared valid, the KMO, Anti-
Image, and Component Matrix values must be more than 0.5. In addition, the result of 
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Bartlett's Test should show a significance value of less than 0.05 to ensure the validity of the 
questionnaire items (Hair et al., 2010). Through these steps, researchers can evaluate the 
extent to which the questionnaire covers the desired constructs so that the resulting data 
can be used for further analysis. 

In addition to validity, the questionnaire must also go through a reliability test to 
ensure the stability and consistency of measurement of a particular phenomenon (Carmines 
& Zeller, 1979). One of the most commonly used methods to assess reliability is the 
Cronbach's Alpha coefficient, especially if the questionnaire uses a Likert scale (Whitley, 
2002). This coefficient gives an idea of the extent to which the items in the questionnaire are 
internally correlated. Most literature agrees that a Cronbach's Alpha value of at least 0.70 is 
considered sufficient to declare a construct or indicator as reliable (Whitley, 2002). By 
meeting this requirement, researchers can ensure that the data generated from the 
questionnaire will have sufficient consistency to be used in statistical analysis. 

At this stage, the researcher will organize information regarding the characteristics of 
the respondents who filled out the questionnaire, which includes data on gender, age, 
education level, occupation, monthly expenditure, and consumption patterns. The data will 
be grouped and presented in tabular form to provide a clear picture of the respondents' 
profiles. In addition, researchers will conduct a frequency distribution analysis by 
calculating the minimum, maximum, standard deviation, and average values on each 
indicator and variable studied. This analysis aims to provide insight into the patterns and 
trends in the answers given by respondents, as well as the range of answers used in the 
questionnaire. Thus, researchers can describe the general tendency of respondents in this 
study. 

In data analysis, Structural Equation Modeling (SEM) is used as a multivariate statistical 
technique to explore the complex relationships between observed variables, both directly 
and indirectly (Li & Li, 2012). SEM is conducted in two main stages: first, the measurement 
model (outer model) that relates constructs to indicator variables; and second, the 
structural model (inner model) that describes the relationship between constructs or latent 
variables (Hair et al., 2017). The measurement model aims to ensure that the indicators used 
do measure the intended constructs, while the structural model will show how the 
constructs are interconnected. This process allows researchers to examine the relationship 
between variables in more depth and produce a more comprehensive understanding of the 
phenomenon under study. 
 

3. Results and Discussion 
 
3.1 Hypothesis results 
 

To test the hypotheses proposed in this study, the direct relationships between the 
relevant variables were analyzed. These hypotheses included the influence of health 
awareness on attitudes, reasons for consuming, and reasons for not consuming pure honey. 
Each relationship was tested using the Structural Equation Modeling (SEM) method to 
determine whether there is a significant influence between the independent and dependent 
variables.  
 
Table 1. Hypothesis testing of direct relationship 

Hypothesis Estimate t-value p-value Conclusion 

H1a Health consciousness is positively 
associated with attitude 

0.229 2.766 0.006 Supported 

H1b Health consciousness is positively 
associated with reasons for consuming 
(reasons for) 

0.372 3.811 0.000 Supported 

H1c Health consciousness is negatively 
associated with reasons for not consuming 
(reasons against) 

0.057 0.694 0.487 Not 
Supported 
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Table 1 below shows the results of the hypothesis testing conducted, noting the 

estimated value, T-value, and p-value for each hypothesis. Based on these results, 
conclusions can be drawn as to whether or not the proposed hypotheses are supported by 
the available data. The hypothesis testing results presented in the table above show 
significant relationships between some of the variables tested. The first hypothesis (H1a), 
which tested the positive relationship between health awareness and consumer attitudes 
towards pure honey, was supported with a significant T-value (T-value = 2.766) and p-value 
of 0.006. Furthermore, the second hypothesis (H1b) testing a positive relationship between 
health awareness and reasons for consuming pure honey was also supported with a highly 
significant p-value (0.000), indicating that health awareness does influence consumers' 
reasons for consuming pure honey. However, the third hypothesis (H1c) testing the 
negative relationship between health awareness and reasons for not consuming pure honey 
was not supported, as the p-value was greater than 0.05 (p-value = 0.487). 

