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This document provides a summary of a survey conducted by EOL Group in October 2023 on dining out behaviors in Taiwan. Some key findings include:
- Over 60% of consumers dined out with others at least once every two weeks, indicating dining out is an important social activity. Maintaining relationships was the main purpose of dining out.  
- Nearly 50% of consumers used restaurant reservation platforms/apps, with immediacy and planning being attractive features for different generations. 
- Google reviews and recommendations from friends/relatives were the top sources for restaurant information. Official websites were preferred more by older consumers compared to younger ones.
- Average spending per person on weekend dining was NTD581, NTD176 higherRead less
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	1. 2023
Snapshot of TW  Consumer
Behaviors October 2023
The focus of data:
Business Opportunity of Dining out Together Survey
Six Types of Major Consumer Goods Purchase Tracking for This Month
New Consuming Behavior Following up
Releases on October 31, 2023
 


	2. Exclusively released on  site Latest Market Tendency and Consumer Data
Click here for
registration
GIS NTU Convention Center
EOL Group
Annual Seminar of 2024 Lifestyle Tendency
 


	3. PART 1
Find some  places for a meal!
Business Opportunity of Dining
out with Others Survey
Survey Method: EOL Group -EOLembrain Online Survey
Valid Sample: 1,000, including consumers from 20 y.o. to 59 y.o.
Sampling Error: With a confidence level of 95%, the sampling error is ± 3.1%
Quota Method: Quota sampling is conducted based on
Sample Screening: EOL’s respondents have all undergone rigorous identity verification, and invalid responses, random responses, and samples that
do not match the background have been excluded, thereby enhancing the authenticity and precision of the online survey.
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和家人一起外出用餐
和朋友熟人同事一起聚餐喝酒
在家吃特別飲食
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在家裡自己煮
點外送餐點
買外帶餐點
在外面餐廳用餐
EOL Group x  Macromill Weekly Index Asia Weekly Survey of Consumer Values and Behavior in Taiwan, 500 male and female consumers at the age of 20-59 in Taiwan; conducted by: EOLembrain Online Member Survey (October 2023)
1
Method for
having meals
37%
9%
26%
25%
Purchasing meals
for the next week
52%
33%
19%
Have you dined out together with others recently? After the easing of the
pandemic, the public has the confidence to go outside, hence the necessity
for social interaction comes out again, and the catering market has
recovered.
The business opportunity of dining out with others is the reflection of
society, as well as the key point worth observing during the post-
pandemic period.
The report of the Department of Statistics, Ministry of Economic Affairs
shows that the revenue of the catering industry in November was NTD 83.5
billion, which has increased by 15.8% annually while the comprehensive
revenue from January to November was NTD 767.2 billion, reaching a great
high compared to for the same period in history, increasing by 22.6%
annually.
EOL Group follows up the living transformation of the consumers and
realizes that:
1. Fewer consumers choose to cook at home on Saturday night while
more consumers choose to dine out.
2. In the survey of purchases for the next week, the items “dine out with
the family” and “Dine out with friends“ consistently ranked as the top
two items of “the most desired purchase”.
Dining out with others is the expectation of
life in the post-pandemic period
Cook at home
Order meals from
the delivery
platform
Take out
Dine out
Dine out with
family
Dine out with friends
and colleagues
Dine at home
with special
meals
© Eastern Online Co., Ltd.
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2022 2023
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2022 2023
 


	5. EOL Group Survey,  N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (October 2023)
2
Nearly 50% of consumers use reservation platforms and APP
The young generation do the reservation as they want while
the 40s focus more on handling the daily schedule
Have you ever use the booking or reservation platform? (Select all that apply)
The reasons of using the booking or reservation platform.( Select all that apply)
The usage ratio of restaurant
reservation platform/APP
63.7%
51.1%
47.3%
37.7%
30.3%
21.4%
2.4%
APP或網路訂位比打電話方便
隨時可以訂位
確保一定會有位子
透過平台或APP訂位可享優惠
訂位後相關資訊可直接傳給親友
訂位後相關資訊可連結行事曆
其他
Reasons of using restaurant
reservation platform
20世代 30世代 40世代 50世代
隨時可以訂位 訂位後資訊可連結行事曆
Immediacy & Planning
Attractiveness for each
generation
The pandemic promotes the digital transformation of the catering industry. Nearly 50% of consumers have started to use restaurant reservation platforms
or APP, whose feature of being “more convenient than using phone calls” is the most attractive point.
Having a further survey from the aspect of generation, the 20s and 30s generation focus more on being “able to have reservation anytime”, and
“immediacy” is the point to attract the young. The 40s feel convenient of the function that “can link to the schedule after reservation”, emphasizing
more on the daily “planning”.
(n=499)
67%
41%
14%
10%
9%
5%
4%
2%
EZtable
Inline
OpenTable
FunNow
Food Tinder
eatigo
Oddle
其他
49.9%
Restaurant reservation/APP
have been used (n=499)
(n=1000)
other
APP or reserving online is more convenient
than a phone call
Reservation can be made anytime
Ensure that it has a seat
Can have discounts with the reservation on
the platform or APP
Can be sent to friends and relatives directly
after reservation
Can be linked to the schedule after the
reservation
other
20s 30s 40s 50s
Reservation can be
made anytime
Can be linked to the schedule
after the reservation
© Eastern Online Co., Ltd.
 


