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A B S T R A C T   

Although considerable research has been done on the role of a health goal in food choices, little effort is devoted 
to the contexts intervening between the health goal and choices and its relationship with taste and price in the 
congruent non-conflicting versus the incongruent conflicting choice context. The present research experimentally 
examined through an online study, with 1303 participants, the process through which the health goal affects 
food choices taking into account both the congruent non-conflicting and the incongruent conflicting choice 
contexts. Furthermore, the study examined whether the impact of the health goal on these choices would be 
mediated by taste perceptions evoked by the products’ imagery. Results show that when the health goal is 
activated in a non-conflicting (vs. conflicting) choice context, the consumers are more likely to choose more 
expensive (vs. cheaper) products. The consumers’ expected product taste further mediate this effect of the health 
goal on the product choice, where a non-conflicting (vs. conflicting) choice-set additionally intensifies the 
consumers’ taste perceptions, producing a congruent healthy – tasty relationship. These findings suggest that the 
health goals do not always invoke incongruence with taste, at least in the context of products perceived as 
naturally healthy. For a broader market, this effect could actually be a blessing in disguise, where health-related 
communication efforts effectively inducing congruence with taste, would be more capable of catering the con-
sumers’ food choices.   

1. Introduction 

There is a persistent health trend in the food market (Grunert, 2017). 
The central drivers of this development are related to noncommunicable 
diseases (NCDs), including cardiovascular diseases, cancer, diabetes and 
chronic lung diseases, which together are responsible for almost 71% of 
all deaths worldwide, where risk factors such as overweight, physical 
inactivity, and unhealthy diet all increase the risk of NCDs (WHO, 2021). 
More than ever the consumers understand the food-health relationship 
resulting in food getting an even more central place in the consumers’ 
lives (Aschemann-Witzel et al., 2013; Banovic & Otterbring, 2021). This 
is supported by the European public policies promoting healthier eating 
and targeting nutrition-related diseases (Capacci et al., 2012). The food 
companies recognizing this tendency are launching products with a 
health positioning in attempt to brand their image through a health 
angle. Nonetheless, a concern on how offering healthiness affects the 
consumers’ food choices still remains, as it previously has been shown to 
have a differing effect depending on the culture, products, and context 
(Goldsmith, Friedman, & Dhar, 2019; Jo & Lusk, 2018; Raghunathan, 

Naylor, & Hoyer, 2006; Werle, Trendel, & Ardito, 2013). 
Choosing which food to eat is one of the most ordinary everyday 

activities, where consumers are influenced by different motives or goals 
(e.g., health, taste, price). As the consumers’ food choices are often 
driven by multiple underlying motives, they may take actions that are 
congruent or incongruent with the focal goal, depending on the context 
(Finkelstein & Fishbach, 2010; Goldsmith et al., 2019). For example, 
when only a health goal is considered in a non-conflicting health 
context, it is expected that consumers more likely will be consistent and 
eat healthy. However, this is not clear when all the available choice 
options conflict with the health goal. Previous research shows contra-
dicting results. Some studies show that the consumers rely heavily on 
heuristics and lay beliefs indicating incongruence between health and 
taste (i.e., healthy – less tasty; unhealthy – tasty) (Huang & Wu, 2016; 
Raghunathan et al., 2006), while others show a more congruent rela-
tionship (i.e., healthy – tasty) (Banović, Grunert, Barreira, & Fontes, 
2009; Jo & Lusk, 2018; Werle et al., 2013). When a health-price rela-
tionship is involved, research indicates that consumers choose more 
expensive food believing it to be healthier (Banovic, Reinders, Claret, 
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Guerrero, & Krystallis, 2019; Haws, Reczek, & Sample, 2017). Besides 
some notable studies (Jo & Lusk, 2018) that demonstrate joint effects of 
health, taste, and price perceptions on food choices, less is known about 
the effect of the health goal and its relationship with taste and price in 
the contexts where all available options conflict with this goal and vice 
versa. For the food companies and policy makers to adequately respond 
and support the health trend, the promotion and positioning needs to be 
adapted to different contexts in which the consumers handle decision 
processes. 

