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ChatGPT o 1

You are my marketing research assistant here. | would like to come up with the research 4 o N =+ TR N

Y y B P ) _ [R—=—E—JL] OFEY ETFHATFHA-T
proposal for a beverage company. The client is facing the problem of the decline of their
major product, Super Beer. This product is sold in almost all distribution channel in all over WABDTZDERZRFANRN-ULvHH, =D
the Japan. Our client would like to know why this sudden decline of the sales happened. | '
want you to come up with the research questions and how we can constitute the survey. T\FQ*%E‘Z c\: ﬁ:ﬁ 75: % AT

Sure, | can help you with that. Here are some research questions and survey methods that

could be used to investigate the decline in sales of the Super Beer product:

FENEN e

@Z—/\c’— E—IILDEY EITTA - 7T-E[A Research Questions:

@ EI ZIK Dy7ILaA—b m b’]_ 3( j- L < . What are the factors that have contnbuted to the decline in sales of Super Beer?
\;\ﬁ %% 75\* &5 %) Z (\:. 2. What are the current consumer preferences for alcoholic beverages in Japan?

@ 2 — 78— — LD ﬁ'ﬁ T% 37 % ,l\i 3. How does the price of Super Beer compare to other beers in the market?

@X—N—B—w@iﬁ%474x—9

. Are there any negative perceptions associated with Super Beer that may have affected

sales?

Copyright © Cross Marketing Inc. All Rights Reserved. 11
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ChatGPTOAZEIER ¢ AREZED

o

Survey Method:
To gather information on the above research questions, we could conduct a survey among a

EIE E representative sample of Japanese consumers. The survey could include the following

%‘_II_HI-i

questions:

@Ei}iG A H J,x Ijq D RX— N — t_ JL 1. Have you purchased Super Beer in the past 6 months? If so, how frequently?
2. Which factors influence your decision to purchase alcoholic beverages?
£ SEE
'\%)\ /"E 2. How does Super Beer compare to other beers you have purchased recently in terms of
oo n+
@ )a—ILd /E\%,E\ Hﬁﬁ*ﬁuﬁ taste, price, and packaging?
@Z — )\ = t —Jb 7f) 'f‘& 0) Fl' I=Re) 7"— ° — )L c‘_’_ 4. Are there any negative perceptions associated with Super Beer that would prevent you
N from purchasing it?
/\\\ IJ ° ° /\o AN —_— O) - > t \
< jk 'ﬁﬁ;r% 7 b_ ~ o kS 7 75 5. Which alcoholic beverages do you prefer to consume in different settings, such as at
@Z—/\C’—E—Jbtlﬁ’d‘%%ﬁ?% 7’()(_:/ home or at a restaurant?
@%‘QJP L X I\ 3 % 7‘3: C\:_i%)i}-’l- : c\:_ L— (\_'./\./ 7‘3: 6. Have you noticed any changes in the availability of Super Beer in retail stores or
AN

restaurants in the past 6 months?

TIILA—ILEZROHDER
®EE6 5 BLUUARD R —/8—  — LRI E240
DA —/R—E—JILDFEY EIFHEAZ -8

T L — neinsalesof
HBATF — analyzed to provide insights into the reasons for the decline in sales of Super Beer and to

. What suggestions do you have for the Super Beer product to improve its sales?

We could conduct this survey through online platforms, such as social media or email, or

through face-to-face interviews at public places or events. The results of the survey could be

identify potential strategies to improve its market position.

Copyright © Cross Marketing Inc. All Rights Reserved. 12
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ChatGPTOAZEIER L AEZEQ

S . R
H Could you explain how your survey questions will contnbute to 4 d”—% AT < ﬂ 7L\_ = FIFﬁ L::t

answering the research questions that you have mentioned? (\: 5 LY ;) El, L: Eﬁ EE%E’_‘. L: Iﬁk_d_ 6 D ,?

Sure, | would be happy to explain how each survey question

contributes to answering the research questions:

1. Have you purchased Super Beer in the past 6 months? If so,
how frequently?
<1§|J (\:' L < Qz) This question helps to establish the current sales trends of
@ L LD ﬁ% H E*ﬁ Super Beer, which is important in understanding the extent of
: - N E VAR
AP 2T " the decline in sales. It also helps to identify the current

customer base for the product.

