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Abstract

As a core representative of Guizhou green tea, Meitan Cuiya relies on unique natural endowments
and profound tea culture heritage, becoming an important support for the development of the regional
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tea industry. However, it still faces development dilemmas such as limited brand influence, unbal-
anced consumption structure, and insufficient product innovation. Taking Meitan Cuiya as the re-
search object, this paper conducts research by comprehensively using the literature survey method,
questionnaire survey method, interview method and observation method, explores the character-
istics of consumers’ purchase intention and the law of group segmentation through the Lasso-Lo-
gistic model and K-Means cluster analysis, and systematically analyzes its market development sta-
tus, competitive pattern and existing problems. Based on the research results, targeted promotion
strategies are proposed from the dimensions of brand communication, product optimization, chan-
nel construction and cultural excavation, aiming to promote Meitan Cuiya to leap from a regional
characteristic brand to a nationally renowned brand, and provide practical reference for the high-
quality development of the Guizhou tea industry.
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Table 1. Demographic information of respondents
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AR biAL] A HrE ARE
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1) g’y
i 665 61%
18 %~25 % 634 58%
26 %~35 % 232 21%
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55 &L I 25 2%
AV ER 53 103 9%
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EF\ W AN %U_‘ 0 ?"ﬁi
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o 543 50%
HoAth 53 5%
3000 LA R 564 52%
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Figure 1. Tea drinking frequency of respondents
E 1. ZERIFIMEE

=0 (RIFEE

3.2

24

0.8

22 e Bles £ B £

Figure 2. Tea type preferences of respondents
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Figure 3. Factors influencing tea purchase decisions
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Figure 4. (a) Cultural awareness of Meitan Cuiya; (b) Consumer perception of Meitan Cuiya’s Origin Period
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Figure 5. (a) Overall impression of Meitan Cuiya Brand; (b) purchase intention for Meitan Cuiya Peripheral Products; (c)
consumer acceptance of price
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Table 2. Coefficients of Lasso-Logistic regression
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26~35 % -0.08 0.14 0.568
36~45 % 0.15 0.18 0.404
46~55 & 0.58 0.21 0.006
55 %L I 0.85 0.27 0.002
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MRGE # 0.35 0.16 0.029
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5001~8000 7% 0.38 0.16 0.017
8001~12,000 7T 0.68 0.21 0.001
12,000 JG LA L 0.71 0.33 0.032
FUEECRA D =0, WS =1) 0.06 0.09 0.506
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Table 3. Analysis of variance (ANOVA) for cluster differences
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