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Analysis of Consumer’s survey
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Product information
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Dried persimmon / 22 & 0|
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Similar products on the
market
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Product name
Dried persimmon / 2t2240|

¢ MIZAF manufacturer: China
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Date of consumer’s survey and numbers of respondents
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Date of survey

2023.02.06-2023.02.12
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Number of respondents
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Analysis result
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Residence

male / female
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disagree agree
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| & IH
A& 2 8ot 5 ag = =0 0% 16% 60% 20% 2%
Evaluation
. HUA = % % % % %
after eating @ Mt =0 0% 14% 28% 58% 0%
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| IH
Lol &ot ® 1! 4% 4% 56% 24% 12%
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(Package (Naming) (Price) (Other)
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L. 12% 20% 32% 28% 4% 2% 2%
Satisfying factor
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&S JHAW / Preferred price range
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. $5 (44% ) $10 ( 30%) $17 ( 26% )
Price range
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gt&24 / Supplement and comprehensive analysis
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H & / Future plan
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