The main aim of this study is to experimentally investigate whether 
prior exposures to a health goal message would influence the consumers’ 
taste perceptions in a congruent way (i.e., healthy – tasty) or incon-
gruent way (i.e., healthy – less tasty) when subsequently confronted 
with a non-conflicting versus conflicting choice context (i.e., healthy vs. 
unhealthy choice-set). We also examine if taste perceptions would 
mediate above the effects on choice, inhibiting or evoking congruency 
with the choice-set price (e.g., healthy – tasty – expensive). Fig. 1 pre-
sents our conceptual model. 

We treat the health goal as a cognitive representation that guides 
consumer choices towards a desirable congruent choice in a non- 
conflicting choice context. However, in a conflicting choice context 
(with undesirable unhealthy options) the decisions are geared/shifted 
towards a justification of the choice evoked by the choice-set (Markman 
& Brendl, 2000). We further assume that healthiness is a credence 
characteristics that cannot be seen or tasted, which only updates existing 
health beliefs (Grunert, 2005). It is thus facilitated by search and 
experience perceptions, such as price and taste, which could be ascer-
tained when buying and consuming the products. In fact, experience 
attributes are more likely to be disconfirmed (i.e., less tasty) than 
credence attributes that usually do not disconfirm the expectations, as 
they are difficult to ascertain even after use (Banović et al., 2009). This is 
mainly because food purchases and experiences (i.e. trial) bring evi-
dence of price and taste claims but not about the health. It follows that if 
experience itself could affect health beliefs, then the effect of the health 
information on choice could be enabled or inhibited by the taste. Thus, it 
would be reasonable to assume that if health is an active goal, taste 
perceptions could mediate its effect on subsequent choices. However, 
this mediation could differ depending on the choice context (non-con-
flicting vs. conflicting). 

We investigated the above relationships in the context of the Bra-
zilian consumer. Even though Brazil is one of the world’s largest fish 
producers, and fishing represents a significant source of the income for 
Brazil (FAO, 2020), Brazilian consumers eat very little fish in general, 
accounting for only 9 kg per capita a year (FAOSTAT, 2021). The main 
underlying reasons found for this low fish consumption are price, taste, 
and health issues (Baptista, Rodrigues, & Sant’Ana, 2020; Mitterer- 
Daltoé, Queiroz, Fiszman, & Varela, 2014). To be able to develop suit-
able strategies to increase the consumers’ consumption of fish, a better 
understanding of the consumers’ fish choices is of key importance. 
Therefore, in this study, we account for the role of a health goal on the 
fish product choice, and its relationship with taste and price in the 
congruent non-conflicting (vs. incongruent) conflicting choice context 
taking into account the Brazilian consumers. 

2. Methodology 

We designed an online experiment to investigate the effect of the 
health goal and its relationship with taste and price in the context where 
all available choice-set options do not conflict with the health goal, 
versus when all the options in the choice-set conflict with the health 
goal. We assumed congruent actions (i.e., healthy goal – expensive) 
when the choice-set options do not conflict with the active health goal (i. 
e., congruent, healthy choice-set). In contrast, we assumed that when 
conflicting choice-set (i.e., incongruent, unhealthy choice-set) is present 
the consumers choices would be geared towards justifying the choice-set 
(i.e., unhealthy – cheaper). Finally, we anticipated that this effect would 
be mediated by taste perceptions that will enhance (or inhibit) the effect 
of the health goal depending on the context (non-conflicting vs. con-
flicting), see Fig. 1. 

2.1. Stimuli choice-set and the pretest 

The main product selection, i.e., fish, was based on the rationale that 
the fish is perceived as part of a healthy diet (Banovic et al., 2019). 
Further, stimuli selection for the choice-set, i.e., healthy options, grilled 
fish (GF) vs. unhealthy choice-set options, fried fish (FF)) was based on 
the premise that grilled options are perceived as healthier than fried 
ones (Mitterer-Daltoé et al., 2014). 

