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Abstract

With the quickening of the pace of life and the adjustment of dietary structure, consumers are
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forming a way of eating less and more meals, and the boundary between meals and snacks is grad-
ually blurred. Subsequently, the main body of leisure food is increasingly rich, in order to grab more
market, close to the consumer’s vision, the brand competition between multiple brands, also pro-
motes the development of leisure snack industry. This paper starts with the brand cognition of “BE-
STORE” company and the satisfaction evaluation of its products, conducts a survey on college stu-
dents who have purchase needs, and conducts research by means of questionnaires, in order to im-
prove the satisfaction and loyalty of college students, and provides reference and thinking for the
healthy development of “BESTORE” company. Through the questionnaire survey, it was found that
“BESTORE” had problems such as brand awareness to be improved, vague brand image, lack of
brand cultural identity, and product quality affecting satisfaction, and put forward corresponding
optimization strategies for the problems, including building a personalized brand, improving brand
awareness, clearly positioning high-end snacks, establishing a high-quality brand image, exploring
consumer convergence points, strengthening brand cultural identity, adhering to the concept of
high-quality products, and improving customer satisfaction.
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Table 1. Introduction to domestic leisure food brands
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Figure 1. Monthly living expenses survey statistics of survey subjects
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Figure 2. Statistical chart of the survey on reading and leisure snacks spending by survey subjects
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Figure 3. Statistical chart of snack brand awareness survey
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Figure 4. Statistical survey on brand awareness of “BESTORE”
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Figure 6. Statistical survey on cost-effectiveness awareness of “BESTORE”
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Figure 7. Statistical survey on brand culture awareness of “BESTORE”
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Figure 8. Statistical survey on the cultural symbols of the “BESTORE” brand
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Figure 9. Statistical chart of factors influencing satisfaction with “BESTORE”
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Figure 10. Investigation and statistical chart of reasons for dissatisfaction with “BESTORE”
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