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Home Meal Replacement (HMR) Consumption Behavior of
Vietnamese Consumers by Household Size

Seung Gyun Choi, Wan Soo Hong*

Department of Foodservice Management and Nutrition, Sangmyung University

Abstract

This study was conducted to provide basic data for evolving a strategy for the development of Vietnam’s customized HMR
program and formulating a marketing strategy by analyzing the characteristics and variations of HMR consumption behavior
by household size. The results of the analysis were as follows: The number of single households using HMR as a general
meal at home was higher than multiple-person households. Moreover, there was a high preference for ‘ready to heat’ and
‘ready to eat’ products, which are relatively easy to cook and prepare. It was observed that single households preferred
department stores, hypermarkets, and convenience stores for purchasing HMR when compared to multiple households, and
that single households preferred to acquire information through TV/radio and internet advertisements. Among the HMR
selection attributes, single households valued taste, quantity, price, preparation process, preparation time, and ease of
storage as important. Reflecting on the results of this study, when developing HMR in Vietnam, it is necessary to develop
a product that can nutritionally replace the general meal with a focus on convenience. In addition, there is a need for

products that possess various attributes

such as convenience, health, and eco-friendliness.
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<Table 1> General characteristics of subjects in Vietham N(%)
Item Single household Multiple household Total v
Male 118(50.4) 116(49.6) 234(50.0) 034
Gender
Female 116(49.6) 118(50.4) 234(50.0) df=1
19-24 56(23.9) 59(25.2) 115(24.6)
. 25-29 61(26.1) 59(25.2) 120(25.6) 0.12
30-34 58(24.8) 58(24.8) 116(24.8) df=3
35 or above 59(25.2) 58(24.8) 117(25.0)
Married 230(98.3) 99(42.3) 329(70.3)
Marital status Single 0(0.0) 134(57.3) 134(28.6) 1911’15; **
Separated or others 4(1.7) 1(0.4) 5(1.1)
High school graduate or lower 51(21.8) 33(14.1) 84(17.9)
. Junior college graduate 31(13.2) 28(12.0) 59(12.6) 5381
Education L
University graduate 141(60.3) 161(68.8) 302(64.5) df=3
Graduate student or higher 11(4.7) 12(5.1) 23(4.9)
Self-employed 21(9.0) 17(7.3) 38(8.1)
Labor staff 39(16.7) 9(3.8) 48(10.3)
. Professional practice 149(63.7) 171(73.1) 320(68.4) 25.93 %%
Occupation
Freelancer 7(3.0) 6(2.6) 13(2.8) df=6
Student 18(7.7) 28(12.0) 46(9.8)
others 0(0.0) 3(1.3) 3(0.6)
45~<75 69(29.5) 13(5.6) 82(17.5)
Average monthly income ~ 75~<150 90(38.5) 53(22.6) 143(30.6) -
(100,000 VND) 150~<300 52(22.2) 97(41.5) 149(31.8) dia
(100,000 VND=4.4 USD)  300~<450 16(6.8) 50(21.4) 66(14.1)
450< 7(3.0) 21(9.0) 28(6.0)
Total 234(100.0) 234(100.0) 468(100.0)
*#%p<0.001
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<Table 2> Main uses of HMR in Vietham N(%)
Item Single household Multiple household Total v
Regular meals at home 165(70.5) 125(53.4) 290(62.0)
Regular meals outside the home 47(20.1) 53(22.6) 100(21.4)
Snack 11(4.7) 32(13.7) 43(9.2)
Midnight Snack 7(3.0) 14(6.0) 21(4.5) Zég*
Dinner invitation or party 1(04) 1(0.4) 2(0.4)
Traveling or camping 1(0.4) 6(2.6) 7(1.5)
Business trip 2(0.9) 3(1.3) 5(1.1)
Total 234(100.0) 234(100.0) 468(100.0)
**p<0.01
<Table 3> Reasons for using HMR in Vietnam N(%)
Item Single household Multiple household Total 1
For saving money 25(10.7) 17(7.3) 42(9.0)
For saving time 93(39.7) 62(26.5) 155(33.1)
For convenience in cooking and preparation 35(15.0) 25(10.7) 60(12.8)
easy to buy 14(6.0) 24(10.3) 38(8.1) 23.31%*
because there are many different products 11(4.7) 10(4.3) 21(4.5) df=7
because it tastes good 19(8.1) 27(11.5) 46(9.8)
good for health 21(9.0) 36(15.4) 57(12.2)
emergency food 16(6.8) 33(14.1) 49(10.5)
Total 234(100.0) 234(100.0) 468(100.0)

