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Abstract

Purpose — The purpose of this study is to investigate the dif-
ference in the degree of significance and satisfaction perceived
by college students and ordinary consumers on the HMR prod-
uct attributes. Comparison of the difference on HMR product at-
tributes between ordinary consumers and college students who
belong to the current and future consumption groups of HMR
will provide information for clear marketing strategies and PR on
target consumers from the aspects of companies. Also, overall
difference on HMR was investigated through IPA(importance-per-
formance analysis) on significance and satisfaction with each
product attribute. This result will provide information to food
companies that produce or supply HMR products to be supple-
mented and improved. Finally, IPA was conducted between
groups on product attribute to find which difference exists be-
tween groups. This result is also expected to provide crucial in-
formation to companies as suggested in the first purpose.

Research design, data, and methodology — The procedure of
analysis is as follows. First, independent sample t-test was con-
ducted on the significance and satisfaction on HMR product
attributes. Second, with using IPA, the significance and sat-
isfaction on HMR product attributes of the respondents were
checked to investigate marketing strategy direction on overall
HRM products. Third, the difference between generations was
verified using IPA on the college student and consumer groups.
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According to this result, the direction of marketing strategy on
HRM products was to be proposed to food companies.

Results — It was known that consumers consider HMR prod-
uct attributes statistically and significantly such as nutrient con-
tent(nutrition), country of origin, brand, main raw material, pack-
aging, and awareness of manufacturer. They keep after pur-
chase more importantly than college students who considered
only volume and price than consumers. In comparison with the
difference in satisfaction on HMR product attributes, the college
student group was more satisfied than ordinary consumers only
in flavor, condition of food additives, and volume. Also, HMR re-
lated food companies must maintain taste, cooking method,
manufacturing date, expiration date, and safety on current prod-
ucts continuously. Finally, as a result of analysis from the
groups, the attributes such as cooking method, manufacturing
date, expiration date, and safety were considered significantly
with high achievement by the two groups. It was known that
college students considered food texture to be important, but
consumers considered storage method to be important after pur-
chasing it.

Conclusions — There is necessity to differentiate effectiveness
of products when releasing HMR products subject to consumers
and college students. The result will give great assistance to
the improvement of companies, produce or supply HMR
products. It will also provide entry strategies on target groups of
companies that are planning for entry. The factors that consum-
ers commonly considered not to be significant were brand,
package form(appearance), cooking time, and sale(purchase) lo-
cation, which were found in the comparison with the groups that
awareness about manufacturers and storage method after pur-
chase corresponded to college students and that distribution
route corresponded to ordinary consumers.

Keywords : HMIR(Home Meal Replacement),
Product Attributes, College Student, Consumer,
Group Difference.
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1If CfsHE =2l HMR HE5/d0] Chet Xto| Hlme= 7|gel &
A B0 Cigt Feot O M2F 3 O 8 PR {8t H
BHS0| 752 Zolch M, 2 HMESH0 Cfst 529t HE
L0 CH3l IPA(Importance-Performance Analysis)E 3 HMRO|
CHS MEER Ol XHO|E 2ol a Xt SHRICE O] Zits HMR XE

Ok o
rr oz

ok
- I
<
Py
>

il
to

N
il
rlo

M

S YA-BIohs ABIIYSOIA OfE B82S welstn Hsjor
SHEX|O| Chet HEE X B HOICH A, MBSO Che
FEF 24 IPAZ AASHOl EF 2t Xjo|ot YEXIS Eolstaxt of
%Ct of At g

