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Abstract

Purpose: This study is designed to grasp how consumers' beliefs about the lunch box attributes such as healthiness, diversity, price, hygiene, and package
eco-friendliness affect consumers' perceived value and purchasing behavior. Research design, data, and methodology: The data were collected from
615 respondents composed of men and women aged 20 to 59 who purchased lunch box products and were sampled using the quota sampling method. An
online survey was conducted. The data were analyzed using the measurement model and structural equation model assessment with SPSS 24 and
SmartPLS 4.0. Results: First, healthiness, diversity, hygiene, and the price had a significant positive effect on the perceived functional value of consumers,
but package eco-friendliness did not significantly affect functional value. On the other hand, healthiness, diversity, price, and package eco-friendliness
were found to have a positive impact on consumers' perceived emotional value, but hygiene was found to have no significant effect on emotional value.
It was found that functional and emotional values significantly positively affected repurchase intention. Conclusions: This study confirmed that
consumers' belief in the product attributes of franchise lunch boxes influenced consumers' perceived value, which thus formed the attitude of consumers
and showed a relationship that affects repurchase intention. At the end of this paper, the managerial implications for the franchise lunch box brand, the

limitations of this study, and future research directions were presented.
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Table 1: Demographic Profile (n = 615)

Category Frequency %
Gender Male 307 49.9
Female 308 50.1
20s 205 33.3
Age 30s 201 32.7
40s 133 21.6
50s 76 12.4
Professional 66 10.7
Office 252 41.0
Sales 5 0.8
Production 30 4.9
Service 52 8.5
. Self-employed 30 4.9
Oceupation Public official 15 2.4
School personnel 13 2.1
Homemaker 45 7.3
Student 56 9.1
Unemployed 37 6.0
Others 14 2.3
High school or below 82 13.3
Junior college 95 15.4
Education University 377 61.3
Graduate school
or above 61 9.9
Less than 2 Million (M) 137 22.3
Monthl 2M ~ Less than 3M 149 24.2
Incc’gmé’ 3M ~ Less than 4M 138 224
(Won) 4M ~ Less than 5M 80 13.0
5M ~ Less than 6M 61 9.9
6M or above 50 8.1
Apartment 393 63.9
Residence Detached hou§e 55 8.9
Type Row hoyse / Villa 120 19.5
Officetel 43 7.0
Others 4 0.7
Lunch Franchise lunch box 363 59.0
Box CVS lunch box 252 41.0
Store 404 65.7
Ordering Mobile phone 178 28.9
Method PC internet 14 2.3
Telephone 19 3.1
Place- Store 110 17.9
To-Eat House/Office or others 505 82.1

43. S¥YBQ EILY U N

Cie REelo Craxaiye

ot

2ME|ACH (Sarstedt et al, 2021).
Cronbach's a@t HEHR(2| AE| = (Composite Reliability:
CRE 0|83}0] BME[RALCL Appendixes 1 0| A2} Z0]
ALY, o, 7t dd, 71X &gt
7HK|, ZEA JHX|, 2|2 XHFOf ol =oto AEHR(of
881 ~ 9945 2
Ado=z

CHSE Cronbach's o= 799 ~ 922, CR.
EZHE0 Yutdo=z Q7 E J|FEQ!

pAX=X
HATT

oY
ol

o

SmartPLS 40 2=

H=O
OO0 —

70 o He

= O

N

B4, 715

LIEFGCE MEtM 2E AFCHR(of ofst dlZ|d
WHderds  dEERJACE  oHE, ElEdd dFE
FHENF YL} HEEIFGEe = 2510 ABE(R/UCL &
20lof HxfEl 2IMI|ZI0| EF 70 0]&0|H, AVE
w0| 50 Ol¢ez 2zt AFHRSl SHEFHO|
USEIRUCH (see Appendixes 2). 2|11 EHHEIEE2
X, Fornell-Larcker (19817} HMAlgH 7|&c2 HHEH
AVE O MEZ (Squared Root) #t0| ArZtatA ZrECH
A TEEIEY UAs A= HEHEICE <Appendixes
2>0f|Mef Z0|, AVE 9| M& afo| 2 HERIE

o] A A UED 3A LERLD, 84S 0lF
A

ATERIS 2to| oA Zte| XbS7H0| AVE ZECH
A2 ez LIEHt Zb LSl EHHEIEHO|
ASE|AUCE Eot oA gl ofEE-EHEY £40
Cist HIES LtEHH= Heterotrait-MonotraitHTMT) H|&
w2 2™, Appendixes 2 0| Mt 20| 249 ~ 78 2 B F
LA K|l 85 O|ftez THEIEYEZ =ES Zo=2

