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Abstract
For small retailers, surviving and standing out in a highly competitive environment has always been a critical issue in business management. From a consumer perspective, this paper attempts to analyze how motivations toward small retailers influence hedonic value and behavioral intentions. Specifically, the primary purpose of this study is to investigate and analyze the relationships among familiarity, novelty, hedonic value, and behavioral intentions of consumers at small fried chicken retail stores, the mediating role of hedonic value, and to provide management implications. This study collected 368 valid questionnaires through a survey method. The findings indicate that there are significant and positive correlations between the variables; all hypotheses were supported, and the mediating role of hedonic value was also confirmed. The study suggests that fried chicken enterprises should focus on enhancing familiarity and novelty to increase consumers' behavioral intentions toward their stores.
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1. Introduction
Globally, small and medium-sized enterprises (SMEs) account for more than 90% of all businesses (World Bank, 2019). Their dominance as the primary enterprise type highlights their significant economic importance (Lee & Park, 2024). Small retailers, in particular, contribute significantly to job creation and economic growth within local communities. Consequently, understanding the success factors of small businesses is vital for local economies (Nadim & Lussier, 2015). However, current research on the factors influencing consumer decision-making when choosing small retailers remains limited (Lee & Park, 2024).
    Furthermore, compared to large retailers, small retailers cannot offer as much space, a wider variety of merchandise, or frequent promotional activities. This makes it difficult for consumers to obtain better prices or a more convenient shopping experience. Previous studies have identified factors such as quality, variety, one-stop shopping, price, speed, service, geographic location, pre-purchase information, and shopping atmosphere as key determinants of store choice (Brooks et al., 2004; Morschett et al., 2005; Sinha & Banerjee, 2004). Nevertheless, fewer studies have focused on the hedonic value for small retail consumers. Thus, a theoretical gap exists regarding the relationship between hedonic value and consumer behavior in the context of small retailers.
    Additionally, motivation is widely recognized as a critical factor influencing consumer behavior (Jarratt, 1996). Shopping motivation is related to the needs and desires that drive consumers’ choice of stores (Sheth, 1983). It affects the time and effort consumers invest in interpreting perceptual information, as different consumers may evaluate the same stimuli in a retail environment differently (Luomala, 2003; Mowen & Minor, 2001). Hedonic value is also a form of shopping motivation, driven by the desire for enjoyment, fun, and pleasure during the shopping process. Beyond hedonic value, some consumers are accustomed to purchasing products in familiar places, while others seek novelty or new experiences (Yen, 2025). The former is referred to as familiarity, and the latter as novelty. Research has confirmed that both familiarity and novelty significantly influence consumer behaviors such as word-of-mouth, recommendations, and revisit intentions (Yen, 2025). However, minimal research has analyzed the consumer behavior of small retailers, specifically the correlation between familiarity, novelty, and behavior.
    Based on the above, the primary purpose of this study is to investigate the relationship between the motivations and behaviors of small retail consumers. Specifically, motivations include hedonic value (hedonic motivation), familiarity, and novelty, while behavior refers to the behavioral intentions of small retail consumers. The "relationship" here pertains to the causal and mediating relationships among these variables. To be precise, the objectives of this research include examining the current status and correlations among perceived hedonic value, familiarity, novelty, and behavioral intentions, the mediating role of hedonic value, and providing management implications.
    Small fried chicken shops primarily offer fast food service to satisfy the needs of neighborhood residents for dining and enjoying family leisure time. Given the research objectives and feasibility, this sector is suitable as an empirical industry. To achieve the research goals, this study selects the Z-brand small fried chicken shop in Huishui County, Guizhou Province, as the empirical case. This study will investigate the familiarity, novelty, hedonic value, and behavioral intentions of consumers at this small retailer.

2. Literature Review
The Theory of Planned Behavior (TPB) posits that an individual's behavior is influenced by their attitude, perceived behavioral control, and subjective norms (Ajzen, 1991). This theory asserts that these three factors significantly affect behavioral intention (Lu & Shi, 2024). Behavioral intention generally encompasses dimensions such as word-of-mouth (WOM), recommendations, repurchase intention, and willingness to pay (price tolerance), as detailed below.
    Word-of-mouth (WOM) is defined as any positive or negative evaluation made by consumers regarding a product or service (Berger & Iyengar, 2013), including discussions, content sharing, recommendations, and mentions. WOM is a critical determinant of brand choice, with its influence often surpassing that of traditional advertising (East & Uncles, 2008). Repurchase intention (RI) is defined as the likelihood that a customer will repeatedly purchase from a service provider (Abid et al., 2023), reflecting their willingness to continue patronizing the provider in the future (Reinartz & Kumar, 2003). It is closely linked to customer retention and churn rates (Lu & Shi, 2024). Willingness to pay (WTP) refers to the maximum price a consumer is willing to pay for a product or service, reflecting the price premium they are prepared to accept (Casidy & Wymer, 2016). Initially used to assess the value of public goods and non-market entities, WTP now plays a vital role in developing pricing strategies for various goods and services (Salonen et al., 2020). For enterprises, WTP is a crucial factor directly related to profitability and competitive advantage (Kim, Oyunbold, & Roh, 2024).