Ol X} i

= =

NN SHOIAM HMAlSH 24k Zo| 7|¥e|
HEEE M3HE A2 7|tisHAULC

HMRO| CH3{ Grier(2001)2 ZHYOIN AH|Z|l= AEO|A FH|
2l 24 s AHX AFO|ME Ot FHIE & eIt eiAu
Aol FHIE ®&Eo| gl 2402t Folstn RUCKPark et al,
2015). $tH Gibson(1999)= HMR(Home Meal Replacement)S
Hm Q(off-premise)2| AH|IE 2o 7FdAl HE{O| MSESHH HE
= AEE FH|E AMAR J|E FM HOAE A|Z(ready-to-eat
convenience food market)OjiA2] HA T MY A0 KX|SH=
Jfgoletn FolstQict 2|Ltat AFo|E 0t M(Korea Food
& Drug Administration)} HMRE& AN Z=H|Z7} 29 Q0| AH|7
7tset S445|AE(Ready to Eat), Z=2[7F E[Of QU0 ZHEFSH It
g = FAo| 7H53t 4EQl SMXE|AE(Ready th Heat), B 7t
SSEE HR|AHL thed| A = AEFIIEE I A=
atiE dF g = Us AL IECR 2Rt UoH, A
M= 22| 2o 2[4 FH|E B2 Y2 L= MK QA
o| etMQz|7l ZQdt =AM Q2|AlE(Ready to Cook)2 HEZ
25110 QUCHPark et al., 2015).

Zeithmal(1988)2 XM|E&MES NECQ| EXE LIEH = XHEEA
QX = (extrinsic attribute)f LHX|A <M(intrinsic attribute) 2
2 FR2ECD SIRACE O XA £40| HEat #EEl Z0[X|
o HE AHMel 2E2|1H Edit= OFE Hez 714, 48T, &1
P 80| Z=ykl= Bt A £42 MEC =218 d=ar 2
HE AR HME AHE HAZ|X| Y oF FX|xle MY, 2
L, & S0|2tn SIS CHZeithmal, 1988). Park et al.(2015)9]
AToflM B HE QI8SHH K& &40t 2Es] Levesque &
McDougall(1996)2 AH|At= ks HES At= 40| ofL2t o
H 7IX| £42| HOE|E Ate AO[2tH HELSHOIES FHSHY
Cta oich ME25-d0|20|lM £40|2t AH|Rte| Z2|H, Atz|H,
HE|HQ BFE UFAFHAF= dHO2 FolE |l AH|XPIE ME
S "Itsl= thi2|™ K| 7E UsHCHLevesque & McDougall, 1996;
Park et al., 2015). &, XNEZ&40|2t AH|X}IS0| HES MEHE
I 7|2Me2 1efdte ME EHQE A0l £/d®0t ofLzt
2H[ZPZE st FoEQ E4E2 mast TEXQ JHEAn &
Park, 2003)2 StotOd, & TOHA| AH|Xte| HE 540 CHSH
Hote aH[XRe| FOf FHO|LL 7|8 BtYst= FOM 01 5
Q35}ICHLee, 2007; Park et al., 2015). CtA| 2hel, AH|X}IL XM=
2 ME5kE IPdols ME £40| ME0| Ciet ol8nZo| Ej=
QF HAL7] WEOo| 0| HEF MEORE ZHS= 2%
E/M(Dick & Basu, 1994)0|2t= Zd0|C}(Park et al., 2015). Choi
et al.(2014)2 FAU2| HEHEE BHE, 714, CXQ, =& &
o2 510 MELHH0| Foje|ret Meto|zof OjX[= o
CHe Hotgich A2 A52 T2 MEasd S TR, &=
L, BHEE FOjo|=0f RoI3t gy OjX|Lt 7t42 ]ogt ¥
g2 O|X|X| Y=Ctn FYSIFUCHChoi et al., 2014). £ QE2 M
sHHT(Lee & Yang, 2012; Kim, 2006; Park, 2015; Park et al.,
2012; Yang & Ju, 2012)50]| Zeithmal(1988)0| T1&%t 2|XHA-LHXH
A HESdat Fojel= Ztof] F(+)el 0| USS Eustn UCk

>
A
n

H

g
=
|

J

>

r
r

—_
B

J

M



Hoe-Chang Yang, Jong-Baek Kim, An-Sik Kim / Journal of Distribution Science 14-2 (2016) 47-56 49

