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The Effect of Selection Attribute of HVMIR Product on the Consumer
Purchasing Intention of an Single Household
- Centered on the Regulation Effect of Consumer Online Reviews -

Hee-Yeon Kim'
Dept, of Food Service Management and Nutrition, SangMyung University'

Abstract

This study analyzed the effect of five sub-variables’ attribute of HMR: features of information, diversity,
promptness, price and convenience, on the consumer purchasing intention. In addition, the regulation effect of
positive reviews and negative reviews of consumers’ online reviews between HMR selection attribute and
purchasing intention was also tested. Results are following. First, convenience feature (B=.577, p<.001) and
diversity feature (B=.093, p<.01) among the effect of HMR selection attribute had a positive (+) effect on
purchasing intention. On the other hand, promptness feature (B=.235, p<.001) and price feature (B=.161,
p<.001), and information feature (B=.288, p<.001) were not significant effect on purchasing intention. Second,
result of regulation effect of the positive reviews of consumer’s online review between the selection attribute
of the HVMR product and consumers’ purchasing intention, in the first-stage model in which the selection
attribute of the HMR product is input as an independent variable, there was a significant positive (+) effect
on all the features of convenience, diversity, promptness, price, and information. In addition, there was
significant positive (+) main effect (B=.472, p<.001) in the second step model in which the consumers’ positive
reviews, that is a regulation variable. Furthermore, the feature of price (B=.068, p<.05) had a significant positive
(+) effect in the third stage in which the selection attribute of the HMR product that is an independent variable
and the interaction of the positive review. However, the feature of information (B=—.063, p<.05) showed negative
(—) effect, and there was no effect on the features of convenience, diversity, and promptness. Third, as a result
of testing the regulation effect of the negative reviews of consumers’ online reviews between HMR product
selection attribute and consumers’ purchasing intention, in the first-stage model in which the selection attribute
of the HMR product was a positive (+) effect on all the features of convenience, diversity, promptness, price,
and information. In the second-stage model in which consumers’ negative reviews (B=—.113, p<.001) had
negative (—) effect. In the third-stage in which the selection attribute of the HMR product and the interactions
of the negative reviews was a positive (+) effect with the feature of price (B=.113, p<.01). Last, there was no
effect at all on the features of convenience, promptness, and information.

Key words: HMR product, selection attribute, single household, purchasing intention, positive online review,
negative online review
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Attributes of

HMR selection

Purchasing intention

Online review

<Fig. 1> Research model.
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{Table 1> General characteristics of the subject

2z aks|A] A 227 Al 83(2016)

General General Frequency Percentage
information information N) (%)
Male 317 53.1
Gender
Female 280 46.9
20~29 301 50.4
30~39 161 27.0
A
8 40~49 116 19.4
(yrs)
50~59 16 2.7
60< 3 0.5
High school graduate 37 6.2
Technical college 159 2.6
Education graduate
University graduate 293 49.1
Graduate degree 108 18.1
Married 367 61.5
Marri
A8 Not married 24 375
whether
Etc. 6 1.0
Student 253 424
Government official 80 13.4
Occupation Teacher 163 273
Office worker 45 7.5
Other 56 9.4
Less than four ti
ess than four times 304 66.0
a week
Frequency 4~5 times a week 184 30.8
Over six times a 19 32
week
Alone 303 50.8
Friend 125 20.9
Companion Colleague 129 21.6
Family 13 22
Etc. 27 45
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{Table 2> Exploratory factor analysis and reliability of items
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Factor Variable Factor loading Eigen-value Variance(%) Cronbach's a

Savings of shopping time 816
Short cooking times 792

Convenience  Ease travel 782 3.436 15.618 .849
Department of information 722
The salesman and contactor .674
Regular updates 778
A variety of items 758

Diversity 2973 13.513 .822
Various price 744
A variety of brands .708
Easy exchange .860

Promptness Complaint 794 2.621 11.912 776
Question and answer .696
Events 817

Price Bonus points 815 2.618 11.899 764
Price 672
Product information 722

Information ~ Originality 721 2.120 9.634 .709
Accuracy .691

KMO=.809, Bartlett Chi-square=4,714.836, Sig.=.000

{Table 3> Exploratory factor analysis and reliability of items

Factor Variable Factor loading Eigen-value Variance(%) Cronbach's a
Product use HMR .897
Purchasing
. . Use recommended products .872 2.279 75.978 .842
intention
Recommend to others .846
KMO=.647, Bartlett Chi-square=488.137, Sig.=.000
3}, He]Ad& B=577(p<.001), T}Fd-& B=.093(p< 2) 28H el\o| =&}
ODE F922 H+)9 G o] 9 = <Table 7>t &n|zke] 2]l R
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{Table 4> Exploratory factor analysis and reliability of items

