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	1. Eastern Online Consumer  Research Group / Marketing Department
Eastern Online Co., Ltd. 7F, No.306, Sec.4, Xinyi Rd., Da-an Dist., Taipei City
The Fourth Wave COVID-19 Market Survey:
TW Consumer Behavior in Post-Epidemic Era
PART 1 | Effect of Pandemic Change in Taiwanese’s Mindset to Consumption
PART 2 | Effect of Taiwan Triple Stimulus Voucher: Actual Usage Status and Multiplier Effect
Researched and Published by Eastern Online Consumer Research Group August 12, 2020
 


	2. Research Survey Method:  Period, Method and Quota Sampling
Research Materials related to this Report
• Post-Epidemic Era Consumer Survey Period: 2020/07/20 - 2020/07/27, 8 days in total
• Survey Method: 20-59 years old through the Eastern On line Professional Network members to conduct the ON-LINE survey
• Number of valid samples: The valid samples for each of the three surveys are 1,000 respectively.
Sampling Method
• Quota for the sampling based on gender, age, region
• Sex: Male:Female =1:1
• Age: 20-29 / 30-39 / 40-49 / 50-59 = 1 / 1 / 1 / 1
• Regions: North/ Middle/ South = 5:2:3
• Research background: Stimulus vouchers to prioritize in-store shopping: premier
https://focustaiwan.tw/business/202006020020
2
 


	3. The overall market  is still conservative,
yet consumers are gradually stepping outside
3
• Under the post-pandemic era, the overall market takes a conservative attitude on salaries, but the results of this survey show that the
percentage of people who feels worry has the tendency to slow down compared with those of previous two surveys
• Reflecting that in the short-term consumption expenditure, although the proportion of people who attend to withhold the consumption is still
in the majority, such proportion has decreased to 45%, compared to the previous survey, for around 10%; and the proportion of people who
is willing to increase consumption has also increased (2%7%), which demonstrates the effect of Taiwan Triple Stimulus Voucher in
stimulating the market
64% 60% 57%
23%
21% 24%
13% 19% 19%
6月 7月上旬 7月下旬
對於未來薪資
憂心 無感 放心
Future Salary
59% 55%
45%
39% 44%
48%
2% 2% 7%
6月 7月上旬 7月下旬
短期內支出調整
縮減 不變 增加
Q： Regard to the changes in current overall situation, what is your view on personal
salary? (Single Choice)
Q： How do you adjust your consumption expenditure in the short term?
Adjustment to the short-term expenditure
June Early July Late July June Early July Late July
worried no feeling satisfied
decreased unchanged increased
 


	4. Entertainment, Finance, Education
turn  to be conducted at home through internet
15%
7%
8%
7%
5%
5%
4%
5%
19%
17%
12%
14%
14%
12%
7%
12%
52%
57%
58%
55%
54%
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55%
48%
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15%
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19%
21%
19%
21%
25%
3%
4%
6%
6%
5%
10%
14%
11%
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
購買生鮮食品
餐飲飲食
工作會議
購買生活必需品
朋友社交運動
學習與進修
投資理財
娛樂活動
絕對戶外實體接觸
偏向戶外實體接觸
差不多
偏向在家用網路完成
絕對在家用網路完成
• Experiencing the impact of pandemics during the first half of this year, most people remain the same lifestyles as those in the past
• Compared with the past (last year), consumers have begun to switch to exercise various activities at home, especially entertainment
activities, investment and financial management, learning and further education; while outdoor physical contact is still the main
method for the purchase of fresh food.
Q： Compared with last year (before the impact of the pandemics), under the post-pandemic era, what are your
preferences for following activities? (Single Choice)
Entertainment activities
Investment and financial
management
Learning and further
Education
Social activities with
friends
Purchase daily necessaries
Working meeting
Dining and eating
Purchasing fresh food
Absolutely outdoor physical contact
Prefer outdoor physical contact
Same
Prefer to complete at home online
Absolutely complete at home online
 


