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Consumer competency The purpose of this study is to perform market segmentation by clustering according to consumer trans-
index, action capabilities, to analyze the consumption patterns of HMR products by segmented market, and to

HMR (home meal identify preferred HMR product attributes. As a result of market segmentation by conducting cluster
replacement), analysis using the factors of consumer transaction capability, the cluster 1 was classified into 'indifferent
Segmented market, type', the cluster 2 'lethargy type', the cluster 3 'active attitude type', and the cluster 4 'information uti-

Consumer’s preference, lization type'. Also, after analyzing HMR consumption patterns by segmented market, there were sig-

Conjoint analysis. nificant differences in the type of product purchased, the purpose of purchase, and the cost of one meal

per person according to the cluster. The analysis of the preference attributes of HMR products by con-
joint analysis showed that all four clusters preferred products packaged for one serving using domestic
ingredients as brands of large companies, but there was a difference between the clusters in terms of
cooking convenience. In other words, it was analyzed that the cluster 1 'indifferent type' and the cluster
2 'lethargy type' preferred the HMR type of ready to cook (0.108 and 0.040, respectively), whereas the
cluster 3 'active attitude type' and the cluster 4 'information utilization type' preferred the type of ready
to eat (0.456 and 0.260, respectively). The results of this study can be seen as proving that the domestic
HMR market, which has gradually changed the dietary life of Koreans for more than 20 years, should
now apply a differentiated marketing strategy through market segmentation, out of mass marketing.
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2.1. HMR(Home Meal Replacement)

Lee, Chung@} Yang(2005)°] du}o] 7] & ©]-&3}e] HMR
9] gh=o] WgolE TG AAF tlE2) 22 &0, HMRS] &
o5 7Hg LlellA rEl= Sz S vk g &
1S Frjste] 7oA viE HAY 2dE] ZElste] g
S0 2 A|Qkst o] 2, HMRO ek A= AH|R} 8534
A FE8] BHis e 7k, #H2ols HMRS 7Hd7k
#H2P ozt A3tAY HMRES IthE AFE-3HE S=Alo|th

HMR 3% &n8]zte] s r]ol 838 S vA=

o thal A= A Atol whal tha zte]E Holw the
A B3 ¥ 2tk Kwon, Lee?t Choi(2005)= ©]-&H A,
2157, 745712k 81 2, Chung, YangZ} Lee(2007)=
2 AR, 249 F4, 93 9 7, 384 A9,

‘_E./d Nax—] Co]g}l O]_oﬂgu:]’ Kim, Kwon3+
Shim(2007) AAs #9171, ol &, Al X, 524, AF
2 zolgt &tk Jang(2009)S 2419 EA, Wt 7h
A, A9 A=A, HHWW]*A %*‘Olah 3F913L, Seo,
Choi 9} Lee(2011)=
o]2tal itk HMR 01%17“4 %UH ﬁ JJr 01%6§
B 242 AAIE Song(2009)] AT-AIAE % Fdi
) FAo] F2A, AAS 7, AF3AY] B
] vk, ATH, AAES AHE, AR A
2 skt

20040 AEHES thaho 2 ZAFSE HMR 4H)e) A
(Lee et al,, 2005)91 4] 1] HMR AF 2 #4221
/do] o, HMR AlF < o]-&ate &AnAE F7t
2} BV HQth T3 HMRE =9 9 AT 714
He] wslel] JaFS = Zlo|A 7 HMR] o] §-o] &2 g
A A2 5o A FAR S st Eee T

l‘

>

o 2 nlo _O,L‘ L:o
Lo

ry
>~



46 a9

+ & SAZE doH, EEFF e FAE tha HE
o AT AT 2 474 AHYE I TA S, 2R
=, A Aste] Frske A A )l 2t foke] 3t
FE A sks b2 vE e 7hg oA 9
Aol A 744 78R e - 715 AR s =
Ao - AR AA tiA FHgR ey 2e)7)s - E Y
7 e o] ke Zolw, 87 - kP FHeA = 3
AN ES} ZAFEE 83 7HYH 2 A o
A7 - 2187 dtrle 27338 2
A FE7wo] MLET FEstE Aow oA
(Kim, Yoon & Kim, 2018). T3 202013 2] & AF3sHA] =5t
219 A2 A"YE 2H)o] &SR 20201 4]
Zhl A A A §7] B 565% AR 1929 o=
H ¥ vlKorea Agro-Fisheries & Food Trade Coporation,
2020), o2& AFAA L] A7 WE= FF HMR 2H <)
g @A EokE olF ASE V|tiEth

