@ CrossMark

Korean | Food Cook Sci DISSN 2287-1780
Vol. 32, No. 3, pp. 342~352 (2016) 6ISSN 2987-1772

htto./ax.doi.org/10,.9724/kfcs, 2016, 52,8 342

B AE AL 1% 249 27 E °
EEERDEYE AT 23

uhgu) . o] AE - A YB' - A - vy - TGS

Agrgeistan o)2) g o), L geloh st A F Y e

A Study on Domestic Consumers’ Needs and Importance-Performance Analysis of
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Abstract

Purpose: This study conducted an Importance-Performance Analysis (IPA) of selective attributes of Home Meal Replacement (HMR) as
well as it examined the consumers’ needs and willingness to buy HMR products to explore the need for developing more HMR
products. Methods: This study was conducted among domestic consumers living in Seoul and its metropolitan areas, in the age range
from the 20s to the 50s, and who had experience in purchasing HMR products. From the 490 surveys retrieved, 472 (96.3%) valid
surveys were analyzed. Results: The analysis of the frequency of consuming HMR products showed the following results: 247
respondents answered ‘1-3 times a month’ (52.3%); 167 respondents stated ‘1-2 times a week’ (35.3%). With respect to the reason of
purchase, ‘simplicity of the recipe’ was the most common, accounting for 188 respondents (39.8%), followed by ‘time efficiency’
accounting for 172 respondents (36.4%). Analysis of the demand for bibimbap (mixed rice) HMR products showed that ‘chicken
bibimbap’ had the highest preference with 5.32 points, followed by ‘bulgogi bibimbap’ (5.08 points), and ‘kimchi bibimbap’ (4.96
points). In the case of HMR products that need to undergo further development, ‘low-sodium products’ received the highest points of
5.41 points, followed by ‘small packaged products’ (5.05 points), and ‘functional products’ (4.98 points). The factor analysis of the 13
selective attributes showed that they can be divided into 3 factors. The IPA analysis of the selective attributes of HMRs showed
‘hygiene’, ‘taste’, ‘easy to go packaging’, ‘convenience in intake’, and ‘accessibility’ in the 1st quadrant. In the 2nd quadrant, ‘price’
and ‘freshness’ were shown as the factors. In the 3rd quadrant, ‘easy to serve’, ‘familiar food menu’, and ‘consistent menu’ were shown
as the leading factors, and in the 4th quadrant, ‘saving labor’ was the only factor. Conclusion: Based on these results, the research
concludes that with respect to developing HMR products, there is a high demand for low sodium, low calorie, small packaged products;
thus, showing the need to develop various HMR products for customer satisfaction. Furthermore, it shows that there is a need to
consider developing HMR products that can maintain freshness at an affordable price.
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TaY F87) solttel wet AHAES AlF] tid &
TE= BYfel Wizt ok olHg AniA 8FE F
£l YU S 1T AEF S EUE AR a5
AAE AF o] RIEA] FeshH, AM|ze] HelE
a#g AAE, FEAHE o3t 5 AAY de AFE
o] 7ol HQa3dt HoF YEPJTKHI Research Center
2015). =W 7P A 2014 oF 1% 3,000
oA 2015 12 7,0009] Ho] FEE F71etHon,
201630l = AlFe] thdFstE AR BS o
U 7Pg7HE A ARTFEIE oF 229E dojAd Zlo=m
o= ot Asia Pacific Food forward Trend(APFT)
2014 Bl w2 84% o]e] AH|ARES dFY
of HA3 1-23] ol A% d JHHEA S Fus=
Aoz ZAEATHWeber S 2014, Kyunghyang 2015,
Moneyweek 2015).

o) A" LR PR ALe avREe] AR
2EebAe] g gt B33hr] 95t 13 AAs
9} HACCP A2=®Hl& 283 xZgin|d AF7 o] &
SHAl ZIi=o] Stk ol 7F¥7bE A9 b #AYE
slatar A 1A, FakA] A Ui AF ik
2B 7192 v F BARISAE Bk} gz 2
of tigh T kAdERA g Fol a7H Uk
(Foodbank 2016). o]oll 21FHJAE +e] thekstal W&}
H AEZ lal 7PEEA AR RV A&Ho=
AR = FAelBZ, MEstE 7PY7HE A AlF e o
gt 2R 9FEE Iotd FaAdo]l UTHChong SY
2013).

