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	Abstract

The aim of this study is to determine the factors influencing Bangladeshi university students’ intentions to purchase ready-to-eat food. 320 people took part in the study, and information was gathered using an organized questionnaire through an online survey on Facebook, a social networking site. The multiple regression model has been used to analyze the data. Eight predictors are considered to develop the research hypotheses. By using the multiple regression model, it is found that university students consider availability of the product, preparation and time convenience, taste, health consciousness, cost-effectiveness of the food in shaping their RTE food purchase intention. Additionally, lifestyle pressure and brand image are found insignificant towards behavioral intention. This study provides managerial and theoretical contributions by focusing the scope on university students and determining the relationship with purchase intention of RTE foods. Moreover, the conceptual model is a new theoretical attribution with existing literature which opens new opportunities for future avenues. Ultimately, the constraints and prospects for further investigation have been deliberated.


1. Introduction

People desire goods and services that complement and ease their hectic lifestyles as they work longer hours, commute more frequently, and strive to make better use of their time (Olsen, 2007). A class of food products that have been cleaned, cooked, and typically packaged before being made available for consumption is referred to as “ready-to-eat” (RTE) food items (Thienhirun & Chung, 2017). Convenience foods, quick food, frozen foods, instant products, dry goods, preserved foods, and other foods are examples of foods that are ready to consume (Selvarajn, 2012). These foods are offered for sale without further cooking or preparation necessaries (Selvarajn, 2012). RTE food is commonly preferred over conventional cooking due to its superior taste, freshness, price, and presentation (Cardello & Wolfson, 2014). Ready-to-eat meals are complete meals that need little or no preparation and may easily take the place of partially prepared or unprepared foods (Mahon, 2006). Consumers are more likely to buy ready-to-eat foods because of rising female employment rates, time constraints brought on by work, single homes, and households (Bowers, 2006), as well as a lack of culinary abilities (Gofton, 2007). 

In wealthy countries, processed foods and beverages account for around two-thirds of the daily physical energy requirements (Slimani, 2009). It’s noteworthy to see that low- and middle-income nations have also seen an increase in the use of processed foods (Stuckler, 2012; Baker & Friel, 2016). For instance, a study identified that Bangladeshis often consume more processed foods that are high in energy, such as packaged snacks, drinks, deep-fried savory foods, and sweetened treats (Imamura, 2015). Furthermore, it was identified that caregivers in Bangladesh fed young children RTE meals as early as two years old (Jannat, 2020). As a consequence of shifting lifestyles and rising consumer expenditure on better, more nutrient-dense food alternatives, Bangladesh's ready-to-eat food industry is anticipated to expand over the next years. Price, quality, availability, flavor, and freshness are some of the elements influencing customers to use frozen meals in Bangladesh (Hasan, 2019).

University students often favor quick and simple meals, pick foods that are simple to prepare, and also choose savory cuisine (Parker, Tam & Yassa, 2017). However, they also have other eating habits (Morse & Driskell, 2009) and also favor fast cuisine and quick meals (Driskell et al., 2006). According to a research, university students are not careful in terms of choosing an appropriate meal for them (Deshpande & Basil, 2009). They eat fewer whole grains, fruits, and vegetables than the average person does (Rose & Yeh, 2009). Moreover, university students also show erratic eating habits, such as skipping meals and favoring snacks while being worried about the nutritional worth of their food consumption which involves eating veggies, drinking water, staying away from salty foods, and eating proteins like fish (Min, 2013).