—

=

o

o
=)

2

fo K L o

2.2. AH|X} oz
AulA) ool A

Ag2 547 93

AZ Aol 4 AthSon &

[e]

]

AR

FHLAN A, o)
o
°

1=}

o] et oAl M| FEA 9
ojof st= 914 - A *:_Eﬂg] i
Sah, 2017), M|z} g2] 3tk
o=, 2FH =0 X(Son & Lee, 2014) A 2]
I A2 JAAF oA EHA Q] FiEo|m, EH‘:’b A
WA H ol ot Anjzle] Bl == 1ol
FolA Rk A, AHH T2 %
v A2 ] of 3t & 33

o
hﬂr(Lee & Hong, 2014) LH% Z—?jon

|

el
a

>
[
=
>

lD% AH]Z}XHE—JW%%% 2M A
*1, 74a1 Fo AB|AAE SH A, AHARAI RIS B2 A
HIALS] o A Jr | 875 E ARAEAS] 985 & T4
hoE}(son & Sah, 2017).

o] % SUjoll A AxmlA} el ek &
Aol BAH O tFEHA bt Feje] Anja AF S
A E=FE0] 7]ehE 92 ¥ (Son, Kim, Na, & Choi, 2010), %

nrf

2
W A7) 3y SoE < AFE BEbitol 57}@
20081 o] Foll = A F ek Fofol| A AHA} Ae FA g
A7t B E A tHYoo & Joo, 2012). =7} X1 St
2} A Aan] 2] AR FF e et ZITA 71?%\?
= Alestal A 53 ¥ Al Eas FA dea
HI 22 20100 Av|Rpg e 54 9 HrF AFE 59

21 201439l 2014 Fh=2] M| A A% 7R
& JePatdedl, 20149 AW A FA = 1005
A HHF 640822 2010 thH] 2578 0] A5H ATt
3 B33 tHSon & Lee, 2014).

Hong#} Sung(2016)°] 3-oflA] 4w VWEH"E‘EWI %5%
‘T AP L JLA A E0] A F
AGToh g G BAREA T
& ggithy By st =3
©

A2 o)1 AA o, &5

L}-u_

rg: 2

R = E R ENE
el PrlREEE e

(2014)& ©E7}o] AH|X

ul_/,:cgo./‘.

|o
fitl
d
=)
o
o
RE]
d
',
[e]
o
T

o
oX
o =
o,
Lo
o o 32
=g B

Xy
il rl
Jo o
B>
)
N
o2 Ié: 2o

S

_l

A

r

i

2

9,

1o

ro

o

o

oY
(o]
22

fr o« . MR R
y H B>

>

e
o
(o
N
4
L
[N
z
_>,i
it
Lo
3
_>|~l_‘

Nl

>
ifud

o

. o
ot
N
Ry
e

N
N
ol
o> 12

o n |o
iy
iy
|o
u

RO

o2
o
o
=)

H

Z o> A

2
to Al 2 >

o oE
S
e
- 1o
: =
o= o

ro ot 23&

0% o

r'EI _Ij,

N =

Hl‘j rir

2
o ™
Uiy

o 2 H ook o
o
o =
ol
i
)
2

AZRNE Z42 Fuja7t B4 AF3 FF QA Atolell
FeYet=AE Flstr] S8l mHAE T A
% 3l+= W ©]™(Green, Krieger & Wind, 2001), 19713 o] %
AR Aol vhkgk FAlel ois A &= ol(Green &
Srinivasan, 1978), AA A A S 2 T}t Hofo| A AZXNE
S AEs A77F P EolA ok Wittink & Cattin,
1989; Wittink, Vriens, & Burhenne, 1994). AZNE EA2

O3 &4 A tek A AIEE o =317 9 A
2291 W'H O Z(Green & Srinivasan, 1978), £ E9] &5
SQ 99Ao 7 WAslY ATEle] AAW Ak AES
o thsll AHAE] HSEE wAete] Ad3 R3S gl
3tar, ZF A S tig HF ASEE FH 0}"4 -l 7]’L
A o) =° A=

o
MBS FASE £45) TABS F2o) A4 Faz
A O

ofl, 7 AgAel £YEL

% 0
£ 43 A F %%711 AZINE A2 Pr—“icﬂil e
FAol HaATFAUE Al MEEE THCE &
AEE SHAVF ASEE Hrleted oEes =7A
3l Aol Aoy AEE S A A Hrterldle £
3 o] ATKKim, 2014a). = 710F AZJNE B2 =9
of e} ASEE Hrtele O FARLNIRY S AL
at7] wiizell 37k Al M o] mrhe Rl slo] g A

