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ABSTRACT 

Functional foods are among the fastest-growing segments of the global food and pharmaceutical industry, and influencer marketing 
increasingly shapes consumers' purchase decisions in this category. Yet the congruence mechanism linking the influencer, the product, 
and the consumer has not been tested in the functional food context within an emerging market. This study develops and tests an 
integrated model of three congruence types: influencer-product congruence, consumer-influencer congruence, and consumer–product 
congruence. In this model, attitude serves as both a direct antecedent and a mediator of purchase intention, and health consciousness 
acts as a moderator. Survey data from 385 Vietnamese social media users who follow health influencers were analyzed using partial least 
squares structural equation modeling (PLS-SEM). All seven hypotheses were supported. Consumer-product congruence was driven by 

both source congruences (β = 0.302 and β = 0.241); attitude was the strongest antecedent of purchase intention (β = 0.381) and 

partially mediated the effect of consumer-product congruence on purchase intention (indirect effect β = 0.127; variance accounted for 
= 30.8%); and health consciousness positively moderated the formation of consumer–product congruence from influencer–product 

congruence (β = 0.107). The model explained 29.8% of the variance in purchase intention. The findings indicate that the fit among the 
influencer, the product, and consumers' health identity, rather than influencer popularity alone, underpins marketing effectiveness in 
the functional food domain, offering practical implications for firms and health professionals. 
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Introduction   

Functional foods are products at the intersection of nutrition and 

pharmacology that deliver health benefits beyond basic nutrition 

through bioactive compounds such as probiotics, omega-3 fatty 

acids, vitamins, and minerals. They have become one of the 

fastest-growing segments of the global food and pharmaceutical 

industry [1-3]. Rising health awareness, the shift toward 

preventive care, and population aging jointly drive demand, 

particularly after the COVID-19 pandemic [2, 4, 5]. In Vietnam, 

the functional food market has surpassed one billion USD and 

continues to grow at double-digit annual rates. Where the 

regulatory framework remains incomplete, and self-medication 

with supplements is common, consumer choices are increasingly 

shaped by social media communication rather than by 

professional advice [4, 6]. 

In this context, influencer marketing has emerged as a highly 

influential communication channel for health-related product 

categories [7, 8]. Influencers, individuals who build engaged 
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follower communities through specialized content, differ 

fundamentally from traditional celebrities in that their credibility 

stems from their social media presence itself. In the functional 

food category, health influencers such as fitness trainers, 

nutritionists, and pharmacist-bloggers act as opinion leaders who 

shape attitudes and purchase decisions. Using PLS-SEM, Chou et 

al. [9, 10] showed that both pharmacist professionalism and 

celebrity attractiveness affect dietary supplement purchase 

intention through brand trust, underscoring the central role of 

influencer communication in nutraceutical consumption. 

The effectiveness of influencer marketing is nonetheless uneven; 

it depends on the fit, or congruence, between the influencer and 

the promoted product [11, 12]. Calvo-Porral et al. [13] found 

that endorser-product congruence is the principal route through 

which celebrity endorsement affects food purchase intention, 

alongside endorser credibility, and the meta-analysis by Ao et al. 

[14, 15] confirmed that influencer–product congruence 

correlates moderately to highly with purchase intention. Recent 

food-context evidence reinforces this mechanism: source effects 

translate into purchase behaviour only after being filtered 

through congruity-based evaluation [16, 17], and both 

influencer-product and influencer-consumer congruence jointly 

drive purchase intention for health-related foods [18, 19]. In the 

nutraceutical domain, where perceived health risk is high, 

incongruent endorsement is not only less effective but may also 

erode consumer trust. 

Two foundational studies frame the present research. Belanche et 

al. [11, 20] proposed a three-way congruence model, 

demonstrating that influencer-product congruence (IPC) 

activates consumer-product congruence (CPC), which in turn 

generates favorable attitudes and purchase intention. Koay and 

Lim [21, 22] extended the model to online impulse buying with 

wishful identification as a moderator, showing that CPC is the 

main direct driver, whereas consumer-influencer congruence 

(CIC) operates only when amplified by aspirational motivation. 

