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Abstract

Against the backdrop of China’s strategy of expanding domestic demand, Dalian’s seafood specialty
products, as a representative regional consumer good, need to accurately identify the needs of
younger consumers and optimize supply strategies to achieve brand rejuvenation. Based on a ques-
tionnaire survey of 329 consumers aged 16 to 35, this study focuses on two representative Dalian
seafood specialty brands, “Liaoyu” and “Shuiyifang,” and applies cross-tabulation analysis, explora-
tory factor analysis and multiple linear regression using SPSS 29.0 to identify the key drivers and
growth paths of brand rejuvenation. The results show that interest in product innovation is the core
driver of purchase intention (f > 0.6), while the two brands present differentiated rejuvenation pat-
terns of “design-driven” and “quality-driven” respectively; consumers show a marked preference
for product forms such as single-serving convenient packs and low-fat healthy series. Based on these
findings, differentiated brand strategies and product innovation paths are proposed, providing the-
oretical and practical references for regional specialty brands to optimize supply and unlock domestic
demand potential.
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1. 53|

BEETH T, IR B i RO B 3 AN T R (78 2 i S (1] KO R IR A A s BT i
5 CRBATEE” O, TEAE G b R AL 2], SR, 18~30 %V 2R TUIRZ) 68%F BV 24 A[3],
Z AN KA L, R AR HBOS SHAIOME, A R B RS [4]. 3L
iy KPR AL B R, RN R OB AR [5], B b kg “BRIA
pR%E, SBOEKZJ5. ABIFLUPESBOTN R, TR, ezl . By ahr s sy
B, IRITTE R ALK SR R R 5 22 AR AR, O DXCIAT 7 i R 2 (4 SEAIE A

2. XEFid5MRRiE
2.1. MR ER,

SRR LT SRR T Aaker SUREE 2 HiG 5 Keller ff) CBBE AR, SR 5 A BN B 48 7 R 4
B AERZ T B[6] [7]; AR AT @I 7 5 AR SRR A0 B, ZOETER
SBR[ AW FCHE IR “ D0 A& A7 “ BT SR SRS RS, A W AR A S
XL RS IS AR (I 1, % 2). Mg RS 5 TR ER” Ik I[5], WA
WHIT “Bh IR 5 RIS RSB R sl Z IERBEIME . BeE . BZUERE,
FMRAGAL PP E[8], % 3CAb QBT S+ A E BUREE & T A% [9], MERlAL X (5 B KOL i id & A i
B S5 EERTHI L ZIE[10]. X IRF = 3K B IR Z 2 R R m[11], 7R 55 77 i BB 5 R IE S Ak 7 25
K71
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2.2. MmO SRR

AR RAET Z AR PR AL A2, B hR B i SR SRR R RS R R, (H
BAE “F sk Ak REETT, ARG AR B B e S R BUE R R I . AT TT
BUEGRANX — Bk 1, R A BT7 BIS S Z AU PR E DT FEAR S 1, SR U WFFCRsE: HL: 7 i B
ST P AR S R R B IR H2: SRR B S dh i S R IR R IE I R, (H
VEFH 9 BE DR GRS H3: i BT R A L N I S B R RIS, ELA[R] it o 1) S B SR S 4 P2 A7 7 72
Jt: HA: HAE AN DGR SRS s WK H I R RACR Ui EAAE B 5 2. L BBk
FEES 4L 5 RIS EIRG S, b H2. HA R34 R 5 ES HUY A 5K 8 6.3 75 T UG 1.

3. fAREItT
3.1. A&

ZeSCHRWETE AN IR BTG W€, R AL N MR (1) LSRR S B (2) M
MRS IEPAT ARG (3) diE RVPAEIEEL: (4) P S E W I (5) JPBU B, AT
EHEZENE TAKRRAS, VBT PO R —— 7 QU7 5 BRI LR
—— IS BN E GBS T (R 1. % 2).

