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Abstract

The purpose of this study was to compare and analyze the importance and satisfaction of consumer selective attributes by home
meal replacement (HMR) types using local ingredients. This study was conducted from December 4 to December 8, 2020. A total
of 380 responses organized according to preferred types of HMR (100 for Ready to Eat (RTE), 92 for Ready to Heat (RTH), 88
for Ready to Cook (RTC), 100 for Ready to Prepared (RTP) were used for the final analysis. Statistical analysis was conducted
by descriptive analysis, paired t-test, and importance-satisfaction analysis by HMR type. Findings of this study showed significant
differences in consumer selective attributes by HMR type. RTE and RTC need to improve quality while RTH needs to improve
quality and packaging. Notable selective attributes were quality, packaging, and information. They were located in different quadrants
of each HMR type. All other attributes appeared in the same quadrant. Further research is needed to determine differences in quality,
packaging, and information for each HMR type. Results of this study provide basic data for developing products and marketing
strategies for each type of HMR products using local ingredients.
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Table 1. General characteristics by HMR types
Variable" RTE" (n=100) RTH? (n=92) RTCY (n=88) RTPY (n=100) Total (n=380)
Sox Male 52(52.0)° 45(48.9) 45(51.1) 47(47.0) 189(49.7)
Female 48(48.0) 47(51.1) 43(48.9) 53(53.0) 191(50.3)
20~29 21(21.0) 18(19.6) 16(18.2) 21(21.0) 76(20.0)
Age 30~39 29(29.0) 20(21.7) 24(27.3) 25(25.0) 98(25.8)
40~49 24(24.0) 24(26.1) 27(30.7) 29(29.0) 104(27.4)
>50 26(26.0) 30(32.6) 21(23.9) 25(25.0) 102(26.8)
<High school 16(16.0) 21(22.8) 12(13.6) 18(18.0) 67(17.6)
Education level Bachelor degree 74(74.0) 63(68.5) 66(75.0) 70(70.0) 273(71.8)
>Postgraduate degree 10(10.0) 8(8.7) 10(11.4) 12(12.0) 40(10.5)
Housewife 11(11.0) 10(10.9) 17(19.3) 21(21.0) 59(15.5)
Office 45(45.0) 39(42.4) 42(47.7) 41(41.0 167(43.9)
Public servant 10(10.0) 2(2.2) 4(4.5) 3(3.0) 19(5.0)
Self-employed 1(1.0) 10(10.9) 3(3.4) 6(6.0) 20(5.3)
Occupation Professional 12(12.0) 9(9.8) 5(5.7) 9(9.0) 35(9.2)
Sales 7(7.0) 9(9.8) 5(5.7) 3(3.0) 24(6.3)
Production 6(6.0) 1(1.1) 334) 2(2.0) 12(3.2)
Student 6(6.0) 5(5.4) 6(6.8) 9(9.0) 26(6.8)
Etc. 2(2.0) 7(7.6) 3(34) 6(6.0) 18(4.7)
<2 million 17(17.0) 9(9.8) 6(6.8) 9(9.0) 41(10.8)
2 million~3.5 million 17(17.0) 21(22.8) 27(30.7) 24(24.0) 89(23.4)
Monthly income 3.5 million~5 million 26(26.0) 22(23.9) 17(19.3) 17(17.0) 82(21.6)
(won) 5 million~6.5 million 14(12.3) 20(19.5) 21(18.8) 19(18.8) 74(19.5)
6.5 million~8 million 13(13.0) 13(14.1) 8(9.1) 16(16.0) 50(13.2)
>8 million 13(13.0) 7(7.5) 9(10.2) 15(15.0) 44(11.6)
) Single 36(36.0) 30(32.6) 25(28.4) 31(31.0) 122(32.1)
Marital status
Married 64(64.0) 62(67.4) 63(71.6) 69(69.0) 258(67.9)
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3 Ready to cook.

