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Abstract

The objective of this study is to explore innovative marketing strategies for Meiling Dairy’s sheep
milk powder using consumer behavior data analysis. Given the current market dynamics and the
continuous evolution of consumer needs and preferences, traditional marketing methods are no
longer able to adapt to the new in-depth exploration of consumer behavior data. Insight into con-
sumers’ purchasing motivations and decision-making paths becomes the core of designing effi-
cient marketing strategies. This article will comprehensively collect and interpret consumer be-
havior data of Meiling Dairy, gain insights into the characteristics and expectations of major con-
sumer groups, and propose data-driven market strategies, covering precise target positioning,
customized promotion, brand building, and enhancing user participation. The research method
integrates quantitative and qualitative research methods, using descriptive statistics, regression
analysis, and clustering techniques, combined with text analysis and SWOT analysis, to reveal the
key elements of consumer behavior and market opportunities. The research results show that
promotional activities, brand awareness, and consumer evaluations have a significant positive
impact on sales performance, while price factors show a negative effect. Based on this, Meiling
Dairy has formulated marketing strategies to optimize pricing, increase promotional activities,
enhance brand awareness, and improve consumer evaluations, with the goal of improving its
competitive advantage in the sheep milk powder market and expanding market share. The inno-
vation of this article lies in proposing market strategies with practical guidance significance
through deep data integration and analysis, and verifying their effectiveness, providing practical
and feasible execution plans for the development and implementation of marketing strategies for
Meiling Dairy.
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Table 1. Analysis of the main market data of Mei Ling Dairy in 2023
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Table 2. Analysis of global sheep milk powder market development data
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2020 50 111
2021 55 10.0
2022 60 9.1
2023 65 8.3

Table 3. Market development data analysis of sheep milk powder in China
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Table 4. Main data sources data analysis
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Table 5. Data preprocessing steps data analysis
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Table 6. Sample analysis of consumer behavior characteristics analysis data
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Table 7. Multiple linear regression data were analyzed according to the above variables
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Table 8. Example analysis of marketing strategy effect evaluation
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Table 9. Sample analysis of precision marketing and personalized recommendation strategies
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