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PART 1｜Cat owners  & dog owners varies?
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PART 2｜E-invoice Database Sales Analysis:
Along with the Deity-Temple Co-branding Products
PART 3｜Tracking Survey to Consumer Behaviors
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Cat owners & dog owners varies?
Survey of Business Opportunities of Pets
PART 1
In accordance with the Annual Report of 2022 from the Council of Agriculture, nearly 3 million pets are registered, and the Division
of Pet Management was established on April 2022 which has the mission of providing comprehensive care to pets from birth to
death. When various services related to pets keep coming out, driving the development of the relative industries, the initial factor is
worth to be considered: What things would owners care about and even spend money on? And what channels do pet owners
usually use in catching up on information about pet consumption and pet raising?
According to this survey, except for pet owners, among people who don’t have pets at home, 74% of them will still engage in
entertainment activities related to pets or animals, which indicates the largely hidden business opportunities brought by pets
should not be estimated.
 


	4. Status of pet  raising:
47% of people raise pets Cat/dog owners have similar ages
while fish owners have an elder age
4
59%
0%
2%
3%
3%
6%
11%
14%
18%
53%
0%
1%
4%
4%
5%
12%
16%
20%
Do not keep any pet at home
Other large animals
Insect
Reptile
Other small animals
Bird
Fish
Cat
Dog
May,2023
Nov. ,2020
1
• The proportion of having pets in their home has increased. Based on the survey on November 2020, 41% of people have pets at home
while the proportion has raised to 47% on May 2023.
• Among various pets, dogs and cats are the main types of pets being kept, which have proportions of 20% and 16% respectively, while the
proportion of keeping fish at home is ranked third with a proportion of 12%.
• In the aspect of the profile of pet owners of dogs, cats, and fish, dog owners and cat owners have a similar profile, while the number of fish
owners shows an increasing trend with the increase of age.
• Among people who don’t have pets at home, 66% of them will consider having a pet in the future, among which 48% prefer to have dogs and
the second preference pet will be cats.
Type of House Pets Profile of Pet Owners
Male 50% 50% 56%
Female 50% 50% 44%
20~29 y.o. 23% 21% 17%
30~39 y.o. 31% 30% 25%
40~49 y.o. 26% 30% 26%
50~59 y.o. 20% 18% 32%
Types of House Pets having
in the future
34%
2%
3%
4%
7%
11%
22%
36%
48%
Do not keep any…
Insect
Other large animals
Reptile
Bird
Other small animals
Fish
Cat
Dog
May,2023
Base:those who have no pets now, n=525
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in May. 2023) © Eastern Online Co., Ltd.
*The red meant higher 5% than the whole,
and the green lone meant lower 5% than the whole
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Others
Nov.,2020 May, 2023 Dog Cat
The consumption items for pets concerned by pet owners:
Dog owners care about the living condition at home and training,
while cat owners concern about the diet and the living environment
5
• In terms of the items that pet owners are willing to put effort and money into, compared to the data on November 2020, there is a great
increase in the proportion of the items that pet owners are willing to pay, which presents that pet owners would like to pay more attention into
taking care of their pets.
• Regarding the concerned consumption items, the top 3 items with the largest concern from pet owners would be: better feed and drinking
water, recreational activities, and better quality of life and equipment, which are mainly related to diet and living environment. And the
new-type service items, such as health care insurance for pets and pet funeral service, etc., are also accepted by nearly 20% of pet owners.
• And about the different consumption items that are concern by cat owners and dog owners, dog owners care more about the living
condition at home, and living habits and training, which indicates that dog owners prefer to make their lively puppies have orderly
and controllable living habits. While cat owners are more concerned about the diet and living environment of their pets, and they
prefer to give their kitties better food/water and better living quality and equipment.
2
Type of Consumption Concerned
Note: mark * are new options
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in May. 2023) © Eastern Online Co., Ltd.
 


