
Moon, Joonho; Ji, Yunho

Article

Structural relationship between taste, price fairness, and
repurchase intention of fast food: Moderating effect of
healthiness

Global Business & Finance Review (GBFR)

Provided in Cooperation with:
People & Global Business Association (P&GBA), Seoul

Suggested Citation: Moon, Joonho; Ji, Yunho (2023) : Structural relationship between taste, price
fairness, and repurchase intention of fast food: Moderating effect of healthiness, Global Business &
Finance Review (GBFR), ISSN 2384-1648, People & Global Business Association (P&GBA), Seoul, Vol.
28, Iss. 5, pp. 109-121,
https://doi.org/10.17549/gbfr.2023.28.5.109

This Version is available at:
https://hdl.handle.net/10419/305921

Standard-Nutzungsbedingungen:

Die Dokumente auf EconStor dürfen zu eigenen wissenschaftlichen
Zwecken und zum Privatgebrauch gespeichert und kopiert werden.

Sie dürfen die Dokumente nicht für öffentliche oder kommerzielle
Zwecke vervielfältigen, öffentlich ausstellen, öffentlich zugänglich
machen, vertreiben oder anderweitig nutzen.

Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen
(insbesondere CC-Lizenzen) zur Verfügung gestellt haben sollten,
gelten abweichend von diesen Nutzungsbedingungen die in der dort
genannten Lizenz gewährten Nutzungsrechte.

Terms of use:

Documents in EconStor may be saved and copied for your personal
and scholarly purposes.

You are not to copy documents for public or commercial purposes, to
exhibit the documents publicly, to make them publicly available on the
internet, or to distribute or otherwise use the documents in public.

If the documents have been made available under an Open Content
Licence (especially Creative Commons Licences), you may exercise
further usage rights as specified in the indicated licence.

  https://creativecommons.org/licenses/by-nc/4.0/

https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.17549/gbfr.2023.28.5.109%0A
https://hdl.handle.net/10419/305921
https://creativecommons.org/licenses/by-nc/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/


I. Introduction

Many players have been competing in fast food 

business (Allied Market Research, 2020; Financhill, 

2022), and attaining more customer loyalty could 

become a corner stone to accomplish sustainability. 

Indeed, in food service business sector, many studies 

have chosen repurchase intention as the central 
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attribute because it is related to the increase of sales 

(Fungai, 2017; Herjanto & Amin, 2020; Loh & 

Hassan, 2021; Wen, Prybutok & Xu, 2011; Yi & 

La, 2004). Thus, the dependent variable of this research 

is repurchase intention because repurchasing brings 

about positive signal of business: sales growth and 

higher market share (Herjanto & Amin, 2020; Loh & 

Hassan, 2021; Yi & La, 2004). 

Scholars contended that the advantages of fast food 

are price and taste (Fungai, 2017; Hanaysha, 2016; 

Pham, 2019) That is, fast food is delicious and the 

price is acceptable from the perspective of consumers 

(Dunn et al., 2008; Thompson et al., 2018). Given 
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A B S T R A C T

Purpose: The aim of this research is to explore the structural relationship between taste, price fairness, healthiness, 
and repurchase intention. Healthiness is the moderator when taste and price fairness impacts on repurchase intention. 
The research subject is McDonald's given the market share in the fast food market.
Design/methodology/approach: The main instrument of this research is survey. This study collected the data using 
Amazon Mechanical Turk; the number of observation is 376. Confirmatory factor analysis and correlation matrix 
were used to ensure convergent validity and discriminant validity. Structural equation model was employed to 
analyze the data.
Findings: Regarding the results, repurchase intention is both positively influenced by taste and price fairness. The 
results also revealed the significant moderating effect of healthiness in the relationship when taste and price fairness 
affect repurchase intention. 
Research limitations/implications: The results of this research could be used for the management of fast food 
business by offering consumer characteristic information. 
Originality/value: This research sheds light on the literature by identifying the moderating effect of healthiness 
on the relationship between price fairness, taste, and repurchase intention of fast food.
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the market aspect, this study adopts taste and price 

