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Abstract

The objective of this study was to categorize consumers' food-related lifestyles into various types and discern the differences in
consumer preferences for locally sourced ingredients in Home Meal Replacement (HMR) based on food-related lifestyles. The online
survey was conducted from December, 2020, involving 474 adults who registered with Macro Mill Embrain. Statistical analyses,
including frequency analysis, descriptive statistics, factor analysis, K-means cluster analysis, and one-way ANOVA were applied to
the collected data. The findings revealed the ‘convenience-seeking group,” the 'high interest in food-related lifestyle group,' and the
‘health and taste-seeking group.” The ‘convenience-seeking group’ showed a high proportion of respondents (65%) didn’t check the
origin, whereas the ’high interest in food-related lifestyle group’ (57.5%) and the ‘health and taste-seeking group’ (66.7) had higher
proportions of respondents who checked the origin. Regarding the reasons for preferring locally sourced HMR, all three clusters
emphasized safety, hygiene, and fresh ingredients as the most critical factors. This study represented the first exploration into consumer
preferences for HMR using locally sourced ingredients, segmented by their food-related lifestyles. The findings provided valuable
foundational information for the development of HMR using locally sourced ingredients and could be applied to decisions in the
food industry and related policy-making.
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Table 1. General Characteristics of the subjects (n=474)
Variable n %
Male 237 50
Gender
Female 237 50
20~29 114 24.1
Age 30~39 122 25.7
40~49 120 253
50~59 118 24.9
<High school 91 19.2
Education level Bachelor degree 336 70.9
>Postgraduate degree 47 9.9
Housewife 71 15.0
Office 206 43.5
Public servant 21 44
Self-employed 24 5.1
Occupation Professional 44 9.3
Sales 32 6.8
Production 16 34
Student 39 8.2
Etc. 21 4.4
< 2 million 53 11.2
2 million~3.5 million 108 22.8
Monthly income 3.5 million~5 million 113 23.8
(won) 5 million~6.5 million 82 17.3
6.5 million~8 million 66 13.9
>8 million 52 11.0
. Single 169 357
Marital status ]
Married 305 64.3
Monthly cost for food (unit: 10,000 won)" 69.4+66.3
Percentage of monthly cost for HMR according to monthly cost for food (%)" 31.0+18.9

D MeantS.D.

S 2016; Yeo & 2020; Jeong ‘5 2022; Kwon 5 2022b; Rha
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Table 2. Factor analysis results of subjects’ food-related lifestyle (n=474)
Subjects Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
6 Health 0.853 0.159 0.212 -0.074 -0.059
11 Freshness 0.775 0.301 0.015 -0.202 0.022
1 Importance of product information 0.746 0.137 0.254 -0.051 -0.025
Price/quality relation 0.712 0.374 -0.288 0.165 0.131
Organic 0.703 0.044 0.450 0.076 -0.084
10 Taste 0.550 0.391 -0.117 0.198 0.221
4 Standard price 0.504 0.369 -0.124 0.305 0.191
20 Self-satisfaction through food 0.210 0.809 0.174 -0.092 0.040
13 Try a new recipe 0.238 0.706 0.259 0.086 -0.311
22 Social relationship 0.151 0.688 -0.053 0.125 0.338
12 Interest in cooking 0.312 0.668 0.170 -0.068 0.072
18 Looking for new ways 0.286 0.524 0.016 0.497 -0.339
16 Planning 0.191 0.159 0.756 0.093 0.118
17 Women's work 0.061 -0.013 0.736 -0.028 0.171
19 Social events -0.020 0.336 0.623 0.334 -0.162
14 Convenience -0.113 -0.070 0.199 0.876 0.141
21 Safety 0.057 0.092 0.221 0.079 0.830
15 Whole family Deleted
3 Joy of shopping Deleted
2 Attitude toward advertising Deleted
5 Shopping list Deleted
8 Snacks versus meals Deleted
Eigen-value 3.801 3.064 2.142 1.393 1.224
Proportion variance 22.360 18.023 12.600 8.192 7.202
Commulative varience 22.360 40.383 52.983 61.175 68.376
Number of questions 7 5 3 1 1
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Table 3. Cluster analysis results of subjects’ food-related lifestyle (n=474)
Cluster
Cluster 1 Cluster 2 Cluster 3
Food-related lifestyle Cor%venience Hlfg;:);lrteelzsetdm Healt.h & taste F-value
seeking group lifestyle group seeking group
(n=217) (-113) (n=144)
Mean+S.D.