	5. Improvement and Optimization
of  home environment and function
• In retrospect to the original situation that people spent more time at home due to the pandemic, the “environmental
cleanliness” related functions have become the most prominent function that consumers want to optimize and improve (41%);
and “grocery inventory”/“cooking and meal” is also regarded as necessary for optimization
• Consumers under the age of 39 have different ideals about the optimization of household functions; those between the ages of
20 and 29 have stronger expectations about the audio-visual entertainment, while those between the ages of 30 and 39 also
consider to enhance the fitness and sports function at home
41%
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他
，
請
說
明
：
Age 20-29 % Age 30-39 % Age 40-49 % Age 50-59 %
Environmental Cleanliness 35.6% Environmental Cleanliness 39.2% Environmental Cleanliness 45.2% Environmental Cleanliness 45.6%
Cooking 31.6% Grocery Inventory 32.0% Grocery Inventory 36.0% Grocery Inventory 36.8%
Media entertainment 26.4% Fitness and Exercise 31.2% Cooking 35.2% Cooking 34.4%
Others,
Please
explain
Pets
Keeping
Declaration
Style
Furniture
retire
Flower
and
grass
cultivation
Defect
repair
Air
Conditioning
improvement
Internet
Speed
Media
Entertainment
Sundries
Store
Fitness
and
Exercise
Cooking
Grocery
Inventory
Environmental
cleanliness
Q： If you think back to the period that suffered the impact of the pandemics and you had to spend more time
staying at home, you consider what the functions at home would be enhanced? (Multiple Choices)
 


	6. Worrying about the  changes in income is a source of stress
• Due to increase time spent in staying home because of the pandemic, the largest stress for consumers are mainly feeling worried about the
impact on their income, feeling lazy/ lack of stimulation/bored in life, out of shape, and one of the source of stress is the need to think
about the preparation for three meals; in contrast, the interaction between family members is not a source of stress
• Moreover, due to the impact of the pandemic, the activities, such as purchasing brand-name boutiques, shopping at department stores,
watching movies at movie theaters, etc. seem not as important as imagined; the pandemic seems to have an impact on the importance
ranking on consumption in the consumers mindset
31%
27%
26%
25%
24%
21%
12%
12%
8%
8%
5%
2%
0%
14%
收入受到影響
懶懶散散，無生活目標
都窩在家，感覺生活失去刺激
活動減少，身材走樣
得考慮三餐的準備
活動項目有限，生活無聊
工作/學習效率降低
有限空間的壓迫感
必須找出家人共有的活動
與長輩的溝通時間變長
照護小孩
看到另一半的工作模樣
其他，請說明：
沒有讓我感到壓力的事物
39%
31%
31%
28%
26%
24%
13%
11%
9%
5%
4%
0%
14%
購買名牌精品
逛百貨公司
到電影院看電影
出國採購度假
餐廳的裝潢風格
面對面開會
和朋友聚餐聊天
辛勤努力地工作
個人的休閒嗜好
家人的相處溝通
穩定的收入來源
其他，請說明：
我依舊認為每件事情都很重要
Q： For the increase in time spent at home due to the pandemics, which of the following
matters make you feel stressed? (Multiple Choices)
Q： Because of the pandemic, what make you feel that in your life these are "not" as important as you
originally thought they were? (Multiple Choices)
Company
with family
members
Stimulation
in life
Impact on their income
Feel lazy without life purpose
lack of stimulation due to stay-at-home
Out of shape due to lack of activities
Preparation for three meals
Boring in life due to limited choices of activities
Decreased efficiency in working/learning
Oppression due to limited space
To find out the mutual activities among family members
Spend more time communicating with older family members
Take care of children
Look at the working mode of spouse
Others, please explain
Nothing makes me feel stressed
purchasing brand-name boutiques
shopping at department stores
watching movies at movie theaters
Oversea shopping and holiday
Decoration style of restaurant
Face-to-face meeting
Dining and chatting with friends
Working hard
Personal recreation and habits
Company and communicate with family
Stable source of income
Others, please explain
I still think everything important
 