2.1 Familiarity
Familiarity refers to the level of an individual's knowledge regarding a specific product or service (Kim, Lehto, & Kandampully, 2019), often understood as the expertise and experience they possess concerning that product or service (Yin et al., 2026). For instance, in tourism research, a higher understanding of a destination's features or its culinary specialties indicates that the visitor possesses more information or relevant travel experience, thus reflecting a higher level of familiarity with the site (Yen, Qiu, Tian, Xiong, & Chen, 2025).
    Furthermore, familiarity provides a cognitive framework or schema that enables individuals to interpret product-related information more efficiently and confidently (Alba & Hutchinson, 1987). Consumers with high product familiarity possess well-developed mental representations, allowing them to retrieve relevant information from memory without actively seeking new external cues (Yin et al., 2026). In such cases, they extract memories from existing knowledge and past consumption experiences. If previous experiences were pleasant, they are likely to have a higher behavioral intention. Consequently, familiarity becomes one of the hedonic motivations for their behavior.   In other words, familiarity and hedonic value may be positively correlated.
    In fact, a higher degree of familiarity with a specific product (manifested as richer product knowledge and experience) can enhance the absorption of new information, reduce related information costs, and promote higher levels of cue utilization (Liu et al., 2015). Based on this, the present study proposes the following hypotheses:
Hypothesis 1 (H1): In the interaction between consumers and small retailers, familiarity significantly and positively affects hedonic value.
Hypothesis 2 (H2): In the interaction between consumers and small retailers, familiarity significantly and positively affects behavioral intention.

2.2 Novelty
Novelty, also referred to as perceived innovativeness, is generally defined as a subjective experience based on various characteristics such as unexpectedness, complexity, atypicality, innovativeness, uncertainty, and ambiguity (Berlyne, 1960; Förster et al., 2010). In other words, even when faced with the same stimuli and features, or after multiple prior exposures to an object, individuals may still perceive a specific object or stimulus as novel (Frasquet et al., 2024). Research has found that novelty positively influences individuals' attitudes toward adopting innovations, as it reduces perceived risks and enhances perceived benefits associated with innovation (Wells et al., 2010; Truong, 2013; Mani & Chouk, 2017). This implies that innovative products, processes, practices, or facilities within small retailers may be embraced by consumers as novelties. Under such circumstances—where consumers experience novelty—they may perceive a more pleasurable experience (hedonic value) from the innovative offerings of small retailers.
    Furthermore, studies have shown that novelty positively affects consumer attitudes toward advertising (Neudecker et al., 2014) and interest in marketing communications (Sung et al., 2022). The application of novelty in retail research has also gained significant attention. For instance, Adapa et al. (2020) found that the novelty of Smart Retail Technology (SRT), such as self-service technologies or Radio Frequency Identification (RFID) systems, can enhance consumers' perceived value during use, thereby increasing store foot traffic, loyalty, and the intention to use SRT. Applied to the relationship between small retailers and consumers, the novelty perceived by consumers regarding small retailers may enhance their behavioral intentions. Accordingly, this study proposes the following hypotheses:
Hypothesis 3 (H3): In the interaction between consumers and small retailers, novelty significantly and positively affects hedonic value.
Hypothesis 4 (H4): In the interaction between consumers and small retailers, novelty significantly and positively affects behavioral intention.

2.3 Hedonic Value
Hedonic value refers to the degree of emotional pleasure, sensory gratification, or enjoyment that consumers derive from a product or consumption experience (Verbeke & Vackier, 2004). When consumers perceive high hedonic value—such as anticipating a delicious taste, attractive visuals, or a pleasant experience—they tend to be more engaged and motivated to evaluate various cues that signal product quality and potential pleasure (Lee et al., 2018; Andersen et al., 2021; Yin et al., 2023). This heightened motivational state increases consumer attention to intrinsic cues (e.g., texture, appearance), extrinsic cues (e.g., brand, packaging), and functional cues (e.g., nutritional information), as all these factors may contribute to or confirm the expected pleasurable outcome (Maehle et al., 2015). Consequently, their positive behavioral reinforcement may be strengthened (Yin et al., 2026).
    Furthermore, hedonic value encompasses the multisensory, imaginative, and emotional dimensions of the shopping experience (Hirschman & Holbrook, 1982). Consumers with strong hedonic shopping values often find the functional aspects of shopping insufficient and instead seek pleasurable stimulation (Fischer & Arnold, 1990; Wang et al., 2000). Scarpi (2006) found that, compared to utilitarian shoppers, hedonic shoppers shop more frequently and spend more. Similarly, Jones et al. (2006) demonstrated that hedonic value has a more significant impact on customer satisfaction and loyalty than utilitarian benefits. Numerous studies have confirmed the link between hedonic shopping value and customer loyalty (Carpenter, 2008; Dick & Basu, 1994; Kuo et al., 2013; Rayburn & Voss, 2013; Thaichon et al., 2016). Consistent with this, Barnes & Krallman (2019) argued that customer delight predicts customer loyalty. Tyrväinen et al. (2020) also observed a correlation between hedonic motivation and positive customer experiences. These studies illustrate that hedonic value exerts a significant influence on consumer behavior. Applied to the context of small retailers, higher perceived hedonic value is likely to result in stronger behavioral intentions. Thus, the following hypothesis is proposed:
Hypothesis 5 (H5): In the interaction between consumers and small retailers, consumers’ hedonic value significantly and positively affects their behavioral intention.

2.4The Mediating Role of Hedonic Value
The primary objective of this study is to analyse how familiarity and novelty influence hedonic value and the pathways to behavioral intention. Within this framework, familiarity and novelty serve as antecedents to behavioral intention, while hedonic value acts as a mediating variable. As a mediator, hedonic value not only directly influences consumers' behavioral intentions but also channels the indirect effects of familiarity and novelty. More importantly, its inclusion enhances the predictive power of the model. Accordingly, this study proposes the following hypotheses:
Hypothesis 6 (H6): In the interaction between consumers and small retailers, consumers’ hedonic value mediates the relationship between familiarity and behavioral intention.
Hypothesis 7 (H7): In the interaction between consumers and small retailers, consumers’ hedonic value mediates the relationship between novelty and behavioral intention.