	6. EOL Group Survey,  N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (October 2023)
3
Sources of Restaurant Information:
Google Reviews is the priority, followed by
recommendations from friends and relatives
Where does the restaurant related information come from? ( select 5 items at most)
71%
61%
47%
30%
28%
26%
23%
17%
16%
Google評論
親友推薦
部落格的食記
餐廳官方網站
FB/IG(非官方帳號)
綜合論壇(如Dcard、PTT、Mobile01等)
餐廳FB粉絲專業
訂餐/訂位平台(如EZtable、open table等)
餐廳IG官方帳號
Consumers’ sources of Restaurant Information
23% 23%
33%
42%
36%
28% 29%
19%
20世代 30世代 40世代 50世代
餐廳官方網站 FB/IG(非官方帳號)
Where does the restaurant-related information come from? Google Reviews is the priority for consumers as the reference, which was chosen by 71% of
consumers; and 61% of consumers take “recommendations from friends and relatives” as the reference, ranking as the second item. It presents that
the familiars and the strangers are both the sources of information. The top five sources also include: Dining briefs on blog, Official websites of restaurants,
and FB/IG(not official account).
Also, there generational differences in the acquisition of information: the 50s generation prefers the "official restaurant website" compared to the
young, while the 20s generation trusts social recommendations on "FB/IG (unofficial accounts)" more than the older. The restaurant brand in different
positioning may need to segment the population for precise marketing channel planning.
© Eastern Online Co., Ltd.
Google Reviews
Recommendations from friends and relatives
Dining briefs on blog
Official websites of restaurants
FB/IG(not official account)
comprehensive online forums (e.g. Dcard, PTT,
Mobile01, etc.)
Facebook fanpage of restaurants
Food order/reservation platform (EZtable,
opentable etc.)
Instagram official account of restaurants
Official
websites of
restaurants
FB/IG(not
official account)
20s 30s 40s 50s
 


	7. Over 60% of  consumers have at least one
time dinging out with others in two weeks
4
In the last 3 months, how often do consumers dine out with others? Based on the EOL Survey, consumers can be divided into three types:
High-Frequency Diners: Intervals are in terms of days. 16% of consumers dine with others every three days or more frequently.
Medium-Frequency Diners: Intervals are in terms of weeks. Consumers who dine out once a week account for 26%, while those who do so twice a week account for
23%.
Low-Frequency Diners: Intervals are in terms of months. Consumers who dine out once a month or less make up 30%, and those who never dine out account for 5%.
Combining high and medium-frequency diners, over 60% of the consumers engage in dining out activities at least once every two weeks.
The frequency of dining out with others presents that the investment of time and money is the capital for social interaction. It also reflects the people’s method of
balancing life, that they balance work and leisure via dining with others.
EOL Group Survey, N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (October 2023)
Once every three days
or more frequently Once a week Once every two weeks Once a month or less
How often do you dine out with others (dine with more than 2 people, with all purposes) in the last 3 months? (single-select)
Ratio of dining out with
others in the last 3 months
Low-Frequency Diners
High-Frequency Diners
© Eastern Online Co., Ltd.
Medium-Frequency Diners
 


	8. Restaurants are “the  platform for relationships”
Maintaining relationships is the main purpose of
dining out with others
5
EOL Group Survey, N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (October 2023)
The companions of dining out in the last 3 months. (Select all that apply)
Companions of dining out in
the last 3 months
Family
relations
Non-family
relations
© Eastern Online Co., Ltd.
Observed from the aspect of the companions,
there are two types of companions:
Family relations and not family relations
In the companions with family relations, over
50% of them are the significant other, who has
the closest relationship which needs to be
maintained most.
The following is the elder in family (48%). In the
increasingly aging Taiwanese society, the
elderly become the primary reason for
gatherings. The way to honor the elders in the
family is not only to go back home to visit them
but also to dine out with them, enjoying the
delicate cuisines and great service.
In the companions with non-family relations,
gathering with “friends” (59%) has a higher ratio
than “colleagues”(33%) and “business
partners”(6%). The view of work in the post-
pandemic period is presented in the attitude to
the relationships from the closest to the distant,
which means the management of the
relationships no longer focuses on business
exploration.
Friend colleague business
partner
stranger
/meetup
Significant
other
elders in
family
same
generation
in family
Younger
in family
 


