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Abstract
The present research is a portrayal to examine the impact of financially 
independent mothers’ prior product knowledge and information search on their 
purchase intention of nourishment products for their children. The research 
is empirical in nature, and the sampling element is financially independent 
mothers. Mothers who are part of a couple or a family may need to consult 
with their partner or other family members before making a purchase, making 
it more difficult to understand their intentions. On the other hand, financially 
independent mothers have more autonomy and can make decisions more 
quickly and easily. Non-probability purposive sampling techniques were used to 
approach the target population. The findings of the present study demonstrate 
that prior product knowledge and information search influence the purchase 
intention for nutrition products in the context of financially independent 
mothers. The study’s implications are multifaceted and offer valuable insights for 
marketers, policymakers, healthcare professionals and brands targeting mothers 
and children in the nourishment product market.
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Introduction

Maintaining a balanced dietary intake is paramount for promoting overall well-
being and optimal health. Food serves as a vital source of energy, protein, essen-
tial fats, vitamins and minerals essential for survival, growth and efficient bodily 
functions. Ensuring an appropriate balance of nutrients necessitates the incorpora-
tion of a diverse range of meals into our diets. This is particularly crucial for 
school-age children, whose bodies are undergoing rapid development, requiring 
essential nutrients and energy for both physical growth and cognitive learning. To 
meet their nutritional needs, children must consume a variety of foods from each 
food group. However, various factors, such as food availability at home and 
school, peer influence and media exposure, significantly impact children’s dietary 
decisions.

Poor nutrition can have detrimental effects on both the well-being and educa-
tional potential of school-age children. Optimal nutrition involves consuming 
three nutritious meals per day, along with two healthy snacks, while minimising 
the intake of high-sugar and high-fat foods. Adequate intake of fruits, vegetables, 
lean meats and low-fat dairy products, including calcium-rich foods like milk, 
cheese or yogurt, is crucial for preventing various health issues such as obesity, 
diabetes and bone-related problems. Given the importance of nutrition in support-
ing children’s growth and development, particularly during the school years, 
understanding factors influencing mothers’ intentions to purchase healthy nutri-
tion products for their children is essential.

The current study aims to investigate how the purchase intentions of finan-
cially independent mothers are influenced by their prior product knowledge and 
information search behaviour. By exploring these factors, we seek to gain insights 
into the decision-making process of mothers when selecting nutrition products for 
their children, thereby contributing to the promotion of healthier dietary choices 
among school-age children.

Prior product knowledge is the knowledge that mothers have about nourish-
ment products before they start searching for information. This knowledge can 
come from a variety of sources, such as personal experience, word-of-mouth or 
advertising. The role of prior product knowledge in purchasing nourishment prod-
ucts for children is twofold. First, it can influence the mothers’ decision of whether 
or not to purchase a particular product. Mothers with positive prior knowledge 
about a product are more likely to purchase it, while mothers with negative prior 
knowledge are less likely to purchase it. Second, prior product knowledge can 
influence the mothers’ search for information about a product. Mothers who have 
little prior knowledge about a product are more likely to engage in active informa-
tion searches, such as reading labels, comparing prices and reading reviews. 
Mothers who have more prior knowledge about a product are more likely to rely 
on their knowledge and experience when making a purchase decision.

Information search is the process of gathering information about a product or 
service before making a purchase decision. Mothers often engage in information 
searches when purchasing nourishment products for their children. There are 
many different nourishment products on the market, and it can be difficult to 
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know which ones are the best. By engaging in information search, mothers can 
learn about the different options available and make an informed decision. 
Mothers want to make sure that the nourishment products they purchase are of 
high quality. By engaging in information search, mothers can learn about the qual-
ity of the products, such as the ingredients, manufacturing process and safety 
standards. Mothers often turn to other mothers for advice when making purchase 
decisions. By engaging in information searches, mothers can read reviews from 
other mothers and get their opinions on different nourishment products. Mothers 
are budget conscious and want to find the best deals on nourishment products. By 
engaging in information search, mothers can compare prices and find the best 
deals.

Researching purchase intention for nourishment products is important because 
it can help companies understand the factors that influence mothers’ purchase 
decisions. This understanding can be used to develop more effective marketing 
strategies, improve product development, measure the effectiveness of marketing 
campaigns and provide better customer service.

The buying cycle and consumer behaviour of first-time mothers are the main 
topics of this study, along with how they differ depending on the mother’s age, 
income and place of residence. They must cope with a lot of desires, objectives 
and anxieties when becoming a mother for the first time. These significant adjust-
ments impact the mother’s potential self. The amount of the mother’s concern, the 
breadth of their information search and the evaluation stage are all examined in 
this study.

