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ABSTRACT

This study aims to provide basic data for developing home meal replacement (HMR) products and estab-
lishing marketing strategies in Thailand. A survey was conducted targeting Thai consumers who have experi-
ence using HMR regularly. The food consumption values were used to segment the Thai consumer market,
and the differences in HMR purchase behavior were analyzed according to segment. Thai consumers were
divided into three types: high, medium, and low interest in food habits. The main reasons for using HMR
among Thai consumers were time-saving, convenience, and cost-effectiveness, with a strong preference for
products with high convenience. Among the HMR selection attributes, items such as quality, expiration date,
hygiene, safety, taste, nutrition, and freshness are generally important factors for consumers. Among the HMR
selection attributes, the items that require improvement first were identified most frequently in the high-interest
food lifestyle group and include quality, quantity, additives, ingredients, expiration date, and nutrients. This
study is significant because it was conducted targeting the Thai HMR market, where research has been lim-
ited, and it revealed the characteristics of segmented markets by reflecting the food consumption value charac-
teristics of Thai consumers. The characteristics of each market segment can be used to develop HMR and
marketing strategies that fit the market.
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ATFOIRRS] URPARRRS Table 13} 2t} JES
WA 474%, 94 52.6%0]31, T 19~24M] 6278
(17.7%), 25~294] 85%8(24.3%), 30~344] 9475(26.9%),
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Table 1. General characteristics of the subjects.

Item N (%)

Gender Male 166 ( 47.4)
Female 184 ( 52.6)

Age (yrs) 19~24 2 (17.7)
25~29 5 (243)

30~34 4 (26.9)

35 or above 109 ( 31.1)

Education High school graduate or lower 7 ( 19.1)
Junior college graduate 1 ( 14.6)

University graduate 213 ( 60.9)

Graduate student or higher 19 ( 54

Occupation Self-employed 113 ( 323)
Service worker 9 (1L1)

Labor staff 13 ( 3.7

Professional practice 150 ( 42.9)

Student 17 ( 49)

Housewife 6( L7)

Others 2( 34

Average monthly <7,500 0( 57
income (THB) 5 500 24,000 100 ( 28.6)
24,001 ~50,000 142 ( 40.6)

50,001 ~85,000 8 (19.4)

85,001 ~160,000 17 ( 49

>160,000 3( 09

Total 350 (100.0)

(28.6%), 50,001 ~85,000(THB) 68
sk
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Table 2. Exploratory factor and reliability analyses on of the food consumption values.

Construct Measurement item Factor loading Eii?;ﬁ:)e Cronbach’s «
Product & price When 1 buy food, I consider whether it is a reasonable price 0.69 4.28 (13.80) 0.98
To me, it is important that the amount of food I eat is enough 0.68
To me, there must be various kinds of food that I can choose 0.68
To me, the food I eat must taste good 0.68
When I buy food, I consider the practicality of the product 0.67
When I buy food, I consider whether it is worth the price I paid 0.65
Health When choosing food, I consider the fat content 0.76 4.20 (13.55) 0.97
When choosing food, I care about the calories 0.78
When choosing food, I care about how it would affect my weight 0.72
When choosing food, I consider the sodium content 0.67
When choosing food, I consider whether it contains a lot of vitamins and minerals 0.64
Cooking situation It is cumbersome for me to prepare food 0.83 4.18 (13.47) 0.95
It is cumbersome for me to clean up after meals 0.82
It is difficult for me to cook a meal 0.77
Cooking in the rainy season is more cumbersome than usual 0.77
Hygiene & safety =~ When choosing food, I consider whether the food is produced with extreme 0.67 4.10 (13.23) 0.97
care and safety
When choosing food, I consider food that is not associated with food-borne illness 0.66
When choosing food, 1 consider eating food that contains no artificial ingredients 0.63
When choosing food, I consider safety against bacteria or viruses 0.63
When choosing food, I consider whether the food contains no additives or 0.63
preservatives
When choosing food, I consider checking the information about the food 0.60
Package To me, the storage and mobility convenience of packaging containers of 0.66 3.78 (12.20) 0.96
products is important
I prefer a product image that gives me an appetizing feeling 0.64
To me, the packaging design of the food I choose is important 0.64
When 1 choose food, I consider whether packaging containers are 0.62
environmentally friendly
Family I buy good food for my family even if it is expensive 0.75 3.74 (12.07) 0.93
I listen to my family when I buy food 0.64
I consider my family when I buy food 0.61
Convenience When choosing food, I prefer the ones that are easy to store and keep 0.63 3.60 (11.61) 0.96
I prefer food that is easy to prepare and clean up 0.63
Ideal food is something that I can easily have anytime and anywhere 0.60

Total variance explained 89.926%

KMO 0.975

KMO and Bartlett’s test of sphericity: 16,837.832
Significance probability 0.000
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Table 3. Cluster classification based on the food consumption value (Mean+SD).