In Vietnam, recent evidence on influencer marketing has focused 

on source credibility in the cosmetics category [23, 24] and has 

not addressed the congruence mechanism for health products. 

Three gaps, therefore, remain. First, no study has applied the 

three-way congruence framework to functional foods, a category 

in which the product's health attributes are central to evaluation. 

Second, although both foundational studies imply that attitude 

mediates the link between CPC and behavioral intention, neither 

has explicitly tested this path using PLS-SEM. Third, health 

consciousness, a key moderator specific to health products, has 

not been integrated into the congruence framework. 

To address these gaps, the study pursues four objectives: (i) to 

test the effects of IPC and CIC on CPC in the functional food 

context; (ii) to determine the role of CPC in shaping attitude and 

purchase intention; (iii) to test the dual role of attitude as both a 

direct antecedent of purchase intention and a mediator of the 

CPC–purchase intention relationship; and (iv) to test the 

moderating role of health consciousness in the IPC–CPC 

relationship. 

Literature review and hypothesis 

development 
Functional foods occupy a distinctive position between food and 

medicine, encompassing fortified foods, probiotics, medical 

nutrition, and dietary supplements [1, 2, 25]. Unlike hedonic 

product categories in which aesthetics predominates, the 

decision to purchase functional foods combines a utilitarian 

evaluation tied to health benefits with an affective evaluation tied 

to lifestyle identity [4, 13, 26]. In the social media environment, 

health influencers have become a primary source of information, 

heightening the importance of the congruence mechanism among 

the influencer, the product, and the consumer. 

The model draws on three complementary theories. Belanche et 

al. [11, 27] grounded the congruence mechanism in balance 

theory and cognitive dissonance theory, whereas Koay and Lim 

[21, 28] applied self-congruity theory to the social media 

influencer setting. According to self-congruity theory, Sirgy [29, 

30] argued that consumers are attracted to products and 

endorsers whose image matches their actual or ideal self-concept; 

the motive for self-consistency leads them to prefer choices that 

reinforce their identity. When a product's image matches the self 

(CPC) or a consumer's identity matches the influencer's persona 

(CIC), more favorable evaluations and higher purchase intention 

follow, particularly for functional foods, where consumers use 

health products to express a health-related identity. 

Heider's [31, 32] balance theory predicts that people seek 

consistency in triadic relationships: if a consumer (A) holds a 

positive relationship with an influencer (B), and B is linked to a 

product (C), then A tends to evaluate C positively to achieve 

balance, which explains the propagation of congruence from IPC 

to CPC. Festinger's [33] cognitive dissonance theory adds a 

motivational basis: when an admired influencer (high CIC) 

endorses a product congruent with them (high IPC), the 

consumer is under pressure to form a favorable evaluation to 

avoid dissonance. The three theories converge on a single 

prediction: three-way congruence drives attitude and purchase 

intention through a psychological consistency-seeking 

mechanism [11, 29]. 

Integrating these theories, the research model (Figure 1) 

proposes that IPC and CIC affect CPC; that CPC shapes attitude 

(ATT) and purchase intention (PI); that attitude affects purchase 

intention and mediates the CPC-PI relationship; and that health 

consciousness (HC) moderates the IPC-CPC relationship. Seven 

hypotheses are developed below along three lines: the formation 

of consumer-product congruence, the translation of congruence 

into attitude and purchase intention, and the boundary condition 

imposed by health consciousness.
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Figure 1. Proposed research model. 

 

Drawing on balance theory [31, 34], when a health influencer's 

image closely matches the attributes of a functional food (high 

IPC), followers who are engaged with the influencer come to 

perceive the product as congruent with themselves, because the 

influencer serves as an identity bridge between the consumer and 

the product. Belanche et al. [11] confirmed empirically that, 

when consumer-influencer congruence is held high, high (low) 

IPC leads to high (low) CPC. Likewise, under the self-

consistency motive of self-congruity theory [29], when 

consumers share values and a lifestyle with an influencer (high 

CIC), they generalize this fit to the endorsed product, increasing 

CPC. Liang et al. [35] similarly showed that both celebrity-

product and celebrity-consumer congruence enhance consumers' 

confidence in and motivation toward the endorsed product, 

thereby strengthening purchase intention. 