	9. NT$581
NT$600
NT$542
NT$597
NT$442
NT$405
NT$411
NT$397
NT$416
NT$295
How much do  you spend on dining out? There is a difference of NTD
176 in average spending between weekdays and weekends
The consumption power in Southern Taiwan is not weaker than that
in Northern Taiwan
6
EOL Group Survey, N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (October 2023)
The average spending per person for dining out with others in the last 3
months.(single-select)
10.6%
18.8%
30.3%
39.7%
33.8%
23.6%
16.4%
9.0%
9.9%
5.2%
4.1%
1.3%
周末晚
餐
周末午
餐
平日晚
餐
平日午
餐
沒有聚餐 200元以下2 201~500元 501~1,000元 1,001元以上
Observing from the spending perspective, the average spending per person for weekend dining is NTD 581, which is NTD 176 higher than the spending of NTD 405 on weekdays. When
breaking down the time periods, there is a contrast in spending: the proportion of “below NTD 200” and “over NTD 500” of "Weekday Lunch/Dinner" and "Weekend Lunch/Dinner" appears in
opposite patterns. Even for the same dining occasion, consumers tend to be more conservative on weekdays, with only 10% of whom spend more than NTD 500 for lunch. On
weekends, dining expenses are more generous, with over 40% of consumers spending NTD 500 or more for dinner.
Further analysis by region shows that the average spending per person in southern Taiwan is similar to that of northern Taiwan, and even the average spending per person for weekday
dining (NTD 416) is slightly ahead of the north (NTD 411).
Recently, major restaurant groups have begun to target the south for expansion, highlighting the significant dining opportunities for consumers in the southern region.
全體
北部
中部
南部
東部
全體
北部
中部
南部
東部
平
日
聚
餐
周
末
聚
餐
The average spending per person for dining out with others in different time periods. The average spending per person for dining out
with others in different places.
© Eastern Online Co., Ltd.
Weekday
lunch
Weekday
dinner
Weekend
lunch
Weekend
dinner
No dining
with other
<NTD 200 NTD200-500 NTD501-1,000 >NTD1.001
Weekend
dining
with
other
Weekday
dining
with
other
Whole
Northern
Middle
Southern
Eastern
Whole
Northern
Middle
Southern
Eastern
 


	10. EOL Group Survey,  N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (October 2023)
7
How to choose the restaurant?
Females value the taste of the cuisine
while males consider the occasion
0% 10% 20% 30% 40% 50% 60% 70%
地點/交通
價格
菜系/菜色/口味
餐廳類型
網路評價
親友口碑推薦
餐廳空間氛圍/裝潢
話題性(如米其林/知名廚師)
Consideration in choosing restaurants for dining
together
男性 女性
65%
57%
58%
57%
50%
48%
How to choose the restaurant when dining out with other?(Choose all that apply)
54% 60%
67% 72%
20世代 30世代 40世代 50世代
Consideration of
location/transportation
7%
9%
5%
7%
20世代 30世代 40世代 50世代
Topicality (e.g.
Michelin/famous chef)
How do consumers choose the restaurant? Consumers of all genders consider the “location/transportation” and “price” first.
Observed from the perspective of gender difference, females(65%) value “types/tastes of cuisines” more than males(57%) do; while
males(57%) pay more attention to “Types of restaurants” than females(50%) do.
Males are more concerned about the "appropriateness of the occasion," while females are more responsive to "online reviews" and
"recommendations from friends and family." Interestingly, the importance of "location/transportation" clearly increases with age. Recently
popular topics such as Michelin-starred restaurants are most appealing to those in their 30s.
© Eastern Online Co., Ltd.
Location/transportation
Price
Types/tastes of cuisine
Types of restaurant
Online review
Recommendations from
friends and relatives
Atmosphere/interior
decoration of restaurants
Topicality (e.g.
Michelin/famous chef)
20s 30s 40s 50s
20s 30s 40s 50s
Male Female
 


