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ABSTRACT
At the mention of Tea House, people naturally think of some people with connotation, because savoring tea is an art and a kind of enjoyment in China. Traditional Tea House is places where people drink tea and have a rest and reduce pressure. The lack of research on consumer buying behavior has affected the development of Tea House enterprises in Guangzhou.

Based on literature review, a research on the consumer behavior of tea restaurants is conducted. Questionnaire was designed, distributed, and analyzed using the SPSS software. Descriptive statistics and correlation analysis were extracted from the data to discover customer needs, communication, convenience, and willingness to pay. Factors behind the behavior were then analyzed to determine market opportunities of the tea restaurant and marketing strategy recommendation was proposed. 

The recommendations include: on choice of market segments, adjust market positioning; on customer needs, provide customer-centered product and service; on customer communication, take advantage of every communication opportunity and actively establish communication with consumers; on customer convenience, make the customer as the “king”; on customer willingness to pay, use market penetration pricing.
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[bookmark: _Toc37639657]1.0 Introduction
[bookmark: _Toc25308763][bookmark: _Toc26359151][bookmark: _Toc37639658]1.1 Background 
China has a long history of tea culture; tea culture in the Tang and Song dynasties has been very famous. The emergence of tea culture began with the active entry into the world of Confucianism and absorbed the essence of Confucianism, Buddhism and Taoism. Buddhism emphasizes "Zen tea blends into one" with tea to help Zen, tea to worship Buddha, not only from the tea taste bitter silence but also from the injection of Buddhist philosophy and Zen (Li, 2019). The Taoist doctrine injects the philosophical thought of "harmony between nature and man" into the tea ceremony, which not only sets up the soul of the tea ceremony, but also injects the aesthetic idea of advocating nature, truth and simplicity, and the thoughts of rebirth, precious life and health preservation (Yan, Ge & Xiong, 2020). The essence of Chinese traditional Tea House culture lies in the inheritance of tea ceremony, which highlights the interactivity, communication and timeliness of relevant information. At the mention of Tea House, people naturally think of some people with connotation, because savoring tea is an art and a kind of enjoyment in China. Tea House is mainly distributed in coastal cities, especially Guangzhou, Shanghai and several southern cities (Lin and Chang, 2020).
[image: ]
Figure1-1: Tea House main geographical distribution in 2016
Source: Lin Ke Ai Pu in China

There are mainly three types of Tea Houses in China: middle and high-end Tea Houses located in Central Business District (CBD) business district, such as Charme Tea House；Tea House with delicate and delicious dishes favored by small bourgeois, such as Bi For Time Tea House; traditional casual and affordable Tea House (Lai, 2015). Tea House for everyone to provide an equal environment, so that people can chat, makes friends, gather, and talk freely. Consumers who come to consume can release their real selves, because there is no competition for jobs, any variety and bondage of the family, but only to relax themselves. It is common for Chinese people to wait in line with the number paper during the peak time.

The sales of Tea Houses in China are estimated to have increased from 17.7 billion yuan in 2011 to 65 billion yuan in 2016. According to incomplete statistics, there were 3,728 Tea Houses in mainland China as of 2011 (Jiang, 2019). In Guangzhou, a first-tier city, restaurants of all sizes are almost everywhere. People have many choices, from fast food costing as little as a few yuan to buffet costing hundreds or even thousands of yuan, so the catering market in Guangzhou has already reached the saturation level. But this situation does not exist in Tea Houses, according to the survey, although the real traditional Tea Houses is not difficult to see in Guangzhou, but far from the saturation of the market capacity, the market gap is still large.

The market share of Chinese Tea Houses has been increasing by a large margin and has been occupying more and more market shares year by year at the rate of 20% from 2008 to 2012. In terms of the industry, the sales volume of Tea House enterprises in 2008 increased by 43.25% over the previous year, ranking the highest in the industry (Jiang, 2019). In 2009, from the perspective of turnover and growth rate, Tea House enterprises are still developing rapidly. The growth rate of turnover is far higher than that of other business forms in the top 100, with the growth rate of more than 50%.

This study is to understand the influence factors of Chinese consumer behavior and product purchase in Tea Houses. The purpose is to find out the important variables in the marketing process of Tea House. In addition, according to analyze and discuss the variables of consumer consumption in Tea House, so as to determine the market potential and market opportunities of Tea House.

[bookmark: _Toc25308764][bookmark: _Toc26359152][bookmark: _Toc37639659]1.2 Problem Statement 
The main target customers of traditional Tea Houses in Guangzhou are people between 40 and 60 years old, who have more time to savor tea and talk about it, while young people prefer to go to bubble tea shops and fast food restaurants (Lin & Chang, 2020). From Figure1-2, Consumers aged between 41 and 60 accounts for 92%, while consumers aged between 0 and 20 only accounts for 1%. The age difference between consumers is very obvious.
[image: ]
Figure1-2: Age proportion of customer in Tea House in Guangzhou
Source: China Baidu Data Analysis

Since 2016, the sales of each Tea House brand have declined significantly because of the popularity of bubble tea. Total sales for the Tea House industry are down 10 % from the same period in 2015 and net profit is down more than 50 %. The overall Internet search index of Tea Houses has shown a downward trend. And the number of Tea Houses in China dropped from 4,110 to 3,410, with a mortality rate of 17% (Gatling et al., 2020). On the one hand, the upgrade of Tea House itself is slow, while the iteration cycle of Chinese restaurants is constantly shortened under the promotion of consumption upgrade. On the other hand, consumers have higher and higher requirements for quality. In the brand financial report, all brands attribute China's economy will gradually shift to a consumption-led model while maintaining steady growth. With the development of the economy, Chinese consumers will have more wealth and diversified consumption preferences by 2027.

[image: ]
Figure1-3: Tea House search volume in September 1, 2016 - September 1, 2018
Source: China Baidu Search Index

The study is conducted to identify the factors influencing customer‘s consumption in traditional Tea House, so that suitable strategies can be suggested to improve the sales. The weak market of Tea House cannot leave the influence of the Chinese market environment, but more from the brand's own aging and slow renewal (Erkmen and Hance, 2019). Tea House enterprises should find a better marketing strategy, in order to let the brand rebirth as soon as possible.
[bookmark: _Toc25308765][bookmark: _Toc26359153][bookmark: _Toc37639660]1.3 Research Questions/Objectives 
The main purpose of this study is to analyze the consumption behavior of Chinese consumers towards Tea Houses and its influencing factors.
RQ1: Does personal factors have a significant impact on customer buying behavior?
RQ2: Does economical factors have a significant impact on customer buying behavior?
RQ3: Does psychological factors have a significant impact on customer buying behavior?
RQ4: Does social factors have a significant impact on customer buying behavior?
RQ5: What are the suitable marketing strategies suggested to Tea Houses?
Objectives
RO1:  To determine whether personal factors have a significant impact on consumer buying behavior in Tea Houses.

RO2: To determine whether economical factors have a significant impact on consumer buying behavior.

[bookmark: _Toc25308766][bookmark: _Toc26359154]RO3: To determine whether psychological factors have a significant impact on consumer buying behavior.

RO4: To determine whether social factors have a significant impact on consumer buying behavior.

RO5: To suggest suitable marketing strategy to the Tea House based on the result of analysis.

[bookmark: _Toc37639661]1.4 Significance of the Study 
[bookmark: _Toc25308767]Academic significance: In the academic field, there is little research on Tea Houses, most of which focus on the overall situation of Chinese Tea Houses, and few of which focus on specific cities such as Guangzhou. Therefore, this paper enriches the academic research on Tea House enterprises.

For the government and industry: this is conducive to the regulation of China's Tea House market, to maintain market stability. It provides some valuable ideas for the research and sustainable development of similar tea catering enterprises.
[bookmark: _Toc26359155][bookmark: _Toc37639662]1.5 Limitations
In this study, the purchasing behavior of consumers was studied through questionnaires. Limited by time, labor, cost and other factors, this paper only takes Guangzhou Tea House as an example for investigation and analysis. In addition, the collection of samples is mainly field survey and network survey, and most of the data are obtained through network survey. After the screening of questionnaires, inevitably, a few parts of the authenticity of questionnaires remain to be verified. Secondly, the limited number of samples will also affect the effect of data analysis. The sample size is not large enough to fully reflect the characteristics of consumers' consumption behavior, which also has certain limitations. In the future, more comprehensive first-hand information can be obtained through more extensive surveys; so as to better known consumers' consumption behaviors and formulate more scientific and perfect market competition strategies.

The marketing strategy suggested in this paper should be further investigated in more detail and more factors should be taken into consideration in the in-depth operation. Due to the limited level, this paper has many shortcomings in the depth of research and demonstration.
[bookmark: _Toc25308768][bookmark: _Toc26359156][bookmark: _Toc37639663]1.6 Scope of the Study 
The purpose of this study is to analyze how personal, economical, psychological and social significantly affect consumers' purchasing behavior in Tea Houses, the scope of the study is Guangzhou, China. According to the census results, the population of Guangzhou in 2019 is 12.968 million (Gao and Wang, 2020). The sample size of the questionnaire is 400, which were randomly distributed in 11 districts of Guangzhou. This paper focuses on potential buyers and buyers. The research methods included literature review, questionnaire survey and SPSS statistical analysis. 
[image: ]
Figure1-4: The total population of Guangzhou in the past 70 years
Source: China National Bureau of Statistics
[bookmark: _Toc25308769][bookmark: _Toc26359157][bookmark: _Toc37639664]1.7 Ethical consideration 
In designing the questionnaire, we respect everyone's privacy and do not treat the investigators differently. The questionnaires were randomly distributed without discrimination on gender, occupation or income. The questionnaires were also anonymous and would not reveal personal information. At the same time, in the questionnaire analysis, different Tea Houses will not be evaluated to avoid misleading consumers for publicity and advertising. In the process of processing the sample results, there will be no second-hand sales data and the results will be used to publicize the store.

1.8 Chapter organization

Chapter 1 introduces the research background and problem statement. Through the research objectives and research questions, the significance of the research is derived. After that, the limitations and scope of the research are expounded, and finally, the ethical considerations are discussed.

Chapter 2 is a review of relevant literatures, which are related to the variables of this study: personal, economical, psychological, social factors.

Chapter 3 discusses the research methods in detail, including research design, measuring instrument, questionnaire survey, sample size, sample design, survey methods, data processing and analysis.

Chapter 4 is the results of data analysis and online survey. IBM-SPSS 22.0 is used to chart the research results, and descriptive analysis, cross analysis, difference analysis and multiple regression analysis are used to verify the hypotheses, and finally the data is summarized.

Chapter 5 analyzes and discusses the main research results of this study, and puts forward suggestions for the improvement of Chinese Tea House enterprises.

