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

This study was conducted to provide basic data for product development and marketing strategies for the Thai home meal
replacement (HMR) market, to reflect the changing trends in household sizes in Thailand. The results of analyzing the
characteristics and differences of HMR consumption behavior between single-person households and multi-person
households in Thailand were as follows: It was found that single-person households use HMR to save money and for the
convenience in cooking and preparation. In the preference by HMR type, multi-person households showed a higher
preference for all types of products than single-person households. Thai consumers, regardless of their household size,
mainly use department stores and large shopping malls to purchase HMR, and they most prefer to get information through
Internet advertisements. The shelf life, quality, taste, hygiene, and freshness of HMR were the main considerations for their
selection. Based on the results of this study, the Thai market requires the development of HMR products that are reasonable
in terms of cost and preparation time. In addition, it is necessary to develop products that can satisfy consumer needs, such
as nutritional enhancement and therapeutic foods, products that are organic, eco-friendly, cater to various menus, and

address the premium segment.
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B=-2 opAMIRF A29] A FEE HAg A=t of
AIRE ] AF FE=olAt ofXofe] AF v E B
ThE 2132 =] tHKIEP 2019). Bl=He 9] =71E
I 9= 7195 FA 2 el thate] Al 271
s} A FaYshy HAES o] FAL UTHKOTRA 2018).
oo we}, Bj=te] HEWH GDPE 20149%E 201837HA]
Hat 32%9) A4S vehyon, 2022@ HE¥ GDPE=
58569 2], AAHAEL 45%2] B ALES Ho|iL
ATHIMF 2022).

B2 A B QI RS 7 A WE)
T UEREAL 9o, 20224 B9l F QlHE 6,951%F HOoR
2014 di¥] 2.2% S7FSFIATHIME 2022). 53, 7H- 15
= 1987 2-321 77T 63.1%%5 2RISR 2013 d00=
44%= ZFAEATh 190 7HEE 19879 6%ClA4 2013
14%2 S7FIAAL, 2033900= 20%7HA] S71H Ao =2 1

ERtom 204000 = 30% oo R F71e Flo] oS o
AEAR 7 R 47t vERd 2102 BRITHUNFPA
2017, Euromonitor 2020).

AT ol we 7P AA A TF
10-30t) ¢17-2] AN &= FEaksl RRo 7 A
El=F AR F 10-30E F 37%01H, o5 717
2 FQ AH|FOE AR I QJOJ(AT 2020) B= 797+
2] AP g ARl AP AU e Ao E HRlh
B3, 1:29] 74 &HRbs 7P7REA e F7129) vl A
Zo] 7%k 4&H]Fo| ™ (Sarah & Ignace 2015), Bl=2] 7}
T AR EF4 FAE RS W 5 e 7Pk
2 Ae] A sS85 Aos AetEn 53
B2 oJAde] A s oirt st w7t= ghlo] skt
H|50] =3 S gde R 3 ARl Aol TEE)
THKOTRA 2015a). ©]of] wje} 7Pgelx] AxeH] 9 AelE
sP71RThs 92wt wdsilon, sk 94719 21E
T gt Ao ' AYZFETHKOTRA 2015b).
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A, AR g, T R 4 9 1)1 T 5
7h, 449 ek ARSIt 5o Ao W= 7R
2 A R olojA APHdEe] s ARE A8t
(Buckley et al. 2007; Seto & Ramankutty 2016; Hwang
et al. 2019). Bl=r2 o]} & 7P7HH A A3t 4l
{AE T ZF0 Qlo] FES Ao o SET) A4
2, Hi=re] 7P APe] iR 7,403 922(2020
9 715%) 201595 H 20199714 AHE 12%°] =2 8%
ES UERITHAT 2020).

7P7FAA] A v el Bskal, Bl 7Rg A
A AtE A9 FAHA G ZoZ A B &
HIZE o2 & A ei=iu|xte] 7Pgzhas] AT
n] JeEQ Aol BE A (Lovell 2011), BI= 2H|Ake] 713
7rA 2] Fofjddk 291 E4(Mandelkar 2019) 522 wjl-$-
AgHA Q] A7 3| Ao R AZFETE opAjlE 7R |
A& grjjste] AuEH, HEY 10E o= 3 A
7Hx9} 7P 7EA 4] 418 A9(Olsen & Tuu 2017), HIE
wole] A% Am7EA|e] W 7PY7HEA] M=) 914
(Choi & Hong 2021a) 5°] Att. AT, Bl= 191 71+
Z2HIA Y AT, Bl TR 4 A e 7R
2 ZnleEel] gk A= Ao FAEA e AR A
Z}ee},