	11. KEY TAKEAWAY Observation  and Suggestion
8
The necessity for social interaction comes out again, and the opportunity of dining out together is important for
the domestic market.
Based on the EOL long-time tracking survey, the items “Dine out with family” and “Dine out with friends“ consistently ranked as
the top two items of “the most desired purchase”. Over 60% of consumers have at least one dining out spending every two weeks.
The pandemic promotes the digital transformation of the catering industry and nearly 50% of consumers use
reservation platforms and APP.
Nearly 50% of consumers have started to use reservation platforms and APP
, whose convenience and immediacy are the main
attractive points.
Among those consumers, the 20s and 30s care more about “Reservation can be made anytime” while the 40s feel convenient
about the feature that “Can be linked to the schedule after the reservation”.
Google Reviews is the priority for consumers as the reference, followed by “recommendations from friends and
relatives”.
The top five sources of restaurant information: Google reviews, recommendations from friends and relatives, dining briefs on
blog, Official websites of restaurants, and FB/IG(not official account).
There are significant generational differences in the acquisition of restaurant information: the 50s tend to refer to the “official
restaurant website” while the 20s more rely on “recommendations on social media”.
Consumers have different anchoring of the dining out prices on weekdays and weekends, and the consumption
power in Southern Taiwan is not weaker than that in Northern Taiwan.
When dining out with others, consumers are more conservative on weekdays and more generous on weekends: the average
expenditure per person for weekends is NTD 581, which is NTD 176 higher than that on weekdays as NTD 405. The average
spending per person on dining in southern Taiwan is similar to that in northern Taiwan. There is a certain expectation on the
development of dining brands in southern Taiwan.
How to choose the restaurant? Females value the taste of the cuisine while males consider the occasion.
Consumers of all genders consider the “location/transportation” and “price” first. Males value “Types of restaurants” while
females care more about “tastes of cuisines” “online reviews” and “recommendations from friends and family”.
EOL Group Survey, N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (October 2023) © Eastern Online Co., Ltd.
 


	12. PART 2
Tracking Survey  to New
Consuming Behaviors
• Six types of major consumer goods purchase tracking
for this month
• Survey to the usage ratio of new consuming behavior
• Consumer’s Hot Topics
EOL Group x Macromill Weekly Index Asia Monthly Survey of Consumer Values and
Behavior in Taiwan
Survey Method: Online questionnaire survey, starting the test at the beginning of each month
Valid Sample: 1,000 male and female consumers at the age of 20-59 in Taiwan, at the scope of
Northern, Middle, Southern, and Eastern Taiwan
EOL Group Survey
Survey Method: EOL Group -EOLembrain Online Survey
Valid Sample: 1,000, including consumers from 20 y.o. to 59 y.o.
 


	13. Food and Beverage  Purchase tracking for this month
EOL Group x Macromill Weekly Index Asia Monthly Survey of Consumer Values and Behavior in Taiwan Conducted by: EOLembrain Online Member Survey (October 2023)
1
0%
10%
20%
30%
40%
50%
60%
1月 2月 3月 4月 5月 6月 7月 8月 9月 10月
2023年
Food and Beverage
Purchase condition in the last month
減少
不變
增加
沒有買
1%
1 hypermarket
2 supermarket
3 convenience store
4 shopping website/
E-commerce platform
5 specialty store
BOTH
PHYSICAL
ONLINE
79%
16% 5%
Purchase channel
Top five channels in
the last month
48%
38%
12%
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Consumers behavior online and in physical in the last month
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sept. Oct.
2023
Reduce
No change
Increase
No
purchase
 


	14. EOL Group x  Macromill Weekly Index Asia Monthly Survey of Consumer Values and Behavior in Taiwan Conducted by: EOLembrain Online Member Survey (October 2023)
2
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2023年
Seasoning/spice/sauces/toppings
Purchase condition in the last month
減少
不變
增加
沒有買
1 supermarket
2 hypermarket
3 shopping website/
E-commerce platform
4 convenience store
5 non-chain store
80%
14% 6%
57%
12%
13%
18%
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Seasoning/spice/sauces/toppings Purchase tracking for this month
Purchase channel
Top five channels in
the last month
ONLINE
BOTH
PHYSICAL
Consumers behavior online and in physical in the last month
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sept. Oct.
2023
Reduce
No change
Increase
No
purchase
 


	15. EOL Group x  Macromill Weekly Index Asia Monthly Survey of Consumer Values and Behavior in Taiwan Conducted by: EOLembrain Online Member Survey (October 2023)
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2023年
Hard Drink Purchase condition
in the last month
減少
不變
增加
沒有買
1 hypermarket
2 supermarket
3 convenience store
4 specialty store
5 other
Consumers behavior online and in physical in the last month
79%
15% 6%
38%
11%
16%
35%
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Hard Drink Purchase tracking for this month
Purchase channel
Top five channels in
the last month
ONLINE
BOTH
PHYSICAL
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sept. Oct.
2023
Reduce
No change
Increase
No
purchase
 


