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Abstract

At present, the competition in the domestic market related to low fruity cocktail is becoming in-
creasingly fierce. RIO cocktail, as the leading representative of the industry, has a good market
reputation and a large number of consumer groups. However, in recent years, the vitality of mar-
ket performance has declined, and after the brand’s main “slightly drunk” track experiencing
nearly two years of explosion, it got rapid cooling in 2022.consumes’ investments were cold, and
financing was affected to a certain extent. Therefore, RIO cocktail needs new marketing strategies
to deal with these challenges. Based on the collected sample data of consumers, this paper first
uses factor analysis method to reduce the dimensionality of the ten factors affecting purchase, and
reduces them into three common factors that affect people’s purchase behavior, named as product
quality and brand characteristics factor, product promotion and convenience factor, and product
service and logistics factor. Then, K-means clustering is performed on existing consumers based
on the three common factors, and three types of consumer groups are obtained, which are partic-
ipants who pay attention to product quality, people who pay attention to brand and publicity, and
loyal people who pay attention to convenience and after-sales. Finally, ordered Logistic regression
model is employed to analyze the factors affecting consumers’ purchase of RIO cocktails. The re-
sult shows that three significant factors affecting consumers’ purchase are price, portability and
brand reputation. Our research is intended to provide some reference for the precise positioning
and differentiated marketing of RIO cocktails.
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Figure 1. Research idea map
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Table 1. Rotated component matrix

= 1. HERERR S FERE
Component
1 2 3
Base wine taste 0.813 0.173 0.307
Types of taste 0.751 0.120 0.400
Price 0.696 0.522 0.038
Packaging level 0.736 0.363 0.225
Paperwork quality 0.222 0.728 0.433
Portability 0.284 0.756 0.191
Advertisement 0.226 0.824 0.241
Brand reputation 0.626 0.419 0.379
Customer service attitude and efficiency 0.273 0.368 0.822
Physical distribution and after-sales 0.439 0.275 0.770
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Figure 2. The normalized clustering result distribution map
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Table 2. The average value of factors among the three common factors of all kinds of core population

2. BEXHBARAEZMQHRF EWEFREFIE

Case clustering number F1 score F2 score F3 score
Participants focusing on product quality Average value 0.8710 —1.1160 0.0901
People who pay attention to brand and publicity Average value —0.8894 1.2131 —0.8322
Loyal crowd focusing on convenience and after-sales Average value —0.7695 0.1983 0.2906
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Figure 3. The division of consumer groups of RIO cocktails
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Table 3. Ordered Logistic model variable table
%% 3. EFF Logistic IRRITER

Attribute of variable Variable name Variable definition
1) Under 20 yuan
. The monthly cost of 2) 20~50 yuan
Dependent variable purchasing RIO cocktails 3) 50~150 yuan
4) Above 150 yuan
Base wine
Flavor
Price
Packing 1) Highly dissatisfied
Core Satisfaction with RIO Copywriting 2) Dissatisfied
explanatory cocktails - 3) General
variables Portability 4) Satisfied
Ad 5) Highly satisfied
Brand
Independent Attitude
variable .
Logistics

1, Student group
2, Enterprises, institutions
Profession 3, Servicing business
4, Production industry

S, Special profession
Control variable

1) Under 1000 yuan
2) 1000~1999 yuan
Income 3) 2000~2999 yuan
4) 3000~4999 yuan
5) Above 5000 yuan

AR SCAEEE )52 FF Logistic [A1VARA 0 =0(3) TR :
v = f, + B, Basewine + g, Flavor + S, Price + ,Packing + S,Copywriting + S portability
+ f,Ad + B;Brand + g, Attitude + 3, Logistics + 5, Profession + ,,Income + &
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Table 4. Parallel line test results

F 4. PATRIER

Model —2 Log likelihood Chi-square Degree of freedom Significance
Null hypothesis 627.210
Routine 594.974b 32.236¢ 24 0.121

X iR A REAR P SEAT R 06 AR PPl L BLAR LA I B o B H N 48.200, p 2N 0.002, /T
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Table 5. Regression results of ordinal logistic model
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Independent variable Regression coefficient Standard error wald Significance
Price 0.432 0.192 5.076 0.024
Portability 0.493 0.198 6.167 0.013
Brand reputation —0.749 0.240 9.777 0.002
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