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Analysis of Consumer’s survey
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Similar products on the
market
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Selling price in the country :
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Date of consumer’s survey and numbers of respondents
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Date of survey 2022.02
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Number of respondents
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Analysis result
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Gender Age Residence Job
male / female 20s /30s / 40s / 50s + = NEOl F2, M




KZ ZEOF (1) / Product evaluation

X3 X N - e
% Ct :ifl:f' OE“; =l agc
S.t rongly Disagree Neutral Agree Strongly
disagree agree
D ZE 26y 0%/ 0% 0%/ 0% 494/ 20% | 112/ 55% | 5%/ 25%
@ Z& WE 0%/ 0% 0%/ 0% 524/ 25% | 9%/ 45% | 6/ 30%
- _ =& )Xol %4/ 0% o/ 0% o/ 20% o/ 55% o4/ 25%
e e | @ | Xt 0%/ 0% 0%/ 0% 494/ 20% | 112/ 55% | 5%/ 25%
Package @ ®molN 0%/ 0% 0%/ 0% 0%/ 10% | 13%/ 65% | 5%/ 25%
BRI ® JIAIA 0%/ 0% | 0%/ 0% 0%/ 10% | 158/ 75% | 3%/ 15%
® B 22Y8Z | 0%/ 0% 0%/ 0% 494/ 20% | 132/ 65% | 3%/ 15%
@ X E¥MCS | 0%/ 0% 0%/ 0% 498/ 20% | 122/ 60% | 4%/ 20%
AAE plar | D AAE 28 | 03/ 0% 0%/ 0% 494/ 20% | 13%/ 65% | 3%/ 15%
Impression @ =25 olat 0%/ 0% 0¥/ 0% 2%/ 10% 148/ 70% 4%/ 20%
bieiiele Gt ® s2c 0%/ 0% | 0%/ 0% 481/ 20% | 143/ 70% | 2%/ 10%
@ Al 0%/ 0% 03/ 0% 024/ 10% | 13%/ 65% | 5%/ 25%
@ NS = =0/ | 0%/ 0% 0%/ 0% 0B/ 10% | 14%/ 70% | 4%/ 20%
A& = Bt | g Az = 201 | 0/ 0% 124/ 5% 0%/ 10% | 142/ 70% | 3%/ 15%
Evaluation
. U = o, o) o, o, o,
after eating | @ &&= Z0 0%/ 0% 03/ 0% 0%/ 10% | 14%/ 70% | 4%/ 20%
® =492 0%/ 0% 0%/ 0% 03/ 10% | 14Z/ 70% | 4%/ 20%
® & o HE 0%/ 0% 0%/ 0% 0B/ 10% | 14%/ 70% | 4%/ 20%
e 0%/ 0% 0%/ 0% 0%/ 0% 16/ 80% | 4%/ 20%
Hord ot @ I 0%/ 0% | 0%/ 0% 0%/ 0% 1424/ 70% | 6%/ 30%
Naming
o4 0O, (o) (o) 0O, 0O,
ovaluation ® 2 A 0%/ 0% 0%/ 0% 0%/ 0% 149/ 70% | 6%/ 30%
@ 455 0%/ 0% 0%/ 0% 79/ 35% | 9%/ 45% | 4%/ 20%
® s2E 0%/ 0% 0%/ 0% 3%/ 15% | 13%/ 65% | 4%/ 20%
@ M3AS 0%/ 0% 0%/ 0% 3%/ 15% | 13%/ 65% | 4%/ 20%
® =G 0%/ 0% 03/ 0% 0%/ 10% | 14%/ 70% | 4%/ 20%
484 Bt | @ g oz | om/ow | 0%/ 0% 6%/ 30% | 108/ 50% | 4%/ 20%
Productivity
. sSE o o, o o o
evaluation | ® X=28! 85 | 0%/ 0% 0%/ 0% 494/ 20% | 152/ 75% | 12/ 5%
® 314 0%/ 0% 0%/ 0% 62/ 30% | 10%/ 50% | 4%/ 20%
@ oXE 0%/ 0% 3%/ 15% | 4%/ 20% | 7%/ 35% | 9%/ 45%
ol M55 | 02/ 0% 194/ 5% 531/ 25% | 9%/ 45% | 5%/ 25%
I EI} Price evaluation 0/ 0% 0/ 0% 119/ 55% 9%/ 45% 0¥/ 0%




KZE ZEIF (2) / Product evaluation
31X )
85/ M NET
CIxrel (Flavor/ (Food gt (Taste) Hio1e oH= -1
(Package Scent) texture) (Naming) (Price) (Other)
design)
OrE @0l
Satlsfying factor 29 /10% | 6H/30% | 45 /20% | 8H/40% | 0BH/0% 0% /0% 0% /0%
E0IE Q09I
Unsatisfying factor 3W/15% | 0H/0% 0% /0% 194 /5% 0H/0% | 10 /50% | 69/30%
A5 AHMO / Preferred age range
20s 30s 40s 50s +
DO ®G O ® @ DO BGBG®OH®
=]
Age range 1%’1%’2%’33’%/1%’2%’1‘%’3%’23’%/2%’1‘%’1‘%’%,Dé/l“é’%/l“é’ué/
42| 2| B6| 7| o | 15| 5| D5\ B| o | B W7 67| o | | Do D]
% | % | % L%l % %l % %] "%l %|%| | Tl %| %"
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reason & analysis gre Aerst oo Aenst 2FS AE8sH
orcr R=
St 58 | guapias | oo TS
o =2 o =2 =
SES SES e
HS JFAW / Preferred price range
JHA 7RMB 8RMB 9RMB 10RMB 11RMB
Price range 4/20% 7/35% 2/10% 5/25% 2/10%
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=& / Supplement and comprehensive analysis
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H & / Future plan
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	2. 22년 2월 난징 안테나숍 제품 마켓테스트 결과(티오피)
	개요
	- 현지 RTD커피제품군과 비교 시 플라스틱으로 만들어진 컵 커피에 비해 내구성이 좋고 적당한 병 크기에 휴대성이 좋음.
	- 오픈시 진한 커피향과 유제품이 혼합되어 목넘김이 수월하여 좋으나 단맛이 강하다는 의견이 다소 있음. 
	- 같은 제조사의 스틱 커피의 유명세로 인해, 인지도가 높아 익숙한 브랜드임.
	- 현지 유사제품과 달리 깊고 진한 풍미와 유제품의 리치한 맛이 어울어져 맛있기는 하나 높은 칼로리가 부담스럽다는 의견과 많이 달다는 의견이 다소 있었음.
	- 고급진 맛과 간편한 휴대성을 강점으로 홍보하여 바쁜 직장인과 학생을 대상으로 홍보방안 마련.
	- 추운 날씨를 겨냥해 따듯하게 데워 마실 수 있고, 그 이외에 라떼를 활용한 디저트류를 만들 수 있는 레시피 제공 및 구매유도.



