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Abstract

E-commerce has become the main method for economic and social development and promoting the
digital transformation of the industry. With the increasing development of digital economy, e-com-
merce will also rise rapidly, and most farmers have achieved economic freedom through e-com-
merce. “Taobao village”, “e-commerce village” can fully demonstrate the great potential of e-com-
merce development. While pursuing product quality and price competition, enterprises inevitably
face the challenge of homogenization. This homogenization makes consumers pay more attention
to the overall experience process of the product or brand. Therefore, brand experience has become
the focus of both enterprises and consumers. As the basis of consumers’ purchase behavior, pur-
chase intention plays a crucial role. It reflects consumers’ real demand and attitude towards prod-
ucts or services, and can also predict future purchase behavior to a certain extent. Enterprises also
need to keep pace with The Times and make full use of big data, media and other ways to innovate.
For Maotai-flavor liquor enterprises, this means that they need to continuously improve and optimize
brand experience to meet the growing needs and expectations of consumers. Based on the compre-
hensive review of relevantliterature theories, a comprehensive research model is constructed, taking
brand experience as an independent variable and purchase intention as a dependent variable for
analysis, and corresponding hypotheses are put forward for analysis and conclusions are drawn.
This paper analyzes the research hypothesis and draws the following conclusions with data analysis:
sensory experience, emotional experience and thinking experience have a significant positive im-
pact on consumers’ purchase intention. Finally, based on the empirical research conclusions, this
paper puts forward reasonable suggestions to provide reference for how to use brand experience
to enhance consumers’ purchase intention, and points out the shortcomings of this paper and pos-
sible future research directions.
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Figure 1. The influence model of brand experience on purchase intention
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Table 2. Descriptive statistics of sample characteristics
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