3. T dE

2 A7E FGIZ S8 Park et al.(2015)0] &3 HVR ®E<%
Mg 2% AH&X AHTO|Ch Park et al(2015)= MEAT0|A
Ho| X

3o ME7IEa A LEMIE0| CHet £dE Ao B2 A
XI=(e.g., Hall et al., 2001; Mitchell & Olsen, 1981; Morey et
al., 2002; Stanley, 1982)°| #M4=2 =7{Z FGI(Focus Group
lntervleW)E HAISHH HMRQ| 7|2&Ql £/ 2570E HMAISHRALE
A= Park et al.(2015)0] F=3F HMR HE&M 25711
%ﬂo}mﬂr
Lo A CHEblar Lt AH|XE EEHS &35t 0[of Cf
ﬂJ“° ZE= O|lfe= E b Zto| 383 %3% P, ?E At
5= XI% | Oiet M= =7t Xpo|7t & 4= U7| IZolct & &
A & HEE MUz FL&235H710 DEI7P m2Es 5~6%42 XIEI
e 2 Ao of & B2 MOE #+E2E = US AOo|Ck
Johnson & Johnson(2012)2 MICHE Z2 A|CIE AHAM ZEE=
Xaar g2 7t2l 7ielE o HEte= FHolSRUCE kA T
st HVMR X &9| &8 =0 Cfst M==Lt PEFREs MO Zte| Xt
017t & 7I5%40| =Lt AHZE Chung et al.(2007)0f [HEH
HMRO| CHot O] Hl=, Mzf, DHEE, X{70f QAN RAOIA
AMAL FH|Xto AL FEERIF 200101 AR SEHOl HHO| SEH
O] %2, £9| 'HIZ He S‘%‘(ready-tO-eat)’ FEoM= oY
ot siA0| FEZRFCID SIRACE F, 20CHo| B AAL =H| 7|&
O] #=g & oz, Mg ’:HIOPEHI AlZtE HU7| ECt=
JHOIE o7t &0 AlZtE Fofstr|E M=st7| ME HMR |
B2 20049 Qe Qo FgotChe Z0|CHChung et al.,
2007: Kang & Jo, 2015). 0|2 THEIO|AM &2 Of FHS SHEES
HMR HES4ol SQE0 CHe Y AH[XSECH B JHs
g0l =L} MatM CHEa 242 7HdES 3SRt

OF il otoz?é

<7He 1> HRM X|Z S4S0| ofsf QIRIste AuXt HEr)
Q& £22 Oy gg o FRE &0 &
s &2 Zolch

J2{Lt CiebdSel B2 BHY s3Hol A= Qs HH oi
g2 2t AH|XS0E H{WSHo] BOjX|= 20| St .J%”E-_rl
01|A1 Eaek Zap 2o Eﬁpﬂ 0|8%t= 82 O|pE M=kLf
URE RE0ME S8H0 2t LHEHE = US 782
B ECh &, Oistdsel 8% 3._”7|9| 7Y 8oz, Yt At
= t5E8 *'“OE HMR% QMg 7590l =Lt O O|f=

= HietdsS0l g o 58 A=
01Ié>*3f01 Ef%if ?E*% 7%5% ot ULt

<7td 2> HRM H&F £d=0| gl 2X|ot= Cishd TE

b

O|t Z2 HH2o|AM Tt ZH| HMR X|E540| Ciet S2=2t
HFEEE Xo|7F U2 £ ALk X UHEFRZ0| Cist M2
IPAZ 71535tCt IPA(Importance-Performance Analysis)= /2 O]
e BFEEE FESH| sl ol ™ 2 542 EREE BH
St 0|8 =0 PHEEE "Itsto 2t ’—.‘SEI AOEel S22t
UHEEE SA0f Hu-BISH= 7It”°§ 712 7rde UEE &
Ao Cjst nZo| 458 mist= ZI0|CHHammitt et al., 1996;
Yang, 2013). O{7|0|M FRY &2 o 7HX| FE XAS0|

<Table 1> Results of Independent Samples t-Test about Importance

st &0 S24E 7|F22 HEEN 5/ =F0| 52 &
A ke 2F 70| IHH X|Zo| 2 Fsto| Ackn Bk
= Z;IO|I:|-(Yang, 2013; Yang et al., 2014). O}2tM & AP0 =
HMR XMZ&7 25710 Cisi 8B RS U2 FESIX| @
1 IPAE HAD =, "EHE IPAE S MCH 2+ XIo|7F U=X|E
215ty HVMR MES Mitsashe AZE7|AS0A OAHE Hek
2 THE = Y= HME FEOIIA} SIRUCE M2t CHESat 2
o kol JHg SRS

<7bd 3> CHEHT} QutAH|RZL QIR[SHE IPA Ziks Xto|7}
g Zo|ct.

