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ABSTRACT

The purpose of this study is to identify the factors that influence digital marketing
strategies on consumer purchase intention and to examine the impact of demographic
characteristics on this issue. The research objectives are: (1) to analyse the demographics of
the customers of Company S, (2) to analyse the consumer behaviour of S-company’s
customers, and (3) to explore the impact of the digital marketing mix on consumer purchase
intention. Company S operates in the casual food industry.

This paper adopts the 6P's marketing mix, which are: product price, product type,
product quality, product description, product delivery, and promotion. Data from 400
samples were collected through an online questionnaire survey, and the questionnaire data
were mainly analysed empirically in model-relationship measurements, with descriptive
analysis, regression analysis, and analysis of variance (ANOVA) using SPSS statistical
analysis software.

The importance of this study is that it will enrich the research content of 6P theory
on online marketing strategy in the casual food industry. In addition, it can help Company S
to highlight its strengths, improve corporate profitability, and provide empirical methods for
the entire casual food industry. The results of the study show that product assortment,
product quality, and promotions in the digital marketing mix have a positive impact on
consumers' purchase intention. In addition, the findings show that consumer intentions are

also influenced by age, education, and income.
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CHAPTER 1

INTRODUCTION

1.1 Background to the study

According to the statistics of the Internet Information Centre: as of December
2022, China's electric e-commerce turnover is 42.93 trillion yuan, the scale of online
shopping users will reach 840 million, the use rate of Internet users reaches 81.6% and
maintains a high rate of growth, with an addition of 56.53 million in 2022 alone, and the
Internet penetration rate is rapidly climbing, with the overall rate approaching 60%.
Among them, the proportion of mobile phone Internet access is over 98%. And the full
popularity of 5G network, all walks of life are following the rapid development of the
network's high-speed surge, a huge cluster of Internet users, so that all sales have to
look to the Internet. As the disposable income and consumption level of the population
rise year by year, the standard of living continues to improve, the consumption structure
of the population is further upgraded, and the new type of retailing industry has also
achieved rapid development. Leisure food is gradually developing in the direction of
"the fourth meal", and its role in the traditional dietary structure as a source of

sustenance and supplementation is gradually being transformed into one that is flavorful,
nutritious, enjoyable, functional, entertaining and so on (Bi Jinfeng et al, 2020) . How

to accurately grasp the needs of target customers, and even create demand, the
advantages and strengths of their own products to customers, is the enterprise product
sales, and even the survival and development of enterprises are in urgent need of a
solution to the problem. Therefore, the choice and use of marketing strategy, for any
enterprise needs to be taken seriously, especially in today's rapid development of the
Internet economy and social networks in the context of the times, the commodity

economy is no longer the main battlefield of offline physical consumption, online



consumer market has long been a must for enterprises to sell products, relative to offline
physical sales, online sales of a wider range of dissemination, dissemination of the cost
is lower! Therefore, the Internet marketing strategy has gradually played an increasingly
important role, especially in 2020, since the new crown pneumonia epidemic, the
emergence of the network live marketing, so that the enterprises for the choice of
marketing strategy is more diversified, more Internet-based. For the study of today's
network marketing strategy, S brand is a very worthy example, S brand from the
establishment in 2012, only in the third year after the creation of the Tmall
"snacks/nuts/specialty" Category turnover first results, and will maintain this
achievement for five years. The brand was listed on the Shenzhen Stock Exchange
(SZSE) GEM board on 12 July 2019, and has been in the market for more than 20 years.

It is undoubtedly successful for S to achieve what it has achieved today, but
this company, which was developed by pure e-commerce, after the gradual fading of the
Internet dividend, the original pure Internet marketing model is gradually not in line
with the current stage of the company's development, as shown by its operating income,
which declined by 3.72% in 2020 compared to 2019, compared to the competitor,
Liangpin Shoppe, which achieved 2.32% of revenue growth. Therefore, it is necessary

and urgent for S Corporation to adjust its marketing strategy.

1.2 Purpose of the study

As the new marketing form of e-commerce is getting richer and richer, the
form of online shopping is getting more and more diversified, and the level of consumer
experience is constantly upgrading, but the customer's "consumer attention" is showing
an increasingly fragmented trend. Due to the fierce competition in the e-commerce
market, the elements of consumer experience and consumer purchasing intention have
shown rapid changes, resulting in problems such as fragmentation of consumer attention

and lack of consumer purchasing viscosity. According to the report of national
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e-commerce development level, the traditional online marketing efficiency is
unsatisfactory, which is due to the fragmentation of consumer experience resources,
slow upgrading of consumer experience, homogenization of marketing, and the lack of
scientific marketing concepts (China Community E-Commerce Industry Report, 2021).
In terms of the development of e-commerce consumer experience on the influence of
consumer purchase intention situation, who seizes the market opportunity of customer
adhesion (brand attention), who can win the opportunity of high-quality economic and
social development can be (Zheng Jian, 2020). E-commerce to be further advanced
scientific concepts to lead the modern marketing model, through the enhancement of
customer consumption viscosity, consumer experience on consumer purchase intention
activities, effective response to the e-commerce entity of the concept of poor
inter-collaboration, redundancy of resources and consumer attention to the dispersion of
a number of new problems.

Under the touch of the concept of Internet fast economy, there are more
problems in e-commerce that affect the consumer's purchase intention of the consumer
experience, such as the lack of positive energy consumption rationality, lack of honesty,
and bullying and ripping off customers, which leads to the slow upgrading of the
consumer experience phenomenon. Under the conditions of the new era, consumers
have higher requirements for the timeliness of the consumer experience, and the slow
upgrading of the consumer experience has led to the problem of consumer purchasing
experience facing a number of "unbalanced and insufficient" development problems.
Due to the slow upgrading of the consumer experience in the e-commerce network
marketing space, many e-commerce entities are difficult to establish the positive energy
marketing concept of "honest interaction", which hinders the civilized development
process of the influence of e-commerce consumer experience on consumers' purchasing
intention. From the influence of "slow upgrading of consumer experience", some

e-commerce entities have incurred "quick defeat". At present, the marketing experience
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of e-commerce activities has more resources, the effective means of upgrading the
consumer experience is not clear enough, and the rationality of civilized eco-marketing
is not enough, so it is necessary to further explore the successful experience of the
development of purchasing intention and high-quality development.

In conclusion, in the process of e-commerce development, there are
advantages such as "prosperous consumer market", "better life" and "intelligent
platform drive", and there are also advantages such as "Small, scattered, chaotic", "slow
upgrading of consumer experience", "low-end", "homogenization", fragmentation of
attention, "civilized ecological marketing rationality is insufficient” and other
development bottlenecks. The research activities on the influence of network
consumption experience on purchase intention need to further clarify the leadership of
advanced scientific and cultural concepts, strengthen the scientific rationality of the
influence of network consumption experience on consumers' purchase intention, and
sort out the elemental utility of optimizing the influence of consumption experience on
consumers' purchase intention, so as to satisfy the reality of the need for the high-quality
development of e-commerce.

This paper will combine the current stage of the new network marketing theory,
the implementation of network marketing strategy of the S company in recent years the
case study, the S company network marketing strategy of the existence of the
advantages and disadvantages of a profound analysis, and for the shortcomings of the
specific improvement strategy. Through the research on this topic, it can make the
current stage of network marketing theory system become richer and more hierarchical,
and also can make the development of S company more avant-garde. Secondly, through
the study of S company's network marketing strategy, this paper makes a series of
analyses on the achievements and consequences of various network marketing strategies
implemented by S company in recent years, and conducts an in-depth study on the

problems caused by high marketing costs, low profits, and little effect of advertisement
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and publicity in the implementation of the network marketing strategy, and makes
specific improvement suggestions and countermeasures accordingly, which is helpful
for optimizing the current S company's marketing strategy and solving the company's
problems. This is of great significance to optimize the current marketing strategy of
Company S and to solve the marketing problems currently faced by the company. In
addition, the improvement suggestions and countermeasures put forward in this paper
also have very scientific practical significance, and are of far-reaching reference
significance to the marketing and development of peer leisure food enterprises.
So the objectives of this study as follows:

1. To analyze demographic of customer of S company.

2.To analyze consumer behavior of customer of S company.

3. Exploring the Impact of Digital Marketing Mix on Consumer Purchase

Intentions.

1.3 Definition of concepts
1.3.1 Digital marketing

The development of the Internet and mobile communications over the
last two decades has led to a clearer understanding of online marketing. Network

Marketing from the development of e-commerce, although the initial
concept of e-commerce is the United States of America's IBM, but China in the 21st
century to seize the opportunity of scientific and technological development,
e-commerce as well as network marketing has made great progress. Especially with the
construction of the information superhighway, network marketing is to enter the fast
lane, and even gradually shake the traditional marketing methods. Initially, e-commerce
mainly refers to the use of electronic network communication methods, products,
services and payments for the process of exchange. Means of communication from the

beginning of the beginning of telemarketing, after a long period of development of

15



Internet marketing, to the current widespread use of mobile terminal marketing, but also
just with more than twenty years. Especially in the past decade, the rapid development
of smart phones, changing people's habits at the same time, but also makes the network
marketing more direct, more quickly face consumers. Internet marketing has become an
important, practical marketing tools. Relative to traditional marketing methods, network
marketing has great advantages: First, the enterprise uses the Internet information
integration technology, the consumer is concerned about the products, services and
other information presented in as much detail as possible, so that consumers can better
understand the content of the information of concern; Second, the network marketing
information transfer efficiency, the enterprise can be in the first time to pass the
information delivered to the hands of the consumer, the efficiency of productivity; Third,
the consumer's views on the product can be more convenient and convenient to
consumers. Consumers for the product's views can be more convenient and fast
feedback to the enterprise, but also for the enterprise to make timely adjustments to
provide first-hand information. At present, there are various ways of network marketing.
Enterprises can apply for registration of their own independent website or the use of
third-party marketing platforms, their products, services for display, sales.
Communication APP, live platform has also become the main platform for network
marketing, network marketing is also gradually trying to combine the development path
with a variety of other marketing models. With the development of science and
technology communication, network marketing will be richer, more accurate and more
efficient.
1.3.2 Characteristics of online marketing
(1) Network is the means, marketing is the essence

Network is only a tool and platform, although we have the term

network marketing, but in the final analysis is a kind of marketing. Marketing means in

the interpretation of the new carrier. Enterprises with the network's data collection,
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display function, can provide reliable data support for modern marketing, and provide a
broad and accurate display platform for goods, for enterprises to customize the
marketing decision-making is of great significance. This is the essence of modern
e-commerce, that is, the use of the network and customers to strengthen communication,
establish brand image, maintain brand value. With the network, marketing is no longer
subject to geographical restrictions and time constraints, regardless of the distance
between the two sides, they are able to communicate in the first time sales matters,
minimizing the cost of communication, therefore, network marketing is also a key node
in the implementation of globalization marketing strategy.
(2) Interactive marketing

In the past, marketing was one-way, and users were relatively
passive throughout the marketing process. Nowadays, the Internet has penetrated

into every aspect of life, and gradually become people's habits.
Therefore, the whole marketing campaign can take advantage of the penetration of the
Internet, and gradually promote and reach the end of the user. The interaction between
buyers and merchants, sellers can even reverse sales adjustments according to the user's
requirements, buyers in addition to in-depth understanding of the product information,
but also be able to communicate with other buyers without discrimination, this
marketing interactive trend, is the inevitable trend of the Internet era.

(3) Convenient shopping

The lowering of the shopping threshold can greatly enhance the
consumer's purchase intention, especially some dispensable non-essential consumption,
are able to enjoy the Internet era in the Internet to bring the consumer dividend. At the
same time, the lowering of the threshold of consumption also significantly reduces the
transaction costs, the user can not only choose the desired product, but also at any time
to compare, at any time to buy. Even lying at home, you can complete a single

transaction across the country. Often the purchase of things just need to tap a few times.
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The modern advanced logistics system also enhances the convenience of shopping,
making the shopping experience in the Internet environment easy and convenient and
have a higher efficiency.
1.3.3 Purchase intention

Purchase intention refers to the likelihood that consumers will plan or be
willing to purchase a certain brand in the future (Huang et al., 2011). TPB believes that
an increase in intention reflects an increase in opportunities for executing behavior. In
the context of influencer marketing, previous literature has shown that consumer
attitudes towards specific brands directly affect their purchase intention (Pradhana et al.,
2016). When created by recognized characters, electronic word-of-mouth (E-WOM) is

more effective and has a strong impact on the purchasing intention of online consumers

(Erka & Evans, 2018). In previous literature, indicators such as brand attitude, brand

image, quality, brand knowledge, attributes, and brand loyalty have a significant impact

on purchase intention (Tariq et al., 2013). The number of electronic word-of-mouth can
also affect consumer purchasing intentions (Kudeshia & Kumar, 2017). The higher the

perceived credibility of online comments, the higher the purchase intention (Lee et al.,
2011). Given the above situation, marketers generally believe that purchase intention is
a key determinant of purchasing decisions (Raza et al., 2014).