3. Methodology
3.1 Research Framework and Hypotheses
The objective of this study is to analyze the pathways through which novelty and familiarity influence the hedonic value and behavioral intentions of "Z Fried Chicken" consumers. Given the nature of these objectives, a quantitative research method is deemed appropriate. The research framework, illustrated in Figure 1, comprises four key constructs: novelty, familiarity, hedonic value, and behavioral intention. Drawing upon existing research regarding these constructs (Mitas & Bastiaansen, 2018; Lu et al., 2025; Yen et al., 2025; Silalahi et al., 2025; Sagiv & Schwartz, 2022), this study proposes the following hypotheses within the context of the relationship between "Z Fried Chicken" and its consumers:
Hypothesis 1 (H1): Consumer familiarity significantly and positively affects hedonic value.
Hypothesis 2 (H2): Consumer familiarity significantly and positively affects behavioral intention.
Hypothesis 3 (H3): Consumer novelty significantly and positively affects hedonic value.
Hypothesis 4 (H4): Consumer novelty significantly and positively affects behavioral intention.
Hypothesis 5 (H5): Consumer hedonic value significantly and positively affects behavioral intention.
Hypothesis 6 (H6): Hedonic value serves as a mediating factor between novelty and behavioral intention.
Hypothesis 7 (H7): Hedonic value serves as a mediating factor between familiarity and behavioral intention.
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Figure 1. Research Framework

3.2 Variable Definition and Measurement
In terms of defining the research constructs, this study draws upon relevant literature on familiarity, novelty, hedonic value, and behavioral intention (Mitas & Bastiaansen, 2018; Lu et al., 2025; Yen et al., 2025; Silalahi et al., 2025; Sagiv & Schwartz, 2022). Familiarity is defined as "the degree of understanding that Z Fried Chicken consumers have regarding the store's product features, suppliers, and supplier differentiation." Novelty is defined as "the evaluation of the tendency of Z Fried Chicken consumers to try new products and new dining brands." Hedonic value is defined as "the overall assessment by Z Fried Chicken consumers regarding the relationship between their invested time, mental effort, physical energy, and money versus the resulting pleasure, fun, and leisure time." Behavioral intention is defined as "the evaluation of Z Fried Chicken consumers' positive evaluations, recommendations to others, and their tendencies regarding purchase and price tolerance."
    Regarding the development of measurement items, questions were formulated based on the aforementioned literature, consisting of 3 items for familiarity, 3 for novelty, 5 for hedonic value, and 3 for behavioral intention. A 5-point Likert scale was employed for measurement, where 5 represents "Strongly Agree" and 1 represents "Strongly Disagree"; higher scores indicate higher levels of agreement. Additionally, demographic variables including gender, age, education level, average monthly income, and occupation were designed to understand the basic background of the consumers. After drafting the measurement tool, the researchers submitted the questionnaire to tourism experts and industry practitioners to verify the phrasing of the questions and the ease of completion, making revisions based on their suggestions. Furthermore, local scholars were consulted to refine the terminology and ensure semantic clarity. Through these steps, the research scale for this study was finalized.

3.3Questionnaire Survey
This study aims to analyze the correlations between variables, making a questionnaire survey an appropriate method. Volunteers were recruited from Z Fried Chicken consumers to complete the survey, primarily in Huishui County, Qiannan Prefecture, Guizhou Province. Consumers were selected through a sampling process to participate in the survey activity. Regarding sample size, it is generally recommended that the pilot sample size should exceed the number of items, preferably 3 to 5 times the total number of items. A pilot test was conducted with 80 copies distributed and 80 valid responses received. For the formal survey, considering the total number of items (14 items) and subsequent analysis requirements, the study aimed for a sample size of 400. In terms of sampling methodology, quota sampling was adopted considering research feasibility. Based on field observations and characteristic profiles from related research, sampling was conducted using gender and age as quota criteria to obtain the necessary data for analysis.
    In terms of the investigation method, interviewers conducted face-to-face surveys, distributing and collecting questionnaires on-site. To ensure the quality of the investigation, interviewer training was conducted prior to the formal survey to familiarize staff with the research objectives, content, and methods. Researchers also organized a photographic documentation team and were personally present on-site to ensure that questionnaires were indeed completed by consumers. The pilot test was conducted in October 2025, and the formal survey period spanned from October 2025 to January 2026. A total of 400 questionnaires were distributed, with 368 recovered. There were 368 valid questionnaires, resulting in an effective response rate of approximately 92%.
    As shown in Table 1 (Sample Characteristics), males accounted for 42.4% (n=156) and females for 57.6% (n=212). Regarding age, 8.7% (n=32) were under 20, 37.8% (n=139) were aged 21-30, 32.6% (n=120) were aged 31-40, and 20.9% (n=77) were over 40. In terms of education, 8.4% (n=31) had a junior high school education or below, 20.7% (n=76) had a high school education, 29.1% (n=107) had a junior college degree, and 41.8% (n=154) held a bachelor’s degree. Regarding occupation, military/government/public sector accounted for 7.3% (n=27), manufacturing for 25.3% (n=93), business/service industry for 26.9% (n=99), agriculture for 8.7% (n=32), students for 23.4% (n=86), and freelancers for 8.4% (n=31). For average monthly income (RMB), 36.4% (n=134) earned below 3,000, 30.7% (n=113) earned between 3,001–6,000, 22.8% (n=84) earned between 6,001–8,000, and 10.1% (n=37) earned above 8,001.
Table 1. Sample Characteristics (n = 368)
	Items
	Freq.
	%
	Items
	Freq.
	%

	Gender
	
	
	Occupation

	Male
	156
	42.4
	Military/government/public sector
	27
	7.3

	Female 
	212
	57.6
	Manufacturing
	93
	25.3

	Age (years old)
	Business/service industry
	99
	26.9

	Under 20
	32
	8.7
	Agriculture
	32
	8.7

	 21 - 30  
	139
	37.8
	Students
	86
	23.4

	31 - 40
	120
	32.6
	Freelancers
	31
	8.4

	Over 40
	77
	20.9
	Average monthly income (RMB)

	Educational level
	<3000
	134
	36.4

	Below junior high school level
	31
	8.4
	3001-6000
	113
	30.7

	High School
	76
	20.7
	6001-8000
	84
	22.8

	Junior College
	107
	29.1
	>8000
	37
	10.1

	Undergraduate degree
	154
	41.8
	
	
	