Students need adequate vitamins and nutrients to keep them healthy and they can find these by eating ready to eat food (Meenambekai & Selvarajan, 2012). Considering this group, there has been conducted research in many countries to identify the eating pattern of students (Unklesbay, 1998; Haapala & Probart, 2004; Turnbull-Fortune & Badrie, 2014). Whereas no study has been conducted focusing on eating habits of university students in Bangladesh till date. Bangladeshi university students live at home, hall, mess, etc. and they need good food for staying healthy and concentrating on their studies. The students consider ready-to-eat foods for removing hunger, mostly when they are in a hurry or when they don’t want to get into kitchen (Meenambekai & Selvarajan, 2012). A few research has been conducted previously on dietary quality (Imamura, 2015), Frozen foods adoption (Hasan, 2019) of customers and snack food consumption among Bangladeshi children (Jannat, 2020). However, to the best of our knowledge, no research has been conducted to date for identifying and assessing the consumption pattern of RTE food in an emerging country context like Bangladesh. More specifically, research on student’s food purchasing pattern is inadequate to date. Therefore, this study intends to assess and suggest the variables affecting consumers’ intentions to purchase RTE meals. 
To comprehend the existing research gap within Bangladeshi university students' consideration of their RTE food consumption pattern, the following structure has been adopted throughout the study. The literature review section identified the existing research endeavors within the contextual understanding of RTE food consumption and structured the theoretical development with hypotheses based on eight key predictors, which are backed by previous studies. The research hypotheses part ensured a detailed description of the hypotheses with a solid link to purchase intention. Considering the actual coherence, the methodology part outlined various key factors like sampling technique, data collection process as well as analytical tools for this research. The data analysis and findings section provided the assessment of the predictors' influence through multiple regression analysis. The discussion section ensured a critical interpretation of the findings in the context of prior studies. Finally, the limitations and future research avenues section ensured a robust summarization with highlighting the studies' constraints and suggestions for future research direction, considering the key insights.

Literature Review

Consumers' propensity to purchase a product or to engage in activities linked to making purchases, as determined by their likelihood of doing so, is known as purchase intention (Turnbull-Fortune & Badrie, 2014). Individuals who are interested in something will have the energy or drive to engage in a series of activities to approach or gain the object, which suggests that desire is consequently personal and tied to attitude (Gunarso, 2015). Product availability is the company's ability to maintain product available when there is an increase in demand for products (Utama, 2012).

Customers are mostly influenced to buy RTE food by two factors: convenience or simplicity of use and time savings (Hawa, 2014). Because frozen meals are convenient and require less preparation time, most parents buy them (Horning, 2017). In addition, recent research found that working women value convenience and nutritious meals equally (Prasad & Aryasri, 2008).

Due to their accessibility, convenience, and lack of preparation requirements, people are selecting these foods, which is increasing demand for ready-to-eat food categories (Vijayabaskar & Sundaram, 2012). Because most families now have more than one source of income and prefer to spend their limited free time with their children rather than cooking, ready-to-eat food products have become fairly popular (Isher, 2018). Many people don't have time to cook meals; they prefer going to restaurants or buying ready-to-eat food because they are single, divorced, or part of a working family (Sharma, 2018).

Consumers who buy ready-to-eat meals save time and have less stress at work (Solanki & Jain 2017). Customers favor ready-to-eat meals as a result of pressure from their modern lifestyles (Solanki & Jain 2017). Unmarried persons, bachelors, and households with working husbands and wives favor eating prepared dishes (Bhatt, 2018). The majority of the respondents were working women, and they stated that they bought prepared meals to avoid culinary obstacles in their busy schedules (Gupta, 2016). But people are still eating healthful meals that give them the nutrition and energy needed for development, exercise, freedom of movement, play, work, and contemplation (Babu, 2020). People are instinctively drawn to the natural world, and food plays a key role in maintaining health and preventing disease (Babu et al., 2020).

