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CHAPTER 1

Introduction

1.1 Significances of the Study

Tea is one of the most popular drinks in China, where it has been consumed
since ancient times. Indeed, for thousands of years, Chinese people have kept the
habit of drinking tea, which is still an integral part of everyday life for many people.
As the research by J. Li (2019) has found that in 2018 China’s tea-related beverage
consumption group reached 490 million, while in 2019 the retail sales of tea-related
beverages in China reached ¥8.7 billion, growing around 3.8% annually between
2014 and 2019 (Statista, 2020). Moreover, these results have also shown that middle-
aged and older adults make up the largest consumer group of traditional tea. However,
in recent years, the emerging new-style tea drink products have succeeded in
attracting a large number of young consumers, according to the report from the China
Tea Marketing Association. More specifically, this organization found that the most
popular tea drinks in the near future will be tho new-style tea, mixed or blended with
fresh milk, cream, and fruit, and presented in innovative product designs (T. Li, 2018;
X. Zhang, 2018). According to the survey conducted on Chinese new-style tea
beverage consumers, around 83% of respondents said their favorite tea drinks were
fruit teas, while 74% of respondents enjoyed cheese tea the most (Statista, 2019).
Then, in 2020, a survey of Qianzhan Agency (Y. Li, 2020) found that there are more
than 480,000 new-style tea beverage shops in China and that the market size of this

product is around 640 billion baht (340 billion).



Among new-style fresh tea beverage brands in China, Heytea is one of the

most popular. It was established at Jiangmen, Guangdong in 2012 and has became a
well-known brand in a relatively short period of time. Indeed, according to Statista
(2019), according to Statista (2019), from a sample of Chinese new-style fresh tea
beverage consumers, 60% of respondents said that their favorite tea beverage brand
was Heytea. This budding tea beverage chain mainly provides various Naigai Cha
(cheese-topped tea) and fresh fruit tea. As of 2020, they own more than 600 Heytea
outlets in mainland China, with 20 million cups of various tea beverages sold in

Shenzhen alone in 2019 (Tencent, 2020).

Since the first day that Heytea came into the world, Nie Yunchen, founder of
Heytea, positioned it as not only a lifestyle brand for post-95s consumers, but also as
a cool brand, believing that “cool” can be an eternal attribute of the brand (Lou,

2019). Furthermore, “R /&2 7% (i.e., tea of inspiration in Chinese), the slogan of

Heytea, materializes the abstract concept of “cool” into “inspiring” and innovative
products which offer a unique experience to consumers. To maintain its inspirational
and aesthetic character, a combination of traditional tea culture concepts, such as
“zen,” “minimalism,” and “aesthetics,” are all integrated into the Heytea product
packages, as well as Heytea store design. Due to the brand’s strong capabilities in
product innovation and brand marketing, Heytea was given the honorary title of
“New-Style Tea Drinking Pioneer” in the 4th “Shenzhen International Brand Week”

and Heytea’s founder, Nie Yunchen, was selected as one of the “40 Persons Behind

the Brands”(Xinhuanet, 2020).



As Fullerton (2017) notes, queuing for three to seven hours just to purchase one
cup of Heytea has become a widespread phenomenon among Chinese millennilas. This,
he argues, is largely owing to Haytea’s successful marketing communication branding.
Indeed, as a “cool” brand which mostly targets Chinese millennials, Heytea has
designed innovative marketing communication strategies that rely less on celebrity
endorsements and more on the power of electronic word-of-mouth marketing through
popular social media platforms such as Weibo and WeChat. In addition, Heytea relies
on co-branding campaigns, which resulted in the creation of more than 50 brands since

2017 across the food, beauty, and fashion industries (Ma, 2020).

Essentially, co-branding could refer to any pairing of two brands in a
marketing context such as advertisements, products, product placements, and
distribution outlets (Grossman, 1997). Narrowly, co-branding is the combination of
two brands to create a single, unique product (Washburn, Till, & Priluck, 2000) and
this marketing strategy has been used by numerous brands wordwide. In this research,

the definition of co-branding proposed by Washburn et al. (2000) will be adopted.

The existing literature on co-branding is quite extensive. Namely, there are
numerous studies examining consumer attitudes towards co-branded luxury and high
involvement products and services, such as those related to the hotel and automobile
industries (Denizci Guillet & Tasci, 2012; Ho, Lado, Rivera-Torres, & Management,
2017). However, in this study, the researcher investigates consumer behaviors

towards tea beverages, focusing on Heytea’s co-branding with beauty brands.



For most people, there is no connection between tea drink brands and beauty
brands (especially shower gel and color cosmetics). However, as many studies
suggest, green tea consumption, just like beauty product usage, benefits human skin
and appearance due to its anti-aging and anti-oxidation effect, as well as its ability to
protect the epithelial surface from carcinogenesis (Hsu, 2005). At the same time,
nowadays Heytea, as a new-style tea brand, presents its brand image and delivers its
brand communication in a way that features bold, innovative, and is similar to
products from other industries. For example, “natural, lively, real, adventurous” are
used by the American beauty brand Kiehl's, while “cool, fresh, inspiring” are used by
Heytea. This similarity has prompted Heytea to initiate three successful co-branding
campaigns with three different beauty product companies, including Dove, Kiehl's,
and Fenty Beauty, which resulted in positive feedback on social media and left an
overall good impression on Heytea’s target customers. Therefore, co-branding
campaigns between tea beverages and beauty products may seem unorthodox at first,
but they, nevertheless, have great potential and should thus be more thoroughly

investigated.

One of the co-branding campaigns initiated by Heytea was with Dove, an
American personal care beauty brand owned by Unilever. In China, this brand
presents a natural, confident, simple, and genuine image of beauty, which is consistent
with Dove’s branding strategy in other markets (Qiong, 2019). In May 2020, Heytea
and Dove launched a co-branding campaign, which included a peach-flavored tea
drink and a peach-scented shower gel. From the report by DTcaijing (2020), the co-

branded shower gel from Heytea and Dove sold more than 45,000 bottles per month



on the e-commerce platforms, which is much higher than any shower gel branded by

Dove alone (15,000 bottles per month).

Another co-branding campaign was done with Kiehl's, an American cosmetic
beauty brand specializing in skin, hair, and body care products. It’s China CEO, lvy
Li, mentioned that Kiehl's is a natural, authentic, and lively brand with social and
environmental responsibilities (Shene, 2019). In December 2019, Heytea and Kiehl's
launched a co-branding campaign, which included a series of avocado-flavored
drinks, foods, and beauty products, as well as a series of environment-friendly offline
activities organized in many cities in China, including Shanghai, Hangzhou, and
Shenzhen. After the release, the co-branded products were welcomed by most
consumers, so much so that they sold out quickly every morning in many Heytea

stores (Shuaiyu, 2019).

Also, Heytea did a co-branding campaign with Fenty Beauty, a cosmetic
beauty brand created by the well-known pop singer Rihanna. Since the first launch of
Fenty Beauty, this brand has claimed to represent the diversity of beauty by catering
to all skin tones, with 40 shades of foundation (Jess, 2017). Also, Fenty Beauty aims
to inspire consumers by marketing its makeup as something new and different that
everyone can have fun with. On April 29, 2020, Heytea and Fenty Beauty launched a
co-branding campaign, which included a peach-flavored tea drink and Fenty Beauty’s
new Cheeks Out cream blush collection. By May 26, 2020, the two brands’ co-

branding campaign received over 18 million impressions and 138k engagements on



Weibo alone, which brought greater attention to both parties and attracted new

consumers (Kelly, 2020).

With the success of the above-mentioned co-branding campaigns, it inspired
this study to investigate the nature of the innovative co-branding brands’ activities
with a special focus on consumer behaviors toward the co-brandings of Heytea in
partnership with Dove, Kiehl's, and Fenty Beauty. The researcher argues that the
results of this study will provide practical implications regarding co-branding
strategies, which may be useful to managers of mass consumer brands. Furthermore,
it is the researcher’s contention that this study will significantly contribute to the
existing literature on co-branding, and thus expand the overall knowledge in this field

of study.

1.2 Objective of the Study

To study Chinese millennial consumers’ behaviors on Heytea’s co-branding

campaigns

1.3 Research Question

What are Chinese millennial consumers’ behaviors on Heytea’s co-branding

campaigns?

1.4 Scope of the Study

This study of Chinese millennial consumers’ behavior on Heytea’s co-
branding campaigns with the three aforementioned beauty brands is divided into 1)

consumer perception, 2) consumer attitude, and 3) behavioral intention. This



research’s respondents are all Chinese millennials who have purchased Heytea’s
products in the past six months, which means they are the current consumers of
Heytea. A total of 206 valid samples were gathered through an online questionnaire
survey by using the purposive sampling method. The survey was conducted from

mid-October to early November 2020.

1.5 Operational Definitions of the Variables

Heytea’s co-branding campaigns refer to the marketing communication
activities in which Heytea cooperated with partner brands to launch new products or
promotions. In this study, three co-branding campaigns between Heytea and partner
brands, Dove, Kiehl's, and Fenty Beauty, were selected as case studies. These three
campaigns were held from 2019 to 2020 in China, during which all three campaigns
introduced different products, including beverages, beauty products, and other
merchandise in the theme of each co-branding campaign. Marketing was largely done
through their official online channels featured on Weibo and WeChat, with customers

being able to purchase the co-branded products at both online and offline stores.

Chinese millennials are people born between 1980 and 1999 in China, which
means that they generally share some similar traits due to the similar time period in
which they spent their formative years. Indeed, according to Generational Cohort
Theory (Chung, Chen, & Lin, 2016), there are generations with similar values, beliefs,
attitudes, and behaviors among all members. This study specifically focuses on

Chinese millennial generation’s consumer behavior.



Consumer behavior is defined as the study of processes involved when
individuals or groups select, purchase, use, or dispose of products, services, ideas, or
experiences in order to satisfy needs and desires. It emphasizes the entire
consumption process, which includes the factors that influence the consumer before,
during, and after a purchase (Solomon, White, Dahl, Zaichkowsky, & Polegato,
2017). To study and measure the Chinese millennial consumers’ behavior related to
Heytea’s co-branding campaigns with Dove, Kiehl's, and Fenty Beauty, three
variables are selected as the key focus of this study. Meanwhile, the three variables
include a) consumer perception, b)consumer attitude, and c)consumer behavioral

intention.

a) Consumer perception is how each consumer translates raw stimuli from the
marketing environment into meaning. In the current research, the consumer
perception reveals what Chinese millennial consumers think about the brand Heytea

after receiving Heytea’s marketing communication with certain attributes presented.

b) Consumer attitude is a consumer’s evaluation of an object (including brand
or company) and represents their feelings (Belch & Belch, 2017). This study
examined the consumer attitudes toward each of the three partner brands (Dove,
Kiehl's, and Fenty Beauty) and consumer attitudes toward each co-branding campaign

Heytea in partner with the three brands.

c) Behavioral intention serves as an alternative and behavioral tendencies for

measuring consumers’ real behavior. This research focuses on the willingness of



consumers to purchase co-branded products from Heytea which are the result of co-
branding campaigns with Dove, Kiehl's, and Fenty Beauty, as well as to recommend

and share those campaigns to their friends’ circles.

1.6 Expected Benefits from the Study

There are two major benefits of using Heytea’s three co-branding campaigns

as case studies for this research.

Academically, the outcome of this study should provide insights to better

understand Chinese millennial consumer’s behavior.

Professionally, the findings of the research should provide implications which
will enhance marketer’s knowledge, particularly on the consumer behavior of the
Chinese millennial consumers. Moreover, the results will provide a set of guidelines
for brands and marketers which will enhance their branding strategy and make it more

effective and efficient.
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CHAPTER 2

Literature Review

This chapter is a review of relevant literature related to the tea business,
branding, and consumer behavior. Begin with the tea development, tea culture, new-
style tea in China. In the branding part, the definition of brand, branding, and co-
branding are summarized with a brief review of Heytea’s co-branding and consumers’
responses towards co-branding. Finally, literature in consumer behavior covers the
definition and theory of consumer behavior, including consumer perception, attitude,
and behavioral intention, as well as China’s millennial consumers’ characters and

China’s millennials’ consuming habits.

Figure 1 Map of Literature review

Literature review

Tea business Branding Consumer behavior
—  Tea development — Brand — Consumer perception
= Tea culture — Branding —  Consumer attitude
*{ New-style tea ‘ *{ Co-branding ‘ *{ Purchase intention
— Heytea’s co-branding | | China’s millenial
consumers’ characters
Responses towards
co-branding | | China’s millenials’
consuming habits
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2.1 China’s Tea Business

In this part, prior literature on Chinese tea development and why Chinese
consumers prefer tea are examined to provide a background on understanding China’s

tea business and culture in general.

2.1.1 Chinese Tea Development

Tea is the raw material for making tea beverages and comes from the camellia
plant (Karak & Bhagat, 2010). Tea drink, as a simple beverage, is popular for millions
of lives, originally in China where there has a history of four or five thousand years to
discover and use of tea, and now virtually worldwide (T. Liu, 2012). T. Liu (2012)
stated there are six major types of tea in China, which are green tea, black tea, Oolong
tea, dark tea, yellow tea, and white tea, distinguished mainly by different methods of

production.

Among six types of tea, green tea has the longest history, the widest
production area, the richest variety, the most output, and the widest consumption area,
and in 2007, green tea accounted for three-quarters of China's total tea output (Z. Zhu,
Lu, Mao, & Luo, 2008). China is currently one of the countries with the most tea
production and consumption in the world (Guan & Yang, 2014). The main consumers
of loose tea products are the 40-59-year-old group (Guan, Yang, Xie, Lin, & Li,
2019). Jiahua Li, Lu, Jiang, Shao, and Zhou (2012) found young students from 11
universities were willing to drink traditional tea, but they seldom purchase tea due to
the high price, lack of knowledge of tea, and concerns of the inconvenience of making

tea drinking.
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2.1.2 Chinese Tea Culture

Chinese tea-making technology and tea-drinking methods have changed over
thousands of years, from eating tea congee, drinking powdered tea, to brewing loose
tea with boiling water (Jiang, 2019). Tea congee is cooked with tea powder and rice,
and other ingredients may be added in different places (H. Huang, 2001; Z. Liu,
1983). Drinking powdered tea is the way to grand tea leaves which are pressed into
dough shapes, and to brew the ground tea powder with water (Zheng, 2008). Drinking
loose tea refers to directly brewing tea leaves in boiling water and it became the most

common way of tea drinking since the Ming Dynasty (1386 - 1644) (Tao, 2013).

Chinese tea ceremony culture was developing in the way of tea-drinking itself
rather than the form of drinking tea as in Japan, incorporating traditional Chinese art,

Confucianism, Buddhism, and Taoism cultures, which can represent harmony(#1) and

humble personality by tea’s light fragrance (W. Chen, 2002). In China, drinking tea is
not limited to a niche group, as Wu (2019) discovered in the Song dynasty (960 -
1279) “no matter the elite or the common, rich or poor, people all love tea”. G. Chen
(1994) also pointed out that tea drinking began to be popular in the Tang Dynasty(618
- 907), and by the Yuan Dynasty(1271 - 1368), tea drinking had become a common

hobby of all ethnic groups and all classes in the country.