fairness as the focal elements. Meanwhile, a drawback 

of fast food is unhealthiness which can cause obesity, 

diabetes, high blood pressure, and depression (Chandon & 

Wansink, 2007; Davis & Carpenter, 2009). In recent, 

healthiness has become crucial market trend in food 

service industry because consuming healthy food is 

the core for maintaining healthy life (Bech-Larsen & 

Grunert, 2003; Choi & Choi, 2018; Lähteenmäki, 

2013; Provencher & Jacob, 2016). Such a trend has 

enforced fast food business to produce healthy menu 

such as Mc wrap and fruit and oat meal (Taste of 

Home, 2018; Women's Health, 2019). Despite of the 

menu development, it is still unclear how consumers 

in fast food market assess the healthy menu in the 

fast food business. The question might be more 

interesting because offering healthy and tasty menu 

and healthy and cheap menu could become influential 

attributes on consumer behavior in fast food business 

domain. Hence, the purpose of this research is to 

explore the effect of healthiness on consumer behavior 

using taste and price fairness as the main elements. 

Additionally, this research selects McDonald's as 

research domain because it possesses the largest share 

in fast food market (Financhill, 2022), indicating that 

numerous individuals are more likely to experience 

McDonald's product. In fact, Seeking Alpha (2022) 

documented that the US market share of McDonald's 

corporation was 39 percent in 2021. Such a fact might 

enable this research to obtain more realistic responses 

from the experience of survey participants.

All things considered, the goal of this research 

is to not only examine the impact of taste and price 

fairness on repurchase intention of fast food but also 

inspect the moderating effect of healthiness on the 

impact of taste and price fairness of fast food on 

repurchase intention. The results of this research 

affiliates research gap to examine the effect of 

healthiness on fast food business context because 

scholars have scarcely explored the relationship 

between healthiness, taste, price fairness, and repurchase 

intention in fast food service domain considering 

moderating effect. Furthermore, the results of this 

study can provide the information for the fast food 

business to allot business budget more efficiently. 

II. Literature Review

A. Repurchase Intention

Repurchase intention is defined as how consumers 

are to pay certain product or service again (Antwi, 

2021;Lin & Lekhawipat, 2014; Wen et al., 2011). 

Repurchase intention brings about revenue growth 

of business as a sort of loyalty behavior; many works 

have chosen repurchase intention as the main attribute 

(Choi et al., 2022; Hume, Mort & Winzar, 2007; 

Sullivan & Kim, 2018; Yi & La, 2004). For instance, 

Liang, Choi and Joppe (2018) selected repurchase 

intention as the dependent variable at the area of 

Air bnb product. Ariffin et al. (2016) explored the 

determinants of green product repurchase intention. 

Chan, To and Chu (2015) used repurchase intention 

as explained attribute for luxury goods. Moreover, 

numerous studies have researched influential attributes 

on repurchase intention in various business domains: 

bank (Herjanto & Amin, 2020), airline (Chen, Li & 

Liu, 2019), grocery retailing (Anshu, Gaur & Singh, 

2022) and food truck (Loh & Hassan, 2021). In the 

area of fast food business research Fungai (2017) 

used repurchase intention as explained attribute. 

Browsing the review of literature, many studies have 

adopted repurchase intention as dependent variable.

B. Taste

Taste refers to consumers' assessment for the food, 

and the appraisal is subjectively associated with 

sensory element (Drewnowski, 1997; Seo & Lee, 

2021; Wang & Yu, 2016;). Previous research alleged 

that consumers' choice of fast food is caused by 

delicious food (Huang & Lu, 2015; Scott, 2005; Warde, 

1997; Wright, Nancarrow & Kwok, 2001). Additionally, 

taste is a sub-dimension of food quality in numerous 

studies (Ghasemi-Varnamkhasti, Mohtasebi & Siadat, 
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2010; Namkung & Jang, 2007; Son & Park, 2018; 

Suhartanto et al., 2019; Warde, 1997). Singh et al. 