Price has a significant role in how ready-to-eat food is consumed, and consumers of convenience foods were found to be less price sensitive than non-convenience food consumers (Hemmer et al., 2010). Customers of ready-to-eat foods were therefore willing to pay more for the meals (Morschett et al., 2010). It was shown that consumers mostly base their brand choices on criteria for safety and trust (Patel & Rathod, 2017). As a result, there is a clear correlation between brand image and brand loyalty that affects consumers' purchasing intentions, which are driven by brand loyalty (Sung, 2010; Delgado, 2005).
Research Hypotheses
Product Availability
Product availability refers to a company's capacity to keep its inventory available as the demand for its goods increases (Utama, 2012). A crucial element that affected the sales of RTE products is availability (Davies, 2005). People are choosing these items due to their convenience, availability, and less cooking time, which is going up demand for ready-to-eat food categories (Vijayabaskar & Sundaram, 2012). Thus, the first assumption is,

H1: Product availability has a significant impact on the purchase intention of RTE foods.
Preparing Convenience

The benefit that consumers experience from the effort and time savings associated with product purchases is referred to as convenience (Costa, 2007). RTE food has been considered as having a distinct value proposition due to the perceived convenience benefits, which include the elimination or decrease of meal preparation stress, particularly among urban people who lead busy lives (Celnik, 2012). The second hypothesis is,
H2: There is a significant relationship between preparing convenience & purchase intention of RTE foods.
Time Convenience

It implies that in addition to requiring less time, achieving a desired result also requires less effort (Costa, 2007). Because of the spread of time scarcity, having easy access to food has become a necessity for daily life (Celnik, 2012). Thus, it may be concluded that the convenience of time and purchasing intention are related.

H3: There is a significant relationship between time convenience & purchase intention of RTE foods.
Lifestyle Pressure
People like ready-to-eat food because it not only saves time for consumers but also works to reduce their working pressure and lifestyle pressure (Solanki & Jain 2017). People are busy with their work which makes more pressure on them to prepare foods but by using ready-to-eat food, it is possible to reduce pressure on them (Solanki & Jain, 2017). However, all of the pressure is not being reduced always by using ready-to-eat food because of some unavoidable working pressure (Sung, 2016). Thus, the hypothesis is conducted,
H4: Lifestyle pressure has a significant impact on the purchase intention of RTE foods.
Health Consciousness
Different consumers have different perspectives on food safety (Duranni et al., 2010). It has some substantial effects on foods that are unfamiliar and might be perceived as having detrimental nutritional properties of food (Klaus et al., 2005). Additionally, a desirable aspect of a food product, such as the safety of the food itself, might be specified as a definition of food quality (Klaus, 2005). Nonetheless, public health problems are developing along with the consumption of RTE meals, which include fried rice, noodles, beef, and chicken. A number of food poisoning incidents have been connected to the consumption of RTE foods (Lee, 2017). Therefore, it may be claimed that there is a connection between the purchasing intention.
H5: There has a significant impact of health consciousness on the purchase intention of RTE foods.
Cost Effectiveness
Price has emerged as a key extrinsic aspect that influences a consumer's purchasing decision and is directly related to how they evaluate a product in comparison to a wide range of alternatives (Veale & Quester, 2009). Customers typically don’t remember or know the pricing of particular things, but they do have an important perception of prices (Dickson & Sawyer, 2005). Consequently, ready-to-eat food purchasing intentions can be influenced by pricing.
H6: Cost-effectiveness has a significant impact on the purchase intention of RTE foods.
Taste
The taste was deemed to have the greatest impact on a product attribute's performance and has received high praise (Mandelker, 2019). The flavor can only be evaluated after the product has been purchased, with the exception of certain situations where samples are given to customers as a free trial product and flavor was considered a crucial consideration by children when selecting ready-to-eat meals (Dickson & Sawyer, 2005). Thus, the taste of food perhaps has an impact on ready-to-eat food purchase behavior.
H7: Taste has a significant impact on the purchase intention of RTE foods.
Brand Image
Brand image has been acknowledged as a crucial element of the marketing concept (Keller, 1998). Understanding consumer preferences for all types of goods and services, including quickly selling products is still difficult to do according to the literature (Shah et al., 2016). Brand loyalty has a significant connection to a consumer's intention to buy (Delgado, 2005). Additionally, Jim and Alam (2023) have found brand as an insignificant factor behind the purchase intention. Therefore, the hypothesis is conducted.

