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Abstract

In this study, the Extended Theory of Planned Behavior (ETPB) was applied to analyze consumers’ intention to purchase
meal kits. The perception of ESG management practiced by companies was used as a moderating variable to investigate
its influence and moderating effects between each variable. An online survey was conducted over 4 days in January 2023
on consumers aged 20 years or older who had purchased meal kits within 6 months. Hypotheses were tested using IBM
SPSS Statistics 22.0 and AMOS 24.0 programs with an effective sample size of 324 copies (100%). Attitude, subjective
norm, perceived behavioral control, perceived sustainable package, and price sensitivity of the theory of planned behavior

toward meal kit products had a significant positive effect on purchase intention, and all research hypotheses were accepted.

The moderating effect of consumers' perceptions of ESG management practiced by companies had a positive and

significant effect on attitude and perceived behavioral control.
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<Table 1> Questionnaire composition

Division Contents of configuration Numbc_er il
questions
General characteristics Qender, age, marital status, housing type, occupation, education level, 7
income level
Meal kit consumption behaviour Purchase experience, where to buy, tlme Qf day cgnsumed, frequency 6
of use, average cost paid, how to obtain information
Attitude Measure what kind of attitude have toward meal kits 5
Extended theory of Subjective Norm The degree to which people around you think about meal kits 4
planned behavior: Perceived Behavioral Control Perceived degree of behavioral control for meal kits 4
ETPB Sustainable Package Awareness Degree of Awareness of Meal Kit’s Sustainable Package 4
Price Sensitivity How much do you think about the price sensitivity of meal kits? 5
Meal kit Brand Choose a meal kit brand have tried before 1
Degree of Awareness of Meal kit consumers’ awareness of ESG management 2
ESG Management
ESG Management Environment "[“hej degree to which consumers attach great nnpgnance to Fhe environment 6
during ESG management activities when purchasing meal kits
Awareness
. The degree to which consumers attach great importance to the social
Social . . . 4
sector among ESG management activities when purchasing meal kits
Governance The degree to which consumers attach great importance to corporate 5
govemance among ESG management activities when purchasing meal kits
Purchase Intention Degree of meal kit purchase intention 8

Measurement scale: 7 point Likert scales
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<Table 2> Demographic characteristics of survey subjects

Demographic characteristics

Frequency  Percent

™) (%)
Total 324
Male 131 40.4
Gender
Female 193 59.6
20’s 80 24.7
Age 30’s 80 24.7
40’s 80 24.7
50’s 84 259
Public official 23 7.1
Office management 106 32.7
Profession 33 102
Sales - service positions 21 6.5
Oceupation tii(;lt;?lc?lpositions 30 93
Self-employment 21 6.5
Student 25 7.7
Housewife 43 133
Etc. 22 6.8
Marital  Married 174 537
Status  Unmarried 150 46.3
Middle or
high school graduation 60 185
J_unior .college graduation 49 151
(including school attendance)
Education iversi i
(ncuing whool sty 175 549
Graduate school graduate
or higher 37 11.4
(including school attendance)
Single 60 18.5
Resident ~ With family 249 76.9
With friends or housemates 15 4.6
Below 200 23 7.1
Monthly 200-300 55 17.0
income 300-400 55 17.0
(:10,000)  400-500 54 16.7
Above 500 137 423




250 FREEAEXILEEEE Vol 38, No. 4(2023)

m

(]H?_ﬂ- SI‘?S]—) 49tﬂ(15 1%), ek =
(11.4%) <02 Yepstt.

4 et 252 5008 Y o] 137H(42.3%)= 7P Wk
©m, 200-3005F ¥ vkt 300-400%F @ vk Zhz) 557
(17%), 400-500%F 1 W% 547 (16.7%), 2005 1 vk 23
B(71%)elRen AAFeE B, A #E]Zo] 1069
(32.7%) 2.2 71 =2 H|&S X oH, =5 431
(13.3%), A2 339(10.2), 71=7154 304 (9.3), S8 25
H(7.7%), F5F-9 23%(7.1%), 71E} 227 (6.8%), A3 L3}
T U] 22 ZFzF 217(6.5%) 02 LFERITE.