[bookmark: _Toc36649602][bookmark: _Toc17371830]2.0. Literature review
[bookmark: _Toc36649603][bookmark: _Toc17371831]2.1 Competition between traditional Tea House and other Tea House in China
Common Tea House has fierce competition with traditional Tea House brands. Since 2005, Common Tea House in China has witnessed rapid growth in sales and high gross profit, attracting numerous market participants. Common Tea House belongs to the public consumption, products like ordinary milk tea, bubble tea and so on. Traditional Tea House, generally not too much advertising and celebrity endorsement, mainly by the old customers and some people like classical stay in business, while other common Tea House, too much in the film and television advertising and celebrity endorsement, so popular by young people, the store is also decorated also very accord with young people's aesthetic, in time to follow the tide of fashion. There will be one common Tea House within 100 meters of the first-tier cities, while there will be one traditional Tea House within 2 to 3 kilometers. In recent years, more and more traditional Tea houses have closed down. The consumer of common Tea House is very much, consumer basically is teenager student. The style that the shop decorates accords with youth aesthetic, decorate a design to have a characteristic relatively. So the market demand now and the market demand in the future are huge. The main consumer force of traditional Tea Houses at present is the population over 40 years old. In recent years, traditional Tea House is frequently threatened by crisis in the fierce market competition. Common Tea House is a huge threat to the survival of traditional Tea Houses.

[bookmark: _Toc36649604]2.2 The Relevant Theory of Consumer buying behavior
[bookmark: _Toc26359166][bookmark: _Toc25308778][image: ]
Generally speaking, when customers purchase products, they first generate the demand for the product, and then they confirm the purchase, and then they look for the information that can meet the demand according to their own needs, so as to generate the corresponding product cognition (Kotwal Gupta and Devi, 2008). After the cognitive evaluation of the goods, the selection and brand, decision and purchase behavior are evaluated. Finally, the goods used after the purchase is evaluated.
[image: ]
As the decision-maker of consumer behavior, the core part of consumer behavior is consumer decision making (Teo and Yeong, 2003). Generally speaking, there are certain steps to follow in the decision-making process of consumers. First, requirements identification, information search and then evaluation of alternatives followed by purchase action and after-sales evaluation.

The first step for a consumer to enter the market is to identify the "problem" that they need to solve, that is, the existence of a demand. The problems on the consumer demand side come from a number of sources, mainly from the shortage of goods, which is mainly aimed at basic personal or household items.

The second step is to gather information. Consumers' information sources include consumers' personal experience, relevant public influence, mass media and other aspects. Enterprises should pay attention to the above factors to provide information to consumers, and at the same time, consider the factors that affect consumers' access to information. 

The third step is to evaluate the scheme. In more complex purchases, consumers value and compare information they already have so they can make a decision about what to do next. Enterprises should constantly develop products to meet the different needs of consumers, and try to make their own business of commodity trademarks, characteristics to leave an impression on consumers, in order to facilitate consumer choice and comparison. 

The fourth step is purchase action. Consumers will choose a product that is in a dominant position. 

The finally step is after-sales evaluation. After the consumer has purchased the product, the purchase decision process continues, he has to evaluate the purchase of the product. The enterprise still must give full attention to this step, because it is related to the future market of the product and the credibility of the enterprise. There are two theories to judge the post-purchase behavior of consumers, one is "expected satisfaction theory"; the other is called the cognitive gap theory.

[image: ]
In the 1960s, Howard proposed another model of consumer behavior, and later published the theory of buying behavior together with Sheth (Farley and Ring, 1970). This is the famous Howard and Sheth’s idea. This model describes customers' buying behavior mainly through four factors.

" Howard- Sheth model " points out that the stimulus of consumer buying behavior is the external factors and input factors that influence and influence the psychology of consumers through arousing and becoming motivation. Consumers by the original consumer experience and external factors, the influence of input factors, first adopted approaches to information, to produce their own to buy consumer motivation, make a series of reactions to choose alternative goods, all kinds of intermediary factors to influence consumer decisions, or put forward various rules of various sheet with alternatives (Lutz and Resek, 1972). The interplay among these mediating factors, choices and motivations leads to a certain attitude or tendency on the part of consumers. This attitude or tendency is combined with other limiting factors, such as purchase behavior, to produce the consumption result, that is, consumers' purchase intention and their actual purchase behavior. He thinks the impact on many factors, can be roughly divided into two kinds: the external factors and internal factors, external factors include social class, reference groups, culture and subculture, social environment, family, time, etc.; Internal factors include feelings, self, perception, attitude, motivation, values, lifestyle and personality (Rani, 2014).
[bookmark: _Toc36649608][bookmark: _Toc26359165][bookmark: _Toc25308777]2.2.4 Kotler behavioral selection model
Philip Kotler proposes a simple model that emphasizes both aspects of consumer behavior in society. Kotler believes that consumer behavior includes the psychological, emotional and physical activities that people use when they choose, buy, use and dispose of products and services that meet their needs and desires (Kotler, 1999). This model shows that consumers' reaction to purchase behavior is not only influenced by marketing, but also influenced by external factors. However, consumers with different characteristics will have different psychological activities. Through the decision-making process of consumers, certain purchase decisions are made, and finally consumers' choices on products, brands, dealers, purchase timing and purchase quantity are formed.

[image: ]
[image: ]
Source: ( Kolter, 1999)
[bookmark: _Toc36649609]2.2.5 Characteristics influencing consumer behavior
If a market environment has determined that the consumer buying decisions, its behavior is not isolated, in the purchase decision of the process. The consumer buying behavior is relevant to several factors or forces can be roughly divided into five kinds. They are: Psychological factors; Social factors; Cultural factors; Economic factors; Personal factors (Nagarkoti, 2014). By understanding these characteristics and taking action, companies can better meet customer expectations and improve their marketing strategies.
[image: ]
[image: ]
Source: (Iitmaverick, 2012)
[bookmark: _Toc36649610]2.3 Factors Affecting Consumer buying behavior 
[bookmark: _Toc36649611]2.3.1 Personal factors
Personal factors also influence buyer behavior. The characteristics of each consumer will influence on the buying behavior and decisions. These can be age, income, occupation, lifestyle and personality (Lee, 2008). 

Age is the most important factor in personal factors. Consumers buy different goods and services at different stages of their lives. Customers often is various, not sure, need to analyze and guide, few customers, especially the buyers of consumer goods on their own to buy consumer products formed the very accurate description, that is to say, in front of the customer, he has great interest in products but still don't know what they will buy back. In this case, it is necessary to enhance communication with customers and define their needs.  (Ramy and Ali, 2016). The definition of customer demand refers to the process of gradually discovering customers' desire, use, function and style of products purchased by customers through long-term communication between buyers and sellers, and describing and showing customers' vague understanding in an accurate way. Consumers of different genders also have great differences in their purchasing behaviors. Communication should not be superficial; otherwise it can only be empty talk. The same is true for the definition of customer demand, which is regarded as a simple desire to buy, or a simple purchase process that is obviously restricted by limitations. Only by in-depth understanding of the customer's life, work and communication, can we find out his real demand for the same product.

Income mainly forms the purchasing power of the consuming population, and the higher the level of income, the greater the purchasing power. Therefore, for business marketing, it is necessary to distinguish the following concepts: personal disposable income. That is the balance after deducting various taxes (income tax, etc.) and non-tax burden (such as union fees, endowment insurance, medical insurance, etc.) in personal income. It is the part of an individual consumer that can spend or save, forming the actual purchasing power; can be arbitrary control of personal income, personal disposable income minus to maintain necessary for individual and family expenses (like electricity, food, clothing, housing, etc.) and other fixed expenses (such as tuition fees, etc.) after the rest of the part (Taylor and Taylor, 2004). This part of the income is consumer can command, so it is the most active factor in consumer demand, also want to consider to the enterprise to carry out marketing activities of the main object; household income, the consumption of many products is based on the family as a unit, such as refrigerator, television, air conditioning, so the level of household income will affect the market demand for many products.

Occupation has a great influence on purchasing behavior (Rani, 2014). People in different occupations have different incomes and purchasing power. People in different occupations also have different needs and buying preferences. Therefore, it is very important for enterprises to segment the market of different occupational groups.

Lifestyle will affects consumers' buying behavior, and lifestyle is the way people live and spend time and money, reflecting a person's activities, interests and opinions (Kim, Rao & Cho, 2000). Market development today, regardless of the number of varieties have been preliminary have let consumers can according to individual psychological desire to select and purchase goods or services, on the basis of consumer choice is not just the use value of goods, but also include other "extension", psychological identity has become consumers make buying a particular brand of product decisions prerequisites, personalized consumption is becoming also will become the mainstream of consumption. For example, if a customer wants a unique lifestyle, they will look for products that embody this personality.

The rich literature on personality research in psychology and other behavioral sciences has led marketing researchers to conclude that personality traits should help predict buying activities such as brand or store preference (Shehzadi et al., 2016). In the 1950s, the American scholar Evans tried to use personality to predict whether consumers would own a Ford or a Chevy. He distributed a standard personality inventory to the owners of Ford and Chevy, and then used discriminant analysis to analyze the collected data. It found that personality traits accurately predicted the actual car owner 63 percent of the time (Nagarkoti, 2014). Since this prediction would also be accurate 50% of the time in the random case, personality does not have much of a predictive power for behavior. Vance concludes that personality is less valuable in predicting the choice of car brand. Although several follow-up study found about there is relationship between personality and product selection and use of evidence, but personality can explain the changes in the quantity is small, and so far, even if is conclusive study, personality can explain the change of quantity is not more than 10%, only smaller predictive power on behavior, personality, in fact is not surprising, because it is just one of many factors that influence consumer behavior factors. Even if personality traits are effective predictors of behavior or buying intentions, the ability to segment a market based on them depends on a number of conditions.
[bookmark: _Toc36649612]2.3.2 Economical factors 	
[bookmark: OLE_LINK2][bookmark: OLE_LINK1]Economical factors are consumers' personal income, family income, expected income, liquid assets, government policies, etc. (Ramya and Ali, 2016). When a commodity price is too high or rising prices, consumer demand for the goods will reduce, on the contrary, when the price of a commodity is low or falling, consumer demand for its will continue to increase, so the price of goods itself is the most direct factors influencing consumer choice. The consumer economy condition is better, may produce the higher level demand, buys the higher grade commodity, and enjoys the higher level consumption. Generally speaking, other things being equal, the higher the consumer's income, the greater the demand for goods.However, with the continuous improvement of people's income level, the structure of consumption demand will change, that is, with the increase of income, the demand for some goods will increase, while the demand for some goods will decrease. Personal disposable income refers to the actual income (i.e., the currency balance) that an individual has at his disposal after deducting taxes and mandatory deductions from his total income (Mittal, 2018). An increase in disposable income leads to an increase in expenditure. On the other hand, the decline in disposable income will lead to a decline in all expenditures. 

