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Abstract

As an outstanding representation of traditional Chinese alcoholic beverages, Shaoxing rice wine
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possesses unique intangible cultural heritage brewing techniques and remarkable cultural adap-
tability. However, with the intensified competition in the domestic alcoholic beverage market and
evolving consumer demands and preferences among the younger generation in the new era,
Shaoxing rice wine is facing challenges such as declining market share and underwhelming com-
munication efficacy. Guided by the 5W theory of communication studies, this paper analyzes the
existing issues in the crafting of the wine persona for Shaoxing rice wine and provides targeted
suggestions for the development of effective communication through aspects such as product sys-
tem, cultural identity, design innovation, and communication channels. This study aims to provide
valuable theoretical references for the future development and innovation of Shaoxing rice wine
brands.
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Figure 1. Distribution map of relevant domestic research
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Figure 2. Questionnaire results on the cognitive status of Shaoxing rice wine
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Figure 3. General information data of the target audience
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Table 1. Questionnaire results on the time-honored brands of Shaoxing rice wine
# 1. BEZFSREANELRELEER

X AmiRl B&Ra cuw Dl ks e O PP
18~25% 10 (34.38%) 19 (65.62%) 6 (20.69%) 19 (65.62%)  0(0%)  1(3.45%) 22 (6.90%) 29
25-35%  1(100%)  1(100%)  1(100%) 0 (0%) 0 (0%) 0 (0%) 0(0%) 1
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Figure 4. Questionnaire results of the product purchase frequency on the time-honored brands of Shaoxing rice wine
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