	6. Channel of pet  information :
Mainly are relatives and friends who are also pets owners,
social networks, and physical pet store
6
• In terms of the channels for pet raising and consumption information, pet owners mainly receive related information from relatives and
friends/other pet owners, social networks, and physical pet stores.
• About the information channel for different age groups, the 20~29s will rely on social networks most, while the pet owners in 30~39 usually
ask relatives and friends or other pet owners.
• In terms of pet owners with different types of pets, dog owners will go to the veterinary hospital or ask a vet for assistance while cat owners
mainly will ask relatives and friends/other pet owners.
• In general, except for the physical channels such as relatives and friends, pet stores, and vets, the internet(social networks/media platform)
also becomes an important channel for receiving information related to pets.
3
20~29 y.o.
Pet Owners
30~39 y.o.
Pet Owners
40~49 y.o.
Pet Owners
50~59 y.o.
Pet Owners
41% 47% 30% 43% 48% 26% 35%
35% 39% 31% 46% 42% 31% 27%
39% 37% 39% 30% 37% 38% 39%
41% 39% 23% 33% 29% 29% 35%
19% 23% 16% 33% 20% 16% 11%
22% 20% 15% 28% 24% 14% 12%
20% 26% 18% 16% 20% 16% 24%
20% 13% 20% 21% 18% 13% 23%
22% 20% 14% 22% 21% 12% 14%
15% 10% 14% 15% 10% 13% 8%
13% 13% 8% 14% 10% 9% 10%
9% 10% 8% 8% 9% 7% 8%
11% 7% 5% 6% 12% 4% 8%
6% 6% 2% 10% 7% 3% 1%
3% 1% 1% 4% 1% 3% 1%
6% 12% 14% 6% 9% 17% 14%
12%
2%
5%
8%
8%
11%
11%
17%
18%
19%
20%
20%
31%
36%
37%
38%
no special reference channels
Radio broadcasting
other websites
News advertisements and reports
Magazine advertisements and reports
TV advertisement
TV programs
Online advertisement
shopping website
Official websites of pet products
Information comparison sites or…
Video Platform
Veterinary hospital or ask a vet
physical pet store
Social networks
Relatives and friends who are also pets owners
Pet Owners
(n=475)
Channels of pet information
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in May. 2023) © Eastern Online Co., Ltd.
*The red meant higher 5% than the whole, and the green lone meant lower 5% than the whole
 


	7. Entertainment activities related  to pets/animals :
Watching animal videos on social media platforms is the most popular
activity which even attracts half of people who don’t have pets
7
• People who have pets have a significantly higher proportion of engaging entertainment activities related to pets/animals than people who don’t
have pets do. And the main activities they engage in are viewing videos on the social media platform, watching television, and
following fan pages related to pets. It is worth mentioning that 50% of people who don’t have pets still engage in watching videos related to
pets/animals.
• In terms of pet owners who have different types of pets, generally, there is little difference between the entertainment activities engaged by
dog owners and cat owners except that cat owners have a higher proportion of watching pet/animal videos than other pet owners do.
• In the aspect of pet owners in different age groups, the main difference comes out from the activities of watching pet/animal videos that the
younger pet owners have a higher proportion of watching pet/animal videos than owners of other ages do.
4
© 東方線上股份有限公司
Entertainment activities related to pets/animals
60% 69% 52% 63% 57% 47% 52%
46% 49% 43% 33% 36% 35% 37%
43% 44% 24% 37% 33% 23% 18%
25% 25% 20% 21% 21% 19% 17%
31% 30% 28% 17% 16% 17% 21%
24% 23% 16% 22% 19% 15% 7%
12% 11% 8% 17% 10% 5% 3%
0% 0% 0% 0% 1% 0% 0%
4% 9% 19% 19% 23% 26% 29%
11%
0%
10%
20%
28%
24%
38%
45%
60%
36%
1%
8%
12%
8%
16%
18%
26%
50%
None of the above
Others
Play the mobile games of raising pets
Go to a pet-friendly restaurant or the
restaurant where can touch the animals
Read magazines or books introducing pets or
animals
Go to the farm or pasture where can touch
the animals
Follow the fan pages on social networks
related to pets or animals
Watch television programs related to pets or
animals
Watch pet/animal videos on the social media
platform
No pet owners(n=525)
Pet Owners(n=475)
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in May. 2023) © Eastern Online Co., Ltd.
*The red meant higher 5% than the whole, and the green lone meant lower 5% than the whole
20~29 y.o.
Pet Owners
30~39 y.o.
Pet Owners
40~49 y.o.
Pet Owners
50~59 y.o.
Pet Owners
 


