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Analysis of Consumption Preference for HMR
According to Single-person Household

Woo, Won-Seok + Hwang, Jae—Hyun

In South Korea, social, the number of single-person households has rapidly increased
because of financial factors. Since single-person households have characteristics
differentiated from general households, many enterprises pay attention to them that
appear as important consumers. This study conducted a survey with consumers in
their 20s to 50s in single-person households, nationwide who had an experience of
purchasing HMR. The results of this study can be summarized as follows: First, of
the benefits pursued in dietary life, the pursuit of nutrition a negative (-) impact on
RTH type and did not have any impacts on the RTE and RTC types. The pursuit
of taste had a positive (+) impact only on the RTE type while it did not have any
impact on the RTH and RTC types. The pursuit of convenience had positive (+)
impacts on all RTH, RTE and RTC types, while the pursuit of price sought did
not have any impact on all types. Second, of the preferences by each HMR type,
preferences for the RTH and RTC types had positive (+) impacts on purchase
intention while preference for the RTE type did not have any impact on purchase
intention. Third, of the benefits pursued in dietary life, the pursuits of taste and
convenience had positive (+) impacts on purchase intention while the pursuits of
nutrition and price did not have any significant impacts on purchase intention. In
addition, of the benefits pursued in dietary life, the pursuit of convenience had a
significant impact on purchase intention mediated by preference by each HMR
type. As a result, taste of HMR and the aspects of convenience act as factors
inducing purchases, and products in the various forms of taste and convenience in
order to appeal consumers who pursue taste and convenience.

Key words : dietary life, home meal replacement, preference, purchase intention,
single-person households
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Table 1. Number of household rate fluctuation
(unit : thousand, %)

Number of households 1995 2000 2005 2010 2015
1 12.7 15.5 20.0 239 27.2

2 16.9 19.1 222 243 26.1

3 20.3 20.9 20.9 213 21.5

4 31.7 31.1 27.0 22.5 18.8

5 and more 18.4 13.4 10.0 8.1 6.4

* Statistics Korea, 2017.
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Table 2. HMR product’s analysis by unified classification

Category Definition
Ready to prepared Packed with small quantity of ingredients to cook easily
Classification Ready to cook Packed ingredients to cook easily
of HMR Ready to heat Simple heating is needed before consumption
Ready to eat To be consumed as it is purchased, with no preparation

* Korea Agro-Fisheries & Food Trade Corporation
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Table 3. HMR market status
(unit : kg, hundred million)
2010 2012 2014 2015 2016
HMR market size 7700 9500 1 trillion 5000 | 1 trillion 7000 | 2 trillion 3000
Per capita HMR
. 3.2 34 3.8 4.0 42
consumption

* Ministry of Agriculture, Food and Rural Affairs
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Fig. 1. Research model.
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Table 4. The composition of guestionnaire and source

. . Number of Measurement
Classification . Source
questions scale
Number of households, . Reconfiguration by the
Pre-survey 3 Nominal scale
HMR purchase status researcher
Yoo and Kim, 2016
. . Kim and Lee, 2016
Part A Pursued in dietary life 19 .
Choi and Na, 2013
Kim and Ha, 2010
Na and Kim, 2012
Preference by Interval scale Kang, 2013
Part B 13 -
HMR type Choi, 2012
Jeung and Lee, 2007
Kim, 2016
Part C Purchase intention 5 Park, 2015
Jeung, 2013
Status of HMR use 4 . Reconfiguration by the
Part D Nominal scale
Demographic characteristics 5 researcher
A FReH, Fujex TS HMR AlF 7l oALE 2 AEEE 7SI
HE BRe F pEGOR TAGROH, BE W45 240t FESS YY)
SREEe BRet 14 =9 ds 127 QoA 51 FE9 g 2=k 27

JAF-FAE 542 o= %E} AELe FAo] 49.6%, oA 0] 504%= Aol FL3
H&2 AES APsgon, AxE EXE= 20t 33.7%, 30T 32.3%, 400] 17.0%, 50TH

17.0%% o]®l ARl A e HMRE l &3t AFE F2 20300030 A o2 A,
AF AEe AL AFAT} 22%2 7 B33, o= BAA 23.2%, A7) AFA
204%2 UEPSTE A9 AFTZ ] 49.9%F 7P wakoH, bz HEA 0] 153%,
ol 10.8% =2 = S AL AS 71k 191 7H9] vl o] wjg S BT
oh 82 tigal £%40] 65.3%E tokrE AL, 19 7He 48T TTUS 200~
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Table 5. The demographic characteristics of the study