The theory of planned behaviour as shown in Figure 1, is a widely recognised 
framework in the field of consumer behaviour that explains the relationship 
between attitudes, subjective norms, perceived behavioural control and behav-
ioural intentions (Ajzen, 1991). The theory provides a comprehensive framework 
for understanding how financially independent mothers’ prior product knowledge 
and information search can impact their purchase intention of nourishment prod-
ucts for their children. It emphasises the roles of attitudes, subjective norms and 
perceived behavioural control in shaping behavioural intentions, which, in this 
case, would relate to the decision to purchase specific nourishment products for 
their children. According to the theory, individuals’ attitudes towards a particular 
behaviour significantly influence their intention to engage in that behaviour. In 
the context of mothers purchasing nourishment products for their children, prior 
product knowledge plays a crucial role in shaping their attitudes. Positive prior 
experiences and knowledge about the benefits of certain products may lead to 
more favourable attitudes towards purchasing them for their children (Ajzen, 
1991). The theory suggests that perceived subjective norms, or the social pressure 
and influence from important others, affect one’s behavioural intentions. In this 
research context, mothers may be influenced by the opinions and recommenda-
tions of family members, friends, healthcare professionals or other mothers in 
their social network regarding which nourishment products to purchase for their 
children. The strength of these subjective norms can be influenced by the infor-
mation they have gathered through their independent information search (Ajzen, 
1991). The theory posits that individuals’ perceived control over a behaviour 
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affects their intention to engage in it. In the context of mothers purchasing nour-
ishment products, their perceived control can be influenced by their level of prod-
uct knowledge and information search. Mothers with greater product knowledge 
may feel more confident and capable of making informed decisions, thus impact-
ing their perceived behavioural control over the purchase (Ajzen, 1991).

Review of the Literature

Prior Product Knowledge

Anderson (1979) suggests that having prior knowledge of a product can satisfy 
the need to understand its various features, leading to a reduced inclination to seek 
additional information from external sources. On the contrary, Johnson and Russo 
(1984) propose that prior knowledge of product attributes enables consumers to 
generate more questions, prompting them to seek out more information. Brucks 
(1985) points out that well-informed customers might seek additional information 
proactively, even before encountering a problem, due to their awareness of exist-
ing qualities. However, when relevant product information is lacking or ignored, 
highly knowledgeable customers may conclude a product’s characteristics or 
intended use (Alba & Hutchinson, 1987), which will be accurate only to the extent 
that prior knowledge is applicable.

According to Park and Lessig (1981), familiarity with a product, or prior prod-
uct knowledge, significantly influences consumers’ search for, recall of and use of 
information when evaluating product quality and making product choices. Hayes-
Roth (1977) suggest that a user’s knowledge structures or ‘schema’ become more 
sophisticated as their familiarity with a product increases. Both traditional 
(Howard & Sheth, 1969) and contemporary (Bettman, 1987) consumer choice 
models include the impact of previous knowledge of or familiarity with consum-
ers’ information processing. This notion is supported by the influence of past 

Figure 1. The Theory of Planned Behaviour.

Source: Ajzen (1991).
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purchase or usage experience with the relationship between price and perceived 
quality (Valenzi & Eldridge, 1972).

Katila and Ahuja (2022) provide further examples of the significance of organ-
isational knowledge in the creative process of developing new products and ser-
vices. They defined ‘prior knowledge’ as specialised knowledge acquired through 
work experience.

According to Dahl et al. (1999), the perceived novelty of a product or service 
relates to its originality, freshness and distinctiveness as experienced by individuals.

In a study by Johnson and Russo (1984), it was found that individuals with 
prior product knowledge or information stored in their memory tend to have an 
easier time processing information, allowing them to focus on relevant task-
related information. Alba (1987) often operationalises consumers’ objective or 
self-reported knowledge levels through prior knowledge.

Lewandowsky and Kirsner (2000) suggest that the effects of prior knowledge 
indicate that consumers with extensive knowledge in a specific domain tend to 
approach their goals with a greater sense of urgency.

Information Search

Dahl et al. (1999) noted that consumers engage in information search, a process 
through which they collect diverse information from various channels. This reli-
ance on word of mouth (abbreviated as w-o-m) for recommendations when con-
sidering new product purchases is also evident in the work of Anderson in (1979). 
In contrast to impersonal information sources, w-o-m communications are 
described as immediate, participatory and a source of credible and sought-after 
information, as suggested by McEachern and Warnaby (2008).

Brucks (1985) highlighted that clients take their time to search for product 
information before making purchase decisions. In the field of library and informa-
tion science, the Information Search Process (ISP) is a six-stage model of infor-
mation-seeking behaviour, initially proposed by Zhang et al. (2010). Despite the 
apparent ease of information gathering on the Internet, Dickinger (2011) noted 
that customers still make purchases without having all the necessary facts due to 
existing search and processing costs.

According to Duncan and Olshavsky (1982), the Internet serves as a marketing 
medium with both unique and shared characteristics compared to other marketing 
channels. For instance, the Internet can efficiently store vast amounts of data in 
various virtual locations, making it accessible to users as needed. Contrasts 
between conventional and virtual (Internet-based) marketplaces are outlined by 
Zeithaml (1998). In the virtual marketplace, transactions are primarily centred 
around information about goods and services, unlike traditional marketplaces, 
where tangible products and services play a more central role. Electronic interac-
tions on a screen replace face-to-face interactions in the virtual marketplace.