In addition to China is the hometown of tea and cultural factors, other
functional reasons regarding why Chinese people drink tea include to relieve thirst,
health effects, and refreshing since the early stage (Jianzong Li, 2017). Later scientific

research confirmed there are many compounds that are beneficial to human health like
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fluoride, caffeine, and essential minerals in tea (Cabrera, Giménez, & Ldpez, 2003).
Karak and Bhagat (2010) also stated polyphenols, the most active tea components,
have the effect of antioxidative, antimutagenic, and anticarcinogenic, which is
associated with the reduction of serum cholesterol, low-density lipoprotein oxidation,
the risk of cardiovascular disease and cancer. Besides, many studies suggested those
benefits of green tea consumption also make impressions on human skin and

appearance looking (Hsu, 2005).

A survey from Lan and Tu (2008) found that most college students in
Hangzhou held a positive perception about drinking tea, mainly because they believe
that the tea polyphenols in tea has health effects and helps the skin to resist oxidation,
and they are willing to go to traditional tea houses. More studies have also proved that
Chinese consumers believe in the health benefits of drinking tea in wide age groups

(Du & Zhang, 2011; J. Liu, Li, & Tan, 2015).

Due to the prevalence of tea drinking in the whole society, tea houses
dedicated to people drinking tea appeared in the Tang Dynasty (C. Huang, 1991).
Teahouse culture remains in China to this day, and teahouse is an important place for
Chinese people to consume tea. Sichuan tea houses are the most famous among the
great number of Chinses tea houses (Q. Huang, 2019). The General Survey of
Chengdu recorded there were 667 streets and alleys in Chengdu, the capital city of
Sichuan province, in 1909, and almost every street and alley had a teahouse (Jiang,
2019). According to statistics, there are nearly 10,000 teahouses in Chengdu today

(Yan, 2017). Besides, the teahouses in Jiangsu, Zhejiang, Guangdong, and Fujian are
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also quite famous (Q. Huang, 2019; Jiang, 2019). Those teahouses reflect how

important tea is in Chinese life. Some research points out that the main purposes of
modern consumers choosing teahouses are leisure gathering, chatting with friends,
and traditional cultural experience (Pei, Zhang, & Wu, 2009; Y. Zhang, Gong, Shi,

Zhang, & Qian, 2019).

2.1.3 New-style Tea

Tea plays a vital role in China's global economic, social, and political
interactions. Since Korean and Japanese envoys brought tea back to their countries
and the Tea-Horse Road allowed for the spread of tea to South Asia, the Middle East,
and even East Africa, tea was introduced to more countries (D. Jia, 1994). In the same
period, the Silk Road in North China started to export green tea to Russia, Central

Asia, and the Mediterranean (Saberi, 2010).

Simultaneously, milk tea, initially created by Mongolians and Tibetans in the
Yuan Dynasty, has also been spread to other parts of the world (G. Chen, 1994). X.
Zhang (2018) summarized the history of milk tea:* Milk tea was brought to India by
the Silk Road and introduced to the West from India during colonial Indian period,
formed to Dutch milk tea and English milk tea. When China was colonized, Dutch
milk tea was brought to Taiwan, and local people added "tapioca pearl,” which
became famous as the “pearl milk tea,” while British milk tea became “Silk Stocking

Milk Tea” in Hongkong later.”

The milk tea industry in China emerged in the 1990s and has gone through

three stages so far(X. Zhang, 2018):
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1. Stage one: In 1997, the Taiwanese milk tea chain brand “Quickly”
entered mainland China with concentrated milk and tea powders, which is the so-

called “powder age” of the tea industry.

2. Stage two: Brands such as Coco and Happy Lemon emerged, which

use real tea leaves instead of powder, but the milk is still mainly powder.

3. Stage three: Since 2016, with the upgrading of consumption, brands
are committed to creating premium milk tea and another tea-drinking, using
professional equipment to extract high-quality tea paring fresh milk, natural cream,

and fresh fruits to make various tea drinking.

There are the business and economic related reports referring to this kind of
innovative tea as “new-type tea” or “new-style tea”, using fresh materials to develop

countless variants, and in Chinese, it is called “# 457X (Euromonitor

International, 2019; X. Li, 2019).

Regarding the “new”, W. Chen (2019) suggested that it refers to the new and
clear brand positioning, brand image, and a more comprehensive marketing strategy

with more healthy and fresh tea drinks compared to previous powder-made milk tea.
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A Chinese gastronomy data research organization NCBD (2020) also
concluded the new-style tea beverages focus on healthy materials, stylish packaging

with ingenious marketing methods, which are favored by many young consumers.

Ouyang (2019) divided the current tea service market in China into three
major types: tea clubs, western afternoon tea, and instant drink shops with the trend of
new-style tea. She also pointed out that the unique selling points of new-style tea
drinks should be healthy raw materials, unique brand images and personalities,
services that match the preferences of target consumers, and diversified marketing

strategies.

S. Chen (2019) emphasized that designing a unique brand image through
integrated marketing communication strategies plays an important role in attracting

young consumers who keen on new things.

According to 36Kr's research, the market for new-style tea drinks in China is
currently 50 billion CNY; therefore, many new-style tea brands are favored by
investors. The top ten new-style tea brands in China are drawn from it: Heytea,
Nayuki, Coco, inWE, Alittle-tea, Luckintea, 1314 tea, Lele cha, The Alley and

Sexytea (X. Li, 2019).
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Table 1 Ten new-style tea brands favored by investors

D% @ y £
:Qg& HEYTEA inWE & sl A LITTLE TEA

e NAYUKI
=3

Heytea Nayuki Coco InWe Alittle-tea

) LELECHA S
,34 S S

—THE ALLEE—

Luckintea 1314 tea Lele cha The Alley Sexytea
Source: Adapted from Li, J. (2019). 2019 China Tea Consumer Market Report. Tea

World(11), 43-51.

2.2 Branding

This section will examine and summarize the literature and past research on
branding and co-branding in order to develop a full understanding of the co-branding

environment.

2.2.1 Brand and Branding

Branding is the way you endow some recognizable identities to your business,

products and services.

American Marketing Association (2017) defined a brand is “a name, term,

design, symbol or any other feature that identifies one seller’s good or service as
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distinct from those of other sellers.” To gain benefits from owning a brand, branding
is the process adopted to differentiate a brand’s offerings from those of its competitors
by adding value to products and services (Palumbo & Herbig, 2000). Rooney (1995)
stated that organizations develop brands as a way to attract and keep customers by
promoting value, image, prestige, or lifestyle, and branding is a technique to build
sustainable, differential advantage by playing on the nature of human beings. Further,
Keller (2003) noted consumers must be convinced that there are meaningful

differences among brands in the product or service category:

1. Brand differences are often related to the attributes or benefits of the
product itself. For example, brands such as Gillette, Merck, Sony, 3M, and others
have been leaders in their product categories for decades due, in part, to continual

innovation.

2. Other brands create competitive advantages through non-product-
related means. For example, Coca-Cola, Calvin Klein, Chanel No. 5, Marlboro, and
others have become leaders in their product categories by understanding consumer
motivations and desires and creating relevant and appealing images surrounding their

products.

Hence, while relating the unique identity to a brand, branding hopes to
influence some future transaction by establishing a commercial entity as a known
quantity and seeking to encourage loyalty among current and potential customers

(Molyneux, Holton, & Lewis, 2018).
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Murphy (1992) mentioned that branding should constitute a whole “marketing
mix,” which refers to the product itself, the packaging, the brand name, the
promotion, the advertising, and the overall presentation in a synthesis of all these
elements, physical, aesthetic, rational and emotional. From McDonald's online
branding, Rowley (2004, 2009) concluded branding might start with creating and
registering logos, brand marks, and brand straplines, which it is necessary to teach
consumers ‘who’ the product is (Keller, 2003), and creating brand awareness and
presence by using other brand elements to help identify the brand such as “what” the
product does and “why” consumers should care, but long term, branding is the
process of creating value through the provision of a compelling and consistent offer,
(the brand promise) backed by positive customer experience (the brand experience)

that will satisfy customers and encourage them to return.

The consequence of adding value to a business/brand, the branding process, is
called brand equity (Aaker, 2009; De Chertony & McDonald, 1992; Rowley, 2009).
Keller (2003) also stated four major steps about building a strong brand equity or

branding:

1. Achieving the right brand identity: This first step is about creating
brand salience with enabling consumers to easily recognize the brand and maintain a

top-of-mind choice across a variety of settings.
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2. Creating brand meaning: This requires establishing a brand image by
telling what the brand is characterized by and should stand for in the minds of
consumers. A brand image should include “Brand performance” (more about
consumer’s functional needs when using the product or service) and “Brand
imagery”’(consumer’s psychological and social needs from using the product, which

refer to the brand personality, experience, history, heritage, and user imagery).

3. Brand responses: Responses from consumers towards a brand’s
marketing activity could be brand judgments and brand feelings. Brand judgments are
more from the “head” when consumers evaluate the brand by putting together all the
different performance and imagery associations. And the most four important four
types of brand judgments are brand quality, brand credibility, brand consideration,
and brand superiority. Brand feelings are the consumer’s emotional responses and
reactions about a brand from “heart.” Six important types of brand-building feelings

are warmth, fun, excitement, security, social approval, and self-respect.

4. Brand relationships: Brands manage to build “brand resonance” with
consumers by providing brand knowledge in an “in sync” feeling which enables them
to build favorable relationships. Brand relationships can be divided into two
dimensions: intensity and activity. Intensity refers to how deeply the consumers feel
the attitudinal attachment to the brand and send of community with other brand users
or the brand itself, while activity means how often the consumer engages with the

brand or purchases and consumes the brand’s products.
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2.2.2 Co-Branding

Co-branding is a popular strategy for brand managers and researchers, as
evidenced by the practitioner-oriented articles and empirical studies published since
the mid-1990s (Helmig, Huber, & Leeflang, 2008). Vaidyanathan and Aggarwal
(2000) stated that manufacturers and retailers compete intensively in the saturated
markets, especially for fast-moving consumer goods, brand managers realized the
importance of adopting a co-branding strategy. Nowadays, co-branding strategy is not
only limited to fast-moving consumer goods, and consumers can also see co-branding
relevant to high-involvement, luxury, and durable products and services as well, such
as the co-branding from BMW and Louis Vuitton, as well as the co-branding from

Nike and Apple.

Co-branding could refer to any pairing of two brands in a marketing context
such as advertisements, products, product placements, and distribution outlets
(Grossman, 1997). Denizci Guillet and Tasci (2012) commented co-branding is a
marketing strategy that involves at least two brands to enhance brand equity for all
brands involved. Narrowly, co-branding means the combination of two brands to
create a single, unique product (Washburn et al., 2000). Vaidyanathan and Aggarwal
(2000) concluded that co-branding strategy could benefit new products created in
different categories and the same category by transferring the high name recognition
and significant consumer loyalty from existing brands. Ruekert and Rao (1994)
explained that consumers tend to assume and evaluate the products from co-branded
brands with higher perceived quality than a single brand product. Helmig et al. (2008)

proposed that one brand should select equally strong, positively evaluated partner
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brands to triggers positive associations in consumers’ minds; however, co-brand with
less-positive partner brands could work as well when entering a category without

strong competitors.

Ruekert and Rao (1994) defined “signals” as claimed characteristics from
brands and are sent to consumers; moreover, in co-branding cases, when an individual
brand cannot signal a product’s quality by itself, the second brand name can serve as
quality signals. Sarmaniotis, Wickens, Singh, Kalafatis, and Ledden (2014) proposed
that consumers take brand positioning strategy as indicators to measure product
quality; hence, partner brands’ positioning strategies can be “signals” interpreted by

consumers for cognitive processing to form cobrand positioning perceptions.

Helmig et al. (2008) identified “brand-fit” is essential for co-branding as
customers perceive compatibility or similarity of the two product categories of the
partner brands and their brand concepts. When consumers evaluate co-brands, the two
partner brands are evaluated as one whole entity (Vaidyanathan & Aggarwal, 2000).
A good “brand-fit” perceived by consumers enhances current associations, while a
poor “brand-fit” co-branding may lead to undesired consumer perceptions (Martinez
& De Chernatony, 2004; Ruekert & Rao, 1994). Previous studies confirmed that
“brand-fit” is more likely to be based on an evaluation of image (luxurious, high tech)
than attributes (leather interior, fast processor speed), and consumers do conduct a
higher-order category search as they evaluate the “brand-fit” of co-brandings. Further
explanation of the higher-order category is the category attributes with higher

abstraction. One example is the co-branded credit card from American Airlines and



23

Visa. If each product's attributes are considered at the concrete category level of
“airline service” and “credit card service”, it is unlikely that common attributes will
emerge. However, consider the higher-order category of “services useful for travel”,
which seems to readily come to mind in consideration of airline service and credit

card service (Norman, 2017).

Furthermore, the acceptance of good “brand-fit” can affect behavioral
consequences, such as purchase intention in co-branded hotels (Y. C. Lin, 2013).
However, Sarmaniotis et al. (2014) argued though there is transfer of partner brands’
positioning perceptions to the new cobrands, “brand-fit” did not have an impact of
consumer evaluation on cobrands as positioning perceptions are formed over time,

and new cobrands are unlikely to exhibit well-formed positioning perceptions.

2.2.3 Heytea’s Co-Branding

Nie Yunchen, the founder of Heytea, talked about the three characteristics of

Heytea products (L. Jia, 2018):

1. Using good materials, recipes, and techniques make products

memorable by rich taste and multi flavors.

2. Redefining product standards: naming each tea beverage with the
innovative word instead of listing raw materials: The signature tea used in Heytea is

called “King Fone” (4 A 7% T.). However, there was no such tea in the world before.



24

Heytea just made it by mixing oolong, Jinxuan, and green tea, trying to define a new

tea culture by doing this.

3. Always beta version: Inspired by Gmail, which has always been a beta
version, Heytea considers they are creating the first cup of new-style tea all the time

to keep its creativity, no matter how many other tea brands there are in the world.

As for the branding strategy, Nie also indicated Heytea is extracting the
elements from traditional Chinese culture and expressing in modern ways instead of
building it into another traditional teahouse. At the same time, the soul of the Heytea
brand is “inspiration,” “cool,” and “tea art,” but these words rarely appear in its
communication when young consumers less believe direct advertisements nowadays,

but they will feel inspired by consuming your unique products.