	7. More than half  of consumers use the percentage of cash
transactions less than 50%
• 2/3 consumers carry cash with less than NTD2500: The majority (33.6%) is who feel comfortable if they carry less than
NTD1,000 cash with them, and about 33% of people feel comfortable if they carry more than NTD2,500 with them
• More than half of consumers whose percentage of transaction in cash per month is less than 50%
4.4%
33.6%
29.3%
24.9%
7.8%
0%
10%
20%
30%
40%
沒
有
現
金
1000
元
以
內
1001-2500
2501-5000
超
過
5001
元
11.1%
55.9%
33.0%
0%
10%
20%
30%
40%
50%
60%
Q： How much cash are you accustomed to keeping in your wallet or purse and do you feel comfortable
about that? (Single Choice)
Q： Now going out to shop through physical channels, what is the
approximate percentage of [number of times] paid by cash among those
number of purchases per month?
No cash Less than 1000 1001-2500 2501-5000 Over NTD5001
I always use the non-cash
payment method (such as credit
card/mobile payment/Contactless
smart card)
Less than 50% More than
use cashes 50% use cashes
 


	8. Epidemic Prevention requirements  to channels
"Non-crowded/sterilization measures" are the must
• In the Post-Pandemic Era, consumers have very different requirements for epidemic prevention in different channels. The
emphasis of "Not crowded" is about 30%. However, the requirement of "cleaning and sterilization" is particularly prominent
for restaurants and department stores; the degree of care for “body temperature control” is about 20% or more in retail stores,
department stores, and restaurants.
• However, regard to the optimization of digital experience in the channels, such as online catalogue/ inventory inquiry/ display
of status of people flow, consumers still do not demonstrate the strong demand
Channel Type Convenient Store % Supermarket % Hypermarket % Department store % Restaurant %
Three main
elements
Short queue time 60.8%
Comprehensive product
portfolio
43.4%
Comprehensive product
portfolio
48.2%
Having member/credit
card offers
37.5% Store Cleanliness 50.6%
Store Cleanliness 40.2% Short queue time 42.0% Price Cheap 47.4%
Activities with
Promotion/Discount
36.7% Good Attitude in Service 35.4%
Support preferred
payment instruments
38.1% Price Cheap 41.3%
Activities with
Promotion/Discount
46.1%
Good Attitude in
Service
31.8% Freshness of Products 34.3%
Epidemic
Prevention
Measures
Maintain the cleaning
and sterilization measure
21.8%
Maintain the cleaning and
sterilization measure
21.0%
Maintain the cleaning
and sterilization measure
23.2%
Maintain the cleaning
and sterilization
measure
25.2%
Maintain the cleaning
and sterilization measure
39.4%
The store is not
crowded
28.8%
The store is not
crowded
29.1%
The store is not
crowded
28.8%
The store is not
crowded
30.3%
The store is not
crowded
33.5%
Body temperature
control at the entrance
7.8%
Body temperature control
at the entrance
10.4%
Body temperature
control at the entrance
19.2%
Body temperature
control at the entrance
22.8%
Boy temperature control
at the entrance
24.6%
Channels
Digital
Experience
Provide online product
catalog
3.6%
Provide online product
catalog
8.2%
Provide online product
catalog
13.4%
Provide online product
catalog
10.5%
Provide online product
catalog
6.2%
Inquire the actual
inventory of goods
online
2.0%
Inquire the actual
inventory of goods online
6.7%
Inquire the actual
inventory of goods
online
8.3%
Can inquire the actual
inventory of goods
online
5.8% NA
NA
Inquire the current
volume of people flow
/waiting list online
2.5%
Inquire the current
volume of people flow
/waiting list online
5.4%
Inquire the current
volume of people flow
/waiting list online
6.8%
Inquire the current
volume of people flow
/waiting list online
6.8%
Inquire the current
volume of people flow
/waiting list online
10.4%
 


