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Abstract

Meal Kit has been one of the meal deliveries services that is well accepted by European
countries such as Switzerland, Germany, and Denmark, and also in the United States of
America too. The demand for the service has been rising for years since it was introduced.
Thus, this research aims to determine the meal kit's perceived value and purchase intention
during the MCO in Klang Valley, Malaysia. By using a quantitative approach, this study was
conducted by sending out a questionnaire to the potential meal kit users in Klang Valley,
Malaysia to understand their possible intention to purchase the product based on their view
on the meal kit attributes, with a mediating role of perceived value. The research was
analysed through SPSS analysis of the dataset for descriptive and multiple linear regression
analysis once the data collection was fulfilled. The findings show that half of the objectives
were met while the other two were partially achieved. Some of the findings in this study show
a different pattern of results compared to previous findings regarding the factors that affect
the perceived value and purchase intention. Hence, the research on meal kits in the setting
of Malaysia is still far from being fully explored. There can be many more other factors that
can impact a consumer’s purchase intention and there are also many areas that future
researchers can still study to help the industry practitioners.

Keywords: Meal Kit, MCO, Purchase Intention, Perceived Value

Introduction

Meal kit was invented by a Swedish, Kicki Theander in 2007 and was first
called Middagsfrid translated in English as “Dinner Peace”. It did not just stop there, the
expansion of meal kit service got great acceptance in the United States and by 2017, the meal
kit delivery services industry attracted a lot of attention with accelerating $1.5 billion markets
while enticing venture capital firms to back start-ups in this new marketplace (Goldman Sachs
2017 Market Report, as cited in Mailloux, 2017). Only recently, Malaysia has had companies
mushrooming in investing towards this service and it keeps on growing, especially during the
Covid-19 outbreak Movement Control Order (MCO) such as Myburgerlab, BoxAhead, Chef up,
The Daily Chef, SedapTV Meal Kit and according to the researcher’s observation, these are
some of the numbers of meal kit services and products available are within the year of 2020
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until 2021 which was the years MCO was implemented. Even though meal kit delivery starts,
ups are not exactly considered newcomers in Malaysia, the attempt to make this service
accepted and working years ago is quite a struggle to some business owners and causes the
business to either pivot or shut down for good (Yu, 2020). However, during the MCO many
people got their events and business in limbo and had nothing but time to kill at home. Hence,
they attempted to replicate their favourite restaurant meals, which is how meal kits became
a hit (Sekaran, 2020).

Table 1
List of Meal Kit Services in Klang Valley
Year Before 2020 2020 2021
Meal Kit Provider Urban Stove myBurgerLab SedapTV
Fooddit Tealive A Pie Thing
OhMyGrocer Mykori Bonjuk & Lunch Box
Chef Up The Daily Chefs Cafe
BoxAhead Chef Wan Cafe

Yum Bridge Noodle Little People Cafe
Super Saigon — pho MyeonDong Toppoki

Mak’s Chee | Rebel Pasta
Authentic Wonton Old Western Cowboy
VCR Steakhouse

Botanica + Co The Foodsmith
Entier Company

Kanteen Staple Dough

Little People Pandamart Meal Kit
Char Line

(Koh, 2019; Lee, 2020; Goh, 2021; Tan, 2021; Places Malaysia, 2021)

