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Abstract

The objective of the Chinese market research on Ready to Eat (RTE) product in
Chinese market were to estimate the demand from the target customer, to understand
the target customer demographic ; buying behavior ; product perception and sensory
preference, as well as to benchmark in the quality perception of the RTE products

made in China, Thailand, Japan, and South Korea.

This study has assigned the survey samples as RTE potential consumers using
sample with salary higher than 6,000 yuan, residenting in city area from three cities
Beijing, Shanghai and Guangzhou. The average respondents from each cities were
around five hundred. For sensory on RTE product testing, fifty panels from each cities
were recruited.  Five RTE product items were used for sensory testing. Three items of
Shrimp-Tom Yum, Pad Thai and Shrimp Green Curry with Rice represented Thai made
food and the other two items of Chicken curry with rice and Spaghetti were Chinese

made.

The target customer group has been defined from respondents who used to eat
RTE and would like to buy such product. The survey from three cities, around 25% of
respondents were categorized as target customers for RTE. All target customers from
three cities had similar demographic of age range (18-35 year), in a first stage of working
career with salary higher than 6,000 Yuan per month. Most were married and have little
kids. All target customers have mentioned about the reduction time for cooking. Such
target customers always buy RTE product around 1-2 boxes per week at the price range
of 11-20 Yuan per box. The result shown that in RTE products that were bought, 30
percent were wontons, 25 percent were riced-based meals and the other 20 percent
were bread and pizza. The major place for RTE buying channels were supermarket and
convenience store for 40 and 30 percent, consecutively. Therefore the potential

demand for RTE can be estimated by using the number of target customer living in
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cities (around 2 million in Beijing and Shanghai each and around 0.8 million in
Guangzhou). In order to estimate for production plan, such number of target customer
in each city can be used to calculate with the marketing survey on type of RTE buying
items. However the product price range from 11-20 Yuan per box should be

concerned.

For the information of target customer behavior, Chinese people in all three
cities shown similar characteristics in eating principles which were Chinese eat freshly
cooked meal. They concerned about healthy food and balance nutrition meals
according to their traditional concept of Yin-Yang Food. For the marketing mix concept,
all respondents in three cities shown that they gave the equal weight of importance to
the product, price, place and promotion. For the product characteristics, consumer
shown the concern in processing standard and product quality. They needed the clear
product information on label and the information of country of origin. For promotion,
Beijing and Guangzhou requested for the product website and staff providing the

product information at the selling point.

The benchmarking on RTE for different country of origin among Chinese made,
Thai, Japanese and South Korean made, the customer recognized that Thai product
had a reliability on the processing standard and product quality while the selling price
was in between the lower one from China and the higher on from Japan. About the
taste preference only Beijing respondents mentioned that Chinese made RTE was
better in taste while the ones from Shanghai and Guangzhou mentioned on difference.
For sensory test on 5 items of RTE products, all panels in Beijing, Shanghai and
Guangzhou accepted for all product tastes but Tom Yum Kung. The taste
characteristics included the level of sweetness, sour, salty, spicy and oiliness, only the
Shanghai panels mentioned less sweet level in every RTE testing sample. The results
also found that different region of testing panels shown the different preference dishes.
For example Beijing panels preferred noodle based dish like Spaghetti and Padthai. For

Shanghai and Guangzhou panels, they preferred rice dish such as Green Curry with rice.
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This marketing research shown that Chinese was a high potentially expanding
RTE market. This research shown information for the product development in both rice
based and noodle based for RTE product including the raw material and ingredient
selection under the pricing range of product. Thai RTE should put the product position
at the reliability on processing standard and its high product quality. The product
nutrition information based on Chinese traditional concept of eating should be
matched and the website for product information and communication is another way
for making Thai RTE product different. Importantly, all information about potential
demand, consumer behavior and product preference can be used for demand chain
management in order to provide a counterpart information for Thailand RTE value

creation in the supply chain.
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	เซี่ยงไฮ้
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