A=

i
> ot
5
= M
o

. Ol AlB0| Bkl 7PgZHHASl SRt
0| 7PgZtHAIQIX|Of CHot 7|2XQl HEE o JO
A2 NESHQ| 7ol o P Zo|2kn TSR]
. -FUHI"*OE Jojetol M%%'%“f Shd 80YHut 7HY7HH
I—;“F._ HOLE ZHOf 98 S EH%JEE HEEZ HASHSICE
A= CH2ah 205 R HE, HMR HES549 5259t
=0 O3t S8 HE ttestE AAISHO] 714 11F 7Fd 22 &4
LT'- b otQict SEHE tteste AYSIAXL St= H=0{ CHY
AEte| "Wa Xo|7t 571I"*°E FOITHX|E mefet o 0|8t
7|2 IPAE fdf 2% S2Eet =Rl ZF E3
CHot ®Eh 74 %EIPOI% ol = e 7K st @O
= HR] Yang et al.(2014)2} Park et al.(2015)0| Z+&3%t IPA
SEHAECl HRM HE&E0| o3t S2ret RS 2ol
EN TEEQI HRMA|S0] Ciet Ot S H2F 2akg &elstn
SIRACE M| EHW, CHebd, LEEAH|XE 27§ FTHO| CHSt IPAE
A5P04 Moy 7+ Xo17t JeXIE ABota, o ZLtof wah A
7|92l HMR X|Z0] CHot OpAE TEfo| whakE MIAISHX} OF

ZP3ZHEAOf Ofol QX7 =2 & A&S 58
H R
|

b2
o

=2
B Rz o Fo ., T.
F rr 4
\l

?L—l»

J

OI'_|)|

b3¢) n{tl W= > |0 Hu L2 2 rr 4nofy rl

sgrisel ongAx S tiga uch o S8l Y
22 o] G5B(CHEIAL 228, Ut AH|X, 58%), 0140
(CHEHY 433, 28t 2H[x} 543)0[YOD| 182 SEA
HOZ 2HOIL|QICt R R 254 O|2H0| 87H(CHSHY
1HE 47N 2 2EFSH), 26M[~35M|7F 34T, 36A|~45M|7t 34H, 46

M~55M7F 18, 56M| O|&0| 4oz =olx(lon) 182 SH
SEA| RERATH
<7t 1>° 7:%3P7| 2l ZAleH HMR XME5d 257H°| S8

s
$“’éﬂf HMR HESE & 3291 % 7*0P SEOH Chal &
gt AHRIE2 S RSV, UK, BHME, A=, 2,
HMzZ=2AF QX S 719 = 220 Tk EH°”‘”.§01I HlgH S
AXHLZ Fo5tH FwX0|7t 2 2 OE 2HOIT|RACt oHH Cfist
4 Mol 32 8 MMM L 2HRS0| B3 SAHH2
2 ROBIA w2 A= LIEFRTE [EFEW <7t 1>2 &E K
| RACE.



50

Hoe-Chang Yang, Jong-Baek Kim, An-Sik Kim / Journal of Distribution Science 14-2 (2016) 47-56

