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Abstract ; Seaweed products are an important part of the marine economy,and it is of great signifi-
cance to study the power of China's own brand to the development of China’s marine economy.In
this paper,an evaluation model of China's own brand power was constructed based on the con-
sumer’s perspective,and the overall China’'s own brand power of seaweed products(Nori) were
quantitatively analyzed. The questionnaire was collected by using the multiple linear regression
model and Tobit model.From the high dimensional significance of the multiple linear regression a-
nalysis to low,the result was as followed: brand loyalty, perceived quality, social sustainability,
and brand association. From the high dimensional significance of the Tobit regression model to
low,the result was as followed: brand loyalty, social sustainability, perceived quality.and brand

association.Both of 2 models’ results showed that brand loyalty was the most important factor.Fi-
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nally, suggestions were given to enhance the power of China’'s own brand of seaweed products

from brand loyalty,social sustainability, perceived quality and brand association.

Keywords: Seaweed product, Own brand power,Brand loyalty,Brand economics
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