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Abstract

This study surveyed Chinese elderly consumers to determine their purchasing behavior, importance, and satisfaction with
HMR products in China. Three hundred and seventy people were surveyed: 184 males and 186 females aged 55 to 70
years. Two hundred and sixty-seven (72.25%) of the surveyed consumers had an average monthly income of 6,000 yuan
or less, and 313 (84.9%) responded that they spend 3000 yuan or less on groceries per month. Three hundred and forty-
eight (94.1%) showed a high interest in health management. Regarding the frequency of purchasing HMR products, most
responded that they purchased HMR products more than once or twice a week, with a single purchase of 100 yuan or less
for each purchase. The respondents preferred 2 or 3 serving packagings in a refrigerated form. For all forms of products,
those made as in-house meals, outdoor meals, as a snack or night snack, for serving guests, for trips, camping, and on-the-
go products, the participants mostly responded that they frequently purchased the product. When purchasing HMR
products, the importance of hygiene, convenience in purchase accessibility, the freshness of ingredients, and an indication
of the nutritional content were considered as a high rank. After purchase, the satisfaction of SNS and mobile application
advertisements and promotions, amount per serving, take out convenience, and new menu were considered low-rank. The
IPA results showed that marking the origin of the ingredients and new menu are areas needing improvement. The study
results may be used as base data for developing elderly friendly HMR products and establishing its marketing strategies.
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<Table 1> General Information of China Elderly Consumers

Gender
Ttem Male (%) Female (%) Total (6) X
n=370
n=184 n=186
55-60 age 64(34.8) 68(36.6) 132(35.7)
Age group 61-65 age 60(32.6) 60(32.3) 120(32.4) 0.144
66-70 age 60(32.6) 58(31.1) 118(31.9)
Middle school 33(17.9) 40(21.5) 73(19.7)
Academic High school 87(47.3) 83(44.6) 170(46.0)
A junior college 25(13.6) 24(12.9) 49(13.2) 0.989
background A
University 37(20.1) 36(19.4) 73(19.7)
graduated school 2(1.1) 3(1.6) 5(1.4)
>3000 yuan 24(13.0) 36(19.4) 60(16.2)
3000-4000 yuan 46(25.0) 28(15.0) 74(20.0)
Monthly 4000-5000 yuan 38(20.7) 44(23.7) 82(22.2)
. 5000-6000 yuan 23(12.5) 28(15.1) 51(13.8) 10.205
average income
6000-7000 yuan 12(6.5) 14(7.5) 26 (7.0)
7000-8000 yuan 15(8.2) 19(10.2) 34 9.2)
8000 yuan< 26(14.1) 17(9.1) 43(11.6)
A public officer, a military man 1(0.5) 0(0) 1(0.3)
A business man, a managerial position 7(3.8) 9(4.8) 16(4.3)
An office clerk, a technical position 7(3.8) 10(5.4) 17(4.6)
A professional work (professor, doctor etc.) 9(5.0) 9(4.8) 18(4.9)
Occupation A sales and service 6(3.3) 7(3.8) 13(3.5) 10.292
A self-employed 17(9.2) 13(7.0) 30(8.1)
A production, function, labour 3(1.6) 7(3.8) 10(2.7)
A housewife 0(0) 6(3.2) 6(1.6)
A retired. 134(72.8) 125(67.2) 259(70.0)
Principal or spouse 140(76.1) 155(83.4) 295(79.7)
Meal maker One’s (or spouse’s) child 43(23.4) 30(16.1) 73(19.7) 5.067
etc 1(0.5) 1(0.5) 2(0.6)
One person household 5(2.8) 9(4.8) 14(3.8)
Man and wife 104(56.5) 114(61.3) 218(58.9)
People who live Man and wife and their children 64(34.8) 47(25.3) 111(30.0)
fogether One’s own self and the child 9(4.9) 12(6.5) 21(5.7) 5.623
The parents and themselves and their children 1(0.5) 3(1.6) 4(1.1)
Parents, couples and children 1(0.5) 1(0.5) 2(0.5)
Nursing home and communal residential area 0(0) 0(0) 0(0)
1-5 108(58.7) 115(61.8) 223(60.3)
Monthly frequency 6-10 56(30.4) 52(27.9) 108(29.2) 0,588
of eating out 11-15 14(7.6) 12(6.5) 26(7.0) ’
16-20 6(3.3) 7(3.8) 13(3.5)
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<Table 1> General Information of China Elderly Consumers (continued)

