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The purposes of this study were to verify the effects of HMR (Home Meal Replacement) selection
attributes on satisfaction and loyalty for HMR. In addition, the moderating role of customer value was
examined among selection attributes of HMR, satisfaction and loyalty for HMR. Using a convenience
sampling method, the data were collected from those who have bought HMR in Seoul and Kyonggi
area. After a total of 235 responses were collected, 220 were used for the analyses. The multiple re-
gression analyses were conducted to test the hypotheses. The results are as follows. First, it was found
that product practicality and cooking convenience of HMR selection attributes had an effect on satis-
faction of HMR but that ingredients safety and package & circulation period did not have an effect
on satisfaction of HMR. Second, satisfaction of HMR significantly impacted loyalty for HMR. Third,
in low group for customer value, product practicality of HMR selection attributes had an positive effect
on satisfaction of HMR, and ingredients safety of HMR selection attributes had an negative effect on
satisfaction of HMR. In high group for customer value, cooking convenience of HMR selection attri-
butes had an positive effect on satisfaction of HMR. In low group as high group for customer value,
satisfaction of HMR had a greater impact on loyalty for HMR.
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Fig. 1. Research model.
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Table 1. Demographic characteristics N=220

Characteristic N %
Male 81 36.8

Gender
Female 139 63.2
20~29 125 56.8
Age 30~39 32 14.5
40 years < 63 28.7
High school 34 15.5
Education College 60 273
level University 81 36.8
Graduate school 45 20.5
Student 75 34.1
Office job 63 28.6
Executive 12 5.5
Occupation Professional 8 3.6
Freelancer 34 15.5
Housewife 18 8.2
Others 10 4.5
Marriage Single 146 66.4
status Married 74 33.6
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Table 2. Exploratory factor analysis and reliability of items

Factor Commu- FEigen Variences Cronbach's

Fact It
actors ems loading nality  value (%) a
Eco certification 873 .809
Eco friendly material .868 .802
Country of origin .806 781
Ingredients Main raw material .800 .801
gredients . 5359 26796 935
safety Food additive status 755 675
Nutrient content .656 .587
HMR selecti
selection Safety 627 721
attributes
Product method .603 .626
KMO=.904 Taste of food .870 815
Product quality .861 .829
Bartlett's
sphericity test Product - Freshness SDTR L 0s 2053 s
(p=.000) practicality  Texture of food 662563
Price .613 .569
Total vari . .
0?713'312;21)0 °s Various kinds of food .500 .569
Packaging .804 793
P'flckage. & Packaging container 732 781
circulation 2.741 13.705 857
period Date of manufacturer 701 735
Expiration date .664 758
Cooki Cooking time .832 794
ooKng e 2397 1198 860
convenience  Cooking method .824 .626
Satisfaction I am satisfied with HMR overall. 911 .830
KMO=.722 . . .
L. I am satisfied with convenience of HMR. .884 782 2356  78.531 .862
Bartlett's sphericity test
(p=.000) I am satisfied with price of HMR. .862 .830
Loyalt .
Kl\/;) gi 5}2) 0 I am intend to recommend HMR to others. 962 925
Bartlett's s h.ericit test 1850 92485 o18
(p=I.)000) Y I am going to purchase HMR consistently. 962 925
Customer value I am satisfied with using HMR. 922 851
KMO=.742 . .
. I am happy with using HMR. 909 .827 2469  82.309 .892
Bartlett's sphericity test
(p=.000) I am comfortable as using HMR. .890 792
Table 3. Correlation matrix
Construct 1 2 3 4 5 6 7
1. Ingredients safety 1
2. Product practicality 575" 1
3. Package&circulation period 616" 594 1
4. Cooking convenience .500" 4147 4707 1
5. Satisfaction .150° 300" 149 308™ 1
6. Loyalty 128 2707 .094 225" 6807 1
7. Customer value 109 240™ 052 255" 696" 667" 1

* p<05, ™ p<o0l.



