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C—-end consumers’ behavior of buying prepared dish and
its influencing factors

ZHANG Xuezhen, XIANG Zhaoyang"
(College of Economics and Management, Huazhong Agricultural University, Wuhan 430070, China)

Abstract The aims of this study were to grasp the real feelings and needs of C-end consumers of prepared
dishes and explore the practical path for the effective docking of prepared dishes to the market. Based on
810 survey data, the characteristics of the purchasing behavior of C-end consumers of prepared dishes
were systemically summarized, and a model of the influencing factors of the C-end consumers” willingness
to purchase prepared dishes based on the theory of consumer value was constructed. The results show
that: 1) The C-end market of prepared dishes has great potential for development, and the main
consumers are women, working consumers, and mainly middle-aged and young people, highly educated
people, and busy groups; 2) The C-end consumers” motivation for purchasing prepared dishes, category
preference, purchasing channels, consumption scenarios, and product information preference show
significant differences; 3) Perceived quality value, perceived emotional value, and perceived convenience
value have a significant positive effect on the willingness to buy prepared dishes, while perceived social
value has a significant positive effect. Among which, the perceived convenience value has a significant
positive effect on the willingness to buy prepared dishes, the perceived social value has a significant
positive effect. positively, and the perceived social value negatively affects the purchase intention of C-end
consumers. Finally, this study puts forward marketing suggestions such as broadening product lines and

implementing differentiated product promotion strategies for prepared dish enterprises.
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Table 1 Classification of prepared dishes
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Table 2 Main variable and measurement item

Sk TR EL

T AL PURIIRES

Latent variable Observational variable

)k R

Measurement item

S B 1
S A R 2
S R A3

S 5

Perceived quality value

T S BT R 4, R AT AR
T 3 X0 f R 2, IR 4 A 2
LB 2 08T PEi SUPSS NIl E ST N

AL 2 1

WAy K 5 ] 3 BE 6 72 W0 3 0B SR RS 0N B I 98 0 &

Eg /K\ L i 3% — N ¥ /\‘W%f’l*,z\“—'ﬁ e Ay > N VL
'ﬁ]?-i ffl‘ﬁ% KA 2 i 2 ?J%'Jmm ,I?TEJ(I*J B, Wy ST 3R BE S L IR A AL
Perceived social value A B A5
B &M 3 Wy S 750 361 32 AE 0% 38 Al 6 3R 6948 BT A
A AN H 1 T 5% BE 08 4 v 3R A AR KO il 3R AR i 2 R
TR AN ~ ~ e a1 . . .
. . TR AN 1H 2 00 3% L0 TR A 50 5 AT SR R 5 3R S e
Perceived emotional value
RSN AN 1H 3 00 3% 8 08 25 TR AE S MU ) A KR T i R AN KRR
T ELDR E AL L L RN A PSR I
R 1 fﬁ%ﬁﬁfﬁﬂfmﬁf W HBERES TEEEEM P,
TR 1 04 i A R
Perceived convenience value RN FE AN E 2 ol FH 036 S T LA AR AU A o R, R TR U0 O R
BB EEN(H 3 i 00 4 3% AT DA RIS VR S T M
W KR8 I 1 A T I B I T S A5 I 3K

Willingness to buy

=2

F F
i
& o

J& 3

e JE T 5 OF B T 3 L O WU S A
e S T 1 D A A 3K TR S

3.3 HARHEKE

AW 5T K F Credamo W87 2k 7] % °F & dE 17
B o B R T L 300 £ 07 4 7 4R R
AR TS T AN E DX A7l RN AR R B £ Je Ak T B
BRI LR AR R B — ALY A BT
% firp 5 R M DL, B R AR AF 5 AR X A T L L S M
B 90441 ST BRAT MR . BRI F AR AT T
WG 56 0] 45 &, & TRt Ta) o 2023 424 H 29 H—5 H
20 H . 5 —% 3 K% A 600 453 ) %, Horp 17 ke AR
(149 1 285 Bsf 18] 20 1 308, 15 17 AS 19 A ) 3 6 2t 22
WIBR TR 4 o A3 5] 568 Iy A sk . 55 Itk
13 2803 0] 45 , S 11 A /228 B[] 2 T 30s MY AR A I
27 1 AH TR) 0 18 £ 22 Y REAS Ji5 L 15 31 242 0 41 25 7]
B AR BT R 8104y, A ACRIBE T 92.05% .
BEAN , R PR UE W 58 0 e B M AR BE SR E 2 I E IS
) 4 22 B HEAT T I S8 0 S AT Sy 1) SR 0 K 4
7R 99. 7500 W Bl A kI SR SR A T, X —
g5 FH O T AR 53 68 0% A0 X 4 10 b 2 e Y i T
ST B DL