Figure 2 Heytea’s interior decoration 1

Source: Adapted from Heytea. (2020b). Store List. Retrieved from

https://www.heytea.com/indexEn.html
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Figure 3 Heytea’s interior decoration 2
1 . ). s TR ‘. b

i

Source: Adapted from Zeng, Z. (2018). Heytea's Daydream Plan [Photograph].
Retrieved from https://www.archdaily.cn/cn/906995/xi-cha-bai-ri-meng-ji-

hua-aan-jian-zhu-she-ji-shi-wu-suo

Therefore, Heytea does not use traditional advertisements to increase brand
awareness but uses other marketing strategies such as online social media and co-
branding campaigns. Yan Jie, head of strategic cooperation of Heytea, once said that
Heytea’s marketing activities are not to increase sales but to raise brand awareness
and popularity among consumers (DTcaijing, 2020). DTcaijing (2020) also concluded
that Heytea’s marketing activities did successfully create discussions online: Heytea
has been on the trends of Weibo for 24 times since 2017, while Heytea’s competitor

Nayuki has only two times, and zero for Lele Cha.
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Since the first co-branding in 2017, Heytea has cooperated with more than 50
brands, covering food, fashion apparel, cultural and creative, daily necessities, beauty

and skincare, Internet platforms, and public welfare industries (DTcaijing, 2020).

Table 2 Examples of Heytea’s co-branding campaigns

Partner
brand
category Partner brands Product types Visual design Year
Fashion Peacebird - Seasonal beverages 2019
- Merchandises
Lee - Seasonal beverages 2019
- Merchandises
- Clothes
AAPE - Seasonal beverages 2019
- Merchandises
- Clothes
Adidas - Seasonal beverages b | 2020

- Shoes




27

Partner
brand
category Partner brands Product types Visual design Year
Food OVALTINE -Seasonal beverages 2019
and
beverage
OTALY -Seasonal beverages . L 2019
'gl &9 Lyt
i ks
‘o T
2 2 i
TUP - Seasonal beverages
- lIce-cream
- Merchandises
Daily Durex - Beverage 2019
necessities -Coupon gift box S

2 BINICE GUY
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Partner
brand
category Partner brands Product types Visual design Year
Daily Roseonly - Flower gift box 2019
necessities P SN o
T
Gt ) L —
Corkcicle - Water bottles B s 2020
Ll ]
ﬁ i
v, : (IF
Manito -Scented candles 2020
Beauty Kiehl's - Beverage 2019
-Bakery
-Merchandise
- Mug
Dove - Shower gel <@ 2020
B S
Fenty Beauty -Cosmetic products / 2020

- Q@ N

Source: Adapted from Heytea. (2020a). Heytea's Offical Weibo Page. Retrieved from

https://weibo.com/u/2804387887
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Regarding the co-branding campaign, Ma (2020) divided it into two main
stages:

1. “On the superficial level”: Heytea tried to strengthen brand personality
by releasing co-branded merchandise, such as mobile phone cases with fashion brands
AAPE, which is presented in trendy, cool, and attractive visual designs.

2. “Focus on the original product”: When Heytea began to co-brand with
food brands such as Ovaltine, it started to focus on making the original products more

innovative with factors from two brands.

DTcaijing (2020) concluded Heytea is trying to keep consumers to recall
Heytea in more scenarios by co-branding with different brands and industries, and
even make its products to be the top-of-mind choices from common flavors such as

peach tea or grape tea.

Actually, there are more Chinese beverage brands starting co-branding
campaigns. Yingxiaoguan (2020) analyzed four main reasons are listed below:

1. “Traffic anxiety”: With more and more new-style tea brands, product
homogeneity is common, so co-branding is a popular way to make products different.

2. “Brand differentiation”: To be chased by consumers when they face
various choices, brands must establish unique brand awareness in consumers’
perception by providing differentiation in terms of taste, vision, touch, etc,.

3. “Nonstop communication with young people”: Through diversified co-

branding campaigns, not only can brands give consumers a new experience, but also



30

continue to strengthen emotional communication with them. For example, the brand
impression that Heytea brings to consumers is “playful” and “interesting.”

4. “The threshold for co-branding tea brands is low”: Originally, new-
style tea brands need to continually update the product menu, so it is better to launch
co-branded products rather than designing a new package and a new flavor by a brand

alone.

2.2.4 Responses Toward Co-Branding

A limited but growing number of studies have embarked on China's millennial
consumers' response towards co-brandings. H. Yang, Zhang, and Zhou (2020)
revealed that China’s millennials have a strong awareness of co-branded collections in
fashion brands. Moreover, China’s millennials prefer to co-branded products with a
perfect fit of two brand images and perfect connection connecting the co-branded
image with consumers’ self-image, which helping people to show their individual
characteristics. Besides, online and social media platforms are emphasized on
releasing information and providing purchase channels for fashion co-branding
products (H. Yang et al., 2020). Xiang (2018) argued the effects of cosmetic co-
branding on China’s millennials might lead to panic buying at the first stage, but the
challenges are emerging when consumers are more rational, fatigued, and caring

about the connection with co-branding products and brands.

2.3 Consumer Behavior

Not many years ago, consumer behavior (usually called as buyer behavior)

was defined as the study of how consumers decide to buy products, and it reflected an
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emphasis on the interaction between consumers and producers at the time of purchase
(F. Kardes, Cronley, & Cline, 2010; Solomon et al., 2017). Since the late 1940s, when
many firms shifted from a selling orientation to producing goods that consumers
actually needed and wanted, the study of consumer behavior emerged as a young
social science to benefit the marketing process, consumers, and society (F. Kardes et
al., 2010). The contemporary definition of consumer behavior is broader, which refers
to the study of the processes involved when individuals or groups select, purchase,
use, or dispose of products, services, ideas or experiences to satisfy needs and desires.
The latter consumer behavior view emphasized the entire consumption process, which
includes the issues that influence the consumer before, during, and after a purchase
(Solomon et al., 2017). Figure 4 below illustrates the issues that are addressed during

each stage of the consumption process.

Figure 4 Stages in the Consumption Process

CONSUMER'’S PERSPECTIVE MARKETER'S PERSPECTIVE
How does a consumer decide that How are consumer attitudes toward
PREPURCHASE he/she needs a product? ¢ » products formed and,/or changed?
ISSUES What are the best sources of information What cues do consumers use to infer
to learn more about alternative choices? which products are superior to others?
PURCHASE Is acquiring a product a stressful or How do situational factors, such as time
pleasant experience? What does the +—> pressure or store displays, affect the

ISSUES

say about the consumer’s purchase decision?

l l

What determines whether a consumer
will be satisfied with a product and
whether he/she will buy it again?
Does this person tell others about his/her
experiences with the product and influence
their purchase decisions?

Does the product provide pleasure or
POSTPURCHASE perform its intended function?

ISSUES How is the product eventually disposed —Pp
of, and what are the environmental

consequences of this act?

Source: Adapted from Solomon, Solomon, M. R., White, K., Dahl, D. W.,
Zaichkowsky, J. L., & Polegato, R. (2017). Consumer behavior: Buying,

having, and being. Boston: Pearson, pp.29.
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In the marketing context, Solomon et al. (2017) indicated that firms exist to
satisfy consumers’ needs, and marketers can satisfy these needs only to the extent that
they understand consumer behaviors, including the people or organizations who will
use the products and services they sell. At the same time, consumer behavior, such as
consumers’ buying decisions, will indicate how well the company’s marketing

strategy fits market demand (Furaiji, Latuszynska, & Wawrzyniak, 2012).

When consumer behavior study exams consumers’ acquisition, usage, and
disposition on products or services, there are psychological, cultural, and social
factors are involved (Hoyer & Maclnnis, 2008). The following parts of this section
will delve into the fundamentals of consumer behavior, which includes the review of

consumer perception, consumer attitude, and consumer purchase intention.

2.3.1 Consumer Perception

Consumer perception is a three-stage process that each consumer translates
raw stimuli from the marketing environment into meaning. The three-stage process
includes exposure to the environment, paying attention to the stimuli, and
interpretation. In the first step, physical sensations, such as sights, sounds, and smells,
are selected, organized, and interpreted. Consumers perceive the raw stimuli when
sensory receptors, including eyes, ears, nose, mouth, fingers, and skin, are exposed in
the environment (Solomon et al., 2017). Figure 5 illustrated an overview of the

perceptual process below.
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Figure 5 An Overview of The Perceptual Process

SENSORY STIMULI SENSORY RECEPTORS
o Sights ————p FEyes
s Sounds —————— Ears
Exposure —— ( Attention ——» Interpretation

* Smells p» Nose

o Taste ——p Mouth

L/

o Textures ——— 3 Skin

Source: Adapted from Solomon, Solomon, M. R., White, K., Dahl, D. W.,
Zaichkowsky, J. L., & Polegato, R. (2017). Consumer behavior: Buying,

having, and being. Boston: Pearson, pp.108.

After receiving stimuli, consumers prefer to classify and organize them
according to the principles of perceptual organizations instead of taking a stimulus as
isolated. Based on Gestalt psychology, some grouping principles suggested
consumers will group information from parts into a meaningful whole, such as the
principle of closure, the principle of grouping, and the principle of context
(Amanatiadis, Kaburlasos, & Kosmatopoulos, 2018):

1. The closure principle means humans can perceive several objects even
in an incomplete structure when some information is missing.

2. The grouping principle is also called the proximity principle, declaring
that objects similar to certain attributes are more likely to be grouped together when
the human brain builds connections between similar elements to make it easier to
remember.

3. The context principle is also called the figure and ground principle,
which implies that particular objects in a figure have a more prominent role and are

first perceived by people.
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Figure 6 Gestalt Psychology

Principle of closure Principle of similarity Principle of context
e A o H emoe
H ol o
L A H oW o
v H el e

Source: Adapted from Jansson-Boyd, C. V. (2010). Consumer psychology. Berkshire:

McGraw-Hill Education, pp. 40.

However, what an individual interprets or perceives may be substantially
different from reality and another person (Pickens, 2005). Each person may notice or
ignore different numbers of stimuli from the environment due to the limited attention
ability by the individual, and interpret it into various meanings from the same
exposures because of individual biases, needs, and previous experiences (Haase,
Wiedmann, & Labenz, 2018; Krishna, 2012). Belch and Belch (2017) mentioned
selectivity occurs throughout the various stages of the consumer’s perceptual process.
Perception may be viewed as a filtering process in which internal and external factors
influence what is received and how it is processed and interpreted. Selective
perception may occur at the exposure, attention, comprehension, or retention stage of

perception. The selective perception process is illustrated in Figure 7 below.
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Figure 7 The Selective Perception Process

Selective Selective Selective Selective
exposure attention comprehension retention

Source: Adapted Belch, G. E., & Belch, M. A. (2017). Advertising and Promotion: An
Integrated Marketing Communications Perspective. New York: McGraw-

Hill Education, pp.121.

Schema theory explained schemata as human’s learned memory-stored
cognitive structures of prior knowledge will determine consumer’s future responses
towards stimuli, which is perception (Halkias, 2015). After organizing received
information, consumers will translate sensory inputs (or marketing information) and
assign specific meanings, which majorly through perceptual categorization and
perceptual inference processes (F. R. Kardes, Posavac, & Cronley, 2004). The
perceptual categorization process is regarding the consumers’ tendency to process and
place information into their interpretation of logical categories. The perceptual
inference principle refers to consumers’ reasoning out and developing an association

between two stimuli.

Washburn et al. (2000) discussed that co-branding could link two brands
together; hence, these links can enhance or detract from consumers’ perceptions of
each constituent brand and create a new, unique perception of the co-branded product.
Besides, co-branding improves the brand equity perceptions of consumers regardless

of whether the co-branding partner is a high or low equity brand. Specifically, “high-
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quality” or “high-image” brands can leverage quality perceptions towards partner
brands with lesser status, and Rao, Qu, and Ruekert (1999) found Coca-Cola endorsed
Nutrasweet by using it in Diet Coke, thereby allaying fears about the safety of the
ingredient. Oeppen and Jamal (2014) stated a co-branding is always an effective tool
for fashion brands to improve perceptions of the brand image through “borrowing”

certain associations of values or brand images from a partner brand.

2.3.2 Consumer Attitude

Attitudes are learned predispositions to respond to an object and are some of
the most heavily studied concepts in consumer behavior. Pickens (2005) concluded a
simpler definition of attitude is a mindset or a tendency to act in a particular way due
to both an individual’s experience and temperament. Attitudes are important to
marketers because they theoretically summarize a consumer’s evaluation of an object
(or brand or company) and represent positive or negative feelings and behavioral
tendencies (Belch & Belch, 2017). Solomon et al. (2017) indicated that an attitude is a
lasting, general evaluation of people (including oneself), objects, advertisements, or
issues. Wilkie (1986) mentioned the evaluation stemmed from the significant benefits
or image of the brand; in other words, the consumer judges the benefits and image
from a brand and forms an overall brand attitude. Moreover, marketers assume that
consumers’ attitudes are related to consumers’ purchase behavior (Belch & Belch,

2017).
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There are two major theoretical orientations can be identified in attitude
research (Lutz, 1991), which are the tripartite view of attitude and the unidimensional

view of attitude.

The tripartite view of attitude posits three measurable components in the
structure of the overall attitude: cognition, affect, and conation(behavior) (Mathews,
2009). Cognition refers to all beliefs that an individual holds with respect to the
attitude object; affect pertains to positive or negative emotional reactions to the
object; conation encompasses intended and actual behaviors with respect to the
attitude object. Under the tripartite view, all three components are integral parts of
any attitude; that is, every attitude consists of greater or lesser degrees of each
component. Moreover, the three components are expected to exhibit a basic
consistency in terms of favorability or unfavourability toward the attitude object. In
other words, if a consumer believes that a brand will deliver positive benefits
(cognition), then the consumer will also be expected to like the brand (affect) and
engage in favorable behaviors toward it (conation) (Lutz, 1991). The tripartite view of

the attitude model is depicted in Figure 8 below.
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Figure 8 The Tripartite View of Attitude

Attitude

Cognition Affect Conation

Source: Adapted from Lutz, R. J. (1991). The role of attitude theory in marketing.

Perspectives in consumer behavior.

Lutz (1991) also proposed the unidimensionalist approach of attitude as an
evolution of the tripartite view. Under the unidimensional view, an attitude consists of
the affective construct only, while the cognition and conation parts are not considered
part of consumer attitude. Cognition is treated as the antecedents of attitude,
representing beliefs about brands or products. Consumers will form an attitude by
evaluating the brands after these beliefs are acquired. Conation is divided into two
parts: behavioral intention and actual behavior, resulting from an individual’s attitude.

Figure 9 illustrated the unidimensional view of attitude below.

Figure 9 The Unidimensional View of Attitude

Cognitive Affective Conative Conative
(Beliefs) (Attitude) (Intention) (Behavior)

Source: Adapted from Lutz, R. J. (1991). The role of attitude theory in marketing.