Mean S.D Mean Dif. t Sig
. 3.79 1.00

1. Nutrient Content Student Consumer 4.09 091 -0.30 -2.141 0.034
4.58 0.68

2. Flavor Student Consumer 439 080 0.19 1.642 0.102

3. Food Additive Status Student Consumer 3.98 0.79 -0.18 -1.414 0.159
416 0.94
4.36 0.73

4. Freshness Student Consumer 437 086 -0.01 -0.040 0.968
. 3.91 0.90

5. Cooking Method Student Consumer 413 086 -0.22 -1.652 0.100
- 3.69 0.89

6. Country of Origin Student Consumer 404 097 -0.35 -2.498 0.013
4.25 0.78

7. Volume Student Consumer 372 082 0.53 4.323 0.000
3.01 1.04

8. Brand Student Consumer 342 101 -0.41 -2.614 0.010

9. Date of Manufacture Student Consumer 4.34 0.79 -0.07 -0.594 0.553
4.41 0.78
- 4.59 0.68

10. Expiration Date Student Consumer 459 074 0.00 -0.068 0.846
4.46 0.77

11. Safety Student Consumer 459 073 -0.13 -1.141 0.255
. 4.51 0.71

12. Price Student Consumer 413 079 0.38 3.323 0.001

13. Main Raw Material Student Consumer 3.95 0.87 0.28 -2.108 0.036
4.23 0.91
. 3.28 0.98

14. Packaging Student Consumer 357 095 -0.29 -2.038 0.043

15. Eco-friendly Material Student Consumer 3.65 0.91 -0.03 -0.228 0.820
3.68 1.03
. 4.20 0.77

16. Product Quality Student Consumer 4.08 0.82 -0.08 -0.627 0.531

17. Processing Methods Student Consumer 3.89 0.90 -0.14 -0.993 0.322
4.03 1.00

18. Eco Certification Student Consumer 3.66 0.94 -0.04 -0.279 0.781
3.70 1.02
. 3.86 0.95

19. Production Method Student Consumer 304 088 -0.08 -0.554 0.581

20. Manufacturer Awareness Student Consumer ggi ?gg -0.56 -3.355 0.001
. ) 3.71 0.94

21. Cooking Time Student Consumer 379 0.90 -0.08 -0.528 0.598

22. Keep After Purchase Student Consumer 3.69 0.97 -0.32 -2.350 0.020
4.01 0.85
. 3.05 1.00

23. Purchase Location Student Consumer 333 090 -0.28 -1.929 0.055

24. Distribution Channels Student Consumer 343 1.01 023 -1.584 0.115

’ 3.66 0.98 ' ’ ’

4.41 0.68

25. Texture of Food Student Consumer 418 086 0.23 1.920 0.056
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<7t 2>5 433H7| fI%t HMR M5 25719 THEE QIX| S B0l CHsHA Lt AH|XFSON| H|sh PHESHL e ARE =
o Ciet =EH= ttest Zut= CHEt ?E*Ek <Table 2>0A & QIE|UCt W2t <IHd 2> 22 MEIE[QUCH
£ Hiet 20| CiEtES HRM MESY & o, AEEIE g
<Table 2> Results of Independent Samples t-Test about Performance
Mean S.D Mean Dif. t Sig
1. Nutrient Content Student Consumer 3.05 0.59 0.07 0.670 0.504
' 2.98 0.70 ’ ’ '
3.46 0.67
2. Flavor Student Consumer 311 087 0.35 2.945 0.004
3. Food Additive Status Student Consumer gg? 8% 0.24 2.120 0.035
3.10 0.85
4. Freshness Student Consumer 304 0.74 0.06 0.495 0.622
5. Cooking Method Student Consumer 3.55 0.85 0.44 0.328 0.743
3.51 0.76
6. Country of Origin Student Consumer ;:;(1)‘11 g;g -0.07 -0.684 0.495
2.75 0.92
7. Volume Student Consumer 300 0.70 -0.25 -2.053 0.042
3.21 0.63
8. Brand Student Consumer 391 067 0.00 -0.018 0.986
3.46 0.71
9. Date of Manufacture Student Consumer 346 0.80 0.00 -0.070 0.995
- 341 0.79
10. Expiration Date Student Consumer 357 083 -0.16 -1.292 0.198
3.21 0.74
11. Safety Student Consumer 317 076 0.04 0.345 0.731
. 2.83 0.80
12. Price Student Consumer 279 073 0.04 0.339 0.735
) . 3.06 0.55
13. Main Raw Material Student Consumer 303 068 0.03 0.337 0.737
. 3.34 0.65
14. Packaging Student Consumer 304 065 0.10 0.935 0.351
. . 3.04 0.70
15. Eco-friendly Material Student Consumer 204 0.60 0.10 1.007 0.315
. 3.08 0.70
16. Product Quality Student Consumer 307 063 0.01 0.036 0.972
. 3.18 0.72
17. Processing Methods Student Consumer 312 069 0.06 0.493 0.623
. 3.03 0.63
18. Eco Certification Student Consumer 306 058 -0.03 -0.394 0.694
. 3.13 0.56
19. Production Method Student Consumer 313 068 0.00 -0.081 0.936
3.20 0.60
20. Manufacturer Awareness Student Consumer 314 0.62 0.06 0.616 0.539
. ) 3.56 0.84
21. Cooking Time Student Consumer 346 074 0.10 0.867 0.387
22. Keep After Purch Student Consumer 345 0.41 0.02 0172 0.863
. Keep After Purchase udel onsume 347 074 . . .
23. Purchase Location Student Consumer 3.40 0.72 0.00 0.019 0.985
3.40 0.71
o 3.16 0.56
24. Distribution Channels Student Consumer -0.16 -1.692 0.092
3.32 0.63
25. Texture of Food Student Consumer 324 0.76 0.13 1.041 0.299
3.1 0.82
<7bd 124 <7hd 2>0| AT AN= el Ear et AH|RHE ™ 220 Cish o ©SsHof St=X[0f TR HME Mg += U
O] HMR £/d0j Cisi Ct2A QIX|StL U= A Y &= ULt Of a2 QO0[oiCh <7t 3>2 ABSH7| flsi BN A SEHAEES
kri

