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ARTICLEINFO ABSTRACT

Keywords: This research aimed to determine the effect of subjective norms, the
effect of behavioral control, the effect of health conscious and the effect

Perceived price, of perceived price on buying interest during the COVID-19 pandemic in

Health conscious, the city of Padang. The population in this research were the consumers in

Informational influence, Padang city. While the sampling method used was purposive sampling

Buying interest method, which 21 samples were multiplied by 5 so that the number of

samples in this research was 105 respondents. Data analysis was carried
out using the SmartPLS. The results showed that perceived price, health
conscious and informational influence had a significant effect on buying
interest.
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1. Introduction

The corona virus first entered Indonesia on March 2, 2020. Since then, Indonesia has a number of
cases continued to increase from month to month. The increasing number of cases has caused changes
in people's consumption patterns, one of them is the consumption pattern of foods such as frozen food.
In Indonesia, the consumption of frozen food is arguably increasing at this time. Sanitianing Anggraini
in his research on Chicken Frozen Food Products revealed an increase in the frozen food processing
industry, especially meat, by 10-15 percent. This is accompanied by changes in the lifestyle of urban
communities from conventional to modern.

Millennials contributed for about 27% of the world's population (i.e. 2 billion people), and around
58% live in Asia. These numbers highlight the current and future impact of millennials on the world
economy, so it can be concluded that they will be the most powerful consumer group (Corinna &
Cahyono, 2020).

The current trend of people's food consumption that leads to these foods, shifts habits and
lifestyles, especially people who live in urban areas who want practical, time-saving, hygienic, ready-
to-eat, easy-to-cook and easy-to-obtain food products. During the Covid-19 pandemic, people's
consumption patterns changed. People prefer to cook and eat at home because there is a mandate to
stay at home, social distancing, PSBB, etc., so that e-commerce appears as a mainstay. It means that the
consumption patterns have changed from offline retail and outlets to online. The main factors that
drive consumer spending decisions are product availability, product function & delivery (speed and
convenience) (cfns.ugm.ac.id).
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Table 1
Changes in Public Consumption Patterns During the Covid-19 Pandemic
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Based on the Table 1.1, it shows that during the Covid-19 pandemic there has been a shift in
people's consumption patterns where the highest changes in consumption patterns are seen in health
products. While in the second place, there are food products, and in the third place, there is a pattern of
pulse consumption or data packages. This indicates that there has been a change in consumer buying
interest during the pandemic. Meanwhile, the use of electricity tends to be the same before and during
the PSBB.

In the theory of behavior plan, it has been explained that there are three conceptual determinants
of intention (Ajzen, 1991) namely attitude towards behavior and refers to the extent to which a person
has things he likes or doesn't like. Evaluation or assessment of the behavior is a social factor called
subjective norms; it refers to the perceived social pressure to perform or not to perform the behavior
and the perceived level of behavioral control as we discussed earlier, i.e. refers to the perceived ease or
difficulty of performing the behavior and is assumed to reflect past experience as well as the barriers
and obstacles encountered is anticipated.

This behavior plan theory has been proven in research conducted by Afendi et al,, (2014) and
Fadilla et al,, (2018) which found that attitudes, subjective norms and behavioral control have an
impact on encouraging someone to be interested in buying something. Apart from the factors that have
been revealed, there are several other factors that influence consumer buying interest as described by
Ling et al., (2019) such as perceived price, health conscious and informational influence.

2. Methods

2.1 Research design

This research belongs to a quantitative research which requires the use of numbers, starting from
data collection, interpretation of the data, and the appearance of the results. The purpose of this
research is hypothesis testing, which usually explains the nature of certain relationships, or
determines differences between groups or the independence (independence) of two or more factors in
a situation (Sekaran & Bougie, 2016).

2.2 Population and Sample

Population refers to the whole group of people, events, or things of interest that the researcher
wants to investigate. It is a group of interesting people, events, or things that the researcher wants to
find (Sekaran & Bougie, 2016). The population in this research are consumers in Padang city.