H8: Brand image has a significant impact on the purchase intention of RTE foods.
Research Framework
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Figure1: Research Framework
Methodology
Sampling & Data Collection
The population of the study include the users of ready-to-eat food. University students have distinctive eating habits and frequently favor quick and simple meals (Morse & Driskell, 2009). It is claimed that single, divorced or bachelors prefer ready-to-eat meals than other people to save time or reduce cooking hassle (Bhatt, 2018). Most of the public university students don’t have the facility to cook at the university halls. As a result, ready-to-eat food intake differs from that of other patrons. The researchers used the snowball sampling technique in this study to choose the most convenient and suitable participants for the study based on the referrals from the respondents themselves, taking into account the researchers’ time and financial constraints. An online survey was used to gather data, and Google forms were used to send a structured questionnaire. The researchers first contacted twenty-two respondents as a convenience sample based on Facebook networks because the Snowball sampling technique was used. The remaining respondents were chosen based on recommendations from these initial twenty-two respondents within their own Facebook connections. Moreover, they were also requested to forward the survey web link to the other university students. This process was continued until the end of the data collection process.
Researchers have developed a variety of techniques for doing various computations to determine the minimal sample size necessary to undertake the study. The 20+5k formula by Khamis and Kepler (2010) is used to do multiple regression, where k is the number of explanatory variables in the model. As the number of explanatory variables in the model is 8, the value of k will be considered 8. As a result, 20+5*8 = 60 replies provide the minimal sample needed for the computations.

To collect the data, 400 university students were approached. Among them 27 respondents don’t fill up the form properly and 53 respondents were not university students. Therefore, total 320 respondents were considered from the targeted sample population which satisfied the minimum sample size as mentioned above. 
Data Analysis Tools & Methods

To measure the extent of influence of different variables, five-point Likert scale questions were coded. The study is quantitative in nature. The methodology focuses on the survey questionnaires, sampling procedures and statistical analysis. The dependent variable, consumer purchase intention and the 8 independent variables were measured by structured questionnaire and using a 5-point Likert scale anchored by 1= strongly disagree, 2=Disagree, 3= neutral, 4= agree, 5= strongly agree. After collecting data, hypotheses have been formulated and tested by multiple regression analysis using 5% significance level. Hypotheses have been accepted and rejected on the basis of P value. The value of the regression coefficient was calculated for understanding the impact of independent variables on dependent variable when increased by one unit.
Data Analysis and Findings
The significance criterion for testing hypotheses is set at 5% or 0.05 (α=0.05). Decisions have been made regarding the acceptance or rejection of the hypotheses created in the previous stage by comparing the P-value of the independent variables with the model’s level of significance. If the P –value is greater than the significance level, the hypotheses have been rejected; if the P-value is less than the significance level, then the hypotheses have been accepted. To determine whether the response variable is more or less likely to occur in response to changes in the independent variables, one uses the predictors or independent variables coefficient. Table 1 displays the findings of the hypotheses testing, including the co-efficient, 95% confidence interval, and P-value: 
Table -1: Result of Hypotheses Testing.

	H
	Variables
	Coef.
	P-value
	Result

	1
	Product Availability
	0.183
	0.002
	Accepted

	2
	Preparing Convenience
	0.517
	0.000
	Accepted

	3
	Time Convenience
	-0.219
	0.001
	Accepted

	4
	Lifestyle Pressure
	-0.037
	0.487
	Rejected

	5
	Health Consciousness
	-0.302
	0.000
	Accepted

	6
	Cost Effectiveness
	0.233
	0.000
	Accepted

	7
	Taste
	0.507
	0.000
	Accepted

	8
	Brand Image
	-0.075
	0.271
	Rejected


The aforementioned results demonstrate that flavor, cost-effectiveness, time convenience, health consciousness, product availability, and ease of preparation are the eight predictors that have the strongest relationships with the dependent variable. However, there is no significant correlation between the dependent variables – the intention to purchase RTE food and lifestyle pressure and brand image. For these two variables, the P-value exceeds the significance level of 5%. Thus, the theories H4 and H8 are disproved.
Table 2: Coefficients

