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Abstract 

Co-branding has become a frequently used and accepted form of brand alliance across multiple 

industries (Cooke & Ryan, 2000), as it enables companies in taking advantage of other brands which 

have already developed brand equity through collaboration (Keller, 2013). However, it has been 

pointed out that this area of research still lacks fundamental research in the context of emerging 

markets. These play an increasingly significant role due to their tremendous continuous economic 

development. China respectfully has been a driving player of the world economy, which has, since 

its emergence, indicated significant socioeconomic changes. Its middle class population is supposed 

to develop from 6% in 2010 to 51% in 2020 (Atsmon, Magni, Li, & Liao, 2012). 

Currently, the most common entrance strategies to the Chinese market are joint ventures or mergers 

and acquisitions which represent high risks in the form of financial investments and are characterised 

by a high failure rate (Cui & Liu, 2000). As co-branding comes along with less financial and 

organisational investments and has the potential to overcome cultural barriers and increase consumer 

acceptance, the focal point of this thesis is to investigate co-branding as an alternative strategy to 

already existing forms of market entrance, in regard to the Chinese market. More specifically, it will 

apply a consumer centric perspective, evaluating the influence of a co-branding arrangement 

consisting of a foreign and local brand in relation to customer acceptance. To empirically test the 

applicability of co-branding as an entry strategy, a cross sectional research design involving a focus 

group as well as an online survey was completed. Within the quantitative part of this study, brand 

equity has been applied to measure the difference in response between three fictional scenarios 

consisting of a foreign brand entering the market in various configurations. In spite of the findings of 

this research being not fully generalizable due to the chosen sample technique, they indicate relevant 

insights. Analysing the responses of 191 participants through the use of parametric testing, namely a 

t-test and an ANOVA, the study shows that the collaboration with a local brand can increase consumer 

evaluation. However, the choice of a partner has significant influences on the final assessment. 

Additionally, socioeconomic characteristics, worthy of consideration, between the different 

generations of China were identified.  

The findings are discussed in their applicability in regard to other contexts. Therefore, this study is 

not only highly relevant for companies entering the Chinese market, but also for companies which 

are already operating within it, as well as for businesses which want to apply this concept to a different 

market.  
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1 Introduction  

"So you thought we were going to change China?...," was the topic of a keynote speech, which took place at 

the Innovation House China-Denmark in Copenhagen, 2017. One quote that left a mark on China that day was 

that “China has become one of the most demanding markets, where global corporations test new business 

models with the knowledge that, if they make it there, they can make it anywhere. Chinese consumers will 

change the way we run our companies”.  

- Jacob Johansen (business transformations and brand strategist for China, living in Shanghai). 

 

The question arises, how to approach this complex market? 

  

Whilst the economic development in western markets is stagnating (Schaffmeister, 2015), emerging markets 

(hereafter: EMs) play a significant role for international companies, due to their increasing long-term growth 

potential (Das & Das, 2013). The economic rise of EMs goes hand in hand with the development of a stronger 

middle class whose buying power and willingness to pay for premium products and services is increasing 

(Schaffmeister, 2015). Especially China, whose middle class is supposed to develop from 6% in 2010 to 51% 

in 2020 (Atsmon et al., 2012) represents a promising market for future growth. This economic development 

has further implications on the general Chinese consumer behaviour. On one side, brands play a major role in 

differentiating each person's individuality and showing off a wealthy standard of living within a global context. 

On the contrary, the increasing economic power has also lead towards a stronger self-assurance, leading to 

higher demand for traditional elements and local culture (Zhou & Belk, 2004; Schaffmeister, 2015). This 

suggests and underlines the importance of local knowledge for an effective market entry.  

In a broader perspective, the change from material goods to the representation of a lifestyle offers great 

opportunities for niche products and brands which are not operating yet in China, to enter the overall context. 