=) g2 20161 SHEl AAIHY 9193 E Y
Rom, Fae A FHA; AAR] AP 8 7}
EYE 2mAst JTHKIEP 2019). ol wa}, 20183
g0 Ble T2 oF 859 g, FYAe oF 569 2
2 g9 169 Y WFFoE AR{FE o7t Utk
(KIEP 2019). &3k =gntz A 2¥ 3+F= K-Pop, K-
Food, K-Fashion®l] ¢|Z27|7}%] W7} Yoz ow, B+ &
H|Z= SHe] JEFHo= sk AF AMld= HFH ot
(Jang et al. 2013). o]} 2 wjES sl & o b= 7F
AL Hx AN 2 A 2998 Ad T IS
Zo= duEn, 7Pg7ead AE e $E A2 S
Qs AR AREAAA WskE e AR §4 2 A
H|g)E Aol Ias Flo= AY7hETh

ole] & AteM= 7HY7HAY APAEE S 2 B
NS Oz 7t R wE 7Pg7 A AHjdE 5
33} Zpolg BA St} gt B ATAAE 8
191 71} TRl 7hte] AnlelE 54 wkadeh vA" A
gt BRAY BEY 7P N S AN sk
AL s, B 7P87H A AR gk 71l A 7
=3 ol 71eqskarat gtk
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1. ATCHAR} B 87 [2H
B o] ATTAE g7 FeiAgel gom,
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WA o7 RS ol gshe Bis 191 7 AHIRF B
ol 7k MR AAsHT 19 e AgaT
(DePaulo & Morris 2006; Greitemeyer 2009; Poortman
& Liefbroer 2010; Yeung & Cheung 2015)E HI® O Z
A PR AREA o R Fuleat FEfoln ©EoR
A7} e o] 2} Adste 7= Aelsiinh. vzt
T AYAT(Ritonga 1994; Dauphin & Fortin 2001;
Cho et al. 2019)E B} o & HolS ¥3}slo] 291 o) 3
Aol dgshs 7R ottt AFthdAte] A5
< W= HadARH 7PA e F8 AHS A% (AT
2020)5 L sto] 7E 194 ©]4F-394] o]stE FH 3
(Euromonitor 2020; Worldometers 2021).

AEAls "= 19 7 2 Okl 7 dS BAeha
AE H= dA AEFRAF AE 71320 Macromill South
East Asia Thailand®l <]Z]sle] Z3YstAct AEZA=
2020 10¥ 1697E 109 24U47H4] 308S o= of
H| AFZAKpilot test) A & A #3}S 74 - HEs
o] 102 27¢FE 119 1397 & HEXARE 18619
o AEAlE Bl ® 2 EQAL, 2ekls & A7
2 o7 2 & St HFA R 191 7 20008, o
A7 210882 F 410%-2] HEAE FAEA | AH-st

H AERAle it A aed el 9123 A
IRB 5<1S Wl 43 5 th(SMU-S-2020-1-007).

AW, 98, dEoT, ISTE
7 7FA 2] ARE-o]f-(Park et al. 2016; Aravinthan et al.
2019), 7Pg7+H 2 AMgHIE(Lee & Hong 2019; Yang et
al. 2019), 787+ 2 F3¥ A5 % (Daniels & Glorieux
2015; Peltner & Thiele 2018), 787k Fufad 2 4l
S G (Kim et al. 2017; Lee & Lee 2018; Lee &
Hong 2019), 7Fg7HA2] So= 2 £8, ¥4 trpel&A
8% (Lovell 2011; Hwang & Choe 2016; Thienhirun
& Chung 2017), 7F47HA2] A ZML Q7% (Paik et al.
2017; Jang et al. 2019) 522 F+A=ATH

B oo mE EAA2E SPSS Statistics (Ver. 23.0
IBM Corp. Armank, NY)E ©]-&3to] BA351th W&
H4=2] 749, W18 (Frequency analysisyS &A1 Hl%=
N} HAE%)Z AR, A453 Hre 7IE3AEY
(Descriptive analysisys A8t 3+ (Mean)?t EF=HA}
(Standard Deviation)= AA|8IATE. B3 191 7122} thelrt
To] 7Pd7hAA An|elE vlaE 98] HEY W] fo
A AL WA (chi-square test)yS, 948 M4 ttest

