@ | OHQl oHILks (=E0IU3IE8=

Ix
(o

o =YL : 2024E 98 2528~2024EF 9& 302 / o SEA = : 209
HEd HEEF

Product Name

OO0 &#Xliie HY

Product type

JIEF-HMR

=
£

Z2 1t Analysis result

AHIXF & / Consumer type

A Y Gender

Male 5%, Female 15¥

o3 Age

10~20s 2% / 20~30s 6% / 30~40s 69 / + 6%

HE &

EOl (1) / Product evaluation

A2 (Questions)

S (Answer)

ot

(0%/ 0%)

( 08/ 0%)

e - ict x| 2HAUCE
PN S HoE ABIQO| oL HA BX =
1. Hi=g MES Hol2 ZYol A& (11%/ 55 %) | ( 9%/ 45%) ( 0%/ 0%
" = = 7t ot I{7|X| OIX| = 7|Et
CI=20 o (=14 F L DOl |77 — A
2. SiFel MZS o T 7K nefok=Al SHBUR | omi) 000 | (188 90% | (0B 0% | (127 5% | (13 5%
5 o >ECt ELt 2SO0|tt | SX|ECH| RS XLt
AlSE ZqF OF 2] |7
3. Al&yet Zap 3ol oZE LR (7% 35%) | (11%/ 55%) | ( 38/ 15%) [( 0B/ 0%)| (0B/ 0%)
0fS SRIRUCIS MeSh 29 off 02 e
I = asc ofL|C
4 8% 0| HES TUSHEUM (195 o oh o | 2R 12 5%
N 7} ot WK | oXlE 7|t
B2 MEHSIHO o oojo " = A
A0S d=etge olRst FXER (28 10% (175 8% | (0Z/ 0% | (0B/ 0% | (1%/ 5%
JYRYCHE MESAS 0|97t Aot | o o o | IR

( 08/ 0%)

g MZel 7hA0| HFotttn “AHX|LER?

oSt

HEo|Ct

0§ @ ZX| R4t

( 8%/ 40%) | ( 7%/ 35%) | ( 5%/ 25%) ( 0%/ 0%)
oj a%Ect | 2Eolct | K| | Me JX|
6. o2 MZO| K| AR ARRISOA| Q7S A Zite? | JCt oLt ULt
(10%/50%) | ( 8%/ 40%) | ( 2E/10%) | (0H/ 0%) | ( 0%/ 0%)
H2AIS 2 JIEelA / Supplement and comprehensive analysis
= %E%“&t i dess %W%* s
Ol255 olo| ZIEh &n/EEs Do sha 22 7|y |a|or01| = A