opdHet 23 374

2. UI|E AHIBHEEN

A GRS WA E AngsEAo ek 2AME F=
<Table 3>0|4 H&= A3}t o)

L7IES] iR k=S Wak 1867 (57.4%), T
499 (15.1%), "] 29%(9.0%), 4= (ZEAA)
219 (6.5%), 2=} 71} TYAZ 16W(4.9%), SSG 12
(3.7%), 22121 7]e} TUAR 118 (3.4%) =08 AT,

Y7E AE A 22 eyl EA|EMoM, =
5)E B AN 1699 (522%), FHARREIQ, 715, B8
Z3h) 829(25.3%), SNS(E@lo] 28 ¢l Elad, B %)

36" (11.1%), 71E} 2578(7.7%), == (TV, 2], A&,
A4 5) 129 (3.7%) 22 2A8H32™ Yoon (2021)4
A7Az D7ES] PR EE Wabd A7 w2 7P
B AR T AR AU TEAIET 7P B
Ao} fAbait,

Y7|E o]§ Hl=E 259 13] 103% (31.8%) 22 7H =
= Hl%—"— 2R SR eH, 15 13] o)A 869 (26.5%), 1

Aol 13] 799 (24.2%), 37HLll 1-238] 457 (13.9%), 14
oﬂ 1-23] 117 (3.4%)°.2 Rt}

T2 Y Y7ES M= 15F Y o) d2nt o e
1839 (56.5%), 25+ € o]’d-57F 4 wgk 1069 (32.7%), 15+
& v 327(9.9%), S5 ol 31(0.9%) 0= ZALES]
o Bae & Ko (2022)9} Yoon (2021)¢] A+ Az} I3
ol kA ol 19k 9 oPd2nt ¢ Wk 7P g ]
&3 fFAFsiT

YI|E HFH Ao ZAPAIE A9 2709 (83.3%) 0%
7P =8 e A e eH, A4 287 (8.6%), oFF 23
H(7.1%), 718} 3% (0.9%)22 ZAF FA}.

TR AR E BN
A 2350 2(ETPB)2} ?LUHA#A E= H AlE
S <Table 4>, 28R} 716l A8k e ESG 4%
o] Q1219] ElgE ¥ AZEE <Table 5>0) Hi= 213} ),
g A8 SOl 2(ETPB)S} Tl == oozl ke 1
el a8lo] el7k FEHAH. KMO Fiee 74002 1
ER, Bartlett 774 A= x*=6,330.631, +34 74 2

@
A

Jﬂ_r'n_

Oﬂ
Hu

o

O

<Table 3> Meal kit consumption behavioral characteristics

. .. Frequency Percent
Demographic characteristics quency

N) (%0)
Total 324
Coupang 49 15.1
MarketKurly 29 9.0
SSG 12 3.7
Where to buy Online_Other 11 34
; Hypermarkets and
meallits? de}II)partment stores 186 374
Specialty products
(lfreshegsyr; 21 65
Offline Other 16 49
Breakfast 23 7.1
Ingestion ~ Lunch 28 8.6
time Dinner 270 83.3
Other 3 0.9
More than once a week 86 26.5
How often do Once every 2 weeks 103 31.8
you use Once every 1 month 79 244
mealkits? 1) times every 3 months 45 13.9
1-2 times every year 11 34
Less than 1 32 9.9
Average cost More than 1 - less than 2 183 56.5
(/:10,000)  More than 2 - less than 5 106 327
More than 5 3 0.9
People around you
(including friends, family, 82 253
and coworkers)
Search internet portal sites 169 522

How to get (Naver, Google, etc.)
information  Mass media

from the  (TV, radio, newspapers, 12 3.7
mealkits? ~ magazines, etc.)
Social media
(Facebook, Instagram, 36 11.1
blogs, etc.)
Others 25 7.7
J= FI2Fo] 05 PR Ueh} 201 Bo] A
g Ao 2 AT 7L F3 HE 89l ARl 5 o)
S Btk 7 B4R 63.137%2 YERt, #4E ol &
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<Table 4> Factor Analysis and Reliability Analysis of ETPB and Purchase Intention