Testing the mediation relationship hypothesis aims to identify whether reasons for 
consuming and reasons for not consuming act as mediators in the relationship between 
health awareness and consumer attitudes towards pure honey. This analysis provides a 
deeper insight into the mechanism linking health awareness and consumer attitudes. The 
first hypothesis (H5a) tests whether reasons for consuming pure honey can mediate the 
relationship between health awareness and attitudes towards the product. Meanwhile, the 
second hypothesis (H5b) evaluates whether reasons for not consuming pure honey mediate 
the relationship. The results of this test will provide information on how strong the 
mediating influence of the two reasons is in the formation of consumer attitudes. 
Hypothesis testing of mediation relationships can be seen in table 2. 

 
Table 2. Hypothesis testing of mediation relationship 

Hypothesis Indirect Effect Conclusion 
LLCI ULCI 

H5a Reasons for consuming (reasons for) mediate 
the relationship between health consciousness 
and attitudes.  

0.0127 0.1041 Supported 
(Partial 
Mediation) 

H5b Reasons for not consuming (reasons against) 
mediate the relationship between health 
consciousness and attitude.  

-0.0051 0.0077 Not Supported 

 

The table 2 above shows the results of testing the hypothesis of a mediating 
relationship between health awareness, reasons for consumption, and consumer attitudes. 
The first hypothesis (H5a) testing the mediation of reasons for consumption between health 
awareness and consumer attitudes was supported, with the interval of the indirect effect 
being between 0.0127 and 0.1041, indicating partial mediation. This means that reasons for 
consumption play an important role in bridging the relationship between health awareness 
and consumer attitudes towards pure honey. In contrast, the second hypothesis (H5b), 
which tested the mediation of reasons for not consuming, did not support significant results, 
with the indirect effect interval falling between -0.0051 and 0.0077, indicating that reasons 
for not consuming do not mediate the relationship between health awareness and consumer 
attitudes. 

 
3.2 Analysis of hypothesis results 

 
Hypothesis H1a, which suggested that consumers' health awareness influences their 

positive attitude towards pure honey, was accepted in this study. The results of the analysis 
show that the T-value obtained of 2.766 is greater than 1.645, which indicates a positive 
influence between health awareness and consumer attitudes towards pure honey. This 
finding is in line with the research of Sreen et al. (2021) which shows a positive relationship 
between health awareness and consumer attitudes towards natural products. Consumers 
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who are more aware of the importance of maintaining health usually tend to have a more 
positive view of products that they consider can support their health, such as pure honey 
which is known to have various benefits. Thøgersen (2018) also stated that consumers who 
have a high awareness of health will prefer products that are considered beneficial to their 
bodies. Pure honey, which is proven to have health benefits, is the right choice for 
consumers who prioritize health in their lives. In addition, according to Ajzen (1991), 
personal factors such as health awareness are very influential in shaping consumer 
attitudes towards certain products. In this case, health-conscious consumers tend to feel 
that consuming pure honey is the right choice and can provide benefits. 

Health awareness plays an important role in shaping consumers' positive evaluations 
of pure honey. Consumers who have knowledge and understanding of the importance of 
health will prefer products that support their healthy lifestyle. This may motivate 
consumers to choose pure honey as a more natural and healthy alternative. This research 
supports the view that health consciousness can increase preference for products that have 
health benefits. Furthermore, such awareness makes consumers feel satisfied with their 
decision to choose products that they perceive as healthy. Pure honey, which has a 
reputation as a natural product with various health benefits, is increasingly chosen by 
health-conscious consumers. Honey companies need to pay attention to this factor in their 
marketing strategies, emphasizing the health benefits of pure honey. In this way, they can 
reinforce consumers' positive attitudes towards their products, which in turn will drive 
purchasing decisions. 

