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Abstract

As an emerging tobacco product, Electronic cigarette has formed a strong consumption trend
(e

SCEF| WM, m, Pk, £L. T 0T Logit MBI TR SR BT ALN]. Siitar S, 2024, 13(1):
40-46. DOI: 10.12677/52.2024.131005


https://www.hanspub.org/journal/sa
https://doi.org/10.12677/sa.2024.131005
https://doi.org/10.12677/sa.2024.131005
https://www.hanspub.org/

T, mRE S

among young consumers in just a few years, which has affected the consumption pattern of ciga-
rettes to a certain extent. As a consumer product close to cigarette consumption attributes, con-
sumers’ choice of Electronic cigarette consumption will also have a certain impact on cigarette
consumption, and the research on influencing factors of Electronic cigarette purchase can also
provide a powerful reference for changes in cigarette consumption. This paper aims to study the
influencing factors of consumers’ purchase of Electronic cigarette, find out the key influencing
factors of consumers’ choice of Electronic cigarette, analyze the characteristics of consumers’
choice of Electronic cigarette, so as to tap the future development potential of Electronic cigarette
and provide a reference research opinion for the development of Electronic cigarette, and provide
some reasonable suggestions for cigarette marketing work under the new situation.
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Table 1. Basic information of respondents (n = 258)
= 1. ZiREEEKER(n = 258)

RHIE A¥ St
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£'8 141 (54.7)
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>41 5 (1.9)
R 0.402
P 206 (79.8)
e 52 (20.2)
e 2.211
<1 17 (6.6)
1~3 132 (51.2)
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Table 2. Analysis of cigarette purchasing factors
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Table 3. Analysis of purchasing factors for electronic cigarettes
= 3. BTFRMEERRS
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Table 4. Analysis of purchasing factors for cigarettes and e-cigarettes
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A 0.047 0.016 234.296 <0.01
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