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Analysis of Consumer’s survey

BIHIAE ME 32
Product Name
HIZEAH(S=SLA)

manufacturer

Product information

o

M&0l HA / OYSTER KING MUSHROOM
=O(&02)

¢ MSe

market

S AN S

Similar products on the

4 Product name

XAacaa Meerl

¢ HIZAF manufacturer: China

=& D2t
Date of survey

M

CI- I'.

o= ZHofo+=A
500g =

OFBIEHIAE =& S0 2 SEXL

2022.06.27

6,000~7,000%

Number of respondents

== od-g
Date of consumer's survey and numbers of respondents

209

24 27
Analy8|s result
2HIXF 88 / Consumer type
o4 HA FX A =R =
Gender Age Residence
male / female 20s / 30s / 40s + | st=7/
5/15 5/7/8

F2 MY

Job
+=SHIE/ JIE Z25/01&8

5/7/8 8/12
_




MIZ TIL (1) / Product evaluation

r ke I =N | 1]{==
=4 =
! P P =Els! =H1s!
S.tronly Disagree Neutral Agree Strongly
disagree agree
» =3 2y 0% 30% 35% 20% 15%
@ ZZ& THE 0% 20% 45% 25% 10%
_ _ A C| Xl 0% 30% 40% 20% 10%
mIx das | 1%
Package @ moA 0% 25% 45% 15% 15%
reference
P ® JtAlA 5% 30% 35% 15% 15%
® =2k FH=s 0% 25% 55% 5% 15%
@ 8X EdE=E 0% 5% 70% 20% 5%
A 3 o, o, o, o, o,
AA A& OlA @ AlZH ol Al 5% 15% 50% 25% 5%
Impression | @ Z2t& QlA 10% 10% 55% 15% 10%
before eating _
@) =2= 5% 15% 45% 25% 10%
@ A& 10% 10% 55% 10% 15%
@ A8 & 20l 15% 15% 45% 10% 15%
Aal 2 It | g A = =0 15% 20% 35% 20% 10%
Evaluation
after eatln @ @F’Jm 6[]' 5% 10% 45% 35% 5%
® g2 0% 20% 55% 15% 10%
® & S M 10% 10% 40% 25% 15%
© &S 0% 15% 55% 10% 20%
ol Eot @ | 5% 20% 40% 15% 20%
Naming
evalua“on @ gjad/c\-)' 5% 15% 50% 10% 20%
@ Hds5% 5% 30% 30% 20% 15%
@ =2= 10% 30% 35% 15% 10%
@ AZIE 10% 30% 45% 10% 5%
ORES 10% 20% 55% 10% 5%
454 8 | @ 2y o= 5% 25% 40% 25% 5%
Productivity B
® dIEHN 0% 25% 50% 20% 5%
@ XE 5% 15% 55% 15% 10%
o= MST 5% 15% 60% 5% 15%
JI2 ED} Price evaluation 5% 20% 47% 17% 11%




HIZ O} (2) / Product evaluation

rléHlil}i: g/ M e ol oA a9
— DI‘ o -
(Package (Flavor/ (Food ot (Taste) (Naming) (Price) (Other)
. Scent) texture)
design)
orE 09l
. 5% 20% 5% 10% 20% 20% 20%
Satisfying factor
=S0E 0l
E. . 0% 0% 10% 40% 15% 25% 10%
Unsatisfying factor
Hds HAHM / Preferred age range
20s 30s 40s +
A
D@l @ e @ 6l Ol e’ ®
Age range
0% | 5% | 0% | 10% | 10% | 5% | 10% | 10% | 5% | 5% | 10% | 20% | 5% | 5% | 0%
AZZ0 £ OE
ZO0L} JHA0Q| s 2 dlEel
Ol ¥ & AHESZ e el 20| TAEES2 BE0IL a2
reason & analysis HI|8Ct= OE MEE = AN CGE uet2d £t
20l AtZEotIId= ZEUCH
SE0| =L

&S JIAW / Preferred price range

A
Jr=0 $(4)/%(12,500) $(7)/%(21,900) $(3)/%(9,400)
Price range
SN 2SI 2 st=0N 2SI 2 0l Jt20|H 20|
Ol & 24 SYE PRS2 E | LB IIEC2E | Sy w4 Yo
reason & analysis 1= ot EASHUNA
AMekst DA 0| =8t JFAE0ICH




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

cll ATl

recipe
application plan