(2022) documented that food taste is an element of 

food quality from the view point of customers, and 

its role is very essential for consumer assessment 

in the context of fast food business. Fungai (2017) 

also revealed that food taste exerts positive impact 

on customer retention. Spence and Velasco (2018) 

and Ferreira (2019) displayed that taste is essential 

element to build positive consumer reactions. Zhang, 

Chen and Hu (2019) uncovered that customer loyalty 

is positively influenced by taste. Plus, Srivastava 

(2015) showed that fast food loyalty is affected by 

offering delicious food. Ha and Jang (2010) researched 

ethic restaurant customers and documented that food 

quality is crucial attribute to build higher level of 

loyalty. Prasetyo et al. (2021) also demonstrated that 

sensory elements: taste and look substantially func- 

tioned building higher level of repurchase intention 

of fast food. Hanaysha (2016a) additionally docu- 

mented that fast food quality which is associated 

with the food taste, and it is an imperative attribute 

to account for positive consumer appraisal. Similarly, 

Uddin (2019) and Zhong and Moon (2020) also 

disclosed that food quality played a significant role 

on consumer behavior in the domain of fast food 

business. Given the review of literature, the following 

hypothesis is proposed:

H1: Taste positively impacts on repurchase 

intention. 

C. Price Fairness

Consumers pay for the product because it is worthy 

for payment based on price; price fairness is how 

consumers perceive the product price reasonably (Bei & 

Chiao, 2001; Malc, Mumel & Pisnik, 2016; Xia, 

Monroe & Cox, 2004). Namely, if price level is very 

higher than expectation, consumers evaluate the price 

as irrational piece (Babin, Hardesty & Suter, 2003; 

Richards, Liaukonyte & Streletskaya, 2016). Scholars 

also contended that a merit of fast food is cost- 

efficiency, which leads consumers to choose fast food 

more (Bei & Chiao, 2001; Hanaysha, 2016a; Hanaysha, 

2016b). It suggests that price fairness is worthy to 

inspect in the domain of fast food market. 

Considering the effect of price fairness on consumer 

behavior, Grewal, Hardesty and Iyer (2004) disclosed 

positive association between price fairness and 

repurchase intention. Jin, Line, and Merkebu (2016) 

exhibited positive impact of price fairness on loyalty 

of waterpark. Numerous works offer evidence that 

price fairness causes positive consumer behaviors. 

To be specific, Konuk (2019) explored organic food 

business area, and the results indicated that price 

fairness determines customer loyalty. In the fast food 

business sector, Hanaysha (2016a) and Hanaysha 

(2016b) demonstrated the significant effect of price 

fairness on consumers' intention. Also, Fungai (2017) 

showed that customers purchase fast food again 

because of the affordable price. It thus can be inferred 

that price fairness is critical attribute to explain 

consumer decision making. With respect to the 

literature review, the following is hypothesized: 

H2: Price fairness positively impacts on repurchase 

intention.

D. Healthiness

Healthiness denotes consumers' perception how 

certain food promotes health condition (Bech-Larsen & 

Grunert, 2003; Lähteenmäki, 2013; Yoo, Lee & Jeon, 

2020). Consumers have been more attentive their 

health condition, which brings about the more demand 

of healthy food (Plasek, Lakner & Temesi, 2020; 

Provencher, Polivy & Herman, 2009; Provencher & 

Jacob, 2016;). Scholars also argue that food healthiness 

is related to the nutrition contents: sugar, fat, sodium, 

and calorie because it minimizes the risk of phy- 

siological problem such as high blood pressure, heart 

attack, obesity, and diabetes (Jansson-Boyd & Kobescak, 

2020; Plasek et al., 2020; Rizk & Treat, 2014). 