£ AAssh,
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M. Zx} gl uAf

1. AT CHARAL A PAFS
AT ALl URiAK F 7 R AR A
<Table 1>3} 7t} ¥ 19 7 P4 9978(49.5%),
3 101(50.5%), Tkl 7Hr= A 1099 (51.9%), 4143 101
H(48.1%)° 2 YERdT A% 191 7H= 354 odo] 57
H(28.5%)0.2 7P B2 BEE AL o, ul 7t
T 19-24417F 567(26.7%)°-2 7 A UEldth A&
e SAHSE FY% 7 R O] Zpol7f v
WSk 191 7HE ol 7k 25 mjEo] HAe] 2759
(67.1%)°02 =A YISt 28552 AAHo2 g &

HEZ] ZAR7T 1499 (36.3%) 02 =& B2 Yepid.
7 R mE zolE AR HEE FARRE 19 7t
TR ORl 7M=& HlES el 9lor, she
739 191 7FH299, 14.5%)7F Thel 7FE(129, 5.7%)E.th
2 BEXE YT 25552 190 7Y EE o
7,500-18,000 (THB)®] H|&°] 58%(29.0%), Tl 7H+2] 73
$ €35,001-50,000 (THB)S] H]-&°] 608 (28.6%)°-= 7H&
=7 Ve en, AwtF o g Tl 7] AESFEe] B
2o & EFHTH

N

7ZHmA| ARBOIR

772 S ALRSl= o]foll ek A3 <Table 2>$}

Hol 2447 (59.5%)0% 71 B AR Yepton, S/ 2t Hl-g Hoks 9siA7E 33.7%= 7MY w2 HES u
Ao folAQl 7 R Fx0 Aole gk AP ERALL, AJ7PE k] 32.9%= WERTE 7Rt 77
<Table 1> General characteristics of subjects N(%)
Item Single household  Multiple household Total 1 P-value
Male 99(49.5) 109(51.9) 208(50.7) 024
Gender .626
Female 101(50.5) 101(48.1) 210(49.3) df=1
19-24 44(22.0) 56(26.7) 100(24.4)
25-29 46(23.0) 53(25.2) 99(24.1) 2.09
Age 555
30~34 53(26.5) 48(22.9) 101(24.6) df=3
35~39 57(28.5) 53(25.2) 110(26.9)
_ Married 29(14.5) 97(46.2) 126(30.7)
hf;rt;fl Single 170(85.0) 105(50.0) 275(67.1) > 7(’13122** .000
Separated or others 1(0.5) 8(3.8) 92.2)
High school graduate or lower 47(23.5) 39(18.6) 86(21.0)
. College graduate 31(15.5) 29(13.8) 60(14.6) 221
Education L 530
University graduate 112(56.0) 132(62.8) 244(59.5) df=3
Graduate student or higher 10(5.0) 10(4.8) 20(4.9)
Self-employed 66(33.0) 69(32.9) 135(32.9)
Service worker 22(11.0) 21(10.0) 43(10.5)
Labor staff 12(6.0) 8(3.8) 20(4.9)
Occupation Professional practice 58(29.0) 91(43.3) 149(36.4) 135__86* : 011
Student 29(14.5) 12(5.7) 41(10.0)
House wife 2(1.0) 3(1.4) 5(1.2)
others 11(5.5) 6(2.9) 17(4.1)
<7,500 25(12.5) 9(4.3) 34(8.3)
7,500~18,000 58(29.0) 27(12.9) 85(20.7)
18,001~24,000 32(16.0) 19(9.0) 51(12.4)
Avergﬁe 24,001~35,000 36(18.0) 31(14.8) 67(16.3) -
?L‘Z‘f,mé’ 35,001~50,000 26(13.0) 60(28.6) 86(21.1) ol 000
(THB) 50,001~70,000 17(8.5) 30(14.3) 47(11.5)
70,001~85,000 3(1.5) 16(7.6) 19(4.6)
85,001~160,000 3(1.5) 15(7.1) 18(4.4)
160,000> 0(0.0) 3(1.4) 3(0.7)
Total 200(100.0) 210(100.0) 410(100.0)

