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Abstract

XX persimmon cakes are well-known nationwide and even globally, and they have a strong driving
effect on the regional economy. This article studies the brand marketing strategy of XX persimmon
cakes based on factors influencing consumer purchasing behavior, and offers suggestions to im-
prove the brand marketing of XX persimmon cakes. Through consumer research questionnaires
and in light of the current development status of the XX brand, the analysis is conducted from three
dimensions: consumer purchasing decisions, perceived value, and purchase intention, leading to
the main conclusions that consumers have various ways to learn about XX persimmon cakes, mainly
focus on taste and texture, and there is still room for improvement in brand communication and
strategy. Based on these findings, the following suggestions are proposed: first, multi-channel pub-
licity to enhance brand value; second, improve the quality of persimmon cakes to enhance user per-
ception; third, increase product diversity to enhance brand communication power.
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