Therefore, a vast body of literature documented the 

healthiness in the food business domain. For instance, 

Huang and Lu (2016) researched food healthiness 

and packaging which provide nutritional information. 
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Krystallis and Chrysochou (2011) inspected the 

characteristics of food healthiness in the context of 

dairy product market. Yarar, Machiels and Orth 

(2019) also explored the how consumers perceive 

healthiness regarding packaging design. Plus, Yoo 

et al. (2020) documented food healthiness from the 

perspective of grocery store customers. As a similar 

vein, Bech-Larsen and Grunert (2003) investigated 

food healthiness in the domain of function food 

business. Given the review of literature, it implied 

inferred that food healthiness has become an crucial 

issue to investigate. 

Regarding the food healthiness for consumer 

decision making, prior studies documented that 

consumers' decision making depends on multiple 

factors: food healthiness, food taste, and price 

perception at the same time (Hartmann, Furtwaengler, & 

Siegrist, 2022; Plasek, Lanker, & Temesi, 2020; Wang, 

Lin, & Tsai, 2021). In fact, Mergelsberg et al. (2019) 

claimed that food healthiness is considered as the 

criteria for decision making with food taste. Moreover, 

prior research documented that food expenditure 

could be regarded with the healthiness for decision 

making because consumers value more healthy food 

(Nakandala & Lau, 2013; Pechey & Monsivais, 2016). 

By integrating the review of literature, it is rationally 

presumed that fast food consumer behavior regarding 

taste and price fairness of fast food is likely to appear 

as varied manners depending on the perception of 

food healthiness. Current work thus proposes the 

hypotheses as follows:

H3a: Healthiness significantly moderates the asso- 

ciation between taste and repurchase intention.

H3b: Healthiness significantly moderates the asso- 

ciation between price fairness and repurchase 

intention.

III. Method

A. Research Model and Data Collection

Figure 1 presents the research model. The dependent 

variable of this study is repurchase intention. 

Independent variables are taste and price fairness. 

Taste positively affects repurchase intention, and price 

fairness positively impacts on repurchase intention. 

Moreover, healthiness works as the moderating 

variables when repurchase intention is influenced by 

taste and price fairness. This study selected Amazon 

Mechanical Turk (https://www.mturk.com) to collect 

survey responses. Amazon Mechanical Turk has been 

widely used to collect survey data by numerous 

Figure 1. Research model
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studies; the sampling technique was simple random 

sampling because the target of the data collection 

was the public who experienced with McDonald's 

fast food. The quality of data was sound to attain 

remarkable statistical inferences (Ahn & Kwon, 2020; 

Kim & Qu, 2020; Lee, Lee & Moon, 2018). The 

data collection was performed from February 12th, 

2021 to February 16th, 2021. The number of obser- 

vation for statistical analysis 376.

B. Survey Description

This study employed survey instruments to carry 

out data collection with five points Likert scale (1 = 

strongly disagree, 5 = strongly agree). Prior research 

was examined and modified to develop measurement 

items. Considering the definitions of constructs, taste 

is how consumers perceive the fast food as delicious 

manner (Huang & Lu, 2015; Namkung & Jang, 2007; 

Seo & Lee, 2021;Wang & Yu, 2016). Price fairness 

also denotes how customers appraise the price of 

fast food as rational manners (Babin et al., 2003; 

Konuk, 2019;Xia et al., 2004). Healthiness denotes 

consumers' perception how the fast food products 

improves individual health condition (Krystallis & 

Chrysochou, 2011; Lähteenmäki, 2013; Yarar et al., 

2019; Yoo et al., 2020). Last, repurchase intention 

is consumer's intent to buy the fast food product 

again (Anshu et al., 2022; Chen et al., 2019; Loh & 

Hassan, 2021; Wen et al., 2011). Table 1 exhibits 

the measurement items.

C. Data Analysis

This study executed frequency analysis for demo- 

graphic information of survey participants. Confirmatory 

factor analysis (CFA) with factor loadings (cut-off: 

0.5) and construct reliability (cut-off: 0.7) was 

implemented to examine construct validity (Hoyle, 

1995; Hair et al., 2010). 