4 SKIEERS5HH
4.1 BARFIHEHIES R

3PN TREARGTHRRAE 0BT o D BI 2544 1
I RER, Lok 2 BEAR (64. 69 %) I = T 8 1k 91 2%
FEAAR(35.31%0) o DA T 311 2% BF 1R 04 4F % 43 A 1
WEH AR EEN T, 21~30 % LK 31~40 % 4
W% B 2 A B, 4 ol 46.30% LA K&
39.88% , ML Z T ,20% K LAF 41~50 % . 51~60
UL R 60 % LA b I S B AT 10% .
AT 2 B REAR 2 DS O LA AR LA
B 152 R KO AR T 0 2 b Ik
71.36% WS AE K UL 2= Ty I 2 3 15.43%,
MHZT, LR LT 205 1 9% & i BEEAIG R
H13.21% o WHE 23 A 1E B b, 4 2 3 A7 4
b FA5RE A A 7 B, 7 B Rk 51, 98 %6, T AT Bl
BN BRI A B A G T 17,410 B 14,07 %,
5 2ZM AR P RURL B T o5 bR R R AR, A 7R
5% LAF o S b BTG H WA E 0 43 A & B, T



184 0 LN ES I Y NS S 4

2024 4F 55 29 %

R3 BAREIHHFEST

Table 3 Analysis of sample statistical characteristics

i 3 F= 250 2 IR T AR I, T2 20 A A
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Variable Measurement item Sample size Percentage
el 5% 286 35.31
Gender i 524 64. 69
<20 % 23 2.84
21~30 % 375 46. 30
E8 G 31~40 % 323 39. 88
Age 41~50 % 52 6.42
51~60 % 34 4.20
60 % LI I+ 3 0. 37
F LR 32 3.95
e LR 75 9.26
Education N 578 71.36
W5 A e LA b 125 15.43
N ASE 421 51.98
AE N F 38 4.69
Y. 17 Bk B N B 141 17.41
Occupation Ak 31 3.83
B 114 14.07
HoAte 65 8.02
<5000 75 59 7.28
FEEH A 5 001~10 000 JG 172 21.23
Family monthly 10 001~15 000 7T 203 25.06
earning 15 001~20 000 Jt 182 22.47
20 000 G KA I 194 23.95
s it L KL 1~2 A 95 11.73
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5~6 A\ 186 22.96
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<16 % M # 1 481 59.38
FR IR AT (228D =604 e A 293 36.17
Special population Ry | 10 1.23
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Note: Number of sample is 810. The same below.
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Table 4 Analysis of basic characteristics of consumers’ consumption behavior of prepared dishes
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Variable Measurement item Sample size Percentage
T ] % ) S AR G CRRLEE D .
T W 3K 3t 9 3 7=
Prepared food i 810 99.75
(EEM, HEs Eam Ea R
purchase status
(Single choice) A W S 35 2 0.25
B £ il i 3 689 85.06
) 3K 450 2 53 ( 22 358 )
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Breakdown of purchases o "
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R E il 1 S 568 70.12
e, W A IR 357 44.07
W S JR R (£ 9 il VE J7 R PR EE , 45 1 45 745 91.98
Reason for purchase BMEBYS, SR FEE 439 54.20
(Multiple choices) RKEE, DKL o0, ol PR 628 77.53
AN 2% 3 ORT B, R KR A R 487 60.12
RANYG 255 31.48
WS B E (2 ) T AE 658 81.23
Purchase channel i 2% % 32 0% 452 55. 80
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FKHMEIE 2 2 EKEFERWT 5 600 74.07
1R/ 91 11.23
W 3K B 2 L) 2/ A 256 31.60
Purchase frequency 3w/ 267 32.96
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IEA4R (AR P48 /D 630 77.78
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TR (2 UNGES Y 421 51.98
Edible scenarios TR B Pk FAT ) 376 46.42
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i L 44 B 520 64. 20
i #% 488 60. 25
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Information preference
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7 it i B B3R D e e . .
A0 3L /520 R B T T 3 A AR B R S 186 22.96
Product preferences et .
(Single choice) HN S/ N TR 3R B 1 T A BB T SR 221 27.28
Single choice e L . = e
A S/ SN e T ) T 3 R R S 285 35.19
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4.3 HEEMHEWMIEEREZHERKIE
4.3.1 T EREMHLGIHFE