4. Results
4.1Descriptive Statistics
As shown in the descriptive statistics (Table 2), the mean values range between 3.63 and 3.79, indicating a level of agreement between "neutral" and "agree." Standard deviations range from 1.09 to 1.23. Furthermore, the kurtosis coefficients are less than 3 and the skewness coefficients are less than 10, demonstrating that the data used in this study do not violate the assumption of normal distribution (Tabachnick, Fidell, & Ullman, 2013), thereby allowing for subsequent analysis.
4.2Validity and Reliability
In terms of validity analysis, the scales used in this study were developed based on a review of the literature, providing a theoretical foundation. They were also reviewed by experts and researchers, ensuring content validity. Furthermore, this study employed Principal Component Analysis (PCA) with Varimax rotation to examine the construct validity of the research variables (Guadagnoli & Velicer, 1988). The process included:
Using Bartlett’s Test of Sphericity to determine suitability for factor analysis;Ensuring communalities among items were greater than 0.5 to check the degree of item intersection; Extracting factors with eigenvalues greater than 1; Verifying that factor loadings after rotation were all greater than 0.7.
    The analysis results show that Bartlett’s Test of Sphericity for all four variables reached statistical significance, indicating suitability for factor analysis. Regarding the validity of novelty, familiarity, hedonic value, and behavioral intention, one factor was extracted for each scale and named accordingly. After rotation, the factor loadings for all items exceeded 0.7. The average variance extracted (AVE) was 66.90% for novelty, 64.65% for familiarity, 54.99% for hedonic value, and 62.79% for behavioral intention, demonstrating that the scales possess sound construct validity.
    Finally, the reliability coefficients (Cronbach’s alpha) for perceived novelty, familiarity, hedonic value, and behavioral intention were 0.753, 0.726, 0.795, and 0.702, respectively. All coefficients exceed the 0.7 threshold, falling within the range of high reliability (Hair et al., 2010), which indicates that the scales have excellent internal consistency (see Table 2).
Table 2. Descriptive Statistics, Validity and Reliability (n = 368)
	Items
	M
	SD
	SK
	KU
	FL
	C

	Familiarity (Eigenvalue =1.939; Explained variation =64.650%

	fa1
	3.6712
	1.22331
	-.671
	-.488
	0.766
	0.726

	fa2
	3.7391
	1.23412
	-.848
	-.161
	0.834
	

	fa3
	3.7554
	1.18573
	-.759
	-.273
	0.810
	

	Novelty (Eigenvalue =2.007; Explained variation =66.909%)

	na1
	3.7283
	1.14462
	-.801
	-.010
	0.842
	0.753

	na2
	3.6522
	1.13344
	-.708
	-.157
	0.836
	

	na3
	3.6957
	1.09484
	-.676
	-.203
	0.774
	

	Hedonic value (Eigenvalue =2.750; Explained variation =54.997%)

	pv1
	3.7989
	1.10130
	-.739
	-.175
	0.747
	0.795

	pv2
	3.6495
	1.15287
	-.690
	-.205
	0.756
	

	pv3
	3.6332
	1.17823
	-.653
	-.351
	0.721
	

	pv4
	3.6793
	1.14383
	-.776
	-.096
	0.750
	

	pv5
	3.6848
	1.12615
	-.668
	-.301
	0.734
	

	Behavioral intention (Eigenvalue =1.884; Explained variation =62.794%)

	bi1
	3.6549
	1.09392
	-.689
	-.105
	0.789
	0.702

	bi2
	3.6467
	1.15085
	-.767
	-.082
	0.827
	

	bi3
	3.6739
	1.17753
	-.704
	-.299
	0.760
	


M: Mean; SD: standard deviation; SK: skewness; KU: kurtosis; FL: factor loading; C: Cronbach’s α

3.3 Correlation Analysis
To clarify the relationships between the variables, this study employed Pearson correlation coefficients. The results are presented in Table 3. The findings indicate that all variables are significantly and positively correlated. Specifically, novelty is positively correlated with familiarity (r = 0.735), hedonic value (r = 0.715), and behavioral intention (r = 0.683). Familiarity shows a positive correlation with hedonic value (r = 0.693) and behavioral intention (r = 0.717). Finally, hedonic value is positively correlated with behavioral intention (r = 0.757). Based on these results, the study proceeded with regression analysis.

Table 3. Correlation Analysis
	Variables
	Mean
	SD
	1
	2
	3
	4

	1. Familiarity
	11.17
	2.93
	1
	
	
	

	2. Novelty
	11.08
	2.76
	0.735**
	1
	
	

	3. Hedonic Value
	18.45
	4.23
	0.693**
	0.715**
	1
	

	4. Behavioral Intention
	14.72
	3.47
	0.717**
	0.683**
	0.757**
	1


*p < 0.05, **p < 0.01

3.4 Regression Analysis 
According to the research hypotheses, this study involves two dependent variables, necessitating two regression models. The first model examines the impact of novelty and familiarity on hedonic value, while the second examines the impact of novelty, familiarity, and hedonic value on behavioral intention. The analysis results are presented in Table 4 and Figure 2. 
    In Model 1, the model fit was good (F value = 415, p = 0.000), with a VIF (variance inflation factor) of 1 (the theoretical recommended value is VIF < 10), indicating that the collinearity problem was not serious. The test results showed that novelty (β = 0.447; t = 8.844) and familiarity (β = 0.364; t = 7.213) had significant and positive effects on hedonic value. Hypotheses 2 and 4 were statistically supported. Respondents' novelty and familiarity could effectively predict 57.2% of the variance in hedonic value.

    In Model 2, the model fit was good (F value = 519, p = 0.000), with a VIF of 2.335 - 2.641 (the theoretical recommended value is VIF < 10), indicating that the collinearity problem was not serious. The test results showed that respondents' novelty (β = 0.140; t = 2.278), familiarity (β = 0.305; t = 6.261), and hedonic value (β = 0.446; t = 9.423) all had significant and positive effects on behavioral intention. Hypotheses 1, 3, and 5 were supported. Respondents' novelty, familiarity, and hedonic value could predict 65.2% of the variance in behavioral intention.

