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Abstract

With the revival of the national trend and the rise of Generation Z consumers, Chinese brands are
facing the urgent need for transformation and upgrading. This paper takes Yumeijin as the research
object, and through questionnaire survey, text sentiment analysis and Kano demand analysis, it ex-
plores the cognitive characteristics and purchasing decision mechanism of Generation Z consumers
towards the brand. The study found that: (1) Product quality and marketing innovation have a sig-
nificantly higher positive effect on purchase intention than the brand dimension; (2) Negative feed-
back from consumers focuses on product texture and insufficient marketing (the Kano model shows
that IP co-branding is a necessary attribute); and (3) Intergenerational cognitive differences indi-
rectly play a role in the purchasing decision through emotional nostalgia. Therefore, this paper pro-
poses a “dual-track strategy” for brand revitalisation: consolidating quality trust through children’s
specialised lines, and realising cultural translation by leveraging national wave IPs, which provides
a theoretical framework and a practical path for the activation of the Z-generation market by na-
tional brand names.
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Figure 1. Theoretical model of the study
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Figure 2. Survey structure model
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Figure 3. Respondents’ product perceptions
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Figure 4. Respondents’ product understanding pathways
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Figure 8. Popularity of product categories
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Figure 9. Factors that customers value in products
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Figure 10. Distribution of reasons for not purchasing
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Table 1. Purchase total score and dimension correlation
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Figure 14. Driver-push relationship
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Table 4. Driving relationships between the four categories of push factors
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Table 5. Driving relationships between drivers and sub-factors
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Y5 7 R L F Pl B 0.71
Y6 o AT R P 0.76
Y7 SRR R R 0.68
Table 6. Degree of influence of public factors on consumer purchasing behaviour
6. NEFIHBREMLIT AT MIZE
st A Egi LI T 3K I VAR P:9:3
3.1764 2.2965 3.0398 3.1979

MSEMARERE ST T LIS, 28 MR i 9 NI R B e, B iR 77
Ptk R B TBL BAREE. TTEMET WSS PRI R PRIB AR R, U
WXL 3R | TR A R
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TR K RS A 3, AL ARSI AR T I RS I, TE R R A X AT X 4, TRACR
FH BB B T BORT BT 5, (HATHE— D40 o0 MR B B IR NS0 I 7 2 7 75 oK

Table 7. Independent samples t-test results

]OMIBHEART REER

Hagiit
P51 NS FIE R ZE) t 18 p 1 =8
ST 25 B 311 32.209 (8.84) 0.453 0.651 &> 5
U 330 31.888 (9.104)

(2) BRETTEIT

TR ZE T BN ZTT 20T (R 8) S ARSI BOIH B 8 W K g i 73 22 5+ AN (.3 (Sig. = 0.328 > 0.05)
(HIE AT AR BL, 18 % LUR RN K B B e, 30 % DA RERGRAR, S th AR v 98 WA S8
15077 it BE LB U S, ALl T B R AN [ 6 SR 1) R 2 S A R B 7 RS, DS i AL 5
ISR IFFRTBEAR T S 40 3

Table 8. ANOVA for age on total willingness to buy score
8 FIRXTULEESSNAESN

Rl H B F B
2 ] 277.92 3 92.64 1.15 0.328
HN 51242.856 637 80.44
it 51520.777 640

DOI: 10.12677/mom.2025.152022 230 AT I8 5


https://doi.org/10.12677/mom.2025.152022

Tt
2
N
48

4. i 5N
4.1. ARG

AT H I SR L SR ICH L [RGB AT, RS i ) T 3 MIE 238 BUIREEAT IR R,
FHFWTIC T SEAT NI AR, &G HHLUR 4518

4.1.1. BREFHIHIIR

L RS S8 4 A T T I P A% O Bl R AT A 4R DR LA 5 T -

T G2 AN AL o ARBRIN TS, SRR ) LB R S5 22 = i, AR S DO O “ 3
AR, BRI RE TN . R A PR )

A S M TR . R, EAER], FRIPRHRAANE.

JREF WS T EN . 7= 0224 R

HYE LS IR AR e . AA SRIFHLHIsE, SRR NS Tz 8 A& A2, HZ0
Brig .

W SRR D). A RS E ) LE T, R g A

SCACMEAZAEAS AL o Sl RS DT S0 WO AR R A A T A o R A

4.1.2. ERERFHBEIK

AL EMZET G BRI, BATX 52158 WHESAF 0 T AR SRR . AR LA
RS LT HREAT T VR AR Y E A, AR B IR

XSRS T A LA SR 1) 32 5 o ik 90%, AHRATISRA 10% 132 17 5 AN 1k A1 AR W 3K A8
Seid, T U SR 4 IR BAR IR 7 K TN

FE T MRS IR A3 D T, BB IR S N BB A S R (B, el /NZSE) TR,
XYL AT AEE R AR A S AT .

I, FESA LS B a2 V78, B RSE AR LR (IR R TT, AT UM B ST
KRB, JFHEERPR XWMEFAA T

FEXTHE SRR PR R R rh, i SR AR Z, JF HIFA s B EoR,  “E” ‘4
&R U SRR R R, RRRER B, RS 5 iR R A
BB, WM “qp” T BB SRIIRECRE, RIS E TR,
FETH B oA — E ARt
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B, ARRRSRIS R YR, AT N A, AU T dh K SRR SE N, e AT B R
& CEAERINLR PGS, S SRR, JFBCEALE, SRR I AR S 1,
I WPE + AT BAIESTLER, AN AR, WA IR (B Y 10
L )
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Table 9. Strategy prioritisation and resource allocation recommendations
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