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ABSTRACT

The purpose of this study was to analyze consumers’ purchasing behavior and selection attributes for meal-kits according
to food-related lifestyle clusters. A survey was conducted online among consumers in their 20s and older who had purchased
meal-Kits in the past 6 months. A total of 354 responses was used for the final analysis. As a result of the cluster analysis
of food-related lifestyles, three clusters were identified: Cluster 1, named the ‘convenience seeking’ group, had a relatively
high proportion of consumers in their 20s and 30s. Cluster 2, a group with a ‘high interest in food-related lifestyle’, mainly
consisted of consumers over 40s and nuclear families. Consumers in this group tended to purchase meal-kits more often than
the other groups. The importance of quality and health factors among the selection attributes was significantly higher in cluster
2 than in the other clusters. Also, cluster 2 perceived confidence factors as being more important than cluster 1. Cluster 3,
named the ‘economy seeking’ group, had a lower expenditure per purchase than other groups. The findings of this study can
provide useful information when developing meal-kit products and establishing marketing strategies according to food-related

lifestyles types.

Key words: meal-kit, food-related lifestyle, cluster analysis, purchasing behavior, selection attribute

x
rhu

191 7} ghHo] Ry} Z7}
o, AF 7|0l WEEA 71E /PR A B g
A Fael AA A2 s 22T = e 2
SAsIATE WA EE 2007 2wl A vig A
| 28 ANE o]F FUldlE 20161 ZHAA,
71X 5 2EFEYl 93] =)= ATHDonga 2020).
AF ZR2uptolel 2~ AAF Ao A7IstE AR A A
25717t A|&gol wet 924kl s uido] 28l f
= 9 pgz Hayan Ay ev) ZrkeaA 948 O
A Fto 7 U7 E(meal kit) Ao FAAEATE U
EX= EH.Q Zatﬂoﬂ U}ﬂ- 5\_:1’;72]' }‘\_]_/ﬂ ]]HEQ}_ o]:L:LQ
i FolAY Fe & de =

At #912 7Pssl e, vle) wrEelzl £4< w9 “4

' Corresponding author : Si-Hyun Ryu, Tel: +82-42-520-5907, Fax:
+82-70-4850-8469, E-mail: ryush@pcu.ac.kr

= ARG AAE) T3 ddo] AARE Fulshs AETH
BA Aol A E AT HARZI dHE =9 F 3
om, AY xelehe BN EAH AP Fske &
H|Ze] U2E ZF5AA & 4 AUTHChosunBiz 2020). ©] =
Adaff Fa AHF 191 71t} o] R ol g} &
FdZo] o % w9 ck(Businesswatch 2021). 3=
T FE AL A FAGEA Ee wEH Sy d
7|E AAFEE 20173 209 Ldldl] E3kaks] o, 2020
d 1,8829] Aoz <k 1008 7rte] AAFsE R, 202516

o}
72539 o] ©]& o= AW UrkaT 2021).

LI E Aol 52783l wet AFelfEtda e w4
2] Eigdstel A Ectdde] AskE fste] Az FL
= deEd W7)E AFl g AEFFde s, 7l
24 NS B A astiit) ol whek 20228 FH =
2vlA7E AR zeld ARshe AF 5 £ A8, ob,
A A

N S zjdatBo] ze|A|ES] AFRE E
9 73%, IAzHNER 2R B
ood and Drug Safety 2020).

el U E A=E
Ll


https://crossmark.crossref.org/dialog/?doi=10.17495/easdl.2021.8.31.4.268&domain=http://easdl.org/&uri_scheme=http:&cm_version=v1.5

31(4): 268~279 (2021) 298 aho] e

@A 4FGAR ohlek, FEA,
2 DCE S RE R EREEER
o glor], 94 7P At W eI 22le] e,
BA A1 Ak ol o S22 o § DY
A

/\10—1 iﬂ i]%j:]_ .%_E:_

8 dE v
Q-(ChosunBlz 2020; Donga
aﬂE«] 4= ig’o}

l
32t 1%5}~{%§}HJ, At
(The Farmers News 2021).