#4p<0.01
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<Table 4> Frequency of HMR use in Vietnam N(%)
Frequency Single household Multiple household Total v

Less than once a week 12(5.1) 27(11.5) 39(8.3)
1-2 times a week 82(35.0) 105(44.9) 187(40.0)
3-4 times a week 104(44.4) 79(33.8) 183(39.1) 14(11?:2:*
5-6 times a week 29(12.4) 18(7.7) 47(10.0)
7 or more times a week 7(3.0) 52.1) 12(2.6)

Total 250(100.0) 250(100.0) 500(100.0)

**p<0.01

<Table 5> Comparison of preference differences by household size and by HMR type in Vietham mean+SD
Item Single household Multiple household Total t-value
RTE? 5.70+1.33" 5.65+1.27 5.67+1.30 0.43
RTHY 5.73+1.31 5.73£1.17 5.73+1.24 0.00
RTCY 5.32+1.31 5.42+1.38 5.37£1.34 -0.79
RTPY 5.41£1.30 5.56+1.28 5.49+1.29 -1.26

DA seven-point Scale was used (1: strongly dislike, 7: strongly like)

PRTE (ready to eat) : Products ready to eat without additional cooking process after purchase.

3RTH (ready to heat) : Products that can be consumed through simple heating,

YRTC (ready to cook) : Products requiring longer heating or cooking compared to RTH.

SRTP (ready to prepare) : Product that are pre-portioned and partially-prepared food ingredients and recipes to prepare home-cooked meals.

dxg § HFHs= AEU RTH (Ready To
Heat), %%@‘% 5 RTH Hop Ak 7Hd ) 7tk 22
2] RTC (Ready To Cook), <=2 27|

oF &g, ]lﬂ } Eigdl Xﬂ"‘ﬂ*‘: AFez A4 2 =
27t ks 27 ]E 52| A|#<2l RTP (Ready To Prepare)
2 TRl AseE AN 7534*: T 2k

77 R Aew B3 19 7 gl v
o2 FoAQ 2ol Holx] Yl). HnkA
S 2 RTH A gk Aswrt 5.73/702 7P =4 Yt
with RS-0 2 RTE 5.67, RTP 5.49, RTC 537 & Yelst
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<Table 6> Preferred channel of HMR purchase in Vietnam N(%)
Item Single household Multiple household Total X2
Department store or hypermarket 49(20.9) 9(3.8) 58(12.4)
Traditional market 10(4.3) 17(7.3) 27(5.8)
Online shopping mall 7(3.0) 19(8.1) 26(5.6)
Convenience store 45(19.2) 27(11.5) 72(15.4) 46('18,;;**
Supermarket 111(47.4) 142(60.7) 253(54.1)
Delivery Service 11(4.7) 20(8.5) 31(6.6)
Home Shopping 1(0.4) 0(0.0) 1(0.2)
Total 234(100.0) 234(100.0) 468(100.0)
***p<0.001
<Table 7> Preference of Information channel for HMR in Vietnam N(%)
Item Single household Multiple household Total X2
TV or radio advertisement 50(21.4) 28(12.0) 78(16.7)
TV or radio program 13(5.6) 18(7.7) 31(6.6)
Newspaper advertisement 2(0.9) 52.1) 7(1.5)
Newspaper article 2(0.9) 52.1) 7(1.5)
Internet advertisement 40(17.1) 20(8.5) 60(12.8)
Food related web sites 16(6.8) 20(8.5) 36(7.7)
Blog 4(1.7) 4(1.7) 8(1.7)
SNS 25(10.7) 27(11.5) 52(11.1) 33;?:*
Family or acquaintance 18(7.7) 31(13.2) 49(10.5)
Sales staff 9(3.8) 11(4.7) 20(4.3)
On-site PR 18(7.7) 18(7.7) 36(7.7)
Place of purchase 22(9.4) 34(14.5) 56(12.0)
Outdoor advertisement 10(4.3) 1(0.4) 112.4)
Transportation advertisement 2(0.9) 3(1.3) 5(1.1)
Food Expo 3(1.3) 9(3.8) 12(2.6)
Total 234(100.0) 234(100.0) 468(100.0)

