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Snack consumption behavior and its influencing factors of rural primary and middle

school students: Based on the perspective of merchant marketing strategy
LIN Wensheng, FAN Linfeng, LI Zheyan, WANG Zhigang
(School of Agricultural Economics and Rural Development, Renmin University, Beijing 100872, China)

Abstract: Based on the survey data of 1 047 students in Qinghai, Shanxi and Henan provinces in 2015, this paper
analyzes the impact of the merchant marketing strategy on children’s consumption of snack. The results show that some
business marketing strategies increase children’s consumption of snack, such as sweet and delicious snack, promotional
prizes, snack with toys and packaging novelty. Children’s thirsty or hungry feeling, the number of their peers eating and
purchase snacks per day and the behavior of replace snacks with daily meals also increase the consumption of snack.
Besides, those who are usually concerned about nutrition and health knowledge and whose parents limit the frequency of

snacking per week will buy less snack.
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