HMR Heido] gt 34wl o|x)e ot 1apbe] 2dane 4o 17
Table 4. Regression result between HMR selection attributes and satisfaction
Unstanc.lardized Standardized error Stan.dardized rvalue pvalue
coefficient (B) (S.E.) coefficient (Beta)
(Constant) 2.275 517 4.402 .000
Ingredients safety —.106 .090 —.104 —1.186 237
Product practicality 393 .109 301 3.610™ .000
Package & circulation period —.108 .097 —.098 —1.118 265
Cooking convenience 281 075 282 3.748™ .000
R’= 147, adj R*=131, df 1= 4, df 2=215, F=9257, sig. F=.000
™" p<.001.
Table 5. Regression result between satisfaction and loyalty of HMR
UnstanQardized Standardized Stanqardized rvalue pvalue
coefficient(B) error(S.E.) coefficient(Beta)
Constant 314 310 1.011 313
Satisfaction 849 062 680 13.705™ .000
R=463, adj =460, df 1= 1, df 2=218, F=187.830, sig.F=000
™ p<.001.
Table 6. Moderated regression result of customer value between HMR selection attributes and satisfaction
Customer value
Low High
Beta t-value p-value Beta t-value p-value
Ingredients safety —.349 —2.365" .020 219 1.892 061
Product practicality 369 28117 .006 026 244 807
Package & circulation period —.003 —.022 983 —.136 —1.227 223
Cooking convenience 227 1.985 .050 211 2.044™ .043
" op<.05, ™ p<.01.
Table 7. Moderated regression result of customer value between satisfaction and loyalty of HMR
Customer value
Low High
Beta t-value p-value Beta t-value p-value
Satisfaction 556 6.986 .000 521 6.314™ .000
™ p<ol.
2Qlpe AFEA Auld uhe 28 9 A2H AXE P e S0 BEd folg 4 vAE Ao
= TAACE duEd vt 2 e vH, A s @ £ 9 {571 whEl £
AR, 7Hd 19 A 23, HMR A8 Ed & AlF4H 84 g JF= PAA Ee AR UETE o] Lee(2010)]
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AFeh ofgto] zold HQITh ol2|dt A= LML o frolg Hhel dFS A= AR HERT o
F Yonn(2016)] 179} thE A#E Bl o|2fgt A=
o] HMRE AHE8PAA F78ke A7Vt =2 AT

=
= M ze|Aze] g, Wgol ZHjE 2w o) dnho] vk
e
[e]

2 ko

d Z 9%= A, HMR # =

o] Fa3k 54 T ZgARte|y o] 1 xelH 9 of 3AARN Y A= AR & F ok wEA Y]
o] RkZo|| &S nX| = o= & 4 ok v, A 57}t < HMR Aol tigh aA7k27F £2 2njAE el s
B A | AY AR, FLdL, kA T Amed gk Ze]A|to v e o] ghdksto] Abgaty] Wl ek whx
A obF] aBAES] vES] Gk PIAA] Eobe A g e A EFS NEFo RN RERS IAT| L, ol
o2 & 4 glvh EZF HMR AlFdl ek 327 9 871, A= HMR AH§- & 34 5o] wr|& Ego|u) Ay} e
LA}, FE5713E HMR &H[AFE 9] W]l ks mlx]#] 7128 FUg shedl 7198 = s Aot
St & Utk webs 719 &HARS o] HMR A& T a7 & Hed B Je EFolA HMR
Ae Al T84l she vt 71, F4, SRS 22 AlEe] A TEo] FA T frefgt s A= Ao YEpgkon,
|21 S ZejAlgtolut W o] ARl WS 1 53], 7|7} 2 Feke] vlE) 22 Feho A HMR ®F
sto o] gk o] S35 F2A1Z F = HMR AlF= o] FAE U 2 L vA = o2 YERsT o
WEgre 2 dgArete] 2pEstE o Folof & Foltt, £ Yonn(2016)9] A7A T} tha 2po| 7} gl o] dt Ax}

