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A Study on Meal Kit Consumption Behavior and Selection Attributes of
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Abstract

This study aimed to understand the needs of consumers in the meal kit market and determine the impact of meal kit
selection attributes according to the consumption behavior of single-person households on purchase decisions and
satisfaction. A summary of the results of this study is as follows: First, the most frequent purchase frequency of meal kits was

2 to 3 times a month. The reason for purchase was that it was easy to consume, and the most common purpose of purchase

was for consumption. Second, four factors, including health, convenience, taste, and economics, were derived as a result
of a factor analysis of meal kit selection attributes. The difference in meal kit selection attributes according to age groups
revealed that those in their 20s had high scores with respect to health and taste factors, and economic factors appeared
statistically significant. Third, an analysis of the meal kit product selection attributes showed that health and taste factors had
a positive influence on satisfaction. This can be said to reflect the tendency of single-person households to give weightage
to healthy eating and to purchase products that can be consumed conveniently.
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<Table 1> Demographic characteristics of respondents (N=244)

Characteristics Frequency %
Male 130 533
Gender
Female 114 46.7
20-29 159 65.2
30-39 37 15.2
Age

40-49 28 11.5
<50 20 8.2
Divorced or bereavement 18 7.4
) Study 72 29.5
Reason for a single-person Work 6 254

household
Become independence 39 16.0
Ect. 53 21.7
High school graduate 48 19.7
Education College student 77 31.6
University graduate 119 48.8
Student 103 422
. Small-Business 27 11.1

Occupation
Office worker 93 38.1
Etc. 21 8.6
<1,000 thousand won 91 373
1,000-2,000 thousand won 19 7.8
2,000-3,000 thousand won 56 23.0

Income

3,000-4,000 thousand won 27 11.1
4,000-5,000 thousand won 36 14.8
>5,000 thousand won 15 6.1
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<Table 2> Behavior of meal kit utilization (N=244)

Characteristics Frequency (%)
<4 times/wk 19 7.8
2-3 times/wk 67 27.5
Frequency of purchase Once a week 37 15.2
2-3 times/mo. 106 434
6-12 times/mo. 15 6.1
Easy to eat 146 59.8
Good taste 14 5.7
Easy to purchase 16 6.6
Reason for purchase To save time 48 19.7
Lack of confidence in cooking 12 49
Try new foods 5 2.0
Etc. 3 1.2
For breakfast 13 5.3
Family meal (except breakfast) 167 68.4
Purpose of purchase For guest ’ 29
Snack 12 49
Travel snack 23 9.4
Snacks for alcoholic drinks 22 9.0
Supermarket 95 389
Online App. for meal-kit 66 27.0
Meal-kit Store 26 10.7
Purchase method ] )
Online site 33 13.5
Convenient store 18 7.4
Small mart 6 24
Taste 93 38.1
Price 55 22.5
Importance of purchasing Convenience 87 35.7
Healthy related 29
Intended use 0.8
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<Table 3> Factor analysis of single-household meal kit selection attributes

Statement Factor

It helps to improve health .826

it provides good nutrients .804

It has high nutritional value 704

It is conducive to a healthy diet 631

it is convenient to use a meal kit .861

Save time by using a meal kit 857

Be satisfied by saving cooking time 774

The taste is guaranteed with a meal kit .825

Satisfied with the taste and quality 763

Be important with taste 675

It is very cost-effective 877

It feels reasonable .834
Healthy Convenient Taste Economical
(factor 1) (factor 2) (factor 3) (factor 4)

Eigenvalue value 4.129 1.780 1.486 1.069

Variance (%) 34.410 14.830 12.383 8.907

Accumulated variance (%) 34.410 49.241 61.624 70.531

Cronbach’s o 763 .798 17 .669

KMO= .799, Bartlett=1,046.12, p<.001
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<Table 4> Comparison of age differences and satisfaction (N=244)

A Difference )
Factors € t
g N M SD @
20-29 159 423 .59
Healthy 10.759(0.000)***
>30 85 3.26 .70
. 20-29 159 445 .58
Convenient 0.867(0.387)
>30 85 437 73
20-29 159 3.79 74
Taste 6.017(0.000)***
>30 85 321 .64
. 20-29 159 293 .99
Economical -2.176(0.031)*
>30 85 3.19 63
o 20-29 159 3.86 61
Satisfaction 7.424(0.000)***
>30 85 324 .62