1.3.4 Consumer behaviour

Consumer behaviour refers to the various actions taken by consumers to
acquire, use and dispose of consumer goods or services, including the decision-making
processes that precede and determine those actions. Consumer behaviour is closely
linked to the exchange of products or services. In the modern market economy,
enterprises study consumer behaviour with a view to establishing and developing
long-term exchange relationships with consumers (L1 Jie, 2020). In order to do so, it is
necessary to understand not only how consumers acquire products and services, but also

how they consume products and how they are disposed of after use. This is because the
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consumer experience, the way consumers dispose of their old products and how they
feel about them all influence the next round of purchases, i.e., they have a direct effect
on the long-term exchange relationship between firms and consumers. Traditionally,
research on consumer behaviour has focused on the acquisition of products and services,
while research on the consumption and disposal of products has been relatively
neglected. With the deepening of the study of consumer behaviour, people are more and
more deeply aware of the fact that consumer behaviour is a whole, a process, and
acquisition or purchase is only a stage of this process. Therefore, the study of consumer
behaviour should not only investigate and understand the evaluation and selection
activities of consumers before acquiring products and services, but also pay attention to
the use and disposal of products after acquiring them. Only in this way will the
understanding of consumer behaviour tend to be complete. The main environmental
factors affecting consumer behaviour are: culture, social class, social group, family and
SO on.

1.3.5 Operational definition

Digital marketing strategy means digital marketing mix that includes ;

product price, product variety, product quality, product description, product delivery,

and promotion.

Product price is directly related to the competitiveness of a product in
the marketplace and the purchasing decisions of consumers. A pricing that is too high
may result in poor sales of the product and consumers choosing cheaper alternatives,
while a pricing that is too low may cause the product to be perceived as low-quality or
low-grade and fail to appeal to the target consumer group. One of the main indicators of
consumer choice in the online shopping process is considered to be the price of the

product, as many consumers seek price information before buying online. The price of a

product affects sales volume and customer satisfaction (Esaki,2013), Therefore, a
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sound pricing strategy can help a company to increase its market share and sales and
achieve profitable growth.

Product variety Product diversity can be defined as the range of different
styles and models of products offered by a product line or a product type. The right mix
of product variety plays an important role in creating a brand image and increasing
shoppers' loyalty to that brand (Kumar & Kim , 2014). Consumers desire flexibility in
their choices when shopping online with a variety of products to choose from to meet
their changing needs. Therefore, product diversity is one of the factors that motivate
consumers to buy online.

Product quality is the guarantee for the survival and development of
enterprises, and is the lifeline to develop the market. Improve product quality can
strengthen the competitiveness of enterprises in the market, can improve consumer
satisfaction and trust in the product. Quality management is the umbrella of the
company's brand, strict quality management can improve brand reputation. Quality is all
the features and characteristics of a product or service that meets the needs of customers.
Generally, product quality is the extent to which a product meets customer needs, fulfils
its purpose and complies with industry standards (Phan et al, 2013). Therefore product
quality is one of the factors that promote consumers' online shopping.

Product description can help consumers understand product features,
specifications, ingredients, origin and other important information in order to make
purchasing decisions. In addition, consumers can also clearly understand the after-sales
service policy of the product, including return, exchange, maintenance and complaint
handling, etc., in order to ensure the transparency and fairness of the shopping process.
Online consumers highly value product information transparency, which is crucial to the
success of a seller's shop. Providing customers with detailed product descriptions
prevents them from buying other products (Salazar et al, 2018). Therefore, the real

purpose of writing product descriptions is to attract potential customers and motivate
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them to buy the product. Therefore having good product descriptions is one of the
factors that promote online shopping among consumers.

Product delivery is an important part of the whole business circulation
system. Whether or not the distribution is smooth and efficient not only affects the
circulation cost of goods, but also directly concerns the consumer experience. In recent
years, China's online and offline consumption has accelerated the integration of
development, forming a new mode of instant delivery services. From fresh vegetables to
bread and beverages, from electronic products to cosmetics, more and more
commodities are being delivered to consumers faster through instant delivery. In the
environment of e-commerce, if there is no good delivery strategy to deliver the goods
purchased by consumers in place, it is useless even if the producers are able to produce
the best products. So the delivery of products is one of the important factors in
consumers' online shopping decisions.

Promotion, Internet promotion is promotion done through search engine
optimisation, website promotion, online advertising, marketing events and many other
technical methods . The importance of online promotion lies in the fact that it can help
companies better promote their products and services, increase brand awareness,
increase sales, and improve their competitiveness. The advantage of online promotion is
that it allows companies to better understand the needs of consumers and better meet
their needs, thus increasing consumer satisfaction. Generally, e-stores that offer quality
products at low prices attract more consumers (Chamhuri and Batt, 2013).Therefore,
online promotions are one of the most important factors in promoting online shopping

among consumers.

1.4 Significance of the study

1.4.1 Theoretical implications

Through the combing of Chinese and international literature, it is found
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that although Chinese and international scholars have been more active in researching
related issues such as online marketing strategies and have achieved certain results,
there are still fewer studies on the issue of online marketing strategies for the casual
food industry, and, due to the rapid development of the Internet economy and the
emergence of a variety of brand-new marketing modes, there is not much research on
the marketing strategies for the casual food industry that combine the new types of In
previous studies, there are not many studies on the marketing strategy of casual food
industry that combines the new network marketing methods. Therefore, this paper will
try to use the 6P marketing theory, combined with the new network marketing methods
at this stage, to study the current situation of the network marketing strategy of
Company S's products and put forward optimisation suggestions, in order to enrich the
research content of the 6P theory on the network marketing strategy of the casual food
industry.
1.4.2 Practical implications

This research has rich practical significance, first, this paper in the
process of analysing the S company product network marketing strategy, Summarising
the elements of the online e-commerce consumer experience and focusing on typical
experiences of the impact of the online e-commerce consumer experience on consumers'
purchase intentions. so as to help the S company to highlight their own advantages, and
through a more convenient way to promote the product to the whole country and even
the world, in order to be able to improve the profitability of the enterprise itself and This
is to improve the profitability of the company and to promote the development of the
company. Secondly, this study takes the online marketing strategy of S company as the
starting point, and summarises the characteristics of the industry and technological
development, which will provide experience and methodology for other enterprises in

the leisure food industry.
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1.5 Research Framework

Independent variable Dependent variable

Demographic:
Age
Gender H;
Education
Income

Purchase intention of

.. . . consumers: Case study
Digital Marketing Mix:

i S°C 7
Product delivery ompany

Product variety
Product price
Product quality
Promotion

Product description

Figure 1.1 Research Framework

1.6 Research hypotheses
Hi : Demographic have influence on purchase intention.
Hi.1:Age have influence on purchase intention.
Hji2:Gender have influence on purchase intention.
Hi3:Education have influence on purchase intention.
Hj 4:Income have influence on purchase intention.
H: : Digital Marketing Mix have influence on purchase intention.
Haz.1:Product delivery have influence on purchase intention.
Ha.2:Product variety have influence on purchase intention.
Ha 3:Product price have influence on purchase intention.
Haz.4:Product quality have influence on purchase intention.
H s:Promotion have influence on purchase intention.

Haz.6:Product description have influence on purchase intention.
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CHAPTER 2

REVIEW OF THE LITERATURE

Internet marketing now has an important position in the field of marketing
ancient. The scale expansion of online shopping and the constant changes in consumer
psychological cognition and behaviour, how to further strengthen the purchase intention
of online consumers, the development of targeted, systematic online marketing strategy,

has a positive theoretical and practical significance.

2.1 Consumer Purchase Intention

Intention refers to the subjective probability of an individual to engage in
certain behaviours, and purchase intention is a concept that extends from it. Purchase
intention has an important position in marketing, and it is the basis of consumer buying
behaviour. Most scholars at home and abroad believe that purchase intention reflects the
psychological activities of consumers and can be used to predict consumer buying
behaviour.

Scholars believe that perceived value can influence purchase intention.
Empirical studies have found that perceived risk is the most significant of the factors
influencing purchase intention, followed by perceived convenience and perceived
usefulness. Recent studies have shown that the components of perceived value are
negatively related to both perceived value and purchase intention, but unlike traditional
marketing activities, perceived cost no longer has a significant effect on purchase
intention (Zhong Kai & Zhang Chuanging, 2013) . In addition to product-related factors,
other factors such as risk should not be ignored. Especially in the online environment,
where people are unable to communicate face-to-face and trust is reduced in the virtual
environment, leading to an increased likelihood of uncertainty in the purchase outcome,

and consumers may be exposed to more risks.



While consumers experience the advantages of online shopping, they are also
exposed to more perceived risks, including product quality control, the possibility of
privacy leakage, undeliverable logistics, after-sales service, and payment security. By
comparing the two e-commerce models of Taobao and Pinduoduo in China, the
empirical analyses concluded that purchase intention was differently affected by the
aspect of consumers' perceived risk in the two e-commerce models, but both were
positively affected by usefulness(Cui Yubin,2020).By introducing a benefit-risk analysis
model was introduced to study the use behaviour of online medical consulting services,
and it was found that consumers always make decisions by maximizing benefits, so
perceived benefits have a positive impact on the intention to use compared to perceived
risks  (Li Xudan et al, 2020). Based on the benefit-risk model, the perceived benefit is
converted into perceived value to deeply analyse the dimensions of consumers'
perceived value and perceived risk of new energy vehicles, and it is found that
emotional value and brand value are the driving factors of perceived value, and
financial risk is the driving factor of perceived risk, which are the key factors
influencing consumers' purchase intention (Chen Kai et al., 2019, pp.61-70+112 ).
Gender differences in the mechanism of the influence of multidimensional perceived
benefits and multidimensional perceived risks on consumers' purchase intention to
continue sharing in the sharing economy were explored on the basis of social exchange
theory (He Minghua, 2020) . It can be seen that the components of perceived value all
have an impact on purchase intention. The mechanism of influence is shown in the

figure below.
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Figure 2.1 The components of perceived value all have an impact on purchase intent.

Therefore, the more online consumers know about the online shopping
platform, the more experience they have, the more interaction they have, the more they
recognise and agree with it, the more reliable they are, and the more they can judge the
consequences, the more trust they have in the shopping platform, and accordingly, the
higher their online purchase intention is. Accordingly, strategies are proposed to build
consumers' trust in online shopping platforms, including placing pictures and videos on
website pages to attract online consumers, and online shopping platform customer
service taking the initiative to interact with consumers to build trust, which then leads to

consumers' intention to make online purchases.

2.2 Influencing factors of online purchase intention

With the rapid development of the Internet, online shopping has entered the
life of every modern person, which has attracted the attention of scholars. International
scholars have analysed online purchase intention from various perspectives. Firstly,
Dangdang.com, Amazon.com China and Jingdong Mall were taken as the research
objects, and empirical analyses were carried out from different dimensions to
investigate the effects of website quality and customer service on customer satisfaction
and online purchase intention, and the results showed that the quality of online

communication, emotional appeal, relative optimal customisation potential and
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customer service significantly affected customer satisfaction with the website:visual
manipulation of website quality and emotional appeal significantly affected customers'
online purchase intention (Yang Chaojun & Song Xueting, 2014). The empirical
results establish the link between product characteristics and consumers' purchase
intention by taking 386 digital cameras on Amazon.com as the research object and
continuously tracking them for 39 months (Wang Wei & Wang Hongwei, 2016).
Scholars confirmed through a large-sample analysis that:online review length, sales
volume of products, merchant credit rating, merchant DSR service score and the
number of years of opening a shop have a significant positive impact on consumers'
online purchase decisions (Li Zongwei et al., 2017). From the perspective of third-party
reviews, the study proved that there is a significant positive correlation between the
subject's professionalism, authority, independence, and normality of third-party reviews
and cognitive trust and affective trust, and a significant positive correlation between
cognitive trust and affective trust and online purchase intention, and that the commodity
category plays a certain moderating role between the subject's characteristics of
third-party reviews and online purchase intention (Shang Guanghui et al., 2017).
Scholars collected data by distributing questionnaires, while the data were later
analysed and processed to empirically validate the theoretical model, and the results
showed that the quality, quantity, validity and trustworthiness of online reviews all
positively affect college students' purchase intention (Hong Fei et al., 2019).