Family income refers to the total income of all members of a family, which is divided into high-income families and low-income families (Pandya and Pandya, 2018). Family income directly affects household purchasing behavior.

Income expectation is one of the important determinants of individual purchasing behavior (Moreno et al, 2017). If a person expects his income to increase, he will spend more on shopping and luxuries. If he expects his future income to decline, he will spend less on nonessentials and luxuries and limit his spending to basic necessities.

Liquid assets are assets that can be quickly converted into cash without any loss (Ramya and Ali, 2016). Liquid assets include cash on hand, bank deposits, securities, etc. If a person has more liquid assets, he will buy the goods and luxuries he likes. If he had less liquid assets, he could not spend more on non-necessities and luxuries.

Government policies can indirectly affect consumers' purchasing behaviors (Kim, Rao & Cho, 2000). By regulating prices, the government will affect the sales volume of commodities and thus affect consumers' purchasing behaviors.
[bookmark: _Toc36649613]2.3.3 Psychological factors 
Consumer buying behavior is influenced by individual motivation, perception, learning, belief and attitude and other major psychological factors (Ramya and Ali, 2016).

Solomon states that motivation occurs when a need, that the consumer wishes to satisfy, is aroused. The behavior of the consumers is derived from motivation (Kazi and Khan, 2020). Motivation will press an individual enough to satisfy a certain wanted need, and a need will become a motive when it raises a certain amount of intensity. Motivation is the internal capacity that motivates one's actions towards a certain goal. At any given time, a buyer is influenced by multiple motives rather than just one. At one point, some motives are stronger than others, but such strong motives are different at different points in time. Sometimes motivation can reduce or increase stress. But if one motivation forces us toward one goal and another drags us toward another, the pressure may increase because we are not achieving any of them. 

Psychologists have come up with many theories about human motivation, among which Maslow's "hierarchy of needs" is the one most commonly used to explain consumer behavior. The basic point of this theory is that human needs can be arranged in five levels from bottom to top according to their intensity: survival needs, safety needs, social needs, esteem needs and self-actualization needs (McLeod, 2007).. People always from the low to the high, first to meet the most important needs, only when the most important needs are relatively satisfied, the next level of needs will play a leading role.
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Figure 2-3：Maslow’s Hierarchy of Needs 
Source (Schiffman & Kanuk，2000)
Perception is a series of processes of awareness, sensation, attention and perception of internal and external information. Perception can be divided into sensory process and perceptual process. The sensory information includes the internal physiological state and mental activity of the organism, as well as the existence of the external environment and the relationship of existence. The senses not only receive information, but are also affected by psychological effects. In the process of perception, sensory information is processed in an organized way, and the existing form of things is understood. Customer perceived value is a subjective evaluation of the effectiveness of a product or service by subtracting the cost of obtaining the product or service from the perceived benefits of the product or service (Lapierre, 2000). It reflects the customer's specific cognition of the value of the product or service, thus distinguishing it from the objective value of the product or service in the general sense. Customer perceived value is considered to be the result of subjective perception of customer's transferred value.

Customers don't buy things; they buy what they expect. Consumers want to achieve certain customer value in the transaction process. The essence of customer value is customer perception, that is, customers' subjective perception of the interaction process and result with an enterprise, including the comparison and tradeoff between customers' perceived gains and perceived losses. Customer perceived value refers to customers' subjective cognition of the value of products or services provided by enterprises, which is different from the concept of customer value in the traditional sense. The latter refers to the value that an enterprise believes its products or services can provide to customers, which belongs to the internal cognitive orientation of the enterprise (Cretu and Brodie, 2007). The former refers to the value judgment of customers on the products or services provided by the enterprise, which belongs to the external customer cognitive orientation. Guests' perceptive value is the core of Perceived Benefits and Perceived sacrifice tradeoff between. This concept contains two meanings: first, value is personalized and varies from person to person.

Learning refers to the change of personal behavior caused by experience, that is, consumers gradually acquire and accumulate experience in the practice of purchasing and using commodities, and adjust their purchasing behavior according to the experience. Learning occurs through the interaction of driving forces, stimuli, cues, reactions, and reinforcement. The driving force is the internal stimulating force that induces people to act (Herhausen and Schögel, 2013). For example, a consumer values status, and respect needs is a driving force. This drive is directed to a stimulus such as a designer suit, and the drive becomes motivation. Under the control of motivation, consumers need to make a reaction to buy a famous suit. However, the purchase behavior often depends on the stimulus of the surrounding prompt, such as watching the relevant TV ads, visiting the display of goods, he will complete the purchase. If he is satisfied with the clothes, his reaction to the goods will be strengthened, and if he encounters the same incentive again, he will have the same reaction, that is, he will take the action of buying. If the response is repeatedly reinforced, over time, it becomes a buying habit. This is how consumers learn.

Enterprise marketing should pay attention to the role of learning this factor in consumer buying behavior, through a variety of ways to provide information to consumers, such as repeated advertising, the purpose is to achieve to strengthen incentives, stimulate driving force, people's driving force to stimulate the point of immediate action. At the same time, the goods and services provided by enterprises should always be of high quality. Only through learning can consumers develop a preference for enterprise brands and form the habit of purchasing their own products.
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Social factors include small groups or in other words reference groups, family, and social roles and status. These factors have special skills, knowledge, personality or other characteristics that can have social influence on others. Family is the most important social factor (Kotler et al., 2013). 

The family is between the society and the individual. The family includes the individual and forms the consumer group (Sheth, 1974). Each member affects each other, the general wife manages domestic financial situation is more. At the same time, family life cycle is also a factor influencing consumer behavior.

A reference group is two or more people who are interdependent in pursuit of a common goal or interest. Individual attitudes and behaviors can be influenced by various groups. The group that has a direct or indirect influence on the person's attitude and behavior is the reference group. Reference groups have an impact on consumers in demonstrating new behavior patterns and lifestyles, and in promoting attitudes and perceptions about products and businesses (Bearden and Etzel, 1982). Reference groups also put pressure on individuals to behave in a consistent way and to play a real role in products, brands and so on. Therefore, in the analysis of consumer behavior, it is necessary to accurately judge the reference group of target consumers, find out the concept guides, and communicate with them in a focused way so that the reference group can exert greater influence.

Social status and role means that everyone plays a certain role and has a corresponding status in the society, which will have an impact on purchasing decisions and behaviors (Yurchisin and Johnson, 2004). People with different social roles and positions often have different consumption behaviors. In other words, the consumption of different social classes is determined by their own life quality and lifestyle. People usually choose products and services that match their status, and products and brands may also become status symbols. Social class refers to the group with relative homogeneity and permanence in the society. Sociologists concluded that the upper class, the lower class, the upper class, the middle class and the working class accounted for about 70%. Social class is an important factor influencing consumer behavior because members of each class have similar values, interests and behaviors. In the field of consumption, different social classes have different preferences for products and brands, as well as obvious differences in the ways of information transmission and contact.

Beliefs and attitudes are people's fixed views or opinions about something formed through learning or personal experience. These beliefs and attitudes affect people's future buying behavior. Beliefs and attitudes are hard to change once they are formed, and they lead consumers to buy certain goods habitually. The attitude of consumers refers to the emotional reaction of consumers to objects, attributes and interests, that is, consumers have a consistent preference or dislike for a certain product, brand or company through learning. Consumers form an attitude toward a product, service, or business, store it in memory, and when needed, take it out of memory to cope with or help solve the purchase problem they are facing (Gadenne, 2011). In this way, attitudes help consumers adapt to the dynamic buying environment more effectively, so that they don't have to interpret and react in new ways to every new thing or new product or new marketing tool. In this sense, the formation of attitude can meet or help to meet some consumption needs, or in other words, attitude itself has a certain function. 

Although many theories about the function of attitude have been developed in the academic world, the four functions of D. Katz have received much attention. Adjustment Function: it means that attitude can make people better adapt to the environment and avoid disadvantages (Kobia and Liu, 2017). Human beings are social animals, and others and social groups play an important role in the survival and development of human beings. Only by forming appropriate attitudes can one gain approval, reward, or fellowship with certain important people or groups. Ego Defense Function: it refers to the formation of attitudes about certain things, which can help individuals avoid or forget the harsh environment or the reality that is difficult to face, so as to protect their existing personality and maintain their mental health. Knowledge Function: it refers to the formation of a certain attitude, which is more conducive to the understanding and understanding of things. In fact, attitudes can serve as a standard or reference to help people understand the world, helping them to give meaning to the changing external world. Value-express Function: it means to form an attitude to express one's core values to others. In the late 1970s and early 1980s, when the door was just opened to the outside world, some young people wore plaid shirts and bell-bottom pants as fashion, while many middle-aged and elderly people complained about this kind of dress, which actually reflected the different values of the two generations in accepting foreign cultures.

Consumer belief refers to the knowledge held by consumers about the properties of things and their benefits. Different consumers may have different beliefs about the same thing, and this belief will affect consumers' attitudes (Collins, Steg & Koning, 2007). Some consumers may think that the quality of brand-name products is much higher than that of ordinary products, which can provide great additional benefits. Other consumers insist that, as products mature, there is not much difference in quality between different companies, and that the added benefits of brand-name products are not as great as people think. Obviously, these different beliefs can lead to different attitudes towards brand-name products.
[bookmark: _Toc36649615]2.4 Relevant marketing strategy 
[bookmark: _Toc36649616][bookmark: _Toc26359161][bookmark: _Toc25308773]2.4.1 Marketing mix of 4P and 4C 
In the late 1950s, the theory of the 4P marketing mix was developed by Jerome McCarthy pointed out that 4P refers to product, place, price and promotion (Wang, Wang and Yao, 2005). 4P marketing mix theory can be regarded as a very classic theory in the industry, which has great significance and influence in marketing theory and practice. The core of the 4P marketing mix is the tools of the products it sells, and making profits by selling the products (Yun-sheng, 2001). The 4P marketing mix theory is fundamentally product centered, and the way to make consumers accept products as much as possible is to make an issue of products. These strategies are basically product centered, and make customers accept products by making an issue of products as much as possible.