Perspectives in consumer behavior.
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2.3.3 Purchase Intention

As Lutz (1991) introduced in the unidimensional view of attitude, beliefs
cause one’s attitude, which leads to the formation of an intention to purchase or not
purchase. Purchase intentions are generally based on matching purchase motives with
attributes or characteristics of brands under consideration, involving many of the
personal subprocesses such as motivation, perception, attitude formation, and
integration (Belch & Belch, 2017). S. Kim and Pysarchik (2000) examined the strong
relationship between the overall attitude toward a product and purchase intention and
suggested that purchase intention serves as an alternative for measuring consumers’
purchase behavior. Hence, marketing managers routinely use purchase intentions to

predict sales (Morwitz, Steckel, & Gupta, 2007).

Therefore, consumers’ intention toward a particular behavior has remained the
central focus of well-known theories like the theory of reasoned action (TRA) (Haque

etal., 2015).

TRA was introduced by Ajzen and Fishbein (1980), aiming to explain the
relationship between attitudes and behaviors within human action. In TRA, the
individual’s attitude and subjective norm are two antecedents of behavioral intentions,
which contribute to whether or not the person will actually perform the behavior. The
attitude is defined as a positive or negative feeling in relation to the achievement of an
objective, and the subjective norms, which are the very representations of the
individuals’ perception in relation to the ability to reach those goals with the product

(Salgues, 2016).



Figure 10 The Theory of Reasoned Action
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in understanding attitudes and predicting social behaviour. Journal of Social

Psychology.

As for the purchase intention towards co-branded products, Mazodier and

Merunka (2014) examined the purchase intention on symbolic co-branded products

(associating to the host brand a second brand that will give it additional symbolic

attributes rather than functional attributes). However, their findings indicated that self-

congruity with the secondary brand and the need for uniqueness have significant

positive impacts on symbolic co-branding purchase, in addition to perceived

congruence and attitude toward the primary brand. In contrast, attitude toward the

secondary brand does not relate to the purchase of symbolic cobranded products.
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2.3.4 China’s Millennial Consumers’ Characters

From Generational Cohort Theory, Chung et al. (2016) proposed that there are
similar values, beliefs, attitudes, and behaviors among all members in each individual
generation. Gao, Zhang, and Huang (2018); Liang and Xu (2018); Yi, Ribbens, and
Morgan (2010) indicated that different Chinese generations have various thinking

perspectives and behaviors.

Born in the 1980s to 1990s, the millennial generation in China is also called
the “post-80s and -90s”, the “me,” the “individualistic,” the “one-child generation,”
the “Affluent generation,” or the “Spoiled generation” (Yi et al., 2010). China's
millennials represent a vast army of educated, independent, tech-savvy consumers
(Allen, 2017) when China’s economy has been growing steadily at high speed for a
long time (Cao, 2019), which creates a unique and affluent growth environment. Also,
due to the new generation born under China’s one-child policy (stated in 1979) and
grew up alongside the Internet, mobile phones, and online social networks (Hershatter
& Epstein, 2010), China’s millennials have the chance to gain more knowledge in a
fast-moving world, which lead China’s millennials are experience-oriented, demand

uniqueness, value lifestyle upgrade and social media presence (Wang, 2009).

Meanwhile, based on the study of Howe and Strauss (2008), seven
distinguished core characteristics of millennials are suggested: special, sheltered, very
confident, team-oriented, conventional, pressured and achieving. Jacobsen and Barnes
(2017) explained the embodiment of team-orientation on social media of millennial

users refers to the trend of millennials receiving social influence or word-of-mouth of
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social media to obtain corporate information. Liwen Zhang, Song, and Li (2020) also
found that influencers’ recommendations from live streaming play an important role

as references for China’s millennial social media users.

According to reports from the Chinese Academy of Social Sciences and
Tencent Research Institute, China’s millennials are heavy users of social media in the
context of China’s rapid developing Internet industry, and there are 73% of post-80s
and post-90s checking their social media every 15 minutes (Sinatech, 2017). Ken
(2020) introduced WeChat, Weibo, and Douyin (Tiktok) are mostly monthly active
social media platforms in China. WeChat started as an instant messaging mobile
application; now, it has developed into an all-in-one service application in China,
which owns more than 1 billion Chinese monthly active users, including most of
China’s millennials. Moreover, Heytea has launched an official mini-program in
WeChat for placing orders online, and 82.31% of Heytea’s consumers choose to order

in this way (Tencent, 2020).

After purchasing online, China’s WeChat users prefer to adopt WeChat
Moments Timeline as a channel to post travel photos and luxury experiences, which
can bolster those users’ self-concept and achieve a favorable self-image by building
favorable self-presentation and highlight positive aspects in life (Chu, Lien, & Cao,
2019). Y.-R. R. Chen (2017) examined China’s millennial WeChat user’s engagement
with brand official account’s activities. The results indicated there is a direct result on
business-consumer relationship quality (trust, commitment, control mutuality, and

satisfaction) as well as purchase intention through WeChat user engagement with
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brand official accounts. They also found millennial WeChat users are enthusiastic
about novel experiences from brands, and innovation differentiation indirectly
increased the level of trust in and commitment to the given brand through consumer

engagement with the account.

The research about China’s millennials Weibo users from Y. Lin, Marjerison,
and Kennedyd (2020) indicated that China’s millennials repost or share content more
frequently on Weibo compared to the other age groups by various motivations. Their
findings suggested that China’s millennials prefer to share content related to
celebrities, resonated opinions, financial gains such as raffles and spiritual incentives,
and something could help them build recognition on Weibo, and those motivations
slightly differ in genders. Boardman, Cano, and Deng (2018) emphasized that critical
drivers for using Weibo among millennials are convenience, immediacy, social
standing/status, and entertainment. Furthermore, Weibo users read comments and
tagged their friends when they find fashion information, latest product releases, and
videos, emphasizing the importance of electronic word-of-mouth (e-wom) and the

influence that it can have on purchasing behavior.

2.3.5 China’s Millennial Consumers’ Consuming Habits

When China’s millennials embrace social media lifestyle, a growing influence
IS putting on the Chinese and international marketplaces, disrupting traditional
economic models and driving innovation as this generation are more worldly,

entrepreneurial, individualistic, open-minded, and willing to spend (Allen, 2017).



Moreover, Wang (2009) defined China’s millennial consumer as the Little

Emperor generation with the following characters:

1. With spoiled by parents in a more affluent environment, the Little

Emperor generation consumers demand what they want and spend what they have.

2. Most Chinese families do everything they can to support the Little
Emperor generation’s education, enabling the young generation to get high-paying

jobs early and develop self-indulgent consumerism habits.

3. Although the traditional Chinese culture highly values being thrifty

and frugal, under the influence of globalization and rapid economic development,
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young Chinese consumers have begun to embrace modern consumption values, such

as materialism and hedonic consumption, and seek instant gratification through

excessive purchasing.

The China Youth Daily interviewed Chinese millennial consumers’

consumption habits and found that cost performance (53.7%) and practicality (50.0%)

were the main factors considered by the interviewed youths, while other factors
included: exquisite packaging (45.1%), brand (34.5%), novelty (33.0%), and

recommendations from people around (13.4%) (Sun, 2018).

Han and Guo (2018) investigated how the value of consumer ethnocentrism

and ethnocentric marketing affect China’s millennial consumers’ purchase intentions,
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and the findings indicated China’s millennial consumers’ behavior would be driven
more by personal attitudes than by in-group norms and ethnocentric stimuli. Su,
Watchravesringkan, Zhou, and Gil (2019) argued that hedonism, security, and self-
direction are the three value types rated as most important when China’s millennials
make a clothing purchase. At the same time, China’s millennials prefer products that
can bring them a unique sense of superiority, such as niche brands, limited edition
products, and customized products. J.-H. Kim, Hsu, and Yuen (2020) described both
individual (i.e., materialism) and social elements (i.e., need for uniqueness and social
comparison) positively influence China’s millennials’ desire for status consumption
of luxury fashion products, while social factors are the critical drivers of low-income
group’s desire for status consumption. Besides, C. Yang (2019) mentioned that
opinions on social media influence China’s millennials’ willingness to consume.
China’s millennials use WeChat extensively to engage with luxury clothing brands to
meet utilitarian and hedonic gratifications, but in doing so, China’s millennials
receive fashion and products information mostly from WeChat friendship groups and
WeChat fashion bloggers rather than directly with the brands themselves (Siddiqui,
Mannion, & Marciniak, 2019). Q. Zhu and Zhang (2019) employed Symbol
Consumption, which means using mass media as the carrier, through the symbolic
meaning of consumer goods, to express the self-identity of consumers and the
identification of group belonging in the society, to explain the phenomenon that
China’s millennials consume high fashion, bags and suitcases, cosmetics and perfume

products.
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2.4 Conceptual Framework

The conceptual framework of this research is portrayed in Figure 11 below.
The illustration represented the overview of the consumer behavior on Heytea’s co-
branding campaign through three aspects, containing perception, attitude, and

behavioral intention.

Figure 11 Conceptual Framework for the Current Research

Consumer Behavior

Heytea’s co-branding - Perception
campaigns - Attitude

- Behavioral Intention
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CHAPTER 3
Methodology

In this study, a quantitative research approach using an online survey
questionnaire was employed to investigate the behaviors of Heytea’s Chinese
millennial consumers. The questionnaire consists of six parts regarding consumers’
behaviors, including perceptions, attitudes, and behavioral intentions. This chapter
will delve into the details of this research methodology, including research sample,
sampling method, questionnaire format, measurement of variables, and data collection

and data analysis.

3.1 Research Design

The research employed a quantitative research method to realize the research
objective. An online survey questionnaire was distributed through a Chinese survey

service website called WJX.

3.2 Research Sample and Sampling Method

Since this study was aiming to understand Chinese millennial consumers’
behaviors toward Heytea’s co-branding campaigns, one online questionnaire survey
was designed on WJX and distributed to Chinese millennials who are interested to
Chinese tea, beverage, and Heytea. As the challenging situation under pandemic of
covid-19 during the current study period, conducting an online survey provides a
more comfortable and guaranteed environment for all participants. There was a total
of 344 respondents took part in this survey. In total, 206 responses who know the
brand Heytea and purchased Heytea more than one time in the past six months are

valid to analyze for this study. All respondents of this study are from 20 to 40 years
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old, which are Chinese millennial segmentation (consist of post-80s and post-90s) and

the primary target consumers of Heytea.

3.3 Questionnaire Format

As mentioned earlier, the questionnaire of this research was distributed
through China’s online social media services in order to maximize the reach to cover
as many of Heytea’s millennial customers as possible. The questionnaire was
formulated in both English and Chinese versions and consisted of six sections. The
questions of the questionnaire are comprised of close-ended questions, with some are
in the form of multiple-choice (see Appendix A). Overall, the questionnaire has

details as follows:

Part one is comprised of two screening questions that are used to screen out
the respondents who are not qualified for this research. The respondents, who did not
meet the requirements at this screening stage, were directed to end the survey.

Question 1 asks the respondents if they knew the new-style tea brand Heytea
by using a dichotomous question.

Question 2 asks the respondents how many times they purchased Heytea in the

past six months using a nominal scale.

Part two is comprised of three questions on the respondents’ demographic

information about the age range, gender, and monthly income using a nominal scale.
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Part three contains five questions on the respondents’ perceptions toward
attributes of Heytea’s brand and product characteristics, using an interval scale,
including Heytea is cool, with inspirational designs, delicious, premium, luxury, and

the top-of-mind choice from new-style tea brands.

Part four contains nine questions on the respondents’ attitudes toward Dove as
well as their attitudes and behavioral intentions toward the co-branding between
Heytea and Dove, including four questions about attitude toward Dove, one question
about consumer attitude toward Heytea and Dove’s co-branding, and four questions
about consumer behavioral intentions toward Heytea and Dove’s co-branding, using

an interval scale.

Part five contains nine questions on the respondents’ attitudes toward Kiehl's
as well as their attitudes and behavioral intentions toward the co-branding between
Heytea and Kiehl's, including four questions about attitude toward Kiehl's, one
question about consumer attitude toward Heytea and Kiehl's’s co-branding, and four
questions about consumer behavioral intentions toward Heytea and Kiehl's’s co-

branding, using an interval scale.

Part six contains eight questions on the respondents’ attitudes toward Fenty
Beauty as well as their attitudes and behavioral intentions toward the co-branding
between Heytea and Fenty Beauty, including three questions about the attitude toward

Fenty Beauty, one question about consumer attitude toward Heytea and Fenty
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Beauty’s co-branding, and four questions about consumer behavioral intentions

toward Heytea and Fenty Beauty’s co-branding, using an interval scale.

3.4 Measurement of the Variables

In the studies of consumer behavior, the researcher studied the three major key

variables which are perception, attitude, and behavioral intention.

Questions and statements for measuring each variable in this research come
from observation on the official websites, official publications, and communication
contents from Heytea, Dove, Kiehl's, and Fenty Beauty. The questionnaire was
designed by the researcher to collect respondents’ feedbacks in this study. The
validity of each measurement was checked by Cronbach’s Alpha. A pilot study was

conducted to eliminate errors before running the main study.

The variables that were studied in perception were if consumers perceived
Heytea’s brand image as it was portrayed. 5 statements were designed to check
consumers’ perception:

Perception 1: | think Heytea is a cool brand.

Perception 2: | think Heytea is a brand with inspirational designs.

Perception 3: I think Heytea’s drinks are delicious.

Perception 4: | think Heytea presents premium and luxury products.

Perception 5: When I think of New-style tea, Heytea is the brand that comes

to mind first.
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The variables that were studied in attitude were if consumers felt each partner
brand with attributes those brands communicate to the target consumers, and if
consumers felt each co-branding in a positive way. 14 statements were designed to
check consumers’ attitudes toward each partner brand, which are Dove, Kiehl's, and
Fenty Beauty.

5 Attitude statements for Dove:

Attitude 1: | feel Dove represents Natural beauty.

Attitude 2: | feel Dove represents the Sense of Confidence.

Attitude 3: | feel Dove represents Simpleness and Genuineness.

Attitude 4: | feel Dove represents Reliability.

Attitude 5: | feel the co-branding of Heytea and Dove is positive.

5 Attitude statements for Kiehl's:

Attitude 1: | feel Kiehl's represents Natural.

Attitude 2: | feel Kiehl's represents Lively.

Attitude 3: | feel Kiehl's represents Authenticity.

Attitude 4: | feel Kiehl's represents Responsible and environmental-friendly.

Attitude 5: | feel the co-branding of Heytea and Kiehl's is positive.

4 Attitude statements for Fenty Beauty:

Attitude 1: | feel Fenty Beauty represents Diversity.

Attitude 2: | feel Fenty Beauty represents Fun.

Attitude 3: | feel Fenty Beauty represents “Dare to do something new or
different”.

Attitude 4: | feel the co-branding of Heytea and Fenty Beauty is positive.
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The variables that were studied in behavioral intention were if consumers
would like to purchase those co-branded products in the future, and consumers’
tendency to share each co-branding information on their social media pages. 12
statement was designed to check consumers’ behavioral intention toward each co-
branding campaign that Heytea cobrands with Dove, Kiehl's, and Fenty Beauty.