The choice-sets were presented with the low and high price options, 
called “classic” (priced R$45) and “premium” (priced R$65). Stimuli 
showing grilled fish (GF: classic vs. premium) were selected as a non- 
conflicting choice-set, while the fried fish (FF: classic vs. premium) 
were selected as a conflicting choice-set (Fig. 2). 

An online pretest was conducted with 81 Brazilian participants from 
Amazon’s Mechanical Turk (MTurk, 2021) by using Qualtrics (2020) 
software. The image pretest first checked in both conditions (GF vs. FF) 
and on two items, if the participants agree or disagree whether the 
depicted options are grilled fish or fried fish on a 7-point Likert scale. It 
confirmed a selection through a t-test analysis showing that GF options 
were recognized as grilled fish (GF: t(80) = 11.49, p < 0.001, MGF =

6.48, MFF = 2.62,), while FF options were recognized as fried fish (FF: t 
(80) = 4.17, p < 0.001, MFF = 6.09, MGF = 4.33). To test for the health 
goal, and whether or not the choice-set (classic vs. premium) conflicts 
with this goal, the participants in both conditions were asked to state to 
what extent choosing either of the depicted options would conflict with 
a health goal (7-point bipolar scale: 1 – definitely conflicts with a health 
goal, 7 – do not conflict with a health goal). The pretest also showed 

Fig. 1. Conceptual model.  
Fig. 2. Experimental stimuli. Source: Images used only for research purposes to 
promote science. 
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through a t-test analysis that the GF choice-set when compared to the FF 
choice-set was seen as non-conflicting with a health goal (t(82) = 5.50, p 
< 0.001, MGF = 5.93, MFF = 3.79). 

2.2. Participants, procedure and measures 

The online experiment was in the format of a 2 × 2 factorial research 
design: 2 goals (health goal vs. control) × 2 choice-sets: non-conflicting 
(represented by grilled fish, GF: classic vs. premium) vs. conflicting 
(represented by fried fish, FF: classic vs. premium). In the design, goals 
and choice-sets were treated as the independent variables or factors, 
while choice was the dependent variable. To operationalize the design, 
four paired stimuli were used for the choice-sets (Fig. 2), while for the 
health goal the message used was: “You can make yourself healthier! Eat 
fish from a Brazilian aquaculture.” 

In an online experimental study, a total of 1303 participants were 
randomly assigned to one of the four conditions: 2 goals (health goal vs. 
control) × 2 choice-sets (non-conflicting vs. conflicting). All the data for 
the main study was also collected through Qualtrics (2020) software. All 
the participants were regular fish consumers, consuming fish more than 
once a month, while those individuals who did not consume fish were 
screened out from the experiment. The participants were also main 
responsible or had a shared responsibility for the household purchases. 
The sample was representative of the Brazilian population recruited via 
an ESOMAR (European Society for Opinion and Marketing Research) 
accredited market research agency (ICC/ESOMAR, 2016). Ethical 
approval was granted by the University’s ethical committee. With 
approximately 320 participants per condition, no significant differences 
have been observed in terms of the participants’ age (Maverage = 36, F =
201, p = 0.111) and gender (50% female, χ2 = 5.21, p = 0.157). 

The online experiments started by asking the participants to imagine 
a real-life purchase situation searching to buy fish from Brazilian 
aquaculture to prepare a meal for their friends and family. Participants 
in the control condition did not receive any further instructions, while 
participants in the health goal condition received the above mentioned 
message. Subsequently, the participants were exposed to one of the 
choice-set conditions (i.e., non-conflicting (GF) vs. conflicting (FF)). 
They were first asked to indicate their taste perceptions evoked by the 
stimuli using one item: “It is very important to me when fish is on the 
menu due to its good taste.” measured on a 7-point Likert scale (Steptoe, 
Pollard, & Wardle, 1995), and choose among classic (i.e., cheaper) vs. 
premium (i.e., expensive) option. 