#4p<0.01, ***p<0.001



2 Aol 7F wAREA AT FAHCRE foAl R
Aol YehdA] 3ttt

S MRS t3e= g Park et al. (2016)°] 7Pg7H
2] ZH|eE Aellx] 7Pg7AA ol & 7HATE 2]
W, AIZPESF 59 @AE Fed] vEshe JoE et
om AH|ARE R g Lee & Hong(2019)°] A+
M= 7F7HAL Fuolf= A, 7 e e Bl
Q47F vt B AT Aol fARE 23S Holal vt
7R Adgle] tiiEe] An|Abe Al ok ERlH
°|& Fas AZsly o5 BEUlZ 774 AlEe] 7t
A& JHdshe Zlo] vigAE 2o F Helth

3. 7tMZHHAIS| ARBHIE

7Pg7kA 2 o] AMEHIEE <Table 3>01A419k o] € 6-10
3](38.8%), 1-53](28.0%)2] o2 =& &S YEh
7P7EAA] ARSRIE S} TR ZF WAREA] A3 A
o7 foJAQl o] Aol EREA] skt 191 7t
ol 7 B 6-108] HHAZE 7 = HERReH 1
L 7ol A9 839 (41.5%), Tl 7o A9 767
(36.2%)= UERSTE S RS tdoR 7Pg7haA A}
BHIES 2ARSE Back & Jeon(2020)8] A A F 1-33]
AREol 7 & HIES UERSH, Choi & Lee(2019)%]
A= B Aopdar AEa fARE = 20-400) &
H 2 7P AES 5 2-33] ARSshe Hlgol 7
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7HH2] o] 84| S H|E Choi et al. (2019)2] Aol )&}
w19 7 TRl 7R 7R A Hlwv) 2
o2 Yeh 2 At Aol apolE yERLL Qi) w
A, 7P TR 9 AH|EA ZJolE sty 787t
A AR JES v 84S F7HEA AT 538

ol o Aoz AlgHH.

4. 7187 Al REY MSE
7] Y Ases 74 FeE BN Ads
<Table 4>¢}

7t} RTC (Ready To Cook) A|&©] 5.462
2 7 =2 HA9E Yoy U392 RTE (Ready To
Eat) 5.44, RTP (Ready To Prepare) 5.39, RTH (Ready
To Heat) 529 =22 Yepgth. 7=l & 787k
A FEE ASE Aol A3 A3 BE fIolA el
7HE7E 19l 7T & A RS JERT) SAIRE HE
T 7P7EA 2] Al gis] A8 Choi & Hong(2021b)0l]
oJsh, WEY 191 7= Heldo] =2 RTE AlFol tigh
AZE7F oRI7HEES =2 102 Yepsth B3, Chung
et al. (2007)° A= QE]7) v&5E nEGAdS 2A}
£ FHlekL Aelske AgS FEausial Al eks ¢
3 7P7HAA AFHE AEshs AS0RE YEhdtt o9 2
Aol Ade 2 A7e viiEe 43S Yepa Stk
Mallinson et al. (2016)2] A-FollA] F3|9|2}= 77
A2 o)EETt T, HeAFS FasA AHse Ao=

lo

=A Ueht Bis3t gk aH|Rke] 77 A ARRRIE T} LRt BERE, 2H|RF B4 wE AFaHgEs A7
AR Ao 2 YeRt 7Rl wE sk A9le] 7MY Kang & Lee(2020)01] o3, HX| A AH|R= A7A|F
<Table 2> Reasons for using HMR N(%)
Item Single household ~ Multiple household Total v P-value
For saving money 73(36.5) 65(31.0) 138(33.7)
For saving time 63(31.5) 72(34.2) 135(32.9)
For convenience in cooking and preparation 29(14.5) 24(11.4) 53(12.9)
easy to buy 16(8.0) 17(8.1) 33(8.0)
because there are many different products 7(3.5) 18(8.6) 25(6.1) 1?__678 363
because it tastes good 4(2.0) 2(1.0) 6(1.5)
good for health 3(1.5) 4(1.9) 7(1.7)
emergency food 52.5) 8(3.8) 13(3.2)
Total 200(100.0) 210(100.0) 410(100.0)
<Table 3> Frequency of HMR use N(%)
Frequency Single household ~ Multiple household Total 2 P-value
1-5 times / month 61(30.5) 54(25.7) 115(28.0)
6-10 times / month 83(41.5) 76(36.2) 159(38.8)
11-15 times / month 31(15.5) 52(24.8) 83(20.2) 5.984 200
16-20 times / month 19(9.5) 21(10.0) 40(9.8) df=4
more than 21 times / month 6(3.0) 7(3.3) 13(3.2)
Total 200(100.0) 210(100.0) 410(100.0)
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<Table 4> Comparison of preference differences by household size and by HMR type mean+SD
Item Single household Multiple household Total t-value P-value
RTE 5.11+1.66 5.75+£1.47 5.44+1.60 -4.12%%* .000
RTH 5.00+1.54 5.56+1.33 5.29+1.46 -3.96%** .000
RTC 5.23£1.58 5.68+1.41 5.46+1.51 -3.05%* .002
RTP 5.16+1.58 5.61+1.33 5.39+1.47 -3.12%* .002

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

RTE (ready-to-eat): products that are ready-to-eat, without additional cooking process after purchase.

