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Product information

H39
Product Name

HMZEAH=ESH)

manufacturer

tE2EHA, EOHOF 84072,

¢ MEY Product name :
Ol24} HIOIE &=t

ANZE FAHS

¢ HIZAF manufacturer :
o= 8lElLt

Similar products on the
market
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¢ oHE =0t EOHIHA
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Date of consumer’s survey and numbers of respondents

=& R
Date of survey

g2 SN &

Number of respondents

204
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Analysis result

2HIXF 88 / Consumer type

AY Gender

HE Age

male / female

10s / 20s / 30s / 40s+

5%/ 159

19 /38 /38 / 13Y




MIZ O} (1) / Product evaluation

& KR N E20ICt =i} O =t
Strondy disagree DOisagree Neutra Agee Strongdy agree
BN Eedts %/ % 0%/% 82/40% 62/30% 62/30%
Package preference
Al XN OIA
A!ﬁ5 =l . Y/ % 2H/10% 3H/15% 9 /45% 6%/30%
Impression before eating
Al & TH
MT = =k . 124/5% /% 19/5% 4%/20% 14%/70%
Evaluation after eating
ol 1H
H'.Ol" Lok ) 19/5% 49/20% 29/10% 104/50% 3%/15%
Naming evaluation
AIE
°F.E."g £ . 19/5% /% 9% /45% 4%/20% 6%/30%
Productivity evaluation
A IH
.7“ °j}. %/ % 1%/5% 4% /20% 6%/30% 9 /45%
Price evaluation
M= Tl (2) / Product evaluation
Ho /A A2t
ClIXtel 4o/« oA 9
| (Flavor/ (Food ot (Taste) i l. + |
(Package Scent) texture) (Naming) (Price) (Other)
design)
BE Qo
o 2 12%/60% 18%/90% | 18%/90% | 18%/90% | 13H/65% | 15%/75%
Satisfying factor
20t 20
ey 3%4/15% 194/5% 194/5% 124/5% 5%/25% 194/5%
Unsatisfying factor
SAE L HdX FSEEE4A / Supplement and comprehensive analysis
ZACIXCIE B0 oA JHEGED, EHE 22 ot =S
el =9/03e ANSE &= UESE 6t10, AEZEEZO = MESIH SUHE EoIAH olH,
= < DA 2le HAXGE =g HEx UEE ZHYO HEHE HIE Z
QI UAS. ALt 001Xt Z2I0HEN £22 =52 21 US.
&% J& / Future plan
HE =Hatot St=tHES 0l XA HE2H XA SLOI0IEez 224510 /Y= &
Product ZHATNFE 2/2TZ2le MMHE Sol H¥=2 EE6t1D, &2 ASAlAS
) Soto HE Q== U= HIIE A= B=0 = 2RI US.
promotion plan  |sNs g2 opIgE S8 X2 =52 FDED O,
AT E=2urot REUSE MLX= 20 Eli= AS L0 A8, XHHQ AISAIA
) ST D18 B0Z JIENA cEH HS 2 UAEE EH0 2 URI US. £
recipe application N loyar % siey2 Heaicis 2o 2 AXA0| YSAO2 BOE,