	9. Four types of  consumption of domestic travel
The “revenge travel” includes two motivations for
consumption:
• Motivation 1: Alternative Entertainments Meanings
1. Going abroad is not possible, having extra money for
domestic travel
2. There are many interesting activities in Taiwan that
can be participated in
• Motivation 2: Seize this moment (Revenge and
Advance) Meanings
1. If the travel is not taken now, the pandemic will return
2. I want to make up the time that I failed to spend time
outdoors before
3. Compared to quarantine at home to conduct epidemic
prevention measures at home, going out for outdoor
activities are really enriching
• The alternative axial for entertainments has higher
consumption power
• Consumers who value the motivation of alternative
entertainment (such as hedonist and people who enjoy
their life) have higher monthly household incomes,
higher education levels, higher consumption power,
and may also value the tourism quality and travel
styles
Seize this moment
(Revenge and Advance)
Alternative
Entertainments
28%
17%
37%
19%
Hedonist
People who
enjoy their life
People who get
out urgently
People have no feelings
toward travel
Statistical results are obtained through factor analysis and grouping based on the foresaid 10 questions
about the attitudes
 


	10. Post-Pandemic Era ‧  New Change
• Although the overall market is still conservative, consumers are gradually stepping out
• The worry about the future salary is still, but it is gradually decreasing; and in terms of short-term consumption
expenditure, the consumption attitude is also toward optimistic outlook
• Entertainment activities / investment / learning turn to be conducted at home
• "Home" becomes the new ground of entertainment and life for consumers, there may be place for the further development
of home video game consoles, TVs/projectors, and audios
• Online investment/learning creates the possibility in enriching the highly stable home broadband, WiFi sharing device,
streaming video content industries
• Whether the 5G will drive new style of home entertainment, the worthy of attention shall be made to the development of
equipment related to AR/VR
• Epidemic Prevention requirements of channels are clear, non-crowded/sterilization measures are still
the must
The channels exactly implement the epidemic prevention action are still the key point, the key points to be inspected by
consumers are not crowded with people / cleaning and sterilization measures
10
 


	11. Post-Pandemic Era ‧  New Change
• Retrospective about pandemic situation: The mindset and influence of consumers ‧ The deployment of
future business opportunities is ahead of schedule
• In confronting the epidemic, the family functions are further optimized: 3 main points-
environmental cleanliness / grocery inventory / cooking and meal
The related products and services shall have comprehensive backup plans for potential pandemic threats, such as
household cleaning and sterilization products, product diversity in food delivery boxes/ the autonomy of consumers in
choices, and cooking methods
• Sources of stress due to stay-at-home during the pandemics: Decreasing income / boring life / out
of shape / preparation of three meals
The household lifestyle that brings the stress in life is the new business opportunities and lifestyle, slash / stimulation &
interaction / body shape / changes in diets
• Switch the demands in life: boutique / department store The fields for show-off and entertainment
consumption happen in different fields
Household life leads to the transfer of scenario in consumption demand. Self-sufficiency in storage at household
environment may be better than the show-off boutique consumption
11
 


	12. Triple Stimulus Voucher  Driven
Consumption Power
 


	13. 97% of the  respondents
in this survey have the Triple Stimulus Voucher and are ready
• In this survey, only 3.6% of the respondents do not have or do not plan to use the Triple Stimulus Voucher
• About 3% of the 96.4% of respondents who plan to use the Triple Stimulus Voucher still have not decided
which goods or services to buy, or still do not have any special feeling about the current promotion plans.
96.7%
3.3%
心中有想要的商品或服務 還沒有想法
97.0%
3.0%
有偏好的促銷方案 沒有具吸引力的方案
96.4%
3.6%
有打算使用振興券 沒有打算使用振興券
Do not plan to use the Triple
Stimulus Voucher
Plan to use the Triple
Stimulus Voucher
Have ideals about the products or
services that they intend to buy
Still have no idea Have some preference plans No attractive plans
 