Hypothesis H1b, which states that consumers' health awareness has a positive effect 
on their reasons for consuming pure honey, was accepted in this study with a T-value of 
3.811. This result shows that the higher consumers' awareness of health, the greater their 
belief that pure honey is the right choice for consumption. Consumers who have more 
understanding of health benefits tend to believe that pure honey is a nutrient-rich source 
and free from additives or artificial substances. This finding is in line with the research of 
Sreen et al. (2021), who also found a positive relationship between consumers' awareness 
of health and their reasons for choosing natural products such as pure honey. In addition, 
Han et al. (2017) argue that a person's personal beliefs are instrumental in shaping their 
reasons for taking an action, including in this case choosing to consume pure honey. 
Therefore, consumers with high health awareness are more likely to understand the content 
and benefits of pure honey as their reason for choosing the product. This suggests that 
health information can increase consumers' motivation to choose pure honey as part of 
their healthy consumption pattern. This awareness forms a strong basis for their decision 
to consume natural products that are considered more beneficial to the body. 

Meanwhile, hypothesis H1c, which suggests that consumers' health awareness 
negatively affects their reasons for not consuming pure honey, was not accepted in this 
study. The obtained T-value of 0.694, lower than the set threshold of 1.645, indicates that 
there is no significant effect of health awareness on consumers' reasons for not consuming 
pure honey. This finding indicates that although consumers are aware of the importance of 
maintaining health, it does not make them feel doubtful or worried about the purity of pure 
honey on the market. Previous research by Sreen et al. (2021) also found that health 
awareness does not have a significant impact on consumers' reasons for avoiding pure 
honey. This is evident from the consumption patterns of respondents who showed a high 
level of consumption of pure honey, with more than 10 times consumption in the last three 
months and the last consumption occurring less than a month ago. Thus, consumers do not 
doubt the quality or authenticity of the pure honey they choose. 

In addition, this finding is supported by an analysis of the total mean value of the 
Reasons for Not Consuming (RA) variable, which is in the medium category. This indicates 
that despite consumers' relatively high health awareness, they do not feel anxious about the 
authenticity or purity of pure honey. Most respondents feel confident in the quality of the 
pure honey they consume, which is reflected in the high frequency of consumption and lack 
of major concerns regarding counterfeit products. This suggests that while health 
awareness has a significant influence on consumers' decision to consume pure honey, this 
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factor does not affect their decision to avoid the product. Consumers seem to fully believe 
in the quality and purity of the pure honey they choose, so there is no hesitation that 
prevents them from consuming the product. Thus, although health awareness influences 
consumers' decision to choose pure honey, it does not lead to distrust of the product or 
hesitation in purchase. 

Hypothesis H5a, which suggested that consumers' reasons for consuming pure honey 
mediate the influence between health awareness and their attitude towards the product, 
proved to be accepted in this study. This is reflected in the LLCI and ULCI values that do not 
include 0, indicating a partial mediation effect in the relationship. This finding supports 
previous research by Sreen et al. (2021), who also found that consumers' reasons for 
consuming a product can mediate the relationship between health awareness and attitude 
towards the product. Specifically, consumers' health consciousness plays a role in 
increasing their interest in pure honey, with the belief that the product is natural and 
nutrient-rich. Consumers with high health consciousness are more likely to value the 
product they consume, and believe in the health benefits it offers. Reasons for consuming 
pure honey, such as health benefits and natural ingredients, serve as the link between health 
consciousness and positive attitudes towards this product. Thus, the reasons for consuming 
pure honey act as a key factor in shaping consumers' attitudes towards the product. 

Furthermore, the mediation effect found in this study is partial, which means that the 
reasons for consuming pure honey do not fully explain the relationship between health 
awareness and attitude towards the product, but still play an important role in 
strengthening the relationship. This finding is consistent with the research of Kumar et al. 
(2021c), which states that reasons for consuming a product can partially mediate the 
relationship between consumers' values and their attitudes towards the product. In the 
context of pure honey, reasons such as the natural content and nutritional value contained 
in it provide strong justification for consumers, especially for consumers who have high 
health awareness. This health consciousness drives consumers to choose products that are 
beneficial to their bodies, thus strengthening their emotional bond with pure honey as a 
healthy and natural choice. This indicates that the reason for consuming pure honey not 
only serves as a rationale, but also reinforces consumers' love for the product, which in turn 
contributes to their positive attitude towards pure honey. 