	8. Observation and suggestions:
pets  bring great business opportunities
8
5
• The proportion of having pets has increased: compared to the data on September 2020, the proportion of raising pets has increased by 6%, up to
47%. Among people who don’t have pets yet, 66% of them consider having pets in the future and dogs, cats, and fish are the most popular pets.
• Pet owners are more willing to pay effort and money for pets: Compared to the data on November 2020, pet owners have made more
contributions to all the consumption items related to pets, and items like better feed and drinking water and living environment are the items that pet
owners care about. In addition, some new-type services, such as health care insurance services for pets, pet funeral services, etc., are also accepted
by more than 20% of pet owners.
• Dog owners and car owners have different preferences in pet raising: though dog owners and cat owners have similar profiles, they have
different preferences in raising pets. Dog owners care more about the orderliness of their puppy’s living habits while cat owners prefer to provide a
better diet and living environment for their pets.
• The Internet becomes an important source of information and entertainment activities related to pet raising: social media platforms and
video streaming platforms have become important sources for pet owners to receive pet information. More than 60% of pet owners watch pet/animal
videos while nearly 40% of them follow the related social network and fan pages. Except for the pet owners, 50% of those people who don’t have
pets still watch pet/animal videos.
Based on the aforementioned explanation, it can be observed that the current pet market is keep growing, and therefore, we can consider approaching
the pet market from the following two aspects:
 Provide products or services for giving a better and healthier life to pets: since pet owners are willing to invest more in their pets, with each
related consumption item increasing, except for the basic improvement of pets’ feed and water, creating a high-quality living environment for pets
would be another point needed to be focused. In addition, the overall pet-caring service such as pet training/communication course, pet health
insurance, and funeral service for pets are gradually accepted by pet owners, which are the new-type service for showing pet owners’ love toward
their pets, and would become a new market opportunity.
 Internet provides information related to pet raising as well as entertainment services: as mentioned above, the internet has become the main
source for pet owners to receive information related to pets. And except for the healing cutey pet information, various information related to pet
raising can also be provided on the internet, such as living habits training concerned by dog owners or the introduction of living equipment and
environment concerned by cats owners, etc., which can better satisfy pet owners with different types of pets.
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in May. 2023) © Eastern Online Co., Ltd.
 


	9. E-invoice Database Sales  Analysis
Along with the Deity-
Temple Co-branding Products
Temple co-branding products
Do the great opportunities brought by temple co-branding products continue to grow?
Does Mazu mania have a more drastic development than ever before?
Go with EOL and continue to follow up on the service!
PART 2
Eastern Online Consumer Research Group / Marketing Department
Eastern Online Co., Ltd. | 7F, No.306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City
 


