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Abstract

Background and Purpose: By fully utilizing cigarette consumption data, this study explores the in-
ternal relationship between consumer price category migration and cigarette structure upgrading,
and then analyzes and predicts changes in cigarette consumption trends in regional markets, pro-
viding direction for exploring the focus of cigarette structure upgrading. Method: This article uses
historical transaction data of consumers to extract characteristics of consumer behavior changes,
measure consumer activity, and then calculate and predict the active scale of different price catego-
ries of consumers in different regions. Based on this, a classic gravity model is introduced, starting
from the direction and quantity of consumer migration, to construct a calculation and prediction
method for the scale of consumer price category migration flow. At the same time, the hierarchical
coefficient of cigarette structure representing the level of cigarette structure and the migration scale
of first and second class cigarettes are substituted into the regression model to analyze and predict
the consumption trend of the cigarette market. Conclusion: This article uses this model to analyze
and predict the current and future cigarette consumption trends in the regional market of Y city.
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Figure 1. Theoretical framework
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Figure 2. Active scale of consumers in various price categories in Y city from July 2022 to
February 2023
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Table 1. Active scale of first class cigarette consumers in various marketing departments of Y city

=LY T REHB—RIEHEE BRAE

Ao A E S B E C EHHHL D EHHS E EHH FE
202207 782.85 639.54 337.20 174.76 775.78 647.00
202208 1429.72 1552.25 808.02 519.16 782.73 1647.00
202209 1812.53 2409.57 927.50 756.86 777.02 1943.00
202210 3041.85 5563.87 1943.17 941.64 2955.11 2840.00
202211 2523.06 5686.57 1445.43 923.08 2710.85 3063.00
202212 1668.85 4026.55 994.55 726.13 1099.52 2582.00
202301 2584.31 6086.32 2341.43 1987.77 2325.47 2604.91
202302 2526.79 6595.76 2711.55 2663.32 2516.32 3774.18
202303 2555.55 6341.04 2526.49 2325.54 2420.89 3189.54
202304 2541.17 6468.40 2619.02 2494.43 2468.61 3481.86

e AL A -

Table 2. Active scale of second class cigarette consumers in various marketing departments of Y city

T2 Y MREHBEBIHREERMUE

Ao A E B E C E BT D EHIA E EHIHR FE AR
202207 505.58 371.48 249.36 198.00 644.43 390.05
202208 1315.58 809.15 586.11 446.00 678.03 946.66
202209 1988.48 2065.40 1106.98 762.00 964.00 3127.98
202210 2665.59 3689.15 1458.37 1020.00 2516.96 2973.73
202211 2148.97 3409.14 1066.58 1114.00 2032.79 1753.82
202212 1677.41 2614.18 720.94 686.00 998.12 1593.80
202301 2067.90 3677.32 1556.62 1537.90 1765.18 3133.04
202302 1888.10 3739.95 1616.09 2643.26 1747.16 3031.61
202303 1978.00 3708.63 1586.36 2090.58 1756.17 3082.32
202304 1933.05 3724.29 1601.23 2366.92 1751.67 3056.96

e AL T AE -

Table 3. Active scale of third class cigarette consumers in various marketing departments of Y city
3. Y T EEHAB= LI E TERAR

Hir AEHE B E C EHIHE D &I E B FE
202207 301.46 280.01 150.51 124.48 404.40 184.42
202208 754.64 608.26 330.65 305.46 461.24 395.58
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202209 1763.58 2071.85 879.85 1195.76 1429.78 1284.59
202210 1172.26 2293.15 811.84 764.32 1801.32 1034.88
202211 1672.30 2211.75 594.02 647.46 1550.38 907.42
202212 849.50 1822.62 382.89 431.05 680.14 845.60
202301 1146.83 2049.69 751.00 1071.26 1109.70 1077.47
202302 1006.96 1901.13 712.16 1070.21 975.09 1019.85
202303 1076.89 1975.41 731.58 1070.73 1042.40 1048.66
202304 1041.93 1938.27 721.87 1070.47 1008.75 1034.25
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InM,, =65.87+1.68InS;, +0.61InS;, —16.71In D, ,
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INM,, =90.43+1.01InS;, +0.12InS;, —22.76In Dy,
F =1.383, R* =0.341
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Table 4. Calculation and prediction results of net migration flow of first class tobacco consumers in various marketing de-
partments of Y city
FAY HEEHP—XEHEEE IR REBNESTUNER