ZH|Rke] 24743} A Ebd O gk Balo] o
FolaL, AF M| EJl=s) go| 2B Fo l
shehm sith 461z BEel 6 AR o]z AT L 7H
el A s 2, A2 5 LASE 5499 4
B D0l olsh L0195

A G FABEE ol o 2aHe
AR A FHE A Oﬂ-_r“’ﬂ 2853 tKLee HS &
2015). 2d] |k At eh ey, HAREH], &
HE S = 2438 oJda) #Hy glo] T AElde dukbdol

Ao o

gho]| Z AU 3} FLEEY] ufjFol] £ ¢ 7A4Z

olaL A= 9l
i

£ 245 98] Brunso K & Grunert KG(1995)7} A A&+ 74
3 A1A g o] Z ~E} (food-related lifestyle)ol] 2]3f 4]
2 Je= Aligtete] 243t ok 3 B7E A
ZH|Rke] S o] T et ol whet AR A of
YARE, "I E0] A9 MRl 7P A A AE 2
o| et wat E o] FAAQ] AH|AF HTHo R Uie
ATolM e 2 M)At 54 9 2| Tl 2ke]7t 9l
v e ByEa vk 7P S Aol e
T8 AT njRe A glo| 2 AEY {ie 24T A
TKim JS 5 2019)A & 2]E glo] Zx~etd FHo uh
2} A S Ana} vkl A o] gk At & Bkl st
Ak e mE st 7PgghE A S 218) H DﬂlTDM

28 go|Z et §3E B4 ATFEMyung C &
2016; An MR & Jang HS 2018)0l|A1 &= 2] & 2}o] 4*5}01
T3 7t QAFEA TR EAT Zujss, Meidy wEE
AT oAb Folld frelgk xbolz)h dtka Baskich
L7 Eo] i3t APAFELS Ae&Aol g Fo=-t
=% BA(Yang YY 5 2019), RTCE 27| E 7184 A4
F9] AgEAo] gk [PA £4(Oh WK & Hong JY 2019),
191 7} Zmjzte] 234 453 EB24(Kim CW & Lee
KY 2020), 2=H]Z}F €12 A5 (Mun JY 5 2020), Ae&A 0]
TP e SR nAe 4 zﬁ‘(Chung HC & Kim CW

2020), A4 WAE AL AT 2B)A A R FaESY

FEY WIE PR HeE 269

= ZAHLee YN %5 2021), Ael&do] anlate] Fojo] w)
X= 9eKPark S & Hwang J 2021), AE]&Ad0] IHN/S’JN
4ol ’R71E AF Fufelitel] mAe= J3KHwang ] T
2021), &HjApe] A g o] Bt o] S =9t :rL”]H-L
o M X& 9K Hwang SJ & Oh WK 2021) 5ol thall 213
HAUuoh 2y Y7 E A @ o g sto] AnEjzte] 2
A golzxedol| w2t fFsteta, LR FrjdEst
&S B4 dE g Aigolth webA & A
A= #HZ e7i e ool D71E Fu)| o] Sl 20t ©]
g aAE ddem A4 glolZ AR fFAME &
Hew TR & F3E 5SS geteta, 971E Tl
T AdeEAdE Hla -
Ape] AL 2ol ZE}
WS Ak, v

A A8tz stk

o

1. oi2CHAL 9l 7|Z¢
= ATl HT ol ool "7IES g A
°] 91 4% 20th OW«] Rls e AdEdsE
2 <l
Al

_E
)ll
el
()]
Ju
L
i
M
A
rU
rlo
;E
ro
.o
fru
=
bl
ol
8
X oofy o Mg oE o

& H3EA ol gl

2. ATUHE

AEAE AgAFHRyu SH 5 2016; Kim IS & 20195
dxate] AAdE £, AR At éﬂra Hio 2 T%J 5
gElom, A EAStH 54, W7E T, AL 2
olZzEtd, e T 4l d9om ?”Q“D} A
AR B4 B3 Y, A%, 3, A4, 2E oF, 7}
TEH, g9t 7 FheR FAENT 2B g
AT HE FF2 T, 13] A28, Feida, 4
HEA, FiEFEes AN, o] & TiEF 2382
TESHE o8l

