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Abstract

Against the backdrop of digital platforms reshaping consumer decision-making paths, time-hon-
ored brands face the dual challenges of cultural symbol dilution and the reconstruction of emotional
connections. This study takes 16 Chinese time-honored food and catering brands in Tianjin as re-
search objects, based on 87,000 pieces of user-generated content data from Dianping platform, and
employs fuzzy-set Qualitative Comparative Analysis (fsQCA) to systematically examine how six an-
tecedent conditions—reputation, emotional tendency, group identity, involvement, value delivery,
and brand influence—synergistically drive the formation of high and non-high brand attachment.
The findings reveal: 1) Five equivalent driving paths for high brand attachment and three equiva-
lent inhibiting paths for non-high brand attachment, confirming the characteristics of “multiple
concurrent causality” and “equifinality” in brand attachment formation; 2) Value delivery and emo-
tional tendency can form a dual-core driving combination that substitutes for the absence of brand
influence, and the synergy of multiple peripheral conditions can also drive high brand attachment;
3) The driving mechanisms of high and non-high brand attachment exhibit causal asymmetry. This
study constructs an integrated “platform-behavior-brand” analytical framework, extends the appli-
cation of brand attachment theory to the digital transformation context of time-honored brands,
and provides practical implications for time-honored enterprises to adopt category-based strate-
gies and optimize online brand management.
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Figure 1. Research model diagram
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ISt At . R R T 7 55 SR A AR B R AR 7 5 A5k [19], TR & i g GRS d gk 16 %X, &
FRAER BRI BRI . AR B RATIKEE, Wik 1 Pos . i) USRS 23R UK
SOREE ) A EE LG, CRETFRARE: AR, PHeNE. THERR. SR HIEH. F P
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Table 1. Selected Tianjin time-honored brands and brand information
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T REIRE T RE RN T Z R AR 7, AR TR SIS K.
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RS E . RIERKRERNNES, SRR TEERBENLRE. tk, 2% %MV,
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Table 2. Variable assignment and anchor point selection table

F2 TEMMESHAEER

R SRR HME
A
Fetos 97 A8 SR FTEEARR)E
(my 0.6018 0.721 0.8223
TN 7 4574 17087.5 22261.25
BN 0.39 0.52 0.6175
M E L 0 0.22 0.8575
ml ELEZ I 5.25 18 66.25
17 I ) 0.932 0.9515 0.971
st R 7 0.269 0.355 0.3865

4.3. BIERE

PRI 58 Pk LE T (FsQC A) 5 22K SR 4 Bt A 48 [0, 11X 18] A IR RORA SR SRR 0 B, nde 3 o
WHFCR I B HE S, RN RRBOE =M A BeEREA. KX AMEEANRIE . SHASI
AT 30 P 02 R BN AR BB 1K) 95% 0 hr BB e e e R R BRAEL, 5% 70 LB e 58 A A S B4
AEX RN BUERIE . XA RAR “ MR , FRERA LR AT RE . it % B 4F
0.5 FIRJE D EL M PTA ARS8 73 BGEAT T H0R TN 0.001),  BUAfOR 734 (47 2 bE -

AHTFCERH 5% BN N RIBRE . 5% MBI EAFRERE, XN EYE, X
7& fSQCA WU I AL . BARBIABITTH) 16 KRELE 7SR, ZRE AT H%,
AR B (R 73 AT S I S A A i B (AR ALE (A i RS R 0 RN RIS, AR o B Re e A RX
R ERR T 5 IAMRSR 7 R0 IR AL TR AT R R X, e TR K ERGIE T
BB 28 =, JEIE bR an Kl S R e A R B 3), B Sk RAE S AR B B PP S A
W — B AR b R JI SRR 0.8 RUATSKRI DIRJE L 1.0), 1l WG s B8 145 S B B SRR
Ulo
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Table 3. The membership scores of the fuzzy sets calibrated for each variable in the research case

3. MREGIZILEEREFHIEMERE T

IFES (mpii FEAA TR BNE PrEIE S R SRR
HAE 0.100 0.030 0.000 0.160 0.800 0.000 0.990
Ak 0.960 0.000 0.890 0.950 0.090 0.000 0.040
B 0.570 0.210 0.950 0.260 0.620 0.560 0.820
REHE 0.040 0.940 0.040 0.950 0.000 0.410 0.010

HRAE )\ 0.770 0.380 0.950 0.040 0.000 0.000 0.070
piy S 0.990 0.970 0.940 0.950 0.940 0.630 0.930

H e 0.730 0.150 0.060 0.950 0.390 0.040 0.300
Ak 1.000 0.980 1.000 0.950 0.970 0.520 0.000
IEFHE 0.100 0.610 0.060 0.260 0.150 0.070 0.960
Fid 0.910 0.960 0.910 0.950 0.470 1.000 0.940

3k IR 0.990 0.730 0.970 0.080 0.960 0.100 0.480
HE NS 0.260 0.000 0.060 0.040 0.000 1.000 0.430
RAFK 0.420 0.000 0.000 0.950 0.040 0.990 0.980

AN 3 0.020 0.410 0.000 0.030 0.960 0.960 1.000
Al 0.000 0.540 0.060 0.950 0.940 0.480 0.000
K 0.020 0.970 0.990 0.040 0.980 0.890 0.510

4.4. fsQCA ATt

fEHH fsQCA 3.0 BAFBATHA /38T o B SRt BANHT R 25 A (LG A5 58 T 2O AT b ARG, DA W
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FPERME N 0.8, PRI —BMEBIE A 0.75, EEIEISIME Dy 1, X i il A SR i i AR 28 20 Sl i3k 47 78
VE T B AR B MR B LR R IR, X0 R S50 G560 TE TR 20N IR fift v ) s
H I 2 R AZ O 2 A BRLE v TR PR SR AR AR I 2 2% A

2 PR B U R S S AL B AR R, AREE AR IR HER S — B A AT RGP AR
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Table 4. The necessity test of brand attachment
= 4. BT EERIE

KM AE

MAELEIE
~r BRI
i TR )

~ it R 7]
mpiz
~[THg
BN
~BNE

L 2N
2 NINE

175 1R )
~ 17 IR )

SRR
15 b A A e dh AR
0.479 0.597
0.671 0.415
0.638 0.455
0.511 0.589
0.539 0.590
0.644 0.479
0.501 0.559
0.613 0.444
0.552 0.553
0.608 0.494
0.683 0.389
0.454 0.613

5.2. AR
5.2.1. EmEMKTERES SR

Wz 5 prs, PR RBRARKERAE 5 MASMHLL. H2. H3. Hd4a. H4b), H—SME3E0R0518
0.973+ 0.906. 0.977. 0.890. 0.942, iH3 5 FheH AN & AR T 464, RN, AERYR P78 75 %
N 0.478, RHHRTRSAFAEAR RFEE MR T i i R 2 A L IR o

Table 5. A configuration that generates high brand attachment

5. FESmEKIERERS

AR HI H2 H3 H4a H4b
BEC ® Sy ° ® °
BRI ® ° ® ® °
£ YNG4 ® ® ® ® ®
VARIENA S ® () ® o o
R o ® ° ® ®
R ® ° o ®
— 3 0.973 0.906 0.977 0.890 0.942
B 0.212 0.103 0.100 0.105 0.115
WE— 78 55 0.161 0.060 0.048 0.069 0.061
i — Sk 0.967
i 75 75 P 0.478
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Table 6. Generate a configuration that is not highly brand-attached
F* 6. FEIEEMBRRAR
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