4 Behavioral Intention statements for Heytea and Dove’s co-branding:

Behavioral intention 1: 1 would like to purchase the co-branded products from
Heytea and Dove in the future.

Behavioral intention 2: | will introduce Heytea and Dove’s co-branded
product to my friends.

Behavioral intention 3: | will repost information about Heytea and Dove’s co-
branding on social media.

Behavioral intention 4: | would take photos and share them on social media if
| purchased Heytea and Dove’s co-branding products.

4 Behavioral Intention statements for Heytea and Kiehl's’s co-branding:

Behavioral intention 1: 1 would like to purchase the co-branded products from
Heytea and Kiehl's in the future.

Behavioral intention 2: I will introduce Heytea and Kiehl's’s co-branded
product to my friends.

Behavioral intention 3: | will repost information about Heytea and Kiehl's’s
co-branding on social media.

Behavioral intention 4: 1 would take photos and share them on social media if
| purchased Heytea and Kiehl's’s co-branding products.

4 Behavioral Intention statements for Heytea and Fenty Beauty’s co-branding:
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Behavioral intention 1: I would like to purchase the co-branded products from
Heytea and Fenty Beauty in the future.

Behavioral intention 2: | will introduce Heytea and Fenty Beauty’s co-branded
product to my friends.

Behavioral intention 3: | will repost information about Heytea and Fenty
Beauty’s co-branding on social media.

Behavioral intention 4: 1 would take photos and share them on social media if

| purchased Heytea and Fenty Beauty’s co-branding products.

The five-point, Likert scale was applied to measure the respondents’ level of
agreement on consumer behavior including perception, attitude, and behavioral
intention toward Heytea’s co-branding campaigns. The scale ranges are outlined
below:

1 = Strongly disagree

2 = Disagree

3 = Neither agree nor disagree

4 = Agree

5 = Strongly agree

3.5 Data Collection and Data Analysis
The data of this research was collected using an online questionnaire survey

distributed from mid-October to early November 2020. The analysis of the data was
computed by the SPSS (Statistical Package for the Social Science) program and all

statistical data was run at a 95% confidence level.



For the analysis of the data, descriptive statistics analysis was utilized to

describe the means and standard deviation of the data.
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CHAPTER 4
Findings
In this chapter, the findings of the data collected from 206 Haytea’s Chinese

millennial consumers’ behavior toward Heytea three co-branding campaigns have
been presented. In this survey, 344 respondents participated in the survey to submit
their responses, and 128 samples who did not know the new style tea brand Heytea or
did not purchase Heytea in the past six months are eliminated. In this chapter, the
demographic profile of the respondents and the descriptive analysis will be applied to
examine the consumer behaviors regarding perception, attitude, and behavioral

intention.

4.1 Demographic Profile

This part contains four tables on Haytea consumer demographic questions
consisting of the knowhow of the new style tea brand, frequency to purchase the
product in past 6 months, age range, gender, and average monthly income.

All the 206 respondents answered yes to the question “Do you know the new-

style tea brand Heytea?”.

The respondents were asked “How many times have you purchased Heytea’s
product in the past 6 months?” The frequency distribution Table 3 for this question
shows that 134 (65.0%) respondents had purchased Heytea 1-5 times, 49 (23.8%)
respondents had purchased Heytea 6-10 times, 14 (6.8%) respondents had purchased
Heytea 11-15 times, 2 (1.0%) respondents had purchased Heytea 16-20 times, and 7

(3.4%) respondents had purchased Heytea more than 20 times.



Table 3 Times of purchasing Heytea’s product in the past 6 months
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Frequency f %
1 - 5 times 134 65.0
6 - 10 times 49 23.8
11 - 15 times 14 6.8
16 - 20 times 2 1.0
more than 20 times 7 34
Total 206 100

Table 4 shows gender distribution which indicates there were 75 (36.4%) male

respondents while 131 (63.6%) female respondents. This indicates that the majority of

respondents were females.

Table 4 What is your gender?

Gender f %
Male 75 36.4
Female 131 63.6
Total 206 100.0

Next, Table 5 shows the age distribution table in which there were 65 (31.6%)

respondents who belonged to the age group 20-24 years, 104 (50.5%) belonged to age

group 25-29 years, 26 (12.6%) belonged to the age group 30-34 years and 11 (5.3%)

belonged to the age group 35-40 years. The results indicate that the maximum number

of people was between 25-29 years and the minimum number of people was between

35-40 years.



Table 5 What is your age range?
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Age Range f %
20 - 24 years old 65 31.6
25 - 29 years old 104 50.5
30 - 34 years old 26 12.6
35 - 40 years old 11 5.3
Total 206 100.0

Table 6 shows the average monthly income distribution in which 28 (13.6%)

respondents had an average income of less than 3,000, 40 (19.4%) had an average

income of 3,001 - 4,000, 54 (26.2%) had an average income ¥6,001 - 8,000, 32

(15.5%) had an average income ¥6,001 -84,000 and 27 (13.1%) had an average

income More than ¥.0,000. This indicated that the maximum number of people had

an average monthly income between 3,001 - 6,000.

Table 6 What is your monthly average income in the Chinese Yuan?

Income Range f %
Less than ¥2,000 28 13.6
¥2,001 - 4,000 40 19.4
¥4,001 - 6,000 54 26.2
¥6,001 - 8,000 32 15.5
¥8,001 - 10,000 25 12.1
More than ¥10,000 27 13.1

Total 206 100.0

4.2 Consumer Perception on Heytea

This part contains five questions for what people think about the new style

brand- Heytea. A five-point Likert scale where 5= strongly agree, 4= agree, 3= neither

agree nor disagree, 2= disagree and 1=strongly disagree was used to see the level of

the agreeableness of the respondents.
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The results of the respondents’ perception of Heytea are shown in Table 7.
The data depicted that the majority of Heytea’s Chinese millennial consumers agree
with the five statements given the total mean score is at 3.56. The respondents agree
most that Heytea’s drinks are delicious (M = 3.87), Heytea is a brand with
inspirational designs (M = 3.81), Heytea is a cool brand (M = 3.70), and Heytea
presents premium and luxury products (M = 3.70). On the other hand, the respondents
neither agree nor disagree on statements on that Heytea is in their top-of-mind when
thinking about new-style tea brand (M = 3.42).

Table 7 Perception toward Heytea

Perception Toward Heytea M SD
I think Heytea is a cool brand. 3.70 0.98
I think Heytea is a brand with inspirational designs. 3.81 0.90
I think Heytea’s drinks are delicious. 3.87 0.86
I think Heytea presents premium and luxury products. 3.70 0.91
When I think of new-style tea, Heytea is the brand that comes

to mind first. 3.42 1.08
Total 3.56 0.87

Note: Likert scales, score 5 as the highest rank and 1 as the lowest. Cronbach’s Alpha = .88

4.3 Consumer Attitude

This part contains 14 questions about consumer attitudes on Dove, Kiehl's,

Fenty Beauty, and their co-brandings with Heytea.

Firstly, there are five questions about what people feel about American
personal care beauty brand Dove, as well as the co-branding from Heytea and Dove.
A five-point Likert scale where 5= strongly agree, 4= agree, 3= neither agree nor
disagree, 2= disagree and 1=strongly disagree was used to see the level of the

agreeableness of the respondents.
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The results on respondents’ attitude toward Dove and its co-branding with
Heytea are shown in Table 8. The data depicted that the majority of Heytea’s Chinese
millennial consumers neither agree nor disagree with the statement but came close to
an agreement given the total mean score is at 3.49. As for the attitudes toward the
brand Dove, the respondents agree most that Dove represents Reliability (M = 3.53)
and Dove represents simpleness and genuineness (M = 3.43). On the other hand, the
respondents neither agree nor disagree on statements that Dove represents natural
beauty (M = 3.33) and Dove represents the sense of confidence (M = 3.28). At the
same time, most respondents still feel the co-branding of Heytea and Dove is positive
(M = 3.59).

Table 8 Attitude Toward Dove

Attitude Toward Dove M SD
I feel Dove represents Natural beauty. 3.33 0.84
I feel Dove represents the Sense of Confidence. 3.28 0.83
I feel Dove represents Simpleness and Genuineness. 3.43 0.90
I feel Dove represents Reliability. 3.53 0.84
I feel the co-branding of Heytea and Dove is positive. 3.59 0.89
Total 3.49 0.76

Note: Likert scales, score 5 as the highest rank and 1 as the lowest. Cronbach’s Alpha = .89

Secondly, there are five questions for what people feel about the American
cosmetic brand Kiehl's, as well as the co-branding from Heytea and Kiehl's. The
results on respondents’ attitude toward Kiehl's and its co-branding with Heytea are
shown in Table 9 below. Overall, the participants of this research’s survey are apt to
agree to the statements with a total mean score of 3.77. According to the data, as for
the brand Kiehl's , respondents agree most that Kiehl's represents natural (M = 3.80),
followed by Kiehl's represents responsible and environmental-friendly (M = 3.70),

Kiehl's represents authenticity (M = 3.61), and Kiehl's represents lively (M = 3.56).
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As for the co-branding of Heytea and Kiehl's, most respondents hold a positive
attitude toward it (M = 3.75).

Table 9 Attitude Toward Kiehl's

Attitude Toward Kiehl's M SD
I feel Kiehl's represents Natural. 3.80 0.75
I feel Kiehl's represents Lively. 3.56 0.83
I feel Kiehl's represents Authenticity. 3.61 0.82
I feel Kiehl's represents Responsible and environmental-

friendly. 3.70 0.87
I feel the co-branding of Heytea and Kiehl's is positive. 3.75 0.85
Total 3.77 0.69

Note: Likert scales, score 5 as the highest rank and 1 as the lowest. Cronbach’s Alpha = .89

The third part contains four questions for what people feel about the American
cosmetic brand Fenty beauty, as well as its co-branding with Heytea. The results in
Table 11 illustrate that the majority of the respondents have positive attitudes toward
the Fenty Beauty brand and its co-branding with Heytea with a total mean score of
3.78. Overall, the respondents show a high level of agreement with all three positive
terms. The statements for the brand Fenty Beauty with the highest mean score is that
Fenty Beauty represents diversity and Fenty Beauty represents fun (M = 3.78,
equally). Another statement with the lower mean score is that Fenty Beauty represents
“dare to do something new or different” (M = 3.74). As for the co-branding between

Heytea and Fenty Beauty, most respondents feel it is positive (M = 3.77).
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Table 10 Attitude Toward Fenty Beauty

Attitude Toward Fenty Beauty M SD
I feel Fenty Beauty represents Diversity. 3.78 0.84
I feel Fenty Beauty represents Fun. 3.78 0.85
I feel Fenty Beauty represents “Dare to do something new or

different”. 3.74 0.88
I feel the co-branding of Heytea and Fenty Beauty is positive. 3.77 0.87
Total 3.78 0.79

Note: Likert scales, score 5 as the highest rank and 1 as the lowest. Cronbach’s Alpha =.93

4.4 Behavioral Intention

Next, the mean and standard deviation for the statements on behavioral

intention toward each co-branding campaign were calculated.

Table 11 below portrays the findings on the respondents’ intention to purchase
products from Heytea and Dove’s co-branding. Generally, the respondents hold
neutral intention on all four statements with a total mean score of 3.19. The lowest
result is from if respondents would like to repost information about Heytea and
Dove’s co-branding on social media, which indicates most respondents disagree with
this statement (M = 2.93). The highest result is from if respondents would like to
purchase the co-branded products from Heytea and Dove in the future with a mean
score of 3.24. The other two statements also received answers tending to the neutral

intention (M = 3.15 and 3.20, respectively).
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Table 11 Behavioral intention on Heytea & Dove

Behavioral intention on Heytea & Dove M SD
I would like to purchase the co-branded products from Heytea

and Dove in the future. 3.24 1.02
I will introduce this co-branded product to my friends. 3.20 1.08
I will repost information about this co-branding on social media. 2.93 1.12
I would take photos and share them on social media if I

purchased these co-branded products. 3.15 1.07
Total 3.19 0.94

Note: Likert scales, score 5 as the highest rank and 1 as the lowest. Cronbach’s Alpha = .92

The respondents’ behavioral intention towards co-branded products from
Heytea and Kiehl's are depicted in Table 12 below. Generally, the respondents tend to
agree to all four statements with a total mean score of 3.54. The respondents agree
most that they would like to purchase the co-branded products from Heytea and
Kiehl's in the future (M = 3.60), that they will introduce Heytea and Kiehl's’s co-
branded product to their friends (M = 3.55), that they would take photos and share
them on social media if they purchased those co-branded products (M = 3.50). At the
same time, the respondents agree least that they will repost information about Heytea
and Kiehl's’s co-branding on social media (M = 3.32).

Table 12 Behavioral intention on Heytea & Kiehl's

Behavioral intention on Heytea & Kiehl's M SD
I would like to purchase the co-branded products from Heytea

and Kiehl's in the future. 3.60 0.91
I will introduce this co-branded product to my friends. 3.55 0.95
I will repost information about this co-branding on social media. ~ 3.32 1.05
I would take photos and share them on social media if I

purchased these co-branded products. 3.50 1.01
Total 3.54 0.86

Note: Likert scales, score 5 as the highest rank and 1 as the lowest. Cronbach’s Alpha = .89
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Results in Table 13 show that, in general, the respondents tend to have a
positive intention to purchase co-branded products from Heytea and Fenty Beauty
with a total mean score of 3.54. The respondents mostly agree that they would like to
purchase the co-branded products from Heytea and Fenty Beauty in the future (M =
3.58). The majority of the survey participants also agree that they would take photos
and share them on social media if they purchased those co-branded products (M =
3.51) and that they will introduce the co-branded products from Heytea and Fenty
Beauty to their friends (M = 3.50). Furthermore, the data shows that the respondents
hold less tendency to repost information about Heytea and Fenty Beauty’s co-
branding on social media (M = 3.40).

Table 13 Behavioral intention on Heytea & Fenty Beauty

Behavioral intention on Heytea & Fenty Beauty M SD
I would like to purchase the co-branded products from Heytea

and Fenty Beauty in the future. 3.58 1.02
I will introduce this co-branded product to my friends. 3.50 1.07
I will repost information about this co-branding on social media. 3.40 1.07
I would take photos and share them on social media if I

purchased these co-branded products. 3.51 1.09

Total 3.54 0.98




64

CHAPTER 5

Summary and Discussion

This chapter contains the summary and in-depth discussion of this research
study. First, the summary of relevant results will be presented, followed by three parts
of the study related to consumer behavior, which are perception, attitude, and
behavioral intention. Then the limitations and directions for future research will be

discussed, followed by the practical implications.

5.1 Summary

This summary section will discuss the results of the quantitative research from
the study of Chinese millennial consumer behavior toward Heytea’s co-branding
campaigns that were surveyed from mid-October to early November 2020. The results
of this study consist of computations regarding demographics, perception, attitude,

and behavioral intention.