For a price manipulation check, participants indicated if they 
thought that the prices of each option in the choice-set (classic vs. pre-
mium) were “too low”-“too high”, measured on the 7-point semantic 
differential scale. Free elicitation of the fair price followed for both the 
choice-set options. The experiment ended with socio-demographics 
questions. 

2.3. Data analyses 

All the manipulation checks were assessed using the t-test analyses. 
To estimate the overall model provided in Fig. 1, data from the online 
experiment was first analyzed by means of binary logistic regression to 
assess the probability of participants choosing classic (i.e., cheaper) vs. 
premium (i.e., expensive) options given the goal and choice-sets 
experimental conditions, which acted as predictors while the product 
choice was a dependent variable. Both the main and interaction effects 
of the experimental conditions were considered. Further, the one-way 
ANCOVA (analysis of covariance) assessed both the main and interac-
tion effects of the experimental conditions (factors) on the taste per-
ceptions that acted as the dependent variable. Finally, to test whether 
the impact of goals and choice-sets experimental conditions on choice 
would be mediated by participants’ perceived expectations regarding 
taste (Fig. 1), a moderated mediation analysis was conducted in 
PROCESSV3.3, using Model 8 as recommended by Hayes (2017). The 

experimental goal condition (health vs. control) was the predictor, while 
the choice-set condition (non-conflicting vs. conflicting) served as the 
moderator; taste perceptions (continuous) was the mediator, and choice 
was the dependent variable. All the above analyses have been conducted 
in SPSS 27.0 (IBMCorp., 2020). 

3. Results 

3.1. Manipulation check 

The stimuli manipulation check (as in the pretest) showed that 
manipulation worked and grilled and fried fish were recognized as such 
(GF: t(1321) = 18.32, p < 0.001, MGF = 5.70, MFF = 4.00; FF: t(1321) =
22.17, p < 0.001, MFF = 5.50, MGF = 3.50). The health goal check also 
showed that the GF (grilled fish) options when compared to the FF (fried 
fish) options were seen as non-conflicting to the health goal (t(1321) =
4.14, p < 0.001, MGF = 4.81, MFF = 3.71). The price manipulation check 
showed no significant differences between the conditions regarding the 
price perceptions for both the classic (t(1321) = 1.28, p = 0.201) and 
premium (t(1321) = 1.63, p = 0.103) options. On average, across con-
ditions the premium options were considered to be more expensive 
(Classic: MGF = 4.75, MFF = 4.87; Premium: MGF = 60.05, MFF = 5.93). 
Free elicitation of the fair price showed no significant differences be-
tween the two conditions for both the classic (t(1096) = 10.05, p = 0.29, 
MGFprice = 41.21 R$, MFFprice = 400.05 R$) and premium (t(1096) =
0.88, p = 0.38, MGFprice = 29.54 R$, MFFprice = 28.90 R$) options. 

3.2. Goal and choice-set condition effect on choice 

First, we examined whether the goal experimental condition (health 
vs. control) influenced the participants’ choice (i.e., classic vs. pre-
mium). The results of the binary logistic regression showed a significant 
main effect of the goal condition on choice, EXP(β) = 1.39 [95%CI = L: 
1.12, U: 1.74], Wald = 8.74, p = 0.003, where odds of selecting pre-
mium, the more expensive option were higher for the health goal con-
dition than for the control condition. Indeed, participants in the healthy 
goal condition are more likely to choose the premium option than the 
lower-priced, classic option (PHealth = 63% vs. PControl = 55%; χ2(1) =
8.77, p < 0.001). These results confirmed the existence of the healthy- 
expensive relationship, showing that beliefs about product healthiness 
evoke congruence with the higher price. 

