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1. Survey of  the Business Opportunity Brought by Deity Pilgrimage
2. Tracking Survey to Consumer Behaviors
• Utilization survey to new consumer behaviors
• Rankings of hot topic types among consumers
• Rankings of mindshare of YouTubers
3. EOL iNSIGHT Retail Trends Sharing and Presentation Ended successfully
 


	3. Survey of the  Business Opportunity
Brought by Deity Pilgrimage
PART 1
Based on the data from the 2021 annual report from the Ministry of the Interior, the number of registered temples comes to
12,281, which is 314 more than that 10 years ago, with 8 temples per 10 thousand people on average, no mentioning those
unregistered temples and shrines which makes total amount higher.
Among the religious rites in Taiwan, the deity pilgrimage would be the most popular activity, with the Dajia Mazu pilgrimage
being described as one of the top three religious festivals in the world, and even the Mazu beliefs and customs was even
certified as Intangible Cultural Heritage by UNESCO.
Deity pilgrimage is not only for praying for blessing and safety, but the deity primage with local characteristics also brings more
business opportunities
Eastern Online Consumer Research Group / Marketing Department
Eastern Online Co., Ltd. | 7F, No.306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City
 


	4. More than 40%  of people will follow the information about
the deity pilgrimage
4
• More than 40% of people will follow the information about the deity pilgrimage: The deity pilgrimage is one of the most important traditional
cultures of Taiwan, which will be focused on by 44% of people in daily life. Compared to the topics consumers follow in April, it is the second topic
consumers care about, ranking after restaurants and food (53%), which presents its importance to Taiwanese society
• The elder generation will pay more attention to deity pilgrimage than the young generation does: The 50s is the generation who care the
most about deity pilgrimage, with nearly 50% of them following the information about deity pilgrimage; meanwhile, the 20s pay the least attention to
deity pilgrimage, but still, 28% of them will follow the related information in daily life, which indicates the difference in generational values. Observed
from the aspect of residential areas, people in Middle Taiwan have a much higher percentage (54%) of caring about the deity pilgrimage than people
in other areas do.
1
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EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
 


	5. 23% of people  participated in the deity pilgrimage
5
• 23% of people have participated in the deity pilgrimage: There are so many temples of various sizes all around Taiwan, with flourishing worship. According to the
survey, 23% of people have participated in the deity pilgrimage activities, among which, 53% of them participate in a one-day event, while 47% of them spend 2 days
or more in participating the event, so the average participating days are 3 days.
• The young generation prefers a long time participation in the event: Except for the one-day experience, compared to other generations, the 20s have a higher
percentage of participation for 2 days or more in the event. The longer staying time can bring more opportunities no matter for expanding the local tourism benefits or
for local deepening exploration.
• Among the people who have participated in the deity pilgrimage, over half of them have one day of participation. The way to attract the person who has never
experienced the event is to make the one-day experience activity as the starting point. By arranging the activity for introducing the deity pilgrimage gradually, and
combing the local characteristics, such as local surrounding trips or visiting the architecture of the temples, etc., participants can experience more about the religious
cultural characteristics and human touch.
2
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EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
 