	10. Research method and  description:
• Research period: May 2021- Apr. 2023 (2 years)
• Research method: EOL E-invoice Sales Database
• Category of temple co-branding products: Co-branding products with Dajia Jenn Lann
Temple, Baishatun Gongtian Temple, Lukang Tianhou Temple, Beigang Wude Temple,
Beigang Chaotian Temple, Xia-Hai City God Temple, Nankunshen Daitian Temple
• Total invoice amount of the research: 99,362
• Total amount of devices of invoice: 61,546
• Range of sales channel: Omni-Channel (including all the stores that can provide E-invoice,
such as hypermarkets, chain or independent supermarkets, convenience stores,
comprehensive e-commerce platforms (online shopping), brand’s official e-commerce
platforms, etc.)
Origin of the survey
On September 2022, EOL tracked the temple co-branding products from which immense business opportunities were found. It is realized that various products from
food to daily necessities have co-branded with temples, and currently, those co-branding products mainly work with Mazu, among which, Mazu of Dajia Jenn Lann
Temple is the most popular one, followed by Baishatun Mazu. EOL also had a survey of the business opportunities brought by deity pilgrimage in the Snapshot of
Consumer Behaviors of April 2023 and discovered that each participant of deity pilgrimage spends more than NT$ 8,000 on average. Except for transportation and
accommodation, those participants will spend nearly NT$1,000 on products related to the deity/with the blessing and fortune from deity. In this research, we will share
the market size of the temple co-branding products and the changes in the popular products during the two consecutive years and observe the influence of the Mazu
pilgrimage.
10
Photos captured from Facebook Fanpage of Baishatun Mazu and Facebook
Fanpage of Dajia Jenn Lann Temple
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	11. Co-branding Products with  Temples
Market Size Estimation
Two-Year Comparison
630million 770million
MAT22 Apr MAT23 Apr
Photos captured from皮套王 / 欣傳媒 / 窩客島
(2021.05～2022.04) (2022.05～2023.04)
+22.2%
11
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
 


	12. Various spendings
(including 7-11
Vouchers/  online lamp
lighting /praying
/Zhongyuan salvation
rite agent service)
Kaoliang Liquor
Other
accessories
(including
charms)
pastry
Take-out
coffee
Various
protective
gear
Sacrificial
supplies/feng
shui supplies
Others( including snacks
boxes/offering boxes for
Zhongyuan Salvation Rite)
Snacks
Various toys
Various spendings
(including 7-11 Vouchers/
online lamp lighting
/praying /Zhongyuan
salvation rite agent service)
Snacks
Others( including snacks
boxes/ offering boxes for
Zhongyuan Salvation Rite)
Sacrificial
supplies/feng
shui supplies
cookie
mask Baby
diaper
Massage
device Other
household
items
Bottle of
water
Kaoliang
liquor
Other
accessories
(including
charms)
pastry
630 million
MAT22 Apr
Market size
Business opportunities from co-branding continue to grow
Various
protective gear +1367%
Kaoliang liquor +102%
Estimated
growth rate of
the sales
Take-out coffee +97.3%
Mask -81.4%
Bottle of water -79.0%
Snacks -53.7%
Massage device -51.1%
+306%
Various toys
Category
770 million
MAT23 Apr
Market size
Various fees +44.7%
12
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
 


	13. Changes in the  category of co-branding products
no.
MAT22
Apr
MAT23
Apr
1 Various fees Various fees
2 Kaoliang liquor Kaoliang liquor
3
Sacrificial supplies/feng
shui supplies
Other accessories
(including charms)
4
Other accessories
(including charms)
Sacrificial supplies/feng
shui supplies
5
Others( including snacks
box/ offering boxes for
Zhongyuan Salvation Rite)
Various protective gear
6 Bottle of water
Others( including snacks
box/ offering boxes for
Zhongyuan Salvation Rite)
7 Snacks Take-out coffee
8 Other household items Pastries
9 Baby diapers snacks
10 Pastries Gold/diamond
Analyzing the sales distribution of the past two years, the main sources of sales have little changes. The 4 categories
as various fees, kaoliang liquor, other accessories, and sacrificial supplies/feng shui supplies still remain as the top 4
main sources of sales. Among them, kaoliang liquor has a growth rate of 102% in sales and continues to be the
popular category in temple co-branding products. Additionally, the proportion of various fees (7-11 Vouchers/online
lamp lighting /praying/ Zhongyuan salvation rite agent service) has increased by 44.7%, indicating that believers are
familiar with online or third-party services for lighting the lamps for praying, praying, and other rites, and their usage
has not decreased even with the lifting of pandemic restrictions.
Another thing needed to be noted is the significant decline in sales of masks. As the pandemic restriction policies have
been released, masks are no longer considered essential for the public, and even the masks co-branding with temples
have experienced a decrease in demand.
Main sources of sales remain stable, and the top 4 categories have no
changes. With the pandemic restrictions lifting gradually, the sales of the
mask have experienced a significant decline
Take-out coffee also has great sales performance (up to No.7), which is because during the pilgrimage period
(04.21-04.30), 7-ELEVEN convenience stores in part of the middle area launch the coffee promotion of buying one
getting one free cooperating the Dajia Mazu pilgrimage. In such a few days, the sales of take-out coffee have
increased significantly, indicating the great influence of the pilgrimage.
In addition, the sales of various protective gear go higher, reaching rank No.5. it can be attributed to the
exceptional performance of PP Persephone protective gears last year, and it launched the back and waist support
and knee support during the Baishatun Mazu pilgrimage, continuously promoting business opportunities.
7-ELEVEN convenience store launches coffee promotions for the
deity pilgrimage and help increase the sales of take-out coffee
Top 10 categories of temple co-branding products
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
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Note：Various fees(including 7-11 Vouchers/ online lamp lighting /praying /Zhongyuan salvation rite agent service)
 