K A E S B E C B8 D E L E E AL FE AR
202208 646.88 912.71 470.82 344.40 6.95 1000.00
202209 382.81 857.31 119.48 237.70 -5.71 296.00
202210 1229.31 3154.31 1015.67 184.78 2178.09 897.00
202211 —518.79 122.70 —497.74 —18.55 —244.26 223.00
202212 —854.21 —1660.02 —450.88 —196.95 —1611.33 —481.00
202301 915.46 2059.77 1346.88 1261.63 1225.95 2291
202302 —57.52 509.45 370.12 675.55 190.85 1169.27
202303 172.60 489.63 108.64 557.37 30.09 1145.87
202304 153.91 641.52 306.66 969.81 135.41 3335.33
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Table 5. Calculation and prediction results of net migration flow of second class tobacco consumers by various marketing
departments in Y city
F5 Y MEEHBLBEHEE FIRRENESTMER

k) A B B BT C B D E L E E L FE
202208 810.00 437.67 336.74 248.00 33.60 556.61
202209 672.90 1256.25 520.88 316.00 285.97 2181.32
202210 677.12 1623.75 351.39 258.00 1552.96 —154.25
202211 —516.62 —280.01 —391.79 94.00 —484.17 —1219.91
202212 —471.56 —794.97 —345.64 —428.00 —1034.67 —160.01
202301 390.49 1063.14 835.69 851.90 767.06 1539.24
202302 —179.80 62.63 59.47 1105.36 —-18.03 —101.44
202303 425.41 1371.53 890.95 758.64 365.79 2494.02
202304 47.00 886.33 44.20 259.49 37.19 700.37

e ALy T AE -
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str, =1.18+0.01In M, +0.052In M, +0.25Inz, -0.39In z, + &,
F =19.241, R? =0.822
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Table 6. Calculation and prediction results of the cigarette structure of various marketing departments in Y city

6. Y MEEHMERERNESTUNER

Ay AE B E I C &R D E AT E B FE
202207 1.82 1.77 1.77 1.63 1.69 2.01
202208 1.79 1.78 173 1.59 1.64 2.00
202209 1.80 1.76 1.77 1.63 1.69 1.95
202210 1.83 1.84 1.79 1.73 1.73 2.01
202211 1.77 1.70 1.66 1.54 1.56 1.86
202212 1.61 1.58 1.54 1.42 1.48 1.74
202301 2.28 2.30 2.30 2.11 2.24 2.48
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202302 1.66 1.70 1.67 1.79 1.64 1.84
202303 1.93 2.08 1.96 1.96 1.92 2.17
202304 1.81 1.97 1.81 1.90 1.80 211
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Table 7. The consistency between the actual structure and predicted structure application of cigarettes in various marketing

departments of Y city
7. Y T EEHNESELGREMSTNGEHR B EE
3 H 4 H
SERRBIEAH BB XXl /X PRI BOUBELE X~ X X
A BB 1.91 1.93 0.01 1.81 1.81 0.00
B 1.90 2.08 0.09 1.82 1.97 0.07
C BB 1.86 1.96 0.05 1.78 1.81 0.01
D B4 1.80 1.96 0.08 1.64 1.90 0.14
E EAYHE 1.82 1.92 0.05 1.75 1.80 0.03
F B AR 2.05 217 0.06 2.10 211 0.01
W& BE 91.75% 93.44%

e 7 o, HRYE Y T 555 B S R 2 O 45 A AN T A R 45 R TSR ORI 3 BT 4 A N WA 4y
FHEF T 91.75%. 93.44%, FTIAXT Y &8 2023 4E 3 A & 4 F S2hnds I SE 1) 5 0 5 M0 45 40 2 v
FEWIE