H1. Influencer-product congruence (IPC) positively 

affects consumer-product congruence (CPC). 

H2. Consumer-influencer congruence (CIC) positively 

affects CPC. 

Self-congruity theory [29] predicts that when a product's image 

matches the self, consumers develop more favorable evaluations. 

For functional foods, CPC implies that the product's health 

positioning aligns with the consumer's health identity, generating 

positive affect. Lee et al. [36, 37] showed that product–endorser 

congruence affects attitude through perceived expertise and 

credibility, and Belanche et al. [11, 38] confirmed that CPC 

positively affects attitude toward the endorsed product. 

H3. CPC positively affects attitude toward the 

functional food product (ATT). 

Beyond its indirect effect through attitude, CPC also directly 

drives purchase intention. According to self-congruity theory 

[29, 39], consumers purchase identity-congruent products as an 

act of self-affirmation, independent of the attitude-evaluation 

process. Koay and Lim [21, 40] confirmed a direct path from 

CPC to impulse purchase intention, while Belanche et al. [11, 41] 

found partial mediation, implying the coexistence of a direct 

path. 

H4. CPC positively and directly affects purchase 

intention (PI). 

The theory of planned behavior [42, 43] establishes attitude as 

the proximal determinant of behavioral intention: when an 

individual forms an overall favorable evaluation of an object, the 

tendency to act in line with that evaluation increases. This 

relationship is especially salient in functional food consumption, 

where purchase decisions are typically deliberate and tied to 

perceived health benefits. Several recent empirical studies 

confirm that attitude is the strongest antecedent of purchase 

intention in this category: Jia and Liu [44] reported attitude as 

the dominant predictor of functional food consumption intention 

in China, with a path coefficient far exceeding the remaining 

antecedents; Ghaith [45] and Pan et al. [46] showed that favorable 

attitudes translate directly into health food purchase intention; 

and Al Kurdi et al. [47] confirmed that attitude toward functional 

diet products transmits strongly to purchase intention. 

H5. Attitude (ATT) positively affects PI. 

Hypotheses H3 (CPC→ATT) and H5 (ATT→PI) together 

imply a mediating mechanism: CPC is first translated into an 

affective evaluation (attitude) and only then leads to purchase 

intention, following the cognition-affect-conation sequence of 

the theory of planned behavior [43]. Evidence in the health food 

domain supports this path [45, 46]. However, because H4 posits 

a direct CPC→PI path reflecting an identity-affirmation motive 

[48], the study expects partial rather than full mediation, 

consistent with Belanche et al. [11]. 

H6. ATT mediates the relationship between CPC and PI. 

Health consciousness (the degree to which an individual is aware 

of, concerned with, and integrates health considerations into 

lifestyle decisions [49]) is a key moderator in health product 

consumption. Consumers high in health consciousness allocate 

more cognitive resources to health information and are more 

sensitive to cues about a product's health fit [50]. Health 

consciousness can act both as a direct driver of healthy food 

purchase intention and as a boundary condition. Parashar et al. 

[50], for instance, positioned it as a core driver of organic food 

purchase intention, with attitude as a moderator. This 
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moderating role has been demonstrated empirically: Devi et al. 

[51] confirmed that the level of health consciousness strengthens 

the relationship between perception and purchase intention; 

Kumar et al. [52] showed that it moderates the relationship 

between health influencer characteristics and functional beverage 

purchase intention; and Foroughi et al. [53] found that 

influencer-product congruence operates as a boundary 

condition. Accordingly, when consumers are high in health 

consciousness, they attend more closely to the fit between the 

influencer's health positioning and the functional food's 

attributes, thereby strengthening the translation of IPC into 

CPC. 

H7. Health consciousness (HC) moderates the IPC-CPC 

relationship; the positive effect of IPC on CPC is 

stronger when HC is high. 

