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Abstract

Under the fiercely competitive market environment and the trend of increasing digitalisation, many
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long-established brands have begun to decline. Therefore, in order to cope with the fierce market
competition, Yanchun is also actively preparing to expand the new business of pre-cooked dishes.
This study selects Yanchun, a century-old brand, as the research object. Through the questionnaire
survey method, the article summarises and understands their fit between the extended business
“pre-cooked dishes” and the original business, builds a theoretical model of perceived fit that affects
consumers’ willingness to receive through extended product evaluation, and explores the mecha-
nism of the impact of perceived fit on the willingness to accept extended products of long-estab-
lished brands. This article finally successfully verified its theoretical model and put forward the
following suggestions for Yanchun: 1) Accelerate brand rejuvenation and modernisation. 2) Expand
the sales market and strengthen the rejuvenation and structure of customer groups. 3) Strengthen
brand inheritance and strengthen brand authenticity. 4) Strengthen the unified management of the
brand and create a new image of the brand.
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Figure 1. Conceptual model diagram of factors affecting the willingness to purchase extended products
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