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	2.177
	.487
	
	4.473
	.000
	
	

	
	Product Availability
	.221
	.070
	.183
	3.162
	.002
	.371
	2.695

	
	Preparing Convenience
	.439
	.054
	.517
	8.062
	.000
	.301
	3.322

	
	Time Convenience
	-.156
	.046
	-.219
	-3.410
	.001
	.302
	3.312

	
	Lifestyle Pressure
	-.039
	.056
	-.037
	-.696
	.487
	.446
	2.242

	
	Health Consciousness
	-.580
	.121
	-.302
	-4.775
	.000
	.310
	3.224

	
	Cost Effectiveness
	.188
	.040
	.233
	4.730
	.000
	.512
	1.951

	
	Taste
	.616
	.071
	.507
	8.668
	.000
	.362
	2.764

	
	Brand Image
	-.106
	.096
	-.075
	-1.104
	.271
	.267
	3.741


Here, Product availability, preparing convenience, cost-effectiveness and taste have positive co-relation with the dependent variable. Time convenience, lifestyle pressure, health consciousness and brand image have negative co-relation with the dependent variable. The highest positive co-relation is 0.517 for preparing convenience that means, increase in one level for preparing convenience impacts on the dependent variable by 0.517 and highest negative co-relation is 0.302 for health consciousness which means an increase in one level of consciousness reduces the dependent variable, purchase intention of RTE foods by 0.302.

Product availability, preparing convenience, cost-effectiveness, taste have positive impact on dependent variable by impacting 0.183, 0.517, 0.233 and 0.507 gradually. On the other hand, Time convenience, lifestyle pressure, health consciousness, and brand image have negative relation with dependent variable by decreasing dependent variable due to 1 level increase in these variables by 0.219, 0.037, 0.302 and 0.075 gradually.
Goodness of Fit and Reliability

Table 3: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.783a
	.613
	.603
	.422


Multiple Correlation (R): The value of R is 0.783 or 78.3% which is more than 75%. So, it means that there has a strong positive relationship between the dependent variable and independent variables. 
Co-efficient of Determination (R2): The value of R2 is .613 or 61.3% which tells 61.3% variation in the dependent variable can be explained by the independent variables.
Adjusted R2: The value of adjusted R2 is .603 or 60.3%. This indicates that if more independent variables are added to the regression equation, the dependent variable can be explained by 60.3%. And the difference between R2 and adjusted R2 is 1% (61.3% - 60.3% =1%), Which is less than 3%. Thus, it can be concluded that the model has the most relevant variable in the regression equation.
Table-4: ANOVA

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	88.000
	8
	11.000
	61.836
	.000b

	
	Residual
	55.501
	312
	.178
	
	

	
	Total
	143.502
	320
	
	
	


The p-value from the ANOVA table is .000, which is less than the level of significance ([image: image4.png]05)



. So, it can be said that all the independent variables affect the dependent variable and the model is reliable.
Model Summary and Multicollinearity Test
Multicollinearity means a situation in which two or more predictors in a multiple regression model are linearly correlated. To measure the severity of multicollinearity among the independent variables, VIF (variance inflation factor) is used. VIF is a well-accepted factor in measuring multicollinearity among the predictors. The maximum tolerable limit for the value of VIF is 5. If the VIF is greater than 5 (in some books it is 10), it indicates multicollinearity problems. In this study, it is seen that all the values of VIF are much lower than the accepted maximum value. Multicollinearity among the independent variables is not severe.
Mandelkar, P. (2019). Intrinsic and extrinsic factors affecting consumer purchase intention for ready-to-eat food in Bangkok and its vicinity.
Discussions 

