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Abstract

In a mature market, consumers have brand preferences. In order to study the influence factors of
consumer brand preference, this article takes coffee as an example, and proposes hypotheses af-
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fecting consumer brand preference based on own characteristics, brand contact, and brand image.
Based on the questionnaire survey data, correlation analysis and regression analysis are carried
out to verify the hypothesis. The result shows as follows: 1) Own characteristics and brand contact
have a positive and significant impact on brand image. 2) Own characteristics, brand contact, and
brand image have a positive and significant influence on brand preference. 3) Various factors have
different degrees of influence on coffee brand preference. Brand image has the most significant in-
fluence on consumer brand preference, followed by own characteristics, and finally brand contact.
It is recommended that coffee brand companies should fully understand the influence of coffee
characteristics, brand contact, and brand image on brand preferences when studying the brand
preferences of coffee consumers. Coffee brand companies should establish a good brand image to
attract consumers, thereby further cultivate consumers’ brand preference.
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Figure 1. A model of the factors that influence brand preferences in this study
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Table 1. Related analysis table

F 1 HEERNHE
H Sk i A Y bie i AR
B IR b AH S 1 1 0.381" 0.788" 0.807™
H St Sig. (W E) 0.000 0.000 0.000
S 616 616 616 616
B IR IR S 0.381" 1 0.732" 0.766™
Y e Sig. (W) 0.000 0.000 0.000
M 31 616 616 616 616
B IR A KA 0.788" 0.732" 1 0.846™
e Sig. (W J2) 0.000 0.000 0.000
=1 616 616 616 616
B R b AH S 1 0.807" 0.766™ 0.846™ 1
i AR 5 Sig. (WE) 0.000 0.000 0.000
M 31 616 616 616 616

“TE 0.01 AR, AHFNER

e 1 ARG H, B SRS R R RECH 0.788, RISFEADE, HAUZM I AE
4 0.000, EHULATUL, F S4eES RETE R G IEARDS, SEmf g Hla oL, FERTA, B SRS &
FEARG L 2 R] 2 TEAE G 1), BRI B H1b B . B B RRIE S W R R (a1 1EAH S 1, dE i % H2a Bar.
H S 5 SR R 2 ) IE A SR, BEMRE H2b L. SR 25 i i 22 6] J& IEAHOC Y, 3Eif
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MAEFENE S HT R, AR By H AR BRI N AR &, 55 F-HF 70 AR 2 ) () IR SR 56 &R
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Table 2. Model fitness test results table
2. RBEN BRI RE

xit) R R? HEFH R? PER SRR
EEREE . AR R R 0.799° 0.638 0.636 0.52124
E SRR i R A it B 0.806° 0.650 0.649 0.47459
FEPREPE S R . T BT BN R AR 0.869° 0.755 0.754 0.43589

a AL & (F ).
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Table 3. ANOVA table

=3 FESHER
it S5 HHE Bi5 F BEE
EVE] 156.388 2 78.194 413.724 0.000°
B SRR R R 5 ¥ 116.082 613 0.189
Bk 272.470 615
EVE] 235.928 2 117.964 578.255 0.000°
B BRI il R X i R B ¥ 125.358 613 0.204
Bk 361.286 615
[EFE| 261.027 3 87.009 530.543 0.000°
H BRSBTS SR R W= 100.259 612 0.164
Bk 361.286 615

b FAL & (W ).

Table 4. Regression coefficient table

F* 4. EEARKER

RIRHEAL RE

it - FruEfL 23 Beta t EEH

B TR
(W) 1.250 0.136 8.945 0.000
H O SRePE TRl 5 Y EEEEREA 0.511 0.031 0.489 23.783 0.000
ol JEL A fih 0.341 0.025 0.301 12.616 0.000
(H ) 0.979 0.132 7.349 0.000
ELEPREPE b R AT o P 4 H S 0.523 0.030 0.497 25.127 0.000
o fih 0.332 0.029 0.281 14.702 0.014
(&) 0.768 0.120 5.924 0.010
EECERR A 0.312 0.032 0.283 14.168  0.000

H SRR PE . SRR R 0T i R

il JE R fi 0.239 0.024 0.198 10.205 0.021
b 0.436 0.018 0.403 26.802  0.000

MRAEE 2 MSE RPN, B SRebE . R flont St R R I [ 3 7 R0 R 30K 0.638, H BHRFE.
st R i ke R 2P0 [ U 7 R ) 52 R B0 0.650, B BPERYE . hsazefih. B RS Gt it R AR 48 ) [
JIFEIHE 2 E 0.755, FEH R FRARRE T 58 711 63.8%, 65.0%, 75.5%, MIAFEEHRLF. HARYE
FIMEAER, ZEEE T FIEY, RUEESCREE, WE SR, SRR S R R 2 8 BT B3
MRMEDCR, BEFRE. s S L < R B A BN R, BERHE. . SEIER
5 R 2 R B B R RIER 4 AR, WEO. B SRR SRR A, RO, B S
PEL SRR SR RERIE T T RE RS, Uk, B SRR SRR S S R R R
B = 1.250 + 0.511 * HEFREE + 0341 * i, BERE. S A0S SRR L B TR -
an U RLF =0.979 + 0.523 * HEVRHE +0.332 % dhfEh, BERRE. S SRR RS R L
BIETFEA: LT =0.768 +0.312* [ S FEE +0.239 * ffddfih +0.436 * ML S
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Table 5. Mediation Comparison Table
5. PFAMERAXEEE

xR KN H A2 BRI B H 44T TN H A 2R B B B H 2303

SRS B t Sig. B t Sig.
WA 0.979 7.349 0.000 0.768 5.924 0.010
SELhRk 0.523 25.127 0.000 0.312 14.168 0.000
il A ik 0.332 14.702 0.014 0.239 10.205 0.021
TGS 0.436 26.802 0.000

R? 0.664 0.755
VRS 1) R? 0.663 0.754
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