Gender
Item Male (%)  Female (%) Total (%) x
n=370
n=184 n=186
30-1000 yuan 68(37.0) 77(41.4) 145(39.2)
1001-2000 yuan 60(32.6) 54(29.0) 114(30.8)
Monthly cost 2001-3000 yuan 29(15.8) 25(13.4) 54(14.6) 2653
of groceries 3001-4000 yuan 14(7.6) 11(5.9) 25(6.8) '
4001-5000 yuan 8(4.3) 12(6.5) 20(5.4)
5001-12000 yuan 52.7) 7(3.8) 12(3.2)
Less than 30 yuan 11(6.0) 3(1.6) 14(3.8)
30-50 yuan 34(18.5) 28(15.1) 62(16.8)
One-time 50-70 yuan 46(25.0) 57(30.6) 103(27.8) 7840
expenditures 70-90 yuan 27(14.7) 32(17.2) 59(15.9) '
90-110 yuan 33(17.9) 39(21.0) 72(19.5)
More than 110 yuan 33(17.9) 27(14.5) 60(16.2)
Have no interest in at all 0(0) 0(0) 0(0)
Degree Have no interest in 2(1.1) 0(0) 2(0.5)
of health concern Be Pormal 9(4.9) 11(5.9) 20(5.4) 4.137
Be interested 91(49.4) 105(56.5) 196(53.0)
Be very interested 82(44.6) 70(37.6) 152(41.1)
The presence Yes 109(59.2) 121(65.1) 230(62.2) 1330
of disease No 75(40.8) 65(34.9) 140(37.8) ’
be able to chew food easily 131(71.2) 138(74.2) 269(72.7)
I mash the food with my gums. 42(22.8) 38(20.4) 80(21.6)
Oral health I mash the food with my tongue. 105.5) 10(5.4) 20(5.4) 1371
eat one's food without chewing it 1(0.5) 0(0) 1(0.3)
I have no problem chewing with my teeth. 135(73.4) 135(72.6) 270(73.0)
. have trouble chewing with one's own teeth 35(19.0) 28(15.1) 63(17.0)
Dental condition I have no problem chewing with dentures. 12(6.5) 22(11.8) 34 92) 4042
I'm having trouble chewing with dentures. 2(1.1) 1(0.5) 3 (0.8)

Availability of Yes 164(89.1) 181(97.3) 345(93.2) 0.807+
cooking No 20(10.9) 52.7) 25 (6.8) ’
Inconvenience in Yes 16(8.7) 9(4.8) 25 (6.8) 2184
behavior No 168(91.3) 177(95.2) 345(93.2) ’

ARt §-o5H vl&o] =4 et
AR Ne] 733 G (647, 34.8%), <314 (687, 36.6%
F 55-60419] Hlgo] 7P w2 w9lE Bt HFH

pe

o] Hlgo] /M =2 £HE BT ¥%d A5
73 3000-400091 9] 469 (25%)0-2 7FE =& 9IS W
Rom, oAl AL 4000-5000910F0] 449 (23.7%)C-2 7}
=& 92 B9} Oh & Yoon (2017)°] Jshd =+
52 d¥+t 450 AEFLHY Fa3 9T 2| Eh
3 Ee T AR AM|RS] 9YHASS IEE AlF
S fgeEle AE 2L Zlow AztEn. 2 A4S YA
(1347, 72.8%), “14(1259, 67.2%) 25 2EA}S] H]&o]
7V =A YEbs