9 Ready to prepared.
7 n (%)

ol4} 5009+ mlgto] 7bg Wokal, RTC, RTPE ZH2} 30.7%,
24.0%= 2005+ o]AF 3509+ u|wto] 7} Wkt A5 o]

F= BE HMR -394 7]20] 64.0%01 4] 71.6%At0] = 1]
SR gotth

2. FLhAH ATIZE BB JHEIBAIS ME5H= EAL
CHAIRES HVMR R T S4
A AARE BT g7
Ao MR MERYS] BE F1) S50 i A
Table 201 A/ AJ5F9IE. HMR 415630

0

mlo
r>~

i
_O|L
rr
N
%
=

9] A% PutEA A FYgth= HlEo| 35.0%2 M =
rou} AA| B 42.6%ETH= WA UERtoH, 93]
2 HOH oA FATH= HEo] 28.0%= HA| BAEd
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Table 2. Home Meal Replacement purchase characteristics by HMR types

Variable Total RTE" RTH? RTCY RTPY pvalue

(n=380) (n=100) (n=92) (n=88) (n=100)

Department store 3(0.8)° 1(1.0) 1(1.1) 0(0.0) 1(1.0)

Large supermarket 162(42.6) 35(35.0) 45(48.9) 45(51.1) 37(37.0)

Online shopping mall 105(27.6) 20(20.0) 22(23.9) 25(28.4) 38(38.0)

Local shop 26(6.8) 9(9.0) 8(8.7) 5(5.7) 4(4.0)

Place where most Convenience store 54(14.2) 28(28.0) 11(12.0) 6(6.8) 9(9.0)
often purchase Home 0.11

Meal Replacement Local market 1(1.0) 0(0.0) 1(1.1) 0(0.0) 2(0.5)

TV home shopping 5(1.3) 2(0.5) 1(1.1) 0(0.0) 2(2.0)

Social commerce 19(5.0) 4(4.0) 3(3.3) 6(6.8) 6(6.6)

Restaurant 2(0.5) 0(0.0) 0(0.0) 0(0.0) 2(0.5)

Etc. 2(0.5) 0(0.0) 1(1.1) 0(0.0) 1(1.0)

Breakfast 42(11.1) 16(16.0) 13(14.1) 7(8.0) 6(6.0)

Lunch 79(20.8) 26(26.0) 14(15.2) 13(14.8) 26(26.0)

Home Meal Dinner 199(52.4) 36(36.0) 48(52.2) 52(59.1) 63(63.0)
Replacement most <.05

frequently used time Snack 45(11.8) 20(20.0) 11(12.0) 11(12.5) 3(3.0)

Appetizer 10(2.6) 1(1.0) 4(4.3) 3(3.4) 2(2.0)

Etc. 5(1.3) 1(1.0) 2(2.2) 2(2.3) 0(0.0)

Tasting event/promotion leaflet 90(23.7) 26(26.0) 23(25.0) 24(27.3) 17(17.0)

Recommendation of

sales representative 25(6.6) 7(7.0) 4(4.3) 6(6.8) 8(8.0)

Newspaper/magazine 2(0.5) 2(2.0) 0(0.0) 0(0.0) 0(0.0)

Main information Internet search 141(37.1) 31(31.0) 37(40.2) 32(36.4) 41(41.0)
source when YouTube 30(7.9) 10(10.0) 5(5.4) 4(4.5) 11(11.0) 62

purchasing Home Leaflet 13(3.4) 3(3.0) 5(5.4) 4(4.5) 1(1.0)

Meal Replacement Mobile application 31(8.2) 9(9.0) 3(3.3) 5(5.7) 14(14.0)

Radio/TV 7(1.8) 1(1.0) 3(3.3) 2(2.3) 1(1.0)

Recommendation of
an acquaintance 35(9.2) 10(10.0) 9(9.8) 10(11.4) 6(6.0)
Etc. 6(1.6) 1(1.0) 3(3.3) 1(1.1) 1(1.0)

D Ready to eat.

? Ready to heat.

% Ready to cook.