SEHHIEO| (common method bias)E £0|7| ¢/t
Kang et al. (2021)1} Wang et al. (2022)2| EXtof| Ciz}
AXED SAN WOl O|EE/UCE HA, BAH

B2 O3l #Eoz HAZQCE 1) 48 3HS
S0 AN oot BEES0| AFIZEAL] SIS A
MAZ D, +8EJACE 2) SEHAEA A7l FH 1t
ST YOl A MA|ZUCE 3) HE SE Al
ATRHO| =AM Z EEE0| MA|IZX] RA=E SIRALY,
SHA B2 Kock (2015)0] H|otet 2 E ALHR|S2)

VIF (variance inflation factor) 4f=0]| 3.3 EC} 20t X7t

E|X| Y= A2= LIEHGCE
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45 HRDEo| Ty}

ATDH2 SmartPLS 40 2 O|83t0] HIHx| UL
PLS= LMo 4FHS X0, = 2Ate| 43S
Z|CHSIS AL EE FERRKXE X[AT}SL7| 28 A0
Holot Yo 2 Ch3at 20| EIHE|ACH (Hair et al
2019).

WA, 23 oF Nzt HIEACE R4,
LMy (multicollinearity) L= 5o
SAELQ Ol (variance inflation factor: VIF) 2t A&
Z1} 1431 ~ 1923 2 25 5 O[5t2 LIt HRERIE
Hll= CHs34dol 2XM7t gle A2E LIEHRLE
=M, LWagsol Hd¥HEg  UElle AFAs
(coefficient ~ of  Determination)®!  R20f 2|8
HEAe=rt ASEJA=, 7I18™  7HKI7H 0661
66.1%), HEH ZtX|7F 0611 (61.1%), HTOHR=7}
0572 (572%)& LtEHRCE Ol= RO 7|&EX|2l 0.10

(10%) =Lt =H LIEILE HISH =7t A-FE AT (Chin,
1998, Falk & Miller, 1992). AW, L0 SEHS
LIEILE SITERRIe]l nXtErEE S5 (Construct
Cross-Validated Redundancy: Q?) 4£0| CIZXNT T X2
ArEE|l=0, Q2 440] 0 2Lt 2 Z% HFHELEIt Ues
Aoz MEHEICE 24 7EK|7L 0652,
Y8 ZHXI7t 0601, AOH 2|=7F 0511 22 LIEtLE
AFErR] OSHe=Tt =HRIEQUCE 2|2 SRMR
(Root Mean Square Residual)0| 0059 £ 7|&EX|Ql 1 52
008 HCF ZHA LIEIL} & 2ol o522 HBE|UCH

(Hair et al, 2017).

Za, s

4.6. A17Ide HE

AR HMEZLH0| m A2 FO4Ae| X|ZHE ZHK| ¢l
718 ZHXeb Z™A JHK|, 22| ZHFOf Q=0
OlXl= 728 2AE 4% Zot= <Appendixes 3>2f

2Lt

H1 2t H2 = ZAIZF MESE0M HZE0| aH|XtO|
X|ZHE ZHX[of ojX|lz ggs LorE7| gt
=4 A, dZdde 718X 7KK B = 120, t = 3795, p

0012t Z78& 7KK B = 193, t = 5247, p < 001)0]|
+)2| S 0O/X|= A2E LtEtLE H1 1t

A0|Lt,

Jo A
lo
_(')_I-
nood

H3 2F H4 = CHFE0| AH|XtO| X|ZHEl ZHX[of D|X|=
oz J|ISH JHK B = 274, t

= 7296 p < 0012t A 74X B = 297, t = 6663, p
< 00N0f| RFolgt E (+)2 FE DiX|= A= LIELE
H3 2 H4 = XHERE|QICH

