First Love Flavor,
Strawberry All Gone

From December last year to March this year, we have been
continuously selling our strawberry products: Strawberry Daifuku and
Strawberry Mille Feuille. We have implemented a pre-order system and
only sell a limited quantity of ready-made products. We also utilize
differential pricing. Pre-order customers enjoy special discounts, and
we also organize a loyalty card program: Customers receive one point
for every purchase over 500 yuan, and after accumulating five points,
they can redeem one package of Strawberry Mille Feuille.

In addition, we promote our products through influential figures on
campus, increasing awareness. During break times, we also visit offices
to promote to teachers, ensuring that strawberries are present
everywhere on campus. In the end, we sold a total of 266 boxes of
Daifuku and 150 packages of Mille Feuille.
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The sales review after the completion §

of our team's activities

At the beginning of practical sales, there were some issues regarding
delivery due to it being our first time implementing pre-orders. Since
our team did not notify consumers in advance about the delivery
schedule, it often resulted in consumers not being present on
campus, causing the Daifuku to exceed their shelf life. To address
this, our team implemented a solution by requesting consumers'
friends to assist with the collection, minimizing the risk of Daifuku

expiration. 011223% IRk 011224%%%5E4% 01123688818
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Work Introduction

“Bake” A New Business Opportunity with “Tian Ji Fa Ye”
Exploring the development and business opportunities of the

roast meat industry

This study is Explore the future development and business
opportunities of the barbecue industry and how to bring more business

opportunities to the barbecue industry.

We will first understand its brand introduction and story, and then
use the online questionnaire to survey consumers' satisfaction with
various aspects of Tian Ji Fa Ye, and make specific suggestions through
various analysis charts, SWOT analysis and 4P analysis for the stores'
reference, in order to help them obtain better development and
business opportunities, and make the roast meat industry grow stronger

and stronger.

Brand Introduction

Tian and Story
Ji : :
Fa Questionnaire
ye Survey
Analysis of line

marketing

Exploring the Barbecue
IndustryFuture
Development and
Business Opportunities

Based on the literature, questionnaire survey and marketing analysis,

the group proposes the following four points:

1 ~ Adjust the price according to the main consumer tier to stabilize

and increase the customer source.

2. Increase promotional activities, discounts, and other activities to

reward customers and increase their return rate.

3. Open more branches throughout Taiwan so that people from all

over the world can have the opportunity to visit.

4. Increase the popularity of the restaurant by giving away discounts

to attract more customers.
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Introduction to the work

Explore the existing development and business
opportunities of beverage shops
-Take KEBUKE and 50 Lan as an example

This study aims to explore the existing development and business
opportunities of beverage stores, first, discussing the development
history, brand introduction, theoretical basis of beverage industry,
and putting forward SWOT and 4P analysis of beverage stores,
and then using online questionnaires to investigate consumption
motivation, consumption frequency, consumer product preferences,
activity attraction types, knowledge channels, preference for
KEBUKE or 50 Lan satisfaction surveys, and put forward specific
suggestions for the two beverage stores.

Based on market analysis and questionnaire surveys, the group made
the following four recommendations for the two beverage stores:
— ~ Seasonal

Introduce seasonal flavours, such as a smoothie series in summer and
a warm drink series in winter, to entice consumers to experience new
flavors.

— » cooperate

Cooperate with Internet celebrities, idols, etc.,, conduct online live
broadcasts, group photos and other activities to increase brand

exposure.

-
~

= ~ Membership

Launched a membership system so that loyal customers can
accumulate points, receive coupons and other benefits, and increase
customer repurchase rate,
W ~ Market segments

For different ages, genders, regions and other consumer groups, we
will launch drinks with different flavors and packages to meet
different consumer needs.
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WORK INTRODUCTION

Eating enough to cover "two meals”
~-Exploring the marketing strategy of "two
meals” and customers’ ideas

The purpose of this study is to
investigate consumers' perceptions of
two restaurants and the marketing
strategies of two restaurants by first
exploring the characteristics of Korean
cuisine, the history and business
philosophy of two restaurants through
iterature, and then making specific
recommendations through STP and 4P
analysis. Then, through questionnaire

survey and analysis, we will understand
the main customer groups of two
restaurants and give suggestions.