=4, 7Hd 29 A5 23, HMR B2 S Z fof s + HMR AlF ARl th& gu-7tou; A} 22 17
FEFe A= Aoz YehEth o] = Lee9t Kim(2012)9] & 7HA7F S gk HMR Al Fel sl =27 @4do] =W
7o} TS AyE HRAth oldd Ailes &vP|ARE0] HMR A &F& A&4 02 o] &atAY Bl Al 3 st}
HMR A9 A3t e 7P 22 Al o] = she o3 2e FARdE S & 9FS vdva =
=55 HMRS A& 0w FufsiAv el Al 718 9 T Atk wEbA 71992 &H|AES o] HMR AF ARl o gk
T2 7 FAE B F1E B R E 4 gk whebA g Eqtolu At 7IX 5 FFA1E F U= vhdFe AEN
7192 &H|[AFE o] HMRO gk 7FA olu s ej Aol digh 1 ZX 55 B3l HMR th gk gkt ofy g}, $4
TS Sl HMR AlF5 AEA o8 FujsiAY 3= L5 IS EA HMR A7} 473 Fagh 982 &
Aeete FHIM R A2 IS F AT A57Q =Y Aoz 7gdr}
o] €8% Aot} 2 AT A B g AIEE v 2ok #

AR, 7H4d 304 HMR 227 HA] o] tigh 24982 3 ATNM = AL, A7 A G4 HMR= T3] 2 Z o]
gt A3, A 7EA| 7} e ool A= HMR A" &4 Z Al JE DHAE YR slPonz gode A HAE
FA8A ol Tl Fofg el dFS nAE Aew gt} AFZAHE Lt 5 glojof & Fo|rh gk
Uesten, Asehdde vk fold F(—)9 dIFe # AFelA= HMRE A7 & ddatd o2 S35}
HAE A2 YERH o] Yonn(2016)9] 17-¢f efgte] ot & AgeM e tAlgleR SHFe RN F Y F
zte] & Hltt o] gt A¥= 17 o] HMR< AH8-3HHA] A olaL A= e A7t o] FolH o & Aotk
FTothe HI7HX AR, TS vkEito] v F vt
Me ok AEEA, 7H, A AN, BdR SR 22 REFERENCES
AlE A8 o] Wl FA A e vX = v, 1%
AAE B S, 9] FA, FEE, 9L, Y T Aaker, D. A. (1991). Management Brand Equity: Capitalizing
A7 P e8le] Tl FAAQ] JEFe vxivka & on the Value of a Brand Name. N.Y. The Free Press.
T Aok A 7192 HMR Aol ek a4 71X 7} w2 Allen, M. W., & Ng, S. H. (1999). The direct and indirect in-
2HIZE BPleR g vk 714, F4, T 22 A8 fluence of human values on product ownership. Journal of
ARl Aol vhEell FAAR] J3Fg nA= v, 118, Economic Psychology, 20, 5-39.
QAR FA, FUE, AFHME 5% 22 AR e An, M. Y., & Park, J. O. (2003). Clothing evaluation criteria
288 S A1 J3e x| v, Aol and purchase intention based on consumers' clothing shop-
A7 EAA ] TAo] =L AH|AES 93 Zu|Yd AE ping orientation in cyber shopping. Journal of the Korean
Hobes 7Hde] =2 840 AlFe FHAFCRE TN Society of Clothing and Textiles, 27(7), 789-799.
of & Aojt}. Butz, H. E., & Goodstein, L. D. (1996). Measuring customer

A, AR 7F 2 F A = gl e)d vho] vk value: Gaining the strategic advantage. Organizational Dy-



HMR AHlEisAo] Bt 34950] vlX)e 9%

namics, 24(3), 63-77.

Cho, J. H, Lee, B. S., & Park, K. H. (2011). A study on the
effect of selection attributes on consumer satisfaction and
repurchase intention about HMR: In case of ready-to-end-
cook. Culinary Science & Hospitality Research, 17(2), 85-97.

Christopher, M., Payne, A., & Ballantyne, D. (1991). Relation-
ship Marketing Bringing Quality: Consumer service and mar-
keting together. Oxford: Butterworth-Heinnemann.