 

The successful entrance of Starbucks in the Chinese market in 1999 helped to underline this, and presents a 

great example for the cultural changes described afore. Starbucks distinguished potential in selling an 

experience, and a form of luxury, one that everyone could afford, through focusing on a high level of service 

and creating a pleasant store atmosphere where the middle class could come together. Thus, developing the 

demand for coffee in a lifelong tea culture. The success was further driven by adapting to local preferences 

and tastes, through collaborating with local partners (Harrison, Chang, Gauthier, Joerchel, Nevarez & Wang, 

2005). Nevertheless, the countless unsuccessful entrance attempts by western companies in the Chinese market 

show that acquiring the relevant local knowledge and holistically understanding markets dynamics is highly 

complicated (Cui & Liu, 2000). Currently, the most common entrance strategies are joint ventures (hereafter: 
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JV) or mergers and acquisitions (hereafter: M&A) in the form of partnerships, which come along with high 

financial investment and risks, and further complex organisation structures (Cui & Liu, 2000). 

 

Co-branding, a strategic branding strategy in which two or more brands jointly develop a product or service 

that carries both brand names, seems to offer a new possibility to approach this problem. Through 

communicating their brand names on the product or packaging, companies take advantage of their already 

developed brand equity when introducing a new product (d’Astous, Colbert & Fournier, 2007). According to 

Rao and Ruekert, (1994) brand names become a valuable asset which combined can lead to a synergy effect. 

In spite of their established brand equity, both brands can also contribute through knowledge and capabilities 

they developed over time. Hence, reducing the risks when entering a new market or product category. In 

general, co-branding has become a frequently used and accepted form of brand alliance across multiple 

industries (Cooke & Ryan, 2000). For instance, within fast fashion, the continuous hypes about H&M and 

different high-class designers have been pushed by the media. Around Christmas 2016, Huawei tried to create 

global awareness through its new phone with integrated Leica camera technology.  

 

Reflecting on the successful entrance of Starbucks and the trend towards using brands as a symbol for 

representing your lifestyle, the growing middle class in China represents an enormous potential within the near 

future. Co-branding appears to represent a new strategy, which can overcome some of the difficulties 

associated with entering the Chinese market. Therefore, this thesis will focus on analysing co-branding pursuits 

of foreign brands trying to enter the Chinese food and beverage market, in particular taking a craft (boutique) 

beer brand as a foreign brand that wants to enter the Chinese market. This case has been chosen, as the Chinese 

beer market represents the largest market globally which covers continuous growth prospects especially 

predicted for craft beer (EU SME Centre & China-Britain Business Council, 2015). 

1.1 Literature review  

This following section will give a brief overview to current research within co-branding, leading to the 

identified gap in research and the significance for conducting this study. 

 

In spite of the concept of co-branding having been discussed by managers and scholars since the 1990’s 

(Helmig, Huber & Leefang, 2008), just in the most recent years, has the usage of the term seen a significant 

increase (Besharat & Langan, 2014; Keller, 2013). The existing knowledge of co-branding remains relatively 

limited when compared to the extensive research of branding in general (Besharat & Langan, 2014). According 

to Helmig et al. (2008), empirical generalisation in regard to this concept cannot be provided yet, due to the 

limited empirical research studies and findings. Therefore, it can be concluded that overall research is still in 

its preliminary phase. Generally speaking, co-branding is closely related to the concept of brand extensions 
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(Helmig et al., 2008), namely when an established brand utilises its equity by introducing a new product or 

service under its name (Keller, 2013). Throughout the last 25 years, multiple definitions and terms of co-

branding have been presented and discussed. In 1992, Norris was one of the first scholars who published a 

comprehensive contribution within the area of co-branding using the term ingredient branding, which refers 

to the use of external branded elements within a created product and is visually presented to the customers 

(Keller, 2013). Rao & Ruekert (1994) later on approached co-branding from a signalling perspective, 

concluding that it offers means to enhance the quality perception of the embedded partner. Later on, in the 

1990’s, Simonin & Ruth (1998) took a more general approach on possible spillover effects within co-branding 

arrangements using the term brand alliances. Blackett & Russel (2000) were the first scholars who used the 

variables shared value and duration of a partnership to differentiate co-branding from other partnerships, 

namely joint promotions, alliances and joint ventures. They also ventured further in depth outlining reach and 

awareness co-branding, value endorsement co-branding, ingredient co-branding as well as complementary 

competence co-branding. Helmig et al. (2008) and Besharat & Langan (2014) followed this approach by 

reviewing the literature with different focuses. Both papers focus on the differentiation of various co-branding 

strategies in their first part. However, while Besharat & Langan (2014) expand the literature through the 

creation of a value-creation framework on co-branding and a wireframe of alignments and disagreements 

within the field of research, Helmig et al. (2008) further focused on the direct and indirect effects of co-

branding arrangements. 

