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ABSTRACT

The purposes of this study were to analyze the consumer inclination to convenience towards HMR in order to verify the
structural correlation of the actual state of consumption, and to analyze consequently, the direct or indirect effects among
“frequency of using,” ‘preference’, ‘satisfaction’, and ‘intention to repurchase’. The subjects were adults in their twenties
or older who had used HMRs and lived in Seoul and Gyeonggi Province in Korea. Random sampling of 550 subjects,
who were distributed a questionnaire from March 12 to 30, 2005. A total of 451 questionnaires were returned (the returm

" rates were 82%). The main results of this study were as follows : Regarding the types of HMR, ‘Ready to eat’ had
higher preference (3.31), satisfaction (3.33) and ‘intention to purchase it again’ (3.38) than those of ‘Ready to heat’ and
‘Ready to end-cook.” Consumer inclination to convenience towards HMR was analyzed in order to verify the structural
correlation of the actual state of consumption, and consequently, the direct or indirect effects among ‘frequency of using,” .
‘preference’, ‘satisfaction’, and ‘intention to repurchase’ were analyzed. The gross effect of ‘frequency of using’ on
‘Intention to repurchase’ was 0.435, the gross effect of preference on ‘intention to purchase it again’ was 0.659, and the
gross effect of satisfaction on ‘intention to purchase it again® was 0.772 for ‘Ready to eat.” The gross effect of ‘frequency
of using’ on ‘intention to repurchase’ was 0.448, the gross effect of preference on ‘intention to repurchase’ was 0.556,
and the gross effect of satisfaction on ‘intention to repurchase’ was 0.654 for ‘Ready to heat’ The gross effect of
‘frequency of using’ on ‘intention to repurchase’ was 0.432, the gross effect of preference on ‘intention to repurchase’
was 0494, and the gross effect of satisfaction on ‘intention to repurchase’ was 0.608 for ‘Ready to end-cook.” To
summerize the above results, there was a difference of the structural correlation among component concepts of the actual
state of consuming according to the criteria of HMR. Thus, it implied that differentiated sales strategies were needed
according to the criteria of HMR. (Korean J Community Nutrition 12(3) : 344~351, 2007)
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Table 1. Demographic characteristics of the respondents

Category Frequency Percentage (%)
Gender
Male 84 18.6
Female 337 747
No response 30 6.7
Age
20's 183 40.6
30's 118 26.2
40's 61 13.5
>50's 65 14.4
No response 24 5.3
Mean + SD 351+ 113
Marital status
Single 233 51.7
Maried 210 46.6
No response 8 1.8
Education
Under high school 63 14.0
College 56 12.4
Undergraduate 215 47.7
Graduate school 102 22.6
No response 15 3.3
Job status
Fuil-ime worker 323 71.6
Housewives 65 14.4
Students 56 124
No response 7 1.6
Family income (10 Korean won/month)
< 100 31 6.9
101 - 200 98 21.7
201 - 300 71 15.7
301 - 400 76 16.9
401 - 500 63 14.0
> 501 90 20.0
No response 22 4.9
Tatal 451 100.0
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Table 2. Freguency of using HMR according to the product categories N (%)
Frequency Not at dll < 1time/ 2 — 3 times/ 1 time/ 1 time/ Everyday No response
Product categories month month week 2 — 3days
Ready fo eat 76 (16.9) 80(17.7) 148 (32.8) 78 (17.3) 50 (11.1) 18 (4.0) 102
Ready to heat 106 {23.5) 118 (26.2) 111 {24.6) 71 (158.7) 31( 69 8(1.8) 6(1.3)
Ready to end-cook 79 (17.5) 126 (27.9) 121 (26.8) 77 (17.1) 35(78) 6(1.3) 7(1.6)

Table 3. Preference, Satisfaction and Intention o repurchase of
HMR according to the product categories Mean + SD

Intentfion to
repurchase®

3.31 £ 089 3.33+0.81 3.38+ 090
290+ 0.86 3.00 £ 0.83 3.04 £ 0.85
299 + 0.88 3.06 +0.78 3.10 £ 0.84

1) 5 point Likert t/pe scdle (1 - very dislike / 5 — very like)

2) 5 point Likert “ype scale (1 -stongly unsatisfied / 5 — strongly
satisfied)

3) 5 point Likert t/pe scale (1 - certainly no / 5 - certainly yes)

Orinions Preference"  Satisfaction?
Product categories

Ready to eat
Ready to heat
Ready to end-cook
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Table 4. Corelation between frequency of using, preference,
satisfaction, and intention to repurchase in 'Ready to eat'
Correlation coefficient

Frequencyof Preference Sdtisfaction  Intention fo

using repurchase
Frequency 1.000 0.448** 0.427 % 0.491**
of using
Preference 1.000 0.669** 0.678**
Satisfaction 1.000 0.730%*
Intention to 1.000
repurchase
*»* < 0.01
0.294 @ 0.327
0.737\
Intention to
of using repurchase
0.608
0.250 Satisfaction /05;1

Fig. 1. Path analysis of Ready to eat.
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Table 5. Conelation between frequency of using, preference,
satisfaction, and intention 1o repurchase in 'Ready to heat'
Correlation coefficient

Frequencyof Preference Satisfaction Intention to

using repurchase
Frequency 1.000 0.475%* 0.456** 0.479%+*
of using
Preference 1.000 0.557** 0.605**
Satisfaction 1.000 0.698**
Infention to 1.000
repurchase
** < 0.01
0.538
Frequency
of using
0.577
0.293 Satisfaction 0.501

Fig. 2. Path analysis of Ready to heat'.
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Table 6. Correlation between frequency of using, preference,
satisfaction, and infention to repurchase in ‘Ready to end-cook!
Correlation coefficient

Frequency Preference Sdtisfaction Intention fo

of using repurchase
Frequency 1.000 0.447 %+ 0.384** 0.469**
of using
Preference 1.000 0.598%** 0.601**
Safisfaction 1.000 0.631**
Intention to 1.000
repurchase
**: p<0.01
i
0.309 ‘
intention to
ot using repurchase
0.530

0.238

Fig. 3. Path analysis of 'Ready to end-cook.
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