By examining the impact of individual demographic characteristics on online
purchase intention, the results show that there is a significant difference in the
perception of online purchase intention among consumers of different genders, ages,
marital statuses and family structures (Bhat et al. 2021). It shows that there is an
influence of demographic factors on consumer purchasing behaviour and it informs the

optimization of corporate marketing strategies (Shahsavar et al. 2019).
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By analysing the literature on factors influencing consumers' online purchase
intention in China and other countries, it can be roughly divided into three aspects:(1)
Website design, focusing on technology, atmosphere and environmental factors. (2)
Product characteristics, mainly including product quality . (2) Product characteristics,
mainly including product quality, function, brand and price, etc. (3) Consumer
characteristics, mainly including consumers' gender, age, occupation, education,

personality, emotion and other factors.

2.3 Digital Marketing Strategy

In the context of the rapid development of the Internet, all industries are
actively adopting network marketing strategy to enhance the economic benefits of
enterprises and brand awareness, in order to use the network channel to achieve
marketing innovation. As an innovative way, online marketing plays an important role
in the overall marketing strategy of enterprises. With the offline traditional marketing
methods to complement and promote each other to form a complete marketing system.
Network marketing inherits the connotation of traditional marketing, although there are
differences in the way they are presented, but the basic marketing principles are
applicable to them. The current research on network marketing is mainly focused on
automobiles, clothing, electronic equipment and other industries, mostly based on
traditional 4P, STP and other classic marketing theories, which are still largely
applicable to the theory of network marketing, mainly from the aspects of products,
prices, channels and promotions to carry out research on network marketing strategies
(Latyan, 2018).The same marketing mix arises from different market environments, and
is therefore only applicable to different market conditions. In the network market
conditions, the marketing environment and marketing methods have changed, marketing
to personality marketing interactive marketing, global marketing gradually transformed,

the shortcomings of the traditional marketing mix is also increasingly apparent. 4P's
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combination of a significant shortcoming is that it does not contain any elements that
indicate interactivity, which is the basis of network marketing. Secondly, the 4 P's of the
4P's portfolio represent four different, precisely defined and independent management
processes. However, the 4 P's of the Internet market are not separate from each other,
they are intertwined, and these form only a part of the corporate website that customers
can experience simultaneously on the Internet. In the Internet market, enterprises can
directly control the factors affecting customer purchasing behaviour is not only the 4
P's , but the customer's Web Experience.

As mentioned above the shortcomings of the traditional marketing mix
strategy in online marketing, in order to solve these problems, this paper will try to use
the 6P's online marketing mix (refer to the figure below) to analyse the consumers'

online purchase intention and formulate the online marketing strategy for S company.

Product Price

Product Variety

Product Quality

Consumer Internet Purchase

Intentions of S Company.

Product Description

Product Delivery

Promotion

Figure 2.2 Digital Marketing Mix

In terms of product price, price is the only variable in marketing strategy that

can generate revenue, price is directly related to the market acceptance of the product,
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as well as the profitability of the enterprise, is an important part of the marketing mix
strategy. Therefore, enterprises must pay attention to the choice and use of price strategy
(Song Lijun, 2010).Scholarly research has pointed out that in the environment of online
shopping, perceived benefits, purchase costs, perceived risks and perceived value all
have some direct or indirect impact on consumers' purchase intentions (Ji Wenjing,
2013). Therefore, a reasonable product price can make the enterprise have an advantage
in the competition of the market, expand the market share, and make the enterprise
grow and expand. Although scholars study the relationship between product price and
consumers' purchase intention from different perspectives, and the research methods
they use are also different, these points of view show that product price is positively
correlated with consumers' purchase intention, and product price has an important
influence on the formation of consumers' purchase intention. When the product is first
put on the market, the enterprise can first attract consumers with lower prices to occupy
the market, and later focus on innovative products to reduce the cost of research and
development of new products. Because digital marketing costs are lower and there are
no intermediate marketing-related costs such as retailers, the price of digital marketing
goods can be slightly lower than the price of goods sold traditionally offline, thus
occupying a competitive advantage.

In terms of Product Variety, such as existing product updating strategy, new
product following strategy,, new product increasing strategy, low-cost product strategy
and product extension strategy. By communicating with consumers and paying close
attention to their demand points, new product development ideas are more diversified
and individual (Li Xiaoshuang, 2017). In the case of serious product homogenization,
enterprises can explore the implementation of differentiated marketing strategies,
highlight the characteristics of each product line and effectively differentiate them, and
advertising and publicity should be focused on the differences of each series of products

to highlight the dissemination, so that consumers can understand their distinguishing
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features. At the same time, the brand of each product line for a clear scientific
positioning, when necessary to make streamlining, in order to avoid the internal
competition of the product, to reduce internal consumption. The emergence of network
marketing for the past standardised products has brought challenges.

In terms of product quality, quality is essentially the extent to which the
characteristics of a product or service meet or exceed customer expectations. If the
characteristics and expectations are equal, then the difference is zero and the customer's
expectations are met; if the difference is negative, the characteristics of the quality do
not meet the customer's expectations, and if the difference is positive, then the
characteristics of the quality far exceed the customer's expectations. The content of
product quality generally includes performance, aesthetics, durability, after-sales
service, consistency, etc., and the content of service quality generally includes process
convenience, personnel accountability, service reliability, standard consistency and
other content. Product quality is the ability of a product to fulfil its function (Kotler and
Keller , 2012).

In terms of Product Description. Nowadays, e-commerce platforms generally
use product detail pages to show the selling points of products in detail. Product detail
page copy generally includes product information, product details, promotional policies,
product selling points, after-sales protection and brand story and other components. If
factors such as product quality, fashion trends and price are put aside, it can be said that
the design quality of the product detail page directly determines the conversion rate of
buying and selling products to a large extent (Pan Pei, 2017). Therefore, a good detail
page copy can bring more transactions for merchants.

In the context of Product Delivery, the traditional distribution model is the
basic strategy and methodology used by companies for distribution. It refers to the
combination of elements that constitute distribution activities and the standard form of

their activities. Distribution model is divided according to the distribution carrier, i.e., it
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is divided into self-managed distribution model, common distribution model and
third-party distribution model (Feng Guobi, 2018). Nowadays, the emerging distribution
mode, centred on the express post, expresses are centrally processed in the express post,
and expresses are classified according to the two categories of post self-pickup and
door-to-door delivery, and the express post dispatches most of the expresses. In this
process, the express post station with its advantages of having a fixed place, long
operation time, etc., the end of the distribution market optimisation management,
one-stop post pickup convenient for most consumers. Express post station full
distribution mode refers to the express post station is fully responsible for the
distribution business of all expresses in the designated area. Express post stations not
only always provide users with a long time shop pickup service, but also complete the
express delivery service that requires door-to-door delivery (Zhou Aiping, 2018).

In terms of promotion, the concept of promotion first arose from the 4P theory,
which considers promotion as an important part of the theory, and considers promotion
to be a communication activity in which the marketer influences consumer attitudes and
behaviours by providing consumers with incentives, such as preferential information, in
order to motivate consumers to purchase its products or services, thereby achieving the
purpose of expanding sales. Online promotion is a communication activity carried out
by e-commerce platforms in order to expand sales in a short period of time by using
modern network technology and prompting consumers to buy their products or services
through a series of stimuli. From the perspective of perceived value, the impact of
different promotional methods on the intention to communicate by word-of-mouth on
the Internet, price discounts and special offers bring higher perceived value to
consumers, and can significantly enhance consumers' intention to communicate by
word-of-mouth (Dai Guoliang, 2019) .Price discounts can affect consumers' perceived
benefits of promotions, which in turn affect consumers' purchase intention (Che Cheng

et al., 2020).
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2.4 Related Research
2.4.1 The Impact Between Digital Marketing Mix and Purchase Intentions

The paradigm of digital marketing has led to significant changes and
transformations in the global market, as well as increased popularity of customer
purchasing intentions and capabilities, resulting in the implementation of various
advanced business technologies created to respond to business changes (Poyurak &
Softic, 2019; Khasawneh et al., 2021a&b).

Factors contributing to digital marketing include laptops, smartphones,
e-commerce platforms, and the boom in digital technologies such as artificial
intelligence.(Alhashmi et al., 2020; AlShamsi et al., 2021; Nuseir et al., 2021; Yousuf et
al., 2021).At the same time, these factors have influenced shifts in consumer purchase
intentions and reshaped future marketing strategies. (Abuhashesh et al., 2021; Hasan et
al., 2022).E-commerce technology provides additional value to customers compared to
traditional commerce, which can also influence consumers' purchase intentions.
(Dastane, Goi, & Rabbanee, 2020).

In addition, today's marketers will face some new challenges when
integrating their marketing strategies to reach as many potential consumers as possible
and interact successfully and effectively with their customers through direct feedback to
build brand loyalty and awareness (Alshurideh et al., 2020; Hamadneh et al., 2021a).
Digital marketing is capable enough to attract a large and wide range of customers,
enabling companies to interact with them quickly and fully through different online
platforms and media and guide them during the purchase process s (Ahmad et al.,
2021a&b). Moreover, when customers share their feedback and experiences, digital
marketing also reduces misperceptions about the brand and thus strengthens the brand
value, which may lead to greater purchase intentions. Investments in digital marketing
require significant budgets and technological infrastructure, as well as skilled and

talented employees, but management should first identify the benefits gained from this
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integration and compare them to the potential losses of traditional marketing channels in
order to get the return on investment they deserve (Hamadneh et al., 2021b; Shamout et
al., 2022).

Consumers' trust in certain products enables research engines to obtain
some personal data to strengthen customer relationships for better marketing strategies
(Al-Khayyal et al., 2020; Alsharari & Alshurideh, 2020). In addition, the privacy and
security assurance of this data encourages consumers to participate in many feedback
and quality related surveys to explore their digital experience. Due to the importance of
information security and privacy, this issue becomes crucial in digital marketing as
sharing customer data without consent may violate their confidentiality (Whitler &
Farris, 2017). As a result consumers will also become increasingly sceptical about the
reliability of digital marketing tools, so companies should try to build brand awareness
and trust through good branding as a marketing method. Even so, many companies are
still looking at digital marketing as an investment for future business development and
sustainability. Currently, e-commerce firms are attempting to attract new consumers and
retain existing customers, and this will be achieved by better capturing the impact of
digital marketing on purchase intentions. Innovative firms are also focusing on evolving
their approach to the communication process by blending and integrating advanced
technologies to cope with fierce competition (Wong et al., 2019).

In addition, the history of purchase intention has been explored from
different perspectives with a focus on the term as advanced technologies continue to
evolve and consumers change and preferences in the shopping process. As digital
marketing continues to grow in importance, the existing literature related to the study of
purchase intention has not fully identified the impact of digital marketing on purchase
intention (Dastane, 2020), and knowledge is further extended by a number of proposed
conceptual models that have numerous constructs (e.g., brand awareness) that mediate

or moderating role (Putri, 2021). These findings have significant value in relation to the
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existing literature and the findings of future scholars, and contemporary research
suggests that digital marketing and purchase intention have become an important topic
in the field of marketing.

2.4.2 The Impact Between Demographic and Purchase Intentions

Previous empirical studies on consumer intentions with environmental
awareness have shown a significant correlation between consumer demographic
characteristics and their purchasing intentions and behaviors towards environmentally
friendly products (Boztepe, 2016). Therefore, the demographic characteristics of
consumers help marketers leverage the advantages of market segmentation in their
efforts to target the right segmented markets (Chekima et al, 2016; Jaiswal et al, 2020;
Witek et al, 2021).

Income.Income is a monetary reward that can be in the form of profit,
rent, or income, and provides the ability to purchase products or services (Saad ef al,
2013). Income is an important variable in demographic analysis, closely related to
consumer purchasing power and purchasing decisions, as purchasing power comes from
income and people purchase things that are allowed by income levels (Pratap, 2017).

Gender. Most studies in different regions indicate that women have a
positive attitude towards consumption and are more likely to purchase products than
men (Aslihan Nasir and Karakaya, 2014; Tung et al., 2012).

Age. Age is a one-dimensional factor, measured from birth time, and
many contemporary social science researchers often use this age factor to divide people
into different age groups (Rai, 2019). As a major factor in demographic analysis, age is
used in business research as it is an efficient variable for dividing populations into
different groups. Age has also been identified as the optimal variable as it is the main
component of dividing the market into different sub markets (Saad et al., 2013).