AAERE YA (1407, 76.1%), <143(1557, 83.3%) B5F

Bl B2 - eAE gt e vigo] 7P =A vEks

=

N

% o

o Al AFFel= G104, 56.5%), 4d(1147,
61.8%) BF FH-o] Hlgo] 7P & £9E HELh &
gyl 2] TN e Y2 T =9 AE Aol F
3= o2 35 AF AGdM AFSIAL e
RE Aoz AL g & Fot 948 e AS
23(1089, 58.7%), ©143(1157, 61.8%) =F 1-58]¢] H]&o
7V S A5 e 8 2 2 EFY)Z 2100 9t
St2 A E3dhe Hlgol A A 69.6%, 499 H
70.4%= JERTE 1919 132 A&l R8-S &
(469, 25%), (578, 30.6%) EF 50-70 fIgke] Hl&
7V =L 98 e

773l AU oo HA, o BT 94.1%=E =
Al YEFETE Noh et al. (2012)S S5 A7l T3l
o] vl =ra sl B APoME T I A

al
o] A7l Tid A e A e w3

ol
fr FE

ol rlo

=

9



430 BEIREEELEEEE Vol 35, No. 5(2020)

oyt MI5E wWolok s AZRS 7L e Qldo] &
g9l 75 109 (59.2%), /39 75 1217 (65.1%)= ZAL
HAch FHEE 228 EA AL F o A 131
H(71.2%), 1438 138 (74.2%)% LERHOH | X]o} ALgol)
EAZF QIo7F B4 135%(73.4%), 94 1359 (72.5%) 0%
AR AT SEAIRE OF 27%= A/dH Q1 Xoprkgo] ok
3L 3le] T A AMIAE g A Zo] &o]gk HMRAIF
M des Aox AZE Al EHdto] gle <Y
2 JAe] A 1688(91.3%), o1/3°] 739 177H(95.2%)=
ERstTE.

2. == 1 AH|A| HMR M|Z TFofSHEN
ZARARLY] Aol WE HMR A1E9] e S 24

3 A3 <Table 2>9F 7t} AE7Ee] 2po)2 EA517] ¢
& WAHRAS AXE A3 BAFo R Fon)e B¥o 2}
Hols EL Itk AR 5 1% 318E HMR

B3k o] ekt 3084 (83.2%), “THiE A9

o] Atk 7t 628 (16.8%) 2.2 VEbIT. Al 79 1499
(81%), @142 7% 159%(85.5%)7F 2B 313+d HMRS +
)3k 7o) JUtiaL sl 80%elde] T Tl A S BTt
HMR AF Foifles A =4 20| 7pe] 744
1-23] Y37 1549 (42.0%)% 78 B9k, F 3-43)
113%(302%), 2@ 1-33] 687(184%) <o 2 Uelgon
HMR A|F& A9l FullshA] e Qe gle Aoz yel
Stk 2 A7 AAE ol AA updRre] A9 513 o)
Tk WEE 3029 (81.6%), HAS 148%(80.2%), 14

o o
o
.