Table 4. Regression Analysis
	IV
	HV
	BI

	FA
	0.693***
(t=18.378)
	0.364***
(t=7.213)
	0.717***
(t=19.662)
	0.468***
(t=9.202)
	0.305***
(t=6.261)

	NO
	
	0.447***
(t=8.844)
	
	0.339***
(t=6.665)
	0.140**
(t=2.778)

	HV
	
	
	
	
	0.446***
(t=9.423)

	R2
	0.48
	0.572
	0.514
	0.567
	0.652

	F
	337.744
	415.965
	386.603
	431.029
	519.829

	VIF
	1
	2.175
	1
	2.175
	2.335-2.641


*p<0.05, **p<0.01, ***p<0.001 
Note: IV: Independent Variables; FA: Familiarity; NO: Novelty; HV: Hedonic Value; BI: Behavioral Intention; F: F value; VIF: Variance Inflation Factor
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*p<0.05, **p<0.01, ***p<0.001
Figure 2. Paths Influencing Behavioral Intentions to Purchase Fried Chicken
  
    In addition, to understand which behavioral intentions are promoted by familiarity, novelty, and hedonic value, this study conducted a regression analysis of these variables on the content of behavioral intentions (repurchase, recommendation, and price tolerance) (Table 5). The results show that the fit of the three models is good, the F value is significant, and the VIF is less than 10, indicating that the collinearity problem among the variables is not serious. The analysis results show that familiarity, novelty, and hedonic value all significantly and positively affect repurchase intention. Among them, the order of influence is hedonic value, familiarity, and novelty. Secondly, in the prediction of recommendation intention, familiarity and hedonic value both significantly and positively affect recommendation intention, and the influence of hedonic value is greater than that of familiarity, while the influence of novelty is not significant. In addition, in the prediction of price tolerance, familiarity and hedonic value both significantly and positively affect recommendation intention, and the influence of hedonic value is greater than that of familiarity, while the influence of novelty is not significant. Finally, in terms of the predictive power of the three variables of repurchase, recommendation, and price tolerance, the analysis results show that the explanatory power of repurchase is greater than that of recommendation and price tolerance. This indicates that the predictive effect of familiarity, novelty, and hedonic value on repurchase is higher than that on recommendation and price tolerance.

3.5The Mediating Role of Hedonic Value
To clarify the roles of hedonic value in the "novelty–behavioral intention" and "familiarity–behavioral intention" relationships, this study conducted a mediation analysis (as shown in Table 6).
    First, regarding the familiarity–behavioral intention pathway (M1–M3), the results indicate that:
· Familiarity significantly and positively affects behavioral intention (M1: the effect of the independent variable on the dependent variable is significant).
· Familiarity significantly and positively affects hedonic value (M2: the effect of the independent variable on the mediator is significant).
· Both familiarity and hedonic value significantly and positively affect behavioral intention (M3: the effects of the independent variable and the mediator on the dependent variable are both significant).
    These results demonstrate that hedonic value serves as a mediating factor in the relationship between familiarity and behavioral intention, indicating a partial mediation effect.
    Second, regarding the novelty–behavioral intention pathway (M4–M6), the analysis shows that:
· Novelty significantly and positively affects behavioral intention (M4: the effect of the independent variable on the dependent variable is significant).
· Novelty significantly and positively affects hedonic value (M5: the effect of the independent variable on the mediator is significant).
· Both novelty and hedonic value significantly and positively affect behavioral intention (M6: the effects of the independent variable and the mediator on the dependent variable are both significant).
    The results indicate that hedonic value is also a mediating factor in the relationship between novelty and behavioral intention, likewise exhibiting a partial mediation effect. Consequently, Hypothesis 6 and Hypothesis 7 are supported.

Table 5. Analysis of Specific Behavioral Intentions
	IV
	RI
	RC
	PT

	FA
	0.276***(t=4.425)
	0.161* (t=2.490)
	0.184*(t=2.690)

	NO
	0.141*(t=2.196)
	0.129 (t=1.932)
	0.120(t=1.707)

	HV
	0.311***(t=5.139)
	0.391***(t=6.222)
	0.315***(t=4.748)

	R2
	0.431
	0.385
	0.314

	F
	248.155
	202.049
	154.31

	VIF
	2.335-2.641
	2.335-2.641
	2.335-2.641


*p<0.05, **p<0.01, ***p<0.001
Note: IV: Independent Variables; FA: Familiarity; NO: Novelty; HV: Hedonic Value; RI: Re-purchase Intention; RC: Recommendation Intention; PT: Price Tolerance; F: F value; VIF: Variance Inflation Factor

Table 6. Analysis of the Mediating Role of Hedonic Value
	Model
	Paths
	Results
	R2
	△F
	VIF

	M1
	FA-BI
	0.717***(t=19.662)
	0.514
	386.603
	1

	M2
	FA-HV
	0.693***(t=18.378)
	0.480
	337.744
	1

	M3
	FA-BI
	0.370***(t=8.541)
	0.644
	330.271
	1.923

	
	HV-BI
	0.501***(t=11.564)
	
	
	

	M4
	NO-BI
	0.683***(t=17.867)
	0.466
	319.232
	1

	M5
	NO-HV
	0.715***(t=19.544)
	0.511
	381.955
	1

	M6
	NO-BI
	0.289***(t=6.226)
	0.614
	290.241
	2.044

	
	HV-BI
	0.550***(t=11.832)
	
	
	


*p<0.05, **p<0.01, ***p<0.001
Note: FA: Familiarity; NO: Novelty; HV: Hedonic Value; BI: Behavioral Intention; F: F value; VIF: Variance Inflation Factor