Johnson and Russo (1984) emphasises the significance of Internet interactions 
as they contribute to customer value and foster relationship development. 
Customers often view the Internet as an additional sales channel, information 
search tool and a source when making purchases of goods and services. They 
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further posit that individuals categorise things and events based on perceived 
similarities and resemblances in response to the overwhelming volume and diver-
sity of information in their surroundings.

Purchase Intention

Carlson et al. (2005)discuss the idea that initially springs to mind for an individual 
when contemplating anything is their intention to make a purchase. This includes 
considerations about their feelings towards a specific product and the emotions or 
actions they might undertake if they were to acquire the same item from the same 
brand. Such justifications consistently amplify a brand’s purpose and its encour-
agement for purchase. It is worth noting that both positive and negative effects 
can arise from this specific product. Arnould and Thompson (2024) highlight that 
a consumer’s decision to purchase a brand or product is influenced not only by 
their attitude towards that brand but also by their exposure to other competing 
brands. The consumer culture theory has been developed with the help of brand 
purchase intentions in the context of human nature and environmental impacts.

Ajzen (1991) emphasises that a consumer’s behaviour is positively influenced 
by their purchase intention. Furthermore, there are precursors to the intention to 
purchase luxury brands, as explored by Mitchell (1996). Moe (2004) defines pur-
chase intentions as pre-formed plans to acquire specific goods or services in the 
future, though their execution depends on an individual’s capacity to do so.

McEachern and Warnaby (2008) suggest that a customer’s purchase intention 
is reflected in their thoughts. Similarly, research has found that customers typi-
cally identify the item they wish to buy, seek information about it, evaluate it, 
make the purchase and provide feedback. They further emphasise that customer 
behaviour during purchases is influenced by factors such as brand reputation, 
price, quality, awareness of leisure and innovation and other alternatives as well 
as impulsive tendencies.

Zhang et al. (2010) note that, traditionally, the term ‘intention’ has been used 
to describe the factors that influence and motivate customers to buy products and 
services. They also highlight that purchase intention represents an implicit com-
mitment to repurchase an item on future shopping trips. Brands significantly 
affect consumers’ purchase intentions, making it a fundamental concept in mar-
keting literature. The relationship between purchase intentions and actual pur-
chasing behaviour is a focal point for marketing researchers, and multiple studies 
have established a positive link between them (Morwitz & Schmittlein, 1992).

According to the theory of reasoned action (TRA), intention is the key deter-
minant of behaviour, signifying an individual’s likelihood to engage in a specific 
action (Zhang et al., 2010). In the context of consumer purchasing behaviour, 
purchase intention is defined as a consumer’s intention to buy a product in the 
future (Hsu & Tsou, 2011).

Kolyesnikova et al. (2010) suggest that price, perceived quality and perceived 
value can all influence the intention to make a purchase, with internal and external 
factors playing a role in a buyer’s decision-making process. Hsu and Tsou (2011) 
argue that purchase intention is a valuable predictor of actual purchasing 
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behaviour and has garnered significant attention in scholarly research. They 
describe purchase intention as an individual's perceived likelihood of engaging in 
specific activities, while Dickinger (2011) recognises the significance of the 
desire to purchase one of the consumer's intentions regarding products. 
Pennington-Gray and Schroeder (2013) define purchase intention as the likeli-
hood that a customer will consider buying a specific brand; those who feel a 
stronger connection and sensory value with the brand tend to elevate their inten-
tion to purchase its products. Shafizadeh (2007) suggest that a higher purchase 
intention increases the likelihood of a buyer making a specific purchase. 
Additionally, they contend that purchase intention is the most accurate predictor 
of how buyers will behave during the purchasing process.

Prior Product Knowledge and Information Search

Bettman and Park (2012) conducted research indicating that the link between 
one’s knowledge of a product and their act of seeking information about it is con-
tingent upon the individual’s motivation to seek such information. Prior knowl-
edge pertains to what consumers already know about a product, shaping their 
level of expertise, defined as their ability to effectively handle tasks related to that 
product. Kolyesnikova et al. (2010) proposed that when consumers seek informa-
tion before making a decision, they primarily rely on their existing knowledge of 
the product. This consumer knowledge encompasses their experiences with the 
product, their understanding of it and their overall comfort level. It refers to the 
internalised information guiding consumers in their decision-making process. 
Various researchers, such as Chao and Gupta (1995), Duncan and Olshavsky 
(1982) and Ratchford (2017), have studied the relationship between product 
knowledge and a consumer’s pre-purchase search behaviour.

Additionally, Anderson et al. (1979) and Murray et al. (1991) have found a 
negative correlation between prior product knowledge and the depth of informa-
tion search. According to Johnson and Russo (1984) and Ozanne and Brucks 
(1985), customers are more inclined to seek additional information when they are 
aware of the characteristics of a product. Ratchford et al. (2017) argue that knowl-
edge initially exerts a greater influence than competence later in the search pro-
cess, resulting in an inverted-U-shaped relationship between past knowledge and 
information search.