Table 1. Measurement items for “product innovation interest” (5-point Likert scale, 1 = not at all interested, 5 = very interested)
F1CERUFGE VBERE RS SRR, 1= FRTRNE, 5= FREE)

= FERIT A 25 EFA K7 #fif
PI1 EA— ANE R ERER My B #fg i 57) 0.781
PI2 RN IIN IR E == =GR E IR o) 0.779
PI3 fiKHE ARR MR R 0.721
Pl4 ST TN T2 B 0.707
PI5 5307 IPIEhE A AL E 0.704

Table 2. Measurement items for “overall brand purchase intention” and related variables (5-point Likert scale, 1 = strongly
disagree, 5 = strongly agree)

F2 "mEBABIER RAXTEVNEIRN(FERY L RER, 1= EETEE, 5= FEREE)

B R A A&

USRI i IR S/ B, REEIWK (L

BAmXRE(E2E) i/ k7] B BRI A B HTEE R
=} Y g YR
HitE BRI UL/ k71 7 e
“»f;:j\: S A T £ ;”“}L?& DX” P N S .
- A DL/ k) BRI Gt

WA, 5 HER)

TSR B R SIS AL DL/ K —T7 ] S BARGE S oo (1 RIE AR TR BT RYERE, [l
PR BN BANE RIS S FE A BT ROR A S A T R S i s ) OI=ES S

R 7 (0 5.3 927 “P i GIE 7 5 BRI 1 MFIEE KT 1 AR 1 (07 ZkE
# 54.656%, TEIEATEIET 0.7), SRR ARV R AT A 5.3 4t — Dol v “fE
V" 5 “HERMRL” IS THERZEFEH, S55R 0 5.3 .
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3.2. PR SHEASHE

AT GE SN 16~35 i 2 % THF 90 H I 2 TR 82 0k 50 D8 3R 1 A W Ak L, ARHiF 7R
FHAEME R AL 1) B ARSIAE T8, @A R 2k AR X SR R BTG B & B 6 . SL RN
350 11, LHEIRIFLE G IRIF A 04 329 1, A RUEWLEHR 94%.

I3 JEHIRE SRR 2R A T v B T B AR A, (R AR 5T (0000 3 R 2R M R DX 3 R 2 T A e Ak Ll s
BB Z TS 1) 5 ZHFEREAR R, WORH BARHRE. B AR R 22 OESE 7 TWRGTE, #iRH
SEA TR B R R IS

4. BEFHESEHERR
4.1 HEAEKFHED T

FEASER 734 b, 16~22 %5 23~30 B o # &k b H 72.83%, #5344, 31~35 % i 20.9%,
36 & KU AL 6.27%, FEAFMIERG | 35 & UL M OTE B AR M b, Ui 61.7%,
T 38.3%, SRR S BRI #EAE 3 A ONTE BRI RHIEAR T o St oA b, FER AR iR
151(46.5%), TEHRGI T.IKZ(24.01%), H I 5HAL S0 7550 5 16.72%F 12.77%, S %
JGo BEAL, 8L76%MSZ V& A KIEAEIG. TAESUREEE T, FEAS A [ 2 sl S B Bk 5 0
ST ol R ST AR A B
4.2. mhRERIAN

FEIBUER A HT B (e 3),  “IL¥f” Wk K 114 WIEE AL,  “OK—05 7 #id K 105 R KR 5, —
T T NI T ORBREE S S s U027 BRI AT IR, R A S T LL « R
AR “ S AT AR

Table 3. Ranking of unaided brand association keywords (top six)

= 3. mhE B ARBIEXBIAHMT(RIZS)

HAT PSsat AR
1 i 114
2 K—J7 105
3 Lz 47
4 (LA 11
5 PR & 7
6 2 6

HERPRRARERRGT (R 4), “L” 5 K77 WABELMES N 3.31 F13.27, HibT
CBGRT B CEUREAGRT ZIA], ENEIKCTRRE, H K077 FE “se 4t 7 I g e
(13.37%)% = T “ILif” (10.64%), HERFHLEN4 B @B a 1R T1 251

Table 4. Brand familiarity distribution
4. mhEERREE

i J SEA BT KA — A B TS B[S TS
T 35 (10.64%) 59 (17.93%) 80 (24.32%) 79 (24.01%) 76 (23.1%)
K—T7 44 (13.37%) 56 (17.02%) 72 (21.88%) 80 (24.32%) 77 (23.4%)
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4.3. [EHERE

G RN, G EAR T FEEFF Alpha 2% 0.951 (% 5), @1 0.7 M52 hnifk, RHER
PR — B AR . R 0 iR H KMO R AR R BROE FE R 56 (4 6), KMO HUifsd )t &4y 0.958, 2
R BRI JEE A6 B8 3T 480 5 18y 2642.805 (df = 91, p < 0.001), & BIML I &K, R BIAS & A e 1R
SR, R AR E AT BT .