Choi SW & Ra YS(2013)& &H|A}9] glo] Z el ¥
stz Qs "o FHe SR Pz AlE
ko] ettty Huslgon, JgHorw 53k
917 g AAGEITE 2w s FHO 7P
2l AFo] AMEEo ol kil AASATE Kim JY &
(2005) 7HgzEE 2] o] gl thd YelH 54E B4
st thololE Wy, 17 v, AA W, AAMNE, 3b
2 ME dEEH So2 Az §3S B}
Ao, &¥ PeE 1HT AFY ko] Qs
St Gfrot ol AFUE T oA 7HETEHEA A
3PS B3 Kim MH 5(2015)2] 7ol &Jsta #He
A 4, A, A7 5 1S AF o] Has)
o Gk 7M. R glo] U F e FAEY
AAQ AFo) I 277} Boha Btk

Kang HY & Jo MN(2015)2 tistAIEL2 & 7] 2AHE
sdsty] flste] HiE HE & e 7P ARS
T2 o] ggitta Bustdom, 7Pt A AE A Al
ExuAZTS 13 AF Jido]l destra A3
. Kwon TS 5(2005)9] 7H83tH 2] miAR A= Wt
of &g ATl ostH, ‘FFAFF QA 200 v|E A4

http://www.ekfcs.org

o

T 9% hElxpe] @ W AEL o FaEutse 2y 343

A= AZtAe 718 EFS, AFAFR A 40t
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TolA AT bAA, Tk v, A, FE T2
FTLES} RIS 3 2po|7F A vepd dEo R 94
Ao g Jdsfior & Bart e AR ZAEUNY Ju
SY(2012)8] AFeAe aMIARbEC] 78R A A|E9
A A, F4, A, 94 Sl daixe F8sHA
AZbsh= wihdol RIESEE Ao E WA Ueisth
Yang HC 5(2016)2 sk} Ll Anz7t QIR e
783 s HelgAe]l Far9 R xolE E48t
I YEt 2HRES FACE FudrF Basital A
T 7z Al dEE AgdTE A
HEH F2 20tHE tdos 3 A5 s 1
of gtom 20th-50t) YWIRlS tidoE 7Pz
M o745 9 FRENET g A= wlg =M
3 A7golth

et 2 ATl As = 2000-50t) DRbAaHAES
ez 7Pz AF ] thd 8% 2 AS
SE gobsta, 7Pz A& thd Faxe) v
Z5of tigk 4 (Importance Performance Analysis, IPA)
< AAstA} sHTE o2 gk IPA #4418 Fate] 7Pzt
HA AF Adg SAdA AR s & He
grohji, o]& T3l &R Q7EE WIS 2EE Al
F e WS At ok

I, el

1. ZAMCHS & 7(2t

2 d7e 22 AEA AE7|8gl viaEd e
Al l(Macromill Embrain)ol] &3t ZdYstHtt. 2015
1220 oAH|=ALE AAJEIoH, 2015\ 32 23L5H
3Y 3197HA] B AERANE AT AE2AF A
71l 58 3d 7 7P8EAE o83 Aol
AE AUS ez S 2AH3IAT oL e 53}
of AEAE EFsien Ar7IdHez AAst=
g & FABAL 35 49052 HEA F SHo| &
AT AEA 1855 AlLfstal FEER 47274(96.3%)
E AT 4 ARE ARSI

il

2, A UE H UHE

B A7 AE2APE olgsidlen A AEA
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3. SAIXz

B o] mE 25 SPSS Statistics(ver. 18.0, SPSS
Inc., Chicago, IL, USA)E ©]&3le] B33t ZAM
7ol ARkARERS M RAS AR on A w
2 A2 o)) FgS BAE] SN f HALS
o] 83ttt Aol wE 7Pg7bE A v daxe} A
F Mg a7 =0 thgk zpolE EAE] fls) SHEE
rtests AAEATE W] B SRE fs) Q0w
2 AAJEF9 3, Cronbach’s affe o] &3t AF=E B
Attt 7P deElsy Y FRE-NEE X
ol hSEE restE AR, A WE YA
2lo] HelEA o FAE-RIEEE #4357 95ty