Health-secking type 4.36+0.43° 5.3740.61° 5.48+0.52° 264.062""
Taste-seeking type 4.10+£0.44° 5.15+0.57° 4.90+0.63 175.768™
Economy-seeking type 3.48+0.53" 4.39+0.71° 3.5540.48" 104.757""
Convenience-seeking type 4.1240.80° 4.98+0.76° 3.3140.71* 151.294™
Safety-seeking type 4.14+0.75 4.96+0.76° 4.28+0.91° 40.249™

““Indicate significant differences by Duncan’s multiple range test.
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Table 4. Differences in Characteristics according to food-related lifestyle clusters

X
i

%

o]

485

(n=474)

High interest in

Convenience
food-related

Health & taste

Ttem Total seeking group lifestyle group seeking group 2
n (%)
Gonder Male 237(50.0) 116(53.5) 63(55.8) 58(40.3) ot
Female 237(50.0) 101(46.5) 50(44.2) 86(59.7)
20~29 11424.1) 59(27.2) 27(23.9) 28(19.4)
30~39 122(25.7) 48(22.1) 39(34.5) 35(24.3)
Age 11.632
40~49 120(25.3) 61(28.1) 22(19.5) 37(25.7)
50~59 118(24.9) 49(22.6) 25(22.1) 44(30.6)
<High school 91(19.2) 47(21.7) 17(15.0) 27(18.8)
Education Level  Bachelor degree 336(70.9) 148(68.2) 83(73.5) 105(72.9) 2.786
> Postgraduate degree 47(9.9) 22(10.1) 13(11.5) 12(8.3)
Housewife 71(15.0) 31(14.3) 10(8.8) 30(15.0)
Office 206(43.5) 92(42.4) 54(47.8) 60(41.7)
Public servant 21(4.4) 14(6.5) 5(4.4) 2(1.4)
Self-employed 24(5.1) 13(6.0) 3(2.7) 8(5.6)
Occupation Professional 44(9.3) 18(8.3) 13(11.5) 13(9.0) 21.234
Sales 32(6.8) 14(6.5) 7(6.2) 11(7.6)
Production 16(3.4) 8(3.7) 7(6.2) 1(0.7)
Student 39(8.2) 18(8.3) 10(8.8) 11(7.6)
Etc. 21(4.4) 9(4.1) 4(3.5) 8(5.6)
< 2 million 53(11.2) 25(11.5) 9(8.0) 19(13.2)
2 million~
%5 million 108(22.8) 51(23.5) 26(23.0) 31(21.5)
3:5 million~ 113(23.8) 55(25.3) 25(22.1) 33(22.9)
Monthly Income 5 million
(won) 5 million~ 10288
6 million 82(17.3) 33(15.2) 18(15.9) 31(21.5)
6.5 million~
N 66(13.9) 34(15.7) 16(14.2) 16(11.1)
>8 million 52(11.0) 19(8.8) 19(16.8) 14(9.7)
Marial Status Single 169(35.7) 81(37.3) 44(38.9) 44(30.6) ) s
Married 305(64.3) 136(62.7) 69(61.1) 100(69.4)
Néﬁ;ﬁﬂyl Oc’gi)tof(\’;of)’ﬂd 69.466.3 63.6:£44.6 70.3£51.6 77.5:96.5 1.934
az:fﬁ;;gfo iorriZ?;hlcyosf"fs; ff‘(’)r()%) 31.0+18.9 32.0420.2% 33.7419.4° 26.9+15.7° 5.092"
Total 474(100.0) 217(100.0) 113(100.0) 144(100.0)

D Mean+S.D.

**Indicate significant differences by Duncan’s multiple range test.

*p<0.05, “p<0.01.
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Table 5. Differences in confirmation and preferred country of origin of HMR according to food-related lifestyle clusters