Chung, J. H., Kim, S. D., & Oh, S. J. (2014). The effects of
franchisor's control systems on trust between franchisor and
franchisee: Moderating effects of goal incongruity. The Insti-
tute of Business Management, 37(2), 113-138.

Chung, L. N. (2005). Analysis of consumer inclination to conve-
nience towards home meal replacement in Korea (Doctoral
dissertation). Yonsei University.

Chung, L. N, Lee, H. Y., & Yang, 1. S. (2007). Preference,
satisfaction, and repurchase intention of consumers for home
meal replacements (HMR) by product categories. The Jour-
nal of Korean Society of Food & Cookery Science, 23(3),
388-400.

Cohen, J. B., & Warlop, L. (2001). Understanding Consumer
Decision Making: A Motivational Perspective on Means-end
Chains. Mahwah, NJ: Lawrence Erlbaum Associates.

Dick, A. S. & Basu, K. (1994). Customer loyalty: Toward an

integrated conceptual framework. Journal of the Academy of

Marketing Science, 22(2), 99-113.

Gale, B. T. (1994). Management Customer Value: Creating
Quality and Service that Customers can see. New York: The
Free Press.

Grunert, K. G. (1995). Food quality: A means-end perspective.
Food and Preference, 6, 171-176.

Gutman, J. (1982). A means-end model based on consumer ca-
tegorization process. Journal of Marketing, 46, 60-72.
Hahm, M. H. (2011). A study of consumers’ value according to
eating out occasions by means-end chain model (Doctoral

dissertation). Sejong University.

Halstead, D., Hartman, D., & Schmidt, S. L. (1994). Multi
source effects on the satisfaction formation process. Journal
of the Academy Marketing Service, 22(2), 114-129.

Hamrick, K. S., Andrews, M., Guthrie, J., Hopkins, D., & Mc-
Clelland, K. (2011). How much time do Americans spend
on food?. US Department of Agriculture, Economic Research
Service, 1-58.

Hellier, P. K., Geursen, G. M., Carr, R. A., & Ricked, J. A.

(2003). Customer repurchase intention: A general structural

IR ] 2EANE FHoR 19

equation model. European Journal Marketing, 37(11-12),
1762-1800.

Holbrook, M. B. (1994). The Nature of Consumer Value: Service
Quality: New direction in theory and practice. Newbury
Park, CA: Sage.

Jang, N. Y. (2016). A Study on the Effect on the Perception
of the Korean Buffet Restaurant Selection Attributes on the
PerCeived Value, Customer Satisfaction and Customer Lo-
yalty (Master's thesis). Kyunghee University.

Jeon, J. W. (2010). A study on the effects of the physical envi-
ronment in food service industry on customer satisfaction,
word of mouth, and revisit bold (Master's thesis). Catholic
University of Daegu.

Ju, S. Y. (2012). Study on importance-performance analysis
regarding selective attributes of home meal replacement
(HMR). Journal of the Korean Society of Food Science and
Nutrition, 41(11), 1639-1644.

Kim, H, J. (2015). Importance of selection attribute for colored
rice-Influence on satisfaction and repurchase intention
(Master's thesis). Chonbuk National University.

Kim, J. H.,, & Kim, S. H. (2014). The effects of customer
satisfaction on franchisee satisfaction in business franchise
system. Korea Research Academy of Distribution and Ma-
nagement Review, 17(1), 89-104.

Kim, J. S. (2011). Study for the selection attributes and pursuit
benefits of processed fishery products (Doctoral disser-
tation). Hoseo University.

Kim, J. S. (2014). 4 study on the effect of service quality on
customer value, customer satisfaction and behavioral inten-
tion (Master's thesis). Kyunghee University.

Kim, J. S., & Ha, K. S. (2011). Selection attributes and pursuit
benefits of processed fishery products. Korean Journal Food
Culture, 25(5), 516-524.

Kim, K. J., Han, S. I, & Yang, J. M. (2011). The study of
structural relationship on determinants of relationship qua-
lity and loyalty in the type of food service industry: Fo-
cusing on Korean style restaurant, fast food restaurant, family
restaurant, pizza restaurant, and coffee shop. Korea Acade-
mic Society of Tourism Management, 26(4), 21-45.