	14. Hypermarkets
main channel for  using the Triple Stimulus Voucher
• Nearly half of consumers choose the “Hypermarkets” to use the Triple Stimulus Voucher as their preferred consumption location, far more than
the second place, department stores/supermarkets channels.
• The TOP5 choices of consumption channels for different age groups are slightly different. For the consumers under 39, the department
stores/shopping malls are attractive, or there are less difference from the Hypermarkets. For consumers over 40, "supermarkets" are an important
channel in using the Triple Stimulus Voucher, but there is a large gap from Hypermarkets
47%
30% 29%
21%
19%
15%
12% 11%
9% 9% 8% 8% 7% 7% 7% 7% 5% 4%
2% 1% 1% 1%
5% 4%
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／
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訊
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店
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類
連
鎖
／
非
連
鎖
餐
飲
通
路
運
動
用
品
店
藥
妝
店
／
連
鎖
藥
局
家
具
／
家
飾
／
DIY
賣
場
電
影
院
夜
市
旅
行
社
各
類
連
鎖
／
非
連
鎖
咖
啡
店
麵
包
店
連
鎖
書
局
漢
堡
炸
雞
連
鎖
速
食
店
飲
料
外
賣
店
菜
市
場
美
髮
店
醫
美
診
所
按
摩
SPA
館
美
甲
美
體
店
其
他
，
請
說
明
：
我
沒
有
或
沒
有
打
算
使
用
振
興
…
20-29 % 30-39 % 40-49 % 50-59 %
Department Store/ Shopping Mall 33.6% Hypermarket 37.6% Hypermarket 57.6% Hypermarket 60.0%
Hypermarket 32.4% Department Store/ Shopping Mall 28.4% Supermarket 35.6% Supermarket 36.0%
Supermarket 24.4% Supermarket 19.6% Department Store/ Shopping Mall 31.2% Department Store/ Shopping Mall 27.2%
Electronics /Informatics /Communication 20.8% Electronics /Informatics /Communication 18.8% Convenient Store 26.0% Convenience Store 21.6%
Convenience Store 20.0% Convenience Store 14.8% Catering Channel 17.2% Electronics /Informatics /Communication 19.6%
Q： Regarding the Triple Stimulus Voucher, please advise which of the following places do you plan to
use it? (Multiple Choices but not mandatory, rotating the choices)
I
do
not
have/
do
not
plan
to
use
the
Triple
Stimulus
Voucher
Others,
please
explain
Nail
and
beauty
salon
Massage
SPA
shop
Medical
Beauty
Clinic
Hair
salon
Wet
market
Drinks
takeaway
shop
Chain
Fast
Food
Restaurant
for
Burger
Fried
Chicken
Chain
bookstore
Bakery
Various
chain/non-chain
coffee
shop
Travel
agencies
Night
markets
Movie
theaters
Furniture/Furnishing/DIY
mall
Drug
store/chain
pharmacy
Sporting
Goods
Store
Various
chain/non-chain
catering
channels
Electronics
/Informatics
/
Communication
chain
stores
Convenience
store
Supermarkets
Department
store/shopping
malls
Hypermarket
Q： Regarding the Triple Stimulus Voucher, please advise which of the following places do you plan to use it? (Multiple Choices but not
mandatory, rotating the choices)
 


	15. Hypermarkets/department stores/supermarkets
The Triple  Stimulus Voucher is used mainly through the three major channels
41%
23%
7%
30%
0%
10%
20%
30%
40%
50%
選1通路 選2通路 選3通路 非Top3通路
Hypermarket 47%
Department
Store 30%
Supermarket 29%
Hypermarket &
Supermarkets 18%
Hypermarket &
Department Stores 14%
Department Store&
Supermarket 10%
The above percentage is calculated
based on the whole participants as
the parameters
6.5%
3.5%
11.5%
7.5%
12.5%
21.5%
7.5%
The overlap situation of TOP3 channels
for Triple Stimulus Voucher
• The first three channels (Hypermarkets/department stores/supermarkets) counts for 70% of the users of Triple Stimulus
Voucher, of which 41% choose only one channel; overall, only 30% of consumers do not use such voucher through these Top3
channels.
• And among the Top3 channels, the overlap situation between Hypermarkets and the other two is the lowest, with the potential
to fully consume about 1/5 of the Triple Stimulus Voucher in the market
Q： Regarding the Triple Stimulus Voucher, please advise which of the following places do you plan to
use it? (Multiple Choices but not mandatory, rotating the choices)
Non-Top3 channels Channel 3 Channel 2 Channel 1
 