The 4C marketing mix was put forward by Lauterborn: Customer wants and needs, Convenience, Communication and Cost Customer wants to pay (Eavani and Nazari, 2012). The enterprise should attach importance to the customer first, emphasizing the creation of customers is more important than the development of products. Satisfying the needs and desires of consumers is more important than the function of the product. It is not just to sell the products that the enterprise wants to make, but to provide the products that the customers really want to buy. The production cost of an enterprise is the cost of producing products suitable for the needs of consumers. Consumer shopping costs are not only the monetary cost of shopping but also the time, physical and mental costs and risk taking. The new pricing model requires that consumers support the price - appropriate profit = cost ceiling. So firms must cut costs if they want to increase profits within the limits of consumer-supported prices (Yun-sheng, 2001). Enterprises should have a deep understanding of the different purchase methods and preferences of different consumers, carry out the principle of convenience throughout the whole process of marketing activities, and timely provide consumers with accurate information about the performance, quality, price, use method and effect of products by providing pre-sale services. After-sales service should attach importance to information feedback and tracking investigation, timely deal with and reply to customers' comments on the goods with problems to take the initiative to return and replace, to use faults to actively provide maintenance convenience, bulk goods or even lifetime warranty (Syaglova, 2015). Enterprises should try a variety of marketing plans and marketing mix through communication with customers. If they fail to receive ideal results, it means that enterprises and products have not been fully accepted by consumers. At this time cannot rely on strengthening one-way persuasion customers, to focus on strengthening two-way communication to enhance mutual understanding to achieve truly marketable, loyal customers.


4P has certain practical significance, which is to guide the marketing promotion activities of manufacturing enterprises (Gilaninia Taleghani and Azizi, 2013). However, it has no role in catering service, financial service, retail and other industries, and 4P is not suitable for these industries. As a result, it is difficult for these enterprises to make further progress when they have developed to a certain degree, because 4P does not reflect the needs of consumers and the needs of the whole market, and cannot well reflect the interests of customers. On this basis, some manufacturers in theory will focus on customer marketing, from the relevant interests to the focus on people, reflecting consumer needs and interests (Syaglova, 2015).

The theory of marketing is transformed from 4P to 4C, from focusing on enterprises to focusing on consumers, and from focusing on the interests of enterprises to focusing on consumers, which reflects the interests and demands of customers in consumption.
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Figure 2-4：Framework

The theoretical framework is the basis for the study of logical expansion and description, which can explain the relationship network between independent variables and dependent variables related to the problem and determine through investigation (Libby, 2017). In the model above, the research framework shows the relationship between personal, economical, psychological as well as social factors and consumer buying behavior in Tea Houses.
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Hypothesis 1: Personal factors have a significant impact on consumer buying behavior in Tea Houses.

Hypothesis 2: Economical factors have a significant impact on consumer buying behavior in Tea Houses.

Hypothesis 3: Psychological factors have a significant impact on consumer buying behavior in Tea Houses.

Hypothesis 4: Social factors have a significant impact on consumer buying behavior in Tea Houses.
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This chapter expounds the related theory and model of consumer purchase behavior, four factors of the independent variables: personal, economic and psychological, on the concrete analysis to the society. After reference to the 4P and 4C marketing theory, the marketing theory of 4P and 4C is cited, and Maslow's demand theory combined with the marketing strategy of catering industry is introduced.

In this chapter, the conceptual framework and assumptions of the research are proposed, and all the research in this paper is based on the framework model. In the next chapter, the research method of this paper will be introduced in detail.
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In this study, relevant data were collected by means of questionnaire survey, and then conclusions were drawn through SPSS22.0 software analysis. This study explored the relationship between the four independent variables and the research object by obtaining the information related to the research object.

Based on the understanding of the industry of traditional Tea Houses in Guangzhou, and through online search of industry information, more clearly understand the basic market conditions of Guangzhou Tea Houses. The study focused on consumers and potential consumers of Guangzhou, China. From the point of view of the survey object, different consumers have different consumption preferences. Therefore, the factors that affect consumers' purchasing behavior are also various. This paper mainly designed questionnaires based on the consumers and potential consumers of Guangzhou Tea House, and put forward specific questions.

Before designed the questionnaire for Tea Houses, conducted small-scale interviews with several famous Tea Houses in Guangzhou, and then modified and improved the contents of the questionnaire for Tea Houses according to the final interview, and distributed the questionnaire to consumers and potential consumers. From the very beginning to identify needs, and then to search the information, and finally evaluate alternative scheme, the final purchase of consumer buying decision process, considering the influence of consumer buying behavior has four aspects: personal factors , economical factors, psychological factors and social factors.

The questionnaire in this study is mainly consisted of 3 parts. The first part is the introduction. It mainly introduces the relevant information of the questionnaire in a simple and clear way. The misunderstanding of the questionnaire is avoided and the validity of the questionnaire is improved. The second part is personal information, such as age, income, occupation, lifestyle, personality and other consumer buying behavior is affected. This helps us to have a certain understanding of the participants and also provides us with a large number of data sources. The third part is the main part of the questionnaire.

Through the questionnaire, the consumption behavior of the Tea House is investigated. Then the results of the questionnaire were analyzed to explore the consumption behavior of Tea House and the possible influencing factors in the consumption of Tea House. 

[bookmark: _Toc36649622][bookmark: _Toc16200157][bookmark: _Toc17072]3.2 Study Population, Unit of Analysis, Sample Selection and Sampling Techniques
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According to China's sixth census, Guangzhou has a population of 14.5 million. The population aged 0-18 was 2.55 million, accounting for 17.57%. The population aged between 18 and 60 was 9.45 million, accounting for 65.16%; there are 2.5 million people aged 60 and above, accounting for 17.27% of the total population. This study mainly considers the adults of Guangzhou who have independent opinions on Tea House products, and mainly considers the population of 18-60 years old, which is 9.45 million. However, due to the large population, this study adopts the method of random sampling to investigate.
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The analysis unit is the object that the researcher tries to understand and describe, and it is also the focus of the research work. The content of the survey is to analyze the attributes and characteristics of the unit. Random samples, stratified random samples, purposeful or non-random samples can be selected from a certain sample amount of the unit. It can also be the entire sample size that can be used as a unit. The study got responses from Guangzhou Tea House consumers and strong in consumers, the unit for individuals.
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The study focused on consumers aged between 18 and 60 and potential consumers. So the total population was 9.45 million. According to Krejcie and Morgan’s research, the sample size should be 384. So the study was at least 384 people. To ensure the validity of the questionnaire, I expanded the sample size to 400. 
[bookmark: _Toc16200161][bookmark: _Toc18716][bookmark: _Toc26359171][bookmark: _Toc25308783][image: ]
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3.3.1 Data Collection 
The research will help to further position the market and segment the market. When formulating this questionnaire, I also referred to many questionnaires from different industries to explore the problem proportion of different variables. After repeated deliberation, I drafted the final questionnaire, and consulted professionals to determine whether it was reasonable. The variables studied in this paper are meaningful and valid.

The field survey and questionnaire survey have their own advantages and disadvantages. The field survey has a relatively small scope but a high degree of authenticity, while the network questionnaire survey has a relatively large scope and high efficiency, but the authenticity of the questionnaire survey data remains to be verified. Improbability sampling was used in this study. A large part of the questionnaires were forwarded by relatives and friends of major Tea House in Guangzhou. Large questionnaires are distributed randomly through the Internet.

Primary data analysis was used in this study. The purpose is to analysis the influencing factors of purchasing decisions of potential buyers and buyers in Guangzhou, China. Collect the data through the questionnaire, and then analyze the valid data concretely.

All information contained in the questionnaire will be kept confidential and will only be used to analyze the factors influencing consumers' decision-making, and will not be re-disseminated or sold. I will make the questionnaire through the "Google questionnaire"
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This paper will use quantitative research to analyze consumers' consumption behavior in Tea Houses. After completing the relevant steps of questionnaire recovery, the researchers collated the collected data and input it into SPSS 22.0.
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The survey method of this paper is mainly questionnaire. Since the purpose of this study is to explore consumers' consumption behavior in Tea Houses, questionnaires will be designed. It is worth mentioning that the questionnaire data is primary data, which is more reliable than other secondary data. In this study, SPSS22.0 was mainly used to conduct descriptive statistics, cross analysis and regression analysis of the data of the Tea House, so as to study the influence of factors on the consumer buying behavior in Tea House. 
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Descriptive statistics analysis is the use of statistical indicators to describe the characteristics of a kind of analysis method in all collected questionnaires. Among all the collected questionnaires, the invalid questionnaires were first excluded and the remaining valid questionnaires were recorded into SPSS22.0. Through descriptive analysis, the influencing factors of consumer buying behavior of Guangzhou Tea House were segmented into market segments and analyzed.
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Cross analysis was conducted on the age and occupation of the respondents to understand the relationship between personal factors such as age, occupation and consumption cycle of Tea House consumers. Then, the cross analysis of household income and consumption cycle: according to the comparison of household income of the respondents and the frequency of consumption in Tea Houses, the relationship between economic factors and consumption cycle of Tea Houses is understood.
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Regression analysis refers to a statistical analysis method for determining the interdependent quantitative relationships between two or more variables. There are 4 variables in this study and there are many dimensions, multiple regressions can test the linear relationship between important variables and multiple variables.
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Validity analysis is the validity and accuracy of questionnaire design, which is used to measure the rationality of item design. Reliability analysis is used to measure whether the sample answers are reliable or not, For example, if the measurement results of the same object are close to each other for many times, the result will be considered to be reliable and true, that is, with high reliability. If the results of each measurement vary greatly, the reliability is low.
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Validity can be divided into content validity, structure validity and criterion validity. The main research of the thesis is the content validity and constructs validity of the questionnaire. The content validity of this study is to illustrate the validity of the questionnaire in words. For example, the authoritativeness and validity of the questionnaire can be explained by references or authoritative sources. In addition, the validity of the questionnaire is fully demonstrated through the pre-test and item modification combined with the results. In terms of structural validity, the corresponding relationship between measurement items and measurement dimensions. The measurement method is confirmatory factor analysis.
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Reliability analysis can be roughly divided into three categories: stability coefficient (consistency across time), equivalence coefficient (consistency across forms) and intrinsic consistency coefficient (consistency across items). In this paper, Cronbach coefficient reliability analysis was used to test the consistency of the questionnaire.

[bookmark: _Toc10683569][bookmark: _Toc13852035][bookmark: _Toc16200171][bookmark: _Toc37639698]3.5.2 Reliability Tests and Analysis
Reliability analysis can be roughly divided into three categories: stability coefficient (consistency across time), equivalence coefficient (consistency across forms) and intrinsic consistency coefficient (consistency across items). In this paper, Cronbach coefficient reliability analysis was used to test the consistency of the questionnaire.
[bookmark: _Toc36649636]4.0 Data analysis
This chapter verifies the research hypothesis through data analysis. The collected valid questionnaires were statistically analyzed by SPSS 22.0 software. To evaluate whether the data in the questionnaire has practical significance, the relationship between independent variables and dependent variables was verified by reliability and validity analysis, and then the relationship between independent variables and dependent variables was verified by descriptive statistical analysis, correlation analysis, crossover analysis, and multiple regression analysis.
[bookmark: _Toc36649637][bookmark: _Toc16200174]4.1 Pilot test
Pilot test is defined as a software test that validates a system or a component of the entire system under real-time operating conditions. The purpose of the pilot is to assess the feasibility, time, cost, risk and performance of a research project. 40 questionnaires were selected for Pilot test. 