<Table 2> China Elderly Consumers' Purchasing Behavior of HMR

Gender Total
Item Male(%) Female(%) (%) x
n=184 n=186 n=370
Purchasing experience Yes 149(81.0) 159(85.5) 308(83.2)
of elderly friendly No 35(19.0) 27(14.5) 62(16.8) 1.346
HMR Total 184(100) 186(100) 370(100)
Seldom buy 0(0) 0(0) 0(0)
1-3 times a month 36(19.8) 32(17.2) 68(18.4)
1-2 times a week 81(44.0) 73(39.4) 154(42.0)
Froquency 3-4 times a week 48(26.0) 65(34.9) 113(30.2) 664
of HMR purchase 5-6 times a week 16(8.6) 14(7.5) 30(8.1)
Once a day 2(1.1) 1(0.5) 3(0.8)
More than twice a day 1(0.5) 1(0.5) 2(0.5)
Total 184(100) 186(100) 370(100)
One time intake 42(22.8) 29(15.7) 71(19.2)
Double intake 55(29.9) 51(27.5) 106(28.6)
A three times intake 37(20.1) 62(33.4) 99(26.8)
. A four times intake 34(18.5) 30(16.2) 64(17.2)
Pal;ll‘i‘t“g A five times intake 13(7.1) 12(6.7) 25(6.8) 10.124
six intake 2(1.1) 2(0.5) 4(1.1)
More than 7 intakes 1(0.5) 0(0) 1(0.3)
Etc. 0(0) 0(0) 0(0)
Total 184(100) 186(100) 370(100)
Room temperature (15-25°C) 41(22.4) 49(26.4) 90(24.3)
Refrigeration (0-5°C) 120(65.2) 115(61.8) 235(63.5)
rsr:gtrl?fs Frozen (-18°C) 22(11.9) 22(11.8) 44(11.9) 1.807
Etc. 1(0.5) 0(0) 1(0.3)
Total 184(100) 186(100) 370(100)
>100 yuan 87(47.3) 122(65.7) 209(56.4)
Average cost per 101-200 yuan 59(32.1) 39(20.9) 98(26.4)
one-time HMR 201-300 yuan 33(17.9) 18(9.7) 51(13.7) 95.868
purchase 01-400 yuan 52.7) 6(3.2) 11(3.0)
401 yuan < 0(0) 1(0.5) 1(0.5)
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<Table 3> The Degree of HMR Purchase of China Elderly Consumers by Use

Gender
Total (%) 2
Item Male (%) Female (%) =370 X
n=184 n=186
Not buy at all 2(1.1) 2(1.1) 4(1.1)
I buy from time to time 2(1.1) 0(0) 2(0.5)
I buy sometimes 10(5.4) 2(1.1) 12(3.2)
Breakfast I usually buy 54(29.4) 52(27.9) 106(28.7) 0.037
I buy often 60(32.6) 75(40.3) 135(36.5)
I buy it very often 49(26.6) 48(25.8) 97(26.2)
I buy it every day 7(3.8) 7(3.8) 14(3.3)
Total 184(100) 186(100) 370(100)
Not buy at all 1(0.5) 2(1.1) 3(0.8)
I buy from time to time 6(3.3) 1(0.5) 7(1.9)
o I buy sometimes 9(4.9) 13(7.0) 22(6.0)
“{}‘E‘m Lunch I usually buy 44(23.9) 49(26.3) 93(25.1) 6308
home I buy often 65(35.3) 72(38.8) 137(37.0)
I buy it very often 44(23.9) 35(18.8) 79(21.3)
I buy it every day 15(8.2) 14(7.5) 29(7.9)
Total 184(100) 186(100) 370(100)
Not buy at all 1(0.5) 3(1.6) 4(1.1)
I buy from time to time 1(0.5) 2(1.1) 3(0.8)
I buy sometimes 7(3.8) 52.7) 12(3.3)
. I usually buy 43(23.4) 57(30.6) 100(27.0)
Dinner 6.985
I buy often 61(33.2) 64(34.4) 125(33.8)
I buy it very often 61(33.2) 43(23.1) 104(28.1)
I buy it every day 10(5.4) 12(6.5) 22(5.9)
Total 184(100) 186(100) 370(100)
Not buy at all 42.2) 3(1.6) 7(1.9)
I buy from time to time 0(0) 0(0) 0(0)
I buy sometimes 18(9.8) 4(2.3) 22(5.9)
Breakfast I usually buy 48(26.1) 57(30.6) 105(28.4) 10.986
I buy often 74(40.2) 73(39.2) 47(39.7)
I buy it very often 35(19.0) 41(22.0) 76(20.5)
I buy it every day 52.7) 8 4.3) 13(3.6)
Total 184(100) 186(100) 370(100)
Not buy at all 2(1.1) 0(0) 2(0.5)
I buy from time to time 2(1.1) 2(1.1) 4(1.0)
I buy sometimes 13(7.1) 11(5.9) 24(6.5)
Outside I usually buy 49(26.6) 50(26.9) 99(26.7)
Lunch 8.803
the home I buy often 62(33.7) 61(32.8) 123(33.3)
I buy it very often 38(20.7) 54(29.0) 92(24.9)
I buy it every day 18(9.7) 8(4.3) 26(7.1)
Total 184(100) 186(100) 370(100)
Not buy at all 1(0.5) 6(3.2) 7(1.8)
I buy from time to time 1(0.5) 0(0) 1(0.3)
I buy sometimes 14(7.7) 52.7) 19(5.1)
. I usually buy 40(21.9) 55(29.6) 95(25.7)
Dinner 11.610
I buy often 70(38.0) 65(34.9) 135(36.5)
I buy it very often 48(26.0) 47(25.3) 95(25.7)
I buy it every day 10(5.4) 8(4.3) 18(4.9)
Total 184(100) 186(100) 370(100)