Further, the analysis of the choice-set condition effect also revealed a 
significant main effect of this experimental condition on choice (i.e., 
classic vs. premium), EXP(β) = 7.61 [95%CI = L: 5.93, U: 9.78], Wald =
252.78, p < 0.001), where odds of selecting the more expensive pre-
mium option were higher for the non-conflicting choice-set (GF) when 
compared to the conflicting choice-set (FF). Specifically, the participants 
in the non-conflicting choice-set (GF) compared to the conflicting 
choice-set (FF) were significantly more likely to choose the premium 
option (Pnon-conflicting = 81% vs. Pconflicting = 36%; χ2(1) = 289.20, p <
0.001). Participants were more likely to be consistent in their choices 
and choose an expensive product option when the non-conflicting, 
healthy choice options were presented. 

Finally, as expected, a significant interaction effect between the goal 
and choice-set conditions on choice was found (EXP(β) = 7.61 [95%CI 
= L: 5.32, U: 10.87], Wald = 124.29, p < 0.001). The pairwise com-
parisons among the four experimental conditions further showed sig-
nificant differences between their effect on choice (χ2(3) = 172.92, p <
0.001). It revealed that when the participants made choices between the 
options that did not conflict with a health goal (i.e., GF – two grilled 
fish), those in the health goal condition (when compared to the control) 
were significantly more likely to choose the more expensive, premium 
option, (PHealth(non-conflicting) = 88% vs. PControl(non-conflicting) = 74%). In 
contrast, when the participants chose between two conflicting options (i. 
e., FF – two fried fish), those in the control condition (when compared to 
the health goal condition) were less likely to choose the premium option 
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(PControl(conflicting) = 33% vs. PHealth(conflicting) = 38%), see Fig. 3. Thus, 
when the health goal activated in the congruent healthy, non-conflicting 
(vs. unhealthy, conflicting) context the participants are more likely to 
choose the more expensive options further strengthening healthy- 
expensive relationship. 

3.3. Goal and choice-set condition effect on expected taste perception 

We conducted ANCOVA to examine whether the experimental con-
ditions influenced the participants’ taste perceptions in a congruent or 
incongruent way. We found a significant main effect of the goal condi-
tion (F(1, 1322) = 99.39, p < 0.001) and choice-set condition (F(1, 
1322) = 13.55, p < 0.001) on taste perceptions, as well as their inter-
action effect (F(3, 1320) = 4.02, p = 0.045). The participants in the 
health goal condition reported significantly higher taste perceptions for 
both the non-conflicting (MHealth(non-conflicting) = 6.09, SD = 1.20) and 
the conflicting choice-set (MHealth(conflicting) = 5.96, SD = 1.35) than 
participants in the control condition (MControl(non-conflicting) = 5.48, SD =
1.39; MControl(conflicting) = 50.05, SD = 1.59), see Fig. 4. However, in both 
conditions higher taste perceptions were assigned to the non-conflicting 
choice-set (i.e., grilled fish). The conflicting condition had a negative 
effect on the taste perceptions, where participants considered the un-
healthy products to be less tasty when compared to the non-conflicting 
condition. This was not the case for the non-conflicting condition where 
the healthy products were also seen as tasty. 

3.4. Moderated mediation of the expected taste perception on choice 

Consistent with the previous results, moderated mediation analysis 
showed that the direct effect of goal condition on the taste perceptions 
was positive and significant (β = 0.91, t = 7.87, p < 0.001), with the 
participants in the health condition scoring higher on taste perceptions. 
Regarding the choice-set condition, the results also showed significant 
positive direct effect on the taste perceptions (β = 0.43, t = 3.31, p <
0.001), indicating that the participants in the non-conflicting condition 
generally reported higher taste perceptions than those in the conflicting 
condition. Central to our assumptions, these conditions interacted to 
influence the participants’ taste perceptions (b = -0.31, t = -2.00, p =
0.045). A bootstrapping procedure (N = 5000 samples) at 95% confi-
dence intervals (CIs), further confirmed that the conditional effect of the 
health goal on taste perception was significantly demonstrating that the 
health goal increased taste perceptions among the participants in the 
non-conflicting choice-set (95% CI = [0.42, 0.80]), as well as among 

