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Abstract

As the new generation (post-95s and post-00s) gradually becomes the main force in consumption,
Traditional Chinese Medicinal health snacks, which combine wellness value with leisure attributes,
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are embracing new development opportunities. This study closely aligns with the consumption
preferences of this group, deeply integrating digital technology into the entire chain of research,
development, and marketing of Traditional Chinese Medicinal health snacks. Through online data
collection and analysis (such as big data mining), the genuine demands of the new generation re-
garding snack efficacy, taste, packaging, and communication channels are accurately captured. By
means of intelligent formula development and digital sensory evaluation experiments, product de-
velopment efficiency is significantly enhanced. Meanwhile, by synergizing with social media and
content e-commerce platforms, targeted marketing strategies tailored to young consumers are con-
structed. Analysis based on valid questionnaires and online review data indicates that the applica-
tion of digital technology can effectively bridge the gap between Traditional Chinese Medicinal
health snacks and the new generation, improve brand communication efficiency, and provide ac-
tionable theoretical and practical references for the youthful transformation of traditional medici-
nal cuisine.
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Table 1. Results of topic mining
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Figure 1. Respondents’ recognition of health value
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Figure 2. Taste characteristics of medicinal diet
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Figure 3. Innovation in packaging preferences for medicinal snacks
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Figure 4. Distribution of cognitive sources for traditional Chinese medicine snack information
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