	6. During the deity  pilgrimage, each participant spends
NT$8,861 on average
6
• Accommodation fee, donation for temples, and the gold medals for deity have the largest spending amount: Transportation, meals, donation
for temples, souvenirs, and products related to the deity/with the blessing and fortune from deity are the items that most participants actual spend the
money on. More interestingly, when calculating the average expenditure per participant for each item, the top three items are accommodation,
donation for temples, and transportation, which are NT$1,190, NT$1,187, and NT$1,095, respectively.
• Observing the expenditures of the items, it is realized that though the donation for temples is the second largest amount, it has a tiny difference with
the accommodation fee, which indicates the devoutness of the participants to their religious beliefs, and they are generous to make contributions to
the deity. And about accommodation, transportation, souvenirs, and meals are the common expenditures items of tourism, which can also help thrive
the local business.
3
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	7. Experiencing the lively  atmosphere is the main reason for
participating deity pilgrimage, especially for the 20s and 30s
7
• Half of people participate in the event for its lively atmosphere: The main reason for people to participate in the deity pilgrimage is to experience
the lively atmosphere. The following reason is religious beliefs, for blessing or expressing thanks to deity, which has a similar percentage to the first
main reason. Observed from the aspect of age, the main reason for the participation of different generations varies. The 20s and 30s participate the
event because of the lively atmosphere while the 40s and 50s are for religious beliefs.
• The combination of leisure and recreation and seeking mental calmness have the same importance: Local governments have made great
efforts to promote distinctive tourism in recent years. If the deity pilgrimage can be incorporated into the development of in-depth tourism, it can
further stimulate tourism business opportunities and sustain benefits, which can act as a stimulus for consumption. More female participants, the 30s
participants and the participants living in Northern Taiwan participate in the event due to leisure and recreation purposes, and therefore, planning a
single-stop in-depth trip or a trip with various attractions which extend the duration of local stays can help stimulate the consumption.
4
Male
(n=137)
Female
(n=94)
20~29 y.o.
(n=60)
30~39 y.o.
(n=62)
40~49 y.o.
(n=58)
50~59 y.o.
(n=51)
47% 48% 52% 56% 38% 43%
48% 43% 47% 37% 53% 47%
41% 39% 38% 44% 40% 39%
42% 28% 37% 31% 40% 33%
32% 41% 35% 45% 29% 37%
26% 28% 28% 27% 22% 27%
28% 18% 35% 21% 21% 20%
16% 16% 13% 13% 17% 22%
11% 10% 22% 5% 7% 8%
7% 3% 12% 3% 2% 6%
2% 3% 5% 2% 0% 4%
*The red meant higher 5% than the whole, and the green lone meant lower 5% than the whole
3%
6%
10%
16%
24%
26%
36%
36%
40%
46%
48%
Others
Can meet with other worshipers
Collet the amulet or stamps on the pilgrimage flag
Receive the on-site products with blessings
(like the palanquin money with the blessing from deity)
Visit the temple
Enjoy the parade performance
Leisure and recreation, combing the local sightseeing tours
Seek the mental calmness
Experience the religious folk activities(crawl under the palanquin)
Religious belief, for blessing, expressing thanks to deity
Experience the lively atmosphere
reason for participating deity pilgrimage(multiple-choice,%)
participants(n=231)
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
 


	8. Products with commemorative  or religious values that are
believed to bring fortunes and blessings are the most popular
8
• Products related to fortunes and blessings are the most popular: The products that consumers want to buy are retainable products with
commemorative values which are related to fortunes and blessings(44%), which are more popular than practical products such as stationery,
accessories, food, clothing, and beverages. People who regularly follow information about deity pilgrimage or have participated in such activities
show a higher interest in deity-related or collaborative products, while the proportion of those who do not wish to purchase such products is less than
10%.
• The 20s show a higher interest in food-related products or co-branding products compared to other generations, with 19% of them expressing a
desire to purchase those products. It can be speculated that factors such as lower prices and easy accessibility make food-related items more
appealing to the young.
5
© 東方線上股份有限公司
44%
29%
17% 16% 14% 13% 10% 9% 8% 6% 5% 3% 2% 1% 1%
30%
0%
20%
40%
60%
80%
products
related
to
the
deity/with
the
blessing
and
fortune
from
deity
cultural
and
creative
products
or
stationery
jewelry
traffic
tickets
accessories
foods
clothes
beverages
3C(Computers/Commun
ications/Consumer)
products
liquor
affinity
credit
cards
health
supplements
cosmetics
&skincare
products
pet
products
baby
care
products
others
do
not
want
to
buy
what product want to buy(multiple-choice,%)
all(N=1000) those who follow the information about
the deity pilgrimage(n=435)
those who participated in the deity pilgrimage(n=231) 20~29 y.o.(n=230)
30~39 y.o.(n=270) 40~49 y.o.(n=270)
50~59 y.o.(n=230)
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
 


