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2.1 HMR(Home Meal Replacement)
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Classification of Service Quality for HMR unmanned store business

Jong Won Lee*

ABSTRACT

The universal form of life in the era of the 4th industrial revolution can probably be summarized as the
keyword “non—face—to—face” . In particular, in terms of consumption activities, face—to—face contact is
gradually changing to a system that minimizes, and offline stores are rapidly changing to non—contact services
through kiosks and robots. The social structure is also changing with the passage of time, and most
fundamentally, our dietary consumption patterns are changing. In particular, the increase in single—person
households and the aging population are having a great impact on changes in the food service industry,
which is closely related to dietary life. The HMR (Home Meal Replacement) market has grown significantly
as the labor of cooking at home has decreased and the use of substitute foods has increased. As the size
of the market has grown, the types of businesses that provide products have also diversified. The
development of technology, non—face—to—face culture, and corporate management efficiency are
intertwined, and unmanned stores are spreading recently. In this study, service quality attributes of HMR
unmanned stores, where competition is gradually intensifying, are classified, and service quality classification
using the Kano model and Timko's customer satisfaction coefficient are calculated to provide implications
for service management based on customer satisfaction.

As a result of the analysis, ‘products with short cooking time’ and ‘variety of products (menu)’
were classified as attractive qualities, and ‘cleanliness inside/outside of the store’ and ‘products at
reasonable prices’ were classified as unified quality. In addition, 'convenience of self—checkout process'
was classified as a natural quality, and 'convenience of in—store passage' was classified as an indifferent
quality. Furthermore, when the service factor was satisfied within the HMR unmanned store, the factor with
the highest satisfaction coefficient was 'product (menu) variety', and the factor with the highest dissatisfaction
factor was 'convenience of self—checkout process'.

Through the results of this study, it is intended to derive priorities in service quality management of
HMR unmanned stores and provide strategic implications for related businesses.

Keywords: HMR, Home Meal Replacement, Unmanned Store, Service Quality, Kano model

* Assistant Professor, School of Global Business, The Catholic University of Korea

61