4.6 Discussion
First, regarding the overall prediction of behavioral intention, the analysis results indicate that familiarity significantly and positively affects both hedonic value and behavioral intention. This suggests that when consumers possess a higher understanding of specific product suppliers, taste, quality characteristics, and the differentiation between products (familiarity), they are more likely to experience novelty, sensory enjoyment, happiness, relaxation, and emotional stress relief (hedonic value). Furthermore, they demonstrate a higher likelihood of repurchase, recommending the product to friends, and exhibiting price tolerance. Specifically, consumers' evaluation of their familiarity with raw materials provided by a specific brand supplier directly enhances their hedonic experience and subsequent behavioral tendencies, particularly in terms of repurchase, recommendation, and price tolerance.
Second, novelty also significantly and positively influences hedonic value and behavioral intention. This indicates that when consumers perceive a product as novel and interesting, and show a higher willingness to try and explore new products (novelty), their potential for experiencing sensory pleasure and emotional relief (hedonic value) increases. Consequently, their intention to continue purchasing, recommend the brand, and accept price premiums is strengthened. In other words, the novelty assessment of raw materials offered by specific brand suppliers directly elevates consumers’ hedonic evaluations and their subsequent behavioral inclinations.
    Furthermore, consumers' hedonic value significantly and positively affects their behavioral intention. This result demonstrates that as consumers perceive higher levels of sensory enjoyment and emotional relaxation from a specific brand’s products, their commitment to repurchase, recommendation, and price tolerance increases. Moreover, the mediation test confirms that hedonic experience serves as a mediator in the familiarity–behavioral intention and novelty–behavioral intention pathways. This suggests that hedonic value not only directly increases the likelihood of repurchase and recommendation while enhancing price tolerance, but also improves the overall predictive power of the research model. In other words, hedonic value can influence behavioral intention even before consumers become fully familiar with or perceive novelty in a brand. Even after introducing familiarity and novelty into the model, the impact of hedonic value remains higher than that of these two antecedents. Thus, the importance and contribution of hedonic value in the consumer-brand relationship warrant further investigation by both practitioners and academia.
    Finally, to understand the specific impacts of familiarity, novelty, and hedonic value on consumer behavioral intentions, additional regression analyses were conducted. The results reveal differences in how the three independent variables affect the three dimensions of behavioral intention. First, all three independent variables significantly affect repurchase intention, which yielded the highest predictive power. This indicates that familiarity, novelty, and hedonic value are highly effective in predicting repurchase behavior. Second, regarding the prediction of recommendation and price tolerance, only familiarity and hedonic value showed significant effects. This suggests that the influence of novelty on specific consumer behaviors is limited in this context. While familiarity and hedonic value serve as robust antecedents for predicting recommendation and price tolerance, novelty may not be a suitable predictor for these specific outcomes in this case.

5. Conclusion and Recommendations
5.1Conclusion
For small retailers, surviving and excelling in a highly competitive environment has always been a critical operational challenge. This study examines, from the consumer's perspective, how familiarity and novelty toward small retailers influence hedonic value and behavioral intention. Based on the analysis, the following conclusions are drawn:
· In the interaction between consumers and the small fried chicken shop, the mean scores for perceived familiarity, novelty, hedonic value, and behavioral intention range from 3.63 to 3.79 (indicating a level between "neutral" and "agree"). The standard deviations range from 1.09 to 1.23. Furthermore, the measurement scales used in this study demonstrate robust validity and reliability.
· In the context of consumer interaction with the small fried chicken shop, significant positive correlations were found among familiarity, novelty, hedonic value, and behavioral intention. All proposed research hypotheses were statistically supported.
· In the consumer-retailer relationship, hedonic value was confirmed as a mediating variable between familiarity and behavioral intention, as well as between novelty and behavioral intention. In both pathways, hedonic value exerts a partial mediation effect.

