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Abstract This study is a study on user experience design of Meal Kit product information. The purpose
of this study is to derive the product information necessary for the purchaser and the necessity for the
convenience of use, and to propose an improvement plan. When purchasing Meal Kit products, two
types of domestic Meal Kit brands, Peacock and Fresheasy, were compared and analyzed for
information on nutrition intake, package design, and environmental issues. As a research method, a
questionnaire survey was conducted by deriving 7 factors for purchasing Meal Kit products through
literature research and prior research. Proceeded. As a result of the study, the factors that satisfy buyers
were in the order of cooking process, food, taste/nutrition, package, convenience, price, and
information, and overpacking was also revealed as a problem. Through this, it was possible to derive
improvements and develop plans for the Meal Kit product. It is expected that this study will help

improve the dietary life of One person households and develop Meal Kit products in the future.
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Fig. 1. Meal Kit user status
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Table 1. Result of analysis

Evaluation Element Questions M SD R
Cooking with a Meal Kit is fun. 2.54 0.87 15
1 Taste / Nutritive Cooking with a Meal Kit is delicious. 2.75 0.77 10
Meal Kit are nutritious for one meal. 2.90 0.80 6
Packaged materials are fresh. 2.82 0.71 7
2 Food Packaged contents look good. 2.94 0.83 5
The packed contents and information match. 2.78 0.86 8
The cooking process is easy and simple. 3.28 0.83 2
3 Cooking process Shopping time is shortened. 3.33 0.86 1
Cooking time is reduced cooking time. 3.21 0.95 4
The durability of the wrapper is strong and reassuring. 2.73 0.98 11
Ig)lfrszjté){lz No difficulty in tearing open the packaged material. 2.68 1.06 12
I like the packaging design and brand. 2.60 0.85 13
4 Package
Packaging materials are too bulky. 2.34 1.11 19
Egriiggiesm Ice packs and dry ice are forced to be used for food freshness, but I think it is a waste.| 2.43 1.26 17
Need for a way to recycle wrapping paper. 3.22 0.85 3
There is no difficulty in finding the expiration date of the Meal Kit. 2.34 1.02 19
5 Information There is no difficulty in finding the nutrition label for the Meal Kit. 2.27 0.97 22
There is no difficulty in finding the calories of a Meal Kit. 2.30 0.93 21
Meal Kit is affordable for one meal. 2.39 0.94 18
6 Price Meal Kit is cheaper than shopping in person. It's reasonable. 2.51 1.05 16
Meal Kit is better to save than eating out. 2.60 1.02 13
S:i)trlk]\;e;iet?rtnetoczsstarb;;t‘z do whatever time you want 977 0.89 9
7 Comeiones It is convenient to store the Meal Kit. 2.95 0.78 4
Meal Kit is easy to recycle trash. 2.17 1.06 23
Taste/Nutritive Table 2. User experience satisfaction analysis
Element MCSD)

Convenience Food All 20's 30's
Taste / Nutritive 2.73(0.85) 2.75(0.8) 2.68(0.85)
Food 2.85(0.80) 2.94(0.79) 2.77(0.81)
Cooking process 3.27(0.88) 3.26(0.94) 3.28(0.82)

Package 2.66(1.06) 2.60(1.12) 2.72(1)
Price Cooking Information 2.30(0.9) | 2.33(0.96) | 2.28(0.99)

process
Price 2.50(1.01) 2.34(0.98) 2.64(1.01)
Convenience 2.63(0.97) 2.57(1.08) 2.69(0.87)
Information Package
Al 20's ——30' LI E Al AREAF ] 20-30tH = 7P W=

Fig. 2. Radial chart comparing user experience
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