Materials and Methods 

The study employed a cross-sectional quantitative survey design. 

The target population comprised Vietnamese social media users 

aged 18 or older who followed at least one health or nutrition 

influencer and had been exposed to functional food promotional 

content from that influencer. Two screening questions at the 

start of the questionnaire confirmed these conditions; only 

respondents meeting both criteria proceeded to the main 

assessment. Purposive sampling was used, with the online 

questionnaire distributed through health-related social media 

groups and channels. After invalid responses were removed, 385 

responses were retained for analysis. This sample size exceeded 

the minimum required by the inverse square root method of 

Kock and Hadaya [54] and the rule of ten observations per path 

[55]; because the interaction term in H7 is a small effect, this 

effect was interpreted cautiously, and replication is 

recommended. 

The questionnaire comprised 24 observed items measuring six 

constructs on a five-point Likert scale (1 = strongly disagree; 5 

= strongly agree), contextualized for functional foods through an 

independent forward-backward translation by bilingual experts, 

expert-panel review, and a pilot survey (n = 30). The three 

congruence scales (IPC and CPC with four items each, CIC with 

three) were adapted directly from Belanche et al. [11], in which 

IPC and CPC derive from the self-congruity scale of Xu and Pratt 

[56], and were applied unchanged by Koay and Lim [21] in the 

same social media influencer context. Attitude was adapted from 

Silvera and Austad [57]; purchase intention from Belanche et al. 

[11] and Xu and Pratt [56]; and health consciousness was 

measured with five items drawn from Gould's [49] Health 

Consciousness Scale. Because the original congruence scale was 

validated on fashion products, the wording for product style was 

contextualized to style and lifestyle while preserving the 

product-self fit content. The item codes, loadings, reliability, 

convergent validity, and source of each scale are reported in 

Table 2. 

The model was tested using PLS-SEM in SmartPLS 4 [58]. This 

method was appropriate because the model contains a mediating 

relationship and a moderating interaction, does not require 

normality assumptions, and is effective for both explanatory and 

predictive purposes [55]. Following the two-stage procedure, the 

measurement model was first assessed through internal 

consistency reliability (Cronbach's alpha and composite 

reliability ρc), convergent validity (AVE), and discriminant 

validity (the HTMT ratio and the Fornell–Larcker criterion) 

[55]. Common method variance was assessed using Kock's [59] 

full collinearity test; all inner-model VIF values were below 3.3, 

indicating that common method bias was not a serious concern. 

The structural model was evaluated through path coefficients, 

R², effect size f², and significance obtained from bootstrapping 

with 5,000 subsamples and bias-corrected confidence intervals. 

Mediation (H6) was tested through the specific indirect effect, 

and moderation (H7) through the two-stage interaction term. 

Results and Discussion  

Of the 385 valid participants, 63.1% were female, and 36.9% 

were male. The largest age group was 25-34 (46.0%), followed 

by 18-24 (26.8%), 35-44 (19.5%), and over 45 (7.8%). In terms 

of education, 67.5% held a university degree and 18.4% a 

postgraduate degree. The most-used platforms were TikTok 

(42.3%) and Instagram (34.5%), reflecting the prevalence of 

short-form video in health marketing in Vietnam. This profile is 

consistent with the functional food consumer described in the 

literature, namely younger to middle-aged and well-educated 

consumers [4] (Table 1).

 

Table 1. Demographic characteristics of the sample (N = 385). 

Characteristic Category Frequency % 

Gender Female 243 63.1 

 Male 142 36.9 

Age 18-24 103 26.8 

 25-34 177 46.0 

 35-44 75 19.5 

 Over 45 30 7.8 

Education High school or below 54 14.0 

 University 260 67.5 

 Postgraduate 71 18.4 
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Main platform TikTok 163 42.3 

 Instagram 133 34.5 

 Facebook 89 23.1 

 

Table 2 reports on the measurement model. All outer loadings 

ranged from 0.748 to 0.858, exceeding the 0.708 threshold [55]. 

