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Abstract

In recent years, the development of the Internet and science and technology has accelerated. The
post-epidemic age and policies has also promoted a brand-new retail model and young consumers
represented by Generation Z have a rapid increase in demand for the quality, service and experi-
ence of products. Based on this, the paper takes coffee brands as an example, the questionnaire sur-
vey method is used to analyze the changing trend of the retail model of coffee, the consumption
concept and preference of young consumers in Shanghai. Then, correlation analysis, factor analysis
and cluster analysis are used to divide the interviewed consumers by characteristics. In addition,
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the analysis of competitive products is also used to compare some representative brands. Finally,
based on the results of research and empirical analysis, relevant suggestions are put forward to
provide reference for the development of the industry.
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Figure 1. Scale of China’s coffee industry (RMB 100 million), 2020~2024
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Figure 2. Flow chart of the investigation
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5.3. FAEEIER

ETEEMER, BAMED SPSSPRO #AFHHAT(S FEIIRLS . FRATERERIFE A o &% (Cronbach’s o)
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Table 2. Reliability analysis
2. EESH

Cronbach’s o 2% Fr#EAL Cronbach’s o &%k T FEA
0.772 0.780 9 120

Table 3. Validity analysis
3. WESH

KMO #5541 Bartlett Fs 5

KMO 1 0.616
R 101.642
Bartlett BRIE 5 46 46 df 36
P 0.000™

T MR 1%, 5%, 10%fH B2 KT

5.4. IESVALTRIER

S AR TS 3 A0 B ORI En A4 R B, i X, B XL ARTEIX . K X DA A R P R
Bl FEXWERIE . TS X — SRR 2] 1000 4 A1, L% e, 215 74 32 4, m&UR
B R4 968 17, A RE Ty 96.8%. WLk 4.
Table 4. Reliability analysis
=4 EES

Cronbach’s o 2%k Fr#EAY. Cronbach’s o &%k Wi FEASL
0.848 0.856 9 1000
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Figure 3. Gender proportion of responders
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Figure 4. Age ratio of responders
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Figure 5. Consumption concept distribution
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Figure 6. Coffee brand distribution
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FEHEA R AR T IR RESLIFAN SRR R, 3 FEIC PR R AR S5 19 26 Bt 52 v 1 KB 2y
R, I HBIRZ A RBE. 2E, BRI PRI R AT, RN R, ki
HATEREVT
7.1. BFSHE

AR 1) 6 B AR 2 e A, JRAT e RE1T KMO K301 Bartlett BRIZARYS:, DA E SR 21

DOI: 10.12677/pm.2024.1411384 151 FEp R


https://doi.org/10.12677/pm.2024.1411384

RaERT

Bl 2w IE A T

ZE R R KMO 184 0.635, KT 0.6. [AI, Bartlett BRIEAGIG (K45 R 27, p {4 0.0007, /M
0.05. X —HIEB NN E A HATHE T 0 BEAF L 2IREE, E4RERE, SRR A MK
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Table 5. KMO analysis
5. KMO &8

KMO #%;
KMO {8 0.635

R T Rz e, BATEET T AR F . ARILF R Mg e, HTHE D
AR E AR DR BT R R 0 3R] PR A SRR S o AR R SR [R] AT LR — A AC R 5 HLAt AR R 2 TR
MM, #E Tz RS FE R A P R E R, W, JERERBUEAE 0~1 (. BURMILFER
W% A 5 3K R B 1 (R SR IR B A v

PR 3 AT SR BRI 23 DR 7 X B AR i (1 SRAR T ZZ R AS /N T 85%, i 4 N2 B AU 2 i
R 1 85%, 1AF] 1 86%LL L, UYHIIX 4 AN AR R 5 B2 W RIL 8 ARG TR R EUE T RE
BHEE, BIEROX 4 METAENAIE T BAANE 6.