IPAE 2 A5

AL GRS GHhALEES Table 13 2T} A A}
= F 4o E FAL 2429(51.3%), AL 2304
(48.7%)°19 . JdHUZ AHRHE 20-594 7K F oM,
2 Aol AHA HlaF 18 BIXE Bt} 20-294)
7F G 57%(23.6%), o182 51TH(22.2%)2= YER
a1, 30-39A417F A3 0] 6578(26.9%), A4S 6178(26.5%)2
2 Uehgom, 40-49419F 50-594 dAdel 2+t 60
(24.8%), 27+ o3Ado] 599(25.7%)°INtE. AEL 7|Ed
ol 154%(63.6%), P1EHd-2 887(36.4%) 22 LHENSE
on 7]&Ea]Ado] 1499(64.8%), V]Ea]AL 817(35.2%)
o8 ZAEUT AYPoEE ANFE FAAPL 7 Bot
HAdol 151%8(62.4%), 4d°] 103%8(44.8%)°l o™, =}
Fo] AY & EEE Ko POl 169(6.6%), 14
o] 109(4.3%) 2.2 YElith 715 98 &5 JdAo)
5009 o] 647H(26.4%), 4009HA-500%HI wRE 607
(24.8%), 3007+--4007H H|FFo] 54%(22.3%) ©]UIL,
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Table 1, General characteristics of respondents Frequency (%)

Gender
Total Male Female fotal
(n=472)
(n=242) (n=230)
20-29 57(23.6) 51(22.2) 108(22.9)
Age 30-39 65(26.9) 61(26.5) 126(26.7)
(yr) 40-49 60(24.8)  59(25.7) 119(25.2)
50-59 60(24.8) 59(25.7) 119(25.2)
. Married 154(63.6)  149(64.8) 303(64.2)
Marriage .

Single 88(36.4) 81(35.2) 169(35.8)

Specialized job  35(14.5) 19(8.3) 54(11.4)
Office job 151(62.4)  103(44.8) 254(53.8)

Tob Self-employed ~ 16(6.6) 10(4.3) 26(5.5)

Student 25(10.3) 21(9.1) 46(9.7)

Housewife 12(5.0) 67(29.1)  79(16.7)

Others 3(1.2) 10(4.3) 13(2.8)

<100 11(4.5) 7(3.0) 18(3.8)

100-200 10(4.1) 16(7.0) 26(5.5)

Household 200-300 43(17.8) 38(16.5) 81(17.2)
income 300-400 54(22.3) 46(20.0) 100(21.2)
400-500 60(24.8) 52(22.6) 112(23.7)
>500 64(26.4) 71(30.9) 135(28.6)
Total 242(100.0) 230(100.0) 472(100.0)

A2 5007+ o)A 71(30.9%), 4005+U-500%HY w] Tk
527(22.6%), 3009H1-4007+ w|Fro] 467(20.0%) <=°)
ATt
AN .

2. AH|Xe| 7pPH7ZHHA| 0|8 izt
ZAM gAY Aol mhE ZPZEA A AlF =]
< B3 A= Table 29 2ok BE WAL AW
2 o8 Zpol= Ho|A gkt 7Pz AFe
AANEE ZARAA 2% & 2 133 HF HEs)
24778(52.3%) 0.2 71 Bka, 3 1-23]7) 156™8(33.1%),
T 33] o]do] 697(14.6%)2] == YERGTE 7HETHE
210l 13 FujH]E&S 5,0009-10,0009 w|Fro] 1779
(37.5%) 0.2 7} ka1, 10,00098-15,00094 ©]wko] 125
H(26.5%), 20,000 °]’do] 85(18.0%) wo& YEN:
o 7P8xbE A AFY] FejolRrEE AT 2y 188
™(39.8%), Azt AeF 1729(36.4%), AHEg 7140 627
(13.1%) =02 FAEAY. o} =oj 8 AF A=
HEZEFo] 2809 (59.3%) 0.2 71 @o] AFatyon,
S7F #2go] 136%(28.8%), 5 2AAZXHH] 569 (11.9%)
=0 2 YERGT) Jeong YG & Lee 1S(2015)2] A9l
AMe B A7 FARHA 21 74 18] o) b8 1