Kim, T. S., Chun, D. S., & Kim, J. S. (2014). The effect of
beef traceability system on TAM. Foodservice Management
Society of Korea, 16(5), 193-216.

Kim, Y. J., & Kim, D. J. (2012). The effect of wine selection
attributes on customer satisfaction and repurchase intention:

Focusing on wine consumer types. The Korean Food Service



20 Fays B

Association, 8(3), 57-73.

Koo, M. J., Kim, R. D., Kim, S. Y., Rha, J. Y., Yeo, J. S., &
Choe, H. C. (2015). Measuring and mapping consumption
values. Journal of Consumer Studies, 26(6), 235-266.

Korea Rural Economic Institute (2015). Status and Policy Tasks
of HMR Industry - Focused on Processed Foods.

Kotler, P., & Amstrong, G. (2008). Principle of Marketing
(12nd). Pearson.

Lambin, J. J. (2000). Market-driven management: Strategic and
Operational Marketing. New York: Macmillan.

Lee, B. S., Park, K. H., & Cho, J. H. (2011). A study on the
effect of selection attributes on consumer satisfaction and
repurchase intention about HMR: In case of ready-to-end-cook.
The Korean Journal of Culinary Research,17(2), 85-97.

Lee, H. Y. (2011). A4 study on how perceived product quality
influences behavioral intentions and customer value: Focu-
sing on family restaurants and fastfood stores (Doctoral
dissertation). Kyunghee University.

Lee, H. Y., Chung, L. N, & Yang, I. S. (2005). Conceptuali-
zing and prospecting for home meal replacement(HMR) in
Korea by delphi technique. The Korean Journal of Nutri-
tion, 38(3), 251-258.

Lee, J. J., & Ahn, S. K. (2010). The effect of customer emotion
and action intention on service recovery justice perception
in hotel restaurant. Journal of Foodservice Management
Society of Korea, 13(1), 129-150.

Lee, K. H. (2017). Director Lee Kyung Hee's 2020 entrepre-
neurial trend. Seoul, Korea: hansmedia.

Lee, S. A. (2000). Establishing a generic HACCP plan based
on process approach for home meal replacement foods sold
in general merchandise stores(GMS) (Master's thesis). Yon-
sei University.

Lee, S. L. (2016). The study about selected properties HMR im-
pact on customer satisfaction and purchasing behavior
(Master's thesis). Kyonggi University.

Lee, W. G, & Kim, G. J. (2012). A study on the mediating
role of customer value in the structural relationships among
restaurant service quality, customer satisfaction, and loyalty:
Focusing on ages 20s-30s. The Korean Journal of Culinary
Research, 18(3), 121-136.

Liu, A. H. (2006). Customer value and switching costs in
business services: Developing exit barriers through strategic
value management. The Journal of Business and Industrial
Marketing, 21(1), 30-37.

Mun, Y. S., Jung, E. K., Joo, N. M., & Yoon, J. Y. (2011).

Al

A study on the intakes and perceptions of convenient break-
fast. Korean Journal Community Nutrition, 16(5), 559-568.

Na, J. K., & Kim, G. A. (2012). A study on the classification
of home meal replacement. Korea Tourism Research Asso-
ciation, 26(1), 233-248.

Oliver, R. L. (1980). A cognitive model of the antecedents and
consequences of satisfaction decisions. Journal of Marke-
ting Research, 17(11), 460-469.

Oliver, R. L. (1981). Measurement and evaluation of the satis-
faction processes in retail settings. Journal of Retailing,
57(3), 25-48.

Oliver, R. L. (1999). Whence consumer loyalty?. Journal Mar-
keting, 63(4), 33-44.

Park, J. H., Woo, Y. H.,, Kim, D. B., Lee, H. Y., & Cho, H.
J. (2016). The value structure of Korean convenience store
lunch box (dosirak) consumers: An application of the means-
end approach. The Journal of Eurasian Studies, 13(3), 235-
260.