Over the past few decades, researchers have discussed the link between perceived value and
buying intention, which enhance overall customer satisfaction (Canny, 2014). Consumers
have different preferences and priorities when choosing the food they want (Cho et al., 2018).
Few researchers agreed on customers’ value can be formulated through the specific search
of information, safety, and experience attributes, perceptions about product quality,
favorable, quality image, sustainability, price, convenience, taste, and security (Ali et al., 2010;
Perrea et al., 2017; Spinks and Bose, 2002; Suryadi et al., 2018). Meanwhile, others emphasize
the product's safety, nutrition, and health benefits (Brunso et al., 2002; Sanlier & Karakus,
2010; Darian & Tucci, 2011; Nguyen et al., 2015). Other than that, perceived value is also
obtained through good advertising from a company (Chi et al., 2011). This current study is
meant to focus on some of these attributes, including price, product quality, service quality,
convenience, and advertisement, and discuss it relation between customers' perceived value.
According to Elongoe (2020), the lockdown and restriction movement control order had given
impact on Malaysian mental health. It can be draining and stressful to be cooped in a confined
space while receiving bad news through the media about the current situation caused by the
pandemic. Some lose their jobs and family members during the pandemic. Besides that,
purchase intention also had a very close relation caused by perceived value. Many researchers
agree on consumers’ perceptions of value towards a product can motivate them to purchase
it (Kim & Han, 2008; Jang, 2015; Yang et al., 1997). On the other hand, past research classified
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perceived value as the indication of customers’ buying decisions (Groth, 2001; Jang, 2015;
Monroe, 1990; Zeithaml, 1988). Nevertheless, since the acceptance towards meal kits in
Malaysia just got higher through the MCO period, this study is meant to fill in the gap on
understanding the meal kit business opportunity through customers’ perceived value on meal
kits attributes and purchase intention in the setting of Klang Valley, Malaysia.

The MCO was executed and uplifted a few times in Malaysia as a way to encounter the rising
numbers of cases. The first MCO was implemented on 18th March until 3rd May of 2020 with
four phases and the second MCO was on January 2021 for the majority of states in Malaysia
and the third MCO was from the 11th of June 2021 until 28th June 2021. Each MCO has almost
the same rules of restriction regarding dining in. However, in between the MCOs, Malaysian
were allowed to dine in (Hussin et al., 2022; Kamarudin et al., 2021). According to a study
made by a local brand for gourmet burgers in Selangor and Kuala Lumpur, Malaysia,
MyBurgerLab (2020), the situation before and after the MCO among restaurateur are
changing. Before MCO, the ratio of dine-in vs delivery service needed in a restaurant was
80:20. However, since the SOP still allow restaurants to operate with restricted numbers of
customer, they are now looking at the ratio of 20:80 instead. They depended on the third-
party delivery service much more than serving the customers in the restaurant as before
because they could not flip the business model overnight and make their delivery fleet
without proper budgeting. This situation had caused them to have slim margins and need to
hit a high target of volume or in order to have a breakeven.

Meal kit services can influence consumers in terms of food behavior, diets, and, subsequently,
population health as their popularity grows (Moores et al., 2020). While the Covid-19
pandemic has forced everyone to live in the new normal where we prioritize our safety by
staying home and having the food delivered from our favorite restaurant or having the
takeaways and drive-thru, Sekaran (2020) stated that there is no amount of food delivery in
plastic containers or brown paper bags can give us the same feeling or taste of dining at a
fancy restaurant as before. Furthermore, this service also allows the beginner to have a good
starting place to know what to cook or how to portion ingredients and it also helps them skip
grocery shopping, especially during this pandemic (Tan, 2021). The increasing numbers of
meal kit services providers and consumers in Malaysia rise the need for a proper study
regarding this matter.

Over the past few decades, researchers have discussed the link between perceived value and
buying intention, which enhance overall customer satisfaction (Canny, 2014). Consumers
have different preferences and priorities when choosing the food they want (Cho et al., 2018).
Few researchers agreed on customers’ value can be formulated through the specific search
of information, safety, and experience attributes, perceptions about product quality,
favorable, quality image, sustainability, price, convenience, taste, and security (Ali et al., 2010;
Perrea et al., 2017; Spinks and Bose, 2002; Suryadi et al., 2018). Meanwhile, others emphasize
the product's safety, nutrition, and health benefits (Brunso et al., 2002; Sanlier & Karakus,
2010; Darian & Tucci, 2011; Nguyen et al., 2015). Other than that, perceived value is also
obtained through good advertising from a company (Chi et al., 2011). This current study is
meant to focus on some attributes including price, product quality, service quality,
convenience, and advertisement, and discuss the relation between customers' perceived
value.

Besides that, purchase intention also had a very close relation caused by perceived value.
Many researchers agree on consumers’ perceptions of value towards a product can motivate
them to purchase it (Kim & Han, 2008; Jang, 2015; Yang & Peterson; Woodruf, 1997). On the
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other hand, past research classified perceived value as the indication of customers’ buying
decisions (Groth, 2001; Jang, 2015; Monroe, 1990; Zeithaml, 1988). Nevertheless, since the
acceptance towards meal kits in Malaysia just got higher through the MCO period, this study
is meant to fill in the gap on understanding the meal kit business opportunity through
customers’ perceived value on meal kits attributes and purchase intention in the setting of
Klang Valley, Malaysia. There are very little numbers of available studies regarding this matter
particularly hence this study is vital to be explored.

