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Abstract

This study is a case study that drew efficient HMR sales promotions and verified their applications to
business. An analysis of customer needs for HMR products in discount stores showed that diverse menu was
ranked 1st with 29.1%, followed by packaging with 23.6%, price with 22% menu information with 14.2%,
and quality of food with 11.0%. Main results of this study are indicated below. First, there were significant
differences in sales before (3,932,313 won, a daily average 187,253 won) and after (4,840,063 won, a daily
average 230,479 won) packaging improvement. Second, there were significant differences in sales of salad
products before (4,627,508 won, a daily average 220,356 won) and after (5,238,365 won, a daily average
249,446 won) information improvement. The implications of this study are shown as follows. From a
theoretical perspective, this study identified the sales promotion methods of HMR products through direct
observation, interviews, and a survey to the customers who visited the stores. From a practical standpoint,
this study measured the effects of theoretically confirmed sales promotion methods such as packaging, menu
information, and diverse menu by analyzing the change in sales resulting from application of these methods
at HVIR business in discount stores.
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{Table 1> Demographic of the Survey Respondents
N %
Male 32 252
Gender Female 95 74.8
20~29 60 472
Ace 30~39 34 26.8
g 40~49 15 118
>50 18 14.2
Housewife 28 22.0
Working mother 20 15.7
Occupation Office worker 35 27.6
University(graduate) student 24 18.9

etc. 20 15.7
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{Table 2> Group Statistics

Sk 8131 A] A 197 Al 43(2013)

N Mean Std. Deviation Std. Error Mean
Male 32 3.2188 1.23744 0.21875
ition D f HMR
Cognition Degree o Female 95 3.4000 1.16144 0.11916
Price Satisfaction Male 32 2.4688 1.10671 0.19564
Female 95 2.5368 0.88499 0.09080
Memu Diversi Male 32 2.1875 0.85901 0.15185
vy Female 95 2.3684 0.96814 0.09933
* Likert scale 5 Point(1: M3 128X ¢t} ~ 5: wj-$- 18t}
EAo g I} 327(25.2%), oA} 95T (74.8%)FE  3>). Wb o]E WHEET} 7|El vfEol] IS

VeSO A2 20T 6078(47.2%), 30tH 3473
(26.8%) =02 et} Aoz APLA 351
(27.6%), AQAFH- 287(22.2%) £ 2 VERTh

21709 HMR QIAAE, 7}
HMR A%9] thd/del thal
}=0 2 Likert 53 0|83} %‘
Faa= o3 2k WA HMR
A= Ht 3.22, A= Hit 3408
o] JIAAEE YEsith 7HAT<EE
A= Hit 247, A= HiF 2,542 e 3
ojst= yrebtth Wl Tk EAe B
2.19, A= Fit 23782 YR} HiE olEtE
EPtTH<Table 2>).
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<Table 3> Independent Sample Test

A Qs HE(EH, Yo, &5 T)E

JH et al.(2012)2] Aol #ket Wiz} Zo)
w2 J3FS mX]E A(constant) 2 T 51
A8 A

RS-0 2 PulE YHIAE] HMR AEo
3k &5 B4 dae vt 2ok Wil
MEo] ddhe 8152 T w7 (29.1%),
F87(23.6%), 7FA(22%), FIF B K (14.2%),
210 A(11.0%) 2.2 Yepgth

dlo Pkl
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HMR Aol thgt dujZF31S el A v
E fdnAse] dae 2915 shed o
W7(29.1%), E3-8-71(23.6%), 18] W7 FH
(14.2%)2] AAS Fuj=2 wyo=w ﬁzgﬂgg
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Levene's Test for Equality

t-test for Equality of Means

Gender of variance
F Sig. t df Sig.(2-tailed)
Cognition Equal variance assumed 0.008 0.930 -0.751 125 0.454
Degree of Equal variance
HMR ot assumed -0.728 50.656 0.470
Price Equal variance assumed 2.261 0.135 -0.353 125 0.725
Satisfaction Equal variance -0.316 45.103 0.754
not assumed
Menu Equal variance assumed 1.885 0.172 -0.939 125 0.349
Diversity Equal variance -0.997 59.604 0.323

not assumed

* Likert scale 5 Point(1: A3 2182 &t} ~ 5: - 18t}
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Diverse Menu

Menu Information

Quality of Menu

<Fig. 1> Customer Needs
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{Fig. 2> Improvement of Packaging
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o] ME4Y)S Hlwst] thgEE Ao] AFS
AretAt g 9 UE=E wjEo] xfo]7t EAst
7] wWiol] 2 Y QS arEst] 21 11e] vl
=S HEF BA A5 2 ARSI tH<Table 4>).