Then, correlation matrix was employed to ensure 

discriminant validity using the rule that the square 

root of the average variance extracted is greater than 

the correlation coefficient, which stands for the 

discriminant validity of constructs (Fornell & Larcker, 

1981; Hair et al., 2010). For hypothesis testing, this 

study carried out structural equation model. Scholars 

noted that the goodness of fit indices are appraised 

by checking the following items including Q (CMIN/ 

degrees of freedom) < 3; the root mean square residual 

(RMR), the goodness-of-fit index (GFI), the normed 

fit index (NFI), the relative fit index (RFI), the 

incremental fit index (IFI), the Tucker-Lewis index 

(TLI), the comparative fit index (CFI) >.8, and the 

Construct Code Item

Taste

TA1

TA2

TA3

TA4

McDonald's burger is tasty.

McDonald's menu is delicious.

McDonald's food is flavorful.

McDonald's offers tasty food.

Healthiness

HE1

HE2

HE3

HE4

McDonald's food is healthy.

McDonald's food is nutritional.

McDonald's food promotes health condition.

McDonald's food contains healthy ingredient.

Price fairness

PF1

PF2

PF3

PF4

Price of McDonald's product is fair.

Price of McDonald's product is rational.

McDonald's offers acceptable price level.

McDonald's product price is reasonable.

Repurchase intention

RI1

RI2

RI3

RI4

I am going to purchase McDonald's product again.

I will repurchase McDonald's product.

I intend to buy McDonald's product again.

I will make repurchase McDonald's product.

Table 1. Description of measurement
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root mean square error of approximation (RMSEA) < 

.05 (Fornell & Larcker, 1981; Hair et al., 2010). 

For confirming the moderating effect of healthiness, 

the high healthiness group (n=174) and the low 

healthiness group (n=202) were divided initially. χ2 

values for both baseline model and nested model 

were calculated at both models, and both values are 

compared to check whether there is a significance 

difference or not using ∆χ2 statistics. A moderating 

effect was evaluated by the significance of value 

∆χ2 (H0: no moderating effect (∆χ2=0), Ha: 

moderating effect (∆χ2 ≠ 0)), with respect to the 

prior literature (Hair et al., 2010; Hsiao & Lai, 2018; 

Steenkamp & Baumgartner, 1998).

IV. Results 

A. Demographic Information

Table 2 illustrates the demographic information 

of survey respondents. For gender, 207 were male 

participants and 169 were female participants. Table 

2 presents information of age (20-29 years old or 

younger than 20:88, 30-39 years old: 178, 40-49 

years old: 67, 50-59 years old: 22, and Older than 

60 years old: 21) and monthly household income 

(Less than $2,000: 103; Between $2,000 and $3,999: 

120; Between $4,000 and $5,999: 71; Between $6,000 

and $7,999: 34; Between $8,000 and $9,999: 13; 

and More than $10,000: 35). Regarding the monthly 

visiting frequency of McDonalds', it was less than 

1 time for 104 participants, 1-2 times for 173 

participants, 3-5 times for 67 participants, and more 

than 5 times for 32 participants.

B. Confirmatory Factor Analysis and Correlation 
Matrix

Table 3 describes the results of confirmatory factor 

analysis, and the mean values of constructs. The range 

of mean value for taste is from 3.94 to 4.10; the 

range of mean value for healthiness is from 2.50 to 

2.73. Moreover, the mean value ranges of price fairness 

and repurchase intention are 3.64-3.82 and 4.00-4.08 

respectively. Regarding goodness of fit indices, the 

results of confirmatory factor analysis is statistically 

essential (χ2 = 269.405, df = 98, Q(χ2/df) = 2.749, 

RMR = .069, GFI = .912, NFI = .955, RFI = .945, 

IFI = .971, TLI = .964, CFI = .971, and RMSEA = 

.068). All the loading values are greater than the 

threshold value. Plus, construct reliability appeared 

as acceptable level to assess reliability. The results 

present sound convergent validity of measurement. 