Lo
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Table 2, Current status of Home Meal Replacement products by genders Frequency (%)
Gender s
Item Total (n=472) X
Male (n=242) Female (n=230)
1-3 times a month 122(50.4) 125(54.3) 247(52.3)
Frequency of intake 1-2 times a week 80(33.1) 76(33.0) 156(33.1) 1.589
more than 3 times a week 40(16.5) 29(12.6) 69(14.6)
<5,000 18(7.4) 17(7.4) 35(7.4)
5,000-10,000 less 93(38.4) 84(36.5) 177(37.5)
Price of a singular HMR 10,000-15,000 less 65(26.9) 60(26.1) 125(26.5) 0.473
product purchase
15,000-20,000 less 24(9.9) 26(11.3) 50(10.6)
>20,000 42(17.4) 43(18.7) 85(18.0)
Saving time 89(36.8) 83(36.1) 172(36.4)
Nutrition and taste 24(9.9) 26(11.3) 50(10.6)
Reason for purchase . 0.325
Affordable price 31(12.8) 31(13.5) 62(13.1)
Easy cooking 98(40.5) 90(39.1) 188(39.8)
Type of retort pouch 145(59.9) 135(58.7) 280(59.3)
Tf)‘:; dgzrp;erze;zztce Type of freeze-drying 29(12.0) 27(11.7) 56(11.9) 0.124
Type of immediately intake 68(28.1) 68(29.6) 136(28.8)
Total 242(100.0) 230(100.0) 472(100.0)
T mRlo g ZAMEQoW FQ Ex 3AZo] A Table 3, Preference of Home Meal Replacement bibimbap by
:rLUH%} - %‘\“ 19+ meke] AF Jhdo] Hasirial gender
AAGE vl ATk Ju SY(2012)9] ATelAE 7Hg3tEA & Gl
@ Dol 133 QA= A7 F2 B Ao Uk Item Male Female 0 alue
om, Azolgz Heldte] 74 Al Uen) B aTe) w242 @230 D
AR Chung LN 5(2007)9] Aol 200) F41 Bulgogi ~ 5.14+124  5.02+128  5.08+1.26 0.988
5ol At Aekel olfF =R A E ATt Chicken  523+130  541£129 532130 -1.558
o, $E2 s He ¢ e /PR e As Curry  493+121  487+123  490:122 0572
AL ST ol & A7 wl nAE e Kimchi ~ 4.96+134 4974122  4.96£128 -0.092
= 7PgiE A e} AR A bk e et AL Hep s Seafood  4.60+1.53  5.024129 4814143 -3222"
3 E:];gi ;32/\3&00}?2? jﬁoﬁg?%ng Z}f Gondeure  4.10£1.35  429+130  4.19+1.33 -1.534
= :;eg]o;.:; ° = == T Butter garlic 3.99+123  431+1.23  4.15+124 -2.794"
A Tuna 490£123  4.82+124  4.86£123  0.698
_ _ _ 7-point Likert scale (1: strongly disagree~7: strongly agree).
3. 7pPdzHEA] HIEE IZoll EHS.J 1.\_1§E “p<0.01.