(n=474)
Con.venience }hfg()};;it:lr:tit J n Healt.h & taste
Item Total seeking group lifestyle group seeking group X
n (%)
Confirmation Yes 237(50.0) 76(35.0) 65(57.5) 96(66.7) p—
of origin No 237(50.0) 141(65.0) 48(42.5) 48(33.3)
Local 380(80.2) 159(73.3) 95(84.1) 126(87.5)
Pr:rfieg‘;fd Imported 16(3.4) 52.3) 7(6.2) 402.8) 214617
No preferred 78(16.5) 53(24.4) 11(9.7) 149.7)
Total 474(100.0) 217(100.0) 113(100.0) 144(100.0)
"p<0.001.
Apo] A At WOl Y2 1599(73.3%), A8 1L QFA - 98 7P S83% 810 & Aol el 3RS A
T e 957(84.1%), 17 ‘3-< 0|7t Sy T2 1269 F N A QFA - 98 7P HleAdF o R vert Fast
(87.5%) 0% Al Jet 25 7P97HHA] AR 2 4k 7t = IR L R
Z ABot= AL E YEFHTH(p<0.001). Yang DH(2018)2] & Aggeto|Aastd 4 FS Yok 7HETtH A 4
Tol A HMR ] A A2 A= QAo 7 34 & ato] B4 A, HolS4g Heh2 AT 11875(54.4%), A

oJulgt JFe A= Ao Yetow, of: FAkE A
83t HVR A &9 A5 57} =2 2 A7 ZAue} GASH 4
P& Hole g AT & Qi

S
"o+ %JEP— P - A 9278(57.9%), AlAdRt AA=

31%(19.5%) 0.2 et T, 488 34 Jo= ok - 9]
A 40T (42.1%), A A7 198(20.0%), A7
T8 AdE obd - 948 78%8(61.9%), AATH AR E 331
(262%) 0.2 Yeh Al Jdt % Suisl 7P9tE A Ao
o] o= ok - _I_]AHJ,]. A1 XSk ”XHE—E—' 7]. %_9_0].7” 37—1
Sh= A o2 YEHTHp<0.001). HVR A& 7Hd2 fisto] A
w71 4 AHP 24 & 885t SAEE B4 A+
of =, ZHAS 6714 81 & A - A2 2919 &
AERE 2te Aoz yehgon, A A4 30719
sk918el 5 3919 HAEAE A5l wE A2 &
A7 FARE BFE Hole A= UEbHth(Shin 5
2021). BE-0] Park 5(2016), Yang 5(2019)9] AFoAE 4
H[ZES] HMR A® A] 7H 837 £40] 9808 YEhY,
HMR A|F9] P - 91480] 83 A8 £ ool o

=)

gL, AR} B

2 w3

=

o] 53 HMR A& 7 A] &B]R}e}

Zr22 2] 95 (43.8%), AY 937 (42.9%), AEZF 937 (42.9%)
«02 yeigon, A8E w1y JAEZ =S4t 657
(57.5%), 2ZA; 56'8(49.6%), A] z] H} 547 (47.8%) &0 & U}
B, 7 9 vz S e Ak 8975(61.8%), A1
835(57.6%), 971% 71%(49.3%) f_i YRS THp<0.001).
o= Park 5(2016)2] A= AN, 224, 71548 AE
£22 HMR 7/ 84571 &2 22 = Uegon, & <
T A F HolETE AT Sl A E AR 8 EE
AlQIeE o2 8219 4919} FARRE AR S Hol= A
O 8 YERT o] Park 5(2016)9] AFolA A8 &4 F
AL AR ARGl tigt &4 ZA|7F 710 AT T
H|w5}7] o] Y} HEo] Yang 5(2019)Q] Aol wt2d U
71E Ae&Ado] it S oE-REE B4 di, 259
TEL7t 7P W Al AR A A E AR
e A= AR, A A E AR, EZF HARD, Al
F BT, QAR ) o] UEFL Y, Rha 5(2020)
9] AoA= 40~60t ol FHEF AH|[AH= XS
AL Folicte A&7 A8ES dHcks AR U
EfL} 4] A 54N o83 AlE AN Al A eto]
DIAEYS 1T upAR A Fo] WRg AR AFS
At HEo *HVM A5 gQlo] trsigol wet, I
AL AR 52 Z-83F tFFE HMR AlE 7ide] E8
o Aoz gerEch
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Table 6. Differences in preferred and desired local HMR according to food-related lifestyle clusters (n=380)
Convenience High interest in Health & taste
. food-related .
Ttem Total seeking group lifestyle group seeking group X
n (%)
Taste 35(9.2) 18(11.3) 13(13.7) 43.2)
Price 8(2.1) 2(1.3) 6(6.3) 0(0.0)
Nutrition balance 12(3.2) 2(1.3) 8(8.4) 2(1.6)
Prefenglocal Safety-sanitation 210(55.3) 92(57.9) 40(42.1) 78(61.9) 39.128™"
Fresh ingredients 83(21.8) 31(19.5) 19(20.0) 33(26.2)
Convenience 26(6.8) 13(8.2) 6(6.3) 7(5.6)
Variety of menu 6(1.6) 1(0.6) 33.2) 2(1.6)
Low salt 93(42.9) 53(46.9) 83(57.6)
Low sugar 55(25.3) 28(24.8) 49(34.0)
Low calorie 95(43.8) 52(46.0) 62(43.1)
Low fat 65(30.0) 54(47.8) 53(36.8)
‘ Small package 93(42.9) 56(49.6) 59(41.0)
Des;]r]szll?cal Functionality - 55(25.3) 41(36.3) 36(25.0) -
Vegan 34(15.7) 23(20.4) 31(21.5)
Therapeutic food 14(6.5) 16(14.2) 15(10.4)
Organic 65(30.0) 51(45.1) 71(49.3)
Local 118(54.4) 65(57.5) 89(61.8)
No food additives 56(25.8) 38(33.6) 78(54.2)
Total 380(100.0) 159(100.0) 95(100.0) 126(100.0)