Foll A o]45 3 QtHJung, 2012; Kim, 2014b; Kim, 2015).
A7 AZXRIE A2 R Eo|E IAHE T A

o

o
L 5
=4



v} A ool TE ARAAE HVR A1E) AT 44

AZCAE LIRS 29, AF AN 208
A

= AN, o

A5 FEstaL Pzt A8 AlEdE olE Oﬂ 7 7}X1—§— ‘Qa
3 zoﬂ/q A e 3= tﬂ-tﬂ
e e ia= *J%% e wf ’\HVH A9 7Hs S
= TEE W s Fost
g g g gle tﬂ Kim, 2019), A F4 J%ﬂ Rt ol 54
S ThFS EokllA B e E8H A,
2012; Jung, 2009; Jung & Lee, 2008; Kim, 2015; Kim & Kim,
2015; Lee, Lee, & Jung, 2018).
AZJE FH42 AA 8 T&ugol 24H2he] Sy s7t
7RO R JgitheE V) M SLHCE 3§t
9

2 e SfVe} 7MA, BAlE, 924, 7, 27
AU 5 ok 4 18 st ek Ao 7HA T
e 7 40 AUA FLEE BAS AF AL 7]
E ARE AESL AR o) A9 1AL e o
Z3ks BAL IY A Y A ALAREE 98 F
[e}

HA A Ay ThH(Hagerty, 1985; Kim, 2016; Kim, 2019; Lim,
Chung & Kim, 2015).

(
)

7
]
(20f41, 30ﬂ1, 40DH SOEH o|AHE 7NFELO R YR EFZv)
o o HE 279-& AN SR HASATE 202089
4 5AEEH 109714 A ZALE A E%

o M o 2 2 oo

AEAZ L)AL AE 7] F 0] s}
HE 99 259712 B ZALE AA sk )

o}
S
NS}
S

T
O
m{o
N
S

3.2. ZA L8

AT A WES &R AR 9%, HMR A9
A3 &4, uabgre] 37 BtE R AT AR A
A FEE= 2014 3H=9] 4AH| R 3 X E(Son & Lee, 2014)

oA ANG N G F AN BN LR
g e SHsH=E A 2004 A2 4 %Son & Sah,

2017)° e Bl=E SH = ol EFo g FAsIom,

i

% 47

Table 1. HMR product attributes and levels considered
for conjoint analysis

Attribute Attribute levels

Ready to eat
ki
Coo .ng Ready to heat

convenience

Ready to cook

Major company
Brand Small and medium-sized company

Individual shop

The origin Only Korean
of food Korean + imported
One portion
Package

. Two~three portions
size

Four portions and more
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Table 2. Profile of hypothetical HMR products
No. Cooking convenience Brand The origin of food Package size
1 Ready to cook Small and medium-sized company Only Korean Four portions and more
2 Ready to heat Individual shop Only Korean Two ~three portions
3 Ready to eat Major company Only Korean One portion
4 Ready to heat Major company Korean + imported Four portions and more
5 Ready to cook Major company Only Korean Two~three portions
6 Ready to cook Individual shop Korean + imported One portion
7 Ready to eat Individual shop Only Korean Four portions and more
8 Ready to heat Small and medium-sized company Only Korean One portion
9 Ready to eat Small and medium-sized company Korean + imported Two ~three portions
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Table 3. General characteristics of the subject

Variables N %
Male 135 484

Gender
Female 144 51.6
20s 62 222
30s 72 25.8

Age

40s 75 26.9
50s and more 70 25.1
Single 121 434

Marriage
Married 158  56.6
Below high school 35 12.5
Attending college/university attending 25 9.0
Ed;;cva;ion College/university graduation 186  66.7
Attending graduate school 4 1.4
Graduate graduation 29 104
Office worker/manager 115 412
Professionals 27 9.7
Technical 12 43
Production worker 10 3.6
Occu- Sales worker/Service worker 11 39
pation Self-employment 18 6.5
Housewife 31 11.1
Student 24 8.6
Inoccupation 22 7.9
Other 9 32
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Table 3. Continued