To determine the number of samples used in this study using the theory proposed by Sekaran &
Bougie, (2016) where the number of indicators is multiplied by five, then the number of samples in this
study is 21 multiplied by 5, so the number of samples in this study is 105 respondents. While the
sampling method used in this study using purposive sampling method, where this method is a
sampling method by proposing several criteria. The criteria proposed in this research are:aged 17
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years and over, live in Padang City, and know about frozen food products during the covid-19
pandemic.
2.3 Variable Definition

Buying interest is consumer behavior that appears in response to objects that indicate a person's
desire to make a purchase. Subjective norm is a person's perception of social pressure to perform or
not to perform a behavior. Perceived social pressure reflects the social influence of an individual
setting intentions. Behavioral control is how a person is able to perform certain behaviors with the
necessary skills and self-control (Latip et al., 2020). Health conscious is awareness of individual health
and individual involvement in maintaining their health, such as living a healthy lifestyle and seeking
and using information about health (Hong 2006). Perceived price is a price perception which is a price
modified by consumers, a price that arises through subjective perception, and transfers it as a
"expensive" or "cheap" concept in their memory. Thus, the perceived price is not the real monetary
price of a product (Prayitno, 2016).

3. Result and Discussion

The outer loading of the PLS-SEM or CB-SEM application is carried out by assessing the model on
reflective measurements covering several aspects of the model construct: reliability, construct,
convergent validity, discriminant validity and loading indicator (Hair et al,, 2018). In PLS-SEM, the
outer loading assessment is examined first with the loading of indicators to show that the construction
explains more than 50 percent of the indicator variance. The indicator shows the superiority of the
item that can be clearly accepted, which is at least 0.50 (Hair et al, 2018). The results of data
processing can be seen in the following table:

Table 2
Outer Loading

Outer Outer Outer Outer
Item Loding Item Loding Item Loding ftem Loding
HC1 0,771 HC7 0,806 KP5 0,823 NI2 0,785
HC10 0,817 HC8 0,791 MB1 0,817 NI3 0,846
HC11 0,782 HC9 0,807 MB2 0,829 NI4 0,666
HC2 0,782 KP1 0,765 MB3 0,874 NI5 0,763
HC3 0,803 KP2 0,819 MB4 0,841 PP1 0,805
HC4 0,729 KP3 0,833 MB5 0,836 PP2 0,826
HC5 0,816 KP4 0,793 NI1 0,849 PP3 0,793
HC6 0,835 PP3 0,793

Source: Results of Primary Data Processing, 2021

3.1 Convergent validity

is the overall metric of the reflective measurement model that measures the extent to which the
construct indicators converge, thereby explaining the item variance. This is often known as
communality; the assessment is done by evaluating the average of the extraction variance (AVE) on all
indicators related to certain constructs. AVE is the average (mean) of the squared load of all indicators
related to a particular construction. The comparison value of the AVE root values shows that each of
these values is greater than the correlation between other variables. So, it can be concluded that all
latent variables have good discriminant validity and convergent validity.
3.2 Discriminant validity

is used to assess how uniquely the indicators of a construct represent the construct itself (shared
variance within the construct) versus how much the construct is correlated with all other constructs in
the model (shared variance between constructs). Discriminant validity tests were performed for all
pairs of reflective constructs in the model. By using the AVE concept discussed above, discriminant
validity exists when the shared variance in a construct (AVE) always exceeds the shared variance with
all other constructs (Hair et al., 2018).
3.3 Construct reliability

Use to determine the reliability of the internal consistency of each construct. Although Cronbach'’s
alpha is a widely used method for assessing reliability, this method does not weigh individual
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indicators in the calculation. Composite reliability overcomes this limitation because individual
indicators are weighted based on their load and are therefore the preferred reliability approach.
Composite reliability is preferred but Cronbach's alpha is acceptable. The recommended minimum
reliability is 0.70, except for exploratory studies, where 0.60 is considered the minimum (Hair et al,,
2018). After obtaining the value of Cronabach' alpha and composite reliability, it shows that the final
results have met the requirements where the value of Cronabach' alpha and composite reliability of all
research variables is more than 0.7, then all variables have been declared reliable or reliable, and can
be tested to the next stage.

