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Abstract

With the rapid development of the economy, the social ecology and cultural environment have un-
dergone tremendous changes, and BANI is gradually becoming synonymous with the current era.
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Consumers in the BANI era are increasingly valuing whether brands can bring emotional value, and
Haowangshui has gained popularity among consumers with its herbal health and emotional healing
concepts. This article examines the emotional marketing strategies of the beverage industry, with
a focus on Haowangshui as a representative brand, based on the emotional characteristics of con-
sumers in the BANI era. By applying structural equation modeling, the AISAS model, and the 4P
model, the research analyzes consumption pathways and marketing strategies, investigates the
mechanisms of market opportunities, promotional channels, and emotional value, and provides
recommendations for future development.
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Table 1. Results of model path analysis
1 REBRESNER

TETEAR BE[A] W PR 42 6 R Aedri i 24K FriEAl R AL z P
e - ) K R 0.427 0.482 7.892 P <0.001
st PR - ) SE = IR 0.193 0.271 4.326 P <0.001
e E - i R 0.358 0.314 5.814 P <0.001
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