Table 5. Cronbach’s Alpha reliability statistics
%= 5. TEFEESE Alpha (5E 4t
e b EL K Alpha T
0.951 44

Table 6. KMO and Bartlett’s test
2 6. KMO FnE45F454018

fabr .
KMO BUFEIE VI =4 0.958

R SPRIESSENIAL 3 e s UK (¥ Sy 2642.805
H A 91
WE <0.001

5. SCIESR
5.1. JHERITHISE

T SEUEAE T T, 77 S (78.12%) 5 K Y R ER(77.51%) 1 2 - S IR, (BRFS5 /M T B 4% (49.54%) E
AR V) R AR AL G BT (38.91%), S ACHERE(61.7%) 5 /INAL R 5. (40.12%) [ A B A BC o BE A g, Sk
IR IEA % FE T IREERG . LB, “FKESE” (34.95%)5 “HOEH” (34.65%) & it itk
I 70%, WRAHLC EE H WAL, AR, “TRIEL S 5 HRIK(8.21%), HER S ZmY « Hh 7 47
Mg e, mik “FEEE” 5 “PAER” FEH,
5.2. HEERDH

LW (R Bor, AN F TR B 9 3 W ST (U A A B B G5 E b (G 7): X “drm sk
JE” ORISR R BT AR R G KT B 2 1 98 (p < 0.001), 1M 16~30 % AERR W B LRI E T N
SN A IR (4t ), R LA N ARIR RSt B, (B SO T S AR I ST A I
4 B T AR AR AL I S LB 7 T

Table 7. Channel preference and significance across age groups (%)

R TEFREHERERBREFSEREEE%)

IRIE 16~22 #(n=127) 23~30 ¥(n=111) 31-35%(n=70) 36 %LlE(n=21) B
R h 67.7 79.3 92.9 85.7 p <0.001
R 52.8 56.8 82.9 71.4 p < 0.001

FHE MR T HAE FEERE FERR i EE A i EE A NTES

AN AR FEERE FERR i EE A i EE A NTES
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SRR LT T (2 8), AFAEIRA W RE X R Rl E R AR TS A ik
AN CISEIRIEMEGE” , MRS AN “ MR oL “ 5;ALICHE)” RIH =, fr
ri LI X A [ R AR SR B 2 S A 7 SRS

Table 8. Preference for youthful brand traits by occupational identity (%)
7= 8. TEHPIHZEE I F R M RAVRITF (%)

SRR R4 MN=153) AR T(h=79) HHEPEN=55) Hihn=42) BEHE
i BT R 1 VA 62.7 83.5 87.3 90.5 p <0.001
H5RAEZILHF) 40.5 59.5 49.1 714 p<0.01
ARG FR h E E 50.3 67.1 69.1 71.4 p < 0.05
T S IR R 45.8 72.2 83.6 90.5 p <0.001

VRS ZE 5 7T, WSk H R 5 A (p < 0.01, % 9): Lok B K i Ry 4O < BRIB A AT AL
AL, BYENEZ T “HCEM” AN NEZHIWSE. SO T st b R 10), ik
FE “PISIS AT “EhRT AR CHERERRT CORE SRR SRR R ROVEOY B T Ik, (E A R b
DI T AF—— L T SR, K=" MEFREBES T Bt
M FRR S 33— 20 EIVIIE 1 Y fif R B AR 22 5 A 5 827 170

Table 9. Gender differences in purchase purpose (%)
= 9. FREIMERIHZRE S B RIXTEE (%)