	9. Phenomena and business  opportunities
9
5
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
The EOL observer participated in the Dajia Mazu Pilgrimage from the Jenn Lann Temple in Taichung for on-site observation. Several phenomena were observed,
including:
•Transformation of pilgrimage activities into tourist leisure activities: The diverse folk beliefs in Taiwan made distinctive pilgrimage traditions. Nowadays,
participation in the deity pilgrimage is not solely driven by religious faith. Many participants are for experiencing the lively atmosphere or it is combined with recreational
activities and local tourism, making the events more accessible to the general public. For example, in the recent Mazu pilgrimage at Dajia Jenn Lann Temple in
Taichung, travel agencies like Southeast Travel, Lion Travel, and Klook have launched experiential activities to attract pilgrims from different places. And the deity
pilgrimage from different places can also seize this opportunity for media promotion, helping to increase public understanding of local religious and cultural practices.
•Traditional culture reaches out to the young generation, who prioritize the following: Among the 20s who participate in the deity pilgrimage, 20% of them are for
collecting amulets or stamps on pilgrimage flags, and 10% of them are for meeting other worshipers, which sets them apart from other generations. During the recent
Dajia Mazu pilgrimage in Taichung, it was observed that many young people carried red cords for protection on their backpacks or even carried pilgrimage flags with
strong religious symbolism. The young may not typically show interest in deity pilgrimage information, it is speculated that their interest in Taiwanese traditional culture,
joining with friends, or participating through online communities has turned these activities into trendy events within their social circles, going beyond fulfilling spiritual
and religious needs.
Temple festivals and celebrations in various places are lively and grand, resembling large-scale carnivals. If it can be combined with tourism, it can bring tremendous
business opportunities to local areas. According to this survey, deity pilgrimages are no longer limited to the participation of the elderly and worshipers; they have
gradually become a nationwide activity involving people of all generations. In the future, when brands engage with the religious economy, the following entry points are
worth noting:
 Culture can also be seen as the business, and the religion co-branding products bring business opportunities: The diverse religious beliefs and culture in
Taiwan are valuable intangible assets. Apart from religious worship, religion also brings the beauty of traditional temple architecture, which is unique and distinctive.
Through peripheral merchandise or co-branding products, religion can further integrate into consumers' lives. The popularity of products related to fortunes and
blessings among consumers presents that when religion integrates into a commodity, consumers prioritize commemorative value and blessings from deity over
practicality. For the 20s generation, co-branding food products have a lower consumption threshold and are easily accessible, making it easier to come into the
young generation’s life. Traditional religious beliefs have the opportunity to connect with young people and co-branding brands can become a topic and increase
sales.
 Providing a profound cultural experience to the young generation through the integration of religious culture: Participation in religious folk activities is no
longer limited to the elderly. The relatively young 20s and 30s generation have joined in, bringing new vitality into the traditional culture. To capture their attention,
innovation, and adaptability are key. Unlike the reason of the 40s and 50s who participate in deity pilgrimage due to their religious beliefs, the main reason for the
young generation to participate in such events is to experience the lively atmosphere. Therefore, by focusing on the core values of religious beliefs, and combining
them with diverse activities with the themes such as humanities, history, architecture, and tourism, it is possible to break through the stereotype of religious rituals
and enhance the participation interest of the young.
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Longitudinal Survey  to
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	11. 3
Utilization Survey to  New Consumer Behaviors
66%
Online Payment
Trying out cleaning
products of unfamiliar
brands(20%)， I would like
to try it out even having
never heard of it before
(10%)
20%
Purposeful diet control
behaviors
30%
Posting IG Stories
Having Micro-cosmetic
Surgery
No
Change
11
Upload
TikTok video
Accessing LINE
Shopping Group
Accessing
Delivery App
No
Change
1
No
Change
No
Change
3%
4%
No
Change
No
Change
No
Change
Of all the respondents aged 20 to 59, what were the levels of utilization of various consumer behaviors in the past month?
Others
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
 


