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Brand Revitalization and Upgrading Strategies for Traditional
Restaurants in the Digital Age: A Case Study of "Zhouji Chuan Chuan"

Deng Puwen
(Xihua University, Chendu City,Sichuan Province, 610000)

Abstract: Amid the transformative wave of the digital economy, the traditional restaurant industry faces
unprecedented challenges and opportunities. Many legacy brands are struggling to survive in a fiercely
competitive market due to weak brand awareness, ambiguous market positioning, and outdated marketing
strategies. This paper conducts a single-case study on "Zhouji Chuan Chuan," an indigenous brand in
Chengdu, employing a mixed-methods approach that combines in-depth interviews, participant
observation, and questionnaire surveys. Through a systematic diagnosis of its brand status, the study
identifies low brand salience, weak brand consciousness, and vague market positioning as the critical
pain points hindering its sustainable development. Based on these findings, this paper proposes a "Digital
Brand Equity Enhancement Model (DBEEM)" by integrating digital context variables into the classic
Customer-Based Brand Equity (CBBE) model. Using the DBEEM as an analytical framework, a brand
revitalization strategy system is designed for "Zhouji Chuan Chuan," centered on a "nostalgia culture"
positioning. This system aims to achieve a four-stage leap from brand salience to meaning, response,
and ultimately, resonance, by building omni-channel brand awareness, shaping rich brand meaning,
guiding positive brand responses, and fostering deep brand resonance. Finally, the paper provides a
conclusion and suggests directions for future research.

Keywords: Brand Revitalization; Digital Transformation; Brand Equity; Restaurant Industry; Case Study
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