Cronbach's alpha (0.787–0.848) and composite reliability ρc 

(0.863- 0.890) all exceeded 0.70, confirming internal 

consistency reliability, and AVE ranged from 0.611 to 0.700, all 

above 0.50, establishing convergent validity (Table 2).

 

Table 2. Measurement model: loadings, reliability, convergent validity, and scale sources. 

Construct Item Loading α ρc AVE Source 

Influencer-product 

congruence (IPC) 

IPC1 0.836 0.823 0.882 0.652 

Belanche et al. [11]; Koay & Lim [21]; Xu & Pratt 

[56] 

IPC2 0.831    

IPC3 0.792    

IPC4 0.769    

Consumer-influencer 

congruence (CIC) 

CIC1 0.856 0.787 0.875 0.700 

Belanche et al. [11]; Koay & Lim [21] CIC2 0.794    

CIC3 0.858    

Consumer-product congruence 

(CPC) 

CPC1 0.791 0.802 0.871 0.627 

Belanche et al. [11]; Koay & Lim [21]; Xu & Pratt 

[56] 

CPC2 0.774    

CPC3 0.777    

CPC4 0.825    

Attitude (ATT) 

ATT1 0.765 0.827 0.885 0.658 

Silvera & Austad [57] 
ATT2 0.818    

ATT3 0.836    

ATT4 0.824    

Purchase intention (PI) 

PI1 0.795 0.788 0.863 0.611 

Belanche et al. [11]; Xu & Pratt [56] 
PI2 0.775    

PI3 0.777    

PI4 0.779    

Health consciousness (HC) 

HC1 0.795 0.848 0.890 0.618 

Gould [49] 

HC2 0.767    

HC3 0.748    

HC4 0.841    

HC5 0.775    

Note: α = Cronbach's alpha; ρc = composite reliability; AVE = average variance extracted. 

 

Discriminant validity was confirmed by the HTMT ratio (Table 

3); the highest value was 0.587 (between PI and ATT), below 

the 0.85 threshold [55]. Inner-model VIF values ranged from 

1.00 to 1.12, ruling out multicollinearity.

 

Table 3. Discriminant validity: HTMT ratios. 

 IPC CIC CPC ATT PI HC 

IPC       

CIC 0.257      

CPC 0.375 0.435     

ATT 0.161 0.168 0.399    

PI 0.201 0.253 0.514 0.587   

HC 0.312 0.156 0.177 0.086 0.084  

Note: All HTMT values were below 0.85, confirming discriminant validity. 

 

Table 4 presents the results of testing the seven hypotheses with 

5,000 bootstrap subsamples. All seven hypotheses were 

supported, with 95% confidence intervals excluding zero. The 

model explained 29.8% of the variance in purchase intention, 

19.8% in CPC, and 11.1% in attitude. The SRMR of 0.052 

(below 0.08) indicated acceptable model fit (Figure 2).
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Table 4. Structural model results and hypothesis tests. 

H Path β SD t p 95% CI f² Result 

H1 IPC → CPC 0.241 0.044 5.423 <0.001 [0.154, 0.326] 0.065 Supported 

H2 CIC → CPC 0.302 0.046 6.593 <0.001 [0.209, 0.390] 0.108 Supported 

H3 CPC → ATT 0.333 0.046 7.268 <0.001 [0.235, 0.414] 0.125 Supported 

H4 CPC → PI 0.285 0.045 6.377 <0.001 [0.194, 0.370] 0.103 Supported 

H5 ATT → PI 0.381 0.045 8.449 <0.001 [0.288, 0.463] 0.184 Supported 

H6 CPC → ATT → PI 0.127 0.023 5.613 <0.001 [0.084, 0.173] - Supported (partial) 

H7 IPC × HC → CPC 0.107 0.039 2.774 0.006 [0.032, 0.183] 0.015 Supported 

Note: β = standardized path coefficient; SD = bootstrap standard deviation; CI = bias-corrected confidence interval; f² (0.02 small; 0.15 medium; 0.35 large). Total CPC→PI effect = 0.412 (t = 

9.525; p < 0.001); VAF = 30.8%. R²: CPC = 0.198; ATT = 0.111; PI = 0.298. SRMR = 0.052; NFI = 0.832. 