Across distinctive populations and contexts, a wide range of studies have been conducted on various determinants of the read-to-eat (RTE) food consumption (Mandelkar, 2019; Bae et al., 2010; Bhuyan & Govindasamy, 2020). Prior research endeavor was developed on multiple key factors such as convenience (Jain, 2015), time (Waldhans et al., 2025), and availability (Bhuyan & Govindasamy, 2020), which are considered as the key drivers of RTE food purchases in numerous developed nations (Bhuyan & Govindasamy, 2020) and a few emerging markets (Mengistu et al., 2022). Few of the influential factors to shape the preference of consumers are identified in various studies notably taste (Thienhirun & Chung, 2018), health consciousness (Singhal, 2022), and cost effectiveness (Lin et al., 2017). Moreover, in various studies, it has been observed that lifestyle pressure (Bae et al., 2010) and brand image (Dave, 2023) hold considerable significance. However, a rare exploration has been conducted among the university students, a demographic known for distinct eating habits due to their surroundings. Moreover, no quantitative assessment has been performed to investigate the RTE food consumption pattern of Bangladeshi university students, despite the growing trend of consuming processed foods. This study was conducted to fill this gap in literature by empirically examining the factors which influence RTE food purchase intention among the university students.  

While a significant amount of progress within the RTE food consumption pattern has been observed in several existing literature concentrating on North America, Europe, and parts of Asia (Mandelkar, 2019; Bae et al., 2010; Bhuyan & Govindasamy, 2020), a noticeable limitation in various developing nations like Bangladesh is evident. Many previous studies in Bangladesh have investigated some topics like frozen food adoption (Sen et al., 2021), snacks consumption among children (Hill, 1995), etc., but there is very little exploration on the RTE food purchase intention among university students. Thus, this study has offered a unique gap within RTE food consumption patterns in the Bangladeshi context, which worked as a foundation of this research endeavor.
While revealing some context-specific outcomes, the findings of this study have ensured coherence with prior studies. It is evident that product availability has emerged as a significant predictor of RTE food purchase intention (B = 0.183, p = 0.002), which has a coherence with previous scholarly contributions from Thienhirun and Chung (2018). The predictor named product availability showed the ease of accessibility in terms of food which drives the consumption among university students. In a similar note, preparing convenience (B = 0.517, p = 0.000) and time convenience (B = - 0.219, p = 0.001) were also significant, making a supporting statement from Muhamad and Karim (2014), who proved that convenience worked as a primary motivator for RTE food adoption. However, the negative coefficient of time convenience reflects that as students consider RTE food as less time-saving, they tend to decrease their purchase intention, which showed an expectation for faster services. Besides, Taste (B = 0.507, p = 0.000) was the strongest predictor that influenced the dependent variable, RTE food purchase intention which is aligned with Thienhirun and Chung (2018), who argued that flavor played a critical role in terms of adopting RTE food in the young generation. Moreover, health consciousness (B = - 0.302, p = 0.000) has shown a significant negative relationship, which is consistent with Singhal (2022), indicating that having sufficient knowledge about nutritional drawbacks made an impact on RTE food appeal. Additionally, cost effectiveness (B = 0.233, p = 0.000) validated the findings from previous scholarly contributions by Thienhirun and Chung (2018), where cost has been highlighted as a key driver for price sensitive individuals. On a different note, lifestyle pressure (B = - 0.037, p = 0.487) and brand image (B = - 0.075, p = 0.271) were found insignificant, making a contradiction with Bae et al. (2010) but ensuring an alignment with Dave (2023), highlighting these variables showed less influence than others.
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Figure-2: Summary of the Result Findings

