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Abstract

Along with the continuous development and progress of society, people pay more and more atten-
tion to the safety and security of food, and gradually, food safety has become a high requirement for
people to choose their quality of life. China is the world’s largest pork consumption country, and
porkin China’s meat production and consumption accounts for about 60% of the total consumption.
A brand is an important part of the competitiveness of an enterprise. This paper will start with the
consumers in the choice of brand pork behavioral factors, study the impact of brand pork marketing
strategy, analyze the brand pork in the process of marketing problems, and put forward relevant
feasible suggestions to promote the development of brand pork and enhance the competitiveness
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of enterprise brand.
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Figure 1. Analysis of the cognitive status of brand pork member customization
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Figure 2. Analysis of online purchase situation of brand pork
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Figure 3. Consumer awareness of brand pork
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Figure 4. Analysis of consumer purchase brand categories
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Figure 5. Analysis of consumer pork purchase location
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Figure 6. Analysis of consumer purchase motivation
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Table 2. Analysis of consumer purchase frequency of brand pork
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Figure 7. Analysis of consumer purchase prices for pork
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