**p<0.01

7. 7187 ZEAE

Azshe 7Pg7HaA AEA G e 4234 v
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AL ek Wb, iR (14.5%)9F 715 - A1R1(13.2%) Bl
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=232 =221
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o} Ju2012)2] Aol w=w 7Pg kA AesA = FE,
ub A7, 94, QAR EA, oFEA BN FQ T} EA
UERES ™, Lee & Hong(2019b)e] A-1-ollA] tigt AH|xj=
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83 AHshs 202 YET) oo} 22 HdeAte) 2
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Hake= ALk & 7IEE Q) kA, 191 7Hte FEH Y,



HEY 7tH72YE HVR AH|lls 537

<Table 8> Importance of HMR selection attributes in Vietnam mean+SD
Item Single household Multiple household Total t-value
Taste 6.26+1.05" 6.05£1.14 6.16£1.10 2.15%
Quality 6.36+1.07 6.25+1.08 6.31£1.08 1.16
Texture 5.70+1.20 5.56+1.13 5.63x1.17 1.31
Diversity 5.86+1.05 5.80£1.10 5.83+1.07 0.60
Quantity 5.85+1.00 5.59+1.13 5.72£1.07 2.69%*
Price 6.00+1.11 5.79+1.23 5.90+1.18 1.97*
Additives 5.74+1.19 5.69+£1.29 5.71+1.24 041
Ingredients 5.97£1.04 5.87+1.17 5.92+1.11 1.00
Expiration date 6.36+1.04 6.21+£1.09 6.29+1.06 1.48
Packaging 5.48+1.21 5.32+1.24 5.40+1.23 1.39
Organic 5.66+1.18 5.60+1.27 5.63+1.23 0.57
Brand 5.71£1.13 5.63£1.11 5.67+1.12 0.83
Preparation process 5.86£1.07 5.65£1.15 5.75+1.12 2.12%
Preparation time 5.94+1.06 5.66+1.07 5.80+1.07 2.82%*
Sanitation 6.30+1.04 6.19+1.20 6.25+1.12 1.03
Production methods 5.74£1.07 5.57<1.16 5.66+1.12 1.70
Ease of storage 5.95+1.03 5.73+1.18 5.84+1.11 2.18%*
Nutrients 6.06+1.05 6.06+1.23 6.06x1.14 -0.08
Freshness 6.06x1.12 6.05+1.15 6.06+1.13 0.12
*p<0.05, **p<0.01
DA seven-point scale was used (1: strongly unimportant, 7: strongly important)
<Table 9> Demand for HMR product development in Vietnam mean+SD
Item Single household Multiple household Total t-value
Reinforced nutrients 6.23+0.99" 6.08+1.07 6.15£1.03 1.57
Eco-friendly 6.02+1.07 5.871.16 5.94+1.12 1.49
Various menus 5.94+1.02 5.82+1.10 5.88+1.06 1.18
Organic 5.90+1.07 5.73+1.19 5.82+1.14 1.63
Calorie control 5.80+1.08 5.71£1.20 5.76+1.14 0.89
Dried food 5.82+1.09 5.70£1.11 5.76+1.10 1.22
Premium 5.78+1.11 5.62+1.23 5.70+1.17 1.50
Meal kit 5.70£1.15 5.68+1.23 5.69£1.19 0.12
Small packaging 5.59+1.23 5.44+1.14 5.51£1.18 1.37
Low sugar 5.42+1.28 5.56+1.26 5.49+1.27 -1.17
Low-sodium 5.39+1.24 5.52+1.26 5.46+1.25 -1.11
Functional 5.38+1.20 5.43+1.28 541£1.24 -0.45
Low-calorie 5.35+1.52 5.44+1.26 5.40+1.40 -0.70
Therapeutic diet 5.17€1.26 5.40£1.25 5.28+1.26 -2.03*
*p<0.05
DA seven-point scale was used (1: strongly unwanted, 7: strongly wanted)
THIAIZE, Bgo] 35S tRIZEFES F88H o713 I e T8 Feke Zlo2 Yepsth 77
2UT}. Rathee et al.(2018)°l] 23t Udhe A5 7HY7H A& T8 oAl el mE X}o](Lee & Hong
HAE 7D W) I, A7, M @A AR, 784, 2019b), Aol W Z}ol(Lee 2017), 7H-FEC whE Aol
ol&HY T T LHSAL Utk HEF, Lee(2017) 7} 247k EAsteR A, AR, 7R, A7) 5 TRt

o Aol MEW YL YIRS AT ) Ay 2wa) S99 B4

)
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