RTH (ready-to-heat): products that can be consumed through simple heating.

RTC (ready-to-cook): products requiring longer heating or cooking compared to RTH.

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

#£p<0.01, ***p<0.001

Single household

213.0)

w Department store or hypermarket

 Traditicnal market

# Large-scale discount store

# Onlina shopping mall

u Convenience store

= Supermarket

m Delivery Service

u Home Shopping

Multiple household Total

N(%)

<Figure 1> Preferred purchase channel of HMR
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5. 7FyzZHHA] FofapE

Azske 7PgaA FojAdel e -8 £ A%
= <Figure 1>3} 22t} W3ty 3 QAulET} 20.1%2 7P
Eo g vERlom, o Wl (19.2%), 3 mi
(16.5%), AEA74(13.0%), HE SAHE(10.0%), L2404
F=(8.8%) wO= ¥ Hl&o] YET 191 7Hek o
A 7 ZF wsiolu ¥ IAvES Aeshe Jo=
UebsteH, 430 ¢ e FEE He 19l 7
(3:1%), Tl 7HH(6%) B HIAS she Ao= yERkth
H=rel et e S, B Rrie Wk, gl
e, v, Aol FAo 7 #5555 (KOTRA 2015a),

Yang & Hong(2020)°] Bi= AH|AS Ol o= 31e)4] i
Y& AR AolM I ej2e] T8 ol o)l A
Sake T AR 95 (25.9%), B TAVEE(26.0%)E
Ueht 2 o7 Aot fARE At et £ A A
= S Slar Slrk b, |4 El=re] 7PYZEAY fE
A 3R B @71A A e el Ao S
O FEAEE A Zlo] v 0% Helt}. 314
Rh 714 A e olAAm L st 22191 Ae] Sl
FAE WP FEH] 27ET
6. 7H87iHA HEAHL

Asske 7P JrAded e ts-8H 4
+ <Figure 2>9} 22t} QJIEIZ31(12.2%), TV 2] 033
(11.4%), SNS(10.6%), 21 EHHAICIE(9.1%), TV 2] 932
Z3(8.8%), 715 AA(8.2%), B F1(6.8%), 1 F3
(63%)°] =22 ¥ AE=E Heirt. 191 7} ol
7 B QML BALE Agske AoR YERen, 4%
ghrs] o] Aemrh 7P W3kth Go & Choi(2021)9] A
oMk 774 AR H52 TEY, Ao 34, TV-A
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Single household

2303)

u TV or radio commercial

® TV or radio program

u Newspaper advertisement
m Newspaper article
wInternet advertisement

m Food related web sites
uBlog

®SNS

= Family or acquaintance

m Sales staff

uOn-site PR

w Outdoor advertisement

u Transportation advertisement

m Food Expo and fair

Multiple household

38(3) 380

Ei= 7t H2E HVR AHSHS 329

Total

N(%)

<Figure 2> Preferred information channel of HMR

A e B o ® Yeht 2 AT At fARE A
O 2 et

B2 Foidske) QIElY] & REES 7N R &
211 Aol TSl em, 20229 ElS o]Aw 2
Ae- 2021 35.9% 20223 31.7% A AskH 116.49,
15349 2] 22 o7t o= JItHKOTRA 2021).
53], tAEstE 353 o]AmE oA e] nAIRS HE
7(-]1:1—_,,}_ .»L;r__g_oﬂ z. o]]}q %Tﬂo] _g__/;\_o]]:}(yoo & Lee
2015). webA], B 787 AEE] o)A AdelA Q]

Y e vt Basie, olrvs B H4s
= ThYRE Tl RR(PC, wujelyzt vl 540 ke
ARy B3 g4 zpo|E BAL E3) et~ Al
g ks Ak Zlo] vl Ao = ALRETHLI et al.
2022).