Education. Education is the process of acquiring knowledge, skills, and

attitudes, and customer preferences are related to their level of education (Kumar and
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Kumar, 2019). Due to education changing the way people perceive things, it also
influences the intentions of customers (Pratap, 2017). Research has shown that both
general education and religious education have an impact on the psychological
well-being of customers. For example, research has found that education has a very
positive impact on the purchase intention of life insurance (Kumar, 2014; Shrivastava
and Singh, 2017). The reason behind this is that well-educated people prioritize their

families and hope to protect them from the unforeseeable situations in daily life.

2.5 Literature evaluation
Through the review of related literature, existing studies mainly present the
following characteristics.

(1) From the perspective of research variables, scholars generally
believe that digital marketing strategies and demographics are the priority variables of
purchase intention, and also play an indirect role in purchase intention through
consumer satisfaction. However, the specific impact of the two on purchase intention
and its relationship still requires further development and improvement of theoretical
and empirical evidence.

(2) From the marketing strategy point of view, most of the current
scholars on the network marketing strategy research is based on classical marketing
theory, the lack of in-depth exploration of the psychological level of consumers,
consumer purchase intention oriented to carry out the network marketing strategy

research is less.
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CHAPTER 3
RESEARCH METHODOLOGY

3.1 Questionnaire design
In this paper, based on the results of the questionnaire survey, the following
studies were conducted.
1. overall and sampling techniques
2. Instrumentation
3. Validation of the questionnaire and test of reliability
4. Data collection
5. Data analysis
3.1.1 Overall and sampling techniques
Population: According to the Seventh National Census Bulletin, at 00:00
on 1 November 2020, the resident population of China was approximately 1.443 billion.
Location:Due to the wide scope of the survey and the large total number of respondents,
an online questionnaire was chosen for wider dissemination of the data. The online
questionnaire was created and then randomly sent to Chinese internet users via social
media.
Various options were included in the questionnaire to ensure the
completeness of the questionnaires received.
When faced with a large total volume, the confidence level of the sample
for this study was 95% confidence.

The questionnaire was designed to ensure that each question and
answer option was valid and served the purpose of the study. Consumers were
pre-surveyed using 30 questionnaires formal questionnaires to fully reflect their
purchase intention. The validity of the data was also ensured through validity analysis.

The sample for this study was calculated using Taro Yamane (Yamane,



1973) formula with a confidence level of 95%. (1,412 million people according to the
official data reported by the Chinese Bureau of Statistics in 2022).

Taro Yamane's formula is as follows:

N

T A NE)

Where:
n=required sample size
N=number of persons in the population
e= Allowable error (%)

Alternative numbers in the formula:

3 1.412 x 10°
0= 1+ (0.052) x 1.412 x 10)

A 1.412 x 10°
~ (1+0.0025 x 1.412 x 109)

1412 x 10°
"~ 3530001
=399.99

After calculating the sample size using Taro Yamane's formula, the
sample size was 399.99. In order to obtain reliable data, the sample size was increased
to 400.

3.1.2 Instrumentation

The questionnaire survey is about consumer satisfaction with the
products of s company. Based on 6P theory, the questionnaire questions are designed
from six aspects: product variety , product price , product quality , promotion , product
description, product delivery. The questionnaire can be divided into four parts: basic
consumer information, purchasing behaviour, factors affecting consumer purchasing

decision and purchasing decision process.
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Among them, the first part is the basic information of consumers
including consumers' age, gender, education, and so on.

The second part is for the purchase behaviour which is set up to measure
the basic situation of consumers' purchase behaviour towards S company's products,
including 6 questions.

The third part is to investigate the impact on consumers' purchasing
decisions, using Likert for the questionnaire. It is mainly set up in 6 aspects of
closed-ended questions on product variety (Q1~Q4), product price (Q5~QS8), product
quality (Q9~Q11), promotion (Q12~Q15), product description (Q16~Q19), and product
delivery (Q20~Q24), and based on the consumer's satisfaction with the products of
Company S in these 6 aspects, it analyses the products of Company S problems in the
current marketing strategy.

The fourth part is to study consumer purchasing intention. The 5-point
Likert scale and questionnaire are still used for scoring, including questions Q1 ~ Q6.

3.1.3 Validation of the questionnaire and testing reliability

In general, the questionnaire should be measured in terms of the
dimensions of reliability and validity to measure whether the reliability of the data
obtained is in line with the content of the study.

Reliability analysis is a study of the validity of questionnaire
measurement items, reliability refers to the degree of stability of the measurement
results, generally used internal consistency to indicate the level of test reliability, the
higher the coefficient of reliability, representing the more stable results of the
measurement. The methods of expressing reliability include replica reliability, retest
reliability and internal consistency reliability, and internal consistency reliability is the
most commonly used method of expressing reliability in management research.
In practical research, Cronbach's alpha is generally used to report the results of

reliability tests.
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Cronbach's alpha ranges from 0 to 1. When Cronbach's alpha is closer to
1, the higher the reliability; conversely, the closer Cronbach's alpha is to 0. Theoretically,
when Cronbach's alpha is greater than 0.9, the reliability of the scale is excellent; when
Cronbach's alpha ranges from 0.8 to 0.9, it indicates that the scale's reliability is
acceptable; when Cronbach's alpha ranges from 0.7 to 0.8, it indicates that the scale's
design has some reference value; when Cronbach's a is below 0.7, it indicates that the
question items of the scale are not well designed and need to be redesigned. Validity
analysis is to test whether a scale can effectively reflect the conceptualisation of a
variable or dimension, and validity refers to the extent to which a scale can effectively
reflect the conceptualisation. Proof of validity is based on four main aspects: content
validity, structural validity, validity of the scale and construct validity.

3.1.3.1 The Item IOC Result of Percevied Value Scale

IOC is the process by which small and medium-sized
enterprises rate individual projects based on their agreement or disagreement with the
specific goals listed by test developers (Turner et al., 2002). Therefore, experts evaluate
each project, giving 1 point for clear measurement goals, -1 point for unclear
measurements, and 0 point for unclear goals. After experts rate the project, calculate the
results to create an IOC index for each project on each goal. The formula of Rovinelli
and Hambleton (1977) is used under the assumption that only one target is measured in
a project.

After experts rate the project, calculate the results to create
an IOC index for each project on each goal. If the result is at least 0.6, the project is
considered valid (Ismail and Zubairi, 2022). The Project Objective Consistency (I0C)
index is calculated using the following formula:

IOC=3) RN
Where, R = sum of scores from the experts and N =

number of experts.
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Table 3.1 The Item IOC Result of Marketing mix Scale

Marketing mix influencing 10C
Expert Expert Expert
purchasing decision of Result
A B C
towards S-brand snacks item
Product Variety
Q1 +1 +1 +1 1.0 Retained
Q2 +1 +1 +1 1.0 Retained
Q3 +1 +1 +1 1.0 Retained
Q4 +1 0 +1 0.67  Retained

Product Price

Q5 +1 +1 +1 1.0 Retained
Q6 +1 +1 0 0.67  Retained
Q7 +1 +1 +1 1.0 Retained
Q8 +1 +1 +1 1.0 Retained

Product Quality

Q9 +1 +1 +1 1.0 Retained
Q10 +1 i +1 1.0 Retained
Q11 +1 +1 +1 1.0 Retained
Promotion

Q12 +1 +1 +1 1.0 Retained
Q13 +1 +1 +1 1.0 Retained
Q14 +1 +1 +1 1.0 Retained
Q15 +1 +1 +1 1.0 Retained

Product Description

Q16 +1 +1 +1 1.0 Retained
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Q17 +1 +1 +1 1.0 Retained

Q18 +1 0 +1 0.67 Retained

Q19 +1 +1 +1 1.0 Retained

Product Delivery

Q20 +1 +1 +1 1.0 Retained
Q21 +1 +1 +1 1.0 Retained
Q22 +1 +1 +1 1.0 Retained
Q23 +1 +1 +1 1.0 Retained
Q24 +1 +1 +1 1.0 Retained

From Table 3.1, it can be seen that all issues can be retained.

Table 3.2 The Item IOC Result of Decision-making process Scale

Decision-making 10C
Expert Expert  Expert
process for purchasing of Result
A B C
Brand S foods item
Q1 +1 +1 +1 1.0 Retained
Q2 +0 +1 Rl 0.67 Retained
Q3 +1 +0 +1 0.67 Retained
Q4 +1 +1 +1 1.0 Retained
Q5 +1 +1 +E 1.0 Retained
Q6 +1 +1 +1 1.0 Retained

From Table 3.2, it can be seen that all issues can be retained.

3.1.3.2 Reliability and validity test of Marketing mix
Based on the relevant questions in part 3 of the questionnaire,
the reliability and validity of the marketing mix was tested on a statistical table divided

into 6 sections with 23 questions.

42



(1) Reliability test of Product Variety
This study is a reliability test of the factors influencing
consumer purchase intention by product variety and the results are as follows:
Table 3.3 Total reliability test of Product Variety scale

Cronbach's Alpha N of Items

911 4

From the above table, it can be seen that Cronbach's Alpha is greater than 0.9,
which indicates that the data set has very high reliability. Therefore, all four variables
mentioned above fulfil the requirements and can be retained.

(2) Reliability test of Product Price

Table 3.4 Total reliability test of Product Price scale

Cronbach's Alpha N of Items

878 4

From the above table, it can be seen that Cronbach's Alpha is greater than 0.8,
which indicates that the data set has a high reliability. Therefore, all four variables
mentioned above fulfil the requirements and can be retained.

(3) Reliability test of Product Quality

Table 3.5 Total reliability test of Product Quality scale

Cronbach's Alpha N of Items

.857 3

From the table above, it can be seen that the Alpha of Cronbach is greater than
0.8, which indicates that the dataset has high reliability. Therefore, all the above three
variables fulfil the requirements and can be retained.

(4) Reliability test of Promotion
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Table 3.6 Total reliability test of Promotion scale
Cronbach's Alpha N of Items

881 4

From the above table, it can be seen that Cronbach's Alpha is greater than 0.8,
which indicates that the data set has a high reliability. Therefore, all four variables

mentioned above fulfil the requirements and can be retained.

(5) Reliability test of Product Description

Table 3.7 Total reliability test of Product Description scale
Cronbach's Alpha N of Items

907 4

From the above table, it can be seen that Cronbach's Alpha is greater than 0.9,
which indicates that the data set has very high reliability. Therefore, all four variables
mentioned above fulfil the requirements and can be retained.

(6) Reliability test of Product Delivery

Table 3.8 Total reliability test of Product Delivery scale
Cronbach's Alpha N of Items

.898 5

From the table above, it can be seen that the Alpha of Cronbach is greater than
0.8, which indicates that the dataset has high reliability. Therefore, all the above five

variables fulfil the requirements and can be retained.

3.1.3.3 Reliability and validity test of Decision-making process

Based on the relevant questions in part 4 of the questionnaire, the reliability and

validity of the Decision-making process was tested on a statistical table which consisted
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of six questions.
Table 3.9 Total reliability test of Decision-making process scale

Cronbach's Alpha N of Items

915 6

From the above table, it can be seen that Cronbach's Alpha is greater than 0.9,
which indicates that the dataset has a high degree of reliability. Therefore, all the above

six variables fulfil the requirements and can be retained.

3.1.4 Data collection

In the first step, a total of 400 formal survey questionnaires were
distributed. The second step is to explain the purpose of the questionnaire and the
explanation of professional vocabulary in the questionnaire to the respondents, and to
explain the confusing questions in the questionnaire to consumers. Each customer needs
approximately 15-20 minutes to complete the survey questionnaire. Finally, all basic
personal information will be strictly confidential.

Due to the wide scope and large total quantity of the survey, in order to
disseminate the data more widely. The questionnaire was randomly sent to respondents
through online social media. Use online survey tools. Tencent Questionnaire can
quickly create, distribute, and analyze questionnaires. The survey tool provides
customized templates, multiple types of questions, and data analysis capabilities, and
typically provides a dedicated QR code for easy online distribution.

The questionnaire was released through WeChat, Weibo, Tiktok and
other social platforms with a large amount of traffic.

3.1.5 Data Analysis

In this study, the sample data were statistically analyzed by the SPSS

statistical analysis software. The following analytical tools are mainly used:

(1) Reliability analysis:
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Cronbach's alpha ranges from 0 to 1. When Cronbach's alpha is
closer to 1, the reliability is higher; conversely, Cronbach's alpha is closer to O.
Theoretically, when Cronbach's alpha is greater than 0.9, the reliability of the scale is
excellent; when Cronbach's alpha ranges from 0.8 to 0.9, it indicates that the scale's
reliability is acceptable; when Cronbach's alpha is between 0.7 to 0.8, it indicates that
the scale's design has some reference value; when Cronbach's a is below 0.7, it indicates
that the question items of the scale are not well designed and need to be redesigned.