Ay o] 22t £3-2 AP A7(An MR & Jang HS

2018; Kim JS & 2019; Hwang SJ & Oh WK 2021)E =3}
oq A%, e, 91, A, v EPel S 891E Seus

Ageta, 27 sERH F 2sEgos PYsEch $u
e 5@ A= ol gate] “Ha 13 b, aBA Yk,
o Hi= opfep, ek, W AR FolH B



270 oA - o7 -

=2 AESEs sk
APATFRyu SH 5 2016; Oh WK &
Hong JY 2019; Yang YY & 2019)& %!’10]—04 ZA(6%3),
AYAHEED), ﬁxﬂﬂ(}rs}) AZAGESH 4] 205

SAEE B 5 16) BReE AT gde
59 AR o g3l W FashA wrk, ‘Fes g,
ol S o, F83I, ke F83I T 5

=S AEstEs sk

3. SAMe| " 24

TRE 25 EAAEel+= SPSS software version 23.0
(SPSS, Inc., Chicago, IL, USA)< ©| 36}“@ S==te] <l
TEATY EA4S Fetslr] fste] Hlze Ess 4=

A3, A o]z et HEL 3 245 St
o ¥} BERA4E T mg%l gho] etz A
A Balo] A el ASS Yl FAAE B4 9

W 374 ¥ (Varimax I‘O'[athIl)’é‘ 0|83}
(factor analysis)= AA8I3ATE ol 35
A 5T 7Y o]de] aglel FEo= 99l

HE B9 aclaigel o4 uml 2

H]
1,
ftlo
>4¥~
[e]
9,
N
N
Ir
_t,
K
mlo
. ii‘. A
= = > ol
_li?l o ogi 5oz
o £ op o B
(o o FH

ol

ol
o g

Mo
U I )

O
-

>

=

i

o

ol

N ALk l:O

T2

= e

;\‘1; >
o

M e

091_'4 L

ﬂllo (i

2 0 7

L8

o

-~ Ha

joi' o

v,

o
)
b
oX,

>,
>
o
2
A
4o
e
it
N
fo
r o
=
=
glé
>
y

)
2
e,
r 2|
oi
tlo

A1# %= Al4%(Cronbach’s alpha)E 2

/\j| _1;!_*839] thﬂ-/ﬂ‘]/]. Hﬂ" A].o]g] ]—
o) KMO(Kaiser-Mayer-Olkin) #te] 7]
0.6 °]’3RAAE Bl a, Barltette] 734 A=

o,
Lo o 3@ ofN dlo L omp X

ol
-

>

= =

mz AN r:i rE

:g

o|Z el SEWMT WIE AH|ASS 275}

Oq ™A Wards 172 H(Ward linkage method)°l] 2]
St 2 384 (hierarchical clustering analysis)S 21 A] 3]
X3 dHxEe} Eﬂ‘:ili'"(dendrogram) AFE uigo g
% et o A e =EE 7F