2 2= HRMA|ES dihSadts 2lAtet TOjAS0 of

oz HSEE testS 2AIR 2its Ef%lf 2Lt
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<Table 3> Results of Paired Sample t-test(n=178)

Variables Compare between sub items Mean* difference S.D t-value p-value
1. Nutrient Content Importance 0.943 1.170 10.752 0.000
Performance
2. Flavor Importance 1.202 0.982 16.332 0.000
Performance
|
3. Food Additive Status mportance 1.258 1.231 13.642 0.000
Performance
4. Freshness Importance 1.298 1.098 15.775 0.000
Performance
Import
5. Cooking Method mporeance 0.506 1.048 6.435 0.000
Performance
Import
6. Country of Origin mporance 0.803 1.189 90.17 0.000
Performance
7. Volume Importance 1.073 1.240 11.547 0.000
Performance
8. Brand Importance 0.022 1.125 0.267 0.000
Performance
|
9. Date of Manufacture mportance 0913 0918 13.282 0.000
Performance
Import
10. Expiration Date mportance 1.002 0.967 15.056 0.000
Performance
Import
11. Safety mporeance 1343 0.992 18.063 0.000
Performance
12. Price Importance 1,500 1.146 17.461 0.000
Performance
13. Main Raw Material Importance 1.062 1.095 12.934 0.000
Performance
Import
14. Packaging MpOrence 0.152 1127 1.795 0.074
Performance
Import
15. Eco-friendly Material Mportance 0.685 1.161 7.880 0.000
Performance
Import
16. Product Quality mportance 1.169 1.060 14.705 0.000
Performance
Import
17. Processing Methods mportance 0.820 1.165 9.393 0.000
Performance
18. Eco Certification Importance 0.640 1.097 7.789 0.000
Performance
19. Production Method Importance 0.775 1.127 9.174 0.000
Performance
20. Manufacturer Awareness Importance 0.219 1.241 2.356 0.020
Performance
|
21. Cooking Time mportance -0.118 1.375 -1.145 0.254
Performance
Import
22. Keep After Purchase mporeance 0.404 1.033 5.224 0.000
Performance
23. Purchase Location Importance -0.197 1.100 -2.385 0.018
Performance
24. Distribution Channels Importance 0.309 1.100 3.749 0.000
Performance
25. Texture of Food Importance 1.118 1.027 14.530 0.000
Performance

* Mean difference: Importance - performance
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<Table 4> Comparison Between Groups for Each Quadrant by HMR Production Attributes

Division Student consumer
Flavor .
Cooking Method Cooking Method
Date of Manufacture
Date of Manufacture L
Quadrant 1 o Expiration Date
Expiration Date
Safety
Safety Keep After Purchase
Texture of Food P
Nutrient Content
" Flavor
Food Additive Status Food Additive Status
Freshness
Freshness
Volume .
Quadrant 2 Price Country of Origin
. ) Price
Main Raw Material . .
. Main Raw Material
Product Quality )
Processing Methods Product Quality
9 Processing Methods
Texture of Food
Nutrient Content
Country of Origin Volume
. . Eco-friendly Material
Eco-friendly Material A
Quadrant 3 A Eco Certification
Eco Certification )
. Production Method
Production Method Manufacturer Awareness
Distribution Channels
Branc_J Brand
Packaging .
Packaging
Manufacturer Awareness : .
Quadrant 4 ) ) Cooking Time
Cooking Time :
Purchase Location
Keep After Purchase L
. Distribution Channels
Purchase Location
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