Variables N %
1 43 154
Number of
household 2 ! 183
members 3 94 33.7
(including 4 74 26.5
self)
More than 5 17 6.1
<2 30 10.8
2~3 under 39 14.0
Average 3~4 under 50 179
monthly
household 4~5 under 6 201
income 5~6 under 43 154
(million
won) 6~7 under 24 8.6
7~8 under 16 5.7
More than 8 21 7.5
Total 279  100.0
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Table 4. Validity and Reliability of customer transaction attitude competency

. Factor Eigen value Cronbach’s
Factors Variables . .
loading (% of variance) a
I think it is convenient to purchase goods/services using information and 0.821
communication technology. ’
Evi.dence- I think that using consumer information will help me buy the same 0719
oriented product at a lower price. ’ 2351
consumer ) 735
transaction I think that searching consumer information before purchasing is helpful 0.65 (26.124)
competency in purchasing the product/service 1 want. ’
I believe that comparing quality when purchasing a product/ service 0.556
helps make a reasonable purchase. '
I think it is important to review the terms and conditions when 0819
purchasing a product/service. ’
Principle- I believe that, as a user, I am obligated to do the care required for the
oriented 0.653
safe use of the product. 2.209
consumer 718
transaction When there is a defect in the purchased item, my attitude to requesting 0.622 (24.539)
competency an exchange or refund is confident and confident.
I think it is important to carefully compare the terms of the contract 0592

when purchasing a product/service.
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Table 4. Continued

. Factor Eigen value Cronbach’s
Factors Variables . .
loading (% of variance) a
Understanding-oriented I think that I fully understand the meaning of the information 1050
consumer transaction provided by the product (certification mark, country of origin 0.953 (a 1 665) -
competency indication, etc.). '
Cumulative % 62.328
Kaiser-Meyer-Olkin measure of sampling adequacy 0.852
Approx. chi-square 645.699
Bartlett s. t.est of df 36,000
sphericity
Sig. 0.000
Table 5. Cluster analysis for customer transaction attitude competency
Clusters Cluster 1. Cluster 2. Cluster 3. Cluster 4.
Factors Indifference Lethargy Active attitude Information Total F-value
type type utilization type
Factor 1. Evidence-oriented consumer 5 19, 3500 3 9610,31" 4224033 4145037 3.83:0.52 144525™
transaction competency
Factor 2. Principle-orient .
actor 2. Principle-oriented consumer 5 35, a 3.85:0.43" 4345033 343:051°  374:0.56 73249
transaction competency
Factor 3. Understanding-oriented consumer 3 ¢ cop 2.6240.55° 4.050.39° 35240.71° 3242078 81811

transaction competency

Y Mean£S.D., 5-Point Likert scale (1: strongly disagree~35: strongly agree).