Az
%)
& Apols 47 A= able 33} 7“3} 79%1] 87H 5 o] B (p<0.01),

“WE] 2 (p<0.01) HIHEke] A

% ‘A1 ¥ub(5.32)9 ds=r 7P ke, cBa F57} Ao Hla] oHog O =o o' zAE
7] vIREP(5.08), ‘ZA] ]‘ﬂ“ﬂ“(4 96)°] =olAtt. G At} olo] B A Az ZAYAAEC] HAEE= By
oE 7hgztE Hlt‘u% Aol AEE AolE: 243} w gEoz= X7, B, 71X, S oz yeh}
At gel B ARLE2), “EPG14), A9 ) AEE7} 27 2 AEARE 283t GIT P
£oR UrE}MQEtL Aol A= A4, B o] wWEl Z1A7E Al Adte] "ad oz AZHET
71°(5.02), “SNE(5.02) o2 ZAFE O] AT oA E'_—r
ilﬂ a7 Bl tidk MEmrh =9kt Al W 4 JpmziEAl KZo| i QAT

P VN AR AOlE ART A & aima) Ag N a7EE BAT AT Table 4
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Table 4, Demand for Home Meal Replacement product development by gender

Item Gender Total (n=472) t-value
Male (n=242) Female (n=230)
Low calorie food 4.59+1.25 5.35+1.19 4.96+1.28 -6.805""
Low-sodium food 5.18+1.21 5.66+1.08 5.41+1.18 -4.558""
Functional food 4.90+1.22 5.07+1.07 4.98+1.15 -1.593
Therapeutic food 4.43+138 4.74+1.21 4.58+1.31 22.556°
Small packaging food 4.92+1.20 5.19+1.14 5.05+1.18 2.454"
Premium food 4.60+1.20 4.93+1.14 4.76+1.19 -3.024"

7-point Likert scale (1: strongly disagree~7: strongly agree).
"p<0.05, “p<0.01, ""p<0.001.

o k. AA 67 A& F AL AF (54D AT 8T
ST} 7P A JERseH, AXR A$F(5.05), 7154
AF(4.98) o &2 ZAMEAG. Add wE 7Pk
2 AF L aFEE BT A P Ae A9
AF(5.18) > AXA AF(4.92) > 7154 AE(4.90)
> g AF4.60) > AZZE AE(4.59) > ‘A=
2l AF@4.43) o2 UEsth A4 Aee A Al
F(5.66) > ‘AZREE AF(5.35) > ‘AXAF AF(5.19)
> 7154 AE((5.07) > ‘ZYY AF4.93) > X84
AF (474) =22 ZAEUT Al W& Aolx=
AR AF(p<0.001), “AYG AE(p<0.001), ‘=1
 AE(p<0.01), ‘XN 52 AF(p<0.05), ‘A2EH A=
(p<0.05)°1A4] o] FPRT FoHo= /Ml §F=7}
=7 Yebst) Park SE(2015)2] Y& 2wzt Ak 714
22 g2 Ao thd aviak 2= ATl o5k
AE AHAY] g Wt T HlEo] =4 vERd 4H]
Aso] =ZEin|dd AFH A 52 AF PR LA
=%or, olx=oly AF Ao o Zu|g A
EZ R 27 =7 BA ZAEAT B A7Aaa AL
=S A, &34, 71548 AF 5 S AF
M-S Astar Jon, 7Pzl e] agstel g o+
57} ol B PAAE olF WYt tdd FE 9
7FE7bA A o] Aol a3k Z1o g ALREU

5. JFRIZHHAl MEHEN QolstA
A AEEA e Bse AT of® a8l &

AEE FAE AeA dolir] Yol 8184 & 2
I+= Table 59F 2t} 820EA9] KMO 42 0.878=
Ehtom foSES 0.001 FIVEOE UER} Q1B AS

rete] ASEHAT A MA 2l Al
2 gusigon 94, AXE vk M 2 714, B
H=T) o] Rl &3t T HAlE cHY QRlo=
AAH9E, Y A2 Az, A= 8o)

=
FEo] TFHJTE 2L Al MA 8l vl E &9

o
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o
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5, ASHQ vy 7ido]
etk 24 89159 WA d¥3S A3 Cronbach’a

6. 7FHZHEA| MElA M Simo| ZRE-OIEE BN
hgzrile] deg ol dal Fasitn AAws
A&} o) g Fo| WEE 4