1) WF7|X| JHM M = Xfo| AS

712 7N A - F9 wjEAtol S
= U 2ok 9A R A 3€9] e
3,932,3139°]9 19 Hat 187,2539 2.2 YElSE
ol te-o & JhA F 499 mlELS 4,840,063
ol 1Y HF 230479UCE YEFITH<Table
5>). o= 7R Fo mjEo] 23.1% Y= F7IsE A
°F Yehyith

H7]1A] A A - wjEe] dig xfo] £44
I o3k xpo|(t=-2.242, p=0.036)7} FEFETH
(<Table 6>). o]= 7|A]] @3 /A H b
U FE T3 vt A%E A HlgoZ v
= 9v] e SR Ay et B 5
F=g

AHE AF9] AFAHR A A - Fo ujE&A}
ol5 A% A= g2 2ok WA g A
399 WE& 4,627,508 1Y HF 220, 356
oz Yeth to2 /1 F 499 njE&

<Fig. 4> Improvement of Diverse Menu
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{Table 4> A Comparison of March Sales with April Sales(Won)

March March April April

Salad Items Packaging Items Salad Items Packaging Items

Monday 190,378 66,630 202,356 113,007

Tuesday 164,256 115,115 197,776 130,386

Wednesday 227,984 78,354 169,952 154,009

Thursday 201,321 113,775 165,128 104,154

Friday 262,521 79,596 205,642 169,752

Saturday 233,534 355,995 241,580 482,453

Sunday 317,478 484,334 239,331 345,469

Monday 152,236 185,569 173,425 140,354

Tuesday 176,952 215,452 188,437 129,114

Wednesday 233,125 200,630 288,456 236,337

Thursday 242,561 141,485 283,556 75,992

Friday 210,254 153,426 364,115 238,331

Saturday 237,953 302,950 284,006 391,225

Sunday 271,800 233,654 380,085 502,195

Monday 186,111 112,257 351,456 202,457

Tuesday 197,637 130,956 254,352 221,026

Wednesday 190,819 122,145 221,634 130,491

Thursday 188,863 94,308 213,327 237,208

Friday 211,428 138,005 209,334 205,489

Saturday 274,118 242,215 380,550 254,354

Sunday 256,179 365,462 223,867 376,260

The Total 4,627,508 3,932,313 5,238,365 4,840,063
5,238,365€0]H 1Y Ht 249,446 9 0= ERY A= AFe] AFHE A A -5 vl
CH<Table 7>). 7 F9] wiEo] 132% 8= S7F  WiE o] B483 FoI3h po|(t=-2.046, p=
& Ro= vehdth 0.054)7} UEbsttH<Table 8>). o]& thakst ww

{Table 5> Paired Sample Statistics of Packaging Items

Mean N Std. Deviation Std. Error Mean
Packain March 187253.000 21 110445.4209 24101.1667
ging April 230479.190 21 122763.5617 26789.2054

{Table 6> Paired Sample Test of Packaging Items

Paired Differences

Sig.

Std. Std. Error t df ¢
Mean Deviation Mean (2-tailed)
Packaging ~ March-April  -43226.1905  88345.9795 19278.6733 -2.242 20 0.036**
* p<10, ** p<.05
{Table 7> Paired Sample Statistics of Salad Items
Mean N Std. Deviation Std. Error Mean
March 220357.524 21 41167.7327 8983.5358

Salad Ttems April 249445 952 21 69265.8845 151150552




264

{Table 8> Paired Sample Test of Diverse Menu

Sk 8131 A] A 197 Al 43(2013)

Paired Differences

Mean De\S,itiion St(li\_/l eg;ror t df Sig.(2-tailed)
Istzﬁ(: March-April -29088.4286 65155.6981 14218.1390 -2.046 20 0.054
* p<.10, ** p<.05
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HAA 7 2 5 ok Holth(Petty RE e al.
1988). A= HMR AH|AE2 &5 A=< 3|
Q1x] A 2] 84 (cognitive psychology) Tl A <1
A& - 73 A AnldEo] Aol weba T2 A
Uehdths RS skeldt 4= 9tk

B AT AL AN et Bk o)
R O RE HYAE AR 4

(sales promotion strategy)= =
o} g AR Ao R = E21E HMR AlF
&2 WPH 9714, Uﬂ% AR, 183 WY
e A 99 39 thFPHE HMR 9997

ol =Yste] wjEAtelE AAH wiZEo] 13.2%~
23.1% A= S7H e Fdsiiv=d ok
ol g WS tFrESL AR FES] HMR
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