In contrast, hypothesis H5b, which proposes that consumers' reasons for not 
consuming pure honey mediate the effect between health awareness and their attitudes 
towards the product, is rejected as both LLCI and ULCI values include 0. This finding 
suggests that reasons for not consuming do not have a mediating role in the relationship 
between health awareness and attitudes towards pure honey. This is in line with the 
findings of Sreen et al. (2021), which states that doubts or reasons not to consume a product 
do not prevent consumers who have high health awareness from forming a positive attitude 
towards the product. In this study, despite possible doubts about the quality or authenticity 
of pure honey, health-conscious consumers still showed a positive attitude towards the 
product. This indicates that consumers' health-consciousness values dominate in shaping 
their attitudes, with the main focus on the health benefits offered by pure honey, rather than 
on doubts regarding the quality or authenticity of the product. Health-conscious consumers 
prefer to consume pure honey for its benefits, despite potential doubts about the product. 

Furthermore, consumer health awareness was shown to be a key factor influencing the 
repurchase decision of pure honey, with a significant positive impact on reasons for 
consumption and attitudes towards the product. In the consumption pattern analysis, more 
than 50% of respondents stated that maintaining a healthy body was their main reason for 
consuming pure honey. This finding suggests that consumers with high health 
consciousness are more likely to choose pure honey as part of their efforts to maintain good 
health. Therefore, it is important for pure honey producers to consider the health awareness 
factor in designing their marketing strategies. Health consciousness not only influences the 
reason for consumption but also contributes to a positive attitude towards the product. This 
has the potential to increase customer loyalty and encourage repeat purchases, which can 
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strengthen the market position of pure honey. Strategies that capitalize on these health 
factors can provide a significant competitive advantage in the pure honey market. 

Based on the research findings, pure honey businesses can focus on the segment of 
Muslim consumers with high health consciousness to maximize their market potential. In 
this case, an appropriate branding and positioning strategy is needed to create an image of 
pure honey as an exclusive product that suits the needs of health-conscious consumers. One 
way to do this is by obtaining the “Healthier Choice” certification or logo from BPOM, which 
will increase the level of consumer confidence in the quality and safety of pure honey. With 
this certification, pure honey will be more easily accepted by consumers who prioritize 
health, while also showing the producer's commitment to the quality of the products they 
offer. Consumers with high health awareness are more likely to choose products that have 
clear evidence of their safety and health benefits. Therefore, it is important for pure honey 
businesses to build effective communication about the benefits of their products, both 
through credible labels and certifications. This will strengthen relationships with 
consumers and increase their loyalty to the product. Such a strategy also provides a 
competitive advantage in a market that is increasingly selective about product quality and 
safety. 
 

4. Conclusions 
 

This study reveals the significant role of health awareness in shaping the consumption 
behavior of pure honey among Muslim consumers. Statistical analysis shows that health 
awareness has a strong positive effect on consumer attitudes and reasons for consuming 
pure honey, but has no significant effect on reasons for not consuming. Another interesting 
finding shows that reasons for consuming act as a partial mediator in the relationship 
between health awareness and attitude towards pure honey, while reasons for not 
consuming have no mediating effect. The data indicates that consumers with high health 
awareness tend to have strong beliefs about the benefits of pure honey and are less affected 
by doubts about the authenticity of the product. More than half of the respondents consider 
health as the main motivation for consuming pure honey, which is reflected in the high 
frequency of consumption. Consumption patterns show that the majority of consumers 
consume pure honey regularly, with a frequency of more than ten times in the last three 
months. Aspects of product purity and nutritional content are the main considerations for 
consumers in choosing pure honey. 

The implications of this study provide strategic guidance for pure honey businesses to 
optimize their product marketing. The findings underscore the importance of obtaining 
certification and the “Healthier Choice” logo from BPOM to increase consumer confidence 
in product quality. Transparency of the production process and clarity of composition 
information on product labels proved to be key factors in building consumer trust. Creating 
positive experiences through direct interaction with consumers and providing feedback 
channels can strengthen the emotional bond between consumers and brands. The 
utilization of testimonials and recommendations from satisfied consumers has also proven 
effective in expanding market reach. Branding strategies that emphasize health aspects and 
product purity need to be supported with valid evidence to maintain brand credibility. 
Involving consumers in the feedback process can increase satisfaction and loyalty to the 
product. The use of various communication channels to convey information on health 
benefits and product authenticity can strengthen the position of pure honey in the market. 
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