% =9 Augold v FES Al
FTRE9 &£Ao] BIEEe] £A4HT
072 ZAEATHp<0.001). 7HE7HH AL
sitta sk F5S 22 HE4E FACE Aund
“212°(6.09), 7FHA°(5.87), ‘BF(5.82), ‘ZHHATE EA(5.79),
AAE(5.75), TUHTA(5.53), SAAAHAHL(5.49),
A= Ro)(5.45), ‘BAT(5.42), ‘=58 AHIP(5.11),
A& vl N (5.08), ‘HET o4 vIF(4.91), ‘&
9 Hoigoljt v 4.3)= YERT

7Pzt A0 Tk WEEE ARy AR IA
(5.15), AFEZFLoP(5.15), ‘SAAHAZ(5.14), ‘=5
8 H7P(4.99), FPHI ZTA4.96), 9F(4.97), AW
(4.89), ‘AXE(4.72), BAE (4.70), ‘F&3 24 H¥F
(4.63), ‘A& wiF N (4.48), 714(4.40), ‘= H
thgo]3t W (4.28) 08 ZAEJLL FLES VEL
9] zpol7} & FEo7E F1A(1.48), ‘A (1.21), AA
°(1.03), 8P(0.86), ‘3 EA(0.83) 5OE UERGTH

7Pzt A o] HdeldAde BAS Aol oS,
Chung LN 5(2007)2] aAolAE ABlRFEC] 7FE7HH
2 g Al M F8EHA o7 AYEHoZE A
Al ¥4, AXE, A5 vy, 7HE FO0E YET Ju
SY(2012)°] Aol ofstd 7Pzt A T Al 5249
oS M F83HA s AoE ARSI $H,
Park KS 5(2015)2 &M|AE0] 7Pz A8 Al g+
S5t 9A vUehd 7H4, &5 b, AF 4
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ojf
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Table 5, Factor analysis on the selective attribute of Home Meal Replacement

HAe] A7 W HSEAY] SRS B

Type Item Factor
Trust Convenience Menu
Hygiene 0.849
Freshness 0.827
Reliability faste 0.743
Easy to go packaging 0.636
Price 0.583
Brand 0.524
Convenience in intake 0.830
Convenience Accessibility 0.747
Labor saving 0.679
Time saving 0.607
Easy to serve menu 0.866
Menu Familiar menu 0.761
Continuous menu development 0.596
Eigenvalues 3.267 2.797 2.444
% of Variance 25.131 21.518 18.799
Cumulative of % 25.131 46.650 65.448
Cronbach’a 0.848 0.828 0.737
KMO=0.878, Approx-y’=2899.551, df=78, p=0.000, Cumulative of %= 65.448%.
Table 6. Importance-Performance Analysis of selective attributes in Home Meal Replacement products
Type Item Importance” Satisfaction” Gap t-value
Hygiene 6.09+0.93 4.89+0.93 1.21+1.14 23.0317"
Freshness 5.75+0.95 4.7240.96 1.03+1.17 19.222"
Taste 5.82+0.92 4.97+0.92 0.86+1.09 170437
Reliability Easy to go packaging 5.79+0.94 4.96+0.94 0.83+1.09 16.534"
Price 5.87+0.96 4.40+1.12 1.48+1.47 21.825"
Brand 5.42+1.12 4.70+0.93 0.72+1.15 13.582""
Subtotal 5.79+0.73 4.77+0.72 1.02+0.83 26.823""
Convenience in intake 5.49+1.02 5.14+0.97 0.35+1.04 7233
Accessibility 5.53+1.03 5.15+0.94 0.38+1.10 7522
Convenience Labor saving S.11£1.11 4.99+0.98 0.12+1.13 2234
Time saving 5.45+1.00 5.15+0.96 0.30+1.04 6.273""
Subtotal 5.39+0.85 5.11+0.81 0.29+0.81 7677
Easy to serve menu 4.31£1.38 4.28+1.17 0.04+1.26 0.621
Men Familiar menu 4.91+1.25 4.63+0.98 0.28+1.20 5.046::
Continuous menu development 5.08+1.13 4.48+0.98 0.60+1.26 10.403
Subtotal 4.77+1.02 4.46+0.82 0.31+0.92 7197
Total 5.32+0.71 4.78+0.67 0.54+0.67 17.349"

Y Mean+SD with a 7-point Likert type scale: 1 point (strongly unimportant)~7 point (strongly important).
p p p gly p p g p
? MeantSD with a 7-point Likert type scale: 1 point (strongly unsatisfactory)~7 point (strongly satisfactory).