In this research, the demographics part is comprised of 1) the outcomes related
to the know-how of the new style tea brand Heytea, 2) customers’ frequency of
Heytea products purchase in the past six months, 3) age range, 4) gender, and 5)
average monthly income. The results indicate that the majority of respondents are
female. More specifically, they make 63.3% of the sample, which is equivalent to 131
respondents. Furthermore, most of the samples are aged between 25 and 29 years old,
accounting for 50.5% of the sample. As for the monthly average income range of
respondents, most of the respondents earn an estimated ¥,001-6,000 per month,

which accounts for 26.2% of the sample, or 54 responses. As for the frequency of
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Heytea products purchase in the past six months, 65% of the sample, an equivalent of

134 respondents, identified that they purchased Heytea products 1-5 times.

To measure the perception, attitude, and behavioral intention, a five-point
Likert scale was used, with “5” meaning Strongly Agree and “1” meaning Strongly

Disagree.

The perception part of this research covers the outcomes on the consumer
perception toward the brand Heytea. In general, the respondents agreed to all five
statements, with the overall mean score being 3.56. Indeed, this shows that the
respondents feel positive that “Heytea’s drinks are delicious™ and that “Heytea is a
brand with inspirational designs” as the mean scores of these two statements are 3.87
and 3.81, respectively, which is relatively high compared to the other three

statements.

Next, the attitude part covers measurements of respondents’ attitudes on each

of the three partner brands, and their co-brandings.

In general, the outcomes show that most respondents had less favorable
attitudes toward Dove and its co-branding with Heytea (M = 3.49), compared to their
attitudes toward Kiehl's and its co-branding with Heytea (M = 3.77), as well as the

attitudes toward Fenty Beauty and its co-branding with Heytea (M = 3.78).
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The third part of the study addressed the Chinese millennial consumers’

behavioral intention toward each of the three co-branding campaigns.

Firstly, the researcher found that the respondents neither strongly agree nor
strongly disagree with the statements regarding the behavioral intention of the
Heytea-Dove co-branded products, the overall mean score being 3.19. Besides, the
results showed that respondents have the same level of agreement toward behavioral
intention statements regarding both Heytea-Fenty Beauty co-branded products and

Heytea- Kiehl's co-branded products, with the overall mean score of 3.54.

By and large, this research focuses on Chinese consumers’ behavior toward
Heytea’s co-branding campaigns. All the results are listed from chapter one to chapter
five in this report. Hopefully, this research will expand the knowledge on Chinese
millennial consumers’ behavior and provide implications for successful co-branding

strategies that marketers can use to enhance their marketing communication.

5.2 Discussion

This section covers the discussion and analysis of the research study, which is

comprised of three parts: perception, attitude, and behavioral intention.

5.2.1 Consumer Perception

The findings of this research study show that, in general, Heytea’s Chinese
millennial consumers consider Heytea a “cool” brand with inspirational designs that

provides delicious and premium products. As Ruekert and Rao (1994) proposed
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consumers evaluated brand attributes as “signals” from brands to consumers. This
research found Heytea has successfully executed marketing communication to
consumers, consequently, consumers could perceive Heytea as a brand with cool and
inspirational attributes. Besides, the researcher found that Heytea is their top-of-mind
new-style tea brand. These outcomes are consistent with the previous survey done by
Statista (2019) which indicated that nearly 60% of Chinese new-style fresh tea

beverage consumers chose Heytea as their favorite tea beverage brand.

As mentioned above, the Chinese millennial is a group of people who are fond
of a cool and unique lifestyle (Howe & Strauss, 2008; Wang, 2009). Thus, when
Heytea employs “cool” and contemporary designs and launches its products into the
marketplace, most consumers can receive the intended signals, which are translated
into the consumers’ perception toward Heytea. This, in turn, leads to a successful

match between what consumers think and what the brand promotes.

5.2.2 Consumer Attitude

As for respondents’ attitude toward each of Heytea’s partner brands (i.e.,
Dove, Kiehl's, and Fenty Beauty) as well as the co-branding between them and
Heytea, the researcher found that it depends on what these brands deliver to

consumers through marketing communication.

Firstly, Dove, a well-known brand under Unilever, receives wide
consideration because consumers link its products with the moisturizing

characteristics it promotes (Lu Zhang & Fan, 2020), which can explain why most
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respondents in this study feel that Dove presents reliable products as a skincare brand
(M = 3.53). However, due to the fact that Unilever ignored the differences between
Chinese and Western cultures, Dove meets divergence in the quantitative value chain
among consumers. For instance, Dove’s “Real Beauty campaign™ has been ineffective
after it landed in China while achieving great success in the European and American
markets. Namely, Ran (2019) found there are gaps between the audiences’ feelings
and Dove’s creation of empathy on “Real Beauty campaign” communication
regarding the establishment of self-confidence and the presentation of the product
values. This, he argues, is due to the differences in gender presentation in the Chinese
context, which caused that Chinese consumers ignored or less paid attention on
Dove’s marketing communication messages as Belch and Belch (2017); Halkias
(2015) mentioned that individuals would perceive same information into various
meanings or ignore certain information due to differences of the environment,
context, prior knowledge and experience. This could explain why it was hard for
respondents in this research to feel that Dove’s brand image is related to natural
beauty, confidence, simplicity, and genuineness (M = 3.33, 3.28, and 3.43,

respectively).

On the other hand, Kiehl's and Fenty Beauty have achieved success when
targeting the right consumer segment and communicating through proper strategies.
Indeed, since entering the Chinese market, Kiehl's focus on post-80s and post-90s
consumers by highlighting lively, authentic, and environment-friendly products, has
helped it achieve successful marketing performances (Lina, 2014). Fenty Beauty

entered the Chinese market in 2019, borrowing the power of KOLSs and the social
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media in general to amplify the brand image of diversity and promote its new
definition of beauty among the young generation (Jingyu, 2019). In this study, most
respondents presented they have a positive attitude toward the marketing
communication messages sent by both Kiehl's and Fenty Beauty, which proves

previous findings from Lina (2014) and Jingyu (2019).

In short, this survey reveals that most respondents have a more positive
attitude toward the brand image of Kiehl's and Fenty Beauty than toward Dove. This
may be due to the uneven levels of brand communication that these brands applied in
the Chinese market, which lead to the differences in consumer perception and attitude
process. The outcomes confirmed that the theory from Belch and Belch (2019);
Halkias (2015) on how individuals perceive information from different environments

and it will lead to the attitude change.

As for the respondents’ attitudes toward each co-branding campaign tends to
align with the combination of the perception toward Heytea and the attitudes toward
each partner brand, which confirms what Washburn et al. (2000) pointed that co-
branding could link two brands together with each brand’s attributes, and what
Oeppen and Jamal (2014) noted about co-branding in the fashion industry. Namely,
they found that co-branding could transfer certain associations of values or brand
images to a partner brand. Moreover, Ruekert and Rao (1994) indicated that
characteristic signals of two brands can be sent to consumers at the same time to form
a complete perception toward the co-branded products, and then the complete

perception forms the attitudes toward the co-branding, which explains why the co-
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branding campaign between Heytea and Dove receives less positive attitudes as

compared to Heytea co-branding campaign with Kiehl's and Fenty Beauty.

Furthermore, Norman (2017) states that in a co-branding campaign,
consumers prefer to analyze brand attributes with higher-order category and higher
abstraction. Indeed, this study found that respondents’ attitudes toward each co-
branding campaign advances the idea that the success to deliver attractive brand
images, such as “fun” for Fenty Beauty, are important to raise positive co-branding
attitudes among Chinese millennial consumers. The outcomes in the research also
confirmed the theory about “brand-fit” and “higher-order category concept” among
co-branding from Norman (2017) when respondents hold more favorable attitudes
toward co-branding of Heytea and Fenty Beauty as those two brands own higher-

order similar abstraction attributes.

5.2.3 Consumer Behavioral Intention

The final section of this research paper explores the behavioral intention part
of consumer behavior, which delves into the behavior of Heytea’s Chinese millennial
customers regarding their intention to purchase and share information toward three

co-branding campaigns.

According to the outcomes from this research, respondents’ behavioral
intentions toward Heytea- Kiehl's co-branded products (M = 3.54, S.D. = 0.86) and
Heytea-Fenty Beauty co-branded products (M = 3.54, S.D. = 0.98) are almost

identical, being slightly higher than Heytea-Dove co-branded products (M = 3.19,
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S.D. =0.94). This implies that most respondents intend to purchase co-branded
products and to share them on social media, which is conflicting with the results of
Hasan and Hasan (2019), as they found that consumers do not prefer to purchase
products on the basis of co-branding. Nonetheless, their study also indicates that
consumers prefer and intend to purchase products from a renowned company. Also, S.
Kim & Pysarchik (2000) mentioned that consumers’ attitudes on a certain brand
would determine consumers’ behavioral intentions on that brand, which could explain
why Heytea’s consumers have a positive attitude toward Kiehl's and Fenty Beauty, as
all three of these renowned companies present similar values and consumers formed
favorable attitudes toward those brands. Therefore, the behavioral intention toward

their co-branded products is increased.

The second part of the behavioral intention is about consumers’ intentions to
share or get involved in the co-branding campaigns, as it is a company’s means to
amplify brand awareness. Overall, most respondents have more positive intentions to
interact with the co-branding campaigns of Heytea partnered with Kiehl's and Fenty
Beauty, rather than the co-branding campaign between Heytea and Dove, which is
consistent with the findings of attitudes toward each partner brand. Furthermore, the
Chinese millennials, as is mentioned in the literature review section, are a group of
people who pay attention to social life and social status upgrades, which is why they
use superiority products and tend to present a positive social media image of
themselves (Su et al., 2019; Wang, 2009). Moreover, Chu et al. (2019) mentioned
China’s millennials prefer to adopt social media and post luxury and premium

experience contents to bolster their self-concept and achieve a favorable self-image.
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Since Dove is treated as an ordinary shampoo and shower gel brand in China, most
respondents hardly feel that Dove has a meaningful and representative brand image.
At the same time, there are totally 45.6% respondents who claimed they earn 3,001 —
6,000 per month in this study, which is the relatively low income range in China, and
J.-H. Kim et al. (2020) indicated that for Chinese millennials’ low-income groups it is
common to have status consumption. This might explain why most of the respondents
chose not to post Heytea and Dove’s co-branded products on social media platforms
or to recommend such products to friends, which means that they generally refuse to
adopt Dove in an effort to build their social media image or social status. In contrast,
the respondents demonstrated more positive intentions toward co-branding campaigns
from Kiehl's and Fenty Beauty, as these two brands meet the consumers’ preferences
and are therefore well-recognized among consumers’ social circles. This suggests that
choosing Dove as a co-branding partner makes it hard for Heytea to reach its

objective of amplifying brand awareness through co-branding campaigns.

Thus, this study found that most of Heytea’s Chinese millennial consumers tend
to think and feel they receive high-quality products and cool experience from the brand.
In this research, the respondents demonstrated a higher tendency to accept co-branding
campaigns between Heytea and a partner brand with a similar brand image as Heytea,
such as Fenty Beauty, which promotes diversity and fun attributes. Therefore, by
partnering with brands that Heytea’s consumers perceive as positive (i.e. positive
attitude), Heytea could raise consumers’ behavioral intention as well as its overall brand

awareness.
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5.3 Limitations and Directions for Future Research

Despite the researcher’s efforts to minimize the limitations of this study, there

are still some points that should be more thoroughly addressed by future research.

The questionnaire in this study was created by the researcher. Therefore it
lacks validity and reliability. For future studies, future researchers should employ
valid questionnaires with a professional structure in order to ensure the validity and

reliability of their questionnaires.

Furthermore, this study is solid based on a quantitative research approach. For
future studies, a qualitative method with interviews, focus groups, and first-hand
observations to gain in-depth insights into consumer behavior will be highly

recommended.

Lastly, another limitation is all selected campaigns for this study have been
over prior to the research was taken place. For future studies, an ongoing campaign
will be an ideal selection for the study.

5.4 Practical Implications

The findings of this research study provide valuable insights into consumer
behavior toward Heytea’s three co-branding campaigns, from which the researcher

can derive various practical implications.

Firstly, the results reveal that the co-branding campaign between Heytea and

Dove received less positive consumer feedbacks regarding consumer attitude and
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behavioral intention as compared to the other two campaigns (i.e., Heytea- Kiehl's and
Heytea-Fenty Beauty). This could be due to the fact that Dove failed to build a strong
and attractive brand image among Heytea’s target segment. Indeed, when brands
intend to amplify brand awareness by conducting co-branding campaigns, choosing
the right partner brand with matching target group attributes is crucial for the product

to succeed.

Secondly, the results reveal that Chinese millennial consumers would like to
share commercial information regarding co-branded products on their social media.
However, the possibility of them doing so depends on whether the brands match
consumers’ recognized values and expectations. Thus, conducting a strong and
recognizable communication strategy among the consumer community is crucial for

brands to succeed in today’s dynamic and ever-changing market.



REFERENCES

Aaker, D. A. (2009). Managing brand equity. New York City: simon and schuster.

Ajzen, |., & Fishbein, M. (1980). Theory of Reasoned Action in understanding attitudes
and predicting social behaviour. Journal of Social Psychology.

Allen, D. (2017). China's millennial consumers: A generational leap. Retrieved from
https://www.eastwestbank.com/ReachFurther/News/Article/Chinas-Millennial-
Consumers-a-Generational-Leap-Forward

Amanatiadis, A., Kaburlasos, V. G., & Kosmatopoulos, E. B. (2018). Understanding
deep convolutional networks through Gestalt theory. Paper presented at the 2018
IEEE International Conference on Imaging Systems and Techniques (IST).

American Marketing Association. (2017). Definitions of Marketing. Retrieved from
https://www.ama.org/the-definition-of-marketing-what-is-marketing/

Belch, G. E., & Belch, M. A. (2017). Advertising and Promotion: An Integrated
Marketing Communications Perspective. New York: McGraw-Hill Education.

Boardman, R., Cano, M. B., & Deng, S. (2018). Marketing to Chinese Millennials:
Weibo as A Marketing Tool For Luxury Brands. Paper presented at the 2018
Global Marketing Conference at Tokyo.

Cabrera, C., Giméez, R., & L&ez, M. C. (2003). Determination of tea components
with antioxidant activity. Journal of agricultural food chemistry, 51(15), 4427-
4435.

Cao, Z. (2019). Research on the Characteristics of Millennials' Fashion Consumption.
Modern Business(28), 9.

Chen, G. (1994). The Customs of Drinking Tea in Yuan Dynasty. Historical research,
1.

Chen, S. (2019). Research on the Brand Image Design of New-type Tea Drinks from the
Perspective of Integrated Marketing Communication. (Master), Hubei Institute
of Fine Arts,

Chen, W. (2002). On the formation history of Chinese tea ceremony and its relationship
with Confucianism, Buddhism and Taoism. Agricultural Archaeology(2), 46-65.