*p<.05, ¥*p<.01, ***p<.001

<Table 5> The effect of selection attributes on purchasing decisions

B S.E. B t-value p-value
(Constant) .540 251 2.149 .033
Healthy 168 .048 212 3.489 001 ***
Convenient 238 .035 345 6.803 007 #**
Taste 282 .051 292 5.574 001 ***
Economical 124 .050 152 2483 .014*

F=42.200 (p<.001) R?= 414, Adjusted R?= 404

*p<.05, ¥*p<.01, ***p<.001

Zo 2 Yepstth. T3k 20thel 30009 WA EMY &4 @l VEREAL, Lee (2023)9] AFollXe E71ES] MEl&A & 5t
9] zpo] HlweA= He81E ALlst 7A7Fag], stasl, 7 [0l 1l ool T4 P, 8N FAFHA
AF 221 Fol BF o)A zjol& VRN lth(p<0.05). < e F= A0=E Yehdul Stk 97|E AglEido] vk
Hol| I V== 20t 3.86+.61, 300] 3.24+ 622 A% off X FES Lolrr] st ths IAAS AAlg
22 {95 (p<0.001) 20tH2] RHE=7} 3000 o)de] & A= <Table 6> 2t} ARY APeE= Fod 445
w1} =4 YERT 20-300) MZAIOE2] UIE ol o) YERAAIL(F=56.905, p<.001), SHHI2l AeidAdo] 3t
g Ahn & Kim (2022)] <1ollA] LIE Fuj] Aol #4, AA A (R S oF 48.8%2 AWsle AoZ el
He), gt wo 2 ) 89918 yEstia BAE uf 9lom, ol 914 5 p<0.052 7A7F82l, gtagle] - 342l
Fagte] AHEE FFHETAE F4 oA v 5 9l g3FS VERATE Yang (2023)Q] theMEE9] glo] ZAEl
Tl g8, Y7E ) 82loA] Hele) sk 8e]e] o I HWIE Mg SAAFAN YIES] vEEE YUY BT
B AR S0 F7] w2l Flshs AoE FetEd, g ¥k thsle] A YEbd vh lo, B el 190
ol el {3 ] 991 FFA FelH M| 1Y THE SRS DYE AEEA F 717k8sl, el ol
o] WIEE FujE FEo] H& A0E A} HUTH ] H(He] IS wRitka BT WIE AE

Y7 E A& 8]lo] FujjatdAel vxle I3 A 2295} AR Rl tigh Mg ATeME Wy Ee] AH]
Z317] flsted TRE3] A4S AAISHIth<Table 5>, %A 3] &0 4, HolA, AL ARl wsel] f2fst ge]
Aol AE R% 04142 F 41.4%°] AES Yepdd) S FE Zlo g Yelith WEe AudA S HelA, 9
3|20 Wt felAde HEshe FeAH ghol 4220, 7<) A, AA, 17 AL ARt el freldt dEde
g0 <0012 ¥AE 3, AE&Ad 5 ke, A1 e, H HxE Zog UEgton, 3] Azl 7|uket 344 H
ola2l, ARl 5 EF pitel 0.05 olskE YRt 1917F T YRS FATIE AoE ER1E vF Arh(Jun &
T H7E A A Q158 FujealaA el Ao JkS v Cho 2023). &R Y7|E= o] G334 ¢ &9 F7t
itk Fejg = 2tk Jeon & Kim (2024)2] AFo|x = 2 I3t Faet &H7F F7HE AL flom, 191 7, BhEol
HolA, A aglo] vk o] J3E vxe oz H A SN oz} 604 o) de] Aol 29)e
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<Table 6> The effect of meal kit selection attributes on satisfaction

B S.E. B t-value p-value
(Constant) 730 259 2.823 .005
Healthy 344 .049 395 6.951 <.001
Convenient .055 .052 .052 1.060 .290
Taste 315 .051 351 6.148 <.001
Economical .067 .036 .088 1.858 .064

F=56.905 (p< .001) R>= 488, Adjusted R*= 479

*p<.05, ¥*p<.01, ***p<.001

-57] wWjon]|&E AthE A E 3= Kang (2024)2] A7)
M dZe] glolZ el wE BIE Fujo] gk A&
H| B8} Al o Fol frojulsiAl ZAbeo, 717, #
o, g, 7H, Ad 55 F8AEkE o159 a7E Ridshs
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