	16. 23%
17%
15%
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13%
11%
10%10% 9% 9%  9% 9%
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Effect of Triple Stimulus Voucher
The "daily dining"/"daily entertainment" is the main consumption target
• Overall, the proportion of the promotion vouchers used in daily dining is the highest, mainly the consumers over 40 years old cause this overall
consumption tendency.
• Non-necessary goods, such as clothing/bags/shoes, restaurants/gourmet food, accommodation and travel are also the consumption targets of
the Triple Stimulus Voucher
• Those between the ages of 30 and 39 has the lowest concentration for choices, which means the consumption types for consumers in this age
group are more diverse.
20-29 % 30-39 % 40-49 % 50-59 %
Clothing/Bags/Shoes 22.2% Travel Accommodation 18.0% Daily Dining/ Eat-out 27.9% Daily Dining/ Eat-out 24.8%
Daily Dining/ Eat-out 21.8% Daily Dining/ Eat-out 15.9% Restaurants/Gourmet 19.3% Household paper products 19.8%
Travel Accommodation 15.1% Clothing/bags/shoes 13.8% Clothing/Bags/Shoes 15.2% Restaurants/Gourmet 19.0%
3C and Accessories 13.0% 3C and Accessories 11.3% Travel Accommodation 14.8% Travel Accommodation 18.6%
Restaurants/Gourmet 12.6% Restaurants/Gourmet 10.9% Household paper products 14.3% Fresh fish/fruits and vegetables 16.9%
Do
not
know/
totally
no
idea
Oversea
flight
tickets
Cameras/lens
Alcohol
Medicines
Baby
foods
and
supplies
Cosmetics
Beauty
salon
appliances
Miscellaneous
expense
for
family
life
Tuitions
and
miscellaneous
expenses
Game
consoles
and
merchandise
Media
electronics
Kitchen
cooking
Supplies
Kitchen
appliance
Equipment
for
outdoor
activities
Health
drinks
Furniture
furnishings
Healthy
food
Mobile
phone/
tablet
Care
products
Transportation
Voucher
Household
cleaning
products
Large
appliances
Snacks
Computer/desktop
/notebook
and
accessories
General
drinks
Personal
hygiene
products
Fresh
fish
and
meat
/vegetables/
fruits
Household
paper
Products
Clothing/bags/shoes
Family
gathering
restaurants/
gourmet
Accommodation
and
travel
Daily
Dining/
Eat-out
Q： Which of the following goods or services do you plan to use the Triple Stimulus Voucher to purchase? (Multiple Choices with maximum of 3)
 


	17. Excessive Consumption
At least  44% is willing to consume exceeding NTD3000
• Regard to the usage of the Triple Stimulus Voucher, the consumers tending to use the Triple Stimulus Voucher with the amount of NTD3,000
counts for 50%.
• Overall, 44% of consumers will have “excessive consumption”, and 20% of people are willing to spend more than NTD4,500
• It is worth noting that the consumers through TOP3 channels tend to have less consumption power than those through non-TOP3 channels, that is,
consumers who use the Triple Stimulus Voucher not through Hypermarkets/department stores/supermarket will have higher total spending
amounts
• There are no obvious differences in using the Triple Stimulus Voucher by age, gender, region, and whether they have children or not. Only people
with higher income have the higher amount of excess consumption
6%
50%
23%
13%
7%
0%
10%
20%
30%
40%
50%
60%
低於3000 3000-3500 3501-4500 4501-9000 超過9000
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Excessive
consumption
6%
52%
24%
13%
5%
7%
43%
23%
15% 13%
0%
10%
20%
30%
40%
50%
60%
低於3000 3000-3500 3501-4500 4501-9000 超過9000
Top 3 通路 非Top3 通路
Q： Regarding the Triple Stimulus Voucher, please advise which of the following places do you plan to use it? (Multiple Choices but not mandatory, rotating the choices)
Consumption Budget for
Triple Stimulus Voucher
Over 9000
Below 3000
Over 9000
Below 3000
Top 3 channel Non-top 3 channel
 