Chen, W. (2019). Analysis of vertical integrated marketing communication of new-style
tea drinks——Taking Heytea as an example. Rural Economy and Science-
Technology(16), 54.

Chen, Y.-R. R. (2017). Perceived values of branded mobile media, consumer
engagement, business-consumer relationship quality and purchase intention: A



76

study of WeChat in China. Public Relations Review, 43(5), 945-954.
doi:10.1016/j.pubrev.2017.07.005

Chu, S.-C., Lien, C.-H., & Cao, Y. (2019). Electronic word-of-mouth (eWOM) on
WeChat: examining the influence of sense of belonging, need for self-
enhancement, and consumer engagement on Chinese travellers’ eWOM.
International Journal of advertising, 38(1), 26-49.

Chung, J. Y., Chen, C.-C., & Lin, Y.-H. (2016). Cross-strait tourism and generational
cohorts. Journal of Travel Research, 55(6), 813-826.

De Chertony, L., & McDonald, M. (1992). Creating Powerful Brands. In: Oxford,
Butterworth Heinemann.

Denizci Guillet, B., & Tasci, A. D. A. (2012). Chinese hoteliers' take on hotel co-

branding in China. Tourism Review, 67(4), 3-11.
doi:10.1108/16605371211277777

DTcaijing. (2020). Behind the crazy co-brandings, what commercial ambitions of
Heytea are hidden behind? Retrieved from
https://www.yicai.com/news/100681102.html

Du, Y., & Zhang, X. (2011). Investigation and Analysis of Jiangcheng Residents' Tea
Consumption Psychology and Behavior. Journal of Wuhan Institute of
Shipbuilding Technology, 10(3), 50-52.

Euromonitor International. (2019). Tea in China (2019). Retrieved from
https://www.euromonitor.com/tea-in-china/report

Fullerton, J. (2017). People in Beijing Are Lining Up for Hours to Try 'Cheese Tea'.
Retrieved from https://www.vice.com/en_us/article/7xk5gb/people-in-beijing-
are-lining-up-for-hours-to-try-cheese-tea

Furaiji, F., Latuszynska, M., & Wawrzyniak, A. (2012). An empirical study of the
factors influencing consumer behaviour in the electric appliances market.
Contemporary Economics, 6(3), 76-86.

Gao, J., Zhang, C., & Huang, Z. (2018). Chinese tourists' views of nature and natural
landscape interpretation: a generational perspective. Journal of Sustainable
Tourism, 26(4), 668-684.

Grossman, R. P. (1997). Co-branding in advertising: developing effective associations.
Journal of Product and Brand Managemen, 6(3), 191-201.
d0i:10.1108/10610429710175709

Guan, X., & Yang, J. (2014). Analysis and suggestions on the current situation of tea
consumption in China. Journal of Tea, 40(2), 75-79.



77

Guan, X., Yang, J., Xie, X., Lin, C., & Li, J. (2019). Research on Chinese Tea
Consumption Behavior Based on CKB Data. Journal of Tea Science, 38(3), 287-
295.

Haase, J., Wiedmann, K.-P., & Labenz, F. (2018). Effects of consumer sensory
perception on brand performance. Journal of Consumer Marketing.

Halkias, G. (2015). Mental representation of brands: a schema-based approach to
consumers’ organization of market knowledge. Journal of product brand
management.

Han, C. M., & Guo, C. (2018). How consumer ethnocentrism (CET), ethnocentric
marketing, and consumer individualism affect ethnocentric behavior in China.
Journal of Global Marketing, 31(5), 324-338.

Haque, A., Anwar, N., Yasmin, F., Sarwar, A., Ibrahim, Z., & Momen, A. (2015).
Purchase intention of foreign products: A study on Bangladeshi consumer
perspective. Sage Open, 5(2), 2158244015592680.

Hasan, A. A.-T., & Hasan, M. (2019). Secondary Brand Association Influences on
Brand Preference and Purchase Intention. Global Media Journal, 17(32), 1-6.

Helmig, B., Huber, J.-A., & Leeflang, P. S. (2008). Co-branding: The state of the art.
Schmalenbach Business Review, 60(4), 359-377.

Hershatter, A., & Epstein, M. (2010). Millennials and the world of work: An
organization and management perspective. Journal of business psychology &
Marketing, 25(2), 211-223. doi:10.1007/s10869-010-9160-y

Heytea. (2020a). Heytea's Offical Weibo Page. Retrieved from
https://weibo.com/u/2804387887

Heytea. (2020b). Store List. Retrieved from https://www.heytea.com/indexEn.html

Ho, H.-C., Lado, N., Rivera-Torres, P. J. J. 0. P., & Management, B. (2017). Detangling
consumer attitudes to better explain co-branding success. Journal of Product &
Brand Management.

Howe, N., & Strauss, W. (2008). Millennials & K-12 schools. Life Course Associates,
109-111.

Hoyer, W. D., & MaclInnis, D. J. (2008). Consumer Behavior. Mason: Cengage
Learning.

Hsu, S. (2005). Green tea and the skin. Journal of the American Academy of
Dermatology, 52(6), 1049-1059. doi:10.1016/j.jaad.2004.12.044

Huang, C. (1991). History of Tea Houses. Agricultural Archaeology(4), 101-106.



78

Huang, H. (2001). Unique flavor of tea congee. Origins(1), 41-41.

Huang, Q. (2019). Drinking tea in St. John's: a study of diasporic Chinese tea drinking
and ethnic identity. Memorial University of Newfoundland,

Jacobsen, S., & Barnes, N. G. (2017). On Being Social: How Social Identity Impacts
Social Commerce for the Millennial Shopper. International Journal of
Management Science Business Administration.

Jansson-Boyd, C. V. (2010). Consumer psychology. Berkshire: McGraw-Hill Education.

Jess, C.-M. (2017). Rihanna: the pop star who became a fashion powerhouse. Retrieved
from https://www.theguardian.com/fashion/2017/sep/15/rihanna-pop-star-
fashion-powerhouse-beauty-brand

Jia, D. (1994). Sending Sichuan tea to Tibet and the development of the relationship
between Sichuan and Tibet. Social Science Research(2).

Jia, L. (2018). Demystifying the back of "Influencer" Heytea. Business Observation(12),
16.

Jiang, Y. (2019). On the Rise of Teahouses and the Modern Sichuan Teahouse Culture.
Journal of Literature and History(4), 3.

Jingyu, Z. (2019). Fenty Beauty enters China: Where is the confidence to play the
makeup economy in the Chinese market? Retrieved from
http://www.meltwater.cn/blog/fenty-
beauty%E8%BF%9B%E5%86%9B%E4%B8%ADY%E5%9B%BDY%EF%BC%9
A%E7%8E%AI%E8%BDY%AC%EA%B8%ADY%ES%9B%BDY%E5S%B8%82%
E5%9C%BA%E5%BD%A9%E5%A6%86%E 7%BB%8F%E6%B5%8E%EF%
BC%8C%E5%BA%95%E6%B0%94%E5%9C%A8%ES5%93%AA/

Karak, T., & Bhagat, R. (2010). Trace elements in tea leaves, made tea and tea infusion:
A review. Food Research International, 43(9), 2234-2252.
doi:10.1016/j.foodres.2010.08.010

Kardes, F., Cronley, M., & Cline, T. (2010). Consumer Behavior. Mason: Cengage
Learning.

Kardes, F. R., Posavac, S. S., & Cronley, M. L. (2004). Consumer inference: A review
of processes, bases, and judgment contexts. Journal of consumer psychology,
14(3), 230-256.

Keller, K. L. (2003). Understanding brands, branding and brand equity. Interactive
Marketing, 5(1), 7-20. doi:10.1057/palgrave.im.4340213

Kelly, Z. (2020). Crossover collaboration between beauty and beverage sparks novel
synergy. Retrieved from https://medium.com/@kellyzheng/crossover-



79

collaboration-between-beauty-and-beverage-sparks-novel-synergy-
12fd4d0a9507

Ken, J. (2020). The Ultimate Introduction to Social Media in China. Retrieved from
https://jingdaily.com/the-ultimate-introduction-to-social-media-in-china/

Kim, J.-H., Hsu, M. M., & Yuen, C.-I. A. (2020). Individual and social factors
impacting Chinese millennials’ luxury consumption. International Journal of
Costume Fashion, 20(1), 27-43.

Kim, S., & Pysarchik, D. T. (2000). Predicting purchase intentions for uni-national and
bi-national products. International Journal of Retail Distribution Management.

Krishna, A. (2012). An integrative review of sensory marketing: Engaging the senses to
affect perception, judgment and behavior. Journal of consumer psychology,
22(3), 332-351.

Lan, T., & Tu, Y. (2008). Consumption and analysis of tea and tea products of
university students in Hangzhou. China Tea Processing(1), 13-16.

Li, J. (2017). Why we drink tea. Journal of Literature and History(2), 35-40.
Li, J. (2019). 2019 China Tea Consumer Market Report. Tea World(11), 43-51.

Li, J., Lu, X., Jiang, M., Shao, W., & Zhou, J. (2012). Investigation and Analysis of the
Tea Consumption Situation and Consumption Concept of University Students.
Journal of Anhui Agricultural Sciences, 40(34), 16903-16905.

Li, T. (2018). How Chinese tea-drink brand Heytea saves millions in marketing costs
thanks to its millennial customers. Retrieved from
https://www.scmp.com/tech/start-ups/article/2161529/how-chinese-tea-drink-
brand-heytea-saves-millions-marketing-costs

Li, X. (2019). 2019 new style tea consumption white paper. Retrieved from
https://36kr.com/p/1724781133825

Li, Y. (2020). Analysis on the status quo and development trend of China's new-style
tea market in 2020: Is the industry's high turnover false? Retrieved from
https://www.gianzhan.com/analyst/detail/220/200720-f560eae9.html

Liang, J., & Xu, Y. (2018). Second-hand clothing consumption: A generational cohort

analysis of the Chinese market. International Journal of Consumer Studies,
42(1), 120-130.

Lin, Y., Marjerison, R. K., & Kennedyd, S. I. (2020). Reposting inclination of Chinese
millennials on social media: Consideration of gender, motivation, content and
form. Journal of International Business Cultural Studies.



80

Lin, Y. C. (2013). Evaluation of co-branded hotels in the Taiwanese market: the role of

brand familiarity and brand fit. International Journal of Contemporary
Hospitality Management.

Lina, Q. (2014). Kiehl's competitiveness model: Community and word-of-mouth
marketing Business Management Review(7).

Liu, J., Li, D., & Tan, Z. (2015). An Empirical Analysis on the Influencing Factors of
Consumers' Tea Purchase Intention——Based on Survey Data in Jiangxi
Province. Rural Economy and Science-Technology, 26(9), 98-101.

Liu, T. (2012). Chinese tea. Cambridge: Cambridge University Press.
Liu, Z. (1983). "Tea Congee" of the Hmong. Journal of Tea Communication(4), 5.

Lou, Q. (2019). [Interview] Nie Yunchen, the founder of HiTea: Many reasons for our
success summarized by the outside world are wrong. Retrieved from
https://www.jiemian.com/article/3354352.html

Lutz, R. J. (1991). The role of attitude theory in marketing. Perspectives in consumer
behavior.

Ma, Y. (2020). Co-branding have become a compulsory course for new-type tea brands.
Retrieved from https://www.jiemian.com/article/4135555.html

Martinez, E., & De Chernatony, L. (2004). The effect of brand extension strategies upon
brand image. Journal of Consumer Marketing.

Mathews, M. (2009). Thankful Feelings, Thoughts & Behavior: A Tripartite Model of
Evaluating Benefactors and Benefits. (Doctor of Philosophy), Virginia
Commonwealth University, Richmond.

Mazodier, M., & Merunka, D. (2014). Beyond brand attitude: Individual drivers of
purchase for symbolic cobranded products. Journal of Business Research, 67(7),
1552-1558.

Molyneux, L., Holton, A., & Lewis, S. C. (2018). How journalists engage in branding
on Twitter: Individual, organizational, and institutional levels. Information,
Communication Society, 21(10), 1386-1401.
doi:10.1080/1369118X.2017.1314532

Morwitz, V. G., Steckel, J. H., & Gupta, A. (2007). When do purchase intentions predict
sales? International Journal of Forecasting, 23(3), 347-364.

Murphy, J. M. (1992). What is branding? In Branding: A key marketing tool (pp. 1-12).
London: Springer.



81

NCBD. (2020). 2019-2020 Big Data Analysis Report of Chinese New-type Tea Drinks
Market. Retrieved from https://www.shangyexinzhi.com/article/414892.html

Norman, A. T. (2017). Exploring product fit and brand fit in brand alliances:
Establishing the role of categorization processes. Journal of Business Economics
Research, 15(1), 5-14.

Oeppen, J., & Jamal, A. (2014). Collaborating for success: managerial perspectives on
co-branding strategies in the fashion industry. Journal of marketing
management, 30(9-10), 925-948.

Ouyang, J. (2019). Research on the breakthrough point in the development of new
domestic tea drinks under the new situation. China Market(32), 26.
doi:10.13939/j.cnki.zgsc.2019.32.060

Palumbo, F., & Herbig, P. (2000). The multicultural context of brand loyalty. European
Journal of Innovation Management. doi:10.1108/14601060010334876

Pei, L., Zhang, Y., & Wu, D. (2009). The operation status of Chengdu teahouses and the
exploration of tourism promotion plan-taking Chengdu traditional teahouses as
an example. Modern Business, 2009(11B), 76-77.

Pickens, J. (2005). Attitudes and perceptions. Organizational behavior in health care,
A(7).

Qiong, W. (2019). What did Dove, who advocated "real beauty"” for 15 years, tell the
world with shocking images of nearly 5,000 women? Retrieved from
https://luxe.co/post/98882

Ran, F. (2019). Examine the Failure of "Real Beauty Campaign™ in China:A Study on
Meaning Construction and Interpretation in Dove Internet Video
Advertisements. Advertising Panorama(6).

Rao, A. R., Qu, L., & Ruekert, R. W. (1999). Signaling unobservable product quality
through a brand ally. Journal of Marketing Research, 36(2), 258-268.

Rooney, J. A. (1995). Branding: a trend for today and tomorrow. Journal of product
brand management. doi:10.1108/10610429510097690

Rowley, J. (2004). Online branding: the case of McDonald's. British Food Journal.
doi:10.1108/00070700410528808

Rowley, J. (2009). Online branding strategies of UK fashion retailers. Internet research.
d0i:10.1108/10662240910965397

Ruekert, R. W., & Rao, A. (1994). Brand alliances as signals of product quality. Sloan
management review, 36(1), 87-97.



82

Saberi, H. (2010). Tea: a global history. London: Reaktion Books.

Salgues, B. (2016). Acceptability and Diffusion. In Health industrialization.
Amsterdam: Elsevier.