Utama, (2012); Davies (2005), and some other studies found that product availability is a crucial element for the purchases of RTE food products. This study has also found product availability as a key factor behind the purchase intention of RTE foods by customers. Thus, practitioners should focus on the supply chain and production, so that their products remain available for purchase at all the retail shops for customers. 
Additionally, Celnik (2012) claimed that meal preparation convenience is one of the key determinants for the purchases of RTE food which is also found as a significant factor behind the RTE food purchase intention in this research. Therefore, it is prescribed to the RTE food producers that they should try to produce goods which is convenient to prepare. 
Moreover, Costa (2007) argued that, time convenience is a decisive reason behind the purchases of RTE food which is also supported by this study. Thus, Brand practitioners should focus on producing RTE foods that require less time to consume because customers are more prompt to accept time-convenient RTE foods. Although Solanki & Jain (2017) argued that people like RTE food to reduce their working pressure and lifestyle pressure. This study has found lifestyle pressure as an insignificant variable for the purchase intention of university students. Therefore, marketers can avoid this variable in marketing their RTE food products as it is found insignificant.  
Furthermore, Klaus et al. (2005) claimed that the nutritional properties of the food and food safety are determinant factors for perceiving RTE food. This study has also found health consciousness as a significant variable which indicates university students are health conscious in their RTE food purchase intention. Therefore, for long-term benefits and success of the RTE food businesses, organizations should ensure food safety and security as people are health conscious. Veale and Quester (2009) have found that customers’ purchasing intention is directly related to price and how customers evaluate a product compared to a wide range of alternatives. This study has found that cost-effectiveness of RTE foods significantly impacts the purchase intention of customers. Therefore, practitioners should emphasize charging relevant prices in exchange for customer-perceived value. Dicksoln and Sawyer (2005) asserted that the taste can only be assessed after the post-purchase of the product and it is regarded as a significant factor among youngsters when choosing ready-to-eat meals. This study has also found taste as a key determinant of the customer’s RTE food purchase intention. Therefore, RTE food producers should try to enhance the taste with maintaining the quality. It may bring success in the competitive business environment. 
Lastly, although a prominent marketing scholar Keller (2016) identified the brand image as a crucial element of the marketing concept, this study has found brand image as an insignificant factor in the purchase intention of RTE foods. Hence, marketers can focus more on other product attributes than building the brand image as university students do not consider brand image in their RTE food purchases.
Limitations and Future Research Avenue 
There are certain drawbacks to this study that warrant more research. As was previously said, a non-probability sampling strategy is used to obtain the primary data from a convenient sample of university students located in Dhaka city. As a result, the results cannot be used to university students in areas other than Dhaka. With probability sampling, more research may be done on a bigger sample of respondents from a wider geographic area, taking into account both rural and urban locations. Due to the study's absence of the country's substantial rural population, the sample size isn't representative of the country’s population as a whole. This study included only a limited number of student respondents based on the researchers’ convenience through the Facebook network. In the future, probability sampling can be used which may attain more rational output from the research. This study covers only one kind of consumer, university students, which cannot be used from the perspective of all kinds of students or all kinds of RTE food consumers. 
Conclusion
The study was conducted to know the influencing factors that affect consumers to make their purchase decision of RTE foods. Eight factors have been used and found that product availability, preparing convenience, time convenience, health consciousness, cost effectiveness and taste have a strong positive association with the purchase intention of ready-to-eat food. On the other hand, lifestyle pressure and brand image have no positive association with the dependent variable. Since Bangladesh's ready-to-eat food market is emerging and has a broad future, marketers have a lot of scope to excel in the RTE food market. This study has provided valuable insights into consumers’ purchase intention for ready-to-eat food which may help academicians and brand practitioners in taking rational strategies and making insightful decisions. Practically, the overall findings offer an implication within the RTE food marketers and associated stakeholders. Some of the significant facts that can boost the market penetration among university students are product availability, time and preparation convenance. Additionally, transparency in terms of labeling healthier product formulation will assist in mitigating barrier to adoption. The insignificance within lifestyle pressure and brand image suggest that marketers’ focus should be driven by tangible product benefits tailored to students’ needs and constraints.
In conclusion, this research endeavor not only highlighted a critical gap within RTE food purchase behavior among the university students’ but also provided some actionable insights for stakeholders in the rapidly growing RTE food market. All in all, this study will assist the academicians to rethink the RTE food purchase behavior from a new viewpoint and the food marketers to redesign their strategic decision-making by ensuring an interplay of convenience, taste, cost, and health consciousness.
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