	14. Kinmenroyal x Baishatun  Mazu
Palanquin Commemorative Liquor
Photos captured from
kinmenroyal
Comparison of Top 5 Temple Co-branding products
(excluding online lamp lighting /praying /Zhongyuan salvation rite agent service/7-11 Vouchers)
Kinmenroyal x Baishatun Mazu
Palanquin & Woman's Umbrella
Shaped Commemorative Liquor Set
No.1 No.2 No.3 No.4 No.5
Shjfood x Jenn Lann Temple in Lunar Tiger Year
Money Mother & Snacks Pack
No.1 No.2 No.3 No.4 No.5
Photos captured from
7-ELEVEN Facebook Fan page
Photos captured from
Libaga Wine& Spirits
Photos captured from
yahoo! Shopping Center
Taiyen x Dajia Mazu
Alkaline ion water
Previous
year
This
year
FamilyMart x Wude Temple
2022 lucky grab bag
Photos captured from
COSMOPOLITAN
Photos captured from
GUO TAI Wine& Spirits
HeySong/KKL x Dajia Mazu
Gold leaf Kinmen Kaoliang Liquor
Special Rhodium Dragon Kinmen Kaoliang Liquor
Baishatun Mazu Commemorative Liquor
(Porcelain bottle)
Photos captured from
Commercial Times
Rhodium Dragon Kinmen Kaoliang Liquor
Baishatun Mazu Commemorative Liquor
Photos captured
from redsakura Facebook Fan page
RedSakura x Dajia Mazu
Butter Crispy Cake
22.05-23.04
21.05-22.04
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
14
Rhodium Dragon Kinmen Kaoliang Liquor
Baishatun Mazu Commemorative Liquor
Photos captured from
Commercial Times
Photos captured from
Commercial Times
 