Every time a customer decides to purchase a product, they face numerous 
options, each claiming to meet their needs. Their criteria, existing product knowl-
edge and the information they gather during the search process all impact their 
final product choice, as noted by Punj and Brookes (2021). According to Brucks 
(1985) and Ratchford et al. (2017), prior product knowledge reflects the con-
sumer’s perception of their familiarity with a specific product category. According 
to Biswas (2004), customers with limited product knowledge derive more value 
from information, while those with extensive product knowledge also perceive 
their abilities as higher, as Vroom (1964) suggests. The relationship between prior 
product knowledge and the motivation to search is influenced by the perceived 
value of additional information, as indicated by Shafizadeh’s research in 2017. 
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Furthermore, product participation and knowledge frequently influence informa-
tion search and purchase intention, as observed by Lin and Chen (2016).

H1:  There is a positive relationship between prior product knowledge and 
information search.

Information Search and Purchase Intention

Purchase decisions are frequently characterised by careful consideration and thor-
ough information gathering, which serve to familiarise customers with the prod-
uct category. This viewpoint is supported by McEachern and Warnaby (2008). In 
line with the information-processing perspective, consumers utilise various cues 
to navigate their decision-making process. These cues are triggered from memory 
when a buying decision is required, forming a network through which diverse 
stimuli can influence choices (Sternthal & Craig, 1984). The involvement and 
knowledge of a product often play a notable role in shaping information search 
and purchase intentions (Johnson and Russo, 1984). According to research by the 
Boston Consulting Group (2000), 28% of consumers’ purchase attempts were 
deemed unsuccessful due to issues like locating desired goods, transaction com-
pletion or overall satisfaction during the purchase.

Ariely (2000) suggests that consumers’ search activity can enhance customer 
satisfaction and increase the inclination to make purchases among visitors. Moe 
(2004) has presented compelling findings that establish a strong connection 
between online search behaviour, purchasing intentions and online search habits. 
Information overload can be a challenge for customers, as an excessive amount of 
information can complicate decision-making (Grether & Wilde, 2013). Excessive 
packaging information can also lead to suboptimal purchase choices (Speller 
et al., 2014). Consumer product knowledge has been extensively studied across 
various product categories, underscoring its significant influence on information 
processing and decision-making (Bettman & Park, 1980; Brucks, 1985; Carlson 
et al., 2005; Mitchell 1996).

Grewal et al. (1998) discovered that the volume of information did not consis-
tently impact customer purchasing behaviour. Paradoxically, an excess of informa-
tion, as highlighted by Johnson and Russo (1984), can lead to information overload, 
which is responsible for diminishing the quality of purchasing decisions.

H2:  There is a positive relationship between information search and purchase 
intention.

Prior Product Knowledge and Purchase Intention

In the research conducted by Alba and Hutchinson (1987), consumer knowledge 
is defined as the information consumers gather about products over time, acquired 
through exposure to various sources like advertising, salespeople or actual prod-
uct usage. This knowledge forms the basis on which consumers rely to guide their 
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buying choices. Scholars such as Kolyesnikova et al. (2010), Kerstetter and Cho 
(2014) and Alba and Hutchinson (1987) emphasise the crucial role of consumer 
knowledge in influencing purchase intentions and call for more scholarly atten-
tion to this area. Consumer knowledge encompasses aspects such as familiarity, 
skill and experience, and it exhibits multiple dimensions. Numerous studies have 
consistently demonstrated that the extent of consumer engagement and product 
knowledge directly impacts their information search and purchase intentions.

Numerous research efforts have been dedicated to examining consumer prod-
uct knowledge across a wide range of product categories, highlighting its signifi-
cant influence on information processing and decision-making (Bettman & Park, 
1980; Brucks, 1985; Carlson et al., 2005; Mitchell, 1996). Beatty and Smith 
(1987) define product knowledge as a consumer’s evaluation of a product’s suit-
ability for purchase, taking into account their past experiences with it. Depending 
on their familiarity with a product, consumers develop different structures of 
product knowledge (Park & Lessig, 1981). Purchase intentions are also notably 
affected by the level of consumer product knowledge.

Ozanne and Brucks (1985) conclude that consumers with a strong grasp of 
product knowledge tend to assess a product primarily based on its quality because 
of their confidence in their knowledge, which leads to a greater inclination to form 
purchase intentions as they recognise the product’s value. Duncan and Olshavsky 
(1982) add that consumers who possess extensive product knowledge are more 
likely to prioritise a product’s quality over its price or any price reductions when 
making purchasing decisions. According to Zeithaml (1998), customers primarily 
consider a product’s intrinsic value, informed by their product knowledge when 
deciding whether or not to make a purchase. Furthermore, Grewal et al. (1998) 
argue that consumers are more sensitive to a company’s product quality when 
they perceive a positive brand image. However, it is essential to acknowledge that 
customers often face time constraints when making their decisions.

H3:  There is a positive relationship between prior product knowledge and pur-
chase intention

Research Gaps and Motivation

The study aims to address several significant research gaps in the field of con-
sumer behaviour and nutrition.