2]
TE A-&3HA ‘ﬂ]ﬁ] 4 K-Hd 24 v‘:_"’ﬂ(K—means cluster

o
29 448 a}olws}%l W Q7EA 8 543
PR AN i 2481 A9 Aol
o

9 A% Fol2 AFe] 9
Mk Ae] AFAES AASAT,

w49 - 7FAE

%o}'/\] o]’ Ekﬂ:_(jﬁ—:— =N

#n of &

1. AT SAHSA
Z 3547 3 o34(70.3%)°] 24(29.7%)°l Bl&l 2F 2.44)
wotom AR 20tH(23.4%), 30tH(24.6%), 40TH(26.6%), 50

%
o o] 4H25.4%)2] H-327} ¥]S3=8thTable 1). TEEXE=

E M
=S

Table 1. Demographic characteristics of the respondents

Variable n(%)
Female 249(70.3)
Gender
Male 105(29.7)
20’s 83(23.4)
30’s 87(24.6)
Age (yr)
40’s 94(26.6)
> 50’s 90(25.4)
<High school 77(21.7)
Education Junior college 86(24.3)
level University 173(48.9)
>QGraduate school 18( 5.1)
Office worker 73(20.6)
Professional 68(19.2)
House wife 58(16.4)
Occupation  Student 53(15.0)
Self-employees 39(11.0)
Service industrial employees 39(11.0)
Others" 24( 6.8)
Married 198(55.9)
Married status
Single 156(44.1)
Single-person household 72(20.3)
Type of .
family Nuclear family 218(61.6)
Extended family 64(18.1)
<200 53(15.0)
Monthly
household 200~<300 73(20.6)
income 300~<400 63(17.8)
(unit: 10,000 45 <500 71(20.0)
won)
>500 94(26.6)
Total 354(100)

D Others included ‘production operator’ and ‘sales position’, etc.
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Table 2. Factor analysis of food-related lifestyle
Factors Details Meanlsi Factor Eigen Variance Cronbach’s
sD. loading value (%) a
I prefer low calorie and salt diet. 2.89+1.04  0.793
Factor 1: I tend to control my diet for my health. 3.17£0.96  0.673
I dont’t eat instant food very often. 3.11£0.97  0.670 2.806 13.363 0.791
Health secking I often purchase eco-friendly food or organic food. 3.06£0.96  0.550

I tend to check nutrition information when I purchase food. 2.94+1.05  0.546

—

check the food origin when I purchase food. 3.29+1.13  0.777

Factor 2: I tend to purchase HACCP and GAP certified products.  3.09+1.03  0.684
2.547 12.129 0.756

Safety secking I tend to check the hygiene grade of restaurants. 3.19£1.05  0.669
I tend to dislike foods with MSG or additives. 2.81£1.04  0.624
I often purchase HMR (home meal replacement). 3.38£0.93  0.725
Factor 3: I don’t take much time to prepare a meal. 3.23+0.92  0.639
. I tend to purchase preprocessed food. 3.50+£0.88  0.631 2.370 11.285 0.662
Convenience
seeking I often use delivery and take-out. 3.42+0.99  0.608
I tend to buy food online rather than offline. 3.12£1.20  0.587
I like to try to cook a new recipe. 3.01£1.02  0.706
Factor 4:
I like to try exotic foods. 3.26+1.02  0.673
2.003 9.537 0.632
Gourmet I enjoy cooking by myself. 3.46+0.88  0.617
seeking
I love to go out to eat at famous restaurant. 3.49+0.91 0.573
I tend to value the quantity relative to the price when I 3420089 0773
Factor 5: purchase food.
I first consider a discount or event when I purchase food. 3.58+0.92  0.759 1.729 8.233 0.618
Economy
seeking I trend to buy foods after comparing prices among same

.69+0. .662
kinds of food produced by different companies. 369098 066

Cumulative variance explanatory power (%)=54.548 KMO=0.817.
Bartlett’s test of sphericity x’=1,923.398(p<0.001).

D5 point scale: I1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree.
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Table 3. Results of cluster analysis for food-related lifestyle

Cluster 1 Cluster 2 Cluster 3
Factors Convenience seeking group High interest in food-related ~ Economy seeking group F-value
(n=59) lifestyle group (n=148) (n=147)
Means£S.D.
Health seeking 2.36+0.61"" 3.57+0.56° 2.76+0.54° 121.213™
Safety secking 2.44+0.68" 3.76+0.52° 2.68+0.57° 181.359™
Convenience seeking 3.64+0.66° 3.40+0.62° 3.13+0.60° 15.315™
Gourmet seeking 2.82+0.68° 3.67+0.54° 3.13+0.57° 54704
Economy seeking 2.76+0.62° 3.64+0.61° 3.80+0.57° 64.774"™"
™ p<0.001.