Based on the marketing analysis, questionnaire and
action research, the team makes the following
recommendations:

1. Launching various kinds of activities

2. the new online platform, providing more seats

3. Each region offers a wide variety of local products
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" INTRODUCTION .
Catfeine -explore with cat cafe

In recent years, Chinese people's love for pets has
been on the rise. Furry children have begun to appear
in many industries, but this has caused an increase in
strays. Some well-meaning stores adopt them and help
them find a warm place by developing their stores.
Belonging, for example, pet cafes, an industry that has
been booming recently, so we want to understand the
business model of pet cafes. We take the cat cafe
"Erxiang Mao Lane" as the research object.

2

Based on literature review, questionnaire survey and actual interviews, the
group came up with the following five suggestions:

1. The price of meals is high, which can increase the diversity of meals and
allow customers to have more choices.
2. Using the surrounding geographical location, there can be a lot of traffic,
and a conspicuous signboard can be set up to attract consumption.
3. Hold more promotional activities and cooperate with public figures to
increase exposure.
4. It is recommended to add peripheral products for cats in the shop,
consolidate the fixed customer source, and provide cat food and small toys to
increase the interaction between consumers and cats, and increase the
willingness of consumers to return.
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Discuss the purpose and reason of going to "cafe”

Introduction

This study is to explore which coffee shop the public prefers to go to. Taking Louisa, 85°C and Starbucks as the
research subjects, the literature analysis is used to analyze the individual profiles of the three coffee shops, and
then the Internet questionnaire is used to survey the public. The coffee shop you like to go to, what activities you
are interested in in this coffee shop, why you like to go there, and do research on the satisfaction degree of the
service, price, and corporate image of the coffee shop, and draw conclusions and suggestions from the
responses in the form. suggestion.
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Overview

Duty-free shops, favored by travelers, provide
discounted products and a wide variety of choices.
They suffered a significant revenue decline during the
three-year COVID-19 pandemic but are now gradually
bouncing back as travel resumes.

Suggest:
1.Increase the diversity of duty-free products.
2.Allow duty-free shops to operate 24 hours a day.
3.Collaborate with charitable organizations to
handle perishable goods. Purchase

details

Type of Repurchase
purchase surveys

Reason for purchase Satisfaction
& payment method surveys

Research on Duty-Free Goods

LIN,YU-TING 011420
&DUty'Free ShOpS LIU,CHING-JUNG 011431
LALPEI-CHUN 011436
HSU,CHIEH-LUN 011407

Questionnaires
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MARKETING STRATEGIES OF STREAMING PLATFORMS

TAKING mETFle AS AN EXAMPLE

THIS ARTICLE EXAMINES NETFLIX AS A CASE
STUDY AND INVESTIGATES ITS MARKETING
STRATEGIES IN TAIWAN, BASED ON
LITERATURE REVIEW, FINANCIAL ANALYSIS,
AND USER SURVEYS. THE AIM IS TO SUGGEST
IMPROVEMENTS THAT ENHANCE CUSTOMER
EXPERIENCE. JOIN US AS WE EXPLORE THE

.. SECRETS BEHIND NETFLIX'S SUCCESS AND ITS

::FUTURE DIRECTION IN THE EXCITING WORLD
OF AUDIOVISUAL ENTERTAINMENT.

The issue of Implement
parasitic accounts countermeasures.
The monthly : T
fee is too high Price optimization.
Big data analysis Enhancing
of preferences. customer loyalty.
Social media Being close to
engagement. people s daily life.
Understanding Dev_eloping new
customer needs. services.