(2) Sample structure analysis:

Different statistical models were used to study the relationship
between the variables. The data were analysed in depth using t-test, multiple regression
analysis and ANOVA and the research hypotheses were tested by significance test.

(3) Descriptive statistical analysis:

Descriptive statistical analysis is to analyse the frequency, mean,
standard deviation and other statistical data of the sample data, we can understand the
central tendency and distribution pattern of the sample data, and better study the
consumer's purchasing preference.

(4) A 5-point Likert scale was used to score the questionnaire.
Rating Scale or Likert Scale. The five-point Likert scale is as follows.

Strongly Agree 5

Agree 4
Uncertain 3
Disagree 2

Strongly Disagree 1
(5) The data translation based on Best and Kahn (2006) shows
the results of the study variables and describes them through a descriptive writing model.

The translation was based on Best and Kahr (2006) using (5-1)/5=0.80 as shown below.
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statement

statement

Between 1.00-1.80 means respondent strongly disagreed with this

Between 1.81-2.60 means respondent disagreed with this statement
Between 2.61 -3.40 means respondent is neutral with the statement.
Between 3.41 -4.20 means respondent agreed with this statement.

Between 4.21 -5.00 means respondent strongly agreed with this
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CAPTER 4
RESEARCH RESULTS

Chapter 4 uses statistical methods to evaluate and interpret the results of the
study. The survey excluded the data of never purchased S. Company products, totalling
400 valid questionnaire information. The objectives of the research in this chapter are:

1. To analyze demographic of customer of S company.

2. To analyze consumer behaviour of customer of S company.

3. Exploring the Impact of Digital Marketing Mix on Consumer Purchase

Intentions.

4.1 Demographic data

Based on these data, a total of 430 were collected, but the coompleteiy data
can be used only 400 respondents, if calculated around 93.02%.According to the results
of the questionnaire, the age, gender, education and income level of the respondents are
shown in the table below. The purpose of this section of the study is to analyse the

demographics of the customers of Company S.

Table 4.1 Frequently table of Age

Age Frequency Percentage
Under 18 years old 19 4.75

18-25 years old 75 18.75
26-35 years old 158 39.50
36-45 years old 96 24.00
Above 45 years old 52 13.00

Total 400 100.00

According to Table 4.1, there were 400 respondents, with the largest number



of people aged 26-35 years, 158 individuals or 39.50 per cent. This is followed by 96
individuals between the ages of 36 and 45 years old, which is 24.00 per cent. Then there
were 75 people, or 18.75 per cent, between the ages of 18 and 25, and 52 people, or
13.00 per cent, over the age of 45. The smallest number are those under 18 years of age,

with 19 persons, or 4.75 per cent.

Table 4.2 Frequently table of Gender

Gender Frequency Percentage
Male 214 53.50
Female 186 46.50

Total 400 100.00

According to Table 4.2, it can be found that there were 400 respondents in the
survey, of which 214 (53.50 per cent) were males and 186 (46.50 per cent) were

females.

Table 4.3 Frequently table of Education level

Education level Frequency Percentage
Junior high school or below 17 4.25

High school/secondary school 88 22.00
College 142 35.50
Undergraduate 144 36.00
Postgraduate and above 9 2.25

Total 400 100.00

According to Table 4.3, there are a total of 400 respondents, most of them are
undergraduates, with 144, accounting for 36.00%. Followed by College, with142
accounting for 35.50%. High school degree, with 88 people, accounting for 22.00%.

Junior high school or below degree, with 17 people, accounting for 4.25%. The smallest
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number of degrees are postgraduate and above, with 9 people , accounting for 2.25%

Table 4.4 Frequently table of Monthly income

Monthly income Frequency Percentage
4,000(RMB) and below 242 60.50
4,001-7,000 (RMB) 107 26.75
7,001-10,000 (RMB) 36 9.00
10,001 (RMB) and above 15 3.75

Total 400 100.00

According to Table 4.4, from 400 respondents, there are 242 people with 4,000

(RMB) and below, accounting for 60.50%, 107 people with monthly income of

4,001-7,000 (RMB), accounting for 26.75%, 36 people with 7,001-10,000 (RMB),

accounting for 9.00%. The lowest is 10,001 (RMB) and above, there is 15 person,

accounting for 3.75%.

4.2 Descriptive statistics of Purchasing Behavior

Based on the results of the questionnaire, the table below shows descriptive

statistics of the results of the various questions asked by the respondents. The purpose

of this connected research is to analyse the consumer behaviour of the customers of

Company S.

Table 4.5 Frequency and Percentage of favourite snack types

Snack types Frequency Percentage
Dried fruits and nuts 111 27.75
Cakes/pastries/crumbles 72 18.00
Candy 38 9.50
Chocolate 56 14.00
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Snack types Frequency Percentage

Dried fruit/honey money 17 4.25
Dried meat pastries 97 24.25
Other leisure food 9 2.25
Total 400 100.00

According to Table 4.5, out of 400 respondents, the highest number of
respondents preferred dried fruits and nuts with 111 respondents or 27.75 per cent of the
total. This was followed by those who preferred dried meat and pastries with 97 persons
or 24.25 per cent of the total. Cakes, pastries and crumbs were preferred by 72 people,
or 18 per cent of the total. Chocolate was preferred by 56 people, or 14.00 per cent of
the total. Candy was preferred by 38 people, or 9.50 per cent of the total. Dried and
candied fruits were liked by 17 people, or 4.25 per cent of the total. Finally, other casual

foods were liked by 9 people, or 2.25 per cent of the total.

Table 4.6 Frequency and Percentage of whether or not you know about S Corporation's

products
Understood Frequency Percentage
Yes 400 100.00
No 0 0.00
Total 400 100.00

According to Table 4.6, out of 400 respondents, 400 or 100.00 per cent of the
total were aware of S's products. The number of people who do not know is 0 people or

0 per cent of the total.
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Table 4.7 Frequency and Percentage of why you buy S-Company products

Reason for Purchase Frequency Percentage
Good quality and taste 135 33.75
Unique and lovely 13 3.25

packaging image

High brand awareness 10 2.50
Suitable price 152 38.00
Recommended by friends 90 22.50

and relatives

Total 400 100.00

According to Table 4.7, out of 400 respondents,The largest number of people,
152 or 38.00 % of the total, chose to buy because of the right price. The next largest
number of people, 135, or 33.75 % of the total, chose to buy because of good quality
and taste. Ninety people, or 22.50 % of the total, chose to buy because their friends
recommended them. The number of people who chose to buy because of the unique and
cute packaging image was 13, accounting for 3.25% of the total. Lastly, 10 people, or

2.50 % of the total, chose to buy because of high brand awareness.

Table 4.8 Frequency and Percentage of how often to buy

Interval Time Frequency Percentage
Every day 18 4.50

2-3 times per week 46 11.50

Once a week 72 18.00

Once a month 147 36.75
Other 117 29.25

Total 400 100.00

According to Table 4.8, out of 400 respondents, The largest number, 147 or
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36.75 % of the total, purchased at intervals of one month. The other intervals were 117,
or 29.25 % of the total. Seventy-two persons, or 18.00 % of the total, made purchases at
weekly intervals. Forty-six persons, or 11.50 % of the total, purchased 2-3 times a week.

Daily purchases were made by 18 persons, or 4.50 % of the total.

Table 4.9 Frequency and Percentage of the how much it usually costs to buy

Price Range Frequency Percentage
Less than 100 RMB 168 42.00
100-300 RMB 139 34.75
300-500 RMB 68 17.00

500 RMB and above 25 6.25

Total 400 100.00

According to Table 4.9, out of 400 respondents, The largest number of people
were those who purchased less than 100 RMB, with 168 people, accounting for 42.00%
of the total. The next largest group was those who spent 100-300 RMB on each
purchase, with 139 people, accounting for 34.75% of the total. Those who spent
300-500 RMB per purchase were 68, accounting for 17.00% of the total. Lastly, those
who spent 500 or more RMB per purchase accounted for 25 people, or 6.25% of the

total.

Table 4.10 Frequency and Percentage of the purchase method

Purchase Method Frequency Percentage
Tao bao 153 38.25

Tik tok 54 13.50

JD (Jing Dong) 149 37.25
Other 44 11.00

Total 400 100.00
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According to Table 4.10, out of 400 respondents, The largest number of these
were purchased using Taobao, with 153, or 38.25% of the total. This was followed by
purchases using JD, with 149, or 37.25% of the total. Tik tok was used by 54 people,
accounting for 13.50% of the total. Finally, 44 people, or 11.00% of the total, used other

methods.

4.3 Descriptive analysis of digital marketing mix

Based on the results of the questionnaire, the table below shows descriptive
statistics of the results of the various questions asked by the respondents. The purpose
of this section of the study is to examine the impact of digital marketing mix on

consumer purchase intention.

Table 4.11 Frequency and Percentage of the Product Variety

Strongly Strongly

Product Variety Disagree Uncertain Agree Mean SD.
Disagree Agree

Ql. S Company's
43 96 26 109 126

products are rich in 3.448 1417

10.75%  24.00% 6.50% 27.25%31.50%
variety and flavour

Q2. S Company's

products overlap
79 58 17 147 99

heavily with similar 3.323 1.481
19.75%  14.50% 4.25% 36.75%24.75%

products from other

brands

Q3. S Company's
45 70 69 149 67

products flavour type 3.308 1.256
11.25% 17.50% 17.25%  37.25%16.75%

innovation is strong
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Strongly Strongly
Product Variety Disagree Uncertain Agree Mean SD.
Disagree Agree

Q4. S Company's
product portfolio is 52 84 30 83 151

3.493 1.487
catered for 13.00% 21.00% 7.50% 20.75%37.75%

purchasing needs

According to Table 4.11, we can see that is S company product range is rich in
which 126 people chose Strongly Agree, accounting for 31.50%, followed by 109
people, who chose to agree, accounting for 27.25%, with a mean of 3.448 and a
standard deviation of 1.417.There is an overlap between the products of the S company
and the products of the other companies, with a mean of 3.323 and a standard deviation
of 1.481 , of which 147 people chose to identify with it, accounting for 36.75%. The
next 99 people chose to agree completely, or 24.75%.Company S's product flavour is
innovative and strong, with a mean of 3.308 and a standard deviation of 1.256. 149 of
them chose to agree, or 37.25%. Company S's product portfolio meets purchasing needs
with a mean of 3.493 and a standard deviation of 1.487. 151 of them chose to agree

completely, accounting for 37.75%. The next 83 people chose to agree or 20.75%.

Table 4.12 Frequency and Percentage of the Product Price

Product Price Strongly Strongly
Disagree Uncertain Agree Mean SD.
Disagree Agree
Q5. Pricing of S
67 84 21 96 132
Company's products 3.355 1.523

16.75% 21.00% 5.25% 24.00%33.00%
is reasonable

Q6.  Pricing  of
48 78 49 110 115

Company S's 3.415 1.390
12.00% 19.50% 12.25% 27.50%28.75%

products is clear
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Product Price Strongly Strongly
Disagree Uncertain Agree Mean SD.
Disagree Agree

Q7. Price of S
55 54 78 95 118

Company’s products 3.418 1.390
13.75% 13.50% 19.50% 23.75%29.50%

is cheaper than other

Q8. Price of S
43 64 80 106 107

Company’s products 3.425 1.322
10.75% 16.00%  20.00% 26.50%26.75%

is multi-range

According to Table 4.12, we can see that it is the pricing of Company S's
product is reasonable 132 people chose Strongly Agree, which is 33.00%, followed by
96 people, who chose Agree, which is 24.00%, with a mean of 3.355 and a standard
deviation of 1.523.The pricing of Company S's product is very clear, with a mean of
3.415 and a standard deviation of 1.390, with 115 people choosing to Fully agree, which
is 28.75%. The second 110 people chose to agree, or 27.50%. company S's products are
less expensive than other products, with a mean of 3.418 and a standard deviation of
1.390. 118 of these people chose to agree completely, or 29.50%, and the second 95
people chose to agree, or 23.75%. company S's products are priced over multiple
ranges, with a mean of 3.425 and a standard deviation of 1.322. 107 of these people
chose to agree completely, or 23.75%. 107 people chose to agree completely which is

26.75%. The next 106 people chose to agree which is 26.50%.
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Table 4.13 Frequency and Percentage of the Product Quality

Strongly Strongly
Product Quality Disagree Uncertain Agree Mean SD.
Disagree Agree

