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Abstract. The impact of different marketing methods on consumers’ purchasing
intentions for fast moving consumer goods is an issue worthy of attention. This
study takes bottled tea products as the subjects to empirically investigate the im-
pact of different marketing methods on consumers' intention. The results indicate
that cause-related marketing, healthy marketing, product marketing, and packag-
ing marketing have a significant impact on consumer intention to purchase bot-
tled tea FMCGs, while personalized marketing has a less significant impact on
consumer purchase intention.
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1 Introduction

Product sale competition for bottled tea FMCG is fierce. Under the trend of health de-
velopment, tea drinks are gaining market sales share faster than others. According to
Euromonitor survey data from 2010 to 2020, the actual transaction volume of China's
tea beverage industry in 2020 reached 12.248 billion liters, a year-on-year increase of
5.89% from 2019 [2]. The sales volume of tea beverages has grown significantly. The
bottled tea market has a great growth potential. The consumption attributes of bottled
tea belong to fast-moving consumer goods (FMCGs). Rapid consumption and impulse
buying are one of the basic attributes of fast-moving consumer goods. Consumer pur-
chase behaviors are often made based on personal preference. When making purchase
decisions, consumers rely more on their emotions than on their minds [2]. The product
marketing of FMCGs focuses on meeting the different psychological demands of con-
sumers, thereby affecting consumers' purchasing intentions. Adeoye et al. (2023) re-
search find that differentiation and focus strategies have significant effect on FMCGs
firms’ competitiveness. The generic strategies (differentiation and focus) are determi-
nants for firms’ competitiveness in FMCGs sector. It recommended that FMCGs firms
should continue to deploy differentiation and focus strategies to achieve their compet-
itive objectives [3].
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1.1 Research Objects

Studying the impact of different marketing methods on consumer purchase intentions
and increasing corporate sales growth is a marketing issue worthy of attention. This
study empirically studies the impact of cause-related marketing, healthy marketing,
packaging marketing, and personalized marketing on consumer intention of bottled tea
FMCGs. The main research purposes are to verify the impact when bottled tea FMCGs
firms use different marketing methods on consumer purchase intention. Those market-
ing methods are including cause-related marketing, product marketing, healthy market-
ing, packaging marketing, and personalized marketing. By results of this study, to con-
firm the effective marketing methods for bottled tea FMCGs.

1.2 Marketing Relevant Literatures

When consumers make quick judgments and decisions, they will be affected by people's
mood and emotions, as well as physical sensations and metacognitive experiences. Re-
search finds that the quality, source credibility, and usefulness of information have in-
fluence on consumer purchase intentions in FMCGs [6]. Trust is one effective mecha-
nism influencing consumer decision-making [4]. Purchasing intention is an assessment
of the subjective probability or possibility of a consumer choosing a specific product or
brand. Purchasing intention can be used to reflect the consumer's willingness and atti-
tude towards purchasing a certain commodity during purchasing activities. When prod-
uct characteristics match consumer needs, it ultimately enhancing the consumer inten-
tion to purchase [5]. Purchase intention significantly affects purchase behavior [8].

Cause-related marketing activities are firms sponsoring charity to achieve their own
benefits. The basic purpose of charity activities organized by companies and participat-
ing in public welfare projects to enhance brand image and influence is to develop con-
sumers and resulted profitability [1]. Product marketing focus on the features tea, it is
the initial demand for consumers to choose bottled tea. Healthy marketing focus on
salutary drinks to increases consumers' willingness to purchase and enhancing consum-
ers' trust. Research on packaging marketing has found that the ingredients displayed on
the outer packaging of the product can affect consumer perception [7]. Personalized
marketing focus on special customization packaging may be the development trend of
future marketing.

2 Research Design

This study empirically validates those impacts of cause-related marketing, product mar-
keting, healthy marketing, packaging marketing, and personalized marketing on con-
sumer intention to purchase bottled tea FMCGs. For cause-related marketing, three var-
iables are selected, including firm participation in charity activities, donation of part of
sales amount, and transparency of charity information. For healthy marketing, the var-
iable of low-sugar ingredients is selected. For product marketing, two variables of nat-
ural health and trace elements are selected. For personalized marketing, personal cus-
tomization and special pattern customization are selected as variables. For packaging
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marketing, appearance packaging design is the variable. Under the consumers' willing-
ness to purchase, the purchase intention is used as the variable. As show in table 1.