 

 
Figure 2. Structural model results with standardized path coefficients and explained variance (R²). ***p < 0.001; **p < 0.01. 

 

A key finding is the dual role of CPC and attitude in the causal 

chain. Across the model, attitude had the largest path coefficient 

to purchase intention (H5; β = 0.381; t = 8.449; f² = 0.184, a 

medium effect), exceeding the direct CPC→PI effect (β = 

0.285). This result aligns closely with Belanche et al. [11], in 

which attitude was also the strongest antecedent of purchase 

intention (β = 0.799) within the same congruence framework, 

and confirms the theory of planned behavior's [13] position that 

attitude is the proximal determinant of intention. This role is not 

invariant across contexts, however: Escobar-Farfán et al. [48] 

found that the weight of attitude can diminish when it competes 

with strong antecedents such as perceived behavioral control and 

self-identity, indicating that attitude's weight depends on the 

product category and the accompanying set of antecedents. 

On the congruence-formation side, both IPC (H1; β = 0.241; f² 

= 0.065) and CIC (H2; β = 0.302; f² = 0.108) significantly 

increased CPC, supporting the logic of balance theory [31]. CIC 

had the higher coefficient, but the confidence intervals of the two 

estimates overlapped (CIC [0.209, 0.390]; IPC [0.154, 0.326]), 

so the two are drivers of comparable magnitude, with consumer-

influencer identity attachment somewhat more prominent. This 

finding helps reconcile an unresolved point in the literature. In 

the experiment of Belanche et al. [11], the IPC→CPC effect 

emerged only when CIC was held high (that is, when the triad 

was in balance), whereas Koay and Lim [21] found that neither 

CIC nor IPC directly drove impulse purchase; only CPC did. The 

present model reconciles the two: CIC and IPC do not drive 

intention directly but operate indirectly through the formation 

of CPC, converting the perception of fit between the consumer 

and the influencer and between the influencer and the product 

into the perception of fit between the consumer and the product. 

This is consistent with Koay and Lim's [21] emphasis on the 

consumer–product axis and with the Vietnamese context, in 

which source credibility strongly shapes purchase behavior [23]. 

On the evaluation side, CPC shaped attitude (H3; β = 0.333; f² 

= 0.125) and directly drove purchase intention (H4; β = 0.285; 

f² = 0.103). The CPC→ATT coefficient here was substantially 

lower than the γ = 0.873 reported by Belanche et al. [11]; the 

difference reflects the nature of the methods, as Belanche 

manipulated congruence in an experimental design with strong 

contrasting stimuli, whereas the present study measured 

naturally occurring perceptions across a broad range of functional 

foods, where many factors beyond congruence are at work. The 

fact that attitude (H5) had a stronger effect than the direct path 
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confirms the cognition-affect-conation sequence: congruence is 

first converted into an affective evaluation and only then into 

purchase intention [36, 43]. 

The test of H6 confirmed that attitude partially mediates the 

CPC-purchase intention relationship. The specific indirect effect 

was significant (β = 0.127; t = 5.613; CI [0.084, 0.173]) 

alongside a significant, same-signed direct effect (H4), indicating 

complementary partial mediation, with a total CPC-purchase 

intention effect of 0.412 and a variance accounted for (VAF) of 

30.8%. This precisely replicates Belanche et al. [11], who used a 

chi-square difference test to show that attitude only partially, not 

fully, mediates the CPC-purchase intention relationship. The 

coexistence of the direct path implies that, in the nutraceutical 

context, part of the purchase motivation stems from a motive to 

affirm a health-related and preventive identity, beyond the 

purely affective evaluation route [29, 48]. 