S= IHAHIX] HMR HMIZ9| FHOHlEl ! IPA 24 433

<Table 3> The Degree of HMR Purchase of China Elderly Consumers by Use (continued)

Gender

Total (%) >
Item Male (%) Female (%) =370 X
n=184 n=186

Not buy at all 0 (0) 1 (0.5 1(0.3)
I buy from time to time 1 (0.5) 2 (1.1) 3 (0.8)
I buy sometimes 9 (4.9 8 4.3) 17(4.6)
Snacks I usually buy 37(20.1) 39(21.0) 76(20.5)

or late 2.865
night snack I buy often 72(39.1) 69(37.1) 141(38.1)
I buy it very often 61(33.2) 59(31.7) 120(32.4)
I buy it every day 42.2) 8(4.3) 12(3.3)
Total 184(100) 186(100) 370(100)
Not buy at all 52.7) 42.2) 92.4)
I buy from time to time 3(1.6) 10(5.4) 13(3.5)
I buy sometimes 14(7.6) 14(7.5) 28(7.6)

Reception of I usually buy 52(28.3) 52(27.9) 104(28.1) 6.601
guests I buy often 67(36.4) 55(29.6) 122(33.0)
I buy it very often 32(17.4) 42(22.6) 74(20.0)
I buy it every day 11(6.0) 9(4.8) 20(5.4)
Total 184(100) 186(100) 370(100)
Not buy at all 2(1.1) 2(1.1) 4(1.1)
I buy from time to time 52.7) 6(3.2) 11(3.0)
I buy sometimes 9(4.9) 8(4.3) 17(4.6)

Travel. I usually buy 50(27.2) 36(19.4) 86(23.2) 6.806
or camping I buy often 63(34.2) 84(45.1) 147(39.7)
I buy it very often 50(27.2) 42(22.6) 92(24.9)
I buy it every day 52.7) 8(4.3) 13(3.5)
Total 184(100) 186(100) 370(100)
Not buy at all 8(4.4) 6(3.3) 14(3.8)
I buy from time to time 1(0.5) 52.7) 6(1.6)
I buy sometimes 15(8.2) 3(1.6) 18(4.9)

Movement I usually buy 46(25.0) 38(20.4) 84(22.7) 13515
(business trip, etc.) I buy often 67(36.4) 77(41.4) 144(38.9)
I buy it very often 37(20.1) 43(23.1) 80(21.6)
I buy it every day 10(5.4) 14(7.5) 24(6.5)
Total 184(100) 186(100) 370(100)

3] o]FoAol & Ao ' AT ol F@EH )9 -5l
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TR P w2 AR 2AERIY ©)F8 HMR A
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A o] P 60% odez = vEhster 53
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7P =2 £9E UEleth AE8H R S ANk
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the 2 1 5 AT
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SHE 43 A3 <Table 4>9F 2tk HMR AlE2] T
ol WAl AR AR A 2] 7E M)A 275
(74.5%), AlFC] ThFelA 264 (71.5%), A7 FA =
< oA 2317 (62.3%), 4171 AQA’ 19198(51.6%)
2 A S 2R oide] AtellM e e o
7HH8H20.6%)R.0F A7 2H(48.0%)°] HMR AlF-& T3t
£ olf= AL (Park et al 2019), THEH(66.4%)2 L&
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S 7P FE ol %2 Aeslth(Park et al 2016b, Lee &
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<Table 4> The Reasons of HMR Purchase for China Elderly Consumers