As the issues and the gap had been identified in previous sections, this study aims to provide
an understanding on the perceived values of meal kit attributes leading towards the
consumers’ purchase intention on the service in Klang Valley, Malaysia, especially during MCO
since this is the time when meal kit is booming among Food & Beverages companies in
Malaysia. Research objectives 1: To determine the relationship between meal kit attributes
toward customer purchase intention in Klang Valley during the MCO period. Research
objectives 2: To determine the relationship between meal kit attributes toward customer-
perceived values in Klang Valley during the MCO period. Research objectives 3: To determine
the relationship between customer perceived values and meal kit purchase intention in Klang
Valley during MCO period. Research objectives 4: To investigate the role of perceived values
in mediating the relationship between meal kit attributes and purchase intent in Klang Valley
during the MCO period.

Literature Review

Research on the Meal Kit program was discussed previously in developed countries like
Australia, the United Kingdom, the United States, and South Korea. This might be because the
market shares for meal kit subscription services (MKSSs) is growing in developed nations
(Moore et al., 2020). Meal kits are seen as the new wave of meal solutions (Sloan, 2017). Few
researchers found that the reason people choose to subscribe to the meal kit service is that
they do not have much time to prepare the ingredients to cook, however in demand of a
healthy meal (Moores et al., 2020). That is why a meal kit is handy for them. However, since
the pandemic started to spread and shifted the situation we are facing daily, people also are
seeking meal kit service as one of the ways to feel like eating in restaurants without must step
outside as we are restricted from doing so during MCO (Cho et al., 2020). This situation
involved the transformation of consumers’ behavior in dealing with food service (Chow,
2020). Apart from that, as mentioned by Ting and Essau (2021) eating behavior is one of the
things that went through changes during MCO period.

Perceived value for money is a perception that consumers use in evaluating products and
making purchases compared to the actual price of the product or service (Leonnard, 2018).
The lockdown had a tremendous impact on the economy on jobs, income, livelihood, poverty,
hardship, and much more, especially among the vulnerable (Lim, 2020). Every purchase made
matters to everyone during the MCO. Meal kits service is one of the solutions for everyone
to reduce food waste during this crucial time as meal kits provide pre-measured or pre-
proportioned ingredients (Mickanuck, 2020).

According to Peri (2006), quality can be defined as the requirements necessary to satisfy the

needs and expectations of consumers. Quality is seen through many perspectives and
perceived differently for each experience. Wong stated (as cited in Sekaran, 2020), this is the
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way for consumers to travel and enjoy a restaurant-quality meal without leaving the kitchen
at all. Other than that, it was also stated by Jung et al (2022), that consumers seem to prefer
fresh and healthy premium meal kits besides demanding more customized meal Kkit.
Interestingly, when associated with meal kits service, the quality that consumers are looking
forwards does not entirely based on the food quality only. Instead, it also includes the overall
experience of real cooking, while providing delicious food and ease of preparation through
recipe cards and delivery of ingredients (Khan & Sowards, 2018).

Meal kits are highly associated with convenience as their purpose is to solve the modern
struggles associated with cooking dinner and promoted as a bridge between convenience and
scratch cooking but are also marketed as healthy due to their fresh ingredients (Mintel, 2016
(as cited in Cho et al., 2020; Camilleri, 2018). Tan, Tan and Tan (2022) mentioned that after
the pandemic, there is frequency of choosing home-cooking as a way of people avoiding the
risk of infection. Meal Kit cut short the time spent outside which solves the problem of
adapting MCO as the service includes meal planning by providing groceries attached with
recipes that are delivered to consumers' doorsteps after placing the order either through a
website or third-party delivery service (Mickanuck, 2020). Advertisements can be done
conventionally and according to current trends. Some researchers did their study to
investigate which medium is the best for business to reach customers in term of catching their
attention to spend their money on. Firat (2019) focused on the effectiveness of YouTube
advertising value and its effect on purchase intention. The findings prove that irritation
provides negative response effect towards buying intention. However, YouTube has been able
to attract consumers through informativeness and entertainment, and trendiness of
advertisement. Apart from that, another study considered and focused on advertising
endorsers as factor that can influence perceived value on customers’ purchase intention (Chi
et al.,, 2011). The result of the study shows that advertising endorsers have a significant
influence on both perceived value and purchase intention. As Kristersson and Moberg (2021)
stressed how meal kit companies’ revenue stream depends on advertising platforms and
spending more customer acquisition than expected.

