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Investigation and Analysis of Influential Factors of Brand Purchasing Behavior of Oral Cold Medicine of
Consumers in Shenyang

ZHANG Jing-wei, MENG Ling-quan, LUO Ya-shuang, LIU Xuan(School of Business Administration, Shenyang
Pharmaceutical University, Shenyang 110016, China)

ABSTRACT OBIJECTIVE: To investigate the influential factors of purchasing behavior of oral brand cold medicines of consum-
ers in Shenyang, and to provide reference for the manufacturing and marketing of pharmaceutical enterprises. METHODS: Ques-
tionnaires survey was conducted among the residents of nine districts in Shenyang, covering the understanding, evaluation and pur-
chase of oral brand cold medicine; the primary data was analyzed statistically. RESULTS: 425 questionnaires were sent out, and
405 effective questionnaires were returned with effective return ratio of 95.3%. The publicity, popularity and the reputation rank of
brand cold medicines were similar in ranking and there was no necessary connection among them. The property of medicine, the
way to understand the medicine and the symptom of cold could influence consumers’ behavior of purchasing medicine to different
degrees. The popularity of the brand cold medicine didn’t depend on the publicity of pharmaceutical factory. Consumers had differ-
ent degrees of satisfaction with cold medicines, therefore industry still had the space to improve. CONCLUSIONS: Enterprises are
supposed to establish the idea that “reputation is the first while the quality must be on the first position too” ; carry out advertising
carefully, guide consumption rationally; grasp the historic opportunity, and extend the Chinese patent drug market.

KEYWORDS Oral brand cold medicine; Purchasing behavior; Influential factor; Investigation and analysis
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