The result of H7 showed that health consciousness positively 

moderates the IPC-CPC relationship (β = 0.107; t = 2.774; p = 

0.006); that is, influencer-product fit translates into CPC more 

strongly among consumers high in health consciousness. This 

moderating role of health consciousness is consistent with Devi 

et al. [51], who reported that the level of health consciousness 

strengthens the perception-purchase intention relationship. The 

small interaction effect size (f² = 0.015) accords with Kumar et 

al. [52], who found that health consciousness moderates only 

some, not all, relationships between influencer characteristics 

and purchase intention, and with the observation of Müller-Pérez 

et al. [60] that health consciousness often plays a marginal role; 

this effect therefore warrants replication before generalization. 

Overall, the model explained 29.8% of the variance in purchase 

intention, a moderate level that is reasonable for a parsimonious 

congruence model centered on a single endorsement and not 

controlling for price, prior use experience, or nutritional 

knowledge. This R² is comparable to that of health food behavior 

studies using PLS-SEM within an extended theory of planned 

behavior framework [60], and the unexplained variance points to 

the value of adding further antecedents to the model. 

This study makes three theoretical contributions. First, it extends 

the three-way congruence framework of Belanche et al. [11] from 

an experimental design on fashion products to a nutraceutical 

category in an emerging market, demonstrating that the core 

causal structure (congruence translating into attitude, then into 

intention, with partial mediation) is preserved across contexts 

and methods. Second, by positioning CPC as the central 

construct through which IPC and CIC exert their influence, the 

study reconciles the conflicting evidence on the direct roles of 

CIC and IPC between Belanche et al. [11] and Koay and Lim [21], 

clarifying that the two source congruences operate mainly 

through an indirect mechanism. Third, establishing health 

consciousness as a pure boundary condition that amplifies the 

IPC→CPC path without directly raising CPC adds nuance to 

theory on the role of health consciousness in health product 

consumption, shifting the emphasis from an antecedent role to a 

context-amplifying role [60]. 

For functional food firms, CPC is the focal construct that drives 

purchase intention, jointly formed by identity attachment to the 

influencer (CIC) and influencer–product fit (IPC). Influencer 

selection should therefore balance all three criteria: the 

influencer's content should align with the product's health claims 

(IPC); the follower community's profile and values should align 

with the target segment (CIC); and the product's positioning 

should align with the customer's health identity (CPC). Because 

attitude is the proximal determinant of purchase intention, 

communication should focus on creating positive product 

experiences rather than merely emphasizing influencer 

popularity. Because health consciousness amplifies the 

IPC→CPC path, brands should prioritize segments with high 

health consciousness and select influencers who share evidence-

based health content. For pharmacists and health managers, 

influencer communication can be used responsibly to improve 

nutraceutical literacy, but it should be accompanied by 

professional advice to ensure safe use [9, 52]. 

Conclusion 

This study developed and tested a PLS-SEM model of functional 

food purchase intention through influencer marketing, 

integrating the three-way congruence framework with attitude 

as both a direct antecedent and a mediator, and health 

consciousness as a moderator. Data from 385 Vietnamese social 

media users supported all seven hypotheses. The principal finding 

is the central role of CPC combined with attitude as the proximal 

and strongest antecedent of purchase intention: IPC and CIC 

drive CPC with comparable magnitude, with CIC slightly higher; 

CPC both shapes attitude and directly affects purchase intention; 

attitude is the strongest antecedent of purchase intention and 

partially mediates the CPC-purchase intention relationship; and 

health consciousness acts purely as a boundary condition, 

amplifying the effect of IPC on CPC. The key implication is that 

the fit among the influencer, the product, and consumers' health 

identity, not influencer popularity alone, is the foundation of 

marketing effectiveness in the nutraceutical domain. 

The study has several limitations. The cross-sectional design 

limits causal inference over time; the sample, drawn from urban 

Vietnam, calls for caution in generalizing to other cultural and 

health-system contexts; the model explained a moderate share of 

the variance in purchase intention and did not control for price, 

nutritional knowledge, or prior use experience; and the 

moderating effect of health consciousness, although significant, 

was small. Future research should adopt longitudinal designs, 

broaden the geographic scope, add further antecedents and 

moderators, and measure actual purchase behavior through e-

commerce data to confirm the model's predictive validity. 
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