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Analysis of Consumer’s survey

OHBIHAE NS 32

Product information

H39
Product Name

&2 / KOREAN MELON

HIZEAH(S=SLA)
manufacturer

SO

ANE SAHIE
Similar products on the
market

+ NIEY Product name :

KOREAN MELON

¢+ HIZAF manufacturer:

China
¢ HE =D EHOROHA:
1KG-15,000%

OHBIHAE =& 20 € SEL =

Date of consumer’s survey and numbers of respondents

=& D2t

&l 2022.04.22
Date of survey

£ SEHA = 602

Number of respondents

= AR
Analysis result

2HIXF 88 / Consumer type

&g o HEXA F2 A
Gender Age Residence Job
male / female 20s / 30s / 40s + | o273/ +=SHIE/ JIE 2=/018
35% / 65% 35% / 40% | 25% 20% / 60% / 20% 35% / 65%




MIZ O} (1) / Product evaluation

& 12X o - o
eCH jjtf' OE“; IR0 IR0
Strongly Disagree Neutral Agree Strongly
disagree agree
O ZF Ay 5% 20% 60% 15% 0%
@ ZX W2 5% 15% 60% 15% 5%
- = T CIXtel
WIIK A5 ® ZZ CIA 5% 15% 60% 15% 5%
Package @ moHd 5% 10% 60% 20% 5%
preference ® JIAIA 0% 15% 60% 20% 5%
® =2 = 0% 15% 55% 25% 5%
@ 88X Edc= 0% 15% 50% 20% 10%
AlAl & OIAH @ A2 oA 0% 15% 50% 25% 10%
Impression | @ &2& olat 0% 15% 50% 25% 10%
before eating| 5 s5¢ 0% 15% 50% 25% 10%
@ A4 0% 15% 50% 30% 5%
@ A2 = Z0| 0% 5% 55% 35% 5%
Al S IH
A& 2 8ot 5 ag = =0 0% 5% 60% 30% 5%
Evaluation
. MULA =
after eating @ M= Z(Q 15% 10% 60% 25% 5%
® S5 0% 5% 65% 20% 10%
® & o ¢ 0% 5% 65% 20% 10%
@ &S 0% 20% 50% 20% 10%
| IH
Lol &ot @ Il 0% 20% 50% 20% 10%
Naming
. A=A AN
evaluation @ dZ4 0% 20% 50% 20% 10%
@ Hdsx 0% 20% 50% 20% 10%
O s2E 0% 20% 50% 15% 15%
@ = 0% 20% 50% 15% 15%
® ot=E 0% 20% 50% 15% 15%
=N H
a85d Bt | g agy gz 0% 20% 50% 15% 15%
Productivity
. 20| MS
evaluation B A=20 Hds% 0% 15% 55% 15% 15%
® dlEHN 0% 15% 55% 15% 15%
@ QX&E 0% 15% 55% 15% 15%
S 8% 0% 20% 50% 15% 15%
It I} Price evaluation 4% 32% 20% 16% 28%




HIZ O} (2) / Product evaluation

EHB'I: /M A2t , \
(o) [u] 2
ClArel (Flavor/ (Food ot (Taste) HIOI.O jr._' -1 £l
(Package (Naming) (Price) (Other)
. Scent) texture)
design)
0rF K09l
. 10.0% 20% 10% 60% 0.% 0.% 0%
Satisfying factor
S0tE R0l
E, . 0% 10% 10% 5% 35% 40% 0%
Unsatisfying factor
&85 AHMO / Preferred age range
20s 30s 40s +
A
OARORRORROERCRNORNGRNORROCENORRORRGRNONNORNG)
Age range
10% | 5% | 5% | 5% | 5% | 5% | 5% | 15% | 5% | 5% | 5% | 10% | 5% | 10% | 5%
ols & 24 _ THS PS0/IL A4 _ _
= , S ZOICH =eE =30 A %D HS SOC
reason & analysis = BtE0| I EUCH
&S JFAW / Preferred price range
JHACH
: $10(80%) $15(20%) $20(0%)
Price range
orDb AEE0 ZHA
02 U =24 Hee %2 a8 HHGHL OlFl2
reason & analysis Z0tstct SN HIGH HIMCH=E

=118
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