Table 1. Dimensions and variables of research design

Dimensions Variables
V1: firm participates in charity activities
Cause-related marketing V2: firm donates part of sales proceeds

V3: donation information open and transparent

Healthy marketing V4: low sugar ingredients
V5: natural health
V6: trace elements

Product marketing

V7: personalized customization

Personalized marketin . .
£ VS8: special pattern customization

Packaging marketing VO: appearance packaging design

Consumer purchase intention V10: willing to buy

Source: Research for this study

The first part of questionnaire is the background of the respondents. The second part
is designed by self-constructed consumer purchase intention and 5 dimensions of cause-
related marketing, healthy marketing, product marketing, packaging marketing, and
personality marketing. The questionnaire was designed with a 5-point Likert scale to
allow respondents to give subjective evaluation scores. After the questionnaire was de-
signed, 30 pre-tests were distributed, and the reliability reached an acceptable level; the
official distribution time of the questionnaire will be August 2022. The questionnaire
was placed on the Questionnaire Star online platform, and respondents were invited to
fill in their own answers. A total of 397 questionnaires were collected. There were 47
questionnaires with incomplete materials and too short answering time, and 350 valid
questionnaires, with effective rate of 88.16%, reliability a value of 0.808, and coeffi-
cient of KMO test of 0.716. Those show the collected sample has good consistency and
validity.

3 Result Analysis

Analysis of the basic information of the respondents shows that there is no significant
difference in the consumption of bottled tea FMCGs by gender. In terms of age, con-
sumers under the age of 35 account for more than 60%, indicating that the main con-
sumer group of bottled tea is mainly young people. There was no significant difference
in the educational background and occupation of the respondents.

3.1 Describe Statistics and Pearson Correlation Analysis

In the variables part of this survey, the highest score is natural health at 4.50, the second
is low sugar ingredients at 4.25, and the third is trace elements at 4.15. These three
scores all exceed the consumer willing to buy score of 3.97. The variable with the high-
est average is natural health, which shows that consumers are most concerned about the
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functional features of the product itself when choosing bottled tea FMCGs. The scores
of the three variables representing cause-related marketing are all lower than the scores
of consumer willing to buy have scores ranging from 3.51 to 3.75. It shows firms par-
ticipate in charity activities as as the most recognized by respondents.

Table 2. Basic information of respondents

Variables Mean | Max value | Min value
V1: firms participate in charity activities 3.75 5 2
V2: firm donates part of sales proceeds 3.51 5 3
V3: donation information open and transparent 3.62 5 3
V4: low sugar ingredients 4.25 5 3
V5: natural health 4.50 5 3
V6: trace elements 4.15 5 3
V7: personalized customization 3.27 5 2
V38: special pattern customization 3.58 5 3
V9: appearance packaging design 3.77 5 2
V10: consumer willing to buy 3.97 5 2

Source: Research for this study
Pearson correlation coefficients are shown in Table 3. Significant positive correla-
tion data supports that the cause-related marketing has a highly positive relationship
with consumer purchase intention, the product features and healthy of bottled tea also
has a highly positive relationship with consumer purchase intention.

Table 3. Coefficients of Pearson correlation analysis

Vi
o | V7 VB | VO | V4 | Vs | Ve | VI V2 | V3
06 208% | .558* | .466* 499% | 177% | .448%
VI 1] 0 | " ) L B ! .
25 2 032
0 85 %1 000 | 000 | 000 | P | 000 | 001 | 000
580% | .638% | 431% | .170% | 218% | .454% | 356*
000 | .000 | .000 | .001 | .000 | .000 | .000 | °
397% | .555% 281% | 561% | 312%
Vs . ! . 095 | T " . .?87
000 | 000 | 7 000 | 000 | 000 | 1%
402% | 235% | 604% | 373% | .500% | .483*
000 | .000 | .000 | .000 | .000 | .000
399% | 511% | .605* | 331% | .476*
000 | .000 | .000 | .000 | .000
205% | 258% | 100 | .264*
V3 : * S I
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.000 .000 .000
.618% | .681* | .674*
.000 .000 .000
.630* | .661%*
V1 1 * *
.000 .000
712%
V2 1 *
.000
V3 1