[bookmark: _Toc36649638][bookmark: _Toc16200175][bookmark: _Toc16200176]4.1.1 Factor analysis of Pilot test 
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	Personal
	4
	0.410-0.777
	0.740
	0.000

	Economical
	3
	0.764-0.950
	0.861
	0.000

	Psychological
	3
	0.714-0.816
	0.717
	0.000

	Social
	3
	0.756-0.844
	0.730
	0.000

	Consumer buying behavior
	4
	0.779-0.948
	0.784
	0.000


Table 4-1: KMO and Bartlett tests 

KMO and Bartlett tests were conducted on five dimensions: personal, economic, psychological, social, and CBB (consumer buying behavior). The test results show that the KMO of each dimension is between 0.717 and 0.861, all of which are >0.6, and the p-value of Bartlett's test is 0.000<0.05, indicating that the test questionnaire has good structural validity.
[bookmark: _Toc36649639][bookmark: _Toc16200177]4.1.2 Reliability test of pilot test
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	Personal
	0.781
	0.782
	4

	Economical
	0.752
	0.752
	3

	Psychological
	0.854
	0.854
	3

	Social
	0.881
	0.884
	3

	Consumer buying behavior
	0.801
	0.813
	4
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Reliability refers to the correctness of a measure, including stability and consistency. Kerlinger believes that reliability can measure the reliability, consistency and stability of the tool (questionnaire). Correlation is that the higher the correlation coefficient, the higher the correlation. If the correlation coefficient higher, the internal consistency will higher. There are many ways to check reliability, among which Cronbach Alpha is the most commonly used. Measure the reliability of the sum of a set of synonymous or parallel tests. If all items in the scale reflect the same characteristics, there should be a true correlation between items. If there is no correlation between a project and other projects in the scale, the project does not belong to the scale. If the reliability value higher than 0.7, the questionnaire has high reliability and validity.
[bookmark: _Toc36649640]4.1.3 Correlation test of pilot test
	Personal
	Q6
	Q7
	Q8
	Q9

	Q6
	1
	
	
	

	Q7
	0.653**
	1
	
	

	Q8
	0.790*
	0.721**
	1
	

	Q9
	0.767**
	0.808**
	0.865**
	1

	
	
	
	
	

	Economical
	Q10
	Q11
	Q12
	

	Q10
	1
	
	
	

	Q11
	0.763*
	1
	
	

	Q12
	0.848**
	0.780**
	1
	

	
	
	
	
	

	Psychological
	Q13
	Q14
	Q15
	

	Q13
	1
	
	
	

	Q14
	0.808**
	1
	
	

	Q15
	0.639**
	0.736**
	1
	

	
	
	
	
	

	Social
	Q16
	Q17
	Q18
	

	Q16
	1
	
	
	

	Q17
	0.885**
	1
	
	

	Q18
	0.877**
	0.792**
	1
	

	
	
	
	
	

	Consumer buying behavior
	Q19
	Q20
	Q21
	Q22

	Q19
	1
	
	
	

	Q20
	0.897**
	1
	
	

	Q21
	0.853**
	0.771**
	1
	

	Q22
	0.858**
	0.828**
	0.884**
	1
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The results of the correlation coefficient test of each item in each dimension show that the correlation coefficient of corresponding items under individual, economic, psychological, social and consumer buying behavior has a highly significant correlation.
[bookmark: _Toc36649641][bookmark: OLE_LINK8][bookmark: OLE_LINK7]4.2 Descriptive statistics 
Table 4-4: Personal basic information statistics

	
	
	Frequency
	Percent

	age
	18-28
	116
	29%

	
	29-38
	68
	17%

	
	39-48
	80
	20%

	
	49-60
	136
	34%

	Gender
	Female
	208
	52%

	
	Male
	192
	48%

	Occupation
	Management technician
	56
	14%

	
	Office clerk
	100
	25%

	
	Student
	81
	21%

	
	Teacher
	96
	24%

	
	Others
	64
	16%

	Family monthly income
	Below 3,000
	96
	24%

	
	3001-5000
	64
	16%

	
	5001-10000
	100
	25%

	
	Above 10,000
	140
	35%

	Frequency to Tea House
	Less than 3 times
	124
	31%

	
	3-5 times
	68
	17%

	
	5-10 times
	60
	15%

	
	More than 10 times
	148
	37%


The basic information of participants in this survey was analyzed statistically.

According to statistics, the survey participants in the age between 49 and 60 years old have a total of 136 people, and the proportion was 34 percent. And respondents age between 18 and 28 years have 116 people that account for 29 %. While those aged 29-38 and 39-48 were the smaller groups, accounting for 17 percent and 20 percent of the survey participants, respectively. The survey involved 192 men (48%) and 208 women (52%). As for the occupation, office clerks were the most, with 100 accounting for 25%, followed by teachers with 96 accounting for 24%. The income of respondents is mainly over 5,000, of which 240 people account for 60%. Those whose monthly household income is between 3,001 and 5,000 are the least, 64 people account for 16%, and 96 people whose monthly household income is less than 3000RMB account for 24%.

The 148 respondents visited the teahouse more than 10 times a month, accounting for 37% and 124 people less than 3 times a month, accounting for 31%. Thus, there is still a large development market in Guangzhou Tea House.
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Figure 4-2-1: Age and Gender distribution ratio pie chart
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Figure 4-2-2 Occupation and Monthly family income distribution ratio histogram
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Factor analysis is a statistical analysis method to analyse or measure the influence direction and degree of each influence factor change in the overall change of objective phenomena by using the index system.
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KMO and Bartlett's Test is used to compare the indicators of simple correlation coefficient and partial correlation coefficient between variables. The KMO statistic is between 0 and 1.When the sum of squares of simple correlation coefficients among all variables is much larger than the sum of squares of partial correlation coefficients, the KMO value is close to 1.When the sum of squares of simple correlation coefficients between all variables is close to 0, the KMO value is close to 0.
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	Approx. Chi-Square
	3645.07

	
	df
	12

	
	Sig.
	.000
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	1
	2.382
	78.032
	78.032
	2.382
	78.032
	78.032

	2
	.303
	13.381
	70.413
	
	
	

	3
	.256
	4.350
	85.363
	
	
	

	4
	.272
	4.859
	100.000
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The factor analysis of the Personal dimension from Table 4-5 shows that KMO = 0.768, and the p-value of Bartlett's Test significance test = 0.000 < 0.05, indicating that the item contained in this dimension is suitable for factor analysis.

And according to the Table 4-6, the Total Variance Explained of Personal results show that all the items contained in this dimension can extract a common factor and can explain the 78.032% variation that was originally mentioned, indicating that the item contained personal can better represent the personal variable.
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	.711
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	Approx. Chi-Square
	3400.706

	
	df
	3

	
	Sig.
	.000
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	1
	2.166
	72.202
	72.202
	2.166
	72.202
	72.202

	2
	.454
	15.381
	87.340
	
	
	

	3
	.380
	12.660
	100.000
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The factor analysis of the Psychological dimension from Table 4-7 shows that KMO = 0.711, and the p-value of Bartlett's Test significance test = 0.000 < 0.05, indicating that the item contained in this dimension is suitable for factor analysis.

And according to the Table 4-8, the Total Variance Explained of Personal results show that all the items contained in this dimension can extract a common factor and can explain the 72.202% variation that was originally mentioned, indicating that the item contained Psychological can better represent the Psychological variable.
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	.729
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	Approx. Chi-Square
	4452.196

	
	df
	3

	
	Sig.
	.000



Table 4-10: Total Variance Explained of Economical
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	1
	2.342
	78.068
	78.068
	2.342
	78.068
	78.068

	2
	.378
	12.606
	90.674
	
	
	

	3
	.280
	9.326
	100.000
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The factor analysis of the economical dimension from Table 4-9 shows that KMO = 0.729, and the p-value of Bartlett's Test significance test = 0.000 < 0.05, indicating that the item contained in this dimension is suitable for factor analysis.

And according to the Table 4-10, the Total Variance Explained of Personal results show that all the items contained in this dimension can extract a common factor and can explain the 78.068% variation that was originally mentioned, indicating that the item contained economical can better represent the economical variable.
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	.727
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	Approx. Chi-Square
	4267.322

	
	df
	3

	
	Sig.
	.000



Table 4-12: Total Variance Explained of Social
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	1
	2.341
	78.041
	78.041
	2.341
	78.041
	78.041

	2
	.386
	12.876
	90.917
	
	
	

	3
	.272
	9.084
	100.000
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The factor analysis of the social dimension from Table 4-11 shows that KMO = 0.727, and the p-value of Bartlett's Test significance test = 0.000 < 0.05, indicating that the item contained in this dimension is suitable for factor analysis.

And according to the Table 4-12, the Total Variance Explained of Personal results show that all the items contained in this dimension can extract a common factor and can explain the 78.041% variation that was originally mentioned, indicating that the item contained social can better represent the social variable.
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	.734
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	Approx. Chi-Square
	2080.680

	
	df
	6

	
	Sig.
	.000
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	1
	2.322
	76.358
	76.358
	2.322
	76.358
	76.358

	2
	.886
	23.598
	89.324
	
	
	

	3
	.769
	19.228
	94.402
	
	
	

	4
	.045
	1.122
	100.000
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The factor analysis of the consumer buying behavior dimension from Table 4-13 shows that KMO = 0.734, and the p-value of Bartlett's Test significance test = 0.000 < 0.05, indicating that the item contained in this dimension is suitable for factor analysis.

And according to the Table 4-14, the Total Variance Explained of Personal results show that all the items contained in this dimension can extract a common factor and can explain the 76.358% variation that was originally mentioned, indicating that the item contained CBB can better represent the CBB variable.
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	Personal
	0.781
	0.782
	4

	Economical
	0.772
	0.772
	3

	Psychological
	0.860
	0.860
	3

	Social
	0.859
	0.859
	3

	Consumer buying behavior
	0.831
	0.831
	4



Reliability test correlation is that the higher the correlation coefficient, the higher the correlation. If the reliability value higher than 0.7, the questionnaire has high reliability and validity. From the Table 4-15, Cronbach's Alpha is between 0.781-0.860> 0.7, it indicates that this questionnaire has high reliability and internal consistency.
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[image: ] Cross-analysis of age and frequency of Tea House 

According to the Table 4-16, there were 120 people aged 18-28, of whom 108 went to Tea House less than 3 times per month, and only 12 people went to Tea House 3-5 times per month. 0 people who go to Tea House more than 5 times a month. This indicates that the frequency of young groups going to Tea House is low.