Q9. S Company's

products are 0192 58 20 45 185
3.433 1.687
good quality, safe23.00% 14.50% 5.00% 11.25% 46.25%
and hygienic
Q10. You will buy
because of  the66 77 38 57 162
3.430 1.561
quality of  S's16.50% 19.25% 9.50% 14.25% 40.50%
products
Q11. The quality of
S Company's
products is better95 52 28 71 154
3.343 1.639

than the quality of23.75% 13.00% 7.00% 17.75% 38.50%
similar products of

other brands

According to Table 4.13, we can see that it is the good quality of products,
safety and hygiene conditions of Company S. Among them, 185 people chose Strongly
Agree, which accounted for 46.25%, with a mean value of 3.433 and a standard
deviation of 1.687.The products of Company S were purchased because of their quality,
with a mean value of 3.430 and a standard deviation of 1.561, of which 162 people
chose to Strongly Agree, which accounted for 40.50%. the quality of Company S
products is better than the quality of similar products of other brands, with a mean of
3.343 and a standard deviation of 1.639. 154 of them chose to agree completely,

accounting for 38.50%.
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Table 4.14 Frequency and Percentage of the Promotion

Strongly Strongly

Promotion Disagree Uncertain Agree Mean SD.
Disagree Agree

Q12. Company S
32 125 14 49 180

has a lot of online 3.550 1.503
8.00% 31.25%  3.50% 12.25% 45.00%

promotional adverts

Q13. Company S's
62 61 50 118 109

promotions are 3.378 1421

15.50% 15.25%  12.50% 29.50% 27.25%
attractive

Q14. Company S's

advertising 46 92 37 86 139
3.450 1.448
campaigns are11.50%  23.00% 9.25% 21.50% 34.75%
creative
Q15. Company S’s
50 87 15 90 158
have promation 3.548 1.493
1250%  21.75%  3.75% 22.50% 39.50%

followed seasonal

According to Table 4.14, we can see that there are many online promotional
advertisements of Company S. 180 of them chose Strongly Agree, accounting for
45.00%, with a mean of 3.550 and a standard deviation of 1.503. Company S's
promotional campaigns are very appealing, with a mean of 3.378 and a standard
deviation of 1.421, of which 118 chose Agree, accounting for 29.50%, followed by 109
chose Completely Agree, accounting for 27.25%. Company S's have promotion
followed seasonal, with a mean of 3.450 and standard deviation of 1.448. 139 people
chose to agree completely, accounting for 34.75%.Company S's have promation
followed seasonal, with a mean was 3.548 with a standard deviation of 1.493. 158 of
them chose to agree completely, or 39.50%. The next 90 people chose to agree

(22.50%).
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Table 4.15 Frequency and Percentage of the Product Description

Strongly Strongly
Product Description Disagree Uncertain Agree Mean SD.
Disagree Agree

Ql16. Company S's

product  description
61 71 39 135 94
shows the selling 3.325 1.402

15.25% 17.75% 9.75% 33.75% 23.50%
points of the product

very well

Q17. Company S's

product detail page
54 94 30 115 107

illustrates the 3.318 1.427
13.50% 23.50% 7.50% 28.75% 26.75%

product's details very

well

QI18. You can learn

more about the

product's  after-sales37 120 45 73 125
3.323 1415
service from9.25%  30.00% 11.25%  18.25% 31.25%
Company S's
description.
Q19. You will choose
to buy the product
because of thed7 77 63 129 84
3.315 1.315
description onll.75% 19.25% 15.75%  32.25% 21.00%

Company S's product

detail page.

According to Table 4.15, we can see that it is the product description of

Company S that shows the selling points of the product, of which 135 people chose to
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agree with it (33.75%), followed by 94 people who chose to completely agree with it
(23.50%). The mean value is 3.325 and the standard deviation is 1.402. Company S's
product details page explains the details of the product very well, with a mean value of
3.318 and a standard deviation of 1.427, of which 115 people chose to agree with it,
accounting for 28.75%, followed by 107 people choosing to agree with it completely,
accounting for 26.75%. More can be learnt about the after-sales service of the product
from the description of S.. The mean is 3.323 and the standard deviation is 1.415. 125
people (31.25%) chose to agree completely. chose to buy the product because of the
description on the product details page of the company's S , with a mean of 3.315 and a
standard deviation of 1.315. 129 of them chose to identify with it, or 32.25%. The next

84 people chose to agree completely, or 21.00%.

Table 4.16 Frequency and Percentage of the Product Delivery

Strongly Strongly
Product Delivery DisagreeUncertain Agree Mean SD.
Disagree Agree

Q20. Company S's products

82 53 32 139 94
were delivered in 3.2751.473
20.50% 13.25% 8.00%  34.75%23.50%
undamaged packaging
Q21. Company S's products
31 84 41 67 177
are delivered with free 3.688 1.411

7.75%  21.00% 10.25% 16.75%44.25%
shipping service

Q22. Company S's products
49 77 9 130 135

were delivered within a 3.5631.430
12.25% 19.25% 2.25% 32.50%33.75%

reasonable timeframe

Q23. Company S's products
46 42 81 116 115

are delivered with 3.5301.315
11.50% 10.50% 20.25% 29.00%28.75%

door-to-door delivery
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Strongly Strongly
Product Delivery DisagreeUncertain Agree Mean SD.
Disagree Agree

Q24. Company S's products
41 69 43 107 140

are shipped in a timely 3.590 1.381
10.25% 17.25% 10.75% 26.75%35.00%

manner

According to table 4.16, we can see that it is the products of company S are
delivered in non-destructive packaging, of which 139 people chose to agree with it
(34.75%), followed by 94 people who chose to fully agree with it (23.50%). The mean
value is 3.275 and standard deviation is 1.473.Company S's products are delivered with
free shipping with a mean value of 3.688 and standard deviation of 1.411, where 177
people chose to fully identify with it, which is 44.25%.Company S's products are
delivered in a reasonable timeframe, with a mean value of 3.563 and a standard
deviation of 1.430. 135 people chose to fully identify with it, which is
33.75%.Company S's products were delivered door-to-door with a mean of 3.530 and a
standard deviation of 1.315. 116 of them chose to agree, accounting for 29.00%. The
next largest group of people, 115 or 28.75%, chose to agree completely. company S's
products are delivered in a timely manner, with a mean of 3.590 and a standard

deviation of 1.381. 140 or 35.00% of the people chose to agree completely.
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4.4 Descriptive analysis of the decision-making process

Table 4.17 Frequency and Percentage of the decision-making process

Decision-making

process for Strongly Strongly

DisagreeUncertainAgree
purchasing Brand S Disagree Agree
foods

Mean SD.

Q1. When you choose

a snack, then you39 76 e 109 97
3.373 1.299
decide to buy an S9.75% 19.00% 19.75% 27.25% 24.25%
brand snack.
Q2. You've learned
about the S brand34 116 36 90 124
3.385 1.397
from wechat, websites8.50% 29.00% 9.00% 22.50% 31.00%
and billboards
Q3. When you see an
advertisement for an S58 58 43 159 82
3.373 1.345
brand, you will buyl4.50% 14.50% 10.75% 39.75% 20.50%
an S brand snack
Q4. S Company's
brand image and
50 60 56 138 96
reputation will 3.425 1.334

12.50% 15.00% 14.00% 34.50% 24.00%
influence your

purchase decision
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Decision-making

process for Strongly Strongly
DisagreeUncertain Agree Mean SD.
purchasing Brand S Disagree Agree
foods

Q5. When you buy

the S brand snacks,40 77 45 124 114
3.488 1.345

you will come back10.00% 19.25% 11.25% 31.00% 28.50%
again and again
Q6. After spending
money and liking it,

59 37 74 157 73
would you 3.370 1.293

14.75% 9.25% 18.50% 39.25% 18.25%
recommend others to

buy it?

According to Table 4.17, we can see that is when choosing a snack, decided to
buy a snack of brand S, of which 109 people chose to identify with it, accounting for
27.25%, followed by 97 people chose to fully identify with it, accounting for 24.25%.
The mean was 3.373 with a standard deviation of 1.299. have learnt about Brand S from
WeChat, websites and billboards with a mean of 3.385 and a standard deviation of
1.397, of which 124 chose to fully identify with it, accounting for 31.00%. When seeing
an advertisement of Brand S, one will buy a snack of Brand S with a mean of 3.373 and
a standard deviation of 1.345. 159 of them chose to identify with it, accounting for
39.75%, followed by 82 people who chose to identify with it completely, accounting for
20.50%. S's brand image and reputation will affect the purchasing decision with a mean
of 3.425 and a standard deviation of 1.334. 138 people chose to identify with it,
accounting for 34.50%. agree with it, which is 34.50%. Secondly, 96 people (24.00%)
chose to agree completely. When purchasing snacks from brand S, they will come back

again and again with a mean of 3.488 and a standard deviation of 1.345. 124 of them
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chose to identify with it, or 31.00%, followed by 114 who chose to identify with it
completely, or 28.50%. After spending money and liking it, they would recommend
someone else to buy it, with a mean of 3.370 and a standard deviation of 1.293. 157 of
them chose to identify with it, or 39.25%. The next most popular choice was 74 people,

or 18.50%, who chose not sure. 73 people chose to agree completely, or 18.25%.

4.5 Hypothesis Test

Hi :Demographic have influence on purchase intention.

Table4.18 Test results of demographic factors affecting purchase intention

T-test analysis

Gender(Mean) t-value
Male(n=214) Female(n=186) p-value
Consumer
purchasing 3.39 3.42 -0.311 0.756

decision-making

HO: There are no significant differences in consumer purchase intention based on
gender.
H1: There are significant differences in consumer purchase intention based on gender.
As can be seen from the above table, the difference of gender on consumer
buying behaviour was studied using independent samples t-test. It can be seen from the
above table:There is no significant effect of different gender samples on consumer
buying behaviour (p > 0.05), therefore there is no statistical significance. This indicates
acceptance of the original hypothesis (Ho) and rejection of the alternative hypothesis Hi
that there is no significant effect of different gender samples on consumer purchasing

behaviour.
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Table 4.19 F-test analysis of Age

F-test analysis

Age(Mean) f p

Under Agel8-25 Age26-35 Age36-45 More

18 years (n=75) (n=158) (n=96) than

old 45(n

(n=19) =52)
Decisio
n-maki 3.237 3.093 3.439 3.594 3.442 246 0.045
ng

HO: There are no significant differences in consumer purchase intention
based on age.

HI1: There are significant differences in consumer purchase intention based
on age.

The f-test was used to investigate the effect of age on Consumer purchasing
decision-making. From the data obtained, it was shown that there is a significant
difference between age on consumers' purchase intention, p=0.045 < 0.05, therefore it is
statistically significant. This indicates that the original hypothesis (Ho) is rejected and
the alternative hypothesis Hi 1s supported that there is a significant effect of different

age of the sample on consumer purchasing behaviour.
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Table 4.20 Comparing differences in product purchase intention groups through online

applications categorized by Age

Mean
Difference
Occupation I-J) Std. Error  Sig.
Under 18 years old 18-25 years old 14351 27749 .605
26-35 years old -.20198 26235 442
36-45 years old -.35691 27129 .189
Above 45 years old -.20547 28963 478
18-25 years old Under 18 years old -.14351 27749 .605
26-35 years old -.34549" 15150 .023
36-45 years old -.50042" .16650 .003
Above 45 years old -.34897 .19497 074
26-35 years old Under 18 years old 20198 26235 442
18-25 years old .34549" 15150 023
36-45 years old -.15493 13981 268
Above 45 years old -.00349 17273 984
36-45 years old Under 18 years old 35691 27129 189
18-25 years old .50042" 16650 .003
26-35 years old 15493 13981 268
Above 45 years old 15144 .18603 416
Above 45 years old Under 18 years old 20547 .28963 478
18-25 years old .34897 .19497 074
26-35 years old .00349 17273 .984
36-45 years old -.15144 .18603 416

*. The mean difference is significant at the 0.05 level.

According to the LSD test results of the respondents in the above table, the
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purchase intention scores of those aged 36-45 and 26-35 are significantly higher than

those of those aged 18-25.

Table 4.21 F-test analysis of Education

F-test analysis

Education(Mean) f p
Junior High College Undergra Postgradu
high school/s (n=142) duate(n= ate and
school econda 144) above(n=
or ry 9)

below(n school(

=17) n= 88)
Decisi
on-ma 3.598 3.65 3.346 3.325 2.722 2.463 0.045
king

HO: There are no significant differences in consumer purchase intention
based on education.

H1: There are significant differences in consumer purchase intention based
on education.

The f-test was used to investigate the effect of education on Consumer
purchasing decision-making. From the data obtained, it was shown that there is a
significant difference between education on consumers' purchase intention, p=0.045 <
0.05, therefore it is statistically significant. This indicates that the original hypothesis
(Ho) is rejected and the alternative hypothesis H1 is supported that there is a significant

effect of different education of the sample on consumer purchasing behaviour.

