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Date of consumer’ s survey and numbers of respondents
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Analysis result

2~¥] A} 54 / Consumer type

4 Sk AFA A 2
Gender Age Residence Job
male / female 20s / 30s / 40s = 44 st I, AT 5




A= %7} (1) / Product evaluation
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Strongly . Agree Strongly
disagree Disagree Neutral agree
= e
H7|A Ae= 0W/0% | 1%/5% | 5%/25% | 10W/50% | 473/20%
Package preference
AN A A olA
15 A A 0%/0% | 0®/0% | 35% | 15%/75% | 2710%
Impression before eating
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|4 & "7 0%/0% | 0%/0% | 0%/0% | 1673/80% | 473/20%
Evaluation after eating
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Alel™d B7F 0w/0% | 1w/5% | 195% | 15%/75% | 3%/15%
Naming evaluation
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we . 0v3/0% 0v8/0% 273/10% 159/75% | 39/15%
Productivity evaluation ° ° ° © °
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Price evaluation 0%8/0% 273/10% 1098/50% | 78/35% 19/5%
A= 7} (2) / Product evaluation
AAA | R
((1;:3?;35 Scent) | texture) (Taste) | (Naming) | (Price) | (Other)
o= 89l 49/ | 29/ | 69/ | 59/ | 29/ | 1%/ | 0%/
Satisfying factor 20% 10% 30% 25% 10% 5% 0%
E9E 89 39/ | 0w/ | 29/ | o0m/ | 2%/ | 129/ | 1%/
Unsatisfying factor 15% 0% 10% 0% 10% 60% 5%
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w/ | HW/ | 39/ | 4 19 | =/ | |/ | 149 | 8% | 1% | B/ | H/ | 19 | 198 | H/
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A& 713 | Preferred price range

7v4d 2RMB | 3RMB | 3.5RMB | 4RMB | 5RMB | 10RMB | 11RMB
Price range | /10% 125% 15% 120% /10% 120% 110%
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&% A¥ | Future plan
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