Meal Kit Attributes

The meal kit's attributes usually have traits related to consumer perceived value. There are
lists of factors that can impact consumers' perceived value, as stated earlier. Chandrasdasa
(2010) listed some of the attributes she used in her study which include product quality,
service quality, and convenience, along with some other attributes in understanding the
perceived value of meal kits in the United Kingdom. Meanwhile, Barseghian (2019)
emphasizes price and convenience when it comes to aspect that plays an important role to
influence purchase intention besides increasing the perceived value. Other than that,
concerning meal kit attributes influencing perceived value, Chi et al (2011) see advertising
methods can attract consumers' preference on the purchase decision. Based on that, these

five attributes are chosen to be explore in detail to understand Malaysian market of a meal
kit.

Price

Previous studies were done by Boone (2020) regarding the drivers that affect buyers’
purchase intention on meal kits. The study saw price were one of the factors that influenced
the customer to purchase the meal kits offering and it was proven price meal kit does have a
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relationship with buyers’ intention. However, it affects both positively and negatively
depending on the meal kits’ price level. This shows how price reflected the decision-making
whether the purchase is compulsory or shall not be made. It is also shown in a study made by
Cho et al (2020) as the price was proven to have a significant positive effect on the functional
value perceived by the multi-person household group consumers and their buying intentions.

Product Quality

Quality is seen through many perspectives and perceived in different ways for each
experience. Wong stated (as cited in Sekaran, 2020), this is the way for consumers to travel
and enjoy a restaurant-quality meal without leaving the kitchen at all. Other than that, it was
also stated by Jung et al (2022), that consumers seem to prefer fresh and healthy premium
meal kit besides demanding for more customized meal kit. Interestingly, when associated
with meal kits service, the quality that consumers are looking forwards does not entirely
based on the food quality only. Instead, it also includes the overall experience of real cooking
while providing delicious food and ease of preparation through recipe cards and delivery of
ingredients (Khan & Sowards, 2018).

Convenience

Meal kits are highly associated with convenience as their purpose is to solve the modern
struggles associated with cooking dinner and promoted as a bridge between convenience and
scratch cooking but are also marketed as healthy due to their fresh ingredients (Mintel, 2016
(as cited in Cho et al., 2020; Camilleri, 2018). Tan et al (2022) mentioned that after the
pandemic, there is a frequency of choosing home-cooking as a way of people avoiding the risk
of infection. Meal Kit cut short the time spent outside which solves the problem of adapting
MCO as the service includes meal planning by providing groceries attached with recipes and
are delivered to consumers' doorsteps after placing the order either through a website or
third-party delivery service (Mickanuck, 2020). Bittman mentioned (as cited in Severson,
2016) that engaging with meal kits omits the need for shopping and planning, but it is cooking
with convenience.

Advertisement

Advertisement can be done conventionally and according to current trends. Some researchers
did their study to investigate which medium is the best for businesses to reach customers in
term of catching their attention to spend their money on. Firat (2019) focused on the
effectiveness of YouTube advertising value and its effect on purchase intention. The findings
proven that irritation provides negative respond effect towards buying intention. However,
YouTube had been able to attract consumers through in formativeness and entertainment,
and trendiness of advertisement. Apart from that, another study considered and focused on
advertising endorser as factor that can influence perceived value on customers’ purchase
intention (Chi et al., 2011). The result of the study shows that advertising endorsers have a
significant influence on both perceived value and purchase intention. As Kristersson and
Moberg (2021) stressed how meal kit companies’ revenue stream depends on advertising
platforms and spending more on customer acquisition than expected.