57



Table 4.22 Comparing differences in product purchase intention groups through online

applications categorized by Education

Mean
Differenc Std.

Occupation e (I-J) Error Sig.

Junior high school High school/secondary school -.05158  .28623 .857

or below College 25180 27728 364
Undergraduate 27281 27708 325
Postgraduate and above 87582" 44538 .050
High Junior high school or below 05158 .28623 857
school/secondary College 30338"  .14658 .039
school Undergraduate 32439° 14619 027
Postgraduate and above 92740 37811 015
College Junior high school or below -25180 27728 364

High school/secondary school -.30338" .14658 .039

Undergraduate .02101 12778 .869
Postgraduate and above .62402 37138 .094
Undergraduate Junior high school or below  -.27281  .27708 325

High school/secondary school -.32439" .14619  .027

College -.02101  .12778 .869

Postgraduate and above .60301 37122 105

Postgraduate ~ and Junior high school or below -.87582° 44538 .050

above High school/secondary school -.92740° 37811 015
College -.62402 37138 .094
Undergraduate -.60301  .37122 105

*. The mean difference is significant at the 0.05 level.

According to the LSD test results of the interviewees Education in the above
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table, respondents with Junior high school or below have significantly higher purchase
intention scores than those with Postgraduate and above. The purchase intention scores
of respondents in High school/secondary school were significantly higher than those in

College, Undergraduate, and Postgraduate and above.

Table 4.23 F-test analysis of Income

F-test analysis

Income(Mean£SD) f p

4,000 and  4,001-7,0 7,001-1 10,001

below 00 0,000 and
(n=214) (n= (n= above(n=
119) 59) 8)
Decis
ion-m 3.339 3.474 =i 4.122 2.727  0.044
aking

HO: There are no significant differences in consumer purchase intention
based on income.

HI1: There are significant differences in consumer purchase intention based
on income.

The f-test was used to investigate the effect of income on Consumer
purchasing decision-making. From the data obtained, it was shown that there is a
significant difference between income on consumers' purchase intention, p=0.045 <
0.05, therefore it is statistically significant. This indicates that the original hypothesis
(Ho) is rejected and the alternative hypothesis H1 is supported that there is a significant

effect of different income of the sample on consumer purchasing behaviour.
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Table 4.24 Comparing differences in product purchase intention groups through online

applications categorized by Income

Mean
Difference
Occupation I-J) Std. Error Sig.
4,0000RMB) 4,001-7,000 (RMB) -.13468 12553 284
and below 7,001-10,000 (RMB) .02403 19316 901
10,001 (RMB) and above -.78338" 28772 .007
4,001-7,000  4,000(RMB) and below 13468 12553 284
(RMB) 7,001-10,000 (RMB) 15871 20834 447
10,001 (RMB) and above -.64870" 29812 .030
7,001-10,000 4,000(RMB) and below -.02403 .19316 901
(RMB) 4,001-7,000 (RMB) -.15871 20834 447
10,001 (RMB) and above -.80741" 33231 .016
10,001 4,000(RMB) and below .78338" 28772 .007
(RMB) and 4,001-7,000 (RMB) .64870° 29812 .030
above 7,001-10,000 (RMB) 80741° 33231 016

*. The mean difference is significant at the 0.05 level.
According to the LSD test results of the respondents in the table above, those
with an income of 10001 (RMB) and above have significantly higher purchase intention

scores than those with other incomes

4.6 Regression Analysis

Correlation analysis is a statistical method to study the closeness of the
relationship between variables. In statistical analysis, correlation analysis is used to
observe the closeness of the linear relationship between variables, i.e. to judge the

strength and direction of the relationship between variables, and the correlation is
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generally expressed by the Pearson correlation coefficient. Although correlation analysis
cannot identify the dependent and independent variables, it is the basis for subsequent
regression analysis, on which the causal relationship between variables can be
investigated only if there is a significant correlation between them. A positive
correlation coefficient indicates a positive correlation between two variables; a negative
correlation coefficient indicates a negative correlation between two variables. The
absolute value of the correlation coefficient indicates the strength of the correlation. The
larger the absolute value of the correlation coefficient, the stronger the correlation
between the variables; the smaller the absolute value of the correlation coefficient, the
weaker the correlation between the variables. Regression analysis is a statistical analysis
method, which is used to describe the change law of quantity between variables on the
basis of correlation analysis, to analyse the degree of influence of variables by one or
more other variables, and to use regression equation to describe the relationship
between variables.
4.6.1 Regression analysis of Digital Marketing Mix and consumer
purchase intention
H> : Digital Marketing Mix (product delivery, product variety, product
price, product quality, promotion, product description) have influence on purchase

intention.
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Table 4.25 Regression matrix of Digital Marketing Mix on Consumer Purchase

Intention
Standardize
Unstandardized d Collinearity
Coefficients Coefficients t p(Sig.) Statistics
Std. Tolera
Model B Error Beta nce VIF
1 (Constant) 1.045 0.174 6.016  0.000
product 0.120 0.043 0.135 2.767  0.006  .678 1.475
variety
product 0.056 0.046 0.062 1.219 0224 614 1.629
price
product 0.159 0.038 0.214 4219  0.000 .625 1.600
quality
promotion  0.206 0.044 0.240 4.690 0.000 .612 1.633
product 0.076 0.048 0.082 1.571  0.117  .595 1.681
descriptio
n
product 0.071 0.055 0.070 1.283  0.200 .541 1.848
delivery
R=.607*" R?=.368 Adjusted R®=.359 f=38.209 p=10.000

From Table 4.25, it can be seen that the linear regression analysis with digital

marketing mix as the independent variable and consumer purchase intention as the

dependent variable shows a correlation coefficient R of 0.607 and a determination

coefficient R 2 A value of 0.368 indicates that the regression equation explains 36.8% of

the total variable, and there is a linear relationship between the independent and
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dependent variables. The regression coefficient value of the product variety is 0.120,
with a t-value of 2.767 and a p-value of 0.006, which is less than 0.05. Therefore, the
product variety has a significant impact on consumer purchase intention. The regression
coefficient of product price is 0.056, with a t-value of 1.219 and a p-value of 0.224,
which is greater than 0.05. Therefore, product price has no significant impact on
consumer purchase intention. The regression coefficient for product quality is 0.159,
with a t-value of 4.219 and a p-value of 0.006, which is less than 0.05. Therefore,
product quality has a significant impact on consumer purchase intention. The regression
coefficient for promotion is 0.206, with a t-value of 4.690 and a p-value of 0.000, which
is less than 0.05. The regression coefficient for product description is 0.076, t is 1.571,
and p-value is 0.117, which is greater than 0.05. Therefore, product description has no
significant impact on consumer purchase intention. The regression coefficient value for
product delivery is 0.071, with a t-value of 1.283 and a p-value of 0.2, which is greater
than 0.05. Therefore, product delivery has no significant impact on consumer purchase
intention. The tolerance values of the independent variable digital marketing mix<0.1

and VIF<S5 indicate that there is no covariance between the variables.
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Product variety

0.135*

Pl‘OdllCt prlce 0.062\

- 0.240*
Promotion

_} . .
0.082 Purchase intention
Product description
0.070

Product delivery
Product quality 0.214*

Figure 4.1 Regression coefficient of Digital Marketing Mix and Consumer Purchase

Intention

4.7 Summary and analysis of Hypothesis test results
4.7.1 Summary of Hypothesis test results
Based on the results of the above data analysis, the hypotheses
between the digital marketing mix and consumers' intention to make purchasing
decisions have been collated and summarised in the following table.

Table 4.26 Summary of tests of research hypotheses

Support/No
Content
Support
Gender No Support
Age Support
H: Demographic

Education Support
Income Support
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Support/No

Content
Support
Product variety have influence
Support
on purchase intention.
Product price have influence on
No Support
purchase intention.
Promotion have influence on
Support
Digital Marketing purchase intention.
H»
Mix Product description have
No Support
influence on purchase intention.
Product delivery have influence
No Support
on purchase intention
Product quality have influence
Support

on purchase intention

digital marketing mix and Purchase Intention, so as to draw some conclusions with
theoretical significance and practical value. Based on literature research and practical
experience, it is concluded that there exists a certain correlation between consumers'

perception of the digital marketing mix and their final purchase decision during the

4.7.2 Analysis of test results

This paper focuses on analysing and exploring the correlation between

purchasing process.

questionnaire was designed and distributed after constructing a theoretical model as
well as formulating hypotheses. The sample data were processed and analysed using
spss software to verify the research hypotheses and ultimately the scientific validity and

correctness of the model. Finally, it was concluded that digital marketing mix and

In order to determine whether this relationship is scientifically valid, a

consumers' purchase intention show a significant positive correlation.
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CHAPTER 5
DISCUSSION AND RECOMMENDATIONS

Chapter 5 summarises the findings and makes recommendations for further

research in this area.

5.1 Conclusion

Taking Chinese online consumers as the research object, this paper explores
the influence factors of digital marketing strategies on consumers' purchase intention,
including Demographic, Digital Marketing Mix (product variety, product price, product
quality, product description, product delivery), using Company S as an example. This
can help companies develop effective strategies to attract consumers to shop. In the
measurement of model relationship, the data obtained from the questionnaire survey
were mainly empirically analysed, and factor analysis, regression analysis and ANOVA
were conducted using SPSS statistical analysis software to draw the following
conclusions.

Hypothesis 1 is valid: studies have shown that demographics have a positive
effect on purchase intentions.

Hypothesis 2 is valid:Product variety, product quality and promotion in the
digital marketing mix have a positive impact on consumer purchase intent.

The results of the study showed that among the 400 respondents, a larger
proportion of consumers were male. 39.5 per cent of the consumers were between the
ages of 26 and 35. 36 per cent had a bachelor's degree. Most of them have a monthly
income of around 4,000 RMB.

Based on the analysis of consumer purchasing behaviour we can get that out of
400 Chinese respondents, all consumers are aware of S Company's products and the

highest percentage of consumers' favourite products are dried fruits and nuts,



accounting for 27.75% of them. The reason why consumers chose to buy S Company's
products the most was because of the right price, which accounted for 38 per cent of
them. Consumers buy most frequently once a month, 36.75 per cent of them.
Consumers usually spend less than 100 RMB to buy S Company's products, accounting
for 42% of them. The most frequent purchase is through Taobao, accounting for 38.25%
of them.

Based on the above analysis, we have obtained the following regression
equation:

Purchase intent = 1.045 + 0.12*product variety

Purchase intent = 1.045 + 0.159*product quality

Purchase intent = 1.045 + 0.206*promotion

Based on the regression equation, it is concluded that consumers believe that
the digital marketing mix positively influences purchase intention and therefore
companies having a good digital marketing mix is a key factor for consumers to choose
to purchase.

(1) Consumers generally believe that Company S's product mix meets their
purchasing needs, indicating that consumers are satisfied with the diversity of the
product mix offered by Company S and believe that it meets their purchasing needs.
Therefore, Company S should pay close attention to consumers' needs and market
changes, and adjust its product mix and develop new products in a timely manner to
meet consumers' changing needs.

(2) Consumers generally believe that the prices of Company S's products are
multi-ranged. The prices of Company S's products vary greatly in different ranges and
cover multiple price segments, which can be attractive to different groups of consumers,
who can choose the products that suit them according to their budgets and needs. It also
reflects the company's flexibility to the market and attention to different consumer

groups. Therefore, Company S needs to pay close attention to the market feedback to
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ensure that products in different price ranges can meet consumers' expectations and thus
achieve better market position and profitability.

(3) Consumers generally believe that Company S's products are of good
quality, safe and hygienic. It indicates that consumers have confidence in the quality and
safety of Company S's products and believe that these products meet hygienic standards.
This reputation increases consumers' trust in the company, increases their purchase
intention Company S's products, and promotes loyalty and word-of-mouth
communication. Therefore, Company S should continue to work on maintaining the
quality and safety of its products and communicate this advantage through effective
marketing to increase consumers' purchase intention

(4) Consumers generally perceive that Company S has a lot of online
promotional advertisements. This indicates that Company S actively promotes its
products and promotions on the Internet. Through online promotional advertisements,
Company S is able to expand brand awareness, attract more potential customers,
increase website traffic, and promote sales growth. However, Company S needs to
ensure that the content and format of the online promotional advertisements are
appealing and match the preferences and behaviour of the target audience. A
combination of marketing tools, including both online and offline channels, can be used
to better attract and retain customers.