Item 1 2 3 5 6 Mean+SD Cronbach’s o

Purchase intention 1 785 224 150 174 229 191 4.76x1.79 936
Purchase intention 5 .699 .166 .146 172 205 .143 4.63£1.58 936
Purchase intention 6 .682 206 252 124 208 254 4.67£1.56 936
Purchase intention 8 .676 181 223 207 .149 .198 4.50£1.67 936
Purchase intention 2 .652 .198 209 159 222 251 4.53£1.55 936
Purchase intention 7 .650 .186 222 217 233 .196 4.69+1.64 936
Purchase intention 3 .626 245 .180 .149 .198 209 4.70£1.52 936
Purchase intention 4 .606 218 263 .196 135 179 4.52+1.59 936
Attitude 1 213 795 173 074 126 162 5.05+1.46 913
Attitude 5 .161 784 137 076 .069 127 491+1.46 913
Attitude 2 200 768 157 .070 113 200 4.82+1.40 913
Attitude 3 157 753 158 159 147 072 4.97£1.38 913
Attitude 4 309 682 136 .106 .149 .104 491+1.44 913
Price sensitive 5 208 .083 746 .146 076 051 4.80£1.45 .861
Price sensitive 4 .166 097 721 -016 120 110 4.76x1.49 .861
Price sensitive 2 .169 .109 718 072 122 118 4.81£1.40 .861
Price sensitive 1 175 181 687 .044 170 119 4.75£1.52 .861
Price sensitive 3 .162 225 588 .061 114 064 4.72+1.39 .861
PBC 4 234 131 .055 .800 .056 .140 4.62+1.72 .881
PBC 1 207 .092 .093 778 .096 075 4.77£1.77 .881
PBC 3 .107 076 .061 755 126 .066 4.71£1.53 .881
PBC 2 167 .088 .055 726 128 .150 4.74+1.56 .881
Subjective norm 2 250 .145 .166 .087 761 184 4.51£1.70 .892
Subjective norm 4 316 182 159 .163 699 157 4.69£1.76 .892
Subjective norm 3 291 175 203 151 677 .146 4.71£1.70 .892
Subjective norm 1 222 116 193 .161 670 280 4.66+1.85 .892
Sustainable package awareness 4 271 136 113 .082 .148 .649 4.85+1.65 .802
Sustainable package awareness 1 211 127 107 244 130 .621 4.79£1.65 .802
Sustainable package awareness 2 217 182 .103 116 183 .615 4.76£1.57 .802
Sustainable package awareness 3 266 173 154 .061 221 528 4.78+1.58 .802

ool ZlIgk 4.691 3.547 3.086 2.846 2.614 2.158

5K %) 15.635 11.824 10.285 9.485 8.713 7.194

FAEAH%) 15.635 27.459 37.744 47.229 55.943 63.137

KMO=.740, Bartlett’s x’=6,330.631 (p< .001)
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<Table 5> Factor analysis and reliability analysis of ESG management awareness

