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Abstract

Kuang Ta Hsiang is a traditional food manufacturer which was established over 

eighty years ago in Taiwan. However, changing consumer habits require Kuang Ta 

Hsiang to do some enterprise transformation. Therefore, this paper will discuss

changing consumption patterns in processed food in Taiwan, as well as how the 

traditional food industry should adapt and adjust to these patterns. By questionnaires 

and sampling methods, we will establish Kuang Ta Hsiang’s current corporate 

positioning, and understand its corporate and product image in the minds of 

consumers. After that, in order to improve market access, we will develop a transition 

strategy. 

Keywords: food industry, enterprise transformation, market research, brand 

positioning, brand value, strategic analysis.
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                                        ___________

PART S. 

S1. S1 ?

1. /

2. / / / / /

3. 

S2. ?

1. 2. 

S3. 1. 2. 

S4. S4           

1. 19 80

2. 20-29 79 ~70 3. 30-39 69 ~60

4. 40-49 59 ~50 5. 50-54 49 ~45

6. 55 44

S5. S5 (2010 1 1 ) ? ( )

, ; : , ,

S3 1.      2. 

S4 2. 20-29 3. 30-39 4. 40-49 5. 50-54

1. 2. 3. 

( / ) ( )     / /          /

      

1. 2. 

15

Vision Marketing Research Co. 

        

Tel: (02)2515-2946
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1. 2. 3. 4.

5. 6. 7. 8.

( ) 1. 1~3 ,

2.

PART A. / /

A1-1. / / ( )

A1-2. ( )

/

A1-1 A1-2 A1-

1

A1-2

(
)

(
)

1. ○ 1 1 1. ○ 1 1

2. 2 2 2. 2 2

3.  ○ 3 3 3. ○ 3 3

4.  ○ 4 4 4. ○ 4 4

5.  ○ 5 5 5. ○ 5 5

6.  ○ 6 6 6. ○ 6 6

7.  ○ 7 7 7. ( 7-11.. )   7 7

8.  ○ 8 8 8. _____ 8 8

9.  ( 7-11.. ) 9 9

10. _____

/ /



81 

PART B. 

/ /

B1. B1 / /

B2 B2 ?

B1 ( →) B2.
1. 2. 3. 4. 5.

/

1. ○ 1 2 3 4 5 1

2. 1 2 3 4 5 2

3. ○ 1 2 3 4 5 3

4. ○ 1 2 3 4 5 4

5. ○ 1 2 3 4 5 5

6. ○ 1 2 3 4 5 6

7. ○ 1 2 3 4 5 7

8. ○ 1 2 3 4 5 8

9. ( 7-11.. ) 1 2 3 4 5 9

10. 

_____
1 2 3 4 5 10

1. ○ 1 2 3 4 5 1

2. 1 2 3 4 5 2

3. ○ 1 2 3 4 5 3

4. ○ 1 2 3 4 5 4

5. ○ 1 2 3 4 5 5

6. ○ 1 2 3 4 5 6

7. ( 7-11.. ) 1 2 3 4 5 7

8. 

_____
1 2 3 4 5 8

B2 B1 1. 

( B2. / )

B3. B3 / B2 ? ,

1. 6. 11. 
2. 7. 12.GMP
3. 8. 13.
4. 9. 14. ( )  
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5. 10. 15. ( :____________)

( B2. )

B4. B4 B2 ? ,

1. 6. 11. 
2. 7. 12.GMP
3. 8. 13. ( :____________)
4. 9.
5. 10.

PART C. 
C1 C1 / /

: A ; B 

A B

( ) � � (    ) (    ) (    )

/ ○ ○ ○ ○

1 1 1 1 1

2 2 2 2 2

3 3 3 3 3

4 4 4 4 4

5 5 5 5 5

6 6 6 6 6

○ ○ ○ ○

1 1 1 1 1

2 2 2 2 2

3 3 3 3 3

4 4 4 4 4

5 5 5 5 5

6 6 6 6 6

C2. C2
   : A ; B 

A B

( ) � � (    ) (    ) (    ) (    )

○ ○ ○ ○ ○

1 1 1 1 1 1

2 2 2 2 2 2

3 3 3 3 3 3
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4 4 4 4 4 4

5 5 5 5 5 5
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PART D. 

D1. D1

: A ; B 

A B

( ) � � (    ) (    ) (    ) (    )

○ ○ ○ ○ ○

1. 1 1 1 1 1 1
2. 2 2 2 2 2 2
3. 3 3 3 3 3 3
4. 4 4 4 4 4 4
5. 5 5 5 5 5 5
6. 6 6 6 6 6 6
7. 7 7 7 7 7 7
8. 8 8 8 8 8 8
9. 9 9 9 9 9 9
10. 10 10 10 10 10 10
11. 11 11 11 11 11 11
12. 12 12 12 12 12 12
13. 13 13 13 13 13 13
14. 14 14 14 14 14 14
15. 15 15 15 15 15 15
16. 16 16 16 16 16 16
17. 17 17 17 17 17 17
18. 18 18 18 18 18 18
19. 19 19 19 19 19 19
20. 20 20 20 20 20 20
21. _________ 21 21 21 21 21 21

D2. D2 ?
( )   : A ; B 

A B

( ) � � (    ) (    ) (    ) (    )

   ○ ○ ○ ○ ○
1. 1 1 1 1 1 1
2. 2 2 2 2 2 2
3. 3 3 3 3 3 3
4. 4 4 4 4 4 4
5. ˊ 5 5 5 5 5 5
6. 6 6 6 6 6 6
7. / 7 7 7 7 7 7
8. 8 8 8 8 8 8
9. 9 9 9 9 9 9
10. 10 10 10 10 10 10
11. 11 11 11 11 11 11
12. 12 12 12 12 12 12
13. 13 13 13 13 13 13
14. 14 14 14 14 14 14
15. ________ 15 15 15 15 15 15
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PART E. 

E1. E1 , ( ) ( )

1. 1 2 3 4 5

2. 1 2 3 4 5

3. 1 2 3 4 5

4. ( ) 1 2 3 4 5

5. 1 2 3 4 5

6. 1 2 3 4 5

7. 1 2 3 4 5

8. 1 2 3 4 5

     

PART Z. 

Z1. 1. 2. 3. 

Z2. 1 � ______ 2

Z3. 1 � ______ 2

Z4. 1. 2. / 3. /

4. 

Z5. 1. 2. / 3. 

4. SOHO / 5. / 6. 

7. 8. 9. ( , , …)

10. 11. 12. ( ____)

Z6. 1. 2. 0~20,000 3. 20,001~ 40,000

4. 40,001~60,000 5. 60,001~80,000 6. 80,001~100,000

7. 100,000

Z7. 1. 0 ~30,000 2. 30,001 ~ 50,000 3. 50,001 ~ 70,000

4. 70,001~ 100,000 5. 100,001 ~150,000 6. 150,000
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