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Product information
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Product Name 20 LHOM O
HZEA=Z=LA) ore

manufacturer

ANE SAHIE
Similar products on the
market

¢ le‘ﬂq Product name :

QTG5O

¢+ HIZAF manufacturer :
EBOFEAEBORAT

¢ OHE=JF EHOWO+A
Selling price in the country :
(22.87t/3009)
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Date of consumer’s survey and numbers of respondents

=& ER
Date of survey 2022.2.19
42 SEA = 0%

Number of respondents

=4 21
Analysis result

2HIXF |8 / Consumer type
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Gender Age Residence Job
male / female 20s/30s/40s RS/ el el
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. Agree Strongly
Strongly Disagree Neutral aqree
disagree
D ZR 2P 0%9/0% 0%9/0% 799/35% | 1099/50% | 3%/15%
@ Zx WR 0%/0% 0%4/0% 699/30% | 1199/55% | 324/15%
BN o=z oxe| oz/o% 024/0% | 899/40% | 99/45% | 321/15%
Package o] A o4 /00 o4 /5o o4 /0Fo o4 /5RO o4 /150
oretoronce | @ ®og 0%9/0% 124/5% 599/25% | 1199/55% | 32/15%
® JIAIA 0%/0% 124/5% 699/30% | 119/55% | 224/10%
%fg’% 0%/0% 0%/0% 9%/45% 9%4/45% 294/10%
@ X =S | 0%/0% 124/5% 1121/55% | 521/25% 3%/15%
Alé! E-l plws] At (mE] [o) [m: 0, O 0, O 0, O 0,
e D AR QA | 0B/0% 0%4/0% 9% /45% 794/35% 45/20%
'mgg‘?gféon @ =2® ola | 02/0% 1%/5% 8%/40% 924/45% 294/10%
eating @ s2% 0%9/0% 0%9/0% 8%/40% 8%/40% 49/20%
© Al 0%/0% 0%/0% 8%/40% 8%/40% 458/20%
Al e vas s 021/0% 024/0% | 62/30% | 1024/50% | 42/20%
=pl3 R 084/0% 0%/0% 624/30% | 8%/40% | 63/30%
Evaluation =
after eating | @ ®et® Z( 094/0% 19/5% 79/35% 6Y/30% 6Y/30%
® 242 0%9/0% 0%9/0% 799/35% 9% /45% 49/20%
® 4 o B | 024/0% °9%/10% 49/20% | 10%/50% | 4%2/20%
Hlolal =t © we 0%4/0% 124/5% 9% /45% 794/35% 3%/15%
Naming @ J|o 0% /0% 0%/0% 109/50% | 62/30% 49 /20%
evaluation
@ oEA 0%/0% 0%4/0% 1024/50% | 721/35% 3%/15%
@ 855 099/0% 099/0% 799/35% 9% /45% 49/20%
® 525 0%4/0% 0%4/0% 8%/40% 794/35% 5%4/25%
@ das 0%4/0% 12/5% 8%/40% 794/35% 458/20%
@ o=g 0%9/0% 0%9/0% 8%/40% 8%/40% 49/20%
MASH "I} _
Productivity | @ 01 28 0%/0% 0%4/0% 1024/50% | 5%1/25% 59/25%
evaluation | ©® X=a 0/0% 199/5% | 7®/38% | 102/50% | 28/10%
® slEX 0%9/0% 0%4/0% 8%/40% 8%/40% 49/20%
@ oIxE 0%4/0% 0%4/0% 8%/40% 8%/40% 45/20%
© S0 0%/0% 19/5% 8%/40% | 8%/40% | 3/15%
JtA E Il Price o4 /09 o4 /09 o 9 o 9 o 9
ovaluation 0%4/0% 0%4/0% 8%/40% 9% /45% 3%/15%




KIZ ZJ} (2) / Product evaluation
?alél St/ A Al e - o
| %€l (Flavor/ (Food 9t (Taste) A l.o P,_' =
(Package (Naming) (Price) (Other)
. Scent) texture)
design)
OtE R0l
= 109/50% | 3%/15% | 28/10% | 2%/10% | 12/5% | 2%€/10% |0/0%
Satisfying factor
E0IE R0l
- 19/5% | 28/10% | 32/15% | 0Z/0% | 9%/45% | 5%/25% |0%/0%
Unsatisfying factor
Sds AHM / Preferred age range
20s 30s 40s +
=1 D266 0O 6 OO e ® o
Age range 19/
0/ |18/(3%/ |58/ | 2%/ |02/ | 18/|38/ |43/ (0%/ |02/ |0L/| {54 |0/ 0L/
0% |10% |27%| 45% | 18% | 0% [12%|38% |50% | 0% | 0% | 0% | ', | 0% | 0%
oS u = & CIARI D 8H0)
T ; ‘l SF 200 AHIX ool tHE=Y orol LS 0t
reason & analysis a0 me
&S JFAW / Preferred price range
= 5% o|5}H(25%) 857 (35%) 115%(40%)
0 [e)
Price range At ° TLASO7% JLAGU%
0L ¥ 24 cQIEE=3n] st [Hato2s KRl alog=
reason & analysis JEAE0| gIMCH JEA0| HIMCH JrE0] Ege




S i0J
o3 i0
% = %_ 0
© o ul o0 0 __No
c nH = 00 Bl of S5 KJ
(W] 10J o | - 15 Hig
© 0l <] & % W m 2 ..
= KO H JI H DA =
S <] o% o R — vl
D _- <k 1o < 00 = = <
o o) ou ) 10 5% = oy S =
m Pz o o o5 W _ = N = <
S oo O <Y &R B U0 A
° R0 S i O B ™ > N o
e I &3 ST ey K <4 S| MERA il
S 3 . HO _ 2 = =
© oo Kilo ik
- Ik oL ~ = i) Ol ol g o
= 0o S U L J o || R0
£ o0 U uw = M= ) = R = 0 I
< I+ Ol KD . RS il oo
a — W0 D < Ul o8 S — S_ & <
> 5 < il Ko el m
ol 2 =3 D| a [ Lo :
~ K oS - uny = | @z E]
T Ko T8 = 0 o || VR _m
IH D S = ad ol T y:
ot 4 O o = =3 F
oD 0. - Fl o oF
() oL < )
= R Kk o
31
ok
100 = s & |9 =
=< = Ul 0 05 |0 Q
- KO - o - N o <
o H ot i 0 H3s | mes
H Dl T S5 | _ 88
= e e | 258
B = 2|=X 8
Q T @
-




