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ABSTRACT
The serial cases of using plasticizer in food cause panic among people. It discloses health food consumer issues which have never
been found in the past. This study will examine the variables such as product knowledge and marketing channel whether directly or
indirectly affect all aspects of consumer behavior. Then it establishes a correct concept for the health food consumers and provides a
reference for the health food- related industries for their decision-making. The main purpose of this study is to explore the
relationship of the health food in Taiwan district and the consumer behavior. Secondly, using the health food marketing channel as
an intermediate variable to examine how product knowledge affects the interaction of consumer behaviors. This study used a
questionnaire survey. A total of 300 questionnaires were returned of 284 copies, 267 copies of valid questionnaires. Effective response
rate was 94%. The result showed that product knowledge on consumer behavior and marketing channel had a significant positive
impact. Product knowledge has the intermediate effect on consumer behavior in the marketing channel. In addition, this study also
found that the age and education variables of personal background showed significant differences on product knowledge, marketing
channel, and consumer behaviors variables. The finding provided suggestions to those who are engaged in the health food-related
businesses as well as those who are interested in doing research in this field in the new future.
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