) S5 H L (n = 203) FE(n = 126)
Ho&H 28.1 45.2
TG I 28.6 12.7
FRETT 36.0 333
RIS & 7.4 8.7

Table 10. Gender differences in brand image perception (significant items, t-test)
=10 mERERBMPMEAES T RIEEREZIOLE)

s T S 4k 5l BIfE bRt ZEE(p)
Ik ST %15 3.81/3.48 1.08/1.28 0.013
i 5T AT %1% 3.72/3.45 1.09/1.32 0.044
HeMHH R 75 3.65/3.32 1.14/11.21 0.014
Wit s wl % 3.62/3.36 1.07/1.26 0.047

T PLEPURE T RTRGAMSIAE A T R0, A G RE T AR ZF DS L Es.

53. BRMEFSH

AW TR = S BT R B R T PIL. P12, P4 SAMEG N “fERIME” F4ERE, PI3. PIS & RCH “ M
MARBE: " 4 P (AR 1= 0.620), B AR IR LR TR BB AN [R] U (2 ) A0 o 5 DA AR — 3, L% 11).

SRR 12): PR-4EBERT Y ot AL S B ) BT 35 TR IR 5 (p < 0.001), H. “fiREMATR” 14k
FE R H (I f=0.386; /K—77 f=0.418)0& =T “fERIM” F4EFE(IL# f=0.306; 7K—7J7 #=0.305), #&
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T il RN AN SR AT R A 0,2, 07 MR R 5 155 BRSO B 277 i TR R o AR B AU 6 P 5 TR B A A T (O
MR R2 B 0.719 F+Z 0.729; 7K—J5H1 0.705 224 0.678).

Table 11. Standardized coefficients (Beta) of key drivers of purchase intention

= 11 mENEEEXRENERIRE LR (Beta)WTEL

T AL & i1 i (Beta) 7K—77 (Beta)
7 i I M R 0.607*** 0.618***
A& 0.170*** 0.100*
w0 ] 0.079* 0.182*
il LA B 0.143*** 0.067 (n.s.)
R EL -0.014 (n.s.) -0.004 (n.s.)
5 -0.011 (n.s.) -0.008 (n.s.)

i AR AR LR, ***p <0.001, **p<0.01, *p<0.05, F[; ns.ERAEE,

Table 12. Regression results after splitting “product innovation interest” into two sub-dimensions (standardized coefficients)
= 12. FREIFSBHRS AR FEERMEALR(FRELRE)

T Az & i ifi(Beta) JK— 77 (Beta)
{5 P ¥ 45 15 (PIL/PI2/P14) 0.306*** 0.305%**
8 AR IR T 44 (P13/PIS) 0.386%*** 0.418***
BT 0.163*** 0.087*
sl AT 5 0.072 (p = 0.058) 0.150%**
st PR A 0.142%** 0.026 (n.s.)
TG R? 0.729 0.678

5.4. X

FERMMHRANT R R, “TRmBIE Yl ” AR5 “I0im” “K—777 BARN LB BN T IE
FHK(r=0.813, p<0.01, 3 13), BREI LR KHRIBPIZOTE, AR HL 14T 0 FH

Table 13. Correlation between product innovation interest and overall purchase intention

= 13, el s iR AT ERNAEX M

Ap FE AT R ()
AR S SR (G 1) 0.813**
ARG LB IR (K —T7) 0.813**

i LA I 5 A0 K 22 B T RYEJE SRR A 28 R T S IR 8 2 B 3 IEAH K (p < 0.01, & 14), RS
i LA S P T S R T S R R A R A 1 B R G RF H2). —E AR E R OCH: “ilifm” 4
BEE “Hrigscll” (r=0.503) “Prs&A” (r=0.495) KMk, “/K—J7” MEBENE “MBEATE” (r
=0.503) KEkIm R H:  “ILin” PR R 2R 0 SR I I IR B A s vt T “K—J77 , JUHAE “Bk
Zreim” EERE(r =0.427 vs. 0.272).

i U 55 0 SR AR 0T o, A i B R 48 FE 4 5 SR B A 25 15 S i 2 2 IEAR K (p
<0.01), HMRMEAENF RS EEAR(E 15):  “MBIAEE” “f3ge” 25 “WHEE” MR
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i YERZ(r = 0.569~0.639); “ILiA” B “HIIHR” TBRE “HRBTOR” WS EM R R =
0.489), “/K—77” f “fhBIAEE " RRMG “ABER” (r=0.530) 1 “HEFEREIE” (r=0.639)m FAHK,
WIPLRAE TR B H3.