	18. Discount / denomination  add-up / consume autonomously
are the most attractive!
• Promotions that make the most out of money are the most attractive to consumers. The tendency is to buy the most things with
the least amount of money, while maintaining the flexibility of autonomous power in consumption
36%
30%
11%
9%
5%
5%
1%
3%
0% 10% 20% 30% 40%
以振興券消費商品，商品有折價優惠
（如買一送一、指定商品折扣等）
以振興券換取該通路專屬更高面額的購物券
（如500振興券換700購物券）
依據振興券面額，可以購買
超過該面額價值的優惠商品組合禮包
以振興券消費商品，滿額贈送
該通路專屬的購物金（購物金點數或是購物券）
以振興券消費商品，
可於該通路活動中登錄抽大獎
使用振興券達一定門檻，
加碼贈送其他通路的折價券組合包
其他，請說明：
以上皆非
Q： Which following different add-up methods of the Triple Stimulus Voucher is the most attractive to you? (Single Choice)
18
Products offer discounts if the purchase is made by
Triple Stimulus Voucher (such as buy one get one free,
discount for designated products.)
Use Triple Stimulus Voucher to exchange the purchase
voucher with higher face value of such channel (such as
500 Triple Stimulus Voucher for 700 purchase voucher)
If the purchase is made by Triple Stimulus Voucher,
consumers can purchase the special product package
with higher face value of Triple Stimulus Voucher paid
If the purchase is made by Triple Stimulus Voucher, the
promotion coupons will be given if a purchase is over
certain amounts (such as purchase credits or purchase
voucher)
If the purchase is made by Triple Stimulus Voucher, the
lottery of such channel will be made after registration
Using the Triple Stimulus Voucher reaching a certain
threshold, the discount coupon package of other
channel will be offered additionally
Other, please explain:
None of above
 


	19. Business opportunity of  Triple Stimulus Voucher
The consumption is effectively triggered by Triple Stimulus Voucher, at least 44% of consumers increase their consumption
• The Hypermarkets have become the choice of most consumers among various channels, and the Triple Stimulus Voucher
are used in the clear purpose of daily groceries
• The consumers getting older have the higher proportion of them to choose the Hypermarkets; the consumers getting younger are prominent to choose the department
stores
• The Triple Stimulus Voucher is used mainly through the three major channels of Hypermarkets/department
stores/supermarkets, yet other channels create more consumption power
• The use of Triple Stimulus Voucher is highly concentrated, and the TOP3 channels include 70% of the Triple Stimulus Voucher user.
• The degree of overlap between Hypermarkets and the other two is low. The Hypermarkets have the potential to directly consume the full face value of the Triple
Stimulus Voucher. Ghost Festival may be the consumption peak of Triple Stimulus Voucher
• Hypermarkets/supermarkets may also demonstrate another sales phenomenon: The conversion multiplier effect of the sales method, the consumption multiplier is
worth attention
• However, the additional consumption driven by the TOP 3 channels is not as much as that in other non-TOP3 channels, that is, although a smaller market volume is
allocated to other channels, the consumption power thereof is higher.
• The "Daily Dining/Items" & "Leisure and Entertainment" are the main purchased items purchased
• Young people are mainly toward the leisure and entertainment items; elderly people are mainly toward the daily dining/ items
• 44% of consumers spend more than the face value of Triple Stimulus Voucher, and 20% of consumers spend more than NTD4500
• Those between the ages of 30 and 39 consume the most comprehensive goods, and the actual amount spent thereof is also higher than that of other age groups
• Promotional plans that make the consumers heartbeat : Hope to make the most out of money and own the autonomous
power in consumption
• The promotional coupon/ package of discount coupon/ take a game on the lottery are not favored by consumers
19
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