	12. 39%
Invest-
ment
39%
41%
Shopping
and
Discount
39%
Hot Topics Among  Consumers in Apr. 2023
12
2
April
*Sorted according to the proportion of April
March
53%
Food
and
Dining
53%
23%
Cooking
22%
23%
Economy
22%
30%
Entertain
-ment
28%
Internat-
ional
Enviro-
nment
24%
22% 21%
Politics
21%
Whether it’s in person, via text message, or sharing on social media platforms, what topics did consumers
proactively share with friends in Mar. ?
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
 


	13. 3. Mind Share  Obtained by Top 5 YouTubers in Apr. 2023
13
# 4
# 5
# 3
# 1
# 2 UP 4
DOWN 2
UP 5
--
UP 1
3
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in Apr. 2023) © Eastern Online Co., Ltd.
 


	14. 東方線上消費者研究集團 /東方線上消費者行銷資料庫 (EICP)
東方線上股份有限公司，台北市大安區信義路四段306號7樓
EOL  iNSIGHT Retail Trends Sharing and Presentation
Ended successfully
EOL latest database-EOL E-invoice Sales Database EOL iNSIGHT
We express great gratitude to distinguished guests from various fields for
their enthusiastic participation in this event
PART 3
 


	15. EOL releases a  new research tool,
representing a breakthrough in retail research
EOL held the EOL iNSIGHT Retail Trends Sharing and Presentation on April 14, 2023, which also marked the launch of
our latest database. This database is a 2.0 upgraded version of the E-invoice Sales Analysis Database developed by EOL
six years ago. The data from over one billion electronic invoices are being automated and visualized by the database,
providing a more concrete depiction of the retail market landscape.
15
 


	16. Exclusive retail trends  sharing and case analyses,
captivate the full attention of the audience
In this presentation of a business-oriented research tool, EOL
did not hold back and even prepared three practical retail case
studies to share with the audience about how information from
electronic invoices can be used for industry and brand sales
analysis and research.
The wonderful case analyses included: an overview of post-
pandemic retail channel consumption and dining trends,
insights into the Taiwanese hand-shaken drinks market, and
the shift in distribution channels for facial skincare products
and the emergence of hidden cosmetics brands.
The attendees were highly engaged in the presentations,
some taking notes while others captured the content on their
phones. The unexpected situations about certain consumer
behaviors shown by the presenters elicited audible gasps and
lively reactions from the audience, creating a vibrant
atmosphere throughout the event.
“Before, coming, I was worried that I wouldn’t understand
the tongs of numbers analyzed in the presentation, but
surprisingly, I could understand everything the speakers
explained!” said by the guest during the break time.
16
 


	17. Highlights of the  case studies of the trend shared
during the presentation
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介
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	18. The operating experience  of the database system aroused
great interest among the audience, who would like to try it
The latter part of the presentation was the operating experience
of the EOL-iNSIGHT E-invoice Sales Database. The audience
had the opportunity to personally operate the database and
experience the real-time visualization of data.
During the experience, the audience not only discuss with EOL
about business-related issues and practical observations but
also raised questions about the execution process of E-invoice
research. The researchers were generous in sharing their data
organization process and steps, resulting in a mutually beneficial
exchange of knowledge. The presentation was a delightful event
where both guests and hosts thoroughly enjoyed themselves.
18
 


	19. Sales Report Insight  Report Database System
EXCEL file
Frequency of update:
once/half a year/
season/month
PPT analysis
With limited scopes and topics
Import scope of purchase data into platform
Customized and flexible adjustment
Suitable for the one who need high-frequency update
Getting the whole picture,
The most economical
Service Model of EOL E-invoice Sales Research
Professional research team analyzes
The most comprehensive
Take over our own sales data
The most flexible
For more detail, please feel free to contact EOL by email or phone
Tel: 886-2-27064865 / E-mail: service@isurvey.com.tw
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	20. EOL Group is  the largest local market research agency in Taiwan, and has EOL iSURVEY, EOLembrain, and EOL
social as its affiliates.
Starting from Taiwan, the scope of EOL’s customer service covers the whole Asia-Pacific region, which allows us to
provides clients with the most complete and market-insightful solutions, analysis of the consumer’s daily life
context for understanding and planning the consumption trends, and serve as the leading brand of Chinese
consumption trends.
Company in
Mainland China
Companies in Taiwan
 