Gender

I Total (%)

tem Male (%) Female (%) 1=370

n=184 n=186
Helping to maintain health 112(60.7) 119(63.9) 231(62.3)
Product variety 137(74.5) 127(68.3) 264(71.4)
Easy to cook 128(69.6) 147(79.0) 275(74.3)
Reasons Difficult to cook food directly 23(12.5) 25(13.4) 48(13.0)
of HMR purchase

(multiple responses) Easy to copy products 75(40.8) 83(44.6) 158(42.7)
Easy to swallow to swallow 92(50.0) 99(53.2) 191(51.6)
Easy to sourcing product 82(44.6) 94(50.5) 176(47.6)
Etc. 2(1.1) 2(1.1) 4(1.1)

<Table 5> The Purchase Place of HMR Products for China Elderly consumers

Gender

Ttem Male (%) Female (%) TOtfl37(OOA))

n=184 n=186 "
Department Store 49(26.6) 62(33.3) 111(30.0)
Discount chain store 157(85.3) 163(87.6) 320(86.5)
Convenience store 67(36.4) 74(39.8) 141(38.1)
Purchase Local small market 47(25.4) 42(22.6) 89(24.0)
place HMR special shop 114(62.0) 112(60.2) 226(61.1)
(multiple responses)  [nternet shopping 43(23.4) 36(19.4) 7921.4)
TV home shopping 7(3.8) 6(3.2) 13(3.5)
Delivery food 15(8.2) 6(3.2) 21(5.7)
traditional market (Traditional Grocery Retailer) 17(9.2) 16(8.6) 33(8.9)
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<Table 6> The Importance and Satisfaction of HMR by China Elderly Consumers

Items Importance” Satisfaction® t-value
Taste 5.56+0.98 547x1.17 113.389%*
Hygiene 5.74+1.20 5.55+1.19 58.803™
Use of eco friendly (organic) ingredients 5.71+1.12 5.55+1.19 70.803**
Freshness 5.70+1.15 5.49+1.25 54.47408
Freshness of ingredients 5.61+1.19 5.59+1.12 828.600%*
Nutritional value 5.59+1.2 5.55+1.15 275.000%*
Premium HMR 5.51£1.23 5.42+1.17 122.515%*
Various menus 5.51+1.16 5.45+1.15 184.456**
New Menu 5.53+1.16 5.38+1.20 73.436%*
Convenience of taking food 5.51£1.15 5.44+1.17 155.923**
Quality of food 5.58+1.23 5.47+1.18 102.150**
A serving quantity 5.43+1.17 5.37+1.24 173.783%*
The price range of a product 5.45£1.19 5.44+127 1343.667***
Marking of origin of food ingredients 5.54+1.12 5.36+1.15 58.449NS
Mark the expiration date 5.60+1.15 5.45+1.29 77.151%*
Mark the nutrient 5.61+1.16 5.49+1.17 89.304%*
Reliable brand 5.59+1.14 5.45+1.22 77.038%*
Easy to open packaging 5.58+1.07 5.44+1.21 83.204**
Ease of access to purchase 5.62+1.14 5.52+1.14 111.324**
Easy to takeout service 5.42+1.18 5.37+1.21 221.778**
Chinese brand awareness 5.52+1.11 5.49+1.15 339.500%*
Recommendations from family, friends, and acquaintances 5.49+1.10 5.50+1.16 1355.000%**
SNS and Applications Advertising, public relations 5.24+1.16 5.33+1.14 122.250**

YMean=SD with a 7-point Likert type scale: 1 point (strongly unimportant) 7 point (strongly important).
YMean=SD with a 7-point Likert type scale: 1 point (strongly unsatisfactory) 7 point (strongly satisfactory).

*%p<0.01, ***p<0.001, “Not Significant.
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