ES
al FTAE BAAI= <Table 5>9F 7+
CAEEA F 557)3K5.96), F2(5.93), BH5.88), 94

<Table 5> Importance of HMR selection attributes mean+SD
Item Single household Multiple household Total t-value P-value
Taste 5.86+1.14 5.90+1.13 5.88+1.13 -0.40 688
Quality 5.92+1.19 5.94+1.19 5.93+1.19 -0.15 878
Texture 5.07+1.60 5.22+1.54 5.15+1.57 -0.99 321
Diversity 5.43+£1.38 5.42+1.25 543+1.31 0.05 962
Quantity 5.40£1.31 5.42+1.35 5.41£1.33 -0.18 .855
Price 5.55+1.26 5.57€1.24 5.56+1.25 -0.18 .861
Additives 5.60+1.40 5.77+1.22 5.68+1.31 -1.32 187
Ingredients 5.60+1.35 5.64+1.29 5.62+1.32 -0.33 742
Expiration date 5.87£1.35 6.04+1.13 5.96+1.24 -1.41 159
Organic 5.13£1.56 5.21+1.45 5.17+1.50 -0.60 547
Brand 4.92+1.64 4.95+1.65 4.93+1.64 -0.17 .865
Preparation process 5.18+1.54 5.39+1.37 5.29+1.45 -1.43 153
Preparation time 5.12+1.54 5.34+1.44 5.23+1.49 -1.49 138
Sanitation 5.80+£1.29 5.91+£1.23 5.85+1.26 -0.92 358
Production methods 5.48+1.42 5.50£1.37 5.49+1.39 -1.15 .883
Ease of storage 5.47+1.31 5.54+1.31 5.50+1.31 -0.60 547
Nutrients 5.61£1.25 5.751.29 5.68+1.27 -1.14 256
Freshness 5.81£1.33 5.78+1.26 5.791.29 0.19 851

A seven-point scale was used (1: strongly unimportant, 7: strongly important)
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<Table 6> Importance of HMR product’s packaging elements mean+SD
Item Single household Multiple household Total t-value P-value
Design 5.46+1.48 5.61+1.32 5.5441.40 -1.16 249
Hazardous material 5.69+1.35 5.93+1.24 5.81£1.30 -1.86 063
Eco-friendly 5.65+1.33 5.88+1.22 5.77£1.28 -1.83 .068
Transparent material 5.59+£1.28 5.86+1.19 5.72+1.24 223" 027
Easy to open 5.67+1.24 5.85+1.24 5.76+1.24 -1.49 137
Easy to recycle 5.66+1.31 591+1.14 5.79+1.23 2.10° .036
Easy to store 5.71x1.27 5.92+1.13 5.824+1.20 -1.80 072

A seven-point scale was used (1: strongly unimportant, 7: strongly important)

#p<0.05

(5.85), A143H(5.79), H7HA| - FF2(5.68) FEo] =2 T8
55 YeRa ok 191 7}%9} oRIZERe] 7187k A
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<Table 7> Demand for HMR product development mean+SD
Item Single household Multiple household Total t-value P-value
Low-calorie 5.42+1.50 5.81+1.26 5.62+1.40 -2.89%* .004
Low-sodium 5.43+1.40 5.79+1.18 5.61+1.30 -2.87** .004
Low-sugar 541£1.44 5.79+1.18 5.60+1.33 -2.93%* .004
Reinforced nutritients 5.61£1.34 6.01+1.10 5.82+1.24 -3.34%* .001
Organic 5.63+1.33 5.99+1.15 5.81+1.25 -2.93%* .003
Premium 5.49+1.34 5.72+1.25 5.60+1.30 -1.83 .068
Functional 5.50£1.35 5.71£1.30 5.60+1.33 -1.64 .102
Therapeutic diet 5.56+1.37 5.77+1.23 5.66+1.30 -1.91 057
Calorie control 5.56+1.37 5.77£1.23 5.66+1.30 -1.65 .100
Meal kit 5.42+1.34 5.75+1.25 5.59+1.30 -2.64%* .009
Eco-friendly 5.64+1.31 5.97+1.13 5.81+£1.23 S2.71%* .007
Small packaging 5.45+1.37 5.67€1.22 5.56+1.30 -1.73 .085
dehydrated 5.45+1.34 5.75+1.10 5.60+1.23 -2.50% 013
Various menu 5.62+1.33 5.90+1.11 5.76+1.23 -2.32% 021
Vegan menu 5.37£1.45 5.66£1.19 5.52+1.33 -2.19% .029

A seven-point scale was used (1: strongly unwanted, 7: strongly wanted)

#£p<0.05, **p<0.01
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