Hoyd, 7Vgurt 718
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Cluster 1 Cluster 2 Cluster 3
Cluster factor high interest type medium interest type low interest type Total F-value
(n=175) (n=139) (n=36)
Product & price 6.41£0.52" 5.15+1.26° 1.68+0.61° 5.42+1.66 425.50%**
Health 6.07+0.83" 445£1.13° 1.81£0.72° 4.99+1.62 335.49%+*
Cooking situation 6.13£0.91° 462¢121° 1.88+1.07° 5.09+1.67 266.07***
Hygiene & safety 6.4620.55° 5.20£1.02° 1.88£1.11° 5.49+1.59 467.00%%%
Package 6.36£0.55" 5.01£0.93° 1.82+1.03° 5.36+1.56 537.64%**
Family 6.39+0.56" 5.06+1.09° 1.94£1.11° 5.40+1.59 406.78***
Convenience 6.53+0.44" 5.29+0.97° 1.87+0.93° 5.56+1.58 613.32%**

A seven-point scale was used (1: strongly disagree, 7: strongly agree)
™ Means different in the same row are significantly different by Scheffe’s test

#*4P <0.001
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Table 4. Reasons for using HVR (multiple choice), N (%).
Cluster 1 Cluster 2 Cluster 3
Item high interest type medium interest type low interest type Total
(n=175) (n=139) (n=36)

For saving money 80 ( 16.2) 63 (16.3) 26 ( 26.0) 169 ( 17.2)

For saving time 131 ( 26.5) 97 (1 25.1) 23 (1 23.0) 251 (1 25.6)

For convenience in cooking and preparation 108 ( 21.8) 80 ( 20.7) 21 ( 21.0) 209 ( 21.3)

Easy to buy 77 ( 15.6) 60 ( 15.5) 11 ( 11.0) 148 ( 15.1)

Because there are many different products 54 ( 10.9) 43 ((11.1) 11 ( 11.0) 108 ( 11.0)

Because it tastes good 33 ( 6.7) 27 (7.0 4 ( 4.0 4 (1 6.5)

Good for health 12 ( 12) 16 ( 4.1) 4 ( 40 2( 33)

Total 495 (100.0) 386 (100.0) 100 (100.0) 981 (100.0)
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Table 5. Comparison of the preference differences according to the HMR type (MeanxSD).

Cluster 1 Cluster 2 Cluster 3
Item high interest type medium interest type low interest type Total F-value
(n=175) (n=139) (n=36)
RTE" 6.49+3 .46 6.28+7.18 5.81£1.33 6.3346.27 0.184
RTH? 6.040.93" 4.96+1.18° 3.53£2.29° 535£1.47 73.668%%*
RTCY 6.26:0.84" 5.20+1.29° 3.4742.12° 5.55+1.48 89.352%#*
RTPY 6.16:0.91° 5.10£1.18° 3.56£2.12° 5.47+1.45 82.094%#*

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

" RTE (ready to eat): products ready to eat without additional cooking process after purchase

2

)
) 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

4

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

™ Means different in the same row are significantly different by Scheffe’s test

#*4P <0.001
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Table 6. Importance and performance of the HMR selection attributes (mean+SD).

2)