Category Frequency (person) Percentage (%)
Male 175 49.6
Gender
Female 178 50.4
20’s 119 33.7
30’s 114 32.3
Age
40’s 60 17.0
50’s 60 17.0
Seoul 149 422
Gyeonggi-do 72 20.4
Region
Metropolitan city 82 232
Others 50 14.2
Students 38 10.8
Technician 30 8.5
Professional 54 153
Occupation
Office worker 176 49.9
Service 31 8.8
Total 353 100.0
Under high school 40 11.3
College students 23 6.6
Education level
College graduate 231 65.3
Above higher than graduate school 59 16.8
<1,000,000 won 46 13.0
1,000,000 won ~ <2,000,000 won 99 28.0
2,000,000 won ~ <3,000,000 won 119 33.7
3,000,000 won ~ <4,000,000 won 44 12.5
Monthly income
4,000,000 won ~ <5,000,000 won 31 8.8
5,000,000 won ~ <6,000,000 won 9 2.6
6,000,000 won ~ <7,000,000 won 2 0.6
=7,000,000 won 3 0.8
<100,000 20 5.7
100,000 ~ <200,000 83 23.4
Monthly food 200,000 ~ <300,000 98 27.8
expenditure 300,000 ~ <400,000 83 23.4
400,000 ~ <500,000 38 10.8
=500,000 31 8.9
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ko] 60% oS AT 191 7o EH A AH|AE ¥l 82 20~309H T Tl 27.8%
2 7 w2kar, 10~209Hd 1 ro] 23.4%, 30~409Hd wTho] 234%E RAFEATH ol&, |

¢l 7}77 9T AHIAEZE 10407Y AEE AEeta Y= AS I = Yk
2. HMR o] &4 =)
HMR o] &A48E th&3 2t HMR 7RI EE 15Ul 1~33]7} 36.5%, 129l 13]~33]

= 21%, 129l 43)~63]7} 15.9%, 1FL ] 4~63]7} 13.0%, 129 13] w9to] 11.6%, i +
wste AFRRE 2.0% £2 2 JEFYTE HMR 13] A ZEH]82S 5,000~10,0009 w]HEo] 43.9%,

Table 6. Status of HMR use

Category Frequency (Person) Percentage (%)
Everyday 7 2.0
4~6 times a week 46 13.0
Number of times HMR 1~3 times a week 129 36.5
product purchase 4~6 times a month 56 15.9
1~3 times a month 74 21.0
Less than 1 time a month 41 11.6
<5,000 won 96 272
5,000 won ~<10,000 won 155 43.9
HMR 10,000 won ~<15,000 won 51 14.4
cost per purchase 15,000 won ~<20,000 won 30 8.5
20,000 won ~ <25,000 won 9 2.5
225,000 won 12 3.5
Convenience store 163 46.2
Supermarket 45 12.7
Place of purchase HMR Branch market 130 36.8
Department store 2 0.6
Others 13 3.7
Breakfast 30 8.5
Lunch 38 10.8
Intake time of HMR Dinner 240 68.0
Night eating 41 11.6
Others 4 1.1
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50009 wHlko] 27.2% O 2 ZAME O] AFEAY] 70% ©]de] HMR Z:H]e 10,000
njgke] FHS &5t HMR ol Fae A& o] 46.2%, HTIET} 36.8%E A3
HMR Tl 340 2 AYH I dIPutEE o] &3t o= YERTH HMR ©] 84
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SRR gk A JAEA A FRLFAE T AEEA S AAE] A, F3
Hapsod tig 81 FFES B/ S FAE £47 wed s A B E 28
sto] &A1 QRIEAS AA AT 27+ MagEo] QR1FEA 0 AjtghA] golry] $3]
KMO (Kaiser-Meyer-Olkin) =52} Bartlett &2 A5 AFE A3 &, 174 1< 7]
FoE EFH 12 8% 49 AAE T3l 81F3HEF0] 0.6 o5k}l w¥ES a0 &
&= 1Y H dAGdE Asfsty] "WiEel I 2FES AAT ¥, ARAS AAEe &
S A=ZstAdeh 1 Ay, AAE FFE el frls 9 AAAEFS A5se 94T
T, ME2L w7t F3dste 545 AEshe ot 7, 11 =89 JI=-HE %58 s
she WS, AP AE5H 79 AEe Adsste 7HEAFTE E2FEU, HMR 338
AsZ A= 2HH3] d9A4 9S4 & RTH (Ready to heat)9} 79 Fol vl HE& &
= RTE (Ready to eat), 182l &8 £ HE& 5 A= RTC (Ready to cook)®] 37FA]
goz =ZHUL