 

In their conceptualising work on co-branding Besharat & Langan (2014) also pick up the significance of 

emerging countries in today’s world. Within this context scholars argue that co-branding can be used as a 

highly effective strategy to gain access into emerging markets, customer reach, differentiation (Uggla & 

Åsberg, 2010) and overcoming cultural barriers (Besharat & Langan, 2014) by linking one brand to the already 

established equity of another (Keller, 2013). Abratt & Motlana (2002) here suggest that companies should 

partner up with local brands to access the market most efficiently. Despite the call for action, studies examining 

co-branding in international settings remain scarce (Besharat & Langan, 2014). Thus, Besharat & Langan 

(2014) outline this research gap and call for further attention to the possibility of co-branding to overcome 

domestic biases through the collaboration with a local firm. Within this context, questions the like of product 

acceptance, spillover effects across different countries and the strategic integration of collaboration within the 

overall market entrance strategy, arise (Besharat & Langan, 2014). 

 

It can be concluded that co-branding is especially well explored within the fast-moving consumer goods 

(hereafter: FMCG) sector (Helmig, Huber, & Leeflang, 2007) and has mostly been investigated from a 

managerial perspective and consumer perspective. While, the first focuses on the reasons for brand 

collaborations, its consequences and the criteria for partner considerations (Besharat & Langan, 2014). The 
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latter considers the factors influencing the consumer’s perception of brand collaborations as well as the 

difference in evaluation of the constituent brand before and after a collaboration (Besharat & Langan, 2014).  

1.2 Problem formulation 

With consideration for China’s current economic situation and sociodemographic changes, together with the 

reviewed literature of co-branding, it appears that co-branding offers great potential in overcoming cultural 

barriers and increase consumer acceptance. In the context of the Chinese market, this could create a mutually 

beneficial situation for international brands wanting to enter the market and local companies acting upon it. 

While international brands could benefit from the local knowledge and the awareness of the established 

domestic players, local firms could differentiate and re-position themselves through collaborating with an 

international brand. Consequently, it can be seen as an alternative strategy to already existing forms of market 

entrance, namely representative offices (hereafter: ROs), JVs and M&As. On one hand, it offers more brand 

presence and integration in the local market in comparison to ROs, whereas on the other hand it offers less 

financial and organisational risk investments than JVs and M&As. Thus, also providing market entrance 

potential for small brands. 

  

In order to validate this assumption, this study will focus on the research gap mentioned-above, by 

investigating co-branding within the setting of EMs. Which leads us to the research question: 

  

How does co-branding as an entry strategy for a foreign/ non-Chinese brand in the Chinese market 

influence consumers’ acceptance? 

 

The reasoning for choosing co-branding over other forms of brand alliances is that it represents the closest 

form of partnership to already established entry strategies like JVs. This point will be discussed in depth at a 

later point in 2.2.2. The study will occupy a consumer centric perspective, evaluating co-branding as a potential 

way of entering a foreign market through the partnership with a local firm. Therefore, the research question 

covers the consumer acceptance, which is assessed through the evaluation of the brand or its product by the 

consumer. This is going to be measured through brand equity. In general, consumer acceptance also can be 

seen as market acceptance, referring to the local market China. Thus, it will be used interchangeably throughout 

this study. To increase the operational applicability of the findings of our study, the concept of co-branding 

will be connected to the buyer decision process (hereafter: BDP) model, which is in detail elaborated on in 

3.3. Thus, the difference in evaluation triggered by co-branding is going to be differentiated among different 

stages a consumer passes, when deciding for the purchase of a product. This leads to the following presented 

nine hypotheses, which in turn will enable us to answer the overall research question. 
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H1-A: A foreign brand is perceived as more favourable when it is co-branded with a Chinese low- equity 

brand, as compared to entering the market by itself. 

  

H1-B: A foreign brand is perceived more favourable when it is co-branded with a Chinese high-equity brand, 

as compared to entering the market by itself. 

  

H1-C: A foreign brand is perceived as more favourable when it is co-branded with a Chinese high-equity 

brand, as compared to co-branding with a Chinese low- equity local brand. 

 

  

H2-A: Co-branding of a foreign brand with a Chinese low-equity brand, leads to a higher likelihood to 

purchase the foreign brand, compared to entering the market by itself. 

