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Analysis of Consumer’s survey
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Product information

Product Name

MZEAH=ESH)

Similar products on the
market

sO(H0OR9)
manufacturer
+ HIEZY Product name :
2/ Persimmon
AlE SAHNIS

+ HIZAF manufacturer:

¢ HE=I1 ZoHo+A
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Date of consumer’s survey and numbers of respondents

=& D2t
2022E309&29¢
Date of survey
£ SEHA =
& A 20!
Number of respondents
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Analysis result

2HIXF &8 / Consumer type
A4 = =X4 FR Y
Gender Age Residence Job
male / female 20s / 30s / 40s + | ot=

8/12

27/ =SBIE/ DIt

3/13/4

13/4/3




MIZ O} (1) / Product evaluation

3 2EX : e
ae | U= | g
Strongly Disagree Neutral Agree Strongly
disagree agree
O EZX 2 15% 15% 20% 15% 35%
@ XX ME 15% 15% 20% 15% 35%
— _— _él- O|_| 0O 0O oO oO oO
WIIK A5 ® ZZ CIA 15% 15% 20% 15% 35%
Package @ HoH 10% 20% 25% 20% 25%
preference ® JIAIA 10% 20% 25% 20% 25%
® =2 = 10% 20% 30% 20% 20%
@ 88X Edc= 10% 15% 40% 15% 20%
AlAl & OIAF @ A= olAt 10% 15% 45% 10% 20%
Impression | @ &2& olat 10% 20% 40% 10% 20%
before eating| 5 s5¢ 10% 25% 35% 5% 25%
@ A4 10% 20% 20% 25% 25%
@ A8 = 20| 10% 25% 25% 20% 20%
| & IH
A& 2 8ot 5 ag = =0 10% 5% 25% 25% 15%
Evaluation
. HUA = % % % % %
after eating @ MuA Z0| 10% 20% 30% 25% 15%
G =42 10% 20% 40% 15% 15%
® & SF HE 10% 15% 40% 15% 20%
@ &S 5% 20% 35% 20% 20%
| IH
Lol &ot @ 1o 5% 20% 35% 15% 25%
Naming
. of 24 M % % % % %
evaluation ® &4 5% 25% 35% 15% 20%
@ NS5 % 5% 20% 45% 10% 20%
D s2E 5% 20% 45% 10% 20%
@ s~l2E 5% 20% 45% 15% 15%
® ot=E 5% 15% 50% 15% 15%
P IH
4854 Bt | @ a2y 9z 5% 15% 50% 15% 15%
Productivity
A =0 &85 % % % % %
evaluation | ® M=% d=% 5% 15% 45% 20% 15%
® dlEHN 5% 15% 50% 15% 15%
@ QX&E 5% 15% 50% 15% 15%
HE d% 5% 15% 40% 25% 15%
I EO} Price evaluation 8% 19% 36% 16% 21%




M= Tl (2) / Product evaluation
EH;E: &/ a8 4ol op= a e
(Package (Flavor/ (Food ot (Taste) (Naming) (Price) (Other)
. Scent) texture)
design)
0rE R0l
. 15% 15% 20% 10% 20% 20% 0%
Satisfying factor
=0E R0l
= = 15% 15% 20% 0% 15% 30% 5%
Unsatisfying factor
Hds HAHM / Preferred age range
20s 30s 40s +
=S olelele|e olelelele | oleele|se
Age range
5% 0% 5% 0% 5% 15% 5% 20% 10% 15% 5% 5% 5% 0% 5%
oS o S XS AlAE A0l SO SOl H2 | S0 BelD HS
TT = T/ E'J%I(J_,_ —‘?’—':E',']_ f iy == O A — - = 1 O L -
i ° ’ - ot = Z=(}sH
reason & analysis chors Zopsic or0l £C4. Z 0t L.
&S JHAW / Preferred price range
A
: $15 (15%) $7.5 (15%) $6 (70%)
Price range
S UM 2ol £E2 A _  E2 It )
Ol7 = =45 0 L R01 ooy spzi0) mascr | T 3* Ol
reason & analysis 0= dIMCH AH2HSHCE
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