’i) Check for updates

ISSN 1229-8565 (print) ISSN 2287-5190 (on-line)
S| G AL A 3et 3] ] 37(2): 259~272, 2026
Korean ] Community Living Sci ~ 37(2): 259~272, 2026
http://doi.org/10.7856/kicls.2026.37.2.259

A 43 87 A7) BEze|AlE] et
Au Foo)Eo] uA: e
 2nlR e s

¥za-g20"

ARt Bgelat sy - et At 24

The Effect of Product Attributes and Green Value of
Pre-made Foods on Purchase Intention
: The Mediating Effect of Consumer Attitude

Jixiang Zhang - Soye You'®
Ph.D. Student, Dept. of Business Administration, Jeonbuk National University, Jeonju, Korea
Professor, Dept. of Business Administration, Jeonbuk National University, Jeonju, Korea"

ABSTRACT

The market for pre-made foods has been growing rapidly due to the rise in single-person
households and the spread of convenience food consumption trends, making it strategically
crucial to understand consumer purchasing behavior. Accordingly, this study analyzed the
effects of product attributes (taste, packaging, convenience) and the green value of pre-made
foods on purchase intention, as well as the mediating effect of consumer attitude. The
data were collected via online surveys on a Chinese research platform, and 306 Chinese
responses were used in the final analysis. The results of this study were as follows: First,
all product attributes of pre-made foods were identified as factors that significantly and
positively influence consumer attitude. Second, taste and convenience were identified as
factors influencing purchase intention, while packaging and green value were not. Third,
consumer attitude was identified as a direct factor influencing purchase intention and as
a mediator of the relationships between product attributes and both green value and purchase
intention. From the results, strategic implications for revitalizing the pre-made food market
can be derived, and useful information can be provided to the food industry and policymakers.
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Table 1. Individual characteristics of respondents (N=306)
Variable Frequency(%) Variable Frequency (%)
Gender Male 166(54.2) Monthly Less than 5,000 74(24.2)
Female 140(45.8) average  5,000-less than 10,000 122(39.9)
20’s 89(29.1) household  Less than 10,000-20,000 78(25.5)
Age 30°s 87(28.4) income Less than 20,000-30,000 21( 6.9)
40's 98(32.0) (CNY) over 30,000 11( 3.6)
50 and older 32(10.5)  Number of Within 1 week 52(17.0)
Company employee 54(17.6) pre-made ~ Within 1 month 88(28.8)
Company management position 34(11.1) fOOd; d Within half a year 93(30.4)

purcnase H

Self-employed 72(23.5) Never bought it. 73(23.9)
Job il S Pubi _ ( Way of Friends 104(34.0)
ivil Servant/Public Enterprise 29( 9.5) pre-made  Advertisement 116(37.9)
Freelancer 96(31.4) foods Internet media 69(22.5)
Student 21( 6.9) acquisition  Never heard of it 17( 5.6)

7+ 7% Aol gt st A=A, o= o
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Table 2. Measurements of constructs

Variables Measurement items Reference

TAS1: Taste is a major factor influencing consumers' food choices.

TAS2: Pre~made foods additives, and colorings may be added to prepared .
Wumaierjiang

et al. (2024)

Taste dishes for long—term preservation and good taste.

TAS3: Pre—made foods are often rich in carbohydrates, vitamins, protein,
and fat, which enhance the flavor.

PACI: Food packaging is crucial for maintaining the quality and safety of

pre-made foods throughout the supply chain.

Pre-mad Wumaieri
f(fz d;na ¢ Package PAC2: The packaging of the pre-made foods must be attractive. etu;nal(zr(];;il)g

attributes PAC3: Packaging has a positive effect on perceived risk, which helps

increase the intention to purchase pre-made food products.

CONI1: T think that pre-made foods have brought convenience to our
eating and drinking.
CON2: Convenience and practicality are important reasons for choosing ~ Wumaierjiang
pre-made foods. et al. (2024)
CON3: The convenience of pre—made foods is reflected not only in the
way they are consumed but also in the easy—to—open packaging.

Convenience

GV1: Pre-made foods are more likely to succeed in protecting the
environment.
GV2: Pre-made foods are likely to solidify awareness of environmental
issues. Wang et
Green value . . .
GV3: Pre-made foods are more likely to gain a good reputation in the al.(2025)

environmental field.