"p<0.05, " p<0.001.
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=58 A7P(p<0.01), ‘Alﬂ%% o] (p<0.01), ‘=E #
tjgolgk W7 (p<0.01), ‘&S 22 w7 (p<0.01), ‘A
2219 ¥ N (p<0.01) 52 o)A ofido] YR
o 8o s Fas 57t o EA YERTh Aol o
%— 7HPZrE A el SRl ik AjolE AuE

=
zfo] éﬂr 4(0.62)°] FA(0.46)H T} FojFoz =2
TAE-NEE AolE HTHp<0.05). 48 ko] =
FolA el xto]E Hol= AN HA AHEAAL <H
CERIAH A (p<0.05), ‘= Hojgo)g o
422l v M (p<0.05) T2 e}

_4

= (p<0.01),
7 (p<0.01), ‘A
st

Jang YJ(2009)e] Aol ofstd v, 219 &, 744
AAe] AFE 59 71AHEA Melda] FlEo|A oA
o HAR felHow o A Fashl 4dsn 3l
L Ao7 1,}1;}1/1-1:]- Jeong YG & Lee IS(2015)2] Al
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NEEGO)(p<0.01), ‘A&T T2 WP <001 T ASE ARHAT:
FEoA o] YR VSRl Fe AL H @
Table 7, Analysis on the difference of Importance-Performance analysis on selective attributes by gender
Factor e Importance" Satisfaction”
Male Female t-value Male Female t-value
Hygiene 6.00£0.98 6.19+0.86 -2.247 4.87+0.96 4.90+0.90 -0.379
Freshness 5.67+0.99 5.83+0.91 -1.939 4.67+0.98 4.76+0.93 -0.990
Taste 5.74+0.99 5.92+0.84 -2.153" 4.88+0.98 5.06+0.84 -2.095"
Trust Easy to go packaging 5.63+0.99 5.97+0.86 -3.961™" 4.88+0.99 5.04+0.87 -1.908
Price 5.79+1.04 5.96+0.86 -1.965 4.34+1.18 4.45+1.06 -1.059
Brand 5.19+1.15 5.66+1.03 -4.716™ 4.62+0.94 4.79+0.93 -2.049"
Subtotal 5.67+0.78 5.92+0.66 -3.835™ 4.71+0.74 4.83+0.71 -1.868
Convenience in intake 5.36+1.08 5.63+0.92 -2.883" 5.05+1.05 5.24+0.86 -2.236"
Accessibility 5.381.12 5.70+0.91 33677 5.12+0.99 5.18+0.89 -0.676
Convenience Labor saving 4.98+1.17 5.24+1.03 2.636" 4.90+1.04 5.08+0.91 -1.929
Time saving 5.3120.99 5.59+0.98 2.996" 5.05+0.93 5.25+0.98 2257
Subtotal 5.26+0.90 5.54+0.76 3,653 5.03+0.84 5.19+0.78 2.107
Easy to serve menu 4.06:1.40 4.58+1.30 -4.180"" 4.18+1.16 4.38+1.16 -1.873
Familiar menu 4.73+£1.25 5.10+1.22 -3.229" 4.50+0.93 4.77£1.02 -3.051"
Menu Continuous menu development 4.93+1.11 5.25£1.13 -3.124" 4.44+1.00 4.52+0.97 -0.830
Subtotal 4.57+1.00 4.98+1.00 4394 4.37+0.80 4.56+0.83 -2.450°
Total 5.17+0.71 5.48+0.68 -4.902"" 4.71+0.65 4.86+0.67 -2.529"
Y MeantSD with a 7-point Likert type scale: 1 point (strongly unimportant)~7 point (strongly important).
? Mean+SD with a 7-point Likert type scale: 1 point (strongly unsatisfactory)~7 point (strongly satisfactory).
"p<0.05, “p<0.01, " p<0.001.
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