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Analysis of Consumer’s survey
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Product information
H39
2 / Mandari
Product Name / Mandarin
HIZEAH(S=SLA) =0 (OS2
manufacturer
+ 3% Product name
2 / Mandarin
¢« MIZAF manufacturer
ANES FALHIS Russian (2] A]o})
Similar products on the
market ¢ SHROF BOKOIA:

Selling price in the country :

12,000%/kg
OIBIHIAE F& 0 &2 SEHA =
Date of consumer’s survey and numbers of respondents
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Gender Age Residence Job
male / female 20s / 30s / 40s + | st/ £=SHIE/ JIEt Z&g / 0l&g
36%/64% 32%/36%/32% 36%/44%/20% 76%/24%
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MIZ O} (1) / Product evaluation
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@ X EdE= 0% 0% 32% 44% 20%
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before eating ® s2c 0% 4% 509, 40% 4%
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Evaluation

. ™MUI™A X % % % % %
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® S5 0% 0% 56% 20% 20%

® & o ¢ 0% 0% 52% 24% 20%

@ &S 0% 0% 40% 28% 28%

uiore St @ J1 0% 4% 48% 20% 28%

Naming
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evaluation @ dZ4 0% 0% 28% 44% 28%
@ Hdsx 0% 0% 28% 44% 28%

O s2E 0% 0% 36% 28% 32%

@ = 0% 0% 44% 28% 24%

® ot=E 0% 0% 48% 24% 24%

984 Bt | @ ay gz 0% 8% 44% 20% 24%

Productivity
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@ QX&E 0% 4% 48% 20% 24%
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HIZ O} (2) / Product evaluation
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L 11.3% 19.4% 16.1% 35.5% 12.9% 3.2% 1.6%
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AE
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Age range
0% |7.7%(23.1% 3.8% | 7.7%| 0% |3.8%|15.4% 0% |15.4% 0% | 0% |11.6% 3.8% | 7.7%
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&1/ Supplement and comprehensive analysis
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H & / Future plan
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