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Abstract

This study focuses on the influence of the selective characteristics related to the RTEC product (the food
product which can be instantly cooked) among the HMR products on custemer satisfaction and repurchase
intention. Also, it emphasizes the influence of customer satisfaction related to the RTEC product on
repurchase intention. For this study, over age 20 living in Seoul, Gyeonggi-do, Jeonju and Jeollabuk-do, the
female customers who had experienced the RTEC product were surveyed, and total 219 valid copies of
questionnaire were used for the final analysis. As a result of the analysis, it was found that such factors as
values, usefulness, preferred menu items, convenience and food quality influenced customer satisfaction
considerably. In particular, values, usefulness and food quality were found to influence repurchase intention
considerably. Moreover, customer satisfaction significanfly influenced repwrchase intention.

Key words: HMR(Home-Meal-Replacement), Selection attributes, Consumer satisfaction, Repurchase
intention, Ready-to-end-cook
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{Table 1> Measurement of the variables
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Variable N

The source Scale

At 2005

Service quality dimension 26

Likert 5 scales

Customer satisfaction 3

Blodgett JG et al. 1993; Zeitham!l VA - Bitner MJ 1996

Likert 5 scales

Repurchase intention 3

Oliver RL - Linda G 1981; MacKenzie SB - Lutz RJ 1989;

Likert S scales

Oliver RL - Swan J 1989

General characteristics 10

Nominal, ratio
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JG et al. 1993; Zeitham! VA - Bitner MJ 1996)2.
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Swan J 1989)2.2 =335tk
olAte] BE FEL Likert 537 ATE AHE3t
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{Table 2> Demographic characteristics of the respondents

Variable Level . Total ”

Less than 29 39 17.8

30-39 112 51.1

Age Group 4049 58 265
More than 50 10 4.6

Not married 44 202

Married 20 9.2

Family Type Married + children 139 63.8
Married + parents 2 09

Married + parents + children 12 5.5

Others 1 04

High-school graduate 60 27.8

Academic Col_lege' graduate 53 245
Background University graduate 72 333
Graduate-school graduate 19 8.8

Others 12 5.6

Service/sales 33 15.1

Professional 22 10.0

Public official 6 2.7

Job Educator 14 6.4
Office/management 38 174

Housewife 74 338

Student 19 8.7

Others 13 59

Less than 2 million KRW 25 11.6

2.01 - 4 million KRW 110 50.9

fverage MO 401 - 6 million KRW 56 259
6 - 8 million KRW 13 6.0

More than 8 million KRW 12 5.6

The missing values have been excluded from the analysis.
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(Table 3> Factor analysis - service quality dimension

X G 91
7} 50.9%=2 7P B AR Jeigch

2. M2} Bl 2N

23 A5} 8908 A AsE A
HRE KMO#E 7o14E A3ete A2 v
byt Bartlett's 784 A3 &% fo¢ A
oz vyeht SAdlolee e8] A3 2t
85YL ¢ 5 ok g gRN e 74
29 wizj ] A4 AMEE o
LF g1 71FeR 298 EE¥h 4 8
Qloll el 2l go] 40] AAE FETE 8
o2 A on 40139 RAAA He T
o tEiME =5 ARAI(SS2, $S3, SS5, SS13,
SS14, SS15, $S19, SS21, $825: 97 H-a2A))3}
o gele] AT WALRAS g o
i3t

e 230

)

-

LESs eIl o

q Q,
Factor Variables Somed Eigen vatance, Cronbachs
loading explained
§824. Usage of products or discount coupons with special 744
prices {discounts and planning etc.)
Values & 8822. Detailed explanation about products (cooking method)  .659
Usefulness 8820. Recommendations of others 583 2.564 15.080 760
$826. Easy service for customers .561
SS23. Confidence for product brands .539
S81. Taste of food A98
Product §S9. Coptent rate fgr d{nnestic materials ' ' 839
Information S88. Env:rqmnent-mendlmess (used as organic food materials) 801 2.426 14.268 824
$S10. Addition of MSG N
Preferred  SS17. Various kinds of food .831
Menu & SS16. Preferred menu item 762 1.900 11.179 687
Convenience SS18. Food which canmot be cooked easily at home 533
Convenience oq 1 Usefulness of storage (saving) 781
of the SS12. Pro King unit 767 1.834 10.788 728
product . Proper packing uni .
$56. Consistency of food quality 775
Food Quality SS7. Clean and tidy appearance (colors, packing, quality) 702 1.797 10.568 608
$S4. Hygienic quality A52