those in the conflicting choice-set (95% CI = [0.68, 1.14]). Further, the 
participants’ taste perceptions significantly affected their choice (b =
0.11, Z = 2.10, p = 0.036), as those having higher taste perceptions were 
more likely to choose more expensive options. Previously, a significant 
effect of the goal condition (as demonstrated above) was reduced to non- 
significance (b = 0.10, t = 0.61, p = 0.543), indicating that taste per-
ceptions fully mediate the effect of the goal condition on the partici-
pants’ choices. The index of moderated mediation was significant 
(Index: 0.03, 95% CI = [0.01, 0.09]) showing that the conditional in-
direct effect of the goal condition through taste perception on choice was 
different from zero for the participants in the non-conflicting condition 
(95% CI = [0.01, 0.12]), as well as for the participants in the conflicting 
condition (95% CI = [0.01, 0.18]). Finally, the interaction effect of goal 
and choice-set condition on choice was significant (b = 0.78, Z = 2.91, p 
= 0.004). The conditional effect of goal was significant only for the 
participants in the non-conflicting condition (95% CI = [0.47, 1.30]), 
but not for the participants in the conflicting condition (95% CI = [-0.23, 
0.43]). The above findings demonstrated that the participants in the 
health goal condition are more likely to choose congruently by selecting 
more expensive, premium product options when the non-conflicting 
choice-set is available, and that this relationship is mediated by taste 
perceptions, thus confirming our assumptions on the healthy-tasty- 
expensive relationship. 

3.5. Robustness check 

To show robustness of our results, we tested whether the same 
moderated mediation applies to the price perceptions (continuous, α =
0.78) (Steptoe et al., 1995). This analysis would additionally validate 
that our manipulation not only had an impact on the participants’ taste 
perceptions and subsequent choice, but it would also show that the ex-
pected taste perceptions may produce a congruent downstream effect on 
the price perceptions. Therefore, we conducted another moderated 
mediation analysis, in which we used price as our outcome variable. 
Results showed similar interaction effect of the health goal and choice- 
set condition on the participants’ taste perceptions (b = -0.31, t =
-20.01, p = 0.045), and that the taste perceptions were significantly 
associated with the participants’ price perceptions (b = 0.32, t = 7.56, p 
< 0.001). Notably, the moderated mediation was also significant (Index: 
− 0.10, 95% CI = [-0.20, − 0.01]). This further validated our above re-
sults demonstrating that the taste perceptions besides affecting the 
participants’ subsequent choices also yields a congruent influence on the 
price perceptions. 

Fig. 3. Effect of goal and choice-set condition on product choice.  
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4. Discussion 

Offering healthy products and health arguments in the communica-
tion are repeatedly suggested to inspire healthier eating. Even so, it is 
important to consider how this health information affects consumer 
choices, as previous research has indicated different effects depending 
on the culture, products and choice context (Goldsmith et al., 2019; 
Huang & Wu, 2016; Jo & Lusk, 2018; Raghunathan et al., 2006; Werle 
et al., 2013). We extend these studies by looking at the Brazilian con-
sumers and inherently healthy product; fish, while at the same time 
investigating consumers’ inter-related views of health, taste and price on 
choice, considering also the non-conflicting congruent (vs. incongruent) 
choice context. 

Our results indicate that when a health goal is activated in a desirable 
non-conflicting choice context, consumers are more likely to choose 
congruently – by selecting more expensive, premium products. This 
indicates that when a health goal is activated, healthy products are seen 
as more expensive, as previous research also demonstrates (Banovic 
et al., 2019). Interestingly, additionally we found that even when the 
health goal was inactive, the choice-set perceived as healthy prompted 
the consumers to choose a more expensive option, pointing to the fact 
that even when no health message is provided mere beliefs about 
product healthiness can evoke the healthy-expensive relationship. 

