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Analysis of Consumer’s survey
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HSY Product name :
mEFQHILEE200%

HIZ=AF manufacturer :
BRO&(FE)BRAT

L]

SHE =0t ZoHotA
Selling price in the country :
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Date of consumer’s survey and numbers of respondents
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Analysis result
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Gender Age Residence Job
male / female 20s / 30s / 40s + Ot BIAI/IIEFRI SFM/MEOI/FR OIS
30%/70% 70%/20%/10% 100%/0% 70%/20%10%
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Strongly ; Strongly
. Disagree Neutral Agree
disagree agree
@ ZH 2 0% 0% 60% 40% 0%
@ ZE Ha 0% 0% 60% 40% 0%
- — EQ g oO oO oO oO oO
W3 A5 ® CI Xt 0% 0% 60% 40% 0%
Package @ HoH 0% 0% 60% 40% 0%
preference ® JAIA 0% 0% 60% 40% 0%
® L& A/ 0% 0% 60% 40% 0%
@ 8X EdE 0% 0% 60% 40% 0%
AlAl & OlAH @ AlIZA olA 0% 0% 40% 60% 00%
Impression @ =2 oy 0% 0% 20% 60% 20%
before eating| 5 55 0% 0% 40% 20% 40%
@ 4 0% 0% 20% 50% 30%
@ NS & Z0 0% 0% 20% 50% 30%
Al & IH _
A 2 8 5 ag = =0 0% 0% 20% 50% 30%
Evaluation
q MNUIA = [o) [o) [o) o, o,
after eating @ Mgt = 0% 0% 20% 50% 30%
® S8¥d 0% 0% 10% 40% 50%
® & o ¥ 0% 0% 0% 0% 0%
@ g8 80% 20% 50% 30% 0%
| IH
Lol ot ® Il 80% 20% 50% 30% 0%
Naming
. 24 M % % % % %
ovaluation @ ozy 80% 20% 50% 30% 0%
@ Hds% 80% 20% 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% 10% 70% 10%
Productivity
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evaluation B X281 A5 0% 5% 15% 80% 0%
® o°lEH 0% 50% 40% 10% 0%
@ XE 0% 60% 30% 10% 0%
A 5% | 70% (20CH) | 10%(30CH) 10%(40CH) 10%(50CH) 0%(60CH)
JI2E HO} Price evaluation 10% 10% 50% 30% 0%
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CIXtel (Package (Flavor/ (Food ot (Taste) , l. } l
. (Naming) (Price) (Other)
design) Scent) texture)
oHE ol
e 50% 0% 20% 10% 0% 20% 0%
Satisfying factor
=0i= Qo
g. .9 0% 0% 0% 0% 80% 20% 0%
Unsatisfying factor
Sds AHM / Preferred age range
20s 30s 40s +
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Age range
10% | 15% | 10% | 15% | 15% | 5% | 5% | 15% | 5% | 15% | 15% | 5% | 10% | 5% | 10%
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reason & analysis =o A HEAMAM s 2HAIQIA EdAXYESEE 8N
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&S JHAW / Preferred price range
oyt $2.8(60%) $4.2(10%) $5.6(0%)
Price range ’ ’ ’
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&%= H& / Future plan
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Product promotion plan 2. 2FZJI2H 2ol AL 1+1HA TIH
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recipe application plan




