HREXE 24 FE151H

PEHEROH Z SHRTES PR R SKiiaRbHS
B BRI B

EfE B RigE
EFRBHAKRZE HHEFSEEFR, PE - L= 100044

ISSN: 0000-0000(Print); 0000-0000(Online)

M OE: PTIR Z R, R AL 1995 F £ 2009 £ a9 BER, AN TR FHGELRERS, BE STl
MEE R, RART KRR — AR S, 5 ZERERMER, REIR A EAAEE, AT E A Python J& x
BANIE T F & 5 RoH T3 £ 4034 At %, FIRRN  p PPS St KUALIRAER) 7 ik, wL19 53
SHE, WADGIAL, FHALFSHAES &, RAFRLAFNE 703 4, FEAHEE 626 4, A=K E
89%. id A F B BB HATR L MG AR E ST, Rt T ZRRABAR A R A, TR AW % Hoh
B KRS A T S 3E Z AR T A AT T AR sy, ARSI AERE SO T A 45 5 A

KHEIF: RAFRK; Z#K; R, T%AH; K-means £ 5

Market Research and Marketing Strategy Analysis of Natural Mineral Water under the

Consumption Trend of Generation Z in Beijing, China

Chenyuan Lu Pu Han Peifeng Wu
School of Urban Economics and Management, Beijing University of Civil Engineering and Architecture, Beijing, 100044, China

Abstract: The so-called Generation Z refers to a group born between 1995 and 2009, who have a high level of acceptance
of new things and diverse personality needs. Natural mineral water, as a healthy beverage, matches the characteristics of
Generation Z’s pursuit of health and love for health preservation. This study used Python web scraping technology to crawl
the top five comments on the sales of mineral water on e-commerce platforms as the basis for designing a questionnaire. At the
same time, multi-stage PPS sampling and random sampling methods were used, mainly questionnaire surveys, supplemented by
various survey methods such as DGI surveys and field investigations. In the end, 703 questionnaires were actually distributed,
and 626 valid questionnaires were obtained, with an effective response rate of 89%. Through descriptive statistics and cluster
analysis of questionnaire data, the consumption characteristics of drinking water, influencing factors of cutting-edge drinking
water purchases, and willingness to purchase natural mineral water of Generation Z were analyzed. Population segmentation
was conducted on Generation Z consumers, and conclusions and suggestions for marketing mineral water were obtained.
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