9 Ready to prepared.
2 n (%).
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Table 3. Comparison of importance and satisfaction of HMR consumer selective attributes

Dimension Importance Satisfaction t-value
Convenience 4.09+0.49" 4.01+0.52 3.597"
Quality 3.96+0.54 3.6240.67 9.688™"
Safety - hygiene 4.27+0.59 3.91+0.63 11.996™
Variety of menu 3.65+0.66 3.58+0.68 2.406™
Packaging 4.02+0.56 3.77+0.61 9.088™"
Price 4.1740.59 3.73+0.70 12.027™
Trust 3.75+0.65 3.500.67 7.536™
Information 3.80+0.70 3.65£0.71 5.644™
Popularity 3.05£0.72 3.10+0.70 -2.084"
Y MeantS.D.
“p<0.01, ""p<0.001.
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AHRL 294 38074, UFELE 365808 HE JEOA &
AR & {23k Zpo|7t UL (p<0.01), HF/ T
8% 3053, 2L 310408 2957} vrERr T 894
o2 WA YEHTHp<0.01).

ol

2) HVR 78Y I ATHZE 236 7HEzZh
MSsh= AHIXF MEISMO| SR} QIRE R
A A RS L85 7PITHHEAE AEshe
o] HMR §@% AE&/40] 5%} BhE 2ol Table
40] AASFFE HMR §3EE RTE9] F8E-+ HOA
4043, F4 3874, A - A 4214, vlwehdd 3.663,
871 4043, 7H4 4067, A1# 37274, HE 3754, WS4
31282 UEREAL, RTHY $8kw= HOA 4124, 2
4017, QrA - 94 4307, WA 3.594, £7] 4.154,
7VA 4157, A5 3794, A 3854, tEA 3.13H0]9 L
o, RTCY] $ 8=+ HoA 4034, 4 3.864, Hd - 948
42074, W%TIORA 3537, 87] 3874, 714 4.09%, Al
3.674, A 3761, HFA 3.02828 yehytt upxdgo
2 RTPY 585+ HOA 4167, 4 4.084, ot - 94
4384, Mlwo g 3794, 871 4014, 7H4 4353, A

199 - o83

3814, AH 3844, =4 2928 02 YERYTH HMR -8
2 ul AEs A3 BE G904 oHd - 94, 714
207 %7 Uehtil 1 olsks $9¥ Hol7h it of
o} Balsto] 71 AT % HVR §9L FEste] Aul% A
B2de] FREE B4 ATl ofd gloit, At A
2 27]E AR AedAd] that 20199 % Wi Yang 5
(2019)9] AT AB@s4de] 1 FasA ek
o), & 47 AT % RTP $9014 §40] 431808 Fa%
7} 718 =7 Yehdd Adh A4 dste serE.
HMR 9% RTES U552 B RTES] WErs ¥
o4 3987, B 3604, A - A 3874, AFThRA
3.654, 87] 3.834, 71A& 3.774, A& 3.524, AH 3.754,
HE4 320908 eI, RTHE] SHEEs 14 404
A, B4 364, A - 94 3,934, vk 3.594, 87
3.934, 712 3.704, A1F 3554, X 3.7574, <A 3.144
olglon, RTCY WEEL Woly 4019, B2 3477, &
A - A 3.814, HlHFTheFA 3.394, 7] 3.574, 714 3.66
A, AF 3497, AHE 3584, ti5A 3.188 07 el
opx|ulo g RTPE| REEL Wol4 4037, £4 3774, ¢
A - 914 4027, VTR 3,657, 871 3724, 74 377

Table 4. Comparison of importance and satisfaction of consumer selective attributes by HMR types