GV4: By using pre—made foods, I can show my interest in environmental

protection.
ATT1: Buying pre—made foods will bring me good results.
. . . . Lee & Kim
Attitude ATT2: Buying pre—made foods is very good. (2000)
ATT3: I am very favorable toward the act of buying pre-made foods.
PI1: T will try to buy pre-made foods.
) . PI2: T plan to use pre—made foods more actively in the future. Lee & Kim
Purchase intention
PI3: It is worth recommending pre-made foods to those around you as (2000
well.
PG £8P @ oK AR o] 3 e
St Davis et al. 1989). ZHAZEAZo] 8] AHRP} X|zhele A=

éﬂ%’_—‘%ﬁa%% A Aol Al etz Al=ge] 3
HSE 5e 2 AFY 540 9A A5t e 9 EAsl7] 9l 2 ATe AA,
223519 uq RE J=o HAE(Likert) 58 =p sl ‘g Tetshr] S8 HiedAde 5
T(148=-5 187 g}, 53=m}% IFthE & F3IAUTKSPSS 26.0). B4, SH=T2] efgdAln
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7Hd HSZ Aol 2784 EPJ(SEM) &4
FYSHATHAMOS 26.0). vRA|EtoZ A&
g 33 7RxeF 1o 9 7ke] TA o)A HW
B o] viZEIE EA5HITHAMOS 26.0). °1&
SEl HE/;EEHI‘](BootStrapping, 5,0003] ¥t
5 95% AlF4a)E olgstalon, HolR Al
ﬂ:rLZ_}(Bias—corrected Confidence Interval) W
o] 0o] =3=R] U=A1E FRlste] vi7jazte] &
A FAdE HFH o2 JHSIATHBae 2021).

O_L. mlo

[m

Iv. 23 9 33

1. TAVHGOl Bl Mz BN H)
T4 BARAS 9% BuE el

4g % A7 & 679 RAGE 24, Wel,

Table 3. The results of confirmatory factor analysis

)\

tm

g 7H, ", Frel)e] =EEI. ol

o= ‘E‘*;—’Fﬂ SHEFA HSS fal &1y 99l
E4E 49435t A3HTable 3) A7t ¥t A

oF(x* /df:2.145, 5u]9h), RMSEA=0.061, 0.08
o]gt, GFI=0.912, CFI=0.952, TLI=0.941, SRMR=
0.052) Uehgtth. 803847 0.745~0.895, &
A AFEZ(C.R)E= 0.824~0.913% UrERton,
BFEASEEZHAVE) S 0.610~0.764§ UERY
24 239 AFEHEEE gEsHFornell
& Larcker 1981). T3t Lfgﬂ saAd &
A ARE SRIT A, S EFEYVIF 3ol
1.496~2.564% Uehd ths34449 A o
L Aoz wosiirt.
tho& 7b wigof gt

=]
=
7] Slol JBARAL Fof W 2 A 9

Measurement

Primary factor tems Load value VIF Cronbach’s alpha  AVE CR

TAS1 0.812 1.854

Taste TAS2 0.864 2.012 0.884 0.721 0.886
TAS3 0.871 2.145
PAC1 0.785 1.542

Package PAC2 0.811 1.678 0.821 0.610 0.824
PAC3 0.745 1.496
CON1 0.824 1.724

Convenience CON2 0.841 1.831 0.856 0.672 0.860
CON3 0.745 1.655
GV1 0.835 2.214

Green value avz 0.572 2451 0.912 0.725 0.913
GV3 0.845 2.308
GVv4 0.843 2.187
ATT1 0.861 2.056

Attitude ATT2 0.882 2.314 0.897 0.748 0.899
ATT3 0.851 1.987
PI1 0.874 2.247

Purchase intention  PI2 0.895 2.564 0.905 0.764 0.907
PI3 0.853 2.013

* /df=2.145, RMSEA=0.061, GFI=0.912, CFI=0.952, TLI=0.945, SRMR=0.052
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Table 4. Results of correlations of the constructs

1 2 3 4 5 6
Taste 0.849
Package 0.421 0.781
Convenience 0.512 0.385 0.820
Green value 0.486 0.412 0.433 0.851
Attitude 0.534 0.392 0.505 0.598 0.865
Purchase intention 0.472 0.354 0.481 0.511 0.712 0.847

Note. diagonal: v AVE, below the diagonal: Fornell-Larcker Criterion

< AASHHHTable 4). 2423 2 HeE9
‘FATEo] AVE Al Brh WA yEh Hae
59w Aol gEE ZAog wdsih

2. F1EE A
2 A7oIAdE PR A

ojoleg vhetslr] gia) TxE4

Yot RHTable 5). AA, 7Hd 114 AA|

AE $40) 319 2SI A% HE 2]
AE AS 27, 9H8=0.312, p<0.001), Z(B=
0.205, p<0.001), H2J(8=0.245, p<0.001)

o

= 2l B o 3D FFL o

e Aoz et oleld Ak 4B %,

27, Hodo] AnjAke] ARl B B/l o
AAQl APYQRAE AAgHMalekpour et al.

