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Analysis of Consumer’s survey
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Product information
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Product Name
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manufacturer

¢+ H&EY Product name :
F/ROETHER 2005

¢ MIZAF manufacturer :
AROBHEOBER (FE) ARAR

NS SALHIS
Similar products on the market
¢ OHE=DF TOHOHA
Selling price in the country :
14.95t/200%
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Date of consumer’s survey and numbers of respondents
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2022-7-28
Date of survey
£ SEHA =
A A 0504
Number of respondents
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Analysis result

2HIXF 88 / Consumer type
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Gender Age Residence Job
male / female 20s / 30s / 40s + ot BIAl/IIEFXIS SFM/AMAMOI/Z=8 OIS

40%/60% 20%/30%/50% 100%/0% 50%/30%20%




MIZ O} (1) / Product evaluation

&6l =K e

i< 28t

O X &0 2E 0|C a0
Strongly ; Strongly
. Disagree Neutral Agree
disagree agree
@ ZH 2 0% 0% 20% 60% 20%
@ ZE Ha 0% 0% 20% 60% 20%
— —_ EQ g oO oO oO oO oO
W3 A5 ® CI Xt 0% 0% 20% 60% 20%
Package @ HoH 0% 0% 40% 40% 20%
preference ® JAIA 0% 0% 40% 40% 20%
® L& A/ 0% 0% 30% 40% 30%
@ 8X EdE 0% 0% 40% 40% 20%
AlAl & OlAH @ AlIZA olA 0% 0% 20% 60% 20%
Impression @ =2 oy 0% 0% 20% 60% 20%
before eating| 5 55 0% 0% 40% 40% 20%
@ 4 0% 0% 30% 50% 20%
@ NS & Z0 0% 0% 30% 50% 20%
Al & IH _
A 2 8 5 ag = =0 0% 0% 30% 50% 20%
Evaluation
q MNUIA = [o) [o) [o) o, o,
after eating @ Mgt = 0% 0% 30% 50% 20%
® S8¥d 0% 0% 50% 40% 10%
® & o ¥ 0% 0% 0% 0% 0%
@ g8 10% 10% 50% 30% 0%
| IH
Lol ot ® Il 10% 10% 50% 30% 0%
Naming
. 24 M % % % % %
ovaluation @ ozy 10% 10% 50% 30% 0%
@ Hds% 0% 10% 60% 30% 0%
D s 0% 0% 30% 60% 10%
@ 2= 0% 0% 30% 60% 10%
® A= 0% 0% 30% 70% 0%
AN IH _
J3d 8t @ 08 o 0% 10% 30% 50% 10%
Productivity
0 0| ASC [¢) o) [¢) o, o,
evaluation B X281 A5 0% 5% 15% 80% 0%
® o°lEH 0% 0% 60% 30% 0%
@ XE 0% 10% 60% 30% 0%
A 5% | 30% (20CH) | 10%(30CH) 10%(40CH) 10%(50CH) 10%(60LCH)
JI2E HO} Price evaluation 0% 10% 30% 50% 10%




NIZ O} (2) / Product evaluation
HHB'I: /4 A Al | .
ol Hlol X
. (Flavor/ (Food OF (Taste) 1|OI. jr. 1 2l
(Package (Naming) (Price) (Other)
) Scent) texture)
design)
o= Qo
o 30% 0% 30% 30% 0% 10% 0%
Satisfying factor
gor=E ]|
=) S 0% 0% 0% 5% 20% 10% 0%
Unsatisfying factor
Sds AHM / Preferred age range
20s 30s 40s +
EN
®o | @ &l ® | 6| 0 @ 6 ® 6 © |6 @ 6
Age range
10% | 15% | 10% | 15% | 15% | 5% 5% | 15% | 5% | 15% | 15% | 5% | 10% | 5% | 10%
ols o HS 9XE 2D TRC 08 | o2 JIX I 2H2As ATS (M2 928 D 20| HP
= == DU IROZ WA | 2 AR WSHHE 2 |LXNT 2D EIHT 0D I}
feason & analysis T OE4 YU0IM S, R0l NEN 28, |AET wEE) 2S.
&3 JAW / Preferred price range
JFATH
: $1.46(60%) $1.5(10%) $1.55(0%)
Price range
NP =0 0/t zu =0l HS HIMCIDS A2t 5 2B ATHZ, DA
T SAYSM JIAT MBS | 2SS, ANEORZ 2US O | MECZ IIAC 250D
feason & analysis Bl AN mow EAS. e
HAAE L AX S&E4 / Supplement and comprehensive analysis
BT I, 22X, HIELIC S O o2 R 22 HRI0ISo =22 ZBYUon A
S = SIMCIOIM 2HBIBHH SIS+ US
A — SR M2 SIHAME 242 U YXS Lot H2E 90l LIHMA E2H 22, of
mEse BI0IL Of2SE 2F H AA22 o84 U8
ZR(CIRQL) CIXOI0| Stedotm LIS QIO AHIX ZAS g2
ANBEE &=t IHRE MYSICHD M2E 0 CHESEC ME0l2 AMEYE0 =2 Hez HH
&%= JH& / Future plan
HE =240t EI| TOHOI EDIE AABAIE SO IS 2442 22|10 85 FH A
Product promotion plan S0 2= Tl OIHE22Z HE KT L HE &4 Al
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recipe application plan