  

H2-B: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

purchase the foreign brand, compared to entering the market by itself. 

  

H2-C: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

purchase a foreign brand, compared to co-branding with a Chinese low-equity local brand. 

 

 

H3-A: Co-branding of a foreign brand with a Chinese low-equity brand, leads to a higher likelihood to 

communicate the foreign brand, compared to entering the market by itself. 

  

H3-B: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

communicate the foreign brand, compared to entering the market by itself. 

  

H3-C: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

communicate a foreign brand, compared to co-branding with a Chinese low-equity local brand. 
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1.3 Research objective 

After holistically identifying the research problem, this section will formulate the overall objective to assess 

concrete strategies and thus enable answering the research question. In a further step, we define sub-objectives, 

which originate from the overall objective and contain precise actions we intend on executing. 

 

The overall objective: To analyse consumer acceptance in order to assess the influence of co-branding as 

entry strategy of a foreign/ non-Chinese brand in the Chinese market. 

 

Sub-objective 1. To build up the framework for the case that serves as a basis for the empirical part of our 

study.  

We intend to outline China’s country and market characteristics to set the scene that underlies our (empirical) 

research, as we plan to frame a scenario in which a foreign brand enters the Chinese market. 

 

Sub-objective 2. To indicate culture specific consumer behaviour of beer within China. 

This will provide indications to the meaning of beer consumption and cultural differences, as we intend to 

build the case around the context of the beer market. Furthermore, we intend to receive an understanding of 

the role of (foreign and local) brands, their perception within society and a general gained product evaluation 

criteria that will be used in the empirical part. The obtained findings will be used as support for the primary 

quantitative study. 

 

Sub-objective 3. To assess characteristics and effects of co-branding on consumer perception.  

Reviewing the literature of co-branding in depth will give further partial impactions regarding the benefits and 

risks which come along with entering a co-branding arrangement. The gathered information will further clarify 

the before stated assumptions on how co-branding can be used as a market entry strategy. 

 

Sub-objective 4. To identify measures of co-branding for general consumer evaluation.  

It is intended to review relevant theories in the field of brand management and consumer behaviour to select 

appropriate concepts to build up the co-branding arrangement and measures to assess consumer acceptance 

that serve as elements in the empirical research.  

 

Sub-objective 5. To analyse consumer acceptance and assess the relevance of co-branding in the setting of 

emerging markets. 

To determine the influence and relevance of co-branding, three fictive scenarios will be developed, which 

underlie different entry strategies and brand equity levels, defined as follows:  
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Scenario 1: Foreign brand enters the Chinese market alone 

Scenario 2: Foreign brand co-brands with high-equity Chinese brand 

Scenario 3: Foreign brand co-brands with low-equity Chinese brand 

 

The identified measures for consumer acceptance are planned to be captured in all three scenarios and 

compared to determine similarities and differences, in order to present the result of our findings. The overall 

purpose is to assess the added value co-branding brings along as well as the importance of the level of brand 

equity for the overall success.  

1.4 Research philosophy 

The philosophy that underlies research studies refers to how researchers perceive and make sense of the world 

that are assumptions relating to a common understanding of knowledge and judgments that underlie the 

research phenomena. It is important to be sure what philosophical position to adopt as that marks the starting 

point for assumptions and beliefs. This will shape the research project and process in the way how knowledge 

is acquired understood and approached throughout several stages of this study (Saunders, Lewis, & Thornhill, 

2016). This starts from defining and understanding the research question, selecting subject-related theories and 

methods used to collect data. Leading to the analysis of the findings (Saunders et al., 2016). 

 

Existing philosophies within business and management research can be classified within a spectrum of two 

extremes that are characterised objectivity as well as subjectivity (Saunders et al., 2016). The assumptions we 

form within each philosophy are characterised by three approaches namely epistemology, ontology and 

axiology. They further differ in each philosophy. Epistemology engages with what accounts for knowledge to 

be perceived and communicated as credible. Ontology refers to the way reality is perceived and what 

constitutes as reality. Axiology engages with the stance of to what extent subjective values and beliefs of 

researchers should accompany the process of a research study (Saunders et al., 2016). 