Table 14. Correlation between brand familiarity and key variables

14 mEAEESKRTEMNEXMLLE

AR5 NN ILia(r) IK—75(r)
ViEWEYN 0.495** 0.391**
Y 0.425%** 0.503**
B 0.482** 0.442%*
mi R R4 AT H F) 0.465%** 0.444%*
ik e A 0.503** 0.468**
(GRS P 0.470%* 0.458**
et R 0.484** 0.444%**
xR/ 2 A 0.427** 0.272**
B uli/Hh & WA G 0.402** 0.348**
FRAZE R R R KOL/HHERF 0.425** 0.336**
IR % 0.450** 0.364**
U AARLR 0.339** 0.311**

Table 15. Correlation between core brand image dimensions and purchase intention

5% 15. MR EBOERESMEERENIEXMEITLE(r > 0.44 HRFMEXR)

i BT R 4L IR A2 (1 i) r FERNWAEE(K—TT) r
Y RIS K 0.569 KRS AR 0.639
(GRS EES RSB AR 0.594 KRS AR 0.606
BT R 0.489 B uli/Hh & WA G 0.503
PIEREYN MIRCE: N4 0.443 MRS N 0.460
ik A TR I kA4 0.483 B uli/Hh & WA G 0.530

AL AT AR . 5)) TR VB A4 0.468 B uli/Hh & WA G 0.456

5.5. &I EYISHr

AL AL KT BRI K ORI R, DL AR REAGE R L %O i PR R A JEE (5 T E
AU 77 BT R A KT M D G AR (RS M)y B R, MR e R AR,
AR SS R2 415008 0.719 5 0.705 (7 16), #5ik p < 0.001 BE/KF, HAE RIF, ReffR 70%0H

Table 16. Comparison of overall goodness-of-fit of brand purchase intention regression models
F< 16. mhENEEE IR BV RN LS E T

s % R? F{E B
i 0.719 140.656 p <0.001
IK—T7 0.705 131.826 p <0.001
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BUHEREY: (1) “P AU %R " &8 BIRBIAR, P M AR R B ik 0.6, i HAhAR
&, R HL A 250 (2) SR S R L S (e SR A X —— i 58 52 A7 ¥ i /& "B 5l (Beta = 0.170)
“OK—J77 MR “ G EE” UKE)(Beta = 0.182), ik H3 #52IUG1E; (3) iR AR AT A7 A il i 22
S, AL PR EEN I SRR 2 IE M 52 (Beta = 0.143),  “UK—J7 7 MIARIA B EKF, ik H2 15
BRI IAIE; (4) SRES. MRBDGI SE I T 2 R, U] R IR R B AR A RIS S R B
@M.

6. &t 5118
6.1. FELD

AWEFEEET 329 L0 P 1 G HdE , RGURTT 1 ORIEHEEERS ™ i PR BRAL IO SR B AL o BT T2 A L
Ho—y 30”5 “OK—J5 7 R OEIREERF P AR NE B BORSEA% 5, (R LSRN I “ ARl
B, WAHFIEN “IRIFL&M” ) HEH 7 FAL, RIEIEMMEGL T RN AT GiE%,
AE G R SR W E WL L AFE R F A, =, PR S E r 0 uah 1, H AR s
] “fEGEVE” &5 MR 5 H=, MWL RIENAFETRMNZ R LR —— “I0” BT “ it kah
B, KT JET R