However, there are a total of 144 people who go to Tea House more than 10 times per month, among whom 90.9% are aged 49 to 60, 25% are aged 39 to 48, only 5.9% are aged 29 to 38, and 0 are aged 18 to 28. This indicates that the consumption frequency of consumers aged 40 to 60 is significantly higher than that of young consumers.

[image: ]Cross-analysis of occupation and frequency of Tea House 
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According to the Table 4-17, it can be clearly seen that 128 people go to Tea House less than 3 times a month, of which 72 are students. Among the 144 people who go to Tea House more than 10 times a month, 96 are other and teachers. However, the consumption frequency of office clerk and management technician in Tea House is relatively uniform distribution.
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[bookmark: _Toc16200182][image: ] Cross-analysis of Monthly family income and frequency of Tea House 

According to Table 4-18, it can be clearly seen that if the family income is less than 3000RMB, the monthly consumption frequency of Tea House is less than 3 times, a total of 100 people. There were 140 people whose monthly income was more than 10000RMB, among which only 4 people consumed Tea House less than 3 times per month, and 120 people consumed Tea House more than 10 times per month. The difference was very obvious. Therefore, the monthly consumption frequency of Tea House is related to the family's monthly income.


[bookmark: _Toc36649646]4.5 Correlation analysis

	
	CBB
	Personal
	Economical
	Psychological
	[bookmark: OLE_LINK5][bookmark: OLE_LINK6]Social

	Consumer 
Buying Behavior



	Pearson Correlation
	1
	.447**
	.273**
	.364**
	.015

	
	Sig. (2-tailed)
	
	.001
	.001
	.000
	.635

	
	N
	400
	400
	400
	400
	400

	Personal
	Pearson Correlation
	.447**
	1
	.367**
	.263**
	-.012

	
	Sig. (2-tailed)
	.001
	
	.001
	.001
	.734

	
	N
	400
	400
	400
	400
	400

	Economical
	Pearson Correlation
	.273**
	.367**
	1
	.463**
	-.121*

	
	Sig. (2-tailed)
	.001
	.001
	
	.001
	.010

	
	N
	400
	400
	400
	400
	400

	Psychological
	Pearson Correlation
	.364**
	.263**
	.463**
	1
	-.032

	
	Sig. (2-tailed)
	.000
	.001
	.001
	
	.623

	
	N
	400
	400
	400
	400
	400

	Social
	Pearson Correlation
	.015
	-.012
	-.121*
	-.032
	1

	
	Sig. (2-tailed)
	.635
	.734
	.010
	.623
	

	
	N
	400
	400
	400
	400
	400
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According to the correlation analysis results in Table 4-19, the correlation coefficient between the consumer buying behavior and personal factors of the surveyed population in the factors of Tea House buying behavior of Chinese consumers is 0.447, and the p value of coefficient significance test is 0.001 < 0.05, indicating that there is a significant positive correlation between personal factors and consumer buying behavior. Similarly, the correlation coefficient between Economical factors and Psychological factors and consumer buying behavior is greater than 0, and the p value of significance test is 0.000<0.05, indicating that there is still a significant positive correlation between the two factors and consumer buying behavior.

Correlation coefficient between consumer buying behavior and Social factors among people surveyed on buying behavior of Guangzhou Tea House in 0.015, the coefficient significance test of assumed value was 0.635 > 0.05, indicating that although there was a positive correlation between Social factors and consumer buying behavior, there was no significant statistical significance to some extent.
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Based on the results of correlation analysis, in order to quantitatively measure the relationship between Guangzhou consumer buying behavior and personal, economical, psychological and social consumer buying behavior as a dependent variable, personal, economical, psychological and social as an independent variable, establish multiple linear regression model:




In this formula above  is intercept term,  is regression coefficient,  and is random error term. A regression analysis was performed, and the results were as follows.

[image: ]
	[image: ]a. Predictors: (Constant), Personal, Psychological, Economical, Social
b. Dependent Variable: CBB of tea house




According to the table 4-17, it can be seen that the F value of the model significance test = 36.502, p value = 0.000 < 0.05, indicating that the established multivariate information regression model is significantly effective.

[bookmark: _Toc36649649][bookmark: _Toc16200185]4.6.2 Model Summary
[image: ]
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According to the Table 4-21, it can be seen that the model's goodness of fit R Square= 0.213 and Adjusted R Square =0.678243 are both large, indicating that the independent multivariate linear regression model independent personal, economical, psychological and social can explain the dependent variable Consumer Buying Behavior 21.3 % variation.

	



[bookmark: _Toc36649650][bookmark: _Toc16200186]4.6.3 Coefficients
	Table 4-22: Coefficients
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	B
	Error
	[image: ]
	
	

	1
	(Constant)
	.076
	.310
	
	.232
	.806

	
	Personal
	.141
	.086
	.147
	1.642
	.003

	
	Economical


	.325
	.096
	.313
	3.388
	.001

	
	Psychological
	.157
	.071
	.165
	2.213
	.028

	
	Social
	.066
	.054
	.071
	1.531
	.712



The table 4-22 shows that the regression coefficient of social is 0.066, the t value of coefficient significance test = 1.531, p value = 0.712>0.05, indicating that the regression coefficient between social and consumer buying behavior is not significant. The regression coefficient between personal and consumer buying behavior is 0.225, the t value of the coefficient significance test is 1.642, and the p value is 0.003<0.05, indicating that the regression coefficient of price is significantly effective. Similarly, for the regression coefficient between economical and psychological, the p-value <0.05 is tested, indicating that the regression coefficients between the two factors and consumer buying behavior are significant. And the fitted regression equation is as follows:



For each additional unit of the independent personal, the consumer buying behavior increases by an average of 0.141 units; for each additional unit of economical, the consumer buying behavior increases by an average of 0.325 units; for each additional unit of psychological, the consumer buying behavior increases by an average of 0.157. For each unit of social, the consumer buying behavior increases by an average of 0.066 units; from the regression coefficient, it can be seen intuitively that economical and psychological have a greater impact on consumer buying behavior, followed by personal, and the impact of social is small on people's purchase behavior.
[bookmark: _Toc36649652][image: ]
4.7.1 Summary on hypothesis
	Hypothesis
	Result 

	Hypothesis 1: Personal factors have a significant impact on consumer buying behavior in Tea Houses.
	Accepted

	Hypothesis 2: Economical factors have a significant impact on consumer buying behavior in Tea Houses. 
	Accepted

	Hypothesis 3: Psychological factors have a significant impact on consumer buying behavior in Tea Houses.
	Accepted

	Hypothesis 4: Social factors have a significant impact on consumer buying behavior in Tea Houses.
	Rejected


[image: ]
Hypothesis 1 proposes this hypothesis to understand whether the personal factors of customers' purchasing behavior have a significant impact on the Tea House purchasing behavior of consumers in Guangzhou. This hypothesis mainly includes four questions, and the personal factor is examined from the perspective of life style and personality. This study proves that personal has a significant influence on the purchasing decision of Tea House of consumers in Guangzhou.

Hypothesis 2 proposes this hypothesis to understand whether the psychological factors of consumer buying behavior have significant influence on the Tea House purchasing behavior of Guangzhou consumers. This hypothesis mainly includes three problems, which are to investigate psychological factors from consumer motivation, consumer cognition and consumer attitude. This study has proved that in China, Guangzhou, psychological has a significant influence on customer purchasing behavior in Tea House.

Hypothesis 3 proposes this hypothesis to understand whether the economical of consumer buying behavior factor has a significant influence on the Tea House purchasing behavior of Guangzhou consumers. This hypothesis mainly consists of three questions, which are to verify the economical factor in terms of fixed assets, family income and government policies. This study demonstrates that in Guangzhou, China, economical has a significant influence on consumers' purchasing behavior of Tea House.

Hypothesis 4 proposes this hypothesis to understand whether the Social influence of consumer buying behavior factor has a significant impact on the Tea House buying behavior of Guangzhou consumers. This hypothesis mainly includes three questions, namely, family, reference and Social status to verify Social factors. This study proves that Social factors have no significant influence on Chinese consumers buying behavior in Tea House in Guangzhou.

To sum up, by testing the hypothesis of the four independent variables, we found that economical had the most significant relationship with the dependent variable consumer buying behavior, and the correlation between social and consumer buying behavior was not strong.

[bookmark: _Toc36649653]4.7.2 Summary on research questions
There are 5 questions about the questionnaire research. The researchers used regression analysis to answer the study's questions. The summary on research questions are as follows:

For the first research question, Personal significantly affects the behavior of consumer buying, and the answer is no. As shown in the coefficient table, the value of b shows that if the product increases by 1 unit, the consumer buying behavior increases by 0.141 units. Therefore, it can be said that the Personal factor has a significant influence on the behavior of consumer buying. From the sig value of coefficient table, the sig value of Personal is 0.003, which is greater than 0.05, so personal factors has statistical significance on consumer buying behavior.

For the second study question, is economical has a significant influence on consumer buying behavior, the answer is yes. As shown in the coefficient table, the value of b indicates that if the price increases by 1 unit, the consumer buying behavior will increase by 0.325 units. Therefore, it can be said that the economical factor has a great influence on consumer buying behavior. Otherwise, the sig value of the price in the coefficient table is 0.001, which is less than 0.05, so economical factors are statistically significant for consumer buying behavior.

For the third research question, psychological has a significant influence on consumer buying behavior, the answer is yes. As can be seen from the coefficient table, the value of b indicates that if one unit is increased, the consumer buying behavior will increase by 0.157 units. Therefore, it can be said that the consumer buying behavior factor has a great influence on the consumer buying behavior. Otherwise, from the sig value of coefficient table, the sig value of place is 0.028, which is less than 0.05, so psychological factors have statistical significance on consumer buying behavior.

For the fourth research question, Social has a significant influence on consumer buying behavior, and the answer is no. As can be seen from the coefficient table, b value represents the increase of 1 unit, while the consumer buying behavior increases by 0.066 units. Therefore, it can be said that the promotion factor has a great influence on the behavior of consumer buying. Otherwise, from the sig value in the coefficient table, the sig value of Social is 0.712, which is higher than 0.05, so there is no statistical significance of social factor on consumer buying behavior.

As for the fifth question, what are the appropriate Suggestions for the development of Tea House? The results of questionnaire research show that Economical factors have the greatest influence on consumers buying behavior, so it is suggested that Tea restaurants make more marketing strategies from the economic perspective, such as special price for festival products and student discounts.