	15. Photos captured from  Economic Daily News/7-ELEVEN Facebook Fan
page/LOOKin/7-11 Introduction Website
Undefeated Popular temple co-branding
products- 7-11 Vouchers & Kaoliang liquor
If we count the 7-11 vouchers in the sales amount, the Female Deity with Great Fortune 7-11 Voucher was the top-selling product in the
last year. 7-ELEVEN convenience stores launched 7-11 Baishatun Mazu Pilgrimage co-branding Voucher Commemorative Package the
sales amount of the various fees have quite a significant growth on May 202 and after that, they continued to promote 7-11 vouchers
aligning with Qi Xi Festival, Zhongyuan Festival, and Mazu Pilgrimage, etc., which also help increase the sales amount. 7-11 Voucher not
only attracts religious followers but also holds sufficient appeal for the general public, which means that the significant business
opportunities from 7-11 Voucher are not solely due to co-branding with temples. But yet, co-branding with temples can assist in
integrating with traditional festivals and rites, and even capitalizes on the unique characteristics of the temple, generating more topics. For
example, the Yuelao (the deity of marriage) at the Xia-Hai City God Temple is well-known, and therefore 7-ELEVEN also co-branded with
the temple on August 22nd to release a co-branded 7-11 Voucher in line with the Qi Xi Festival.
7-ELEVEN Convenience Store launches various 7-11 vouchers
help grow the sales amount of Various fees
Kaoliang liquor with special shaped bottle can only for drinking
but also increase the desire for collecting
The top two best-selling products last year were kaoliang liquors, while kaoliang liquors take 4 places in the top 5 best-
selling products this year, indicating a growing trend in the market for Kaoliang liquor as the temple co-branding
products. These kaoliang liquors are not just differentiated by their packaging, but also have unique bottle shapes or
patterns which enhance the desire for collecting. For example, Kinmenroyal launched a kaoliang liquor in the shape of
the palanquin of Baishatun Mazu, and this year they even promoted a kaoliang liquor set with a woman's umbrella
design added. Though its price is as high as over NT$ 4,000, it still attracted many buyers. In addition, HeySong co-
branded with Dajia Mazu and launched Gold Leaf 58% Kinmen Kaoliang Liquor in April this year. Its embossed and
gold-plated bottle featuring the image of Mazu makes it rank No.2 in sales immediately after its launch in April.
7-11xFour Graet Temple (Qi Xi Festival/
Zhongyuan Festival) 7-11 Voucher
7-11 x Baishatun Mazu
Pilgrimage co-branding Voucher
Commemorative Package
7-11x Dajia Mazu Pilgrimage
Commemorative 7-11 Voucher
FamilyMart x Female Deity with Great Fortune 7-11 Voucher (Baishatun &
Wude Temple)
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
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	16. No longer monopolizing  the market,
two major Mazu temples are evenly matched
Temple
Estimated Proportion of Sales of
All category
Estimated Proportion of Sales
Excluding the Amount of Various
Fees
%
MAT22
Apr
MAT23
Apr
Differ-
ence
MAT22
Apr
MAT23
Apr
Differ-
ence
Dajia Jenn Lann Temple
(Mazu)
65.0% 51.5% -13.5% 68.3% 49.4% -18.9%
Baishatun
GongtianTemple(Mazu)
9.4% 26.7% 17.3% 16.0% 40.3% 24.3%
Lukang Tianhou Temple
(Mazu)
5.1% 4.9% -0.2% 2.5% 3.8% 1.3%
Xia-Hai City God Temple
(City God)
0.6% 3.0% 2.4% 0.9% 0.1% -0.8%
Beigang Wude Temple
(deity of wealth)
5.5% 1.3% -4.2% 9.3% 2.4% -6.9%
Beigang Chaotian Temple
(Mazu)
1.4% 0.8% -0.6% 1.4% 1.6% 0.2%
Other temples
(including muti-cobranding)
13.0% 11.6% -1.4% 1.4% 2.3% 0.9%
If excluding the sales amount of various fees (such as online lamp lighting
/praying /Zhongyuan salvation rite agent service, 7-11 Vouchers, charitable
donations, etc.), the estimated sales ratio between the two major Mazu temples
has significantly narrowed in the past year.
The increased sales for Baisha Tung Mazu Temple can be attributed to not only
an increase in co-branded products amount but also the outstanding sales
performance of certain products, such as the Kaoliang liquor products
(Kinmenroyal & Rhodium Dragon Kinmen Kaoliang Liquor), PP Persephone
protective gears/ waist support, and LiNoos' Mazu/Palanqui blocks set.
Dajia Mazu and Baishatun Mazu have close
effects on the market
Dajia Jenn Lann Temple continues to hold the top sales of co-branding products due to its
well-developed e-commerce platform and complete online lamp lighting /praying systems.
Therefore, a significant portion of their sales comes from various fees associated with online
services. In addition, Dajia Jenn Lann Temple has more co-branded products compared to
other temples, which is also one of the reasons for its success.
In the past year, Dajia Jenn Lann Temple's co-branded food products have performed well,
such as kaoliang liquor, RedSakura Butter Crispy Cake, and Dajia Taro Milk of 7-ELEVEN.
However, some products that performed well in the previous year, like the two types of snack
packs from Shjfood HUGGIES diapers, and Amo Cake, were not continued to be produced.
Significant changes happen in the rankings
of Dajia Mazu co-branded products
Photos captured from TURN WAY TOY/LINE Shopping / WalkerLand
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
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	17. Deity Pilgrimages have  a big impact!
Mazu enthusiasm continues to spread
0
50
100
150
May June July Aug. Sep. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May June July Aug. Sep. Oct. Nov. Dec. Jan. Feb. Mar. Apr.
Baishatun Mazu Dajia Mazu
Estimated
sales
(millions)
2022
2021
8/22
Hungry Ghost Festival
2023
From the estimated sales figures for each month, it can be observed that co-branded products of Dajia Jenn Lann Temple have higher sales during traditional festivals such as
Chinese New Year and Zhongyuan Festival. Apart from the offerings required for worship during those specific days, the pre-sale of products related to reservations for lighting
lamps, praying, and dispelling of misfortunes also contributes to the higher pre-sales figures. Additionally, during the period of the Mazu pilgrimage, many people also increase
their willingness to purchase co-branded products. The estimated sales figures for two major Mazu temples during the pilgrimage month in 2023 are higher than that in 2022,
from which it can be estimated that after the lifting of pandemic restrictions this year, there will be higher participation in the Mazu pilgrimage compared to that in the last year.
Chinese New Year, Zhongyuan Festival and Mazu Pilgrimage bring great business opportunities
2/01-2/06
Lunar New Year holiday
4/08-4/17
Dajia Mazu Pilgrimage
5/20-5/27
Baishatun Mazu Pilgrimage
8/12
Hungry Ghost Festival
1/22-1/27
Lunar New Year holiday
2/12-2/20
Baishatun Mazu Pilgrimage
4/21-4/30
Dajia Mazu Pilgrimage
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
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	18. Temple Co-branding Products-
TOP  5 hot-selling channels this year (22.05-23.04)
Major co-branding
temples
Comparing to
MAT22 Apr
Ranking changes
Baishatun Gongtian Temple
Dajia Jenn Lann Temple
Xia-Hai City God Temple
Dajia Jenn Lann Temple
Baishatun Gongtian Temple
Beigang Wude Temple
Dajia Jenn Lann Temple
Baishatun Gongtian Temple
Lukang Tianhou Temple
Beigang Wude Temple
Rise in 3 Rankings Drop 1 Ranking
In the past year, 7-Eleven has not only continued to release the Temple co-branded 7-11 Voucher but has also launched more Temple co-branded products compared to the
previous year. Particularly, they have achieved good sales with their co-branded products related to Baishatun Mazu. Although FamilyMart has dropped one ranking, excluding
various fees, their sales performance in other product categories has improved compared to the sales in the previous year. However, in the past year, FamilyMart's main target of
co-branded products has shifted from Wude Temple (Deity of Wealth) to the two major Mazu temples. While they continue to sell co-branded products with Wude Temple, they
have not been actively promoting them as they did in 2021 and early 2022. Jenn Lann Mazu Temple, on the other hand, has dropped to the fifth ranking when excluding various
fees, indicating that significant sales of their main products come from online lighting lamp and praying services for improving luck and fortune.
7-ELEVEN positively promote the temple co-branding products while FmailyMart change the co-branding
target from Wude Temple to the two major Mazu temples
Dajia Jenn Lann Temple
Baishatun Gongtian Temple
Beigang Wude Temple
Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
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Dajia Jenn Lann Temple
Drop 1 Ranking Rise in 1 Ranking Drop 1 Ranking
 