5.2 Theoretical Implications
· Consumer Familiarity, Hedonic Value, and Behavioral Intention
In the highly competitive environment of the fried chicken retail industry, consumer familiarity with the merchants is not only the cornerstone for building long-term relationships but also the core key driving behavioral intention. According to relevant academic research, familiarity has a significant positive impact on consumers' hedonic value. When consumers have a high level of familiarity with the product taste, service process, or store atmosphere of a specific fried chicken brand, this regularity and predictability will reduce the cognitive load during the consumption process, thereby transforming into psychological comfort and emotional satisfaction. When consumers taste the familiar crispy texture, they no longer merely obtain satiety, but rather a pleasant experience derived from the fulfillment of psychological expectations.
Furthermore, familiarity is also an important antecedent for strengthening word-of-mouth (WOM), repurchase intention, and price tolerance. Highly familiar consumers often play the role of "brand ambassadors", and their mastery of product details makes their positive comments more persuasive, significantly enhancing the recommendation intention. At the same time, familiarity establishes a trust barrier, effectively reducing the "perceived risk" of trying a new store, making consumers more inclined to repeat purchases of familiar products to ensure stable quality assurance when faced with dining choices.
    What is most noteworthy is the significant positive regulatory effect of familiarity on price tolerance. In the context of inflation or rising raw material costs, long-term customers, due to the deep emotional connection and trust established with the merchants, have a relatively lower sensitivity to price changes. This "psychological asset" accumulated from high-quality experiences enables consumers to be willing to pay a premium to obtain stable and enjoyable dining services, thereby providing the store with more resilient pricing space. 
· Consumers' novelty perception, hedonic value, and behavioral intention towards fried chicken retail stores
In the constantly changing fried chicken retail market, consumers' perceived novelty (Perceived Novelty) is a powerful driver that triggers sensory stimulation and behavioral motivation. When stores introduce unique flavor formulas, innovative packaging designs, or digitalized interactive experiences (such as intelligent automated ordering), this "atypical" stimulus breaks consumers' cognitive inertia. According to the Novelty Categorization Theory, novelty perception can significantly enhance hedonic value because when consumers try an unexperienced crispy sensation or innovative flavor, the brain's reward system generates a high level of exploratory pleasure. The dining process transforms from a simple physiological sustenance to a surprising sensory feast.
    This psychological incentive triggered by novelty will further spread to the social level and long-term behavioral intentions. In today's era of social media prevalence, products with high novelty have a strong "social currency" attribute, which can significantly drive positive word-of-mouth dissemination; consumers are more willing to share their distinctive fried chicken consumption experiences to showcase their pursuit of trends. Although novelty is usually associated with initial attempts, if the novelty experience can be combined with high-quality product strength, it can establish a strong first impression and effectively convert into repurchase intentions, making consumers anticipate the next innovative surprise.
    More importantly, novelty perception shows a significant positive regulatory effect on price tolerance. When consumers encounter products with uniqueness and innovation, they often regard them as "scarce resources", and this unique psychological premium sense reduces their sensitivity to prices. Compared to the highly homogeneous traditional fried chicken, consumers are more willing to pay higher fees for those innovative stores that can provide unique sensory impact and psychological freshness, which opens up non-price competition profit space for brands in fierce price wars. 
· The Mediating Role of Perceived Hedonic Value between Familiarity and Behavioral Intentions
In the context of fried chicken retail, perceived hedonic value (Perceived Hedonic Value) serves as the core mediating bridge that transforms psychological cognition into actual behavior. Although familiarity (Familiarity) provides consumers with stability and trust, this cognitive familiarity does not directly equate to long-term loyalty and willingness to pay a premium; its true influence lies in the fact that familiarity can significantly reduce the uncertainty in the consumption process, enabling consumers to fully immerse themselves in the sensory pleasure brought by the food, thereby enhancing the hedonic value. When consumers are highly familiar with a specific fried chicken store, the relaxed and comfortable atmosphere and the sensory stimulation of "as expected deliciousness" will strengthen their psychological satisfaction during the dining process.
This transformed hedonic value further plays a key driving role in word-of-mouth, repeat purchase intentions, and price tolerance. Specifically, consumers are willing to make positive recommendations or repeat purchases not only because they "know this store", but also because this store can consistently provide "pleasant consumption experiences". Perceived hedonic value elevates the mundane buying relationship to an emotional connection. When consumers experience a high level of sensory enjoyment in a familiar fried chicken store, they will have a stronger sense of psychological belonging and share this sense of pleasure through word-of-mouth.
    More importantly, perceived hedonic value can effectively explain why consumers have a higher price tolerance. Driven by the hedonic motivation, consumers usually have a more lenient budget constraint for experiences that bring emotional comfort and sensory satisfaction. When familiarity successfully transforms into high-quality hedonic value, consumers will believe that the price paid is not only for the product itself, but also for obtaining a "guaranteed happiness", and this sense of value can effectively offset the negative impact of price increases. Therefore, hedonic value plays an indispensable mediating role in relationship marketing, transforming static familiarity cognition into commercially valuable behavioral intentions. 
· The Mediating Role of Perceived Hedonic Value between Novelty and Behavioral Intention
In the innovative practices of the fried chicken retail industry, perceived hedonic value serves as the core mediating mechanism that transforms novelty (Novelty) into long-term market competitiveness. When fried chicken merchants create novelty through cross-border collaboration flavors, unconventional store decoration styles, or interesting intelligent interactive services, this novelty immediately triggers consumers' exploratory behavior and curiosity. However, for novelty to be transformed into positive behavioral intentions, the key lies in whether consumers can perceive "enjoyment value". In other words, novelty must successfully induce sensory pleasure and psychological stimulation, making consumers feel that this attempt is not only "new" but also "interesting and enjoyable".
    This hedonic value triggered by novelty is the deep driving force behind word-of-mouth, repurchase intention, and price tolerance. In terms of word-of-mouth dissemination, the motivation for consumers to share often stems from the excitement brought by the novel experience. This highly evocative (High Arousal) hedonic experience makes them more willing to make positive recommendations on social media. For repurchase intention, although novelty has a diminishing marginal effect, if the initial novelty attempt can be transformed into a profound hedonic memory, consumers will label the merchant as a "source of surprises" and thus develop a continuous visit expectation, forming a repurchase intention based on value perception rather than just curiosity.
    Furthermore, perceived hedonic value can significantly enhance consumers' price tolerance for new products. The "non-daily" sensory experience brought by novelty enables consumers to shift from rational, utilitarian price evaluation to emotion-driven value experience. When consumers experience extremely high pleasure while trying innovative fried chicken products, their brain's reward mechanism will weaken their sensitivity to cost, making them more willing to pay a premium for this "unique happiness". Therefore, hedonic value as a mediating factor successfully transforms this brief cognitive impact of novelty into a commercially resilient behavioral outcome, becoming a key indicator for whether innovative marketing can achieve economic success.

5.3 Management Implications
· How to Enhance Consumer Familiarity
In the context of fried chicken retail, the core objective for businesses to enhance consumer familiarity is to reduce consumers' "cognitive burden" and "perceived risk", thereby converting the psychological sense of security into positive behavioral intentions. The following are specific strategies that businesses can adopt:
	Strengthen sensory markers and consistent experiences
Familiarity is established through repetitive and stable stimuli. Businesses should ensure that the taste (such as the proportion of special seasonings), texture (such as the crispness of the coating), and packaging design of fried chicken remain highly consistent across all branches and each consumption. This standardization enables consumers to establish strong memory anchors. When they have a dining need, they can immediately recall the expected sensory enjoyment in their minds, thereby increasing the likelihood of repeat purchases.
	Optimize digital interaction and process inertia
Through mobile apps or online ordering systems, businesses can design functions such as "quick re-order" or "record common preferences". When consumers develop behavioral inertia in the operation process, this procedural familiarity forms a conversion barrier. Additionally, using social media to showcase kitchen operations and ingredient processing procedures can make the brand transparent, shorten the psychological distance between consumers and the business, and thereby strengthen the foundation of word-of-mouth recommendations.
	Establish emotional connections and community participation
Businesses can provide personalized exclusive rewards through loyalty programs, such as sending greetings on specific holidays. When consumers feel that they are "recognized" by the brand, they will develop a psychological sense of closeness. Under the influence of familiarity, consumers are not only more likely to return, but also show higher price tolerance when facing price fluctuations due to increased trust in the business.