No. Hem Importance“ Performance
Cluster 1 Cluster 2 Cluster 3 Total F-value  Cluster | Cluster 2 Cluster 3 Total F-value
1 Taste 590+1.12 577¢123 581117 584+1.17 0474  626+0.83" 5.42+1.04° 4.00+224° 570+133 66.463%**
2 Quality 591£122 586127 5.81+124 588124 0136  6.16£0.91° 537£0.98" 4.08:2.14° 5.63£1.29 57.586***
3 Texture 5204153 5.17+1.54  5.08+148 5.17+1.53  0.090  6.13+0.83° 532+0.95" 4.00+2.34° 5.59£130 60.495%**
4 Diversity 546126 542129 5.17+1.52 542+130 0776 629+0.74" 5.49+1.00° 4.06+2.07° 5.74+125 74.774%**
5 Quantity 543135 5355127 5224144 538+132 0431  6.19:0.86" 5.17+1.08° 4.11£2.03° 5.57+131 66.543%**
6 Price 557119 553130 528+137 5.52£125 0790 621085 527+1.08" 4.06+2.12° 5.62+132 64.486***
7 Additives 5804121 561132 536£1.55 5.69:130 2350  6.03£1.03° 5.07+1.03° 422+2.17° 547134 46.678%**
8 Ingredients 571x118 5505144  556x138 561£1.31 1046  6.19:0.83" 540:098° 3.86+2.11° 5.63+129 74.304%%
9  Expiration date 5.90£126 593116 592+130 591122  0.016  6.16£0.88° 549+0.94" 3.92+2.06° 5.66+1.27 67.018%**
10 Packaging 534£130 5355132 531£133 534131 0013  622+0.81° 5.39+1.09° 4.08:2.17° 5.67+1.31 60.884%**
11 Organic 527+146 5.06£1.57 5.00£145 5.16:1.50 0987  6.19£0.86" 5.14+1.08" 425:2.05° 5.57£1.30 62.406%**
12 Brand 495+1.64 486+1.64 475:1.61 489163 0273  6.18+0.77" 5.17+1.09° 4.14+2.11° 557130 65.717%%*
13 Preparation process 5.33£1.45 535:135 497148 530:141  1.083  625:0.76" 535£0.96" 3.97+2.08° 5.66+1.26 80.415%**
14 Preparation time 5.46+135" 5.09£1.58" 4.83£136° 525:1.46  4.100% 6230.73° 5.45:1.01° 3.92+2.14° 5.68+1.27 75.842%**
15 Sanitation 593123 576+1.34 558113 583+127 1374 634075 534+1.03° 4.17+222° 572+130 71.922%**
16 Production methods 5.57+135 545132 525+136 545+132 0954  622+0.72° 531£0.99° 4.06+2.11° 5.64+1.25 74.972%%*
17  Ease of storage 5414136 547135 533131 543135 0.185  631£0.75" 5.54£0.92° 4.11+2.07° 5.78+1.22 75.044%%+
18  Nutrients 5758120 5.65£1.32 531128 5.67+126 1914  6.18£0.80° 537+1.06° 3.97+2.16° 5.63+130 65.222%**
19 Freshness 578+133 568134 581+139 574:134 0234  625+0.82° 538+1.00° 4.03:2.17° 5.68+1.30 69.539%**

VA seven-point scale was used (1: strongly unimportant, 7: strongly important)
A seven-point scale was used (1: strongly dissatisfied, 7: strongly satisfied)
™ Means different in the same row are significantly different by Scheffe’s test

*P<0.05, ***P<0.001
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Table 7. Analysis of the differences between the importance and performance of the HMR selection attributes (Mean%SD).

Cluster 1 Cluster 2 Cluster 3
No. Item high interest type  medium interest type  low interest type Total F-value
(n=175) (n=139) (n=36)

1 Taste —0.37+1.49° 0.35+1.62° 1.81+2.28" 0.14£1.76 28.084*++
2 Quality -0.25+1.49° 0.49+1.68" 1.7242.19° 0.25+1.75 23.866%**
3 Texture -0.93+1.73° -0.16+1.78" 1.08+2.06" -0.42+1.89 21.351%**
4 Diversity -0.83+1.43° -0.06+1.60° 1.11£2.36° -0.33+1.72 24 497***
5 Quantity -0.76£1.57° 0.18+1.72° 1.11£2.36" —0.19+1.83 23.001

6 Price ~0.65+1.44° 0.25+1.72° 1.22£2.26° -0.10+1.76 24.244

7 Additives -0.21+1.56" 0.54+1.61° 1.14+2.45° 0.23£1.75 13.549

8  Ingredients ~0.47£1.36" 0.111.80° 1.69+2.56" ~0.021.81 25.053

9 Expiration date ~0.26+1.56° 0.44£1.56" 2.00+2.23" 0.25+1.77 29.901

10 Packaging ~0.89+1.45° 0.04+1.64° 1.2242.24° -0.33+1.75 28.841
11 Organic -0.92£1.71° -0.07+1.95° 0.75+2.35" -0.41+1.96 15.508
12 Brand -1.23£1.79° ~0.31+1.94° 0.612.38" —0.67+2.01 17.928
13 Preparation process -0.911.59° -0.01+1.62° 1.00£2.15° —0.36+1.77 24.859
14 Preparation time 0.77+1.54° -0.35+1.90° 0.92+2.39" -0.43+1.85 13.532
15 Sanitation ~0.41+1.38° 0.42+1.76" 1.42+2.25° 0.11£1.74 22.832
16 Production methods -0.65+1.50° 0.14£1.71° 1.19£2.49° -0.15+1.80 20.705

17 Ease of storage -0.90£1.55° -0.06+1.68° 1.2242.19° -0.06=0.89 27.121

18 Nutrients —0.43+1.48° 0.27+1.78" 1.33+2.29° 0.03£1.78 18.415

19 Freshness -0.47£1.47° 030£1.73° 1.78+2.42° 0.07+1.82 28214

¢ Means different in the same row are significantly different by Scheffe’s test

***P <0.001
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Figure 1. IPA analysis of the HMR selection attributes.
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