 

The philosophy that forms the most objective and rational stance is positivism, where from an ontological 

perspective we perceive reality as one that is externally given and further perceived the same way by all. 

Epistemologically, knowledge acquired and communicated, finds legitimacy in the way that we undertake the 

roles of scientists and gather data, resulting in findings that are quantifiable, thus generalizable and not 

respectively less of qualitative, subjective character (Saunders et al., 2016). In positivism, subjective 

interpretations by the social actors are neglected, axiological assumptions within positivism are based on 

excluding researchers´ values and beliefs to the research object at hand (Saunders et al., 2016). 
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Interpretivism accounts for the extreme subjective philosophy and thus axiologically allows the subjective 

approach by us that includes values and beliefs throughout the project in the development and the way 

questions are asked and the way data is gathered and interpreted (Saunders et al., 2016). Furthermore, it is the 

individual creation of meaning, social views and their interaction that produces credible knowledge towards 

the object of research that is of interest for us (Saunders et al., 2016). As interpretivists see the complexity of 

data as valuable, they criticise that positivists neglect that, as they reduce data through their approach of 

objectivity and generalisation. 

 

The research problem at hand is the essential starting point. As we further try to find an answer that focuses 

on the use of co-branding to enter foreign, emerging markets in the future from the stance of the consumer, the 

present research is neither based solely on positivism nor on interpretivism. We believe that assumptions and 

beliefs by us and the research problem at hand are based on elements from both perspectives, which reflects 

the philosophical stance of the pragmatist. 

 

Although some scholars claim that various paradigms cannot be used in combination in research studies, we 

make use of the pragmatic position that views the usefulness of the multi-paradigm approach (Saunders et al., 

2016). It is the suitable philosophical approach, as it incorporates a multi-approach to methods and knowledge 

within our research project that is of qualitative and quantitative character. We view the development of our 

research philosophy as a reflexive process in the way that we make use of methods that lead to credible, reliable 

and actionable knowledge and data that forwards the research process (Saunders et al., 2016).  

 

The present study starts off with a philosophical stance that is of an interpretive, subjective character, in a way 

to get an understanding of how Chinese consumption behaviour takes place in regard to an alcoholic beverage. 

Furthermore, to get an impression about occasions and meanings Chinese consumers attach to the consumption 

of alcoholic beverages, in our case beer consumption. However, the central part of this research underlies an 

objective and functional approach, as it intends to understand the evaluation of consumers towards co-branding 

as strategy for entering the Chinese market. Thus, the study aims to objectively identify the outcome and give 

a recommendation of research that eventually enables to draw generalisations to other industries. 

1.5 Approach to theory 

The approach to development of academic theory within this study is the starting point and question. Therefore, 

a deductive approach is aimed for (Saunders et al., 2016). In the deductive approach, the theory is verified 

through testing and implies the build-up of premises based on an incorporated theory that leads to either 

affirmation or falsification of theory for the research object at hand (Saunders et al., 2016). To be able to 

measure co-branding as a strategic tool to enter the Chinese market, in contrast to entering it alone, theory is 
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utilised to develop the hypotheses as well as to create links between concepts and factors. Furthermore, we 

operationalised concepts from brand equity, the signalling theory and elements of the BDP model. The testing 

of the hypotheses is executed through a quantitative data analysis. Before the quantitative analysis, a qualitative 

analysis is performed, using similarly a deductive approach to explore Chinese consumer behaviour within the 

alcoholic beverage market. Using theory, this approach has been used as an explorative framework (Saunders 

et al., 2016). 

1.6 Theoretical demarcation  

The following section will define the chosen limitation in theory and concepts that have been used to conduct 

this study. Furthermore, it will designate the extent to which we present our findings.  

 

The theories, models and concepts used in this study have their starting points in the areas of brand 

management and strategy, consumer research as well as theories of strategic management referring to market 

entry strategies in emerging markets. From here on, it is worthy to note that only selected theories are applied 

which complement the overall objective of this study, to evaluate co-branding from a consumer’s perspective 

as a market entry strategy in the setting of emerging markets, namely China. 

 

As the chosen perspective of this study follows a consumer centred approach, it focuses on the context of a 

business to consumer (B2C) market, excluding the consideration of business to business markets (B2B). 