	19. [Conclusion]
Market Observation of  temple co-branding products
Increase in the sales of temple co-branding products and
decrease in the diversity of popular products. In the past year,
the hot-selling temple co-branded products concentrated in
specific categories
Comparing the market size of temple co-branding products over two consecutive years, there has been a
22.2% increase. As of the Moving Annual Total (MAT) in April 2023, the market size has reached 730
million NT dollars. This year, the majority of sales are concentrated in the categories of 7-11 Voucher and
kaoliang liquor, unlike the previous year when there was a more diverse range of products. Popular
brands like Shjfood, Amo, and HUGGIES have not continued their co-branded offerings, and there have
been no similar co-branded products produced, resulting in decreased sales in categories such as snacks,
pastries, and baby diapers.
Additionally, the sales of other accessories have grown by nearly 40%, elevating their ranking to the third.
Although preferences for accessories may vary from person to person, they have performed well when
associated with the deity pilgrimage. According to previous surveys conducted by EOL, participants of the
deity pilgrimage will spend nearly NT$1,000 on products related to the deity/with the blessing and fortune
from deity. This research study also aligns with such findings, as sales of relevant charms related to
blessing and fortunes perform better during the deity pilgrimage period than during regular times.
Not just deity pilgrimage, other traditional
rites are needed to be explored for their
business opportunities. Co-branding aligning
with traditional rites can bring more topics
This survey indicates that temple co-branding products sell better during the
period of the Mazu pilgrimage, suggesting that aligning with specific events
can attract more people. Apart from the Matsu pilgrimage, Taiwan also has
other well-known cultural events whose business opportunities can be further
developed, such as the Burning of the King Boat in Pingtun and the Bombing
of Master Handan in Taitung. These cultural events not only attract
worshipers but also draw the interest of the general public who seek to
participate in these pilgrimages. Therefore, there is an opportunity to explore
new business prospects by coordinating with these events and collaborating
with relevant temples to launch co-branded products.
In the past year, Dajia Mazu Temple did not maintain its significant lead over other temples as it did the
previous year. The sales performance of Baishatun Mazu Temple has started to catch up with Dajia
Mazu Temple. The co-branded products in the past year were mainly focused on the two major Mazu
temples. The sales of co-branded products associated with Beigang Wude Temple (Deity of Wealth),
which previously had a decent sales performance, have declined significantly. Although there are still
ongoing co-branding with related products (such as Brita water filters and FamilyMart Wude Temple
snack boxes), there has been less promotion and fewer new co-branded products introduced.
Co-branding products concentrated on two major Mazu temples
Photos captured from Dajia Jenn Lann Temple Facebook Fan page.
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Source: EOL E-commerce Sales Analysis Database, May 2021-April 2023
 