H5 @ H6 &= 7t40| AH|Xto| X|ZHE JHK|0| des
Oxl= 712 Yoter| 8t Zioz 7|5X 7KK @
= 301t = 7828 p < 0012 ZE& Z4X[B = 235 t =
5686, p < 0010 7elet E (+)2 &S OX|= A=z
LIEFLE H5 2 HE 2 XHEHZ| QAT

H7 2t H8% Q|48 0[ AH[Xte| X|ZHEl JHK|0)| O|X|=
Z517| 3t Ho 2 75K JHK| B = 344, t =
085 p < 0010 |ofot F ()2 F&S OIX|L,
M IHK| B = -019, t = 530, p = 298)0f 2l
+)2| FT¥Z O|X|X| %Ot H7 2 AHEHEZ|RAOLE, HE 2
FE|ACH
H9 o H10 2 T{7|X|Xetd 0| AH[Xte| X|ZHE
7EX|0f DIX|= 7+ LOtE7| Qo A2 7|5H 7HA|
B = 015 t = 474, p = 318)0f| Rogt §
OX|= Y= ASE LIEIGQL}, 278X JHK|

O

SESe 7
o=

oA o0y = oR
ox
M

—

\J
N

ot g (12 det=
5T B = 294, t
= 7821, p < .001)0f E
Ao LIEMSCE MatM H9 = 7|ZE|QIoLt, H10 2
KHEH | QAT
SHH H11 3F H12 &=
MFojel=0l| O|Xl= 7tE
7168 7HX| (B = 395,t = 10.707, p < .001)2} ZHEE 7HK|
(B = 442, t = 12281, p < 001)= X{FLOHQI=0| 25
+)o ¥ekS O|X|&= ZHSZ LIEfLE H11 1t

fol3t H (+)

J

AH|RF| X|ZEEl 7K 7}

stolsty| 93t ez

OOloI— 7(-1

H12 = RHEHZ| ACE,
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S
\‘
2}
ra
M
ra

Xto| £

NY AH (20 - 30CH, 40 - S0CHE FL2), A= AEl,
ug +=F (PZZE oI5t Che X-Z O|Y2ZE F+&)2
oI EAEH EMuYz pxZyo| Cist TS 7t
XtO[7F 2 | AT

M, =™H5LY (measurement invariance)S LOtE 7|

15t Hair et al. (2022)0] MA[gH MICOM (Measurement
Invariance of Composite Models) ZEXtof 2t
Permutation  mulitigroup 240  HA|Z|RASLY,
ZEsYd U0 FSHR| plor o7t SAEH
Hese2 ZEHSE 2M40| O|8Z|X| UUCH oHH,
AR HHE R (FC ZAIE, HOFE ZAIZo=R
T2)0M=  MICOM Procedure Step 2 9
Compositional  Invariance =740 E&5I0  Partial

Measurement Invariance 7t ‘& | RACt Bootstrap MGA
(multi-group analysis) =4 Z1H= <Appendixes 4>2}
ZCt

L1207 *

o

Package
Eco-Friendliness

294%**

FC A2t HOIF ZA[2o| 2t Z=0| Chst X0|E
240t 2, Odd > 718d 7H] 82 Xo| @ =
-156, t = 2068, p < 05)2 ?|dd - 7|sH JHK|e| =
XHO| B = 110, t = 1.762, p < .05)0A |2|O|st X}0|7}
Ue ASE LIEIRLCE Ol HOE ZAIZ2 HEQ
CHEA £M0M, 22|11 FC ZAIZH2 M H40A
718X ZHXof |eloistA o 2 F¥s OXls A2
o|ojstct,

4.8. Importance-Performance Map Analysis

HZHA JZHOM EH ISHC2 FAoLAL ok
H#op 2HO0[ U= JiYE A £SO e 1 Fe=et
g oot & O MZeh d=E7F ERsi, oj2{gt

A Importance-Performance Map Analysis (IPMA)=

Bl oox e ox o
oA
mo 12 =2

Cfxo2 HA FHEJ} FOU, 4rjNoR e B
U 2= M¥BLE =olsterd 2Xo| rt

(Chuang & Chen, 2022; Lee et al., 2005).