1.  Limited understanding of financially independent mothers’ purchasing 
behaviour

2. Lack of focus on prior product knowledge and information search
3. Need for insights into nutritional decision-making for children

The motivation behind this study stems from the recognition of the importance of 
promoting healthy dietary habits among children, particularly in the context of 
increasing concerns about childhood obesity and related health issues. Financially 
independent mothers play a significant role in shaping their children’s dietary 



10 IMIB Journal of Innovation and Management

habits through their purchasing decisions. Therefore, understanding the factors 
influencing their purchase intention regarding nourishment products for their 
children is crucial for developing effective interventions and marketing strategies 
aimed at promoting healthier dietary choices. By addressing the identified 
research gaps, this study seeks to contribute to the body of knowledge on con-
sumer behaviour and nutrition, ultimately aiming to support efforts to improve 
children’s health and well-being.

Objectives

The study aims to investigate several key objectives concerning the behaviours of 
financially independent mothers in relation to nourishment products for their chil-
dren. First, it seeks to examine the extent to which prior product knowledge influ-
ences the information search habits of these mothers when considering 
nourishment products for their children. Second, it aims to explore the relation-
ship between information search behaviour and purchase intention among finan-
cially independent mothers in this context. Lastly, the study aims to analyse the 
impact of prior product knowledge on the purchase intention of nourishment 
products for their children by financially independent mothers. By addressing 
these objectives, the research aims to provide insights into the decision-making 
process of financially independent mothers when selecting nourishment products 
for their children and to identify potential areas for intervention or improvement 
in marketing strategies aimed at this demographic.

Rationale of the Study

The rationale behind conducting the study stems from the critical need to under-
stand the decision-making process of financially independent mothers regarding 
the selection of nourishment products for their children. With the increasing prev-
alence of financially independent mothers who are actively involved in household 
purchasing decisions, particularly concerning products related to the health and 
well-being of their children, it becomes imperative to explore the factors that 
influence their purchase intentions in this specific domain.

First, prior product knowledge is recognised as a significant determinant of 
consumer behaviour. Understanding how the level of prior product knowledge 
influences the decision-making process of financially independent mothers when 
choosing nourishment products for their children is crucial for marketers and poli-
cymakers. By elucidating the relationship between prior product knowledge and 
purchase intention, the study aims to provide insights into the extent to which 
mothers rely on their existing knowledge and experience when making purchas-
ing decisions in this domain.

Second, the role of information search behaviour cannot be understated in 
today’s information-rich environment. Financially independent mothers have 
access to a plethora of information sources, ranging from traditional media to 
online platforms, which can significantly influence their perceptions and attitudes 
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towards nourishment products for their children. Investigating the impact of 
information search behaviour on purchase intention allows for a deeper under-
standing of how mothers gather, process and utilise information in their decision-
making process. Moreover, identifying the sources and types of information that 
are most influential in shaping purchase intentions can inform marketing strate-
gies aimed at targeting this demographic more effectively.

Furthermore, by focusing specifically on nourishment products for children, 
the study addresses a particularly important aspect of consumer behaviour with 
significant implications for public health. Ensuring that financially independent 
mothers make informed and health-conscious decisions regarding the nourish-
ment of their children is essential for promoting child well-being and preventing 
health-related issues in the long term.

By addressing this research gap, the study aims to contribute valuable insights 
into both academia and industry, ultimately informing marketing strategies, public 
health initiatives and consumer education efforts targeted at this demographic.

Methodology

Data Source

The data for this study was collected through surveys administered to financially 
independent mothers who are responsible for purchasing nourishment products 
for their children. Surveys were distributed either electronically or in-person, 
depending on the preferences and accessibility of the participants.

Sample Frame

The population targeted for the study consisted of financially independent 
mothers of children aged between 5 and 12 years. The sample size was deter-
mined to be 181. A financially independent rational mother was considered as a 
sampling element in the study. Non-probability purposive sampling techniques 
were employed to identify the respondents.

Empirical Model

The link between prior product knowledge, information search and purchase 
intention as shown in Figure 2, was measured using a standardised questionnaire. 
The questionnaire utilised was based on the work of Phan and Mai (2016). The 
scale used was of the Likert type, with a sensitivity of 5, where extreme values of 
1 and 5 denoted strongly disagreeing and strongly agreeing, respectively. 
Reliability of the questionnaire was assessed using Cronbach’s alpha. Exploratory 
factor analysis was conducted to identify underlying components in the study 
variables of prior product knowledge, information search and purchase intention. 
To determine the causal association between prior product knowledge, informa-
tion search and purchase intention, multiple regression analysis was employed. 
The data analysis was conducted using SPSS AMOS.
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Data Analysis

Descriptive Analysis

In this study, the distribution of ages within four distinct age groups (18–25, 
26–33, 34–41 and 41 and above) was analysed, providing valuable insights into 
the demographic composition of the sample. The 26–33 age group exhibited the 
highest mean age (14.5333) and median age (17), suggesting a relatively older 
distribution compared to other groups. Conversely, the 41 and above age group 
had the lowest mean age (10.1667) and median age (8.5000), indicating a younger 
distribution within this category. Variance and standard deviation values revealed 
varying degrees of age diversity within each group, with the 34–41 age group 
showing the highest variance (25.363) and standard deviation (5.03613), indicat-
ing greater age diversity. The consistent range of 16 across all age groups signifies 
a similar spread of ages within each category.

