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Analysis of Consumer’s survey

Product Name =
HIZEAH(S=SLA)

manufacturer

OIBIHIAE WS 82

Product information

NZE

ANE SAMHS

Product
Blue grape/Z%=

name

market

Similar products on the

HMIZ= At manufacturer:
Russian (2] &]o})

¢« OHE =D EOHOHA
Selling price

AN

Date of survey

=

SEL =

OHBIHAE =& 20 € SEL =
2t

2022.03.15

in the country
:28.000%/110.400%

Date of consumer’s survey and numbers of respondents

==

Gender

=4 21
Analysis result

male / female

50%/50%

2HIXF 88 / Consumer type
of

HE=X S

20s / 30s / 40s +

=0 &Y
Residence Job
ot/ £=SHIE/ JIE Z25/01&8
23.3%/43.3%/33.3% 33.3%/33.3%/30 63.3%/36.6%
_




MIZ O} (1) / Product evaluation

®s 21X \ o
g | IEWO =R g g
Strongly Disagree Neutral Agree Strongly
disagree agree
O EZX 2 0% 0% 30% 33.3% 36.7%
@ XX ME 0% 0% 26.7% 36.7% 36.7%
— _— _él. O|_| oO oO . oO . oO 00
WIIK A5 ® ZZ CIA 0% 0% 26.7% 33.3% 40%
Package @ HoH 0% 0% 26.7% 43.3% 33.3%
preference ® JIAIA 0% 0% 30% 43.3% 26.7%
® =2 = 0% 0% 30% 43.3% 26.7%
@ 88X Edc= 0% 0% 30% 43.3% 26.7%
AIAL E OIAH @ A= Qla 0% 0% 40% 36.7% 20%
Impression | @ &2& olat 0% 0% 40% 36.7% 20%
before eating| 5 s5¢ 0% 0% 40% 36.7% 20%
@ A4 0% 0% 30% 46.7% 23.3%
@ A8 = 20| 0% 0% 26.7% 46.7% 23.3%
| & IH
A& 2 8ot 5 ag = =0 0% 0% 26.7% 46.7% 23.3%
Evaluation
. HUA = % % % % %
after eating @ Mt =0 0% 0% 26.7% 50% 23.3%
G =42 0% 0% 26.7% 50% 23.3%
® & SF HE 0% 0% 26.7% 50% 23.3%
@ &S 0% 0% 33.3% 40% 23.3%
| IH
Lol &ot @ Il 0% 0% 36.7% 36.7% 23.3%
Naming
. o424 M % % % % %
evaluation ® &4 0% 0% 40% 36.7% 23.3%
@ NS5 % 0% 0% 36.7% 36.7% 23.3%
D s2E 0% 0% 26.7% 43.3% 30%
@ = 0% 0% 26.7% 43.3% 30%
® ot=E 0% 0% 26.7% 43.3% 33.3%
P IH
4854 Bt | @ a2y 9z 0% 0% 20% 46.7% 33.3%
Productivity
. 20| NS % % % % %
evaluation ® =0 ds= 0% 0% 23.3% 43.3% 33.3%
® dlEHN 0% 0% 26.7% 40.% 33.3%
@ QX&E 0% 0% 26.7% 40% 33.3%
HE d% 0% 0% 26.7% 40% 33.3%
I EO} Price evaluation 0% 0% 26.7% 40% 33.3%




HIZ O} (2) / Product evaluation

gﬂi'g /A A2 Hola .
Al (Flavor/ (Food | 8 (Taste) i l.o P._'
(Package (Naming) (Price)
. Scent) texture)
design)
0rF K09l
. . 60% 90% 40% 60% 13.3%
Satisfying factor
=0E R0l
=== 16.6%
Unsatisfying factor
&85 AHMO / Preferred age range
20s 30s 40s +
of 24
A ©Dl@ 3 |® OREGRROREORECRNOREORNORNC)
Age range
0.003 | 0.003 | 0.001 | 0.001 30.76 | 7.692 | 23.07 | 23.07 | 15.38 o o o o
% % % % % % % % % 40% | 20% | 40% 0%
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&S JIAW / Preferred price range

A
Price range

$10(3

.33%)

$15(43.3%)

$20( 23.3%)

R & 24

reason & analysis

w24

B LS

Lol A4

) s}

b=Nel

o

=

A2k FA o stah o] ulE]
O 2~ x] O o];{‘]é‘]-b]» A [3re]
TTT o 7o
7}7 el tha
ZbAel SRk ST L o
@_ -0 ° 1L




&1/ Supplement and comprehensive analysis
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H & / Future plan
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