395+

Repurchase
Intention

**%p<.001, **p<.01, *p<.05, n.s. = not significant

Figure 2: The Estimated Structural Model
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Hair et al. 2022)2 IPMA= E3| 52 522t 2
AIE #eE VHE 22 H54E2 LIEY ECEM
OHAE 22 AtREsS0 SEXNo=Z 7Mool 30|
Lo sial FAZ meret o= UA| St MLk

HX, 718X 7K

Hygiene
70 .
Variety
65 e
Price

60

55

2dueWlolsd

Healthiness

L
50

.
Package
Eco-Friendliness

40 L
0.00 005 010 015 020 025 030 035 040

Importance

Figure 3: IPMA Results of Functional Value (as the target)

Figure 3 O|M 2= Htet Z0| 4 2EHO= ZAF

ME5HE0[ LEHLEX] REUCE Ol =AIE HMEQ
JISHIIXIE Msh| S5t HYIH2Z AGsH
Hdgh S92 gittd g = Aok fIdd, oy,
ag(a JtH2 SeEet duk FHM EF =7
LIEFLE AR H[X] XZE 7I8H ZHK(of 2
gz F& FE2E2 &Yz Ao &
ol %‘ = Aot m7XEEgnt Hddg2
diy =k dooM 25 S HUEL 7|SH
7H HII'-E flet 7HHel 24 =20 K2 SHof

£ SEUSE 510 IPMA S 2AlsH
Appendixes 5 2t Figure 4 2t ZCt.

Figue 4 Of|M Ez= Hiet Z0|, ™Y 7HKE
SHRHSE 510 IPMA At TH7|X| FetE g2 4 2Ho|
AXISHH,  AH|XRe 7KK MRE 26l

i

[ | —
SMEOR JjM0| LY BHEHAOR LIELITE

=

ZHR R

75

. A
Hygiene
65 o Variety

@ Price
60 >

aduewloliad

5 Package
Healthiness Eco-Friendliness
50 .

45

40
-0.05 0.00 0.05 0.10 0.15 0.20 0.25 0.30 035

Importance

Figure 4: IPMA Results of Emotional Value (as the target)

Lot dZge B0k 4 2H2| FAO AKXt
ULt AZZo| Chet W= 2H[Xte| Z-8Y 7S
HMaostn e5to East 7 o2t & = UCt
7tADt CHPg2 2HX| X|ZE 71sH ZhKET
OfL[2t &8N 7HKE HMIshed UM S2E=2t
ST 25 A UEL XEHe=z 220t

e

o

ro
Q

Goio g LiEtLtCt

= a7oMs 22 A=} 03, BAY YFo=
ZYO| Bkl n e EAIZ AFOIA HEZ YN
8 51|

o
7| I8l =AIRfS| MZF&E0| &R

detds == 3

X|Ztel  7kKof  OXl=  Sg=  Ofefsta ol
2HRel XZE 7IsH JHEK|eE HEH 7KKt
2H|Xte| Arofel=0f OiXl= Fes Aot =
AT Z0]| HE AAFES MASH 23 Ch32F 2L
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5.1.1. O|2H A|AMH

AZd, oy, 7t8 fdd, d2ln o7
Metddo| tHREEe EAIE MBS0 et g2
AH|XEQ| X[ZHE 71K, = Bz Fek2 OIM 4, oA
HYE Bl AH[RS| XFOjel=0| FEE O|X|=
AR LIEFS OO, O|= Fishbein 28 (1963)1F Ajzen &

Madden (1986)0] H|Qtet QIX|H
TOiASHEE X|X|St= A2 LIEFCE

WX, AR MESED 28R X|2HEl 7HK| 2o
ZAGM ALY, Ef%“g H4eg 2% 718X 7HK(e
a8H ZHof FolOlstA F+)el FgE DiXl=
LIEFLE 7]1Z2] HMR HO|E EAIEL IE
FASE Kang et al. (2019)1t Cho et al. (2020)2]
At =S X|X[ehot.