* p<0.001.
>4 Duncan’s new multiple range test.
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Table 6. Consumption of HMR product by cluster
Cluster 1. Cluster 2. Cluster 3. Cluster 4.
Variable" Indifference Lethargy Active attitude Information Total x?
type type type utilization type
Rice 27(35.1) 31(33.7) 20(33.3) 14(28.0) 92(33.0)
noodles 24(31.2) 32(34.8) 21(35.0) 21(42.0) 98(35.1)
Soup 24(31.2) 33(35.9) 18(30.0) 12(24.0) 87(31.2)
Lunch box 30(39.0) 36(39.1) 23(38.3) 26(52.0) 115(41.2)
Porridge/soup 10(13.0) 9(9.8) 3(5.0) 1(2.0) 23(8.2)
The type of Side dishes 5(6.5) 8(8.7) 8(13.3) 2(4.0) 23(8.2)
product Cookies/bread/rice cakes 39(50.6) 51(55.4) 31(51.7) 26(52.0) 147(52.7) -
purchased” Seasoned food 13(16.9) 17(18.5) 12(20.0) 8(16.0) 50(17.9)
Dumplings 30(39.0) 32(34.8) 29(48.3) 19(38.0) 110(39.4)
Crushed processed meat 8(10.4) 13(14.1) 6(10.0) 8(16.0) 35(12.5)
Salad/sprout vegetables 6(7.8) 9(9.8) 8(13.3) 8(16.0) 31(11.1)
Etc 1(1.3) 0(0.0) 0(0.0) 0(0.0) 1(0.4)
Total 77(100.0) 92(100.0) 60(100.0) 50(100.0) 279(100.0)
Breakfast 12(15.6) 19(20.7) 11(18.3) 12(24.0) 54(19.4)
Lunch 41(53.2) 52(56.5) 29(48.3) 30(60.0) 152(54.5)
Dinner 32(41.6) 49(53.3) 34(56.7) 33(66.0) 148(53.0)
The purpose Snack 42(54.5) 58(63.0) 38(63.3) 32(64.0) 170(60.9)
purc(flzsen Hospitality 2(2.6) 44.3) 3(5.0) 0(0.0) 9(3.2) )
For travel/camping 17(22.1) 22(23.9) 22(36.7) 9(18.0) 70(25.1)
Etc 1(1.3) 2(22) 3(5.0) 0(0.0) 6(2.2)
Total 77(100.0) 92(100.0) 60(100.0) 50(100.0) 279(100.0)
2 or more times a day 2(2.6) 3(3.3) 1(1.7) 4(8.0) 10(3.6)
7 times/week 8(10.4) 10(10.9) 46.7) 3(6.0) 25(9.0)
5~6 times/week 4(5.2) 4(4.3) 5(8.3) 0(0.0) 13(4.7)
Intake 3~4 times/week 15(19.5) 24(26.1) 12(20.0) 12(24.0) 63(22.6)
frequency 1~2 times/week 32(41.6) 29(31.5) 21(35.0) 13(26.0) 95(34.1) 7
1~3 times/month 14(18.2) 19(20.7) 15(25.0) 18(36.0) 66(23.7)
Rarely consumed 2(2.6) 3(3.3) 2(3.3) 0(0.0) 7(2.5)
Total 77(100.0) 92(100.0) 60(100.0) 50(100.0) 279(100.0)
Less than 5,000 18(23.4) 25(27.2) 11(18.3) 13(26.0) 67(24.0)
‘:Z:tmff 5,000 to less than 10,000  44(57.1) 60(65.2) 42(70.0) 34(68.0) 180(64.5)
one meal 10,000 to less than 15,000 7(9.1) 7(7.6) 6(10.0) 2(4.0) 22(7.9) 17.974
per perjon 15,000 won or more 8(10.4) 0(0.0) 1(1.7) 1(2.0) 10(3.6)
fon Total 77(100.0) 92(100.0) 60(100.0) 50(100.0) 279(100.0)

D Frequency (%).
2 Multiple choice.
* p<0.05.
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Fig. 1. Utilities and relative importance of total respondents.
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Table 7. Optimal combination by cluster
Group Attribute Level Utility combination
Cooking convenience Ready to eat .148
Brand Major company .564
Total
The origin of food Only Korean 392
Package size One portion .661
Cooking convenience Ready to cook .108
Cluster 1. Brand Major company 303
Indifference type The origin of food Only Korean 312
Package size One portion 455
Cooking convenience Ready to cook .040
Cluster 2 Brand Major company Sl
Lethargy type The origin of food Only Korean 318
Package size One portion .609
Cooking convenience Ready to eat 456
Cluster 3 Brand Major company 939
Active attitude type The origin of food Only Korean 467
Package size One portion .683
Cooking convenience Ready to eat .260
Cluster 4 Brand Major company .613
Information utilization type The origin of food Only Korean .560
Package size One portion 1.047
A 1QEA 273 Al F0.661)°1 AT 471+ BF 7] 7V Fol v Ad o #ell ©E HMR Al Fol theh e
BUSE AR AL ABolel 190 TILATE E Yol SHE 7
AESEE, 29 3 AFUEG ol vl Be A5 Al A G TAAGE 2 A 4P,
PR BRI, 2 4 ARBET O] TG A A L0 A9 e REES BRI
AN £(0.560) B 1Q1F E7H1.047)0ll sk Ho7F F Ao = o] 37§ 2<lo] EEHA I AE Aol HEHU
=Stk B, 2E|R oAl diaiM = =7 AbolE Ble ok 2 Al 9 29) THEA S A ek
g, 8 17333 4 2 783 g 28 & MRSk A3t 5 1 @, 2R 2 9,
M 54§82 0108, 004002 ABSE W, 203 23 AFUED, 29 4 ALBEP O BRHATY
HASHEY R A 4 ARG vE I 24 £ F AlREA17E HMR 4aH] EH S A 4 1
(ZH2}F 0.456, 0.260)S A5 8t= Aoz EAE e WRE35.1%) 2 ZH(13.0%) 8 2> FARE
TYete vlEol HE 4;“01] vla =k, 4 2 1Y
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I HMR AlF2] 79n1&0] EJdth 5 3 A8 =g 2
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