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Background Information

1. More and more consumers, when purchasing goods, the primary consideration is no
longer the basic food and clothing and cost performance but being fashionable and
amazing enough to highlight their personality. Otherwise, the product will be
unattractive to consumers. According to Maslow's hierarchy of needs theory, the
"Chinese traditional fashion" is the pursuit of the hierarchy of needs for respect and
self-realization after the physiological and security requirements are met. Therefore, a
wave of traditional Chinese fashion has been set off today.

2. Many enterprises are unsatisfied with promoting their core products today. They are
more willing to expand their reputation by co-branding with other products. Many
enterprises will co-brand with some seemingly unrelated products.

3. Influenced by social media and online popularity, many enterprises have begun to
launch their official accounts to accumulate popularity on the Internet, participate in
online social reviews, attract fans, and start live broadcasting. This mode provides an
extensive and low-cost channel for enterprises to interact with their fans to stabilize
the inherent consumer groups and improve the popularity of enterprises on the
network.

Marketing Strategy

The brand image "Wangzai" of Want Want Group is widely known. In the Internet era,
Want Want Group interacts with its fans and consumer groups through its official
social media account, "Wangzai Club." For young consumers, Want Want Group
launched its Chinese traditional fashion "Wangzai" doll blind box online, and
attracted a large wave of attention through fan forwarding and lottery. In addition, on
different festivals, Want Want Group publicized the products around the festival
through its own social media account. For example, on Chinese Valentine's Day, Want
Want Group launched the Want Want Group's Lactic Acid Bacteria Drink Love Bag.
The whole bag is shaped like a peach heart filled with one of the core products of
Want Group, lactic acid bacteria drinks, and put forward the slogan "Boys, be the
most romantic boy on the Chinese Valentine's Day". This kind of little creativity and
co-branded products launched by the enterprise through festivals and hot events
quickly won the favor of young consumers, especially fans on social media. In
addition, Want Want Group also entered the fashion industry, jointly launched Chinese
fashion style clothes with famous designer TYAKASHA, promoted them through
online pre-ordering and offline clothing stores, and held the fashion week of Want
Want Group brand in Shanghai. The whole dress adopts red and white color matching,



which not only conforms to the aesthetic taste of Chinese fashion cultural clothing,
but also conforms to the cultural image of the enterprise brand. This not only aroused
the curiosity and attention of many fans online, but also allowed their young
consumer groups to visit and interact offline through the fashion week, significantly
improving their brand awareness.

Outcomes

Promoting this co-branded product has eliminated the inherent image of food
enterprises. Want Want Group has integrated enterprise brand culture and famous doll
image into toys, clothing, and accessories, which has changed the stereotype of
consumers on food enterprises, especially young consumer groups, and has
accumulated a large wave of online fans through social media, including many
potential consumers. In addition, when launching these national fashion co-brand
goods, Want Group adopted online lottery and pre-purchase to ensure that its co-brand
goods will not accumulate due to excessive production, control costs, and improve the
utilization efficiency of funds.

Implications & Challenges

This marketing strategy does not apply to any food brand. Like Want Want Group or
White Rabbit Group, these groups with distinctive brand images are efficient.
Because when developing co-branded products, these groups with outstanding brand
images can quickly develop product styles and adapt to many other products.
Secondly, before investing in co-branded products, they can determine whether this
investment is feasible through marketing and targeting our target groups, for example,
whether our social media account has many fans and consumers to decide whether to
develop co-branded products. These enterprises can guarantee they will not
overproduce, over-invest, and control manufacturing costs through online
pre-ordering and lottery.
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