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“Little sheep” is the leader brand. AVA N T I

“HanDiLao” ‘s brand loyalty is very high although not many consumers eat it most often.Research Partners

100% From Jisha website(www.jisha.cn), this
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who aged 15-60 yrs olds. The results are:
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“Value for money” and “special soup foundation” are the main reasons for AVA N TI

choosing hot pan restaurant .
Research Partners

> “Value for money” and “special soup foundation” are the main reasons for choosing hot pan
restaurant, followed by “clean ingredients”.

» Different restaurant, Different secondary considerations.

The considerations of choosing hot pan restaurant by the restaurant that consumer
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