	21. EOL Consumer Research  Team (EOL iSURVEY)
1000M
200
thousand
30 years
50K household
400
attendees
200
companies
21
E-ICP
Taiwan Consumption
Demands Research
Research to changes of
consumption trends, values
and lifestyles
Big Data Research
Research on sales using
data of issued invoices
Research on preference of
telecom consumption
Research on word-of-
mouth among communities
Online Survey
Solid, fast and precise
identification of
registered members
Trend
Seminar
Member of Macromill
Weekly index Asia
Annual Trend Seminar
 


	22. Visions and Market  Insights of
EOL Consumer Research Team
Market Analysis
Allow you to
comprehend the scale,
profitability and annual
growth of the market you
plan to enter
Competition
Overview
Allow you to
comprehend the number
of competitors and their
competitiveness, and
• market shares,
• channels distribution,
• product lines
Consumption
Preferences
and Behaviors
Allow you to
comprehend the
consumption behaviors
and characteristics, the
annual changes, as well
as the consumer
psychology and
demands
Strategies for
Market Entry
Offer you the
optimum
approaches to enter
the target market
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	23. Integrated
Platform
Teams and Experts
from  Diverse Fields
Precise Marketing
Proposals
E-ICP Marketing Database
The Online Survey Database with
180,000 Registered Members
Offline Qualitative and Quantitative
Survey
Teams with Advertisement and Industrial
Experience composed of Experts from fields
including:
1. Trend Study 2. Communication
3. Brand Marketing
4. Consumer Behaviors
The presentation of the research results
can offer effective and feasible strategic
proposals.
The integrated marketing and
communication service could be offered
using resources of the Group
E-ICP Marketing Database
E-ICP System
E-ICP e-Yearbook
Research Report on Top 10 Lifestyles in Taiwan
Trend Report on Elders
Project Research
Qualitative
Focus Group Interview
One-on-one In-depth
Interview
Quantitative (online & offline)
Online Survey/Telephone
Interview/Interview at Households
Central Location Test (CLT)
Integrated Big Data Analysis Services
Database for Sales Volumes from all Channels
EOL Social Viewing and Listening System
Modeling of Prediction Model for Consumer Purchase Behaviors
Trend Reports
Customized reports
Workshop for Creation of Business
Opportunities
Consultancy Service for Brands and Trends
Advantages
Services
Advantages and Services of
EOL Consumer Research Team
23
 


	24. Three Major Features  of
EOL Consumer Research Team
Consumers Database
1 2 Project Research
24
Big Data Analysis
3
Annual Data of Consumers’ Behaviors
Sampling from Taiwan domestic market and
questionnaires are completed at households
Database of Sales with Issued Invoices
Analysis to sales of daily necessities produces
around one hundred million pieces of data
annually
Social Listening Database
Public opinions on the Internet are collected for
determination of development of future trends
Professional Research Team with Decent
Qualitative and Quantitative Methodology
The solution integrating proposals offered by
experts from diverse fields is offered to clients for
1. Brand Positioning/Brand Power
2. Pricing Strategies/Channel
Competitions/Promotion Methods
3. Development of Products/Services
Integration/Conversion of Values of Data
Fusion of data can integrate the whole picture
of daily life
Unstructured data is converted into structured
one and available for analysis
The features of data are presented in the
visualized approach to speed-up the decision-
making progress
 


	25. Thank You
Do not  cite, distribute, reprint, copy, and/or reproduce any and/or all parts of the
data and/or figures in this Document without prior consent of EOL
PR: +886-2-2706-4865
Research Director Hueimin Shih #807
Amanda Li / VGM
Grace Su / Director
Casper Wang / Director
Eastern Online Co., Ltd.，7F., No. 306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City, Taiwan
Email：amanda@isurvey.com.tw
Email：graceting@isurvey.com.tw
Email：casper@isurvey.com.tw
【Contacts for Business Cooperation】
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