el

FAsE Y-S o8 | AR
29 AP Frtes S35 ddl Al A=A T 2y A0y AP A8y

gk p%t, RMR, RMSEAE A3 B4, ByEdy e A2l GFI¢t AGFIE &Rl

x2He AFEE e ¥1E€2 Normed x2S 1833, S8 A=A NFI, TLI,

CFIZ A3t= Hrlo)| ARty 1 A3}, y=4672, df=271, x%df=1.724, RMR=.047, GFI=

907, AGFI=.880, NFI=.907, TLI=.950, CFI=.958, RMSEA=.0452 & 373 Ho J&
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Table 7. Confirmatory factor analysis
Variable Statement Standard1z.ed t-value R,el,l_ AVE | CR
path coefficients ability
Enjoy eating natural, organic, chemical-free, and health 731 N
food. '
Nutsition Whe.n it C(?mes to food, nutrition is the primary 07 16182 | 812 | 710 | 880
consideration.
ther.l buying food, tend to check the ingredients and food 859 15,758
additives.
Try to consume famous and trendy food. 696 -
Taste Like to search for famous restaurants. 5 12390 | 820 | .614 | .828
Tend to pursue a new menu. .892 12.650™
Eat instant foods that can reduce meal time. .64 —
Convenience | Purchase instant foods that can be easily cooked. 847 126677 | 828 | 636 | .868
Eat conveniently when busy 883 12.878™
Compare prices and buy at cheaper locations. 596 —
‘ qu similar foods, buy cheaper products after compare the 79 9834
Price prices. 762 | 542 | 835
Prefer to buy productslthat ?.I‘e on sale, can be applied 85 90439"
coupons, or have special prices.
Frozen food (ex: dumplings, chicken, pizza) 196 —
Instant cup noodle 773 148117
RTH - 1 845 | 580 | .863
Retort food that easily warm (ex: instant curry, soup) 741 14.118
Instant rice 735 13.9917
Salads sold at convenience stores and supermarkets 798 —
RTE Bakery products sold at convenience stores and 106 12305 | 811 | 590 | 838
supermarkets (ex: bread, doughnut, waffle)
Triangular gimbap sold at convenience stores 796 13.246™
Ready to heat and eat immediately 739 .
(ex: frozen fish, seafood) '
RTC Ready to grill and ea?t immediately 291 1345 | 777 | sa0 | s
(ex: fresh meat, marinated meat)
Assorted food with all the ingredients needed for cooking. -
675 10.703
(ex: sausage stew, soft tofu stew)
I like to buy HMR products that I choose. .90 —
I am willing to buy new HMR products when it is -
831 21.353
Purchase | pejeaseq. 92 | 749 | 941
Intention — . =
I am positive about purchasing HMR. .854 22.552
I am willing to buy HMR in the future. 876 23.784%**

Model fit indices

% 2=467.2(P=000), df=271 y */df=1.724, RMR=.047, GFI=.907, AGFI=.880, NFI=.907, TLI=.950, CFI=.958, RMSEA=.045
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1% ok 22T WAL SHUFAA EEF AS Fe BT 06 o FOE =
FHlonE, 24 F3o B AT 3, AFEHFHS YF3A7] sl AVE
2 2 e op, CR

781~9419] o E BT 0.7 oo E TEEo] AR o] YFEY
Bl npxgto g2 AT E =H3H= A5 Cronbach’s Alpha A%k
BFoA 762~9222 YERY U iAol IS T 4 AUTh

5. 4y ey 4%

g 7ol A aclel tE Al AEsts
7] 8l AVE#E A WHapzbel Al Al gk
7 a8 AVEgte] A izt A Al

Z

QLY
FolHe BE A Lcle WHEYHS At B 5 ok

Table 8. Correlation analysis

Nutrition Taste |Convenience| Price RTH RTE RTC ?urchgse
intention
Nutrition 710°
019°
Taste (137¢) .614
. 181 .020
Convenience (-426) (142) .636
. .002 .001 .018
Price -.041) | (-.026) (133) 542
147 .010 371 .025
RTH (-.384) (.098) (.609) (.157) 80
.016 .065 125 .003 205
RTE (-.127) (:255) (.353) (.052) (.453) 9%
.001 .016 .080 .007 135 .082
RTC (-.008) (.128) (.282) (.081) (.367) (.287) 42
Purchase .067 .064 451 .021 458 193 180 749
intention | (-257) | (253) (.672) (145) | (-677) | (439) | (424) '

a: Average Variance Extracted (AVE), b: Squared multiple correlation, c: Correlation coefficient
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ZES 506.45°]% Normed y>=1.848%