_)\;% %%b\%i 6 :\: _g %?ET}E?— 6 - t ’G\ e *L’C 2. Which factors influence your decision to purchase alcoholic
beverages?
2 —/8— € — L OYEIC A TEEE A RN .

This question helps to identify the key factors that customers

consider when choosing between different alcoholic
beverages, such as taste, price, brand reputation, packaging,
etc. This information can help to identify potential areas of

improvement for Super Beer.

Copyright © Cross Marketing Inc. All Rights Reserved. 13
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ChatGPTOAZEIER L AEEDR

Thanks. Could you provide options we will show to the & 22 ?R HSJZ % 2T '
respondents for each questions? Consider it to be the web-

based quantitative survey.

: : 2. Which factors influence your decision to purchase alcoholic
@- Sure, here are some options for each survey question that could ' yo ' ' pure '
) . beverages?
be used in a web-based quantitative survey: ges

. Hawve you purchased Super Beer in the past 6 months? If so, HEE

7 Price
how frequently?
Brand reputation

Yes, once a week or more Packaging

Yes, a few times a month Alcohol content

Yes, once a month or less Recommendations from friends/family

Availability in stores/frestaurants

Mo, | have not purchased Super Beer in the past 6 months

Other (please specify)

Copyright © Cross Marketing Inc. All Rights Reserved. 14
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avte7 b Ayt —2%GPTTERK.
StableDiffusion CTE|{&1t

| want you to summarize the following features of Super Beerinto [£

a concept statement for evaluation.

Super beer has the highest alcohol percentage amongst the beer
that is distributed in Japan. It is made of pure and natural barley,
which does not contain any artificial additives. This would give
our customer happy life without being insecure about their
health.

Super Beer is a premium beer in Japan, made with pure barley
and no artificial additives, boasting the highest alcohol
percentage among all distributed beers. With Super Beer,
customers can enjoy a happy life without worrying about their

health.
BEAEZEIT 2 L, v FEZT!
—StableDiffusion® 7> 7 F#EHH 3 StableDiffusion-cEI& 4 5

(LAL. TEHERDE—I] ZEHEWLWL TWLSEERT)
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You are my marketing research assistant. | would like you to
analyze the cross tabulation.

Sure, I'd be happy to help! Could you please provide me with the
details of the cross tabulation that you would like me to analyze?
Specifically, what are the varniables that have been cross-
tabulated and what is the research question that you are trying to
answer through this analysis? This will help me to provide a more

targeted and accurate analysis.

This is the question; "Would you like to buy this new Super Beer?

Would like to buy Would NOT like to buy
Total 0285376139 0714623861
Male 0.004858004 0995141996
Female 0200211395 0799788605
20-29y/0 0462226945 0537773055
30-39vyfo 0760912221 0.2390877T79
40-49yfo 0253144028 0746855972
50-59 yfo 0688627086 031372614
60-69yfo 0575276261 0424723739

(]

£

GP

EERGHITIEHY FHEA

EABANICRIE 2D ER

The table indicates that overall, 28.54% of respondents indicated
that they would like to buy the Super Beer, while 71.46% indicated
that they would not like to buy it. Looking at the breakdown by
gender, only 0.49% of males indicated that they would like to buy
the Super Beer, while 99.51% indicated that they would not like to
buy it. In contrast, 20.02% of females indicated that they would
like to buy the Super Beer, while 79.98% indicated that they would
not like to buy it.

Looking at the breakdown by age group, there is some variation
in the proportion of respondents who indicated that they would
like to buy the Super Beer. The highest proportion of
respondents who indicated that they would like to buy the Super
Beer was in the 30-39 age group, where 76.09% of respondents
indicated that they would like to buy it. The lowest proportion of
respondents who indicated that they would like to buy the Super

Beer was in the 40-49 age group, where only 25.31% of

respondents indicated that they would like to buy it.

Overall, this table provides some valuable insights into the
potential market for the Super Beer product, indicating that there
may be more interest in the product among female consumers

ERRNE

and among those in the 30-39 age group. However, it's important

FALLEY < U &
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