Sk DR UE RE AR BUOCHE 09 1E B 1 FR A B e
o 3 AW I REAR B R AT A IEAS ST . HERS
AL, & AR B o R 278 5~6, IR L RE %
I W AR YR 9 X G2 AR A SRR T S (EL
BIAE A8 DL BOKF o Ak, SR FH e B 0 B R 4 A
N St AT A TE S PR AT R IR . BT AT, 25 A N
1) i S 2 XA 3 LAIN e B AR A2 X ELTE S AN

£S5 HRAFHRESHRESER

Table 5 Describes the statistics and normality test results

A5 RSN s 1 22 i & 953 G HE G bR ik 22
Variable Average value SD Skewness Kurtosis Total average Total SD
AT BT E 1 5.428 0.936 —0. 740 1.335
JECHT BT E 2 5. 368 1.257 —0.731 0.296 5.455 1.127
JEHL BT M 1E 3 5. 569 1.156 —1.216 2.017
BonAt e 1 6.117 0.824 —0.924 1.656
B 2 1E 2 5.615 1.129 —1.138 1.812 5. 905 1. 066
B AL S A 3 5.983 0. 865 —0.736 0. 699
SR A E 1 5. 859 1. 059 —1.336 2.788
TR A E 2 5. 700 1.062 —1.056 1.626 5. 800 0.972
TR A E 3 5.842 1.072 —1.565 3. 862
R SE A E 1 6.167 0.837 —1.324 4.149
TR 1 2 6.153 0. 807 —1.063 2.528 5.977 0.987
AR B A 1H 3 5.612 1.173 —1.143 1.515
W 3K AR 1 5.673 0.861 —0.503 0.573
T 3K = 2 5.741 1.088 —1.048 1.754 5.794 0.944
W 3K 7 3 5.968 0.839 —0.620 0.553
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PRI I AT L i5E B 4% 1 0 e A0 5 A 38 R G L S 5 3.250, RMSEA (IR 2 J57#) /0. 053, H GFI.

Ao AGFET 4 %} 814 15 b FUAH X LS 35 bR 358 7 0.9
4.3.2 B EEEEAE VL EBIIE K. R, 286 b & e 25 8 n] L)

B B 0045 48 BOR S AR R A A R B A UL, TR Y R IO E R A, BIF TSR LA B T
RSy . MR A, CMIN/DF( R HH L) HF.

Fx6 BAUEBEMEKRE
Table 6 Model fit test

T 48 bR 2 7% i i S2 bR UG 1E B G
Evaluation indicators Reference standard Actual fitted value ~ Model fit degree
7t H i CMIN/DF <BHAE R, <58 G458 3. 250 &
LR 2% )7 RMSEA <0.05 & R, <<0.08 4 & & H 0.053 il
P& 8 B 8 8 GFT >0.9 M1k, >0.8 A% 0.954 75
& 1E L& 40 B 5 5 AGFI >0.9 m,>0.8 0] % 0.931 55
a7 204 A 1L B2 46 % PGFI >0.5 0 %% 0. 644 LI T
FLIE L5 45 3 NFI >0.9 M1, >0. 8 #3%Z 0.913 7
HE 4G 48 B TFT >0. 907, >0.8 N R 0.938 %
A LG LA 5 4 TLI >0.9 AT, >0.8 N EUIf 0.919 i 75
L 34 5 41 CF1 >0.9 A F,>0.8 M R 0.937 k75
4.3.3 ZEAXEAE Bras MR N — Bk, R7IIR T2 RD