011414 MING-HUI-WANG + 011419 LI-JIA-ZHOU - 011428 CHIA-HSUAN-YEH
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Synopsis

A Study on the Operational Philosophy of Cat Café - A Case Study of Meow Day Café

wusy Our group conducted online interviews and on-si

, te filming to understand the operational philosop
@' m Mc o hy and background of Meow Day Café. Firstly,

we conducted a literature review to explore its o

perational philosophy and compared Meow Day Café with regular cafés, highlighting the differenc
es in pet cafés. We then used questionnaire analysis to understand consumer loyalty and satisfactio
n. Through STP analysis, we segmented the market into various sub-markets, identified the target
market, and found the most suitable market positioning. SWOT analysis and cross-analysis were ¢
onducted to outline four strategies to respond to various situations. Additionally, we utilized questi

onnaire surveys to assess consumer satisfaction and loyalty, and provided concrete recommendatio
ns through IPA analysis.wan

Cup o’ Cat

Audience:Consumers across Taiwan
STP
IPA
Meow Day café SWOT Question
Analysis
Satisfaction
SWOT Cross-
] and
Analysis Loyalty

Based on literature review, questionnaire analysis, and IPA analysis, our team proposes the followi
ng seven recommendations: wan

1.Implement time restrictions for customer dining, as there are no time limits or turnover rates.
2.Sell pet snacks within the café to enhance customer interaction with the cats.

3.Utilize the official website to promote and increase visibility through social media platforms like
Instagram and Twitter.

4.Use advertising and marketing strategies to make the cats popular influencers, attracting custome
rs' attention visually and attracting new consumers.

5.Allow customers of all ages, including children under parental supervision, to learn how to intera
ct with and care for the cats.

6.Considering that Meow Day Café may be far for many people, it is recommended to expand to o
ther locations and open new branches.

7.Adjust prices, offer more discounts, and diversify food innovation.
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Brilliant Vision Begins with
“Pegavision...

Mr. Tong Tzu-Hsien, Chairman of Pegavision Optical, stated, "Pegavision's new
product has obtained the EU CE certification, and our astigmatism contact lenses
have received approval from the US FDA."

With over a hundred contact lens brands worldwide, how has Pegavision, as a
domestic Taiwanese contact lens company, gained recognition in the international
market? How has it gradually won over consumers and made them choose
Pegavision?

Our team has analyzed Pegavision's strengths, weaknesses, and trends of
development through the following four methods. Based on our analysis, we have
identified specific areas where Pegavision needs to strengthen and have the
following recommendations

SWOT STP

Our team proposes the following five recommendations based on
literature review, questionnaire analysis, and research methodology

Increasing Product Uniqueness: Differentiating from other brands to attract more consumers.
Product Enhancement: Reducing dryness to ensure consumer comfort during usage.

Special Student Discounts: Offering discounted prices for students upon presenting their student ID.
Cross-industry Collaboration: Increasing brand exposure by forming alliances with other industries,
allowing more consumers to discover Pegavision.

Customization Options: Introducing customizable products to meet the unique needs of consumers.
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The introdution of our work
DO YOU 'RIDE; TODAY?

011408FR{Z{E + 0114233R4L% + 01142715 F 15 TAKE GOGORO AS AN EXAMPLE

With the progress of the times and the rise of environmental awareness, the market
share of electric motorcycles is increasing. Therefore, old gasoline motorcycles were
gradually phased out. Besides, there are fewer and fewer oil resources on the planet.
So, the government then began to promote electric vehicles fueled by electricity,
this also gives consumers more choices in their purchases.

Gogoro founder Horace Luke (2015) mentioned:

Don't innovate for money, but for influencel]

Although, the push for electric motorcycles is on the high side in price,
the environmental protection and benefits in use are definitely better than ordinary
gasoline motorcycles. And its innovations have reached a certain influence in this
generation as well as create new situations. Therefore, we decided to use the theme of
electric motorcycles to explore the advantages and disadvantages of various aspects of
electric motorcycles and the differences between them by other motorcycles,
and to study the relevant business analysis.

4P

Target: All Taiwan consumers
ANALYSIS

SWOT i
Consumer questionnaires Conclusions and
ANALYSIS . . — | eco endations
T Survey satisfaction recommendation

Gogoro

POTER FIVE
FORCE
ANALYSIS

The loss of many customers is high due to high prices, so we recommended to increase
incentives and subsidies.

Too few charging stations is a major part of the missing customer group, therfore, we
recommended to add charging stations and battery subsidies

Since it has not yet been popularized by the public, we can select the highest customer
attention from the analysis to prioritize improvement

In the overall satisfaction, there is no good impression on the customer. Thus, we
recommended to train the staff more in service
Traditional motorcycles are still deeply loved for the masses. Then, we recommended
that Gogoro increase its promotion capabilities