Dimension RTE t-value RTH t-value RTC t-value RTP t-value
) Importance 4.04+0.51" 4.124+0.47 4.03+0.50 4.16+0.47 "
Convenience 1.652 1.586 0514 3.536
Satisfaction 3.98+0.51 4.04+0.52 4.01+0.53 4.03+0.52
) Importance 3.87+0.53 e 4.0120.52 e 3.80£0.57 e 4.08£0.53 s
Quality ) . 3.691 5.324 5.740 4.884
Satisfaction 3.60+0.68 3.64+0.75 3.47+0.60 3.77+0.62
Safety - Importance 4.214+0.65 v 4.30£0.56 v 4.20£0.58 | 4382054 .
. ) ) 5.875 6.352 6.303 5.537
hygiene Satisfaction 3.87+0.62 3.92+0.66 3.814+0.59 4.02+0.63
: Importance 3.66:0.70 3.5940.63 3.5340.64 3.79+0.66
Variety of o 0.139 ; 2.158" 2.154"
menu Satisfaction 3.65+0.70 3.59+0.63 3.39+0.64 3.65+0.71
) Importance 4.044+0.55 e 4152053 e 3.87£0.55 e 4.0120.60 s
Packaging ) ) 4.001 4.235 4.887 4.993
Satisfaction 3.83+0.58 3.9340.55 3.574+0.58 3.72+0.68
) Importance 4.06+0.63 o 4.1520.52 e 4.09+0.59 o 4.35+0.56 -
Price ) ) 4.573 6.750 5.533 7.263
Satisfaction 3.77+0.68 3.70+0.64 3.66+0.73 3.77+0.77
Importance 3.72+0.59 . 3.7940.65 e 3.67+0.66 w  3.81£0.70 "
Trust ) i 2.633 4.566 2.795 5.466
Satisfaction 3.52+0.65 3.55+0.74 3.49+0.57 3.45+0.71
) Importance 3.75+0.65 3.8540.69 3.76+0.66 - 3.84+0.80 "
Information ) ) - 1.620 3.361 4.898
Satisfaction 3.75+0.65 3.7540.66 3.58+0.63 3.53+0.83
) Importance 3.12+0.81 3.13+0.59 3.024+0.70 - 2.92+0.74
Popularity ) ) -1.291 -0.076 -2.858 0.127
Satisfaction 3.20+0.70 3.14+0.62 3.18+0.64 2.91+0.79
D MeantS.D.

Fk

*p<0.05, “p<0.01, “"p<0.001.
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SAFSE 272 UEh), AlEo] HolA], b A, 9Aio] BAF
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o] thzA| Uehget. RTEE £, 94 - 94, 871, 7}
A, AlF, RTH= &4, ot4 - 94, 87], 714, A1F, RTC=
It;d o}A - Hxﬂ _9_7] 7].7:1 /\]ﬂ 4E ‘:H /\4 RTPE o
o4, =4, A - A, vl v v, 871, 7HA, AlEL A
HollA foJ_t &pol7} YEhgt HE F3 oA %%4_, A
A4, 871, 714, A= S7HA] FE2 FLSHA Rt A
ol& H3lom, RTCE t&54, RTP= &4, Wlw9] thd,
HHoA 3712 ot ol Y= AOE UER} FF §
32 HMR AlF 7 A o5 F&o] tigt 137 2add
Zoltt. 123l HMR 38 SR8kt WL 7hof| 71 2
Zolg Hel A2 RTHO 7l r F2% 4154, UE:
370822 7oA Aol7F WEFHTHp<0.001). O] &H|A}
So| RTH A& 7Ho] Z23 202 A45ta 9o,
A A=A Q= RTH A2 7140 digt wHEee A
Aoz ¥ Aor Yey AlE2 714 FA= gt 117
7} 293 Aoy HQIThH
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Importance mean score 3.77, satisfaction mean score 3.68
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Fig. 1. Importance-satisfaction analysis (ISA) of ready to
eat (RTE) consumer selective attributes.
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Fig. 2. Importance-satisfaction analysis (ISA) of ready to
heat (RTH) consumer selective attributes.
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Fig. 3. Importance-satisfaction analysis (ISA) of ready to
cook (RTC) consumer selective attributes.
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Fig. 4. Importance-satisfaction analysis (ISA) of ready to
prepared (RTP) consumer selective attributes.
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