[bookmark: _Toc37639717][bookmark: _Toc16200191]5.0 Summary

[bookmark: _Toc37639718][bookmark: _Toc16200192]5.1 Conclusion 
In this study, factors affecting Guangzhou consumer buying behavior in Tea House were studied, and information and opinions of 400 participants were collected through questionnaires. Through the analysis of the results, it was found that personal, economical and psychological factors of consumer buying behavior had a greater impact on consumers in Guangzhou, while economical had the greatest impact on consumer buying intention of Tea House in Guangzhou. Although the marketing of Guangzhou Tea House is facing many difficulties at present, the survey results show that a large number of consumers do not often go to Tea House, for example, consumers aged 18-28 go to Tea House less than 3 times a month, which indicates that the market of Guangzhou Tea House is still large. As for the influencing factor of Social, most participants' attitude is not very good. Compared with Social factors, more consumers tend to have personal, economical and psychological factors impacts. Therefore, for Guangzhou's Tea House enterprises, they should attach more importance to marketing activities from personal, economical and psychological factors aspects to attract more consumers.


[bookmark: _Toc37639719][bookmark: _Toc16200193]5.2 Limitation
Firstly, a total of 400 questionnaires were issued in this survey, which may not fully reflect the consumer's consumption behavior characteristics, and there are certain limitations. The follow-up will obtain more comprehensive first-hand information through a broader survey, so as to have a more comprehensive understanding of consumers' consumption behavior, so as to develop more scientific and complete market competition strategies. 

Secondly, the marketing strategy of this paper, must further do more detailed research, in depth operation should also consider more factors. Due to the limited level, there are still many shortcomings in the research depth and argumentation.

[bookmark: _Toc37639720]5.3 Recommendations 
This paper mainly focuses on the purchasing behavior of consumers in Guangzhou at Tea House. Therefore, in combination with this survey, the researchers put forward many Suggestions on the marketing and development of Tea House enterprises.

Firstly, market segmentation and market positioning. According to the results of the cross analysis in the fourth chapter, the average consumption times of guests are related to the following factors: more consumption times of 49-60 years old. The average family monthly income of guests with high consumption frequency is higher. Teacher groups consume more frequently than students. This paper thinks that the emphasis should be put on improving consumers' attention to tea restaurants through marketing activities, because the consumption frequency is directly proportional to consumers' attention to tea restaurants. The current market segments and market positioning that Tea House enterprises should focus on have the following characteristics: people with high monthly family income and middle-aged and elderly people with stable jobs.

Secondly, enterprise should focus more on customer communication, from the perspective of enterprises; enterprises should not only meet the needs of consumers, but also actively communicate with consumers to promote the brand identity of consumers. Modern marketing requires not only to develop excellent products according to consumers' needs, but also to set acceptable prices according to consumers' perceived value, and to communicate with their potential relationship parties and the public. Therefore, every enterprise inevitably plays the role of promoter and communicator. But at the heart of the problem is what we call the target audience, the topic of communication and the way of communication. For the communication channels of Tea House customers, they can make use of the face-to-face communication with consumers and potential consumers in various marketing promotions. In the process of activities and marketing promotion, Tea House should win the recognition and word of mouth of consumers and potential consumers by providing hospitable services. It can attract consumers to try and consume Tea House by offering coupons, free tasting and periodic flexible and powerful discounts. Tea House membership system can be implemented to develop consumers to become Tea House members, fill in the membership information, issue membership card, membership card when the consumption of preferential and discount, can also enjoy extra benefits on their birthday, such continuous development, Tea House will have a group of very stable consumers. Through word-of-mouth publicity and the use of the Internet to promote, the old consumers bring in new consumers, and the new consumers become Tea House members, so that more and more consumers come to consume.

Thirdly, based on the 4C marketing theory, when considering the place problem, enterprises should pay more attention to how to bring the greatest convenience to customers and pay more attention to the convenience requirements of consumers when purchasing. Enterprises provide convenience for customers to buy, so that customers in the consumption of products also bought convenience. For Tea House, to offer convenience to consumers is to make them feel at home. This paper suggests that in terms of customer convenience, the following points should be considered: to recommend the most suitable promotion product for customers. Handle the details of the product recommended to the customer.

Finally, according to the current market position of Tea House, it is suggested to adopt the market penetration pricing strategy. At the present stage, it is suggested that Tea House be priced slightly lower than competitors of the same category, so as to accelerate the growth of Tea House in the market in the short term, gain a higher market share and sales volume, and provide customers with the feeling of "affordable luxury". At the same time to attract younger consumer groups.


[bookmark: _Toc37639721][bookmark: _Toc16200195]5.4 Future research
According to the research process and results, the future research in this direction can be further prospected in the following aspects: the selection of research samples and the influencing factors of consumer buying behavior. By adding cultural factors and analyzing the influence of cultural factors on consumers' purchasing behavior, the research is more complete. In terms of sample size, the sample size can be increased to investigate more potential consumers. In the choice of cities, the future research not limited to the city of Guangzhou. In terms of the research content, we can further discuss the importance order of the marketing mix factors related to the consumer buying behavior of Guangzhou Tea House, so as to have a more comprehensive understanding of the marketing influencing factors and the factors of the consumer buying behavior of consumers in Tea House.


[bookmark: _Toc37639722]5.5 Conclusion
The study of consumer buying behavior is the basis for enterprises to make their marketing activities and their decisions. The development of scientific and reasonable market competition strategy should be based on four factors that affect consumers' purchasing behavior. The first-hand information is obtained through questionnaire survey, and the statistical analysis method is used to analyze and study the data, and then the four factors of consumer buying behavior are studied. At the same time, based on the analysis of the survey data, it needs to combine the actual situation of Tea House itself, so as to effectively determine its competitive strategies in the market. Enterprises to create market competition strategy if it is established on the basis of serious research market, can make its marketing effectiveness and pertinence, quicker and better occupy its segment of the market, and from the market and consumers access to higher profits than the original, to further promote the status and development of enterprises in the market. The final suggestion of this paper is that Tea House enterprises should pay more attention to the development of marketing strategies in terms of personal, economic and psychological factors.
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Dear consumers, I am a master of INTI university in Malaysia. I am collecting questionnaire for sample analysis. This study mainly discusses the factors that influence consumer buying behavior in Tea Houses. Your information will be kept confidential and used only for data.

Section A: Demographic Information 
1. Age
□ 18-28   □ 29-38    □ 39-48    □ 49-60  
2. Gender
· Male □ Female
3. Occupation 
 Management technician   □ Office clerk   □ Student   □ Teacher  □ Other
4. Monthly family income (Per month, RMB): 
 Less 3000 RMB    3000-5000 RMB  □ 5000-10000 RMB  
   More than 10000 RMB

5. How many times do you go to Tea Houses per month?
 Less than 3 times  □ 3-5 times   □ 5-10 times  □ More than 10 times 

Section B: (Assessment on dependent and independent variables)
[bookmark: OLE_LINK3][bookmark: OLE_LINK4]Please tick (√）for the suitable answer according to the questions below. Rate each statement using the 5-point Likert scale. (1= Strongly disagree 2= Disagree 3= Neutral 4= Agree 5= Strongly agree)
	No.
	Statement
	1
	2
	3
	4
	5

	6
	I think going to Tea House is a way to relieve pressure.
	
	
	
	
	

	7
	I think people with quiet personalities prefer to come to Tea House.
	
	
	
	
	

	8
	I think it's a life style of mine to go to Tea House.
	
	
	
	
	

	9
	I go to Tea house because of my occupation.
	
	
	
	
	

	10
	The popularity of Tea House is an important factor for my consumption.
	
	
	
	
	

	11
	The health benefits of Tea are an important factor in my buying behavior at Tea House.
	
	
	
	
	

	12
	I will go to Tea House because of habits
	
	
	
	
	

	13
	My income level enable me to purchase at Tea House
	
	
	
	
	

	14
	My buying behavior at Tea House is related to whether I have a house or not.
	
	
	
	
	

	15
	If government policy requires me to go to Tea Houses, I will.
	
	
	
	
	

	16
	Family member’s opinion will affect my buying behavior in Tea House.
	
	
	
	
	

	17
	Friends or colleague's opinion will affect my buying behavior in Tea House.
	
	
	
	
	

	18
	I think the higher the social status, the more people like to come to Tea House.
	
	
	
	
	

	19
	Personal factors (e.g. age, income, occupation) have a significant impact on buying behavior in Tea House.
	
	
	
	
	

	20
	Economical factors (e.g. family income, government policy) have a significant impact on buying behavior in Tea House.  
	
	
	
	
	

	21
	Psychological factors (e.g. motivation, perception) have a significant impact on buying behavior in Tea House.
	
	
	
	
	

	22
	Social factors (e.g. family, reference) have a significant impact on buying behavior in Tea Houses.
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Crisis of Tea House: Total sales for the Tea House industry are down 10 % from the same period in 2015 and net profit is down more than 50 %. The overall Internet search index of Tea House has shown a downward trend. The number of Tea House in China dropped from 4,110 to 3,410, with a mortality rate of 17%.

This paper will use relevant literature, including market segmentation analysis, 4P and 4C marketing mix analysis and consumer buying behavior theory, to understand the consumption and significance of Tea Houses, explain the source of consumer behavior demand of Tea Houses, so as to have a preliminary understanding of the main factors affecting the consumption behavior of Tea Houses (Goi, 2009). 
Consumers' preferences directly affect the marketing strategies of Tea Houses, so it is necessary to study. The innovation of this paper is as follows: from a more specific perspective, take Guangzhou as an example; In terms of research methods, field interview method, case study method and data analysis method were applied, and combined with the characteristics and development status of the tea catering industry, exploratory research was conducted, which made the research content of the paper have a certain positivity and credibility.
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	1. To determine whether personal factors have a significant impact on consumer buying behavior in Tea Houses.
2. To determine whether economical factors have a significant impact on consumer buying behavior.
3. To determine whether psychological factors have a significant impact on consumer buying behavior.
4. To determine whether social factors have a significant impact on consumer buying behavior.
5. To suggest suitable marketing strategy to the Tea House based on the result of analysis.

	Scope of study
	The purpose of this study is to analyze how personal, economical, psychological and social significantly affect consumers' purchasing behavior in Tea Houses, the scope of the study is Guangzhou, China. According to the census results, the population of Guangzhou in 2019 is 12.968 million (Gao and Wang, 2020). The sample size of the questionnaire is 400, which were randomly distributed in 11 districts of Guangzhou. This paper focuses on potential buyers and buyers. The research methods included literature review, questionnaire survey and SPSS statistical analysis. 

	Significance of the Research 
	Academic significance: In the academic field, there is little research on Tea Houses, most of which focus on the overall situation of Chinese Tea Houses, and few of which focus on specific cities such as Guangzhou. Therefore, this paper enriches the academic research on Tea House enterprises.
Significance for the government and industry: this is conducive to the regulation of China's Tea House market, to maintain market stability. It provides some valuable ideas for the research and sustainable development of similar tea catering enterprises.