D a~¢ Different superscript letters in a row indicate significant difference at a=0.05 by Duncan’s multiple range test.
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Table 4. Difference of demographic characteristics according to food-related lifestyle clusters

Cluster
. i ; Total
Variable Items Convenience seeking High 1ntere§t n Economy seeking (n=354) X* value
oup (n=59) food-related lifestyle oup (n=147)
group group (n=148) group
n(%)
20%s 16(27.1) 27(1822) 40272) 83(23.4)
30%s 21(35.6) 22(14.9) 44(29.9) 87(24.6)
Age (yr) 24.621
40°s 12(20.3) 49(33.1) 33(22.4) 94(26.6)
>50%s 10(16.9) 50(33.8) 30(20.4) 90(25.4)
Single-person household 12(20.3) 23(15.5) 37(25.2) 72(20.3)
Tfyaf;l;f Nuclear family 27(45.8) 105(70.9) 86(58.5) 218(61.6) 18.216"
Extended family 20(33.9) 20(13.5) 24(16.3) 64(18.1)

" p<0.01, ™ p<0.001.
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Table 5. Difference of meal-kit purchasing behaviors according to food-related lifestyle clusters

Cluster
. ioh i ; Total
Variable Items Convenience seeking High 1ntere§ tin Economy seeking  (1—354) X* value
oup (n=59) food-related lifestyle oup (n=147)
group group (n=148) group
n(%)
>1~3/week 12(20.3) 24(16.2) 15(10.2) 51(14.4)
Frequency of 2~ 3/month 17(28.8) 65(43.9) 38(25.9) 120(33.9) .
purchasing  1/month 11(18.6) 30(20.3) 40(27.2) 81(22.9) '
<1/2month 19(32.2) 29(19.6) 54(36.7) 102(28.8)
<
Expenditure per 15,000 40(67.8) 81(54.7) 105(71.4) 226(63.8)
purchasing  15,000~20,000 14(23.7) 54(36.5) 3121.1) 99(28.0)  10.261"
(won) >20,000 5( 8.5) 13( 8.8) 11( 7.5) 29( 8.2)
Place of Online 35(59.3) 34(56.8) 70(47.6) 189(53.4) 476
purchasing  Offline 24(40.7) 64(43.2) 77(52.4) 165(46.6) .
Internet 38(64.4) 93(62.8) 92(62.6) 223(63.0)
Direct comparison at
Sources of purchasing place 14(23.7) 26(17.6) 32(21.8) 72(20.3)
purchasing 2.976
: : Recommendation
information
(from family, friends, etc.) 5( 8.5) 19(12.8) 14( 9.5) 38(10.7)
Others" 2( 3.4) 10( 6.8) 9( 6.1) 21( 5.9)

" p<0.05, ™ p<0.01.

Y Others included ‘TV’, ‘newspapers & magazines’ and ‘flyers & stickers’.

U7 E ol A 18] A &840 2 15,0009 v|Rke]gh=
SHo] oF 2/3(63.8%)F 7P Bk, o 2= 15,000~
20,00090(28.0%), 20,0009 ©]3(8.2%) oz YEh} &7
22} 90% ©]7¢e] 20,0009 PIHE A Esta YAk HE =
AHThe Farmers News 2021)°A1= =] Al 591 L7 ES]
7FAE 7 A 201913 92,0009 ~34,0009 9141 202013
108 3,000 ~75,0009 0 & Yol Ao w BEdE
o), ol A3} Agor ug NS &Y AR
&, & & 5 ko] Zendd UIE AFe EAe
H e FoR Bt 7w AolE B AT b2
15,0009 M|RFE A &3k B &(71.4%)°] T+2 TR H]3|
Jald oz A Yehd vk, A Agu ] w2 15,000
H]-£(45.3%)°] AT H(28.6%)
I Aol F A (32.2%)°l vl Fol 2L glo] T}
o wol wet 9IE Fujgde FoA Q1 ol Atk
(<0.05). o] AAFT Hero] G2 FHd Bla] 121 7}
T-0] HEo] iAo R ol Fulf 2 EH]&o] A Z e
2 Kol AAdu4] b ALl Flo] Eol o

