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Abstract

The market of health food industry in China has remained stable and
continuously grown for several years. With the increase in disposable income
among residents and the popularization of health education, national health literacy
has been continuously improved. The "silver-haired generation" and the "young
generation" are gradually becoming the main consumer groups in the health food
industry. It has been observed in the actual consumer market that there are clear
intergenerational differences between these two groups in terms of health food
consumption concepts, health food consumption awareness, and health food
consumption decisions. Therefore, this study aims to investigate the consumer
behavior of children purchasing health food for their parents, referred to as
intergenerational purchasing behavior, and to track the occurrence mechanism,
influencing mechanism, and behavioral performance of intergenerational
purchasing behavior of health food. Based on generational theory and focusing on the
cognitive perspective, the study explores how the cognitive gap between younger and older
generations in family relationships regarding health food will affect the younger
generation's intergenerational purchasing behavior. The research results will
contribute to optimizing the marketing model of health food brands, establishing a
trust mechanism between companies and consumers, and creating a better consumer
environment.

This study, based on inter-generational theory, focuses on the occurrence, influencing
mechanisms, and behavioral manifestations of inter-generational purchasing of
health-related foods, starting with a review of the literature. At the cultural influence
level, the study reviews research literature on pre-figurative culture, post-figurative
culture, and filial piety culture; at the consumer cognitive level, it reviews research
literature on inter-generational differences, Cultural Reverse, and the representation
of cognitive distance ; and at the consumer decision-making level, it reviews
research literature on consumer cognition, consumer attitudes, consumer skills, and
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consumer behavior. Furthermore, relevant concepts are further refined and defined,
clarifying the logical framework and related dimensions of inter-generational purchasing
behavior of health-related foods.

Subsequently, the research model of this study is established. Within family
relationships, the educational levels of pre-figurative culture and post-figurative
culture influence the perceptions of health foods by offspring and parents. The
cognitive distance between two generations is calculated and defined as cognitive
distance. This cognitive distance influences inter-generational purchasing behavior
through two pathways: directly affecting inter-generational purchasing behavior, a
path moderated by filial piety concepts; and indirectly affecting inter-generational
purchasing behavior by influencing parental satisfaction.

In-depth interviews were conducted using snowball sampling method,
selecting 15 families as interview subjects for offline and online video meetings,
resulting in a transcript of seventy thousand words. Discoveries include: 1. For
health foods, parents have their own cognitive systems, and if there is consumption
behavior, parents' consumption of health foods is more rational and differs from popular
perceptions.2. In family relationships, the offspring's knowledge of health foods can
influence the parents' knowledge of health foods in reverse, and this reverse inter-
generational influence becomes more apparent as the parents' age increases. 3. In
the behavior of inter-generational purchasing of health foods, the frequency of
children purchasing health foods for their parents is influenced by the intergenerational
cognitive distance regarding health foods.

After establishing the research model, the study is conducted through
questionnaire surveys and in-depth interviews. In the questionnaire survey, based
on established research scales, a survey questionnaire is designed and distributed to
the public after reliability and validity tests. A total of 1673 questionnaires were
distributed, with 772 valid responses received. The data was analyzed using EXCEL
2021, SPSS 26.0, and Amos 25.0 to confirm the validity and correctness of the

research model. The results indicate: 1. The educational levels of pre-figurative



culture and post-figurative culture have a negative impact on inter-generational
cognitive distance, with a significant effect. 2. Inter-generational cognitive distance
regarding health foods has a negative impact on the frequency of children
purchasing health foods for their parents, with a significant effect. 3. In the negative impact
of inter-generational cognitive distance on the frequency of children purchasing health
foods for their parents, filial piety concepts play a positive moderating role, with a significant
effect. 4. The inter-generational cognitive distance regarding health foods has a negative
impact on the effectiveness of children purchasing health foods for their parents, with a
significant effect. 5. The effectiveness of children purchasing health foods for their
parents has a positive impact on the frequency of children purchasing health foods
for their parents, with a significant effect.

This paper's innovations lie in several aspects:

1. Researching children's consumption behavior of purchasing health foods for
parents based on intergenerational theory. Previous research on health food
consumption behavior has focused on two groups: the elderly and the young.
Literature on the elderly's consumption behavior tends to portray them as irrational
and lacking basic knowledge, while literature on the young often depicts them as
rational and selective. Few studies have examined health food consumption
behavior within families and paired children with parents for research. This paper
breaks stereotypes and finds suitable research theories to explore intergenerational
relationships in the health food consumption market, studying intergenerational
purchasing behavior.

2. Establishing new research scales and conducting reliability and validity
tests. After reviewing a large amount of research literature and discussions with
professors, the "Offspring Health Food Recognition Scale" and the "Parental Health
Food Recognition Scale"were created. Based on previous research scales and the
research theme, the "Offspring Filial Piety Scale" was developed, accompanied by
the corresponding "Parental Evaluation Scale." In existing research on filial piety

concepts, there are few measurements of parents' evaluations of their children's
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filial behavior, making this one of the innovations of this paper.

3. Studying the relationship between inter-generational purchasing behavior of
health foods and the effects of inter-generational purchasing of health foods. Inter-
generational purchasing effects refer to the satisfaction level of parents with their
adult offspring's purchases of health foods. In the health food consumption field,
few studies have paired children and parents to analyze the relationship and degree
of correlation between parents' satisfaction levels and children's purchasing
behavior of health foods. This research fills this gap.

4. The research contributes to the establishment of new marketing models. Due
to the characteristics of the health food industry, the lack of a reasonable and
complete communication mechanism between brand owners, manufacturers, and
consumers hinders the building of trust between both parties. This study aims to
observe the inter-generational differences in the perception of health foods, clarify the
mechanisms and pathways influencing inter-generational purchase of health foods by
offspring, and create a more favorable consumption environment for family-based

consumption.

Keywords: inter-generational theory, pre-figurative culture and post-figurative culture, health

supplements, cognitive distance, cross-generational purchase
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