Furthermore, three different brands—PediaSure, Protein X and Complan—
were analysed in terms of their nutritional content. Statistical measures pro-
vided insights into the central tendency and variability of these brands’ 
nutritional profiles. Interestingly, all three brands exhibited similar mean 
nutritional content, with PediaSure at 13.6222, Complan at 13.7647 and 
Protein X at 13.5686, suggesting comparable nutritional value on average. 
Median values closely aligned with the mean, indicating relatively symmetric 
data distributions. However, Complan demonstrated the highest variance 
(22.301) and standard deviation (4.72241) among the brands, implying greater 
variability in its nutritional content compared to the others. Conversely, 
Protein X exhibited the lowest variance (19.170) and standard deviation 
(4.37838), indicating more consistent nutritional content. Additionally, all 
three brands showed a consistent range of 14, suggesting a similar spread in 
their nutritional values.

Figure 2. Research framework showing the interactions between prior product 
knowledge, information search and purchase intention.
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Confirmatory Factor Analysis

Measurement Model

The study assessed the convergent validity, average variance extracted (AVE) and 
composite reliability (CR) of the constructs—prior product knowledge, informa-
tion search and purchase intention. Following the guidelines of Hair et al. (2013), 
with a cut-off value of 0.5, the AVE and CR were initially estimated. Similarly, for 
loading values, a threshold of 0.7 was considered acceptable. Although loadings 
exceeding 0.7 are preferred, loadings between 0.5 and 0.7 are deemed appropriate 
if the AVEs surpass 0.5 (Ramayah et al., 2018). In this study, all loading values 
exceeded 0.7, with AVEs greater than 0.5, indicating acceptable convergent valid-
ity (Table 1). Notably, AVE values close to or exceeding 0.7 are widely recognised 

Figure 3. Measurement Model.
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in current research practices. AVE values below 0.5 imply that items explain more 
errors than the variation in the constructs, hence failing to meet the measurement 
model’s criteria. Furthermore, composite reliability, akin to Cronbach’s alpha, 
signifies the internal consistency of scale items (Netemeyer, 2003). According to 
Morgan (2005), it represents the extent of score variance captured by the overall 
scale score variance. In this study, the internal consistency of each item within the 
scales was found to be satisfactory, surpassing the threshold of 0.7 for composite 
reliability across all constructs, affirming the validity and reliability of the mea-
surement model.

The reliability analysis of the constructs—prior product knowledge, informa-
tion search and purchase intention—yielded Cronbach’s alpha values exceeding 
the threshold at 0.936, 0.929 and 0.907, respectively, indicating high internal con-
sistency. Additionally, Kaiser–Meyer–Olkin (KMO) values for each construct 
were found to be satisfactory, with values of 0.922, 0.913 and 0.836, respectively, 
suggesting that the sample size for the investigation was adequate. Chi-square 
analysis revealed significant findings at the 0% level of significance, with values 
of 955.133, 898.177 and 467.172, respectively, rejecting the null hypothesis and 
indicating that the data are suitable for further statistical analysis. Figure 3 shows 
the coefficients of determination (R2) between prior product knowledge and pur-
chase intention, prior product knowledge and information search and information 
search and purchase intention were 0.82, 0.82 and 0.74, respectively, indicating a 
strong association between the postulated relationships. Moreover, discriminant 
validity analysis showed that each scale was unrelated to the other scales being 
utilised, as listed in Table 2.

After refining the measurement model by removing certain items from the 
scales of information search and purchase intention, a well-fitting model was 
achieved. The Chi-square value, indicating 79.238 at a significance level of 6.9%, 
served as a measure to evaluate the goodness of fit of the model. All acceptable 
index values were found to meet the established thresholds, confirming the ade-
quacy of the model in representing the relationships between the constructs.

Structural Equation Modelling

The study employed structural equation modelling (SEM) as shown in Figure 4, 
to investigate the impact of prior product knowledge and information search on 
the purchase intention of nourishment products for children by financially inde-
pendent mothers. The analysis was conducted on a sample of 181 participants. 
The SEM model was determined to be recursive, and confirmatory factor analysis 

Table 2. Discriminant Validity Analysis.

Information Search Prior Product Knowledge Purchase Intention

0.818

0.819 0.824

0.737 0.819 0.850



Table 3. Assessment of Normality (Group Number 1).

Variable Min Max Skew c.r. Kurtosis c.r.