	Literature Review 
	The consumer behavior or buyer behavior is influenced by several factors or forces can be roughly divided into five kinds. They are: Psychological factors; Social factors; Cultural factors; Economic factors; Personal factors (Nagarkoti, 2014). The 4P marketing mix theory was put forward by Jerome McCarthy, which refers to products, place, prices and promotion (Dominici, 2009). 4P marketing mix theory can be regarded as a very classic theory in the industry, which has great significance and influence in marketing theory and practice.
The 4C marketing mix was put forward by Lauterborn: Customer wants and needs, Convenience, Communication and Cost Customer wants to pay (Goi, 2009).

	Research methodology
	1. Descriptive statistical analysis: build a consumer group segmentation system through the basic sample structure.
2. Reliability analysis: Cronbach and coefficient reliability analysis were used to determine the internal consistency of the questionnaire.
3. Correlation analysis: analyze the factors affecting consumer behavior and develop marketing strategies.
This study adopts random sampling on the Internet. The main sample is urban residents. Through literature analysis, the variables reflecting the characteristics of consumption behavior are summarized. The characteristics of consumer behavior factors are summarized as the main content of the questionnaire. SPSS 22.0 is mainly used as an analysis and statistical tool.
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The lack of research on consumer buying behavior has affected
the development of Tea House enterprises in Guangzhou.

This paper mainly studies the relationship between personal,
economical, psychological, social factors and consumer buying
behavior.

This paper takes Guangzhou customers and potential customers
as the main research object, conducted a questionnaire survey on
their buying behavior, selected 400 samples, and analyzed them
with SPSS 22.0. By using correlation analysis, reliability analysis,
multiple regression analysis, and finally proposes development
strategy of Tea House enterprises.
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Figurel-1: Tea Housemain geographical distribution in 2016




image105.png
Statement of the Problem e N

« Total sales for the Tea House industry are down 10 % from the same
periodin 2015 and net profitis down more than 50 %.

« The number of Tea House in China dropped from 4,110 to 3,410, with
a mortality rate of 17% .
«Consumers aged between 41 and 60 accounts for 92%, while

consumers aged between 0 and 20 only accounts for 1%.

«The overall Intemet search index of Tea House has shown a
downward trend.
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«Academic significance: In the academic field, there is little
research on Tea House , most of which focus on the overall
situation of Chinese Tea House , and few of which focus on
specific cities such as Guangzhou. Therefore, this paper enriches
the academic research on Tea House enterprises.

- Significance for the government and industry: this is conducive to
the regulation of Chinese Tea House market, to maintain
market stability. It provides some valuable ideas for the research
and sustainable development of similar Tea House enterprises.
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RO1: To determine whether personal factors have a significant
impact on consumer buying behaviorin Tea House .

RO2: To determine whether economical factors have a significant
impact on consumer buying behavior.

RO3: To determine whether psychological factors have a significant
impact on consumer buying behavior.

RO4: To determine whether social factors have a significant impact
on consumer buying behavior.

ROS: To suggest suitable marketing strategy to the Tea House based
on the result of analysis.
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RQ1: Does personal factors have a significant impact on customer
buying behavior?

RQ2: Does economical factors have a significant impact on customer
buying behavior?

RQ3: Does psychological factors have a significant impact on
customer buying behavior?

RQ4: Does social factors have a significant impact on customer buying
behavior?

RQ5: What are suitable marketing strategies suggested to Tea House
?




image109.png
Research Hypothesis e
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Hypothesis 2: Economical factors have a significant impact on
consumer buying behaviorin Tea House .

Hypothesis 3: Psychological factors have a significant impact on
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Hypothesis 4: Social factors have a significant impact on consumer
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image110.png
Literature Review e,

[ pr—T——"—— e Tileofthe wor come ofthestudy
Vol isue, Pagano researcher

F) e == “The resut describes
e AStudy on Fctors ATHIE costomers bayia beavioe
Eoginesing Consumer Buying Betuvior.  maily thovgh fou tors.
Research,11

016 JownalofSevice  Steheadictal  Impactofpesomlty frmison  The purchasng ouirg
Scence and compuisve buying bebavior. _ behaviorof consumersis
Manmgemen, 505), Skl o encey e
pal6. facors,andihe motwation

isreiacedtoMasow's
demandineory.

2018 TUP Jownal of Pundyaand  Thelmpactof Demoreiizaion _ Economicafacrsare
Managemeat Panivs o e mpule Buying Bebaior _ mportant actorstnat
Research, 17(4), pp45- of FMCG Consumers. influencethe purchasing
o behavirof heeftector

W6 el ool of R Factorsinfomming conmmer [
cumet research and bebavioue
et et customers buying beaior
e mainlyroughsoca,

psychological,personal,
economical, aiitural factors.




image111.png
Research Framework

>/

Independent Variable

Economical

Psychological





image112.png
Research Theoretical Model

) (B B &S GES
(ol H (Fomiy Hoe H (Meimaion)
(Soteatune H (Reference | (“Tcome H (Pscption ] (Fsriem)
[FainH [t (G (T H
e, -
Persomality

Howard- Sheth model

Kotler behavioral selection model





image113.png
Research Methodology >p |

Organization to study: Consumers and potential consumers in Guangzhou

Population & Sample:
The total population of Guangzhou is 14.90million
Atleast 384 people (Kreicie and Morgan, 1970), to expand the sample size to 400

Data collection method
Online questionnaire

Analysis of the Results /Statistical Analysis:

This study will adopt descriptive and inferential statistical analyss.

Descriptive Analysis:

This study will consist 5 simple items on demographic information from the

respondents, such as Age, Occupation, Education level, Family income and
Consumption frequency.

Inferential Analysis:
Correlation analysis, factor analysis and Muliple regression analysis
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Table 4 2: Rebbie st

40 questiomnaires were selected for Pilot test. The test results show that the KHO of each dimension are
=06, and the p-value of Barllet's test is 0.000<0.05, indicating that the test questionnaire has good
structural validity. The reliability value higher than 0.7, the questionnaire has high reliabilty and validity.
‘The correlation cosfiicient of corresponding items has a highly significant correlation.
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Personal factor:
KMO = 0.768, and the
p-value = 0.000 < 0.05,
indicating that the item
contained  in _this
dimension s stitable
for factor analysis.

Table 4-6 show that all
the items contained in
this  dimension  can
extract a  common
factor and can explain
the 78.032% variation
that was originally
mentioned,  indicating
that the item contained
personal can  befter
represent the personal
variable.
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‘Extacion Method: Principal Component Analysis.

Psychological factor:
KMO = 0711, and the
p-value = 0.000 < 0.05,
indicating that the item
contained  in _this
dimension s stitable
for factor analysis.

Table 4-8 indicating
that the item contained
Psychological ~ can
better represent the
Psychological variable:
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Exracion Method: Principal Component Auayss

Economical factor:
KMO = 0729, and the
p-value = 0.000 < 0.05
indicating that the item
contained  in _this
dimension s stitable
for factor analysis.

Table 4-10 indicating
that the item contained
economical can better
represent the
economical variable:
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‘Extaction Method: Principal Component Analysis

Social factor:
KMO = 0727, and the
p-value = 0.000 < 0.05
indicating that the item
contained  in _this
dimension s stitable
for factor analysis.

Table 4-12 indicating
that the item contained
social  can  better
represent the  social
variable.
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From the Table 4-15, Cronbach's Alpha is between 0.781-0.860 > 0.7, it
indicates that this questionnaire has high reliabiliy and internal
consistency.
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The corelation coeficient  between
personal, economical and psychological
factors and consumer buying behavior is
greater than 0, and the p value of
significance test is 0.000<0.05, indicating
that there is still a significant positive
correlation between the three factors and
consumer buying behavior.

The coefficient significance test of social
value was 0.635 > 0.05, indicating that
although there was a positive correlation
between Social factors and consumer
buying behavior, there was no significant
statistical significance to some extent.
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F value of the model significance test
= 36502, p value = 0.000 < 0.05,
indicating that the established
multivariate ~ information ~regression
modelis significantly effective.

The regression coefficient of social is
0.066, the t value of coefficient
significance test = 1.531, p value =
0712-0.05, indicating that the
regression coeffcient between social
and consumer buying behavior is not
significant.
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In the coefficient table, the sig value of Social factor is 0.712, which is higher
than 0.05, so there is no statistical significance of social factor on consumer
buying behavior.

Personal, economical and psychological factors of consumer buying behavior
had a greater impact on consumers in Guangzhou, while economical had the
greatestimpact on consumer buying behavior.

CPI = 0.076 + 0.141personal + 0.325economical + 0.157Psychological
+0.066s0cial
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« Tea House enterprises should develop the market of young people and make
products with different prices according to different income groups.

« Through word-of-mouth publicity and the use of the Internet to promote, the old
‘consumers bring in new consumers.

+According to the current market position of Tea House, market penetration
pricing strategy is suggested. Tea House enterprise should pricing slightly lower
than the same competitors to gained more market share and sales.
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Limitation of study

« Atotal of 400 questionnaires were issued in this survey, which may not fully
reflect the consumer buying behavior characteristics.

+ The marketing strategy of this paper must be further studied in more detail, and
more factors should be considered in the depth of operation.

+Total 4 independent variable in this study, there may have other important
variable are unable to be included in this research.
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2.2.1 Consumer behavior buying pattern




image6.png
2.2.2 The consumer purchasing decision process
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2.2.3 Howard- Sheth model
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Figure 2-1 - Model of consumer behavior
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Figure 2-2: Factors influencing consumer behavior
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2.3.4 Social factors
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2.5 Conceptual Framework
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3.2.3 Sample Selection
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S = X2NP(1-P)/[d*(N-1) +X?P(1-P)].
Where: .
2 = table value of Chi-Square .
N = Population size .
P = Population proportion (assume to be .50).
d = degree of accuracy (assume to be .05).

After calculation, S = 384..
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3.3 Data Collection and Analysis Methods
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3.4.1 Descriptive analysis
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3.4.3 Regression Analysis
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Table 4-2: Reliability test
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**_ Corelation is significant at the 0.01 level (2-tailed).
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Table 4-3: Correlation test
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Table 4-5: KMO and Bartlett's Test of Personal
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Bartlett's Test of Sphericity.
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Extraction Method: Principal Component Analysis.




image61.png
4.3.1.2 Psychological

Table 4-7: KMO and Bartlett's Test of Psychological




image62.png
Table 4-8:

"otal Variance Explained of Psychological




image63.png
43.1.3 Economical

Table 4-9: KMO and Bartlett's Test of Economical




image64.png
43.1.4 Social

Table 4-11: KMO and Bartlett's Test of Social




image65.png
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Table 4-13: KMO and Bartlett's Test of Consumer Buying Behavior
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Table 4-15: Summary of results of reliability test
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**_ Correlation is significant at the 0.05 level (2-tailed).
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Table 4-19: Correlation analysis
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4.6 Hypothesis analysis
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