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Abstract

This study takes the new consumer brand Yuangqi Forest as the research object, and constructs the
research framework of “consumer behavior analysis-marketing strategy evaluation-optimization
path design”. Based on the consumer behavior theory and brand communication theory, it adopts
the mixed research method combining literature research method, case research method and quan-
titative analysis method. Credit validity tests and multiple regression analysis were conducted on
324 structured questionnaires to reveal the consumption behavior characteristics of generation Z
groups in the dimensions of perceived value, social interaction and cultural identity. The research
finds that the target brands have strategic faults in product iteration and innovation, cultural value
embedding, scenario-based marketing and channel integration. It is of certain significance to pro-
mote the consumption motivation of new tea of generation Z group, improve the operating environ-
ment of the new tea industry and further promote economic development.
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Figure 1. Data diagram of consumers’ attitude towards Yuangi Forest packaging design
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Figure 2. Channel analysis chart of consumers understanding of Yuangi Forest
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Figure 3. Data chart of consumers’ views on Yuangi Forest brand culture
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Figure 4. Data diagram of consumers’ views on the personalized characteristics of Yuangi Forest products
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Figure 5. Consumer satisfaction data chart of the raw materials made by Yuanqi Forest
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