Perceived Value

Perceived value has been discussed since a few decades ago. According to Nguyen et al
(2015), some researchers agreed on the definition of perceived value as Zeithaml (1988)
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mentioned as consumers’ overall assessment of product usage based on the perception of
what is received and what is given. However, other researchers found this definition too
narrow hence they created structures or models of multiple values to have a better
understanding of customer preference towards a product (e.g. Kotler & Keller, 2009; Petrick,
2002; Sheth et al., 1991). In later years, Sun (2013) classified perceived value as a
comprehensive evaluation of cost and benefits which can be either tangible or intangible.

Jang (2015) listed out the research done previously and some of the dimensions listed is such
as social value, emotional value, functional value, and more, before choosing behavioral price,
monetary price, emotional response, quality, and reputation as the dimensions to study
perceived value on fast-food restaurant franchises in the United States of America.
Meanwhile, Nguyen et al (2015) also separated the dimension of perceived value into
functional, economic, emotional, and social value to better understand the customer
perceived value of food products in Vietnam. Based on these studies, the current research
will narrow down and choose the only functional value, emotional value, and economical
value to understand whether the perceived value through these dimensions will impact the
purchase intention of meal kits in Klang Valley, especially during MCO.

Purchase Intention

Purchase intention is very much related to perceived value. Values are considered personal
beliefs that people hold on to concerning themselves and the goals they strive for and its
implicit criteria that influence a person in making a judgment (Rokeach, 1968; Rokeach, 1973,
as cited in Sanchez-Fernandez & Iniesta-Bonillo, 2007). It is a personal prediction on the
possibility of future action or the transaction behavior that customers tend to perform after
assessing a product or purchase possibility according to the customers’ response to a product
(Dodds et al., 1991; Manski, 1990; Schiffman & Kanuk, 2000; Spears & Singh, 2004). Even
outside of food-related businesses such as a bank, the perceived value of a product
contributes to intention behavior among customers (Magotra et al., 2018). However, a
purchase intention is a forecast, and the reality is still not guaranteed (Jang, 2015). Morrison
(1979) study had a result of among all the respondents expressing their intention to buy.
According to Toor et al (2017), consumers’ engagement with a product increases the intention
to purchase.

Methodology

The questionnaire was constructed using Google Forms for respondents' convenience to
answer as it is an online self-administrated questionnaire. A pilot study was conducted a
couple of months before the actual survey to test the validity of questionnaire items. The
targeted respondents are among the potential meal kit consumers around Klang Valley,
Malaysia, during MCO. The questionnaires were promoted through social media such as
Instagram, Facebook, Twitter, Telegram, and WhatsApp to reach the consumers. The
guestionnaires introduced the details and the purpose of the study for the respondents to
understand, together with a statement that the participation is voluntary and information is
kept confidential and anonymous.
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Findings

Table 2

Frequency of Gender
Gender Frequency Percent (%)
Male 87 34.8
Female 163 65.2
Total 250 100.0

Based on Table 2 above, we can see that the gender distribution in this study indicated that
females responded to this survey more than males. 65.2% (N=163) of the respondents were
women, meanwhile, only 34.8% (N=87) of the respondents were men. This can show that
female respondents are much easier to approach and responded to surveys distributed
through online mediums compared to male respondents.

Table 3

Frequency of Monthly spending on groceries
Monthly spending on groceries Frequency Percent (%)
Below RM100 11 4.4
RM100-RM199 32 12.8
RM200-RM299 68 27.2
RM300-RM399 50 20.0
RM400-RM499 45 18.0
Above RM500 44 17.6
Total 250 100.0

Table 3 above reported the respondents’ monthly spending on groceries. 27.2% (N=68) of the
respondents spent RM200-RM299 monthly specifically for groceries and followed by RM 300-
RM399with 20% (N=50) of respondents. Next, 18% (N=45) of the respondents spent RM400-
RM499 and 17.6% (N=44) of the respondents spent above RM500 on groceries. 12.8% (N=32)
of the respondents have monthly spending on groceries from RM 100- RM 199. Lastly, only
4.4% (N=11) of the respondents spent less than RM100 on their groceries monthly.