Furthermore, theory concerning consumer research has been used to describe Chinese consumer behaviour 

with the aim to get a general understanding of motivational factors that trigger consumption. However, 

although one part of the qualitative approach to this study was to get an understanding how beer consumption 

is embedded in Chinese consumer behaviour, theories referring to consumption studies that uncover underlying 

attached meanings to consumption have not been applied in-depth. The reason for this is that this part served 

merely as support for the primary method used, namely the quantitative part, which is deemed as relevant and 

expedient to answer the research question. 

 

The possible market entry strategies to enter the Chinese market are touched upon in this study as it is intended 

to illustrate the potential belonging and usability of co-branding among existing entry strategies. Here, we 

could have additionally laid out the market and governmental requirements, which also goes into the legal 

liability for co-branding as an entry strategy. However, we decided against it, as this would have shifted the 

focus and further it is not the trade barriers we are focused on, but rather the cultural barriers (Besharat & 

Langan, 2014). 
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We acknowledge that expansion into an international market comes along with the consideration of global 

branding strategies that means dealing with the question, which strategy to choose to establish a position in the 

market. Within this companies decide, whether they should apply a standardised, glocal or local approach. 

Thus, we see the relevance of theory as background knowledge and know of existing differences. However, 

we have excluded this part due to the limitation of space.  

The overall intention is to analyse co-branding in a setting of FMCG goods. Due to the choice of beer as 

product for the co-branding arrangement for our empirical research, theories and concepts used exclude co-

branding arrangements of services. This is due to the fact that services come along with different requirements 

and characteristics than products (Kotler & Keller, 2014) and thus also imply significant differences in the 

general business approach.  

 

The concept of brand equity has been applied to measure the overall acceptance of co-branding. While we are 

aware of different methodologies to measure each brand equity dimension by itself, these are not further 

discussed as only the overall evaluation through the introduced brand equity scale appeared of relevance.  

Furthermore, it has to be mentioned that the overall success of a co-branding arrangement is not only driven 

by its set-up but also by the execution and advertisement of the final product (Helmig et al., 2008). However, 

as this research paper's focus is to evaluate if co-branding, in general, should be considered as a strategy to 

enter a new market, it will therefore not cover the possible execution and the selection of the marketing mix 

of a co-brand at a later stage. Although the co-branding arrangement could have been analysed and discussed 

from the perspective of the collaborating Chinese brand we excluded that perspective, as we deemed it as not 

expedient concerning the defined research question. 

1.7 Structure  

The following figure will present the overall structure of this study with respect to each sub- objective we 

pursue to address. The dark grey highlighted elements equal the results from our empirical analysis. 
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Figure1: Research structure 

 
Source: Own creation 

2. Background data 

The following section introduces the market context that underlies this study. Here, we will go into the presence 

of EMs and China in particular and touch upon their economic development as well as pick up characteristics 

that stand out. In a further step, we will elaborate on the development of China’s economy, the transition in 

Chinese consumer behaviour and the development of the Chinese beer market.  

2.1 Emerging markets  

EMs are known for being the growth engine of the global economy and had a tremendous impact throughout 

the 21st century, which is projected to become even higher in the future (Das & Das, 2013). The notion of what 

constitutes EMs varies within a correspondingly wide range, as scholars and global institutions such as the 

International Monetary Fund and the rating agency Standard and Poor´s unanimously acknowledge, that there 

is no explicit definition (Annushkina, Merchant, Colonel, & Berselli, 2011). Annushkina et al. (2011) remark 

that the definitions of scholars are theoretically oriented, thus difficult to use, but capture a holistic perspective. 

Global institutions, on the contrary, have a more practical approach. 
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Looking into both perspectives, we understand EMs as countries who are subjected to dynamic transitions 

within economic, social, political and demographical spheres (Mody, 2004). EMs are defined by criteria such 

as having a market governance that targets or pursuits an economic liberalisation and a system of a free market 

and thus an overt economy (Arnold & Quelch, 1998). Further, EMs experience a rapidly growing economic 

development, which is marked by a high GDP growth that goes beyond the growth of developed markets. 

Implying, a significant player in today's global markets or in progress to become one in the future (Trevino, 

n.d.; Arnold & Quelch, 1998,). From a demographic perspective, the population is marked by high growth, 

which increasingly enjoys economic freedom. The society’s purchasing power is increasing, which comes 

along with the expanding middle class (Annushkina et al., 2011).  