Total variance(%) = 61.884, KMO =870, Bartlett's test=]1154.375%**

*EE p<001
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{Table 4> Factor analysis - Customer satisfaction, revisit intention

Varimax % of
. . Cronbach‘s
Factor Variables rotated value variance
loading explained
Customer CS1. Satisfied with RTEC products .867
satisfaction CS2. Expectation fulfilled before purchasing RTEC products .866 2227 74222 .829
CS3. Generally satisfied with RTEC products 851
KMO =721, Bartlett's test=219.697***
. .920
Repurchase RI2. If T have another chance, I will purchase RTEC products. .
ixﬁ ention RI1. T will repurchase RTEC products. 901 2291 76.365 .838
RI3. I will continuously purchase RTEC products. ’79 5

KMO =797, Bartlett's test=453.130%**

FE Ade 76022 VeI, AEHRE 37
FEo] AR AN oH, AZA=AFE 8242 e}
st B3 A3l el AL 370 dEo) A
HAa, M =AFE 6872 Ve, AHE9)
Ao g2 27 FEo] HAHALH, AT Al
© 282 VeI ofg] SAFHL 3 3=
o] AMHR, A =ATE 6082 YERLTH

AR ik 9IEM AT ddxigen
SEHAT FAAEEE L 74222%9] A9 &
THRle R 2 Yehga, 370320 A=Y
o, AFEAFE 8292 Yehsith A 7o) o=
o i 9@ AT G e =&2HAch
B 76.365%2 A9EE 7 Ze

= 8382 UETh

EF FAHe #AR
Yeht A7l AAgE A7 AEE
AL dAshe Ao g YeElstTable 5> o
714 FE3oF & M uAWNEI A o) o=
Aol o] AAB/AT} 6392 L FFO2 YERG
o} wetx 2 dFelME Mdze oEFad
ol LAY rleAdS AN HEAF Al
VIF(Variance Inflation Factor)@gt< ©]-83ld o5
TS AL

2 Ve, 370 3] AR E o, A=A 4. I3
{Table 5> The Results of the correlation analyses
Variable 1 2 4 5 6 7
Values & usefulness 1
Product information 403" 1
Pr it
eferred mex?ulems& 528 388
convenience
C i f ﬂl kE L1 Ll
onvenience ot the 497 412 382 1
product
Food quality 4637 439" 4147 419" 1
Customer satisfaction 5427 276" 469" 365" 4327 1
Repurchase Intention 486" 3287 355 309" 456" 6397 1

1) ***

"P<0.001.
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{Table 6> Result of the multiple regression analysis - Determinants of customer satisfaction

Dependency variable: Customer satisfaction

Variables
B Std. Error Beta t VIF
Values & usefulness 482 098 358 4919 1.671
Product information -.045 056 -.053 =796 1422
Preferred menu items & convenience 237 074 21 3194 1510
Convenience of the product 013 065 014 204 1.582
Food quality 254 082 210 3109 1.446
RYAdj. BY) 380(.364)
F(p) 240207
1) p<0s, "p<ol, "p<ool
g3 AREE dAsy] Y8 slAET8-E RTECHE 24 2453 ¥y olls}t X &3
o] &3t FHEEE sy, BFEstE A3 Fd vjE A ¥3, A3de vwE
1 7

VIF(Variance Inflation
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el FEA S fo3 A2 Yesith 4
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{Table 7> Result of the muitiple regression analysis - Determinants of revisit intention
. Dependency variable: Repurchase intention
Variables

B Std. Error Beta t VIF
Values & usefulness 470 105 338 4455 1.671
Product information 057 061 065 934 1422
Preferred menu items & convenience 073 .080 .066 915 1.510
Convenience of the product -043 070 -.045 -.606 1.582
Food quality 346 088 278 39337 1.446
RYAdj. RY) 324(.307)
Fp) 18791

1) ‘p<05, "p<01, "p<.001
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{Table 8> Result of the multiple regression analysis - Determinants of revisit intention

Dependency variable: Repurchase intention

Variables

B Std. Error Beta t VIF
Customer satisfaction 660 056 639 11.795™ 1.000
R? 408
F(p) 139.131°"

1) "p<0s, “p<01, ""p<.001
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