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Abstract

Improvement of living standards, accelerated the pace of life of people in the age of the lazy man
economic, fast-food fitness meal began to come into the mind of the public, according to the Tmall
“national flavor” data, according to a report issued by the couch potato food, health food will be-
come the new food trends, each new product before mature need in-depth research in order to op-
timize product performance. Based on consumer cognition about fast food health food and consumer
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demand survey, using relevant statistical methods to analyze data, dig into consumer population
characteristics and product demand motive, this kind of research and development of product de-
sign and marketing is dedicated to provide you with some constructive suggestions, and combined
with the feature of consumers give advice related to the product pricing and sales channel. In or-
der to promote the promotion of fast food and fitness meals in the domestic market, to ensure
people’s efficient work and life rhythm, and at the same time to improve the national health level.
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Figure 1. Fitness frequency chart
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Figure 2. Health status chart
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Figure 3. Distribution of health investment
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Figure 4. The importance of eating habits to health
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Figure 5. Instant fitness food satisfaction
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Figure 6. Cross analysis of age and product demand
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Figure 7. Sales channel analysis chart
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Figure 8. Cross analysis of living conditions and purchasing channels
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Figure 9. Revenue and pricing radar chart
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Table 1. Income * price chi square test
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Figure 10. Income * price correspondence analysis
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Table 2. Chi square test of education * brand protection
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Figure 11. Corresponding analysis of education * brand protection
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Table 3. Chi square test for age * food acceptance
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HfH df B 2 (2 )
% /R 7 (Pearson) k7 15.649 16 0.478
REABLEL 17.680 16 0.343
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Figure 12. Age * food acceptance correspondence analysis
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