PI4 1.000 5.000 −0.542 −2.978 −0.764 −2.099

PI3 1.000 5.000 −0.269 −1.476 −1.006 −2.762

PI1 1.000 5.000 −0.391 −2.150 −1.108 −3.043

IS1 1.000 5.000 −0.440 −2.416 −0.869 −2.386

IS2 1.000 5.000 −0.487 −2.674 −0.787 −2.162

IS4 1.000 5.000 −0.369 −2.024 −0.902 −2.477

PPK1 1.000 5.000 −0.702 −3.856 −0.510 −1.400

PPK2 1.000 5.000 −0.342 −1.877 −0.943 −2.589

PPK3 1.000 5.000 −0.380 −2.088 −0.709 −1.948

PPK4 1.000 5.000 −0.469 −2.577 −0.740 −2.031

PPK5 1.000 5.000 −0.449 −2.468 −0.851 −2.336

PPK6 1.000 5.000 −0.417 −2.292 −0.864 −2.372

PPK7 1.000 5.000 −0.441 −2.424 −0.818 −2.247

Multivariate 590.201 20.165
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(CFA) was conducted using AMOS software. Thirteen endogenous variables, rep-
resenting observed variables, were included in the analysis to examine the rela-
tionships among prior product knowledge, information search behaviour and 
purchase intention.

The statistical analysis as shown in Table 3, revealed that the data ranged from 1 
to 5, with a sample skewness of 0.542 and kurtosis of −0.764, indicating a slightly 
positively skewed distribution. However, these values fall within an acceptable 
range, suggesting a relatively normal distribution. Specifically, a skewness value 
close to 0 (0.03) and a kurtosis value close to 3 (2.96) indicate a symmetric distribu-
tion, further supporting the assumption of normality. The use of maximum likeli-
hood estimation was prevalent, emphasising estimations to maximise probability. 
These findings indicate that the data met the assumptions necessary for further 
analysis, ensuring the robustness of the subsequent statistical modelling.

One of the key measures of fit quality in SEM is the chi-square test. In this 
study, the chi-square value was found to be 79.238 with 62 degrees of freedom, 
resulting in a significance value of 0.069, which is greater than the conventional 
significance threshold of 0.05. Despite the chi-square test indicating a lack of 
perfect fit, the CMIN/DF ratio, which assesses model fit relative to degrees of 
freedom, was calculated to be 1.278, well below the threshold of 2. This suggests 
that the model adequately fits the data. The results of the SEM are presented in 
Table 4, providing further insights into the relationships between prior product 
knowledge, information search behaviour and purchase intention of nourishment 
products for children among financially independent mothers.

In the present study, the fit indices for the measurement model were evaluated 
and found to be satisfactory. These indices, along with their universally acknowl-
edged cutoff values, are presented in Table 5 and Table 6, indicating the adequacy 
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Figure 4. Structural Equation Modelling.

Table 4. Structural Equation Modelling Result.

Model NPAR CMIN DF p CMIN/DF

Default model 29 79.238 62 .069 1.278

Saturated model 91 .000 0

Independence model 13 1857.268 78 .000 23.811

of the model in capturing the underlying data structure. Following the assessment 
of the model’s fitness, an alternative hypothesis was formulated based on the 
regression output table, which provided insights into the relationships between 
prior product knowledge, information search behaviour and purchase intention of 
nourishment products for children among financially independent mothers.

H1:  There is a positive relationship between prior product knowledge and 
information search.
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The regression analysis revealed a significant association between prior product 
knowledge and information search with purchase intention among financially inde-
pendent mothers. By dividing the regression weight estimate by its standard error, a 
z-value of 10.305 was obtained (z = 0.798/0.073), indicating a strong correlation. 
The calculated R² value of 0.754 further supports this association, with a standard 
error of 0.073. With the alternative hypothesis not being ruled out at the 0% level of 
significance, it can be concluded that both prior product knowledge and information 
search are significantly correlated with purchase intention. This finding underscores 
the importance of understanding how mothers’ knowledge and information-seeking 
behaviours influence their purchasing decisions regarding nourishment products for 
their children, providing valuable insights for marketers and policymakers aiming 
to promote healthier choices in this demographic.

H2:  There is a positive relationship between prior product knowledge and pur-
chase intention.

In analysing the impact of prior product knowledge and information search on the 
purchase intention of nourishment products for children by financially indepen-
dent mothers, regression analysis was conducted. Dividing the regression weight 
estimate by its standard error yielded a z-score of 5.525 (0.723/0.131), indicating 
a strong and significant association. The reestablished association, as indicated by 
the R2 value of 0.244, also had a standard error of 0.131. This substantial and 
significant association between prior product knowledge and purchase intention 
is evident, with the alternative hypothesis being upheld at a 0% level of signifi-
cance, affirming the importance of prior product knowledge in influencing moth-
ers’ purchase intentions regarding nourishment products for their children.

H3:  There is a positive relationship between information search and purchase 
intention.

Table 6. Table-of-fit Statistics of the Measurement Model.

Fit Statistics Recommended Obtained

CMIN 1.278

df 62

Significance of χ2 0.5> 0.69

CMIN/df 1–2 1.278

GFI >0.90 0.939

AGFI >0.90 0.910

NFI >0.90 0.957

RFI >0.90 0.946

CFI >0.90 0.990

TLI >0.90 0.988

RMSEA <0.5 0.039

RMR <0.5 0.044
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The association between information search and purchase intention was examined 
using regression analysis. The regression weight estimate was calculated as 0.723, 
with a standard error of 0.140. Dividing the regression weight estimate by its 
standard error yielded a z-value of 1.742. Additionally, the coefficient of determi-
nation (R2) was determined to be 0.244. Based on these findings, the hypothesis 
that there is a significant relationship between information search and purchase 
intention was disproved at the 0% level of significance. This suggests that the 
connection between information search and purchase intention is weak, indicating 
that other factors may play a more significant role in influencing purchase inten-
tion among financially independent mothers when it comes to nourishment prod-
ucts for their children.