Further, we found a positive relationship between the health goal 
and the taste perceptions, as shown in some studies (Banović et al., 
2009; Jo & Lusk, 2018; Werle et al., 2013) and contradicting others 
(Huang & Wu, 2016; Raghunathan et al., 2006). This points to the fact 
that with some inherently healthy products – in our case fish (Mitterer- 
Daltoé et al., 2014) – communication underlying the health benefit does 
not always invoke the assumption that the product is less tasty. It shows 
that an aura of healthiness for some products could be assisted by taste. 
However, some attention is needed here, as we additionally found a 
pronounced positive influence of the health goal on taste perceptions 
even when the conflicting unhealthy choice context was presented 
(although significantly less than in the healthy context) (Fig. 4). 
Furthermore, as demonstrated, this influence has a mediating and a 
downstream effect on the subsequent choices indicating that by simply 
attaching a health message to even the unhealthy options appears to 
make the consumers perceive the food as tasty. This precarious effect 
should not be ignored, as it influences the consumers’ subsequent food 
choices, and it may increase food consumption, as products framed as 
healthy would cause an increased consumption (Finkelstein & Fishbach, 
2010). 

4.1. Limitations and future research 

The present online experimental study on the role of the health goal 
in the congruent non-conflicting and incongruent conflicting choice 
contexts has limitations that could further lead to important results in 
the future research. First, we tested real-life stimuli through an online 
experiment and not in a real market setting. Even though we have 
introduced a cheap-talk script (Banovic et al., 2019) to reduce the hy-
pothetical and confirmation bias of participants overstating and 
choosing the more expensive product; future studies could address the 
above limitation by conducting real choice experiments (Michaud, 
Llerena, & Joly, 2013) and/or field experiments (Cadario & Chandon, 
2020). Doing so will further our understanding of the actual consumers’ 
choices when a health goal is activated in a non-conflicting (vs. con-
flicting) choice context and provide a more nuanced portrayal of our 
results. Second, we measured the consumers’ taste perceptions, showing 
that it mediated the effect of the health goal on the product choice, only 
by assessing the consumers’ expectations of the visualized products, and 
not taking into account the actual taste experience and product trial. 
Future research could combine our experimental approach with the 
sensory study to provide more demonstrative picture of the consumers’ 
concrete taste experience and its role in mediating the effect of the 
health goal on product choices. This exploration could be particularly 
important for the public health purposes. It would further unravel how 
the consumers’ food choices could be steered towards healthier food 
options using the taste of the product as the mediator. Lastly, the 
repetition of our experimental study in other countries could be further 
beneficial to extend our understanding of the finding that the health 
goals do not always invoke an incongruence with taste perceptions, 
particularly in the context of products that are perceived as inherently 
healthy. 

5. Conclusions 

Our results suggest that food companies and policy makers should 
carefully consider the impact of health information on the consumers’ 
perceptions of taste and price in both healthy and unhealthy choice 
contexts. That is because health information can be effectively sup-
ported through taste, establishing healthier food choices but can, on the 
other hand, backfire in the unhealthy choice contexts. Managers should 
consider the fact that products perceived as naturally healthy, such as 
fish, do not always invoke being less tasty (at least in Brazil and healthy 
choice contexts). Thus, for a broader market and for the consumers that 

Fig. 4. Effect of goal and choice-set condition on taste perceptions.  
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do not pay attention to the health information, the impression of 
healthiness could be supported by emphasizing taste, where health 
messages could be used as a supplement. Nevertheless, the above 
highlights the need to disentangle further health beliefs from taste and 
price perceptions in different contexts. This would be both significant for 
the companies but also for public health purposes, as it would enable to 
influence the consumers’ food choices towards healthier food options 
more effectively. 
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