	20. PART 3
Longitudinal Survey  to
Consuming Behaviors
Eastern Online Consumer Research Group / Marketing Department
Eastern Online Co., Ltd. | 7F, No.306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City
 


	21. 3
Utilization Survey to  New Consumer Behaviors
64%
Online Payment
Trying out cleaning products
of unfamiliar brands(21%)，
I would like to try it out even
having never heard of it
before (12%)
20%
Purposeful diet control
behaviors
28%
Posting IG Stories
Of all the respondents aged 20 to 59, what were the levels of utilization of various consumer behaviors in the past month?
Having Micro-cosmetic
Surgery
21
Upload
TikTok video
Accessing LINE
Shopping Group
Accessing
Delivery App
1
2%
2%
2%
2% 3% 3%
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in May. 2023) © Eastern Online Co., Ltd.
Others
No
Change
No
Change
No
Change
 


	22. 39%
Invest-
ment
40%
39%
Shopping
and
Discount
35%
Hot Topics Among  Consumers in May 2023
22
2
* *Sorted according to the proportion of May
53%
Food
and
Dining
52%
22%
Economy
22%
22%
Internat-
ional
Enviro-
nment
22%
28%
Entertain
-ment
30%
Politics
21%
22% 21%
Cooking
22%
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in May. 2023) © Eastern Online Co., Ltd.
Whether it’s in person, via text message, or sharing on social media platforms, what topics did consumers
proactively share with friends in May ?
April
May
 


	23. 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
 


	24. EOL Consumer Research  Team (EOL iSURVEY)
1000M
200
thousand
30 years
50K household
400
attendees
200
companies
24
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
 


	25. 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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	26. 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
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	27. Three Major Features  of
EOL Consumer Research Team
Consumers Database
1 2 Project Research
27
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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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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