	16. EOL Group x  Macromill Weekly Index Asia Monthly Survey of Consumer Values and Behavior in Taiwan Conducted by: EOLembrain Online Member Survey (October 2023)
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2023年
Health Supplement Purchase
condition in the last month
減少
不變
增加
沒有買
1 shopping website/
E-commerce platform
2 drugstore
3 hypermarket
4 shopping website
brands’ official page
5 specialty store
46%
31%
23%
44%
30%
8%
18%
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Health Supplement Purchase tracking for this month
Purchase channel
Top five channels in
the last month
ONLINE
BOTH PHYSICAL
Consumers behavior online and in physical in the last month
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sept. Oct.
2023
Reduce
No
change
Increase
No
purchase
 


	17. EOL Group x  Macromill Weekly Index Asia Monthly Survey of Consumer Values and Behavior in Taiwan Conducted by: EOLembrain Online Member Survey (October 2023)
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2023年
Cosmetics Purchase condition
in the last month
減少
不變
增加
沒有買
1 shopping website/
E-commerce platform
2 drugstore
3 department store
shopping mall
4 shopping website
brands’ official page
5 hypermarket
41%
29%
30%
24%
12%
14%
50%
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Cosmetics Purchase tracking for this month
Purchase channel
Top five channels in
the last month
ONLINE
BOTH
PHYSICAL
Consumers behavior online and in physical in the last month
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sept. Oct.
2023
Reduce
No change
Increase
No
purchase
 


	18. EOL Group x  Macromill Weekly Index Asia Monthly Survey of Consumer Values and Behavior in Taiwan Conducted by: EOLembrain Online Member Survey (October 2023)
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Hygiene Products (masks, disinfectant, etc.)
Purchase condition in the last month
減少
不變
增加
沒有買
1 shopping website/
E-commerce platform
2 drugstore
3 hypermarket
4 supermarket
5 shopping website
brands’ official page
49%
26%
25%
45%
16%
23%
17%
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Hygiene Products Purchase tracking for this month
Purchase channel
Top five channels in
the last month
ONLINE
BOTH
PHYSICAL
Consumers behavior online and in physical in the last month
Jan. Feb. Mar. Apr. May Jun. Jul. Aug. Sept. Oct.
2023
Reduce
No change
Increase
No
purchase
 


	19. 3
66%
Online Payment
Trying out  cleaning products of
unfamiliar brands(22%)，
I would like to try it out even
having never heard of it before
(12%)
22%
Purposeful diet control
behaviors
29%
Posting IG Stories
Others
Utilization Survey to New Consumer Behaviors
Of all the respondents aged 20 to 59, what were the levels of utilization of various consumer behaviors in the past month?
Accessing LINE
Shopping Group
Accessing Delivery App Upload TikTok video
Having Micro-cosmetic
Surgery
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in August 2023)
1%
1%
2%
7
2%
No Change
No Change
1%
No Change
2%
 


	20. 37%
38%
33%
39%
**Sorted according to  the proportion of October
September 48%
53%
23%
26%
26%
29%
18%
21%
18%
18% 19%
22%
October
Hot Topics Among Consumers in September 2023
Whether it’s in person, via text message, or sharing on social media platforms, what topics did consumers
proactively share with friends in August ?
Food
and
Dining
Invest-
ment
Shopping
and
Discount
Entertain
-ment
Cooking
Politics Internat-
ional
Enviro-
nment
Economy
8
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in October 2023)
 


	21. 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
 


	22. EOL Consumer Research  Team (EOL iSURVEY)
1000M
200
thousand
30 years
50K household
22
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
400
attendees
200
companies
 


	23. Integrated
Platform
Teams and Experts
from  Diverse Fields
Precise Marketing
Proposals
E-ICP Marketing Database
The Online Survey Database with 200,000
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
 


	24. Three Major Features  of
EOL Consumer Research Team
Consumers Database
1 2 Project Research 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
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Eastern Online  Co., Ltd.，7F., No. 306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City, Taiwan
※ Do not cite, distribute, reprint, copy, and/or reproduce any
and/or all parts of the data and/or figures in this Document without
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Amanda Li / VGM #806
Grace Su / Director #818
Casper Wang / Director #817
Email：amanda@isurvey.com.tw
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