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Abstract

As people pay more and more attention to health factors, the sugar-free beverage market is be-
coming more and more popular among consumers. Among them, Yuanqi Forest sparkling water
accounts for the largest market share, and sales are also increasing year by year. Therefore, this
paper mainly studies the brand and fully understands consumer demand to increase sales. A ques-
tionnaire survey is carried out for consumers of Yuangqi forest sparkling water, mainly purchasers
and non-purchasers. Secondly, TOPSIS analysis, factor analysis, decision tree model and IPA model
are carried out by SPSS and other software. This paper focuses on three aspects: consumer pur-
chase factors, consumer re-purchase intention, and consumer satisfaction analysis. The results
show that product publicity, purchasing behavior, sugar control degree and product experience
are the four main factors affecting consumer purchase. The people who think that the bubble con-
tent of Yuangqi forest drink is appropriate, the price is appropriate, and the people who think that
adding natural sugar to stimulate purchasing desire are the most likely to buy again. It is found
that consumers are highly satisfied with the health and taste of the product, but less satisfied with
packaging, price and logistics. Therefore, this paper puts forward the following suggestions for the
sales of Yuanqi Forest sparkling water: increase the amount of advertising in popular variety
shows or TV dramas, increase the exclusive vending machines of the brand, publicize the benefits
of sugar control on the packaging of goods, and develop new flavors to attract consumers; increase
promotion efforts, encourage consumers to buy more times, increase customer stickiness; intro-
duce more innovative packaging.
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Table 1. Cronbach coefficient of the questionnaire
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Table 3. Brand information
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Table 4. TOPSIS data result table
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i INDEX
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Figure 1. Age distribution of respondents
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Figure 2. Monthly consumption quota of respondents
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Figure 4. Educational background of respondents
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Figure 5. Consumer purchase motivation
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Figure 6. Consumer purchase channels
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Figure 7. Consumers understand channels
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Figure 8. Consumer impression
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Table 5. Quantified raw variables
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Table 6. KMO and Bartlett tests
Fz 6. KMO FnE4FF4F4058

KMO Fit A5 IR K B
KMO B i 1) 1 4L 0.845
AR5 2968.849
LR RS BT FE AR 56 H 36
B 0.000
3) ILFESEHA T
P JRdR A B L F EAAE 0.5 LAk, B FHRIUKSARBCR RiF. Z0E7
Table 7. Common factor variance
=71 AEFHRE
¥4k I
ik 1.000 0.898
TEREREIE 1.000 0.799
(EE e 1.000 0.734
g SIAGE 1.000 0.776
i et 1.000 0.807
FIR 2 R 1.000 0.740
0T IP B4 1.000 0.853
ITEREA 1.000 0.821
feAH I 5h 1.000 0.749

K7 M BIAIAG 7 BTG R BU R 7, A 4 MRRIEEHCR T 1, 4 A1 R 7 Z5TikE N 83.072%,
RYIARBE TR 4 DA R T HIRERE L LY, RESAEIRIFIOMRR: 9 MR . S ILK 8:
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Table 8. Total variance interpretation

=8 BRAEERRE

ST 22 R

g HIAHE AR ST 7 A Ji e 4~y A

o Bt EAS RR% Bt TEESE RR% Bt TEESE 2%
1 4.106 46.734 46734 4.106 46.734  46.734 4.102 46.684  46.684
2 2.046 16623  63.358 2.046 16.623  63.358 2.006 16.182  63.866
3 1.959 10651 74.009 1.959 10651  74.009 1.900 11114 74.980
4 1.366 9.063 83.072 1.366 9.063 83.072 1.368 9.092 83.072
5 0.347 3.853 86.925

6 0.332 3.694 90.619

7 0.292 3.242 93.861

8 0.281 3.122 96.983

9 0.272 3.017  100.000
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Z IR RRAE L 25 DA B Tl AT 44, BRI R 3% 10 P

Table 9. Component matrix after rotation
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1 2 3 4
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(ORI 0.853

W SIEAE R 4 0.686

i et 0.817
FIR 2 FEfE 0.631
LT IP B4 0.851

ImEAEA 0.863

e 5] 0.865
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Figure 9. Influencing factors
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Figure 10. Decision tree of repurchase intention
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