Based on the results, four constructs are derived, 

and these are named as taste, price fairness, healthiness, 

and repurchase intention. All constructs consist of 

four items. 

Table 4 displays correlations matrix. All diagonal 

values are square root of average variance extracted, 

and the values are greater than correlation coefficients. 

The results indicate the discriminant validity of 

measurement items. Additionally, taste positively 

correlates with price fairness (r = .384, p<.05), 

healthiness (r = .516, p<.05), and repurchase intention 

(r = .693, p<.05). In addition, price fairness positively 

correlates with repurchase intention (r = .388, p<.05) 

Item Frequency (%)

Male

Female

207(55.1)

169(44.9)

20-29 years old or younger than 20

30-39 years old

4049 years old

50-59 years old

Older than 60s

88(23.4)

178(47.3)

67(17.8)

22(5.9)

21(5.6)

Monthly household income

Less than $2,000

$2,000 and $3,999

$4,000 and $5,999

$6,000 and $7,999

$8,000 and $9,999

More than $10,000 

103(27.4)

120(31.9)

71(18.9)

34(9.0)

13(3.5)

35(9.3)

Monthly visiting frequency

Less than 1 time

1~2 times

3~5 times

More than 5 times

104(27.7)

173(46.0)

67(17.8)

32(8.5)

Total 376(100.0)

Table 2. Demographic information
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and healthiness (r = .312, p<.05). It indicates that 

price might become an essential attribute to both 

food healthiness and repurchase intention. Lastly, 

healthiness positively correlates with repurchase 

intention (r = .333, p<.05). It implied that healthiness 

might become an critical determinant of repurchase 

intention of fast food. 

C. Hypotheses Testing 

Table 5 depicts the hypotheses testing. Repurchase 

intention is positively impacted by taste (β = .638, 

p<.05) and price fairness (β = .143, p<.05). Considering 

moderating effect of healthiness, taste for high 

healthiness (β = .461, p<.05) and low healthiness 

(β = .643, p<.05) positively affects repurchase intention. 

Moreover, repurchase intention is positively influenced 

by price fairness with only high healthiness (β = 

.376, p<.05). The results of structural equation model 

are statistically significant based on goodness of fit 

indices: χ2 = 200.659, df = 51, Q(χ2/df) = 3.934, RMR = 

.066, GFI = .914, NFI = .953, RFI = .940, IFI = 

.965, TLI = .954, CFI = .965, and RMSEA = .088.

Table 6 is the results of structural invariance 

appraisal. The number of high healthiness group is 

174; the number of low healthiness group is 202. 

The goodness of fit indices for baseline model denotes 

the statistical significant of structural equation model 

(χ2 = 463.524, df = 153, Q(χ2/df) = 3.030, RMR = 

.068, GFI = .905, NFI = .945, RFI = .928, IFI = 

.962, TLI = .951, CFI = .962, and RMSEA = .052). 

∆χ2 values presents the significant moderating effect 

of healthiness when taste and price fairness impact 

1 2 3 4

1. Taste 0.878

2. Price fairness 0.384* 0.821

3. Repurchase intention 0.693* 0.388* 0.925

4. Healthiness 0.516* 0.312* 0.333* 0.905

Note: *p<.05, diagonal - square root of AVE

Table 4. Correlation matrix

Construct

(AVE)
Code Mean Loading Construct reliability

Taste

(0.771)

TA1

TA2

TA3

TA4

4.10

3.94

3.98

4.05

0.862

0.863

0.872

0.915

0.931

Healthiness

(0.819)

HE1

HE2

HE3

HE4

2.50

2.73

2.58

2.69

0.930

0.914

0.874

0.900

0.947

Price fairness

(0.674)