Factor Variable Factor loading Eigen-value Variance(%) Cronbach's a
Positive reviews .893
Positi Using HMR recommendation 816
ostve 2.804 40.051 834
online review  profit 810
HMR recommendation 718
Complain .841
Negati
BV Not recommended 788 1.816 25.944 654
online review
Uncomfortable experience .632
KMO=.744, Bartlett Chi-square=1,404.955, Sig.=.000
{Table 5> Correlation matrix
Positive Negative .
. . Purchasing . . . . .
online online . . Convenience Diversity  Promptness Price Information
. . intention
review review
Positive
online 1
review
Negative
online .000 1
review
Purchasi o .
SIS 607 ~.157 I
intention
Convenience  .1617 —.090" 258" 1
Diversity 323" —.047 3447 .000 1
Promptness 355" 068 235" .000 .000 1
Price 039 —.045 1617 .000 .000 .000 1
Information 162" —.055 288" .000 .000 .000 .000 1
* p<05, ™ p<01.
EEeSGT B4 A3k HVR 3ES) M85  $47 2805 3549 2R 45489
< SYHEE 543 19 R Held, & 3R FY3 3dAC = 7184 B=068(p<
g, A8, 7184, AR BF K290 052 A9 e 2AEIIT AT FE
(el dgFgo] At A B=—063(p<.05)% 5272l () =da}
AR 2RSS SARAR BRE 7 T e, He, v, AlEA e obrd
2 B33 2t REo|AE B=472(p<00)E &  F3FHo] gigdch
2129 ()2 FE I main effect)’} JA 5,

<7921 BlfE HMR 7352] il =s Aduks
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{Table 6> Regression results between attributes of HVMR selection and purchasing intention
Independent Nonstandard Standard regression , »
variables Regression coefficients ~ The standard error coefficients
Constant 6.197E-17 .033 .000 1.000
Convenience 577 033 577 17.381"" .000
Diversity 093 033 093 2.816™ .005
Promptness —.064 .033 —.064 —1.915 .056
Price 025 033 025 766 444
Information 054 033 054 1.631 103
R’=344, adj R*=349, df 1= 5, df 2=591, F=63.388, sig. p=.000
™ p<01, ™ p<.001.
{Table 7> Moderating effect of the positive online review on formulated relationship
Independent Stage 1 Stage 2 Stage 3
variables B ¢ B ¢ B ¢
Constant 6.275E-17 .000 1.093E-16 .000 .000 0.010
Convenience 258 10.370™" 182 6.195™" .190 5.959™
Diversity 344 7.090" 192 6.206™" 196 6379
Promptness 235 4.853" 068 2.158" .060 1.808
Price 161 8.673™" 142 4931 105 3.2617
Information 288 033 211 7.185™ 212 7.045™
M 472 13.845™ 472 12756
Convenience*M —.036 —1.087
Promptness*M .026 1.003
Promptness*M .013 .507
Price*M 068 2,725
Information*M —.063 —2.303"
R 344 504 515
F value 63.388"" 101.815™ 58587
AR .160 015
AF value 191.689™ 3.807"
* p<05, 7 p<01, 7" p<.001.
M: Positive online review.
AAQ 2H7F HMR 352 Adegd/gdo] 2H|2HE 3 Kenny(1986)7F A4 & 38HA] 1A% 3]9124
o] Fufelezte] 2AaINE HEE] Y8 Baron S A3 Aot} ARA L 517] Mol v
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{Table 8> Moderating effect of the negative online review on formulated relationship

Independent Stage 1 Stage 2 Stage 3
variables B ¢ B ¢ B ¢
Constant 6.275E-17 .000 4.931E-17 .000 —.009 —-.287"
Convenience 258 7.770™ 248 7.499™ 234 6.976™"
Diversity 344 10.370" 339 10.290™ 343 10.313"
Promptness 235 7.090" 243 7.369" 245 7.097°
Price .161 4853 156 4738 163 4910
Information 288 8.673"" 282 8.548" 294 8.464""
M —.113 —3.402" —.116 —3.346"

Convenience*M —.046 —1.221
Promptness*M —-.133 —3.558""
Promptness*M .045 1.755
Price*M 113 3.039™
Information*M —.019 —.558
R 344 355 368
F value 63.388"" 55.698"" 32,549
AR 013 018
AF value 11.574" 3.406™

Y p<05, " p<01, ™ p<001.
M: Negative online review.
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