2. How to Enhance Consumers' Novelty
In the chicken-frying retail market, novelty is the core driving force that breaks market homogeneity, attracts consumers' attention, and stimulates exploration behavior. If merchants want to effectively enhance consumers' novelty, they can take measures from the following three aspects:
 Develop "unconventional" flavors and visual innovations
Merchants should regularly launch limited-time-offer (LTO) products that break the traditional framework. For example, develop "black truffle chocolate fried chicken" or "spicy milk foam fried chicken" by combining international flavors, creating a strong contrast in taste to create a sense of conflict. Visually, they can use natural ingredients to adjust the color of the coating to a bright purple (purple sweet potato) or black (inkfish), this high level of visual impact can immediately stimulate consumers' curiosity and make them spontaneously spread it on social media.
 Introduce intelligent retail and immersive technologies
Embedding smart technology in the service process can significantly enhance the novelty of the consumer experience. Merchants can introduce automated fried chicken robot arms, transparent digital guidance take-out cabinets, or set up AR (augmented reality) interactive walls in the store, allowing consumers to participate in digital games while waiting. This sense of technology not only reduces the boredom of waiting but also reshapes consumers' established perception of the fried chicken store through "unusual" interactive methods.
 Plan cross-brand collaborations and pop-up events
By collaborating with non-food brands (such as popular sneakers, well-known anime or beauty brands), merchants can create unexpected consumption scenarios. For example, launching limited-edition packaging boxes or in-store pop-up theme decorations, this short and unique marketing model can create "scarcity" and "novelty", inducing consumers to make impulsive purchases for the unique experience.

· How to Enhance Consumers' Hedonic Value
In the context of fried chicken retail, perceived hedonic value refers to the sensory pleasure and psychological satisfaction that consumers experience from ordering, dining, and leaving the establishment. If merchants aim to effectively enhance this value, they can start by implementing the following three strategies:
 Maximizing Sensory Delight (Sensory Appeal)
The most direct source of enjoyment value is sensory stimulation. Merchants should strive to present fried chicken in multiple ways in terms of color, aroma, taste, and auditory perception. For instance, ensuring that the fried chicken still retains the "sizzling sound" of heat when served to customers, and optimizing the coating formula to enhance the "crunchy sound". This auditory feedback can significantly enhance the brain's sense of pleasure.
Additionally, the unique aroma of the fried powder emitted from the open kitchen can combine with the product's flavor, creating a comprehensive sensory immersion, making the dining experience not just about filling one's stomach, but a sensory feast.
 Creating a Pleasing Store Atmosphere
The design of the consumption environment directly affects the customers' emotions. Merchants can use appropriate music rhythms (such as lively pop music) and warm lighting tones to create a relaxing, non-daily entertainment atmosphere. For example, setting up visually appealing dining areas or community highlight points, allowing customers to gain visual satisfaction while enjoying the fried chicken.
When the environment can trigger positive emotions， consumers' perception of the value of the fried chicken will shift from being purely "functional" to "enjoyable".
 Enhancing Fun and Interactive Experience
Increasing fun through gamification or unique interactions. For instance, launching a "Flavor DIY Spreading Powder Area", allowing customers to personally mix and create exclusive flavors; or designing surprise small gifts or psychological tests in the packaging box. These interactive measures can stimulate consumers' curiosity and active participation, making the consumption process highly playful (Playfulness).

5.4Suggestions for Further Research
Based on the positive influence of familiarity and novelty on hedonic value and behavioral intentions confirmed in this study, further research can deepen the theoretical framework as follows:
 Firstly, it is suggested that future research can explore the interaction effect between "familiarity" and "novelty". This study has separately confirmed the independent contributions of both, but there may be an "optimal stimulation level" in consumers' psychology for both, and investigating how businesses can simultaneously utilize "familiar flavors" combined with "novel presentations" might reveal a more powerful dual-drive path.
 Secondly, "personal innovativeness" or "perceived risk" can be introduced as a moderating variable. Different consumer traits have varying tolerances for novel stimuli and reliance on familiarity, analyzing these interfering factors can more accurately construct decision-making models for different customer groups.
 Finally, it is suggested to incorporate the perspective of "temporal dynamics". Novelty often decreases over time, while familiarity accumulates over time. Through longitudinal studies, observing the evolution trajectory of hedonic value at different relationship stages, it will be possible to provide a more dynamic theoretical explanation for consumer relationship management.
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Appendix: Questionnaire Items
Familiarity
1. I am aware that Zada Fried Chicken is a supplier for brands like Dicos.
2. I am familiar with the product characteristics of Zada Fried Chicken (such as taste and quality).
3. I can clearly distinguish the differences between Zada Fried Chicken and other brands' fried chicken.
Novelty
1. Learning that Zada Fried Chicken is a semi-finished product supplier makes me feel curious and interesting.
2. I am willing to try more products from the catering brands supplied by Zada Fried Chicken.
3. The "supplier status" of Zada Fried Chicken increases my interest in exploration.
Hedonic Value
1. Eating fried chicken makes me feel happy and relaxed.
2. Fried chicken is an important choice for my leisure time or social activities.
3. Trying different flavors of fried chicken makes me feel novel and interesting.
4. Eating fried chicken can relieve my emotional stress.
5. The aroma and taste of fried chicken can bring sensory enjoyment.
Behavioral Intent
1. I am willing to recommend Dicos Fried Chicken to my friends.
2. I am willing to continue purchasing Dicos Fried Chicken.
3. Even though the price is slightly higher, I am willing to pay for better-quality fried chicken.
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