6.2. WERFRBIEREN: BRHEESERLF

AR ) WK R BA T E T Keller ) CBBE g1 2 di4)l: CBBE AR ! Fh ¥ 77 i
ARG “CRTTATEE” PRI ) SRR R A BOHR” SR TS )RS R, (ER
0B [) ot RN To) it R S 0 S S B — S o AR U B R A SRR B R RS B B 7 S
(“ILA” BT B S vs COK— 7 IR R B AV D) B S AN A SR, TR “ BR AR O U AT
FEAL” 122 SR RN . SRR MIE AT IR E L E AN B & — @ W HEE [0 44 5t il it
fili b, P AEr ARG s BT RSN 7 R E AR B R IE R HAS R IR T XA A
a2, 1) HAh S RTHE EA RERRIE

6.3. XX A SEVILGRHES TS

TX A 5 EASE R AR TA 2, FEWH., H—, REARES K7 ZHMEE
B IHEAE T S R A G, AR o ) S R SR I BB N AN 35 (B = 0.067, n.s.),  BEA B VAR RE A2 24
BEEFREE “ MR SRR R A R FEAE R, AR BT R, %A AR AR SRR AIE .
oz, R MERI I E R EE E HEN, A XM R SR R AT 5 AR R AR IR G SRR
BERZE S, PR AN OGS0 s s n] g2 1 AR B AR Bl O AR B —— B e A “ i 2 o
HA)” RIo9F R EEm, HibrIRs) I mT RERER A R, BN 2 788 1T moderated regression 5%
B LS TR IE IR IX — RN . Bbah, BIE/NT BRI 16~30 ¥ BEfRH BN 3 BRHHARIA
GuitWEME, WTHES 36 % LA BFEARE /NN =21) FITEFEARARBIA G, MAE BN AETE, A 1F
B RBEARIGHIE

6.4. EIEEIL

F— AR AT R LA, M CAETEAL T 5 R P RLAERE . RIS R AR
RS PSRRI T S BT e B R TR A (0 B AL R L JTRRRI ATk LK), ik
RPN “ARBRR R RS 5H0N Tk, JFaia PRIl EE R 2 MR,

DOI: 10.12677/ass.2026.158690 566 FESRERTH


https://doi.org/10.12677/ass.2026.158690

HKILZG 45

9 S ZE AL A R ARG G . I BsmAk “BOTHIRED T, I R e RALE S . S
SCEY RGBT B B T I A PR GE R4 7 i, R N I SISO SERR O “ B IRREAR S s K —
Ji7 BEERA CRLEEREN G AU B S B IR IR - BB AR, JFSIA
BUBNAIE LLIRAL “ Bt 287 AT

B=, W SMACEREIERE, WEUNELZT G ORIMIA R R EWHIREN R R
Fou ANIASL B bR, AR SR N B % R AL B (I M SE AR SRR, KT
I BRI R ER), SEBLAN “BE)” [ “HHHMEAR” FFAZ.

S0, ST ORI AR AR AL HARVE AN WA T, BPR . Bt BB RBUE
HIBA, PLSelic &= b itk SECT BB, PR B iz it “BisraREs K" “FRH
TR L SFIRARIAN GG LR R, XA S S8 bt AR B Ak H B P (R 2
7. MRRRSRE

A FEAFAE LU N JRIPR 13 A5 40 1 I IS 38 S ot Bk 7 B A 3 3 1 i PEE B

Ho—, WA SHASHRR . AUFTOCR AR B Aribbe, @ 2 RS S 888,
REMORIE MR 22 . HBOEFEMZE . B G5 A RN A B R A 1R . U5 BT SR 73 J2 Bk
BCAHRE . (bR R . HOBILL T IRE, JRR A TR E AN TT M. SRRk A I AR WA i M

RN At T
H=, WRAUAUREE “I0¥” “OK—T77 AN, SR AT ML A R XUERAR T B I I R
Fr 2 i AR A BRI

Fo=, SRR et i LAEAT R HEWT, ARRWIIT A [FLB BRI 0 7T, JFXT 6.3 T HE i M 47
ROSARBLBEAT IE AR

FDU, AHEFURS 7 b BT ER” R SRS T AR, 5.3 AR R ISR R T 4EREAL BT —
SEAE B E, RRATIE LI UETE A7 20 M A s B DA AR R BORs 1 4 P AR N O B AR I e, BA3R
P ERS G I AR EN R R IR 4 2R

S E 3wk
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