Discussion

The findings of this empirical study show that prior product knowledge and infor-
mation search affect the purchase intention for items of children’s health and 
nutrition. This finding expands and is consistent with that of a recent study that 
looked at Indian rational mothers’ intentions to buy children’s health and nutrition 
items. According to the current study, consumers’ prior product awareness and 
information seeking increase their propensity to buy children’s health and nutri-
tion items. Prior product knowledge and the depth of information search are nega-
tively correlated by Anderson et al. (1979), Murray (1991) and others. According 
to Coupey et al. (1998), Johnson and Russo (1984) and Ozanne and Brucks 
(1985), customers are more likely to seek out further information when they are 
aware of the characteristics of a product. They contend that knowledge initially 
has a greater influence than competence later in the search process, resulting in an 
inverted-U-shaped link between past knowledge and information search. 
According to Ariely (2000), consumers’ search activity may boost customer satis-
faction and increase visitors’ desire to make purchases. More (2013) provided 
intriguing findings demonstrating that online search mode is strongly related to 
purchasing intention and also linked the two to online search habits and purchase 
intentions. Customers may experience information overload; therefore, having 
more information may make it more difficult to make decisions (Grether & Wilde, 
2013). An excessive quantity of packaging information may result in worse pur-
chasing choices (Speller et al., 1974). Consumer product knowledge has been the 
subject of numerous studies that have looked at a wide range of product catego-
ries; this shows the significant influence that knowledge has on how information 
is processed and how decisions are made (Bettman & Park, 1980; Brucks, 1985; 
Carlson et al., 2005; Mitchell, 1996).

Conclusion

In conclusion, the findings of this study reveal a nuanced relationship between 
prior product knowledge, information search and purchase intention among finan-
cially independent mothers regarding nourishment products for their children. 
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The results suggest a strong association between prior product knowledge and 
information search, indicating that mothers who possess greater knowledge about 
nourishment products are more likely to engage in information search behaviours. 
Furthermore, the study highlights a significant relationship between prior product 
knowledge and purchase intention, underscoring the importance of mothers’ 
existing knowledge in influencing their intentions to purchase nourishment prod-
ucts for their children. However, the relationship between information search and 
purchase intention appears to be less substantial, as evidenced by the refutation of 
the alternative hypothesis at the 0% level of significance. These findings empha-
sise the complexity of factors influencing mothers’ purchasing decisions in this 
context and underscore the need for further research to explore the underlying 
mechanisms driving these relationships. Ultimately, understanding the interplay 
between prior product knowledge, information search and purchase intention can 
inform targeted interventions and marketing strategies aimed at promoting health-
ier dietary choices for children among financially independent mothers.

Managerial Implications

The managerial implications derived from the findings of this study offer action-
able insights for marketers, policymakers, healthcare professionals and brands 
aiming to promote healthier choices among financially independent mothers 
when purchasing nourishment products for their children. Marketers can effec-
tively utilise mothers’ prior product knowledge as a means of segmentation, rec-
ognising that informed mothers may require different marketing approaches 
compared to those with less knowledge. Tailored marketing strategies can be 
developed to address the distinct needs and preferences of these segments. 
Providing easily accessible and reliable product information is crucial, as mothers 
often conduct information searches before making purchase decisions. Brands 
can positively influence mothers’ purchase intentions by ensuring that accurate 
and comprehensible product information is readily available. Additionally, 
insights gleaned from mothers’ prior knowledge can inform product development, 
enabling companies to design products that align with mothers’ specific needs and 
expectations. Policymakers can leverage data on mothers’ prior product knowl-
edge to implement targeted educational programmes or regulations that promote 
healthier choices. Encouraging mothers to actively seek information about nour-
ishment products empowers them to make better decisions, and brands can sup-
port this by providing resources and establishing trust through transparent and 
honest marketing practices. Collaboration with healthcare professionals can fur-
ther strengthen mothers’ confidence in their product choices. Moreover, continu-
ous feedback from mothers can aid in product improvement, and engagement 
with online communities and social media platforms allows brands to share edu-
cational content and build relationships with their target audience responsibly. 
Finally, brands must remain mindful of the ethical implications of marketing to 
mothers and children, prioritising transparency, responsible advertising practices 
and a commitment to children’s well-being in all marketing efforts.
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Limitations

This study has some limitations; to guarantee result generality, more research could 
be done utilising a bigger sample size. It is advised to the researchers that since the 
study utilised a non-probability sampling approach, future research might be con-
ducted utilising a probability sample technique. Indian respondents made up the 
study’s sample. It is possible that the outcome cannot be applied globally. In further 
research, it may be beneficial to utilise a meticulously crafted survey instrument and 
explore alternative data collection methods to mitigate respondents’ undue defen-
siveness, thus diminishing the inclination towards individual bias.
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