 

The seven largest, advanced EMs that are known under the acronym E7 are an interesting group, as their 

transition economies has increasingly altered the global economic landscape in the last twenty years (Chand, 

2012; PWC, 2017). The E7 countries are namely Brazil, China, India, Indonesia, Mexico, Russia and Turkey 

and can be perceived as counterparts to the seven major advanced economies, namely the group of seven 

(hereafter G7), which are Canada, France, Germany, Italy, Japan, the United Kingdom and the United States 

(Chand, 2012; PWC, 2017). While the G7, as one of the major advanced economies, jointly, experienced a 

decrease in global GDP share from 51% to 38% within the last twenty years, the E7, jointly, had a rise in GDP 

from 19% to 31% (Chand, 2012). The four countries Brazil, Russia, India and China (hereafter: BRIC) within 

the E7 are the four leading emerging economies that have had an impressive performance in the global 

economic landscape since 1990 and 2000, despite the experienced slowdown in GDP growth since the world 

recession in 2008 (PWC, 2017; Das & Das, 2013). Figure 2, which can be seen bellow, illustrates the projected 

average annual GDP growth of each BRIC country in four- time intervals ranging from 2016 - 2050, underlines 

the importance and strength that the BRIC countries bring with as a group as well as individually (PWC, 2017). 

In particular, looking at China and India, when put in comparison with for example the U.S. or the EU (PWC, 

2017), they clearly mark today’s and future global growth and thus offer a platform and opportunities of 

dimensional extent. 
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Figure 2: GDP growth among chosen countries 

 
Source: PWC 

 

According to Schaffmeister (2015), the BRICs share similar characteristics, which define the basis for their 

rapid development. Their dimensions for example in both population and territory, as well as their increased 

pursuit for urbanisation, bring in a growing workforce and productivity which comes along with a changing 

income structure of its inhabitants (Schaffmeister, 2015). Furthermore, it is projected that in 2050 40% of the 

population in EMs will be under 25 years, which will reflect in a younger, broader workforce, in contrast to 

developed countries with 26% of the population being under 25 years and who are further subjected to an 

enforced decrease of birth rate (Schaffmeister, 2015). According to Schaffmeister (2015) consumption is 

intensively executed between the age of 16 and 40 years. Within the last ten years, consumption in EMs has 

tripled and has reached 1/3 of the global consumption share, which is estimated to rise to 2/3 of the global 

consumption in 2050 (Schaffmeister, 2015). The ascend into a higher income segment by EMs consumers 

together with increased access to a broader, younger consumer group will result in changing consumer 

demands and habits, which is further assumed to create an increase in qualitative claims towards domestic 

brands (Schaffmeister, 2015). Consequently, this not only implies improved living qualities for the society in 

the BRIC countries and improved business opportunities for local companies within their markets. Moreover, 

with rising high-quality appeal and increased capital of Chinese companies, their global expansion is not long 

in coming (Schaffmeister, 2015).  

All the above-mentioned characteristics and the resulting potential outcomes should be perceived as a possible 

platform for foreign, global companies with opportunities for long-term growth. However, as the amount of 

consumption growth in EMs is constantly rising and if not already, will be significant in the near future, EMs 

should be spoken to beyond a place to import goods to or as source of supply. Namely with investments in 

EMs through Merger & Acquisitions or Joint Ventures (Schaffmeister, 2015). This is further supported by the 
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expanding middle class in the BRICs, which intensifies the consumption of premium goods and services both 

in and outside their country (Schaffmeister, 2015). 

Global companies have long understood that EMs are key for future success. Thus, they have tried ways of 

entering for example the Chinese market which brought along high-cost investment, but also high failure rates. 

This is due to the underestimated conditions based on various perspectives that are the trade barriers through 

the government and regional authorities, but also potential cultural barriers, which refer to societal and thus 

consumer acceptance (Cui & Liu, 2000, Besharat & Langan, 2014).  

2.2 Case study: China  

As a country model for the present study, China has been chosen based on the significance it already plays, as 

it is the strongest economy in the BRIC countries and simultaneously is the second-largest economy globally. 

Moreover, China is projected to surpass the United States in the following years, by 2020 (Atsmon et al., 2012). 

Together with the above-stated characteristics China holds as part of the BRICs, it conveys to be an interesting 

starting point for co-branding as a strategic tool to enter in EMs and will be further elaborated on in the next 

section.  