3080 @ 3o g E&Fo 8% thgk Mo UATh E, RMR=.056, GFI=.90, AGFI=
),

872, RMSEA=.0492 UEltor T8 AFE 2|42 TLISF CFIZF 242 9413 9512 =
90 o149 #e Ho, AR EE L FFEOZ YET

1) A F5El0] HMR REE M=ol 0|Xj= &

YFFT 2HAEL RTH F3IRE Pgro] 0.0122 0.5E T wo} T( )4 FFE 7132
ST AH|AE2 RTE 3R A+ 9, HYFT LHlAE H, RTE, RTC2
EE 80 B d&F= vAH, 7HASFT avlAES e 64011 %% A A e
AL ZAE AT

Table 9. Path analysis between benefits pursued in dietary life and preferences of HMR

Hypothesis Path coe?gtchient St:?r((i;rd t-value | P-value | Result
H1-1 Pursuit of nutrition — Pursuit of RTH -.15 057 | -2.509 | .012 | accept
H1-2 Pursuit of nutrition — Pursuit of RTE -.02 .066 -0.28 | 978 | reject
H1-3 Pursuit of nutrition — Pursuit of RTC 132 071 1.841 | .066 | reject
H1-4 Pursuit of taste — Pursuit of RTH .051 .063 945 | 345 | reject
H1-5 Pursuit of taste — Pursuit of RTE 213 .076 3.329 | .000 | accept
H1-6 Pursuit of taste — Pursuit of RTC .067 .08 1.02 | .308 | reject
H1-7 Pursuit of convenience — Pursuit of RTH 552 102 7.438 | .000 | accept
H1-8 Pursuit of convenience — Pursuit of RTE 352 .106 4.715 | .000 | accept
H1-9 Pursuit of convenience — Pursuit of RTC 354 114 4472 | .000 | accept
H1-10 Pursuit of price — Pursuit of RTH .076 .075 1.409 | .159 | reject
H1-11 Pursuit of price — Pursuit of RTE .003 .088 .056 | 956 | reject
H1-12 Pursuit of price — Pursuit of RTC .039 .094 .607 | 544 | reject
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Table 10. Path analysis between preferences of HMR and purchase intention

Hypothesis Path coeigtc};ent Stz;lriird t-value | P-value | Result
H2-1 Pursuit of RTH — Purchase intention 354 .072 5.624 .000 accept
H2-2 Pursuit of RTE — Purchase intention .087 .055 1.757 0.79 reject
H2-3 Pursuit of RTC — Purchase intention 153 .053 3.160 .002 accept
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Table 11. Path analysis between benefits pursued in dietary life and purchase intention

Hypothesis Path coeI;gtc};ent Stgrrlrc:)arrd t-value | P-value | Result
H3-1 Pursuit of nutrition — Purchase intention .04 .053 .806 420 | reject
H3-2 Pursuit of taste — Purchase intention 116 .061 2.526 | .012 | accept
H3-3 Pursuit of convenience — Purchase intention 387 116 | 5.245 | .000 | accept
H3-4 Pursuit of price — Purchase intention .021 .07 AT2 .637 | reject
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Table 12. Path analysis between benefits pursued in dietary life and Purchase intention’s

direct, indirect and total effect

Path Direct effect Indirect effect Total effect
Pursuit of nutrition — Purchase intention .04 -.033 .006
Pursuit of taste — Purchase intention 116 .047 .163
Pursuit of convenience — Purchase intention 387" 28" .667
Pursuit of price — Purchase intention .021 0.033 .054

"p<.05, T p<.01, " p<.001

A AW AR AvE nigoz ol 7o) Y Y5E HAFE HF AR
97fe] MR Fol A 9l Fhale] ey,

22 of 2% 2ok F 1

Benefits pursued

HMR preference

RTH

(Ready to heat) 3547

(5.624)

Purchase
Intention

(3.160)

RTC

(Ready to cook)

*p<0.05, **p<0.01, ***p<0.001

X2=506.45, df=274, x?/df=1.848, RMR=.056, GFI=.90
AGFI=.872, NFI=.899, TLI=.941, CFI=.951, RMSEA=.049

Price

Fig. 2. Path analysis.
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