Sarmaniotis, C., Wickens, E., Singh, J., Kalafatis, S. P., & Ledden, L. (2014). Consumer
perceptions of cobrands: The role of brand positioning strategies. Marketing
Intelligence Planning.

Shene, X. (2019). How Kiehl's Developes Fans. Retrieved from
http://cms.iweek.ly/index.php?/article/index/200075499

Shuaiyu, C. (2019). Co-branded products from three popluar beverage brands, who is
the ultimate "dark cuisine”. Retrieved from
https://www.bjnews.com.cn/detail/157459606115965.html

Siddiqui, N., Mannion, M., & Marciniak, R. (2019). An exploratory investigation into
the consumer use of WeChat to engage with luxury fashion brands. In Social
Commerce (pp. 213-234): Springer.

Sinatech. (2017). Tencent "Social Network and Empowerment Research Report™: 94%
of young people are uncomfortable without a mobile phone. Retrieved from
http://tech.sina.com.cn/i/2017-02-13/doc-ifyameqr7473714.shtml

Solomon, M. R., White, K., Dahl, D. W., Zaichkowsky, J. L., & Polegato, R. (2017).
Consumer behavior: Buying, having, and being. Boston: Pearson.

Statista. (2019). Preferred types of fresh tea drinks among consumers in China as of
2019. Retrieved from https://wwuw.statista.com/statistics/1127219/china-favorite-
types-of-tea-beverages/

Statista. (2020). Retail sales value of tea beverages in China in 2014 and 2019 with a
forecast for 2024. Retrieved from
https://www.statista.com/statistics/473473/china-ready-to-drink-tea-retail-sales-
value/

Su, J., Watchravesringkan, K. T., Zhou, J., & Gil, M. (2019). Sustainable clothing:
perspectives from US and Chinese young Millennials. International Journal of
Retail Distribution Management.

Sun, S. (2018, May 17). 63.5% of young people interviewed suggest that young people
consume within their means. China Youth Daily, p. 7.

Tao, D. (2013). On the Development of Jiangsu Tea Industry. Agricultural
Archaeology(2), 259-266.

Tencent. (2020). Tencent CDC>HiTea, 2019 Heytea user survey data released.
Retrieved from https://wj.qqg.com/article/single-390.html



83

Vaidyanathan, R., & Aggarwal, P. (2000). Strategic brand alliances: implications of
ingredient branding for national and private label brands. Journal of product
brand management.

Wang, C. L. (2009). Little Emperors: the future of China s consumer market. Young
Consumers. doi:10.1108/yc.2009.32110baa.001

Washburn, J. H., Till, B. D., & Priluck, R. (2000). Co-branding: Brand equity and trial
effects. Journal of Consumer Marketing.

Wilkie, W. L. (1986). Consumer Behavior. New York: Wiley.

Wu, J. (2019). Review of The Classic of Tea. Sichuan: Sichuan People's Publishing
House.

Xiang, N. (2018). Innovative marketing model for cosmetics market-joint marketing.
China Cosmetics Review(1), 68-69.

Xinhuanet. (2020). Shenzhen International Brand Week presents the 40th anniversary of
the establishment of the Shenzhen Special Economic Zone. Heytea won the
honorary title of "New Tea Drinking Pioneer". Retrieved from
http://www.xinhuanet.com/food/2020-08/28/c_1126425372.htm

Yan, Q. (2017). Why do Sichuanese like to drink tea? New Urban and Rural Areas(3).

Yang, C. (2019). Millennials' consumer behavior in the new retail environment — a
case study on Luckin Coffee. (Master), Beijing Foreign Studies University,

Yang, H., Zhang, Y., & Zhou, Z. (2020). Research on Chinese Millennial Consumers’
Perception of Co-branded Fashion Collections. In.

Yi, X., Ribbens, B., & Morgan, C. N. (2010). Generational differences in China: Career
implications. Career Development International.

Yingxiaoguan. (2020). Everything can be co-branded, and tea brands are addicted to it.
Retrieved from http://www.cnad.com/show/19/301351.html

Zeng, Z. (2018). Heytea's Daydream Plan [Photograph]. Retrieved from
https://www.archdaily.cn/cn/906995/xi-cha-bai-ri-meng-ji-hua-aan-jian-zhu-she-
ji-shi-wu-suo

Zhang, L., & Fan, Z. (2020). Analysis of Unilever’s Branding and Marketing Strategy in
China. Paper presented at the 2020 International Conference on Management,
Economy and Law (ICMEL 2020).

Zhang, L., Song, J., & Li, X. (2020). Analysis of Chinese millennial consumers'
preference for online advertising channel in China. In.



84

Zhang, X. (2018). New-style tea drinks come into force. Retrieved from
https://www.pintu360.com/a53979.html?s=7&0=0

Zhang, Y., Gong, S., Shi, Y., Zhang, J., & Qian, F. (2019). Investigation and Analysis of
Teahouse Consumption in Hangzhou. Journal of Tea Science, 27(1), 88-93.

Zheng, P. (2008). Tea and Chinese culture. Journal of East Asian cultural interaction
studies, 1, 89-92.

Zhu, Q., & Zhang, H. (2019). Symbolic Consumption: Perspectives on Youth Consumer
Behavior under the Purchasing Trend. China Youth Study(1), 2.

Zhu, Z., Lu, D., Mao, Z., & Luo, L. (2008). Development status of China's green tea
industry. China Tea(9), 3.



APPENDIX



86

APPENDIX A

QUESTIONNAIRE (ENGLISH VERSION)

RESEARCH QUESTIONNAIRE

The Study of Chinese Consumer's Behavior on Heytea's Co-branding Campaign

This research is conducted as a required component of the Professional
Project, achieved by a student of M.A. Program in Strategic Communication
Management from Faculty of Communication Arts, Chulalongkorn University. The
purpose of this survey is to study Chinese millennial consumer behavior on Heytea’s
co-branding campaigns. The questionnaire is voluntary, and the data collected will be
kept confidential. Respondents are NOT going to be identified and are given the
option not to answer any particular question. Data collected will be analyzed and used

for educational purposes only and will be implemented appropriately

Part 1 Instruction — Please tick (V) your selection of answer

1. Do you know the new-style tea brand Heytea?
[] Yes [] No (End the survey)

2. How many times have you purchased Heytea’s product in the past 6 months?
[J (1) Less than one time (End the survey) o (2) 1 -5 times
[J(3) 6 — 10 times [1(4) 11 — 15 times
[1(5) 16 —20 times [J (6) More than 20 times

Part 2 Instruction — Please tick (\/) your selection of answer
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1. What is your age range?
[J (1) 20 - 24 years old
[ (3) 30 — 34 years old

L] (2) 25 — 29 years old
L] (4) 35— 40 years old

2. What is your gender?

[J (1) Male L] (2) Female

3. What is your monthly average income in the Chinese Yuan?

[1 (1) Less than 2,000 Yuan
[1(3) 4,001 — 6,000 Yuan
[1(5)8,0001 — 10,000 Yuan

L1 (2) 2,001 — 4,000 Yuan
L1 (4) 6,001 — 8,000 Yuan
L] (6)More than 10,0000 Yuan

Part 3 Instruction — Please tick (V) your selection of answer

1. Please rate your opinion about the brand Heytea below (1 = Strongly disagree, 2 =
Disagree, 3 = Neither agree nor disagree, 4 = Agree, 5 = Strongly agree)
Items 5 4 3 2 1

1) I think Heytea is a cool
brand.

2) 1think Heytea is a brand
with inspirational designs.

3) 1think Heytea’s drinks are
delicious.

4) 1 think Heytea presents
premium and luxury
products.

5) When I think of New-style
tea, Heytea is the brands
that comes to mind first.

Part 4 Instruction — Please tick (V) your selection of answer

Dove is an American personal care brand owned by Unilever originating in the
United States. Heytea and Dove launched a co-branding campaign in May 2020,
including a peach flavor tea drink and peach-scented shower gel. The poster for this
campaign is shown below.

Dowe o
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1. Please rate your opinion about the brand Dove, and the co-branding between Heytea
and Dove below (1 = Strongly disagree, 2 = Disagree, 3 = Neither agree nor disagree,
4 = Agree, 5 = Strongly agree)

Items 5 4 3 2 1

1) I feel Dove represents
Natural beauty.

2) 1 feel Dove represents the
Sense of Confidence.

3) I feel Dove represents
Simpleness and
Genuineness.

4) 1 feel Dove represents
Reliability.

5) I feel the co-branding of
Heytea and Dove is positive.

2. Please rate your opinion about the co-branding of Heytea and Dove below (1 =
Strongly disagree, 2 = Disagree, 3 = Neither agree nor disagree, 4 = Agree, 5 =
Strongly agree)

Items 5 4 3 2 1

1) I would like to purchase the
co-branded products from
Heytea and Dove in the
future.

2) 1 will introduce this co-
branded product to my
friends.

3) 1 will repost information
about this co-branding on
social media.

4) 1 would take photos and
share them on social media
if I purchased these co-
branded products.

Part 5 Instruction — Please tick (V) your selection of answer

Kiehl's is an American cosmetic brand specializing in skin, hair, and body care
products. Heytea and Kiehl's launched a co-branding campaign in December 2019,
including a series of Avocado flavor drinks and toasts and environmental-friendly
offline activities. The poster for this campaign is shown below.
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1. Please rate your opinion about the brand Kiehl's, and the co-branding between

Heytea and Kiehl's below (1 = Strongly disagree, 2 =

Disagree, 3 = Neither agree nor disagree, 4 = Agree, 5 = Strongly agree)
Items 5 4 3 2 1

1) I feel Kiehl's represents
Natural.

2) 1 feel Kiehl's represents
Lively.

3) I feel Kiehl's represents
Authenticity.

4) 1 feel Kiehl's represents
Responsible and
environmental-friendly.

5) I feel the co-branding of
Heytea and Kiehl's is
positive.

2. Heytea and Kiehl's launched a co-branding campaign in December 2019, including
a series of Avocado flavor drinks and toasts and environmental-friendly offline
activities. The poster for this campaign is shown below.

Items 5 4 3 2 1

1) I would like to purchase the
co-branded products from
Heytea and Dove in the
future.

2) 1 will introduce this co-
branded product to my
friends.

3) I will repost information
about this co-branding on
social media.

4) 1 would take photos and
share them on social media
if I purchased these co-
branded products.
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Part 6 Instruction — Please tick (V) your selection of answer

Fenty Beauty is a cosmetic brand launched on September 8, 2017, by Rihanna.
Heytea and Fenty Beauty launched a co-branding campaign in May 2019, including
a peach flavor tea drink and color cosmetic products. The poster for this campaign
is shown below.

1. Please rate your opinion about the brand Fenty Beauty and the co-branding between
Heytea and Fenty Beauty below (1 = Strongly disagree, 2 = Disagree, 3 = Neither
agree nor disagree, 4 = Agree, 5 = Strongly agree)

Items 5 4 3 2 1

1) I feel Fenty Beauty
represents Diversity.

2) I feel Fenty Beauty
represents Fun.

3) I feel Fenty Beauty
represents “Dare to do
something new or
different”.

4) 1 feel the co-branding of
Heytea and Fenty Beauty is
positive.

2. Please rate your opinion about the co-branding of Heytea and Fenty Beauty below
(1 = Strongly disagree, 2 = Disagree, 3 = Neither agree nor disagree, 4 = Agree, 5
= Strongly agree)



Items

1)

I would like to purchase the
co-branded products from
Heytea and Dove in the
future.

2)

I will introduce this co-
branded product to my
friends.

3)

I will repost information
about this co-branding on
social media.

4)

I would take photos and
share them on social media
if I purchased these co-
branded products.

-- End of the survey. Thank you for your time —
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APPENDIX B
QUESTIONNAIRE (CHINESE VERSION)
BT

KT HETEAERENERRBESIHHE R EIT AR

SR IGURIE AL 2 [ IR Aar o IR S A 3k AR 2 B et A% il PRAE ) 224 Tl
W B —#B o3 X0y A SRR T E R A T s P B A B AT
No KRG HEEHBHSH, FRMEEBEANEN, RN NEEMER

e B rs Orae . Frlice BB R B A T ORI E A AR E0R B Y

F—H HERH: EERFER LT A

2

1. VRENTE T 2R o b = 2 e
O &niE OAHIE (W) #5485 W)

2B BN, IR SEE R IREE ?
OMA2F1k@EER) O@R)1-5
0(3)6-10 X @) 11-15&
[ (5) 16 — 20 & [ (6) 1T 20 &

B HE YA EERMES EITA)
1. R IR AF 8 Y ] 2 2
0 (1)20-24 % 0@2)25-29 %
[0(3)30-34 % [0 (4)35-40 %

2. ARIPIPET A 2
(1) B O (2) @i
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3. REGEE H SN Va2 2
O (1) 2»F 2,000 7t 7 (2) 2,001 — 4,000 7T
[J (3) 4,001 — 6,000 7T [J (4) 6,001 — 8,000 JT
O (5) 8,0001 — 10,000 JG O (6)i#1t 10,0000 T

E=F HE W BERRET LITE)

LABIRFEIRN BR XA MMHEE (1 = BEAFAE, 2= AFE, 3 = AEFREA
[t 4= FAE, 5 = EEFE)

I H 5 4 3 2 1
1) W[/ ERZ - MREEN

2) HIFFER

3) WA EARAIN

4) PG E AR M R
FR BRI

5) HIMIFHARK, %
e JEBE— AR

SEIFS HE VI BERIET LT EN)

%75 (Dove) ek EAILEHE A NG Hah i, EIFTRE. R
ZIFME 2020 5 5 HREAT 1 ahRIRA, AT T ZZHRRIBR AL Tl A T R
YR Fe o ZIEBI AR AT TR

Dove 1&

SR s I

1. WEIEBRARXS 255X ML R 2 55 R0 B 2 KB A R (1 = BRAFE,
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2=AFAE,3=ABFRBARN, 4=FE,5=%EEFR)
WiH 5 4 3 2 1
1) EEBEZIFNEEERK

3) KEEZA A Sy L i
.

4) Pitts 2 IR E T E
iR

5) FIAFE KL ISR
BELF ) o

x-

2) itz MR EBE-
it
=

2. TEIEFEARN 25 ME R IR B (1= Be2ARE, 2= AHE,3=4
BEFEEA ST, 4 = AR, 5= 522 F )

big 5 4 3 2 1
1) RREEMKERMNZ 5
IR A 7 i o
2) KX IIRA I oY
ZEEEL IS
3) WE BT Bk
KRR A B -
4)  WERPN L T IX LA
dh, IR AT
[

B HE WA EEREET LT ()

BHIUR (Kiehl's) 52— S HRihdn i, L7147 Bk, SR B kg2
PR EIRAENHUIR T 2019 4 12 A 7B sl, A s R 504 R
M%ﬁ%ﬁﬁ@ u&%TH%I WS B o GBS AT T PR .
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