Item 1 2 3 Mean+SD Cronbach’s o
Environmental 2 .828 .081 099 5.20+1.21 914
Environmental 6 .807 074 034 5.22+1.17 914
Environmental 1 .806 .096 116 5.25+1.31 914
Environmental 5 799 116 102 5.27+1.24 914
Environmental 3 769 134 .090 5.15+1.13 914
Environmental 4 741 074 .092 5.08+1.34 914
Governance 4 .149 .853 125 543+1.26 912
Governance 5 .070 .845 139 5.22+1.22 912
Governance 1 .093 .809 271 5.30+1.29 912
Governance 2 152 742 187 5.27+1.25 912
Governance 3 .077 11 252 5.32+1.23 912
Social 1 .065 223 762 5.20+1.29 .838
Social 3 128 .188 744 5.31+1.16 .838
Social 2 .076 176 709 5.22+1.24 .838
Social 4 122 170 .669 5.26+1.19 .838
ololAIZk 3.872 3.356 2.342
52K %) 25.810 22.373 15.616
FAEH%) 25.810 48.184 63.800
KMO=.871, Bartlett’s x’>=3,071.637 (p< .001)
<Table 6> Pearson correlation analysis
Items Attitude Subjective PBC S;Ztsgzgle Pri.cve ManEZSment Purchfase
norm AWATeNesS semsitive s intention
Attitude 1
Subjective norm A32%* 1
PBC 300%* 368%* 1
Sustainable package awareness A36%* 528%* 360** 1
Price sensitive A05%* A3T7HE 233%* 363%* 1
ESG Management Awareness 112% 120%* .041 .108 240%** 1
Purchase intention 548** 625%* A63%* .601%* S13%** 259%* 1
*p<.05, ¥*p<.01, ***p<.001
<Table 7> Goodness of fit of analysis model
CMIN (x%) p-value Q-value SRMR TLI GFI AGFI NFI CFI RMSEA
537.878 .000 1.379 .0357 973 .900 .881 918 976 .034
7t des & T Ak Atk HF 239 HILE CMIN (xH)=537.833 (df=390,
HhHe ESG 749 Q1242 A7ke 5-FAef A&7kt pr=.000), QZL(CMIN/df)=1.379, SRMR=.0357, GFI=.900,
FH71A] A3 Fo3t AATAE Holr] e Aot} ¥ AGFI=.881, NFI=.918, CFI=.976, TLI=.973, RMSEA=
el FEAT T 7P 2 e 62509 TP A2 gk 0342 Yeht ol e Ad Byolzial Ak = gk
1120]t} AP A5 T AGFIE] e 7} 7S SA71A %
k. AGFIE= A FE EAd 7IQlg vjdad
5. 7= TEo| et (inconsistences) .2 X& Z7]7} ZS w o IS
ol By A3 ¥4 A= <Table 7>014 AAH o] 1S 4= 9tk Yoo (2020)2] 1+ % RMSEA, CFI, NFI7}
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<Table 8> Research hypothesis validation results

Estimate
Hypothesis pathway S.E. CR.
B p
Attitude -> Purchase intention 0.235 0.177 0.066 3.54%**
Subjective norm -> Purchase intention 0.283 0.263 0.064 4441 %**
PBC -> Purchase intention 0.186 0.173 0.049 3.761%**
Sustainable package awareness -> Purchase intention 0.378 0.284 0.086 4.377H%*
Price sensitive -> Purchase intention 0.26 0.183 0.071 3.646%**

#p< .05, #*p< .01, ***p< 001

<Figure 2> Correlations and path coefficients between variables in the Extended Theory of Planned Behavior (ETPB)
F1: Attitude; F2: Subjective norm; F3: PBC; F4: Sustainable package awareness; F5: Price sensitive; F6: Purchase intention

S
J

A=A AR BES HolA e AoR 7P et
I A= Adsis A9E Farste] AGFI 9] 22 0.9
32 7k 7kA% RMSEA, CFI, NFI¢] A4E 2% 37}
S 5 AAA A7 NEE el FFEATE AFE A
st 4= 2dtk(Yoo 2020).

L
El

4
O

N o
W

:

6. ST I HS

B o] 71 HE A= <Table 8>9F 7ron 34+
A8 o] 2(ETPB)e] W 7+ 32 <Figure 2> 7
o] A= ATt
LI7E 2HRRe] HEE oz niXe JEgS A
A, Hes Pz F(HHSE ol S v
= A= YeElth(p=0.177, p<.001). = Bl=7F T2
2R 7| E st Ao mrt FolA|= S0 i
1=o] 7Hd HIE A9 = At) o]2]$k 3= Fishbein &

N F[{E

&

Ajzen (1975)°] B¢} A5 o% ANA AAIGH o] &3}
Z-om | AMsA(Choi 2022; Ko et al. 2022) 5 A A3+ €

st Tojelze] fo)d Jae nxE Al A,
WyE AvRe] WY|Ee] Bat FEA FHe Fojow

o MIAE JFL WAL A, FUH PEE Pl

AR Fo3 IS TAE AR YERTH(B=0.263,
p<.001). wehA, D7) Eo] thih 87 o] 25 &
HAp7E A71Ed th Fulel=Tt EolAle Ao FAH
o] 7Hd H2E AEa3ic.

