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Abstract

YH Spirits is a long-established distillery that has experienced rapid growth in recent years, now
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ranking among the top five in China’s spirits industry. However, as younger consumers, especially
the “Generation Z” cohort, increasingly dominate the market, the challenge of how to enhance YH’s
brand recognition among younger consumers and rejuvenate the brand has become a critical stra-
tegic marketing issue for the company. To address this, the paper draws on online surveys and field
interviews conducted by the research team, employing logit regression analysis, case studies, and
Python web scraping to analyze young consumers’ perceptions of the YH brand as well as their con-
sumption and drinking preferences for spirits. The study reveals that: 1) Only a small number of
young consumers are aware of and purchase YH spirits, with most preferring baijiu with a soy sauce
aroma, while YH’s signature soft flavor is rated less favorably; 2) The younger generation, repre-
sented by Generation Z, shows a preference for lower-alcohol spirits and is highly sensitive to price;
3) “de-capitalized,” non-intrusive marketing approaches that integrate cultural content innovation
are more likely to win over younger consumers. These findings provide empirical evidence and the-
oretical insights for effectively expanding the domestic spirits market among younger consumers.
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Table 1. Revenue and profit statement of leading spirits companies for the third quarter of 2023
=1 LEEAED I 2023 F£=FEEWFEER

e B
Eds) 1053.16 17.30 528.76 19.09

TR 625.36 12.11 228.33 14.24

YH Bt 302.83 14.35 102.03 12.47

LI 78 3 267.44 20.78 94.31 32.68

PPN 219.43 25.21 105.66 28.58

LB ] 159.53 24.98 38.13 45.37
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Figure 1. Spirits consumption patterns of consumers across different age groups
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Table 2. Results of correlation analysis

F 2 AXMDIRER

5 i AR I 1= SR A S v St
R 1.00
peay A 0.18 1.00
sl -0.28 -0.10 1.00
HhIX 0.04 -0.16 -0.03 1.00
PaE=grS- Al -0.21 -0.14 0.05 0.12 1.00
PR 4 -0.33 -0.14 0.48 0.05 0.16 1.00
Tt A% -0.10 -0.19 0.03 0.03 0.08 0.26 1.00
ik 0.04 0.04 0.02 0.01 0.05 -.002 -0.15 1.00
my:s -0.08 0.12 -0.02 0.01 0.04 0.05 -0.07 0.09 1.00
st -0.08 -0.01 0.03 -0.01 0.02 0.06 0.08 0.01 0.16
mi R SCAE, -0.11 -0.25 0.04 0.08 0.25 0.06 0.18 0.01 -0.15
RS -0.07 -0.04 0.11 -0.11 -0.02 0.13 -0.03 0.01 -0.03
Bl -0.05 0.02 0.13 -0.15 0.02 0.12 -0.02 -0.01 -0.01
i -0.05 -0.08 0.02 -0.01 -0.03 0.09 0.16 -0.28 -0.07
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Table 3. Logit model regression results
% 3. Logit R E] )L R

AR (A) ~BE (B) ~&H
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PR B 5L
(-1.12) (—4.67)
0.653* -0.431*
g%
(2.20) (-1.95)
-0.444™ -0.052
g
(—2.03) (—0.34)
0.012 0.006
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T
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Figure 2. Word cloud of young people’s attitudes toward spirits
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