Park, K. S., Kim, J. B., & Yang, H. C. (2015). Food and
nutrition students' evaluation for home meal replacement
quality using importance-performance analysis. Journal of
Distribution Science, 13(7), 19-24.

Park, S. E. (2017). The effects of quality attributes of lunch box
in convenience store on customer loyalty (Master's thesis).
Chonbuk National University.

Payne, A., & Holt, S. (2001). Diagnosing consumer value:
Integrating the value process and relationship marketing.
British Journal of Management, 12, 159-182.

Pieters, R., Allen, D., & Baumgartner, H. (2001). Understan-
ding Consumer Decision Making: A Means-end Conceptua-
lization of Good Directed Behavior. Mahwah, NJ: Lawrence
Erlbaum Associates.

Reynolds, T. J., & Craddock, A. B. (1988). The application of
the MECCAS model to the development and assessment of
advertising strategy. Journal of Advertising Research, 28(2),
43-54.

Reynolds, T. J., & Gutman, J. (1984). Advertising is image ma-
nagement. Journal of Advertising Research, 24(2-3), 11-31.

Roszkowski, M. J., Baky, J. S., & Jomes, D. B. (2005). So
which score on the LibQual+™ tells me if library users are
satisfied?. Library & Information Science Research, 27(4),
424-439.

Schiffman, L. G., & Kanuk, L. L. (2000). Toward a universal
psychological structure of human values. Journal of Perso-
nality and Social Psychology, 53(3), 550-563.



HMR Aol wist S0 vt 3

Seo, K. H., Choi, W. S., & Lee, S. B. (2011). A study on the
influence of the selective attributes of home meal replace-
ment on perceived utilitarian value and repurchase inten-
tion: Focus on consumers of large discount and department
stores. Journal of the East Asian Society of Dietary Life,
21(6), 934-947.

Sheth, J. N., Newmann, B. 1., & Gress, B. L. (1991). Why we
buy what we buy: A theory of consumption values. Journal
of Business Research, 22(2), 159-170.

Song, J. H. (2017). The study on selection attributes and pur-
chasing intention of HMR CVS meal box according to life-
style of single-person household (Master's thesis). Kyunggi
University.

Song, K. S. (2012). Effects of wine selection attributes on
satisfaction and repurchase intention: Focused on the mode-
rating effect of wine involvement. Journal of Contents Asso-
ciation, 12(5), 431-446.

Sparrowe, R. T., Liden, R. C., Wayne, S. J., & Kraimer, M.
L. (2001). Social networks and the performance of indivi-
duals and groups. Academy of Management Journal, 44(2),
316-325.

Westbrook, R. A., & Oliver, R. L. (1981). Developing better
measures of consumer satisfaction: Some preliminary results.
Advances in Consumer Research, 8(1), 94-99.

Woodruff R. B. (1997). Customer value: The next source of

IR ] 2EANE FHoR 21

competitive advantage. Journal of the Academy Marketing
Science, 25(2), 139-153.

Yang, H. C., Kim, J. B., & Kim, A. S. (2016). Different per-
ception on product attributes of HMR: Focusing on college
students and consumers. Journal of Distribution Science,
14(2), 47-56.

Yonn, 1. J. (2016). The effect of selection attribute of conve-
nience food instant japgog(mixed cerials) rice on customer
satisfaction and loyalty: Focusing on moderating of per-
ceived value (Doctoral dissertation). Catholic Kwandong
University.

Yoo, Y. H. (2012). The effect of perceived HMR attributes on
customers' behavior intention and product attitude in TV
home-shopping (Master's thesis). Kyunghee University.

Zeithaml, V. A. (1988). Consumer perceptions of price quality,
and value: A means-end model and synthesis of evidence.
Journal of Marketing, 52(3), 2-22.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The
behavioral consequences of service quality. Journal of Mar-
keting, 60(2), 31-46.

20179 5¢ 02¥ A T
20174 5¥€ 229 13 =R
20179 53¢ 25Y =& AAEA