WIE aHRRe] A2t FEArE DIE el zel] o)
3 9 B S Ao, A4 Pl ool
AR o3t &S Ale A= HEETHE=0.173,
p<.001). =, A2t SA|go] Fd4= v}t U7 E
3k el er) EolxE Zlo g BAgo] 71 H3S A
stk oA A= Ajzen (1985)0] Algket AgPFol2
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(TPB)AIA A 2tel 55A= s o=l AHA0 IS
FE o|& WA 2o, H3PAH(Choi 2022; Ko et al.
2022) A¥el AASHA HIE &H|REe] A &7bse 7]4]
Q14jo] Fruje] o)l thal mX& S AHE Ay} 247}
58 H71A] 9148 Frjowo] H+)FHoE Foldt FIFS
n)x& A0 2 YERITH(P=0.284, p<.001). =, &H]=}2] |
&7FssE 9714 Qo] E&4E I E tigh e
7} ZoAE Zo R A o] 7H HAE AT = AT
ol9} 7 Avh= A|&7Fse F71A], A&7 s H7)A] 9
22 Fujom Zholl FHARD AAE Aoke MPAT
(Magnier & Schoormans 2015) A3} AX|3HA Uehstth

£ YINESt A& 7Fs tARlel] ek Mol x| 4]
A2 et g3 U 2FE Fo] ] MFyEF
I} Q&g 7Fs TS Assle AFAHet AR &
H|27} A &7Fss H71AE AR AlES e ofgfo)
AATHHan 2021).

D7NE AR 7EARIZ =S o Tl AAE

=

T

2 A, 7Rt EE e xe] B(HFSR folek g
S v Ao® YERITHB=0.183, p<.001). =, &H]|=}
o] 7HRNIAETE 2E&7E YY) E it prjejmrt ot
| S Yol = 9lo} 7 HSE AT 4= ATt o)
At dat= B2 AP A (Park et al. 2019; Cho et al.
2020, Park 2021)¢] A7l AR5 LI|E &A=
Y7E FujE w 71Aol B S

H

[e2xH}
odt
it

y=
rr
o

7. ESG &Y olrlof| 2 =AMgu HAS

ESG 749 12| =4 a3 A¥= <Table 9>} o] A
AlBHATE 37 23] A} 19A|(F=94.744, p<.001), 2%t
Al (F=84.474, p<.001), 35H74| (F=53.636, p<.001)= BF &
ARz folsA YeRsT) 37 REe] e 19
] 59.8% (FHE R AT 59.2%), 22HAIONA 61.5% (5
¥ R AT 60.8%), 3AINA 654% A R Al
64.2%)% UEFATH Durbin-Watson T4 %S 120322 2+
2] 5YA 7l #AlE §le Ao® kst 4k

<Table 9> Moderation effectiveness verification results

Step Factor B S.E B t F (a;;z)
36.997 0.380 97.235%**
Attitude 2.141 0.454 .200 4.715%**
Subjective norm 2.823 0.488 263 5.780%%* 598
1 94.744***
PBC 1.880 0422 175 4.454%** (:592)
Sustainable package awareness 2.613 0.476 244 5.492%%%*
Price sensitive 2.019 0.442 .188 4.566%**
36.997 0.373 99.187***
Attitude 2.122 0.445 198 4.769%**
Subjective norm 2.802 0.479 261 5.853%**
2 PBC 1.921 0414 179 4.641%%* 84.474%** (2(1)2)
Sustainable package awareness 2.581 0.467 241 5.532%%*
Price sensitive 1.693 0.442 158 3.829%**
ESG management awareness 1.436 0.385 134 3.728%**
37.059 0.362 102.298***
Attitude 1.953 0.429 182 4.552%4%
Subjective norm 2.527 0.461 236 5.486%**
PBC 2.346 0.412 219 5.698***
Sustainable package awareness 2.438 0.450 227 5.420%*%*
3 Price sensitive 1.409 0.440 131 3.204** 53, 63604+ 654
ESG management awareness 0.871 0.487 081 1.790 (:642)
A x ESG 1.187 0419 .146 2.833%*
SN x ESG -0.249 0.507 -033 -0.491
PBC x ESG 1.375 0.343 152 4.008%**
SPA x ESG -0.334 0.542 -.044 -0.617
PS x ESG -0.776 0412 -137 -1.884