(5) Consumers generally felt that Company S's product descriptions showed
the selling points of its products. This means that Company S does a good job of
describing its products and is able to clearly demonstrate the features, benefits and value
of its products so that consumers can better understand the products and become
interested in purchasing them. In today's digital environment, the description of product
pages in online shops greatly influences consumers' purchasing decisions. Therefore, s
company needs to ensure that it provides clear and engaging product descriptions on all

product detail pages to maximise engagement with potential customers and drive sales
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growth. It also needs to ensure that product descriptions match the actual product to
avoid consumer dissatisfaction and complaints due to inconsistencies between
description and actual performance. Continuous improvement and optimisation of
product descriptions is therefore an important part of increasing consumer purchase
intent.

(6) Consumers generally agree that it is a positive evaluation that Company S's
products offer free delivery service. Free delivery service is usually an attractive offer to
consumers because it saves them money on their purchases and increases the sense of
value of the purchase. Such services help to enhance the customer experience, increase
customer satisfaction and potentially increase customer loyalty. Therefore, companies
need to manage logistics and delivery effectively and ensure that orders are delivered on

time to meet consumer expectations.

5.2 Discussion

The research results indicate that age, income, and education level have a
positive impact on consumer purchase intention in demographic analysis. The product
types, product quality, and promotional activities in digital marketing mix have a
positive impact on consumer purchase intention. The better a company performs in
terms of product variety, product quality, and promotion, the higher the purchasing
intention of consumers.

Age: This study found that the age of different samples has a significant
impact on consumer purchase intention, and the purchase intention scores of the 36-45
and 26-35 age groups are significantly higher than those of the 18-25 age group. This is
consistent with previous studies showing that consumers of different age groups have
different attitudes towards brands and intentions to purchase various fast-moving

consumer goods (Jain&Sharma, 2012). In previous studies, scholars have mentioned

69



that as customers age, age has a significant impact on purchase intention (Madahi and
Sukati 2012), which is consistent with the results of this study.

Education level: This study found that the education level of different samples
has a significant impact on consumer purchase intention, and the purchase intention
scores of high school/high school respondents are significantly higher than those of
college, undergraduate, graduate and above populations. This is consistent with
previous studies showing that education level affects the purchase intention of products
(Do Paco et al., 2009).And education has a very positive impact on the purchase
intention of life insurance (Kumar, 2014; Shrivastava and Singh, 2017)

Income: This study found that the income levels of different samples have a
significant impact on consumer purchase intention, and those with an income of 10001
yuan or more have significantly higher purchase intention scores than those with other
incomes. This is consistent with previous research findings: the significant impact of
income on purchasing products highlights that wealthier households are more likely to
spend money, or even more, on organic food (Ariff, 2014).And income is an important
variable in demographic analysis, closely related to consumer purchasing power and
purchasing power decisions, because purchasing power comes from income, people buy
things that income levels allow (Pratap, 2017).

Product Variety: Providing a variety of products can satisfy different
consumers' needs and increase the possibility of purchasing choices, thus increasing
purchase intention. This result is consistent with previous research findings as suggested
by (Haitao, 2022; Sethi et al, 2018) that offering a variety of products is more likely to
satisfy consumers' needs.

Product quality: High quality products increase consumer trust and satisfaction
with the product, increase repurchase intention, help spread word-of-mouth, and thus

promote purchase intention. This result is consistent with previous research findings,
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such as the positive impact of product quality on consumer purchase intention (Sinurat
et al., 2021; Rosillo-Diaz et al.,2020).

Promotion: Providing discounts and promotions can stimulate consumer
purchasing interest, increase purchasing intention, and have an impact on consumer
purchasing intention. This result is consistent with previous research findings, such as
promotional activities making consumers feel more cost-effective, thereby increasing

their purchasing intention (Rusmiyati&Hartono, 2022; Juhaeri, 2020).

5.3 Implication for Practice and Future Research

With the development of the Internet and information technology, online
shopping gradually occupies an important position in people's daily life, and online
marketing strategy has also become a research hotspot in the academic world. In view
of the limitations of the study, in the future research on the model of consumer purchase
intention in the network marketing environment, other factors that can affect the
purchase intention can be considered comprehensively, including the consumer's
consumption habits, herd mentality and social background. In addition, the combination
of online marketing strategies is not only product variety, product price, product quality,
promotion, product description, product delivery, but also other strategy combinations
that can influence the concept of consumer psychology. change concept.

In recent years, e-commerce companies in order to expand sales, attract traffic,
often push the use of a variety of online marketing strategies, and the combination of
ways to become complex and diverse. At present, there is a lack of unified standards for
the classification of online marketing strategies in academia, and most scholars'
knowledge of online marketing strategies still remains in the early e-commerce
environment, and this division method is no longer applicable to the current situation.
Therefore, in future research, online marketing strategies should be reclassified by

taking into account the actual situation of e-commerce environments in various
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countries, exploring the relevant research on online marketing strategies in a timely
manner, and adding the latest research progress to the online marketing strategies of

€-commerce.

5.4 Recommendation

Product variety: Competition in the casual food industry is fierce, in order to
expand the market scale and enhance core competitiveness, one of which is to enrich the
product range. Children, pregnant women, the elderly and other groups of consumers
compared with the general public, there are differences in needs and concerns, for
example, will be more concerned about whether the casual food is nutritious, additives,
low sugar, etc., therefore, the S company should take into account the needs of such
groups, to increase more product categories.

Product quality: (1) Build a high-frequency and dead-end quality inspection
process, combining S's own laboratory with the quality inspection laboratories of
partner companies and third parties to conduct multiple quality inspections of each
product and archive the results, and share them with consumers. (2) Establish a
feedback and traceability system for food safety issues, collect food safety issues that
consumers may encounter in a timely manner and resolve them appropriately, and trace
transport, sales, storage, packaging, production and other links that may lead to food
safety issues to avoid the production and circulation of problematic foods.

Promotion: In terms of promotion, we can take advantage of the huge traffic of
the current mainstream Internet media (WeChat, Tik Tok, Facebook) to design
corresponding advertisements for consumer groups of different age groups, regions and
occupations, highlighting the company's culture, the core features and added value of its
products, and stimulating consumers to generate consumption behaviour when browsing
social media. In the emerging network television or film platforms, products are

implanted into popular variety shows and popular film and television works through
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explicit or implicit forms to increase product exposure and enrich product content
creativity, so that consumers know and accept the products and the cultural connotation

of the enterprise intentionally or unintentionally.

5.5 Research limitations

(1) In terms of the division of online marketing strategies. In order to
facilitate the investigation, the online marketing strategies in this paper are divided
according to broad categories, i.e. online marketing strategies with common
characteristics are grouped into the same category. This division method may be rather
general and fails to meticulously reflect the unique attributes of each online marketing
strategy. In the questionnaire survey, there may be bias in the understanding of the
consumers participating in the survey, which may lead to inaccurate results in filling out
the questionnaire.

(2) In terms of other factors affecting purchase intention. In this paper,
when studying the influence of online marketing mix on consumers' purchase intention,
we only analyse the influence of online promotion on consumers' purchase intention
from the perspectives of product variety , product price , product quality , promotion ,
product description, product delivery. The impact of online promotion on consumers'
purchase intention. However, in actual online promotions, consumers' purchase
intention is also affected by other factors, such as herd mentality, consumption habits,
epidemics, and so on, so the results of the study will be subject to some limitations.

(3) 1Interms of sample coverage. The survey may only involve some of the
online marketing channels or platforms but not cover all of them, resulting in an

incomplete assessment of the overall effect.

(4)  For surveys on consumers' purchasing behaviour, respondents may
suffer from recall bias, leading to inaccurate or incomplete memories of past behaviour.
This bias may lead respondents to provide inaccurate or incomplete information, thus

affecting the accuracy of the survey results.
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Questionnaire

Online Purchase Questionnaire for Company S Products
We are conducting a brand marketing strategy research, we hope you can take
a few minutes to tell us your true feelings, we value and will keep the information you
provide in a safe place, looking forward to your participation! Now let's start right

away!

Part 1: Demographic characteristics
Please mark V in the box that corresponds to your current reality.

1. Have you ever purchased S Company's products?

OYes

CONo

2. Your age?

ClUnder 18 years old
[118-25 years old
[126-35 years old
[136-45 years old

ClAbove 45 years old

3. What is your gender?

OMale

OFemale
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4. What is your education level?

ClJunior high school or below
[1High school/secondary school
LlCollege

LlUndergraduate

[Postgraduate and above

5. What is your personal income per month?

(14,000 (RMB) and below
04,001-7,000 (RMB)
07,001-10,000 (RMB)

110,001 (RMB) and above

Part 2 S-brand snacks Consumer Behavior

Please mark V in the box that corresponds to your current reality.

6. What type of snacks do you usually like?

[Dried fruits and nuts
[1Cakes/pastries/crumbles
LlCandy

OChocolate

[1Dried fruit/honey money
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[IDried meat pastries

OOther leisure food

7. Do you know S Company's products?

OYes

CINo

8. Why did you buy S Company's products?

LlGood quality and taste

ClUnique and lovely packaging image
[LIHigh brand awareness

[1Suitable price

LJRecommended by friends and relatives

OOthers

9. How often do you buy?

ClEvery day

[12-3 times per week
[1Once a week
[1Once a month

OOther......
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10. How much you usually spend of when you buy S company product ?

OLess than 100 RMB
0100-300 RMB
300-500 RMB

1500 RMB and above

11. What is your favourite way to buy S Company's products?

[Tao Bao
OTik Tok
LD (Jing Dong)

OOther......
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Part 3 Marketing mix influencing purchasing decision towards S-brand snacks

Please mark “v” in the box that most closely matches your level of opinion, consisting

of: 5 = Strongly Agree 4 = Agree 3 = Uncertain 2 = Disagree 1 = Strongly Disagree

Marketing mix influencing (5) (4) (3) (2) (1

purchasing decision towards Strongly | Agree | Uncertain | Disa | Strongly

S-brand snacks Agree gree | Disagree

1. S Company's products are rich

in variety and flavour

2. S Company's products overlap
heavily with similar products

from other brands

3. S Company's products flavour

type innovation is strong

4. S Company's product portfolio

is catered for purchasing needs

5. Pricing of S Company's

products is reasonable

6. Pricing of Company S's

products is clear

7. Price of S Company’s products

is cheaper than other
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Marketing mix influencing
purchasing decision towards

S-brand snacks

(5)
Strong
Agree

ly

4
Agree

(3)

Uncertain

(2)
Disa

gree

(D
Strongly

Disagree

8. Price of S Company’s products

is multi-range

9. S Company's products are of

good quality, safe and hygienic

10. You will buy because of the

quality of S's products

11. The quality of S Company's
products is better than the quality

of similar products of other

brands

12. Company S has a lot of online

promotional adverts

13. Company S's promotions are

attractive

14. Company S's advertising

campaigns are creative

15. Company S’s have promation

followed seasonal
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Marketing mix influencing (5) (4 (3) (2) (1

purchasing decision towards | Strongly | Agree | Uncertain | Disa | Strongly

S-brand snacks Agree gree | Disagree

16. Company S's product
description shows the selling

points of the product very well

17. Company S's product detail
page illustrates the product's

details very well

18. You can learn more about the
product's after-sales service from

Company S's description.

19. You will choose to buy the
product because of the
description on Company S's

product detail page.

20. Company S's products were

delivered in undamaged

packaging

21. Company S's products are

delivered with free shipping

service
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Marketing mix influencing
purchasing decision towards

S-brand snacks

(5)
Strongly
Agree

(4
Agree

(3)

Uncertain

(2)
Disa

gree

(D
Strongly

Disagree

22. Company S's products were
delivered within a reasonable

timeframe

23. Company S's products are
delivered with door-to-door

delivery

24. Company S's products are

shipped in a timely manner

Part 4: Decision-making process for purchasing Brand S foods

Please mark “V” in the box that most closely matches your level of opinion, consisting

of: 5 = Strongly Agree ; 4=Agree; 3= Uncertain; 2 = Disagree; 1 = Strongly

Disagree Suggestions (If any)

Decision-making Opinion level

process for purchasing (5) (4) (3) (2) (1

Brand S foods Strongly | Agree | Uncertain | Disagree | Strongly
Agree Disagree

1. When you choose a

snack, then you decide to

buy an S brand snack.
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Decision-making Opinion level

process for purchasing (5) (4) (3) (2) (1)
Brand S foods Strongly | Agree Uncertain | Disagree | Strongly
Agree Disagree

2. You've learned about
the S brand from wechat,

websites and billboards

3. When you see an
advertisement for an S
brand, you will buy an S

brand snack

4. S Company's brand
image and reputation will
influence your purchase

decision

5. When you buy the S
brand snacks, you will
come back again and

again

6. After spending money
and liking it, would you

recommend others to buy

it?
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