Table 6. Total variance interpretation
6. RRERRER

TR

WA B WIS AT A 2% Wit %gzgiﬁﬁ 2%
1 3.719 45,120 45.120 3.719 45,120 45,120
2 1.645 18.514 63.634 1.645 18.514 63.634
3 1.049 15.864 79.498 1.049 15.864 79.498
4 0.814 7.123 86.621 0.814 7.123 86.621
5 0.453 5.918 92.539
6 0.235 5.413 97.952
7 0.128 1.339 99.291
8 0.093 0.709 100.000

ZJe, W RO AT e, DASR R BT o TR T LU B 3 HE R v R A A
ST AT, o T o A vt A RS S AR AT PR A B S i Il A B TR B AR B B T AR
e . Wik 7.

Table 7. The component matrix after rotation

F 7. MERE BRI RERE

REEEFERERER
e I T R SARE(AR T
BT 1 BT 2 T3 T 4 T %)
R ~0.105 -0.145 0.705 -0.217 0.537
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NGB L 9N 0.021 0.913 -0.062 0.209 0.397
W) SE 55 %5 O mim e 3 i 0.201 0.318 —0.246 0.288 0.691
T SE Bk Y SR -0.215 0.617 -0.092 -0.117 0.436
W SENmEE R R & 0.540 0.117 0.096 —0.362 0.474
T SE BimmE R SEE B RERE 0.147 —0.054 -0.031 0.079 0.929
WOMEE s REAR R B B R B 0.330 -0.136 0.368 0.186 0.909
WS 0.341 0.784 0.203 0.104 0.784
EEHEE 0.299 -0.145 0.511 -0.221 0.749
LS 5—@%&;}5 AT 0.615 -0.126 0.000 0.836 0.910

)i, BADEEEAEX W, KA T BB R H 3K, B TR T, 25, R
Pl H BRI B DU R T AT 4 . H8 48 7, BRT 1 SRk B0 S0y 0sll T B B I AH ¢ &
BORK, BEHIER —DR7 2Rm H B 3 W S5 D 3R — (G, RV 3% 10 “I s 5 BT
TEANTSCECHON < T B T SE SR AR S R BUEUR, RINE SR W BRRE” s T =5
SR AT B IR R AR BOBOR, BRI W S S 7 5 TR DU S Sk Y SRTE R fEERE S L
it A G BT B IOAR G R BEOR, RV 28 10 “ I 2 fmds ™ -

BARNE AL 8:
Table 8. Factor table
%8 AFTE
) fH BT 4K fiFE
1 11. 19 HRESE VH B T S ) 2 R R R
2 6. 10 T SR AFAE WHRE AT SCECON R 9N EELE 2 1 400
3 3. 4 HE S A RS HRY
4 7. 23 W AR LT T TR R B A T B B R T
HH 7 AT LA 2

F = (0.316/0.784) x F1+(0.321/0.784) x F2 + (0.164/0.784) x F3+(0.402/0.784) x F4
AR 7130 W% 9.

Table 9. Factor composite score sheet
#9. BFEEESE

F1 F2 F3 F4
H—K 2.5203 1.8356 1.6115 1.1254
B 1.3142 1.0162 1.4111 1.0256
F=K 0.6442 0.5115 2.7456 0.4232
FAES 0.5112 0.4645 0.6478 0.4112

7.2. BRETHE
R M BB A R L R BER AT — 03, B IAE T LR — AN P B T BAT 32
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Figure 7. Main population characteristics table
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Figure 8. Potential population characteristics table
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Table 10. Comparison table of Luckin Coffee and Starbucks coffee
= 10. FHFEMMES 2 B sEmEERT b=

Hi S pnE BB E

X LE s (1 PY)

JR AL ] 2017 4 1999 4
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Table 11. Comparison table of Luckin Coffee and Cotti coffee
2 11. Im=ElES e mnndexs b =

Bty S0 JZE 1 e

3 E £ (1 ) : @

COTTI

COFFEE

ST I T 2017 4E 2022 4

Hri Tk T Tk T )

(iR L 9.50% it 4%

A ETE# 10,000 £ % 7000 £ %

R 3t %prﬁ%%Tﬂﬁﬁmﬁﬁ\%m% &@%HE%@%E%,EﬁM@%EW&

S THRERAE, A EHLIE R AR A

72 i i A% XA 10~20 7. 9.9 7

Rigpeg WP R RS IPRRRT S LIS S A

Table 12. Comparison table of Nescafe and Saturnbird coffee
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