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A Study on Marketing Strategies for Yellow Rice Wine Based on the "Culture +
Technology” Model: A Case Study of Danyang Winery
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Abstract : The traditional yellow rice wine industry has long been challenged by rigid regional consumer patterns,
aging brand image, and insufficient market expansion. This study employs Danyang Winery as a
case study, integrating literature review, in—depth interviews, and a questionnaire survey (N=245), to
systematically analyze the current marketing landscape and consumer behavior of the brand. The
research identifies three primary shortcomings: first, slow product innovation and ambiguous brand
positioning; second, deficiencies in both online penetration and offline experiential offerings; and third,
inadequate corporate strategies and policy support. In response, this paper proposes a dual "Culture
+ Technology" marketing strategy: leveraging digital technologies to reshape brand cultural symbols
and establish immersive communication networks; utilizing consumer data mining to identify consumer
preferences and facilitate scenario—based experiences; and simultaneously advancing production
process optimization, pursuing cross—category collaborations, and integrating youth—oriented daily
micro—scenarios into product development. These approaches provide actionable strategies for
Danyang yellow rice wine to transcend regional constraints and enhance brand visibility, offering
valuable reference insights for similar brands.

Keywords : yellow rice wine marketing; culture + technology; Danyang yellow rice wine; brand
rejuvenation; experiential marketing
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