7|x  EAA
|
o

S150|20] AR}

0o o
HuoJ

ZHY Tpxiee

o

— [

gg= Oxn el
|0 =

F2/0I5HA E(+)2
7tX|te] EAOIM Folojpt FY

LIEHRICE Ol= 24240 25t Lee et al.
l'fol':f olgfet Aut= &
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MZITO| AIE BEOE FC =AY HUEQ)
AW Y2 SIS USHQ AAEES FAY =
Cheoh 2Tk XM, SAIZE B0 Chet Ab|Rte] X|ZE
JISE ol IMs, b Oy, d2lm
Aol 2oz IYMY FWS DXL Uk o=
LIELStoD, T7 KRS LS 715 Ko golojs
FBS OIXK Y HOE UfEHGICE whE, 2N
JRROlE  ChR, TIREEEY, 2HH, de

o o
g oxE

dadel =22 =34 Jgs S
LIEFSt e, fIdd2 488 7o ®olojst Sgs
OXIX| Gs A2= LIERRLE Ol= 2H|XRQl X|ZtE
718 ZtKet Z48H 70| = D[X[E =AEC

HME5HE0= Ko7t /lgS 20 =Lt Wt ZAE

HE[X= EAIE HMEZ S540| CHsH ofs ZHO|A
AH[XRCl X[HZHXE &0 MFOHE [Esior &
ZQIZtE nnisof g Z0|Ct,

=M, PMA 4 Zaf, Ckdat g2 7lsH™
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= LIEHCE ol2{gt Atk AH|AFEO| ZA[E

2
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EAE EHEXE2
CHd F=7ots 240f st EEstet 2
x

CIAZ 0] 12|

2 7L 0|2, MN AAREES M3sta oLt
CHemt 2 ROl Aon, BAHE Bersty| St
ATDHES HAISHE C

EARZ AH[SHE AHIXISO) sere
cleret 4 9tk =, 91| (time), OICI0M (place), 12|
occasion)Oll 2t EAIZ o2t AHHSL T}

A= Z0|C} 0|24t TPO (time, place, and occasion)O|

>

AH| Azt

)
o

™ rh 4> o
M

oF AIgAMZ=t et O Zutof| E XHEX A
== flot F7HH A7t BRIt EHEREC
=M, IPMA =4 Zu, 2H|XNS EAE ME
TOiof UM CHFES FFotD ItAHS SAlohs
0| =2 A= LIEWRLE F EAE HE 2
AH[AtS| HAME FSO| A LojLis Mo MEo
Sd& 20[d RAttd g £ ALk dAgU FIHHe=z
A EEHEO| CHEE A= Of%, FHolY 5 EUME
TYEE gESls RfEs  mIiYste  A4E
Tdgtezn Dol X|&EHel HAE /A =
U HFH TE gFE EFSe A4t EeY
Z0lct.
AR, X 3 & Zte] I=L MHS Lz AH[R=C

A4t g0l oist 22 =0t X[ Rbh =9,
=& m7|X|of Cisto] F&o| M=H Aot EH=0
2HAE HEF 28O JAoME HMEF ZF Ii7|X|<
tetgd2 s Sedxa o 2 A7oM:s
ZAE MF Hdel o BHe=z Ij7|X| MHFES
CHREUOLY, o= Ao aH[ARe| Tetd 7HK|, A1,
e B = & TE ofAnr G HE

neote HE TE S flet FHHY AMES
Mag += 27t At
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Appendixes
Appendix 1: Measurement Model
Constructs and Items LoF:gitr?és Cronbach's a CR? AVEP
Healthiness .922 .945 .81
is high of nutritional value. .902
provides good nutrition for the body. .910
helps improve one's health. .885
makes up a health-oriented menu. .904
Diversity .799 .882 714
makes up a variety of ingredients .895
has a wide range of menu compositions. .844
offers seasonal menus according to the season. 792
Price .843 .905 .760
is reasonable in quality for the price. .883
is reasonably priced for a meal. .868
is the appropriate quantity for the price. .865
Hygiene .836 .890 .670
marks well food ingredients and country of origin. .790
The display stand and surrounding environment are clean. .813
observes the expiration date of the product well. .828
Its packaging is in good hygiene. .844
Package Eco-Friendliness .862 .901 .645
Proper packaging can reduce waste. .792
is using paper packaging. 774
is using reusable packages. .816
is using eco-friendly packaging. .871
Functional Value .874 914 725
maintains consistent quality. .859
The food ingredients are properly cooked. .855
provides acceptable food quality levels. .844
is of excellent quality. .849
Emotional Value .876 .881 .730
is satisfying. .835
gives me special feelings. .798
gives me pleasure. .882
gives me a sense of happiness. .900
Repurchase Intention .875 .878 .728
| will continue to use this lunch box. .853
| will choose this lunch box before other lunch boxes. .864
| will recommend this lunch box to others. .826
| will purchase this lunch box in the near future. .869