Y Multiple response analysis was applied.

sk

p<0.001.

£ A7E gl maetde] tet S 4A2E
3 1A Aol oW Kol 7t YA
ofslel, G FAL ANRE B8 AR A AL
2 1% TR 291G A EIA Sk Hole £3L
2

ekl AREA AR/ 0p 2D ueQlo] oj=stol

Y 403 129 8Y7HY Letel AREAE A
shglon], AA SEA 474 9] o] HFEHo] AgH 9]
oh. 2GRS A Eete| TAEA e 8O1RAS UAG
of AFAT, WAAG, ARG, WYX, AHA
F % A 29108 ERH0M, oS BEte] 2HR
He AN A3 WAFTY WL, AT 1B P,
w7 279 Aoz wEadch Aol nieY 7
W A A2 Ko] 14 v U B AZE 7o)
B8 WOlFTY WS Wit 630 6, AT 1

R —1 O
k2 707 339, A% R v 379 fe2 779 53

o A% 9 vAETY Auel U B ARE T go
B2 Z0 vehdth ATl n i 23 714
WA YA el §RE g 23 WYl F79 Wk
4
o
2

—

flo &Y

A% SIekA] S vlgo] IBEHE B et
192 TE We A% 2 vz 2719 ge
slo

3

etth= Hl&ol 27t 6578(57.5%), 9678
(66.7%) 2.2 EA Uetdthp<0.01). Aygeto| T Aety &
HE SuiAl 784 A olfo A4S Al Y 2F =
At 7P A A B ol 2 b - 9T AR AR
€ 7V Sa5H Bstke A2 YEHTHp<0.001). A4
getolnAerd #AE FF Wshs 7L £ Aol
4 23, o573 Aa2 Suial 1189 (54.4%), AZ=
2] 957(43.8%), AU 93 (42.9%), AEA 93 (42.9%) &2
2 yepdon, A48 did Yo Stk 657(57.5%),
AT 56(49.6%), ARG 54TH(47.8%) +=O.F LFEREIL,
A7 H w2 9 2 =ial 897(61.8%), A Y 837
(57.6%), 71 7178(49.3%) %02 WP Th(p<0.001). wha}
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A aERe] Ao g]lo] sl et I SiAr 4
AR 5= L8 HdT HVR AF 7ido] 28 Zlo=
e

2 A= 2 7 AES 7L o A WA, A
A SATY Zot AT AIE dutslely] ofHTh & H
A, AlFol EA1E =Wt A= E ARER HMR AlEo]
FSHA gkol, HMR Al 7Ndg 913t 275449 A5 A
£ AAIBHA] Esilt. Iy 2 A7 SUiA AARE
ARERE HMR A& 7S fJste] Anv|ate] A48 #d &
FE T, 49 9 dS5] ARt =EA Aggeto] XA
Bl 54 =75 E8oto, ABAE SoR 2% T
24 Qul7t Qloh. wEhA 2 AFEYE FF UL AA
25 AR HMR AlE 7N 9 vHAg e 9t 712
AnzA Z8E 5 e AR ddEn.

AR =

2 AR 1850 fUow ARATA A
A wo} =l ARk G e AEA Aede) 2
7}9] 1 th(202 1RIS-001).

o @7 20215hAE QAlfeta T AT 9o o
3fe] o o] g4t
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