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Abstract

This paper aims to study the opportunities and threats of the development of quick-frozen con-
venience food, and focus on the behavior of Generation Z consumers, and put forward feasible
suggestions to promote market development. Based on this, this paper analyzes the macro-industry
background, mainstream brands and market performance of quick-frozen food in China through
literature research, questionnaire survey and SWOT analysis, and makes certain suggestions on
the marketing methods and future development of the Zhengda brand in the future. The oppor-
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tunities and threats facing the quick-frozen convenience food industry are summarized as follows:
China's quick-freezing industry management standards are still relatively imperfect, consumers
are most concerned about the convenience of products, there are concerns about safety and health,
consumer purchase channels are traditional, online sales there are many opportunities, consum-
ers value product “packaging”, order the former packaging design needs to be strengthened. It is
suggested that enterprises strengthen innovation, increase publicity, and promote the develop-
ment of the industry with policy support.
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Figure 1. Research process
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Table 2. Questionnaire validity analysis
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Figure 2. Reasons for choosing quick-frozen convenience food
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Figure 3. Quick-frozen convenient food packaging forms
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Table 5. Chi-square test results
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Table 6. Analysis of frequency of understanding channels
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Table 7. Analysis of frequency of purchase channels
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Table 8. Frequency analysis of reasons for dissatisfaction
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