D#p< .05, ¥*p< .01, **¥p<.001
DA: Attitude; SN: Subjective norm; SPA: Sustainable package awareness; PS: Price sensitive; ESG: ESG management awareness
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S| AATS Fod HS A, 12A0A Bl=(B= 200,
p<.001), 32 - (B=.263, p<.001), A ZtE FPFEA)|
(B=.175, p<.001), A|&7Fs3 71A] Q12](B= 244, p<.001),

AR (=188, p<.001)7} 25 FHFo=2 F25HA
ERSATE
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S71A] 12](B=—-.044, p=.538), 7FATIZIE (B=—.137, p=.060)
o} ESG 79 <12 7+ dsag wgvt BAHe= o8t
A grthy VERTE Bl (=146, p=.005) A2 E5A
(B=.152, p<.001)Z ESG ¥ Q14 7+ 528 w7t 4
(HASZ el Vet BAIKSZ ESG 7% Q142 2
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oxo] HX= 3 AN 24 At e R B
o]q_
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7V 2458 Ade B71E AR A e
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ol o]t ¥4 Azb= AFYAF(Choi 2022; Ko et al.
2022) 5 AAIgE viel row, = AbgRe] ool thsf 4
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oz HHHOR ot IS VAE A oE YET
weba] AH|REe] ZEANIZEE T IR E WY E ol
7} oA & Aot}

P AP FolEs o R LIE LHRRe] Fujje]
T A= G AlNA LR[RpE 719l A e
ESG 7%99] 14e] w2 =4 a3& A3s 43 5 27]
E ZH|Rte] g7t ol vl FEF BAlClA Hx=
o] FAALE FAt HEFE Fujo|=rt AR, &H|A}
7} 71900l AHBAL = ESG AQ9] ¢l4o] HoldpE
WjoleE o Zslshs A#E M 4 vk A7 AF
FAE D7E &M WYES FajetE e o9kl
g e Y, AY, AR FAE e vhsAdelH,

A7t & AT JoHd S FujoeE AR ARRpt

7190l AL e ESG 7492 20| mold4E )
=E f slele AR M T Atk ol= AEA @
Zdolut FRle] JEFaRIRThe AR 7196l sk 9l
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AZIThE AE o
W, =3 19, AL7EsEE 371A] 143 7R
A Fuje] =2 o]efX]i= A= ESG AP A2 3
o] 0131}3',]-7:]] ]-ﬁﬂ}\-lg 7}\_& H)H-dl— 2= O]OU% 1:1‘1]7]
UH/LOH il ]t B AP7IAY s 3
H l:l E
FE R el F2eM ESG AY Q4] &
2I7F Ut olEgh A4 A= ESG A9 Q1XH 2%
Z2] 7ke] AgyATNA FARH ERlEe] 2H|AREo] 2}
Al Aol og 7Hx|aHE A A B A FAksA
FH AR A FE FAS WA 2 o= AT
T o #A| dH=e] ESG 7Y HHE Fre} v TR
7F ok Eleh Al s e o Ark(Jeong 2023).
A&7Fser A71A] 123 Pl H2oX ESG 49
2ol 24 aart glek. ofd AFZAI= Paek(2023)9] &
T A3 F iHlXFEﬂ 92719 ESG AY¥&se] 313V &
T T8 QAskE ATATet R JERdT ole
ESG 739 Q12 W& AMAES It o g IUIE #7]A]
7} $gol R FFE mxITkaL Azbeb W AH|R}
=& YNE 7R 27 Frok WA H71Ae] HeE o
3 elstal e AFATet A aHAbEo] ofF ¥
71E9] g71A]el] ik 37t e AR AT & Aok
(Pack 2023) Wb WAE AMES TAA(GEL, AE E
2, WE 9 Sy s FAAR] S FA R AE
7¥Fs7de] dtke MAAIE A E st
AV} Fujol= AR ESG AR 914 =4
JI7E et olEgh A= ATt FAH AR
o] 719¢] ESG 49&sS AAlshe Ag T8 AZst
A9 ESG 7925 AlFe] 7] A< Aol gl
the AL Yol 4= AATH(Park & Han 2021). T 413
Aol 7}7:‘01 ZH|Rpe] ) SJAL AR ol Fagh
84US & 4 AtH(Campbell 2007; Jeong & Kim 2019)
hzbA %1715 MR} 71 W Sl oo Fd
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