2CR: Composite Reliability
PAVE: Average Variance Extracted
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Appendix 2: Convergent and Discriminant Validity
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Constructs 1 2 3 4 5 6 7 8
1. Healthiness .900 .558 463 .264 .568 .516 .643 535
2. Diversity 478 .845 .626 .623 .558 .798 .759 .738
3. Price 416 524 .872 492 446 746 .656 671
4. Hygiene 234 516 417 .819 .249 .748 .385 .531
5. Package Eco-Friendliness .509 464 .387 .210 .803 .449 713 .536
6. Functional Value 464 .674 .644 .642 392 .852 .708 .766
7. Emotional Value 578 .639 577 .339 617 .628 .855 .783
8. Repurchase Intention 481 .620 .581 .459 466 .673 .691 .853
Diagonal elements (bold) are the square roots of AVEs.
Above the diagonal elements are the HTMT ratios. Below the diagonal elements are the Fornell-Larker Criterion.
Appendix 3: Structural Model
Paths Estimates t-value p-Value Results
H1 Healthiness — Functional Value 1120 3.795 e Supported
H2 Healthiness — Emotional Value .193 5.247 ex Supported
H3 Diversity — Functional Value 274 7.296 ex Supported
H4 Diversity — Emotional Value .297 6.663 ex Supported
H5 Price — Functional Value 301 7.828 ok Supported
H6 Price — Emotional Value 235 5.686 ok Supported
H7 Hygiene — Functional Value 344 11.085 hid Supported
Hs | Hygiene — Emotional Value -.019 0.530 .298 Not-Supported
H9 Package Eco-Friendliness — Functional Value 015 0.474 318 Not-Supported
H10 | Package Eco-Friendliness — Emotional Value 294 7.821 o Supported
H11 | Functional Value — Repurchase Intention 395 10.707 ok Supported
H12 | Emotional Value — Repurchase Intention 442 12.281 ok Supported
. R2 Q?
Functional Value .661 .652
Emotional Value .61 .601
Repurchase Intention 572 511

***p<.001, **p<.01, *p<.05
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Appendix 4: Multigroup Analysis Results
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Franchise (A) CVS (B) (A-B)
Paths
B t p B t p B t p
Healthiness — Functional Value 110 2.754 bl .059 1.138 n.s. .051 9N n.s.
Healthiness — Emotional Value 119 2.518 bl 192 | 3.421 i -.074 | 1.006 n.s.
Diversity — Functional Value .205 4.477 bl .361 5.892 b -.156 | 2.086 *
Diversity — Emotional Value .329 5.846 bl 256 | 3.744 b .074 .833 n.s.
Price — Functional Value .301 7.211 e 293 | 4.408 e .008 110 n.s.
Price — Emotional Value .250 5.605 bl .207 | 3.036 i .043 .547 n.s.
Hygiene — Functional Value .406 10.446 | *** 297 | 5.981 e 110 1.762 *
Hygiene — Emotional Value .032 0.672 n.s. | -.004 | 0.077 n.s. .036 492 n.s.
Package Eco-Friendliness — Functional Value .000 0.007 n.s. .024 | 0.373 n.s. -.023 .350 n.s.
Package Eco-Friendliness — Emotional Value 310 6.250 bl 298 | 4.986 fl .012 .156 n.s.
Functional Value — Repurchase Intention 418 8.415 bl .364 | 6.799 i .054 725 n.s.
Emotional Value — Repurchase Intention 447 9.360 el 418 | 7.814 ex .029 .396 n.s.
***p<.001, **p<.01, *p<.05, n.s. = not significant
Appendix 5: IPMA
Functional Value Emotional Value
Attributes Importance Performance Attributes Importance Performance
Healthiness 120 51.304 Healthiness .193 51.304
Diversity 274 65.474 Diversity .297 65.474
Price .301 61.284 Price .235 61.284
Hygiene 344 69.898 Hygiene -.019 69.898
Package Eco-Friendliness .015 50.314 Package Eco-Friendliness 294 50.314
Average .21 59.655 Average .200 59.655