AP LR REERR TR, FEMBAERE SR M, 8E KN

RT KWHEMEMASEERET

Table7 Tests of convergent validity and combinatorial reliability

B R A 2 fif Dy GRS RE AR R AL 4415 B
Path relation Factor loading AVE Cronbach’s a CR
JERH T M (1< SRR A 0.735
SRR 5 T M (L 2 SR 5 5 A 0.871 0.637 0.715 0.840
JECAT BT (B 3<% A (. 0.783
BRGNS M 1< Bt S M E 0.780
SN 20 2 I AL 2 0 0.696 0.561 0.719 0.793
B AL 2 M (i 3SR Ak & 0 i 0.768
TR A 1~ R 1 TR A (. 0.781
TR I A 2 1 A M 0.802 0.594 0.719 0.814
JECHTH JEAN (E 3<% 1 A (H 0.728
TR B A 0 1~ R0 A [ 0.734
SRS BE A (. 2S8R0 18 $E 40 1 0.737 0.521 0.664 0.766
JEHN A A (8 3 I 0 i 8 1 (E 0.695
MWy S 75 JRE 1~ 3K 75 J 0.624
T ST 7 B 2T 3K 3 IR 0.787 0.538 0.672 0.776
WA S B T 3=l K 3 0.778
Ao R AF K 0.859
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Cronbach’s o« fE i 0. 859, .4~ ¥ 7F & Cronbach’
s affE0.664~0.719, ¥t T 0.6, K & £
15 BE 3K 3 AT 452 320K OF o 7E 5 3R AT B Ik B A %
P/ G117 S L Sl S O P P O i e 12
JE WSRO AL A 5 BE(CCRY o AT, 4% 7% &
() BT A7 D A 0 ) D BT AE 0.5 DL L A
AEE(CRMEYAE 0.7 L b, 3 5 22 3h B &
(AVE) ¥ 7 0.5 DL b, & W] & & 19 i 80 8% B
L SO

4.3.4 BABBEXRZMEAE

F IR TR AR R I 25 R, LR B4R R
P 1R o MR AR B0 45 R v R SR8
=0. 581, P<C0.01) B A B (8=0. 334, P
0. 05) JEHMEHEME (8=0. 642, P<C0. 01) 34 % i il
NG SR SR AT 3 Y AE 52 s 1 R 3 DA K
B 415 B BIE o 1 R AL S E (3= — 0. 386, P
<20. 05 WX 9 ] S W 3 25 S 2 A Wk 25 1 97 1) B2
XSGR B AR BT, R BR 2 R A B IIE

*8 RAREXABRIKVEER
Table 8 Test results of model path relationship hypothesis

i HE 1k 2 2K
4 , o . 5 W 5 1)
1E 1 B8 4% Standardized 5 ifi 1R T1E 2k
o Influence
Path estimation SE T value o Result
- direction
coefficient
) SE 2 JE < SRR o T .
- e , 581" 0.161  3.610 i ¥
Willingness to buy<—Perceived quality value
W) ST 3 < O AL 2 fH .
- =00 _ —0.386" 0.176  —2.193 1] AR 4%
Willingness to buy<—Perceived social value
WAy I T8 i < R A S
- ! . _ 0.334" 0.169 1.975 iF 1] B
Willingness to buy<—Perceived emotional value
WAy I i < R B A L
0.642" 0.157 4.092 1E [ X

Willingness to buy<—Perceived convenience value

AN TN A

0.78

0.78

AT AN L
AN (2

0.80

SRR (3 (40 5

TR ]
0.74

TETEE i (12

R T 715 14~

@it

T

0.70
T s g ¢ 0.58 @
EARLA O 14 0‘1| s

WAy 3K T B

OO

Bl ZMATEREXRAKRBER

Fig. 1 Test results of structural equation path relation
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W 3K T S A 0 4 R AT — R S B
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B e, NTH 2 3 i 5 e 3K U TR K fF B REU =
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