PF1

PF2

PF3

PF4

3.67

3.64

3.82

3.82

0.720

0.741

0.895

0.909

0.891

Repurchase intention

(0.856)

RI1

RI2

RI3

RI4

4.08

4.04

4.00

4.04

0.921

0.937

0.910

0.933

0.856

Note: AVE stands for average variance extracted
Goodness of fit indices: Goodness of fit indices: χ2 = 269.405 df = 98, Q(χ2/df) = 2.749 RMR = .069, GFI = .912, 
NFI = .955, RFI = .945, IFI = .971, TLI = .964, CFI = .971, RMSEA = .068

Table 3. Results of confirmatory factor analysis: McDonald's 
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on repurchase intention (∆χ2 =4.065, p<.05) Figure 

2 reports the results of hypotheses testing. The results 

suggest the H1, H2, H3a and H3b are supported.

H Path Standardized β t-value p-value Results

H1 Taste → Repurchase intention .638 12.85 .000 Supported

H2 Price fairness → Repurchase intention .143 3.14 .002 Supported

H3a Taste (H) → Repurchase intention

Taste (L) → Repurchase intention

.461

.643

4.84

10.15

.000

.000

Supported

H3b Price fairness (H) → Attitude

Price fairness (L) → Attitude

.376

.081

4.12

1.41

.000

.159

Supported

Note: *p<.05, High healthiness group (H) (N = 174), Low healthiness group (L) (N = 202)
Goodness of fit indices for structural model: χ2 = 200.659 df = 51 Q(χ2/df) = 3.934 RMR = .066 GFI = .914 NFI = .953 RFI = .940 IFI = .965 
TLI = .954 CFI = .965 RMSEA = .088.
Goodness of fit indices for baseline model (Healthiness): χ2 = 463.524 df = 153 Q(χ2/df) = 3.030 RMR = ..068 GFI = .905 NFI = .945 RFI = .928 
IFI = .962 TLI = .951 CFI = .962 RMSEA = .052.

Table 5. Results of hypotheses testing

Path
High healthiness

β (t-value)

Low healthiness

β(t-value)

Baseline model 

χ2 (df)

Nested model 

χ2 (df)

Taste → Repurchase intention

Price fairness → Repurchase intention

.461(4.84)*

.376(4.12)*
.643(10.15)*

.081(1.41)

χ2 = 463.524 

(153)

χ2 = 467.589 

(155)

Note: *p<.05, High healthiness group (H) (n = 174), Low healthiness group (L) (n = 202)
Goodness of fit indices for baseline model (Healthiness): χ2 = 463.524 df = 153 Q(χ2/df) = 3.030 RMR = .068 GFI = .905 NFI = .945 
RFI = .928 IFI = .962 TLI = .951 CFI = .962 RMSEA = .052.
Chi-square difference test: ∆χ2 = 467.589-463.524 = 4.065* H3a and H3b are supported 

Table 6. The structural invariance assessment for health concern

Figure 2. Results of hypotheses testing
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V. Discussion

The aim of this research is to explore the structural 

relationship between taste, price fairness, healthiness, 

and repurchase intention. The results present that 

taste and price fairness play a pivotal role elevating 

consumers repurchase intention of fast food. Regarding 

magnitude, the effect of taste is stronger than the 

impact of price fairness. It indicates that tasty food 

is the strongest motivation to buy fast food again 

from the view point of consumers. This work also 

examined the moderating effect of healthiness; it is 

found that healthiness significantly moderates the 

association between taste and repurchase intention. 

To be specific, consumers perceiving low healthiness 

exerts stronger positive impact on repurchase intention 

than consumers with high healthiness. It implies that 

low healthiness perception is likely to cause the effect 

of taste on repurchase intention as stronger manners 

because low healthiness is linked with high calorie, 

sugar and sodium level. In other words, high 

healthiness food might contain less sugar and sodium 

as well as low calorie, which might become the 

opposite direction regarding the fast food consumers' 

expectation: pursuing pungent taste. Moreover, the 

results revealed that the relationship between price 

fairness and repurchase intention is positively 

moderated by price fairness, meaning that high level 

of healthiness with the perception of price fairness 

leads fast food customers to pay more for the product. 