5. &g

ASCHET Py LA Dy B, SE R B EAT R R A Y 9 BR R S S i R, JF R
fifi b, SINE PR AN P RITRe T R, A I 45 ) J2 Ik 3 i B A I S5 K T2
KV, JERES MR REM G, DR Hr AT Y 7 X3 & R o 3. il s o Hr
LRGSR, AIGLAR S50 1) ARG P E BRI B e 2 5 52 2% H A5 i, Hop
— I P E R NG 2) — MR S I E R R B A T R R e, Hoh 3k
TRV e I AR T EE R ) 35 TN M 2 B 1T B 55 A8 A M T 20 s i WL A ox X311 37 26 MV 2t

DOI: 10.12677/aam.2024.131005 45 IR Esid


https://doi.org/10.12677/aam.2024.131005

RS, i 5%

AT HN, BRI AT 90%, RORBUF. Hait, ASCONIT AT DX Pl 55 ik g i) 7
PR B E R R — e R S INE, R AL X R G BA — 2 S E N E.

SE

(1]
(2]

(3]
(4]

(5]
(6]
(7]

(8]

(9]

BOIFE. B R E M E ST EREES TR, & ERIBET, 2023(5): 21-24.

B, M, TR, &5 BT S I B TR A IR A B 4 W B KR M R 2R S T 43 BT —— Dl AR R R
I[I). =2, 2021(7): 105-109.

25 1. BT TR GE v AR AL ) 1 A5 MR 2 AN A% s me R 36 2 A [J]. BT 51 10k, 2022, 43(7): 62-64.

Kz, FIFEE. GBS T B A s F R SRR AT [Cl/h EE R 2 2. B 2 2 R 2
7518 4. 2017: 14,

=R, RKPHURE, FIUL, %5 B0 2 e m IR )], S 1EL BT 58, 2023(5): 93-97.

AR, JESLL) ¢ R TR A AR R ) Ui 2 [D]: [ A xC]. R BF k%, 2019,

Tk, X, XIAAR, BREZE, TLE, M, M, SRR FRENE o AR R S A T P A R ], HA
55, 2021(6): 79-86.

Jalb, XISCHL A E AR BRIER BN DR 2 R B e 8 tE——3fe BB B R i 8 5 ST A 38 (0],
A %21, 2023, 45(3): 80-98.

MRS, KA. AR5 DN FUE R X Ml e BT HE IR[I/OL]. # B RO R S SR (N S S RHE R,
2023: 1-10. https:/doi.org/10.19898/j.cnki.42-1704/C.20220905.02, 2024-01-08.

DOI: 10.12677/aam.2024.131005 46 IR Esid


https://doi.org/10.12677/aam.2024.131005
https://doi.org/10.19898/j.cnki.42-1704/C.20220905.02

	非契约关系下消费者价类迁移对卷烟结构升级的影响与预测研究
	——以Y市为例
	摘  要
	关键词
	A Study on the Impact and Prediction of Consumer Price Class Migration on the Upgrading of Cigarette Structure under Non-Contractual Relationships
	—Taking Y City as an Example
	Abstract
	Keywords
	1. 引言
	2. 理论框架
	3. 研究方法
	3.1. 卷烟消费者活跃规模测算与预测
	卷烟消费者活跃规模测算

	3.2. 消费者迁移价类流量测算与预测
	3.2.1. 消费者迁移流量的测算
	3.2.2. 消费者迁移流量的预测

	3.3. 消费者价类迁移对卷烟结构升级的影响模型
	3.3.1. 卷烟结构升级测算
	3.3.2. 消费者迁移对卷烟结构升级的影响模型与预测


	4. 实证检验和结果分析——以Y市为例
	4.1. 卷烟消费者活跃规模测算与预测
	4.2. 卷烟消费者价类迁移流量测算与预测
	4.3. 消费者价类迁移对卷烟结构升级的影响模型估计与预测结果
	4.4. 模型应用吻合度分析

	5. 结论
	参考文献

