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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

i=2e E0IE / Mini tomato
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+ HI3%2 Product name : EH
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Similar products on the
market

+ A ZAF manufacturer: China
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Date of consumer’s survey and numbers of respondents
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2023E058127L
Date of survey
42 SEXI
= A 100
Number of respondents
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Analysis result

2HIXF |8 / Consumer type
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Gender Age Residence Job

male / female 20s / 30s / 40s + | 5t=7/ +=SHIE/ JIE ZE/01&
46/54 35/39/26 51/35/14 38/62
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S.t rongly Disagree Neutral Agree Strongly

disagree agree

O L& 2 5% 8% 25% 52% 10%

@ L& THE 3% 3% 23% 36% 35%
= = L& ol % % % % %
WX A5 ® ZA C|X 6% 6% 30% 49% 9%
Package @ ®old 4% 9% 23% 63% 1%
preference ® JHAIA 8% 7% 29% 35% 21%
® Z& 7H/2 10% 2% 25% 41% 22%

@ 8X Edc= 5% 5% 20% 52% 18%

A& & OlAH @ AlZE oA 9% 4% 19% 47 % 21%
Impression | @ 2= 0olA 6% 6% 13% 29% 46%
before eating| 5 55 2% 8% 40% 46% 4%
@ Al 1% 13% 46% 35% 5%
@ NS & 20| 7% 11% 17% 60% 5%

A& = 8t g ag 2 =g 5% 0% 30% 49% 14%

Evaluation
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after eating @ HBHE ZE0| 9% 8% 31% 36% 16%
® =gZ 0% 4% 29% 25% 42%

® & o M 0% 9% 21% 56% 14%

® g3 0% 14% 23% 49% 14%

ol ot @ | 0% 0% 9% 47% 44%

Naming
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evaluation @ 9Z4 0% 1% 34% 39% 26%
@ H5= 0% 0% 36% 35% 29%
O 0% 4% 18% 70% 8%

@ M2E 3% 6% 28% 51% 12%
® M=EE 9.0% 9.0% 34% 39% 9%
4854 8t | @ qy 9 5% 7% 37% 45% 6%

Productivity
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evaluation ® X221 M5 7.0% 1% 19% 49% 24%
® olEHN 6% 3% 13% 53% 25%
@ X= 2% 1% 43% 50% 4%

HHE ST 3% 8% 12% 60% 17%

I EI} Price evaluation 4.1% 5.6% 26% 46% 17.9%
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(Package (Flavor/ (Food ot (Taste) (Naming) (Price) (Other)
desian) Scent) texture)
otE QoI
L 5% 12% 25% 21% 14% 13% 10%
Satisfying factor
S0HE 0l
== 8% 10% 10% 11% 129% 38% 1%
Unsatisfying factor
S5 AH0 / Preferred age range
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Age range
12% 8% 5% 5% 10% 7% 9% 7% 6% 5% 6% 5% 5% 5%
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&S JIAM / Preferred price range
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| $2.3 (56%) $3.2 (24%) $6.1 (20%)
Price range
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reason & analysis
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H S&=24 / Supplement and comprehensive analysis
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Product

promotion plan
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