3.4 R-Square (R2)

measurement models the coefficient of determination is an in-sample measure of predictive
power, the R2 value ranges from 0 to 1, where 0 indicates no relationship and 1 indicates a perfect
relationship. The higher the R2 value, the greater the explanatory power of the PLS structural model,
and therefore the better the prediction of endogenous constructs (Hair et al., 2018). Where the value of
R-Square is a goodness-fit model test.

The value of R-Square illustrates that the buying interest variable can be explained by the norm of
influence, behavioral control, health conscious and price perception of 0.676 or (67.6%), while the rest
(32.4%) while the rest is influenced by other variables that are not present. in this research.

3.5 Hypothesis testing

Meanwhile, for hypothesis testing using bootstrap, which involves an assessment of the size and
significance of the path coefficient. Bootstrapping is a procedure that is carried out to get significance.
Similar to the weighting of formative indicators, the bootstrap process uses standard errors to
calculate the t and p values for the path coefficients. Bias was corrected and the confidence interval
acceleration was also examined, and the path coefficient was significant at the 0.05 level (Hair et al,,
2018). To see the significance of the influence of the factors that influence consumer buying interest is
to look at the value of the parameter coefficient and the significance value of t-statistics and P-value.
The level of significance in hypothesis testing is indicated by the path coefficient value or inner model.
The results of the path coefficient or inner model can be seen in Table 1.3 below:

Table 3
Path Coefficients
Original T Statistics
Sampgle 0) (J0/STDEV]) P Values
Health Conscious -> Buying Interest 0,063 0,520 0,603
Behavior Control -> Buying Interest 0,201 2,216 0,027
Influence Norm -> Buying Interest 0,299 3,049 0,002
Price perceived -> Buying Interest 0,391 3,807 0,000

Source: Primary Data Processing, 2021

Testing the path coefficient or inner model is carried out to examine the effect of a direct
relationship between green risk, green trust and attitudes towards green purchase intention. A
variable is declared to have a significant effect by looking at the p-values and T-Statistics. If the p-
values obtained are less than 0.05 and the T-statistic is greater than 1.98, a variable is declared to have
a significant effect and vice versa. Meanwhile, to see the direction (slot) of the independent variable on
the dependent variable, it can be seen from the coefficient value obtained.

The results and information are in accordance with the proposed hypothesis as follows: the norm
of influence has a coefficient value of 0.299, whereas when viewed from the T-statistical value of 3.049
and the p-values of 0.002, where the coefficient value obtained has a positive slot, while the T-statistic
value is more greater than 1.98 and p-value smaller than 0.05. That is, the norm of influence has a
positive and significant effect on buying interest. So, H1 in this research is accepted. Behavioral control
has a coefficient value of 0.201, whereas if viewed from the T-statistical value of 2.216 and the p-values
of 0.027, where the coefficient value obtained has a positive slot, while the T-statistic value is greater
than 1.98 and the p-value is smaller than 0.05. That is, behavioral control has a positive and significant
effect on buying interest, then H2 in this research is accepted. Health conscious has a coefficient value
of 0.063, whereas when viewed from the T-statistical value of 0.520 and p-values of 0.603, where the
coefficient value obtained is in a positive slot, while the T-statistic value is greater than 1.98 and the p-
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value is smaller than 0.05, meaning that health conscious has a positive and significant effect on
purchase intention, so that H3 in this research is accepted. Price perceived has a coefficient value of
0.391, whereas if viewed from the T-statistical value of 3.807 and the p-values of 0.000, where the
coefficient value obtained has a positive slot, while the T-statistic value is greater than 1.98 and the p-
value is smaller than 0.05, meaning that price perception has a positive and significant effect on buying
interest, then H4 in this research is rejected.

3.6 The Effect of Subjective Norms on Buying Interest

Based on data processing, it was found that subjective norms had a positive and significant impact
on buying interest. It means that encouragement from the people around has a big impact in
generating consumer buying interest. It was also found that the encouragement from connections such
as Facebook, Instagram, and others is one of the things that strongly encourages consumers to buy
frozen food products during the COVID-19 pandemic. Based on the respondents’ profiles, which more
than 80% are millennials, online shopping has become a lifestyle for this generation. The behavior of
buying/consuming frozen online food has just begun to develop during this pandemic. Therefore, the
influence of close people around consumers is very important in increasing their interest in buying
frozen food online.