Table 4

Frequency of Occupation
Occupation Frequency Percent (%)
Housewife 15 6.0
Professional 34 13.6
Self-employed 33 13.2
Official/Educator 15 6.0
Student 29 11.6
Corporate Employee 78 31.2
Government Worker 30 12.0
Others 16 6.4
Total 250 100.0

The occupations of respondents were also recorded in the demographic data collection in this
study as presented in Table 4.6. Most of the respondents work as corporate employees with
31.2% (N=78) respondents. This is followed by professional workers’ respondents with 13.6%
(N=34) and self-employed respondents with 13.2% (N=33). 12% (N=30) of the respondents
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came from government workers and 11.6% (N=29) of the respondents were students. Both
official/educator and housewives were among the least respondents with only 6% (N=15)
respondents each. 6.4% (N=16) of the respondents that were listed as ‘others’ occupations
include retirees and unemployed respondents. We can conclude that despite the differences
in working fields and professions, most of the respondents are working people.

Table 5

Frequency of Monthly spending for Dine Out
Monthly spending for Dine In Frequency Percent (%)
Below RM100 21 8.4
RM100-RM199 56 22.4
RM200-RM299 72 28.8
RM300-RM399 57 22.8
RM400-RM499 21 8.4
Above RM500 23 9.2
Total 250 100.0

Besides monthly spending on groceries, the monthly spending on dining out was also reported
in Table 4.9. Out of 250 respondents, only 8.4% (N=21) spent below RM100 and 22.4% (N=56)
spent RM100- RM199 eating out. 28.8% (N=72) of the respondents, had monthly spending for
dining out around RM 200-RM 299. 22.8% (N=57) of the respondents spent RM 300- RM399,
8.4% (N=21) respondents spent RM 400-RM499, and the other 9.2% (N=23) of the
respondents spent above RM500 from their monthly income to dine out.

Multiple Regression

Research Question 1: The first research question for this study is to check whether there is
any relationship between meal kit attributes and customers’ purchase intention in Klang
Valley. The tables below help to present the report on the relationship between the
independent variable and

dependent variable.

Table 6

Research Question 1
Model R R Square Adjusted R Square Std. Error of the Estimate
1 0.8752 0.765 0.761 2.83330

895



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 12, No. 11, 2022, E-ISSN: 2222-6990 © 2022

Table above shows the linear regression computed to discuss how much the independent
variable can explain the dependent variable. The R Square shown was 0.765 which indicated
that the meal kit attributes price, product quality, convenience and advertisement were able
to explain 76.5% of the variance in consumers’ purchase intention.

Research Question 2: The second research question for this study is to check whether there
is any relationship between meal kit attributes and consumers’ perceived value of the product
in Klang Valley. The tables below helped to present the report on the relationship between
the independent variable and mediating variable.

Table 7

Research Question 2
Model R R Square Adjusted R Square Std. Error of the Estimate
1 0.8842 0.782 0.779 0.40231

The R square value in the table above shows that the four meal kit attributes have the ability
to explain 78.2% of the total variance in the mediating variable, perceived value.

Research Question 3: The third research question was is there any relationship between
consumers’ perceived value and their purchase intention on the meal kit product in Klang
Valley during MCO. The tables below helped to present the report on the relationship
between the two variables.

Table 8

Research Question 3
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .884a .782 779 40231

Based on the model summary above, all three dimensions of perceived value can explain
78.2% of the total variant of purchase intention. The three dimensions include functional
value, emotional value, and economical value.

Research Questions 4: The last research question to know is there any mediation effect of
perceived value in between meal kit attributes and their purchase intention on the meal kit
product in Klang Valley during MCO. The figures below helped to illustrate the report on the
relationship between the three variables - independent, mediating, and dependent variables.

Perceived Value

B=1.020 B =0.409

b

c B=0.570

c’ B = 0.988

Meal kit Attributes

{ Purchase Intention

N/
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Figure 1 above presented the mediation model for this study whereby a, b and c indicate the
relationship path for independent variables, mediating variables, and dependent variables.
Firstly, the regression between meal kit attributes and purchase intention was tested and it
was shown that the Beta value score was 0.988 and the p-value was 0.000. These scores
indicate that in a direct relationship, the meal kit attributes as a whole can describe 98.8% of
the total variant in purchase intention. Besides that, meal kit attributes were also reported to
be significantly associated with the perceived value with a Beta value of 1.020 and p-value
0.000. These scores show that the meal kit attributes as a whole can explain more than 100%
of the total variant in perceived value.