= =

2 8Rle FFolttiy AR arte] WI|ES Tl
= o] Yehd oz Hlth
UIE Fu] AARE QZE}1(46.6%) 2Tt 22191(53.4%)
oA Fufgtttes SHel ¥ Bded, wEE o3 2fo]
Nt e dgdA(Yang YY &
2019)9lM = 22kl g EolA o] W7 E Fu(18.4%) &
o] Yok WA, 21F I2uuloly A HAE W o] &
=< FYE HWIE #H AFE(Lee YN 5 2021; Park S &
Hwang J 2021)ol| A= &3, 9, JA 30| 5 8]
< B3 Pt Sl B Aol o] we AgS
B, ol HiiE &) Bl Qg A Heldh
A7 E A Fo] Y3 FEEXZE EYlo] 63.0%% 7
ok, 1 theo B FulA203%), IFY B2 59 A
Q1(10.7%) oAtk W E A HaPAF(Park S & Hwang
J202D)9M = 2l Ry B 28 FHe] HE JEUS 59
U7 Ed] et HHE AErth48.9%)= 9o 7P B3k,
TgL, ATEE w2 Hauso] # de} 2
2HAF F£2 Fuldhs W7E F5 dis)
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Table 6. Difference of purchasing meal-kit products according to food-related lifestyle clusters

Type of meal-kit products”

Cluster

Convenience seeking
food-

High interest in D Total
related lifestyle Y & (n=354)

group (n=59) aroup (n=148) group (n=147)
n(%)
Soup type (stew, steamed dish, etc.) 43(72.9) 101(68.2) 101(68.7) 245(69.2)
Ezi; g;:}}: (Z:icf')ﬁied type, roasted type, boiled type, 22(37.3) 83(56.1) 82(55.8) 187(52.8)
Noodle type (ramen, mixed noodles, pasta, etc.) 24(40.7) 53(35.8) 47(32.0) 124(35.0)
Rice type (fried rice, rice ball, etc.) 17(28.8) 30(20.3) 33(22.4) 80(22.6)
Others (school food, side dish, etc.) 12(20.3) 29(19.6) 31(21.1) 72(20.3)

D Multiple responses.
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Table 7. Factor analysis of meal-kit selection attributes

Factors Details Means+S.D.”  Factor loading Eigen value Variance (%) Cronbach’s a
Taste 4.42+40.65 0.803
Factor 1:
Hygiene 4.4140.73 0.692 2.305 19.212 0.745
Quality e shness of ingredient 4.44+0.65 0.680
Utlhza'tlon of eco-friendly food 3.4040.89 0.850
Factor 2: ingredients
Utilization of domestic ingredients 3.81+0.90 0.784 2100 17:496 0749
Safety
Nutrition 3.72+0.83 0.709
. . N
Factor 3: Understanding of recipes 3.81£0.85 0.894
Details of recipe 3.79+£0.79 0.883 2.037 16.976 0.787
Convenience Convenience of cooking method 4.02+0.75 0.587
i 96+0. .
Factor 4: Package design 2.96+0.98 0.775
Advertisement 3.01+£0.91 0.716 1.607 13.388 0.600
Confidence  p 1d reliability 3.67+0.83 0.635

Cumulative variance explanatory power (%)=67.072, KMO=0.783.
Bartlett’s test of sphericity x*=1,302.239(p<0.001).

Y5 point scale: 1=strongly unimportant, 2=unimportant, 3=neutral, 4=important, S=strongly important.

Table 8. Difference of meal-kit selection attributes according to food-related lifestyle clusters

Cluster
Total
Factors Convenience seeking  High interest in food-related Economy seeking (1=354) F-value
group (n=59) lifestyle group (n=148) group (n=147)
Means£S.D

Quality 4.31+0.64"Y 4.56+0.46" 4.33+0.57* 4.42+0.55 1.752"

Health 3.24+40.75 4.00+0.62° 3.44+0.62° 3.64+0.71 1.053™"
Convenience 3.81+0.81 3.93+0.61 3.834+0.66 3.87+0.67 2.157
Confidence 2.93+0.73 3.36+0.63 3.19+0.63° 3.22+0.67 0.493™

" p<0.001.

D a~¢ Different superscript letters in a row indicate significant difference at a=0.05 by Duncan’s multiple range test.
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