** indicates significant level is 0.01 (two-tail), the number of samples is 350.
Source: Research for this study
Personalized customization and special pattern customization have no significant relation-
ship with consumer purchase intention, which shows that personalized marketing of
bottled tea have no significant relationship with bottled tea FMCGs consumer purchase
intention. The correlation between trace elements in product features marketing and
consumer purchase intention is significant, with a correlation coefficient of .321.

3.2 Regression Analysis

Regression analysis is used to confirm the causal relationship between the independent
variables and the consumer purchase intention. It takes consumer purchase intention as
the dependent variable, and the 6 variables with highly significant Pearson correlation
coefficients are used as independent variables. The mathematical model of the regres-
sion model is shown as formula (1).

Y = Bo+ B1X1 + BoXo + B3 X3 + BuXy + BsXs + PeXe + € (D

B, is constant, Y is dependent variable of consumer purchase intention, X; is inde-
pendent variable of firm participate in charity activities, X, is independent variable of
firm donates part of sales proceeds, X3 is independent variable of donation information
open and transparent, X, is independent variable of low sugar ingredients, Xj is inde-
pendent variable of natural health, X, is independent variable of appearance packaging
design, ¢ is the residual error, and f3; is the coefficient of the independent variable X;.
As show in table 4.

Table 4. Coefficients of regression model

unstandardized Standard- .
. . ized coef- Sig-
independent coefficient . .
. ficient t nifi-
variables Standard cance
B andar Beta
error
(constant) .039 254 155 .000
V1: firms participate in .286 .044 333 6.554 .000
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charity activities
V2: firm donates part of sales 88 045 345 6354 000
proceeds
V3: donation information 436 037 619 13.05 000
open and transparent 5
. . 13.86
V4: low sugar ingredients 532 .038 .556 9 .000
V5: natural health 302 .056 212 5.406 .000
: kagi - 19.2
V9 appearanscieglpl)ac aging de 337 018 732 96 3 000

Dependent variable: consumer purchase intention
R: .895
Adjusted R-squared: .797
Source: Research for this study

The independent variable coefficients of the regression formula, arranged from high
to low, are: the standardized coefficient of V9 is 0.732, V3 is 0.619, V4 is 0.556, V2 is
0.345,V1is 0.333, and V5 is 0.212. According to the level of the coefficients, the most
important item that affects the dependent variable consumer purchase intention is the
appearance packaging design. The adjusted R-squared value of the regression formula
is 0.797. It shows that the independent variables selected in the sample model have a
high degree of explanatory power on the consumer purchase intention.

4 Discussions

Firms participate in charity activities, donate part of their sales, and disclose donation
information have a positive effect on attracting consumers of bottled tea FMCGs. The
result shows for bottled tea FMCGs, the firm cause-related marketing, product features
marketing, healthy marketing, and packaging marketing do attract consumer purchase
intention. The possible reason is that consumers feel that they can also participate in
charity activities for free by purchasing bottled tea, and this free rider mentality is worth
further research. When consumers do purchase bottled tea FMCGs, it may possible they
are not only attracted by the appearance of the bottled tea products, but also pay atten-
tion to the natural healthy impression of the bottled tea products. How to present health
and natural patterns on the outer packaging of bottled tea FMCGs to attract consumer
purchase intention is also worth further research.

5 Conclusions

This study empirically investigates the impact of cause-related marketing, healthy mar-
keting, product features marketing, packaging marketing, and personality marketing on
consumer purchase intention of bottled tea FMCG. Through correlation analysis and
regression analysis of the collected sample, the results confirmed that the appearance
packaging design, natural and health, cause-related charity activities, product features
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of bottled tea FMCGs have significantly positive impact on consumer purchase inten-
tion. Those findings not only support firms to focus on consumer demands, product
features and packaging marketing, but also confirm that corporate donations to social
welfare can get consumer recognition when they making quick consumption decisions
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