The results of this research are in line with research conducted by Kian et al, (2017) which
explained that subjective norms have an influence on consumers' purchase intentions through social
media which also provide business ideas to market their products through communication.
Nevertheless, research by Zahid & Dastane (2016) found a statistically significant relationship between
social influence and purchase intention on global smartphone brands.

3.7 The Effect of Behavioral Control on Buying Interest

Based on data processing, it was found that behavioral control had a positive and significant
impact on buying interest. It means that behavioral control owned by consumers is one of the factors
that encourage consumers to buy or interested in buying frozen food products during the COVID-19
pandemic. This shows that consumers have full control in deciding to buy frozen food products during
the COVID-19 pandemic, not because it is solely caused by the pandemic. This happens where people
try to avoid crowds and some prefer to work from home (WFH). With this situation, the ease of getting
frozen food online is important in increasing the interest of potential consumers. The results of this
research found are in line with research conducted by Fadilla et al,, (2018) which explains that the
control behavior reflected by customers in assessing how easy or difficult it is to realize certain
behaviors can increase customer intentions. Also, the research conducted by Afendi et al., (2014)
showed that there is a positive relationship between perceived behavioral control and purchase
intention.

3.8 The Effect of Health Consciousness on Buying Interest

Based on data processing, it was found that healthconscious had no significant effect on buying
interest. It means that awareness of health during the COVID-19 pandemic is not a factor that
encourages consumers to buy frozen food products. Since this study found that consumers' awareness
of health is still low, this is reflected in the answers of respondents who stated that they did not reflect
on health matters. This also shows the low awareness of consumer health which causes consumers not
to have the necessity to buy frozen food products online during the COVID-19 pandemic. This may be
related to the type of product where consuming frozen food is not very related to health factors. In
contrast to several previous studies that examined consumer buying interest in green products or
herbal products and supplements, where these products are closely related to health factors, in this
study the health consciousness variable has a significant effect on consumer buying interest. The
results found in this study are not in line with the research conducted by Barauskaite et al., (2018)
which explained that consumers have the motivation to improve or maintain their lifestyle status by
aspiring towards healthy behaviors, such as buying and consuming healthy foods. The results of this
study are in line with research conducted by Kutresnaningdian & Albari, (2012) which found that
health consciousness had a positive effect on consumer interest in buying organic food which
empirically showed insignificant results.
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3.9 The Effect of Perceived Price on Buying Interest

Based on hypothesis testing, it was found that perceived price had a positive and significant effect
on buying interest. It means that the perceived price is a factor that encourages consumers to be
interested in buying frozen food products online. This is because consumers have the view that the
price of frozen food is in accordance with the quality offered and the price of frozen food is in
accordance with the information provided by the company through advertisements and other social
media. This is what encourages consumers to be interested in buying frozen food products online
during the COVID-19 pandemic, whom they are critical people and around 65% of them earn 3
millionper month and below so that the reasonable frozen food prices are very important in increasing
their interest to buy frozen food.

The results of this study are in line with research conducted by Mhlophe (2016), which explained
that the relationship between perceived price and purchase intention of health supplements in
Malaysia is negatively correlated. It means that perceived price increase, yet purchase intentions
decrease. There is evidence to support the notion that some consumers tend to use price as a sign to
indicate higher product quality. Also, research by Ling et al.,, (2019) stated that health supplements
usually have a higher price and are also based on the fact that the price higher values give rise to
‘affordability issues’, which in turn have a negative impact on consumer interest, especially consumers
who are sensitive to price, and also especially the consumers in this study.

4. Conclusion

Influence norms have a positive and significant effect on buying interest toward frozen food
online during the COVID-19 pandemic in Padang City. Behavioral control has a positive and significant
effect on buying interest toward frozen food online during the COVID-19 pandemic in Padang City.
Health conscious has no significant effect on buying interest toward frozen food online during the
COVID-19 pandemic in Padang City. Perceived price has a positive and significant effect on buying
interest toward frozen food online during the COVID-19 pandemic in Padang City.
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