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Tab.2 Questionnaire design of brand choice and purchase factor
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Fig.1 Distribution of numbers of people and purchasing factors for
¥9-19.9/pack-priced cigarettes
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Analysis of factors affecting cigarette purchasing based on self-organizing modeling
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Abstract:This paper aims to investigate consumer motivation in purchasing cigarettes of different specifications. Self-organizing GMDH
(group method of data handling) algorithm was applied to analyze such factors as brand image, value (price), social acceptance, health
issues, newly created, product characteristics and sales channels/sales promotion affecting cigarettes purchase of three price segments and
four specifications in 2015. Results showed that the most important purchasing factors were brand image and value (price). This could
render favorable reference for cigarette manufacturers to improve cigarette quality and maintain brand image.
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