A large number of the respondents disclosed to the researcher their ignorance of the meal kit
product, stating that they were not aware of the information that was provided in detail
regarding the meal kits. Other than that, the respondents were cooperative. It's possible that
the outcomes of this study could be impacted by a lack of understanding and familiarity with
the product. Even if an infographic containing the product's fundamental information was
passed around before the survey was distributed to participants, there are still some of them
who do not have an adequate understanding of the product's particulars and how it operates.

Further, the meal kit attributes and consumer’s perceived value were regressed together
against purchase intention. The results reported that the Beta value score 0.570 with a
significant value of 0.000. The significant value indicates that the mediation is significant.
However, the beta score was much lower compared to when meal kit attributes were
regressed by itself against purchase intention. According to Kim (2016), as the prediction
through mediation score was lower than direct regression, it can be considered that there
was partial mediation occurred. Hence, hypothesis 4 was partially supported.

Hypotheses Summarization
Primary Sub- Statement of hypotheses Result
Hypotheses | Hypotheses

H1 - There is a significant relationship between meal | Supported
kit attributes and customers’ purchase intention
in Klang Valley during MCO period.

Hla There is a significant relationship between price of | Supported
meal kit and customers’ purchase intention in
Klang Valley during MCO period.

Hib There is a significant relationship between | Supported
product quality of meal kit and customers’
purchase intention in Klang Valley during MCO
period.

Hic There is a significant relationship between | Supported
convenience of meal kit and customers’ purchase
intention in Klang Valley during MCO period

H1d There is a significant relationship between | Supported
advertisement of meal kit and customers’
purchase intention in Klang Valley during MCO
period.
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H2

There is a significant relationship between meal
kit attributes and customers’ perceived value in
Klang Valley during MCO period

Supported

H2a

There is a significant relationship between price of
meal kit and customers’ perceived value in Klang
Valley during MCO period.

Supported

H2b

There is a significant relationship between
product quality of meal kit and customers’
perceived value in Klang Valley during MCO period

Not
supported

H2c

There is a significant relationship between
convenience of meal kit and customers’ perceived
value in Klang Valley during MCO period

Not
Supported

H2d

There is a significant relationship between
product advertisement of meal kit and customers’
perceived value in Klang Valley during MCO
period.

Supported

H3

There is a significant relationship between the
customers’ perceived value on meal kit and their
purchase intention in Klang Valley during MCO
period.

Supported

H3a

There is a significant relationship between
customers’ perceived functional value on meal kit
and their purchase intention in Klang Valley during
MCO period.

Supported

H3b

There is a significant relationship between
customers’ perceived emotional value on meal kit
and their purchase intention in Klang Valley during
MCO period.

Supported

H3c

There is a significant relationship between
customers’ perceived economical value on meal
kit and their purchase intention in Klang Valley
during MCO period.

Supported

H4

Perceived values mediate the relationship
between meal kit attributes and customers’
purchase intention in Klang Valley during MCO
period.

Partially
Supported

Implication of the Study

The findings of this research can benefit future researchers to explore more about meal kit
products academically. There are still so many aspects of a meal kit that has not yet been
explored in the setting of Malaysia perspectives. The meal kit products have so much to offer,
and it will be helpful to the industry and to the practitioners to improve the meal kit service
in Malaysia. This study finding helps to add to the body of literature by providing insight into
the perceived value and purchase intention during an unprecedented situation such as the
pandemic of covid-19 an emergency lockdown, or MCO. Previously, it was found that product
quality and convenience had been closely related towards perceived value. However, this
study shows otherwise. The respondents did not get influenced as much by the product
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quality and convenience during MCO. It was no longer considered as a central predictor of
perceived value for the consumers once there were in lockdown. This study shows that
different environments can significantly impact consumers’ decisions, and this has opened up
the opportunity for future researchers to investigate the role of these items in a different set
of situations besides MCO and any other possible situations that may affect the meal kit
business.
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