2022)9] At dAok= AdE EQlth EA,

Table 5. The results of testing the hypotheses

7 719 2R HE 7] BAES AAS 7F
d 25 ASe 2n &4 7HA(8=0.388, p<
0.001)= &8A}; Hzof FoloHAl H(+H)9] FTF=
F= Z0F Uyt o= o gk &Mt
7H7 245 B ARl s 394Q1 HEE
BT AY A9 st Yok Aol
THPrakash et al. 2019). AA], AAE AE &
/39] sk9] 2ST FujolE 7Ho] IAE ARt
74 39 HZ A3}, 9K(8=0.185, p<0.05)7 H
9]/4(8=0.158, p<0.05) F+ax=o] Fot
FE A= AR YERgou EZAK(B=0.102,
p=0.134)2 Fufol=o] folotA] gk Ao & 1
Efeh WA, 7Hd 49] 87 719 o=
BAE FsHA] F2 Aoz YERFTHE=0.081,
p=0.280). °l2|§t A= 2FQAT} &4 714
7b Fajojzol] 2 G ARl FFE FU|HTE H

Hypothesis Path Estimate Standard error t-value P-value Decision
H1-1 Taste — Attitude 0.312 0.052 6.00 R Support
H1-2 Packaging — Attitude 0.205 0.048 427 ek Support
H1-3 Convenience — Attitude 0.245 0.045 5.44 ek Support
H2 Green value — Attitude 0.388 0.051 7.61 ek Support
H3-1 Taste — Purchase intention 0.185 0.072 2.57 0.010 Support
H3-2 Packaging — Purchase intention 0.102 0.068 1.50 0.134  Not supported
H3-3 Convenience — Purchase intention 0.158 0.070 2.26 0.024 Support
H4 Green value — Purchase intention 0.081 0.075 1.08 0.280  Not supported
H5 Attitude — Purchase intention 0.259 0.053 4.89 R Support
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Table 6. The results of the mediating effect

Hypothesis Path B Standard t—value 93%confidence interval Decision
error lower limit upper limit

H6-1 Taste — Attitude — Purchase intention 0.081 0.022  3.68 0.035 0.128  Support

H6-2 Packaging — Attitude — Purchase intention 0.053 0.018  2.94 0.022 0.095  Support

H6-3 Convenience — Attitude — Purchase intention 0.063 0.020  3.15 0.028 0.112  Support

H6-4 Green value — Attitude — Purchase intention 0.101  0.028  3.61 0.061 0.155  Support

E AA HFAH R FIFE e A Yulsh,
ojfet Ade AYPAFY Ao FetHEoh
(Charton et al. 2020). THiA], 4&HB]A} Bl
TS &= (8=0.259, p<0.001)°l F-SJstA F(+H)<]
FFS = A= Y 7HE 5+ AR =
ol AH[ARY] T oHQl HiE=7} FujojERE o]
= 7P ARt 57192 ARE AgE 3ol
E(TPB)S &Rsk= 2d¥etal & 4= UrkAjzen
1991).

upAg o g ZHAREAIFO] High AR A
S0, 27, Hoy), ¥4 7HXe e
1o} A4 AR} B o] uiZjaTs £Ast
AtHTable 6). WA, BH0.035, 0.128], =Z%
[0.022, 0.095], ©J4(0.028, 0.112]3} o]
T 7] FAOA ABAF B o] izl E T} -9
gt 2o g Yttt o= AEY 94 - 754
&/do] ABRRE stolg o9l HEE FAst
Al sto] Q=R AAH = A QnlstH, H
7t &4 B Q= AtoloflA wiZfE AT o
oo AARE Ato] FlE= Arto|tKudeshia
& Kumar 2017). &, &4 20258 g} #HY
A2 Fajelkof AHAQl ¥ v FAlN
2HIA HEE S Ao EE ¥ HA=
SR 249 Bee AR HiEE b
N2 st A =Rto] fostA vy dHi7l o
4 Skl USS skt =S o 7HA|

(0.061, 0.155]2 Fufi2j%= 7ke] AAI A=

N i

¢

2BAF O] v avhs ot Ao® yER
o 24 7HAY] A9 ezl viAlE ARE ]
FF2 Fo5HA] Rkt H=E T A
= FYoHAl vet AgPAFolM(Wang et al.
2022)9} o] 2:HA Hi&rt S HgS 5t

I S EASIAH.
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