It implies that low healthiness perception group is 

likely to cause the effect of taste on repurchase 

intention as stronger manners. It might be because 

low healthiness is linked with high calorie, sugar 

and sodium level. In other words, high healthiness 

food might contain less sugar and sodium as well 

as low calorie, which might become the opposite 

direction regarding the fast food consumers' expect- 

ation: pursuing pungent taste. Moreover, the results 

revealed that the relationship between price fairness 

and repurchase intention is significantly moderated 

by healthiness. Namely, higher level of healthiness 

group only exerted significant effect of price fairness 

on repurchasing intention. In detail, it can be inferred 

that high level of healthiness group with the perception 

of price fairness leads fast food customers to choose 

more the fast food restaurant. Considering descriptive 

statistics, consumers assessed the fast food as quite 

tasty manners, and the price level of fast food is 

reasonable. However, the appraisal for the healthiness 

of fast food is somewhat negative. It can be inferred 

that fast food is cheap and delicious; it is somewhat 

unhealthy from the perspective of market.

VI. Conclusion

A. Theoretical Contribution and Practical 
Implications

This study contributes to the literature by clarifying 

the association among taste, price fairness, healthiness, 

and repurchase intention in the area of fast food 

management. Despite such a research gap, extant 

literature has scantly scrutinized the effect of 

healthiness on the consumer perception in the domain 

of fast food restaurant consumers. In order to 

streamline such a research gap, this study scrutinized 

the moderating effect of healthiness, and significant 

impact was ensured. By doing so, this study sheds 

light on the literature by refining the association 

among four attributes: repurchase intention, taste, 

price fairness, and healthiness. Furthermore, the 

results of this research is externally validated by 

unveiling the impact of taste (Fungai, 2017; Srivastava, 

2015; Ferreira, 2019; Zhang et al. ,2019) and price 

fairness (Fungai, 2017; Hanaysha, 2016; Jin et al., 

2016; Konuk, 2019) on repurchase intention of fast 

food by suggesting that fast food customers choose 

fast food again because it is inexpensive and delicious. 

There are practical implications. First, fast food 

managers could allocate their resource to improve 

food taste. Food taste could be upgraded by developing 

new menu and better quality of food ingredient. Since 

food taste is very influential, fast food managers are 

likely to prioritize this element. Moreover, fast food 
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managers might concentrate more on their food 

ingredient suppliers: farmer, processing, and distribution 

companies because ingredient quality could be assured 

through consistent administration of suppliers. In 

addition, fast food managers could become more 

cautious for changing the price because price variation 

can undermine the price fairness, which might result 

in pertaining more repeat guests. Next, fast food 

managers need to carefully approach to healthy menu 

development because it might be able to contradict 

the consumers' expectation which is linked with the 

delicious food and low-cost, although market has 

been interested in healthy food. Namely, fast food 

managers might need to consider that market 

anticipates tasty food with affordable price rather 

than healthiness. If fast food taste is impaired by 

the consideration of healthiness, it could become fatal 

for the business because they can lose their loyal 

customers. However, fast food managers could 

consider that high healthiness segment is willing to 

pay more for the healthy product. In sum, releasing 

healthy menu or modifying current menu focusing 

on healthiness could be considered conservatively 

because it is likely to become double-edged sword.

B. Limitations

This study is not free from limitations. First, the 

variables of this research is constrained as four 

attribute: taste, price fairness, healthiness, and 

repurchase intention. In other words, future research 

might consider more various elements to explain 

consumer behaviors considering more diverse 

moderating variables. In addition, the domain of this 

research is limited to McDonald's corporation case. 

Therefore, the applicability of implication could be 

approached carefully. In order to minimize such a 

research gap, future research needs to consider more 

general cases. 
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