2.2.1 Economic development and prospects in China 

Since its initiation of reforms in the late 1980’s/ beginning of the 1990’s, up until now, China had not reached 

one annual average growth rate below 6% (figure 3). In contrary, China experienced an economic boom that 

yielded the country a two-digit annual average of growth for several years since 1991 and again in the mid-

2000’s (figure 3). China’s course of GDP growth is benchmarked against the US to illustrate the strong growth 

it experienced. 

Figure 3: GDP growth comparison between China (blue) and US (yellow)  

 

Source: Google public data based on data of World Bank 
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The gradual introduction of liberalisation reforms since the beginning of the 1980’s leveraged China to move 

away from a centrally planned and closed economy towards a market-based economy that is marked as the 

largest market in several industries (Schaffmeister, 2015).  

Its transition is marked by three phases that are a supply oriented economy in the 1980’s, where products were 

consumed without any positioning, via a demand oriented economy in the 1990’s and the start of the new 

millennium, in which over-supply widened and consumption of products was gained through price 

differentiation (Schaffmeister, 2015). Since 2010 China’s economy entered an era, where local and foreign 

companies are able to deliver the same quality, which now more than ever calls for branding as a strategic 

management tool to create differentiating characteristics in a demand oriented economy (Schaffmeister, 2015). 

According to Atsmon et al. (2012), Chinese urban households can be assigned in four categories that are 

affluent, mainstream, value and poor income groups. Furthermore, they point out that more Chinese 

households will ascend into higher income segments, which is especially visible in the two segments of value 

and mainstream consumer. Value consumers are categorised as a group that focuses on buying their daily 

necessities. They accounted for 82% percent of Chinese urban households in 2010. It is estimated that almost 

50% of the value consumer group will ascend to become part of the Mainstream consumer group in 2020 

which can be seen bellow. 

 

           Figure 4: Income structure by consumer groups 

 

          Source: McKinsey 
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This change is assumed to be accompanied by different consumer demands, as many of the mainstream 

consumers represent first time buyers, when it comes to purchases of goods that go beyond basic needs. Thus, 

implying positioning opportunities through storytelling and branding for foreign companies (Schaffmeister, 

2015). Although the global recession has even left its mark on China´s economic growth, which experienced 

since 2010 a slowdown (figure 3), it is Chinese inhabitants from lower income classes who are mainly affected. 

On the contrary, Mainstream and Affluent consumers’ expenditures are still rising (Schaffmeister, 2015). 

According to a study by Morgan Stanley Smith Barney in Schaffmeister (2015), 57% of Chinese consumer in 

urban areas attribute a higher meaning to branded goods, which is perceived as significant in contrast to 8% in 

Europe.  

To sum up the access to first-time buyers, the rising consumer spending together with the high meaning 

Chinese consumers assign to branded goods proves the higher prospects and potential higher brand impact 

foreign brands could have in China, rather than in their home markets. The challenges for foreign companies 

are rising due to a complex bureaucratic environment that brings along high costs and expenditure of time. 

This is due to weaknesses in ensuring intellectual properties and rising wages on the one side and a rapidly 

changing consumer culture on the other (Schaffmeister, 2015). Here again, it becomes evident that co-branding 

appears to be a possible, strategic action to tap into the Chinese market and further measured by its success, 

offers the platform to decide on the appropriate long-term positioning of the foreign brand and with it the right 

long-term strategy for entry.  

 

2.2.2 Entry strategies in the Chinese market 

This chapter will touch upon literature of possible entry strategies in context of EMs and specifically the 

Chinese market. Furthermore, trade and cultural barriers foreign companies face will be presented, whereas 

the focus of this research will lie on cultural barriers that come from consumers. 

 

The prevalent entry strategies for foreign companies in the BRIC markets are foreign direct investments (FDI). 

These enable bargaining power, but also involve high-risk investments and liabilities (Cui & Liu, 2000). 

Expanding to BRIC markets brings along challenges that need to be understood before entrance. Various 

companies have faced challenges, which some have overcome and others have resigned to (Cui & Liu, 2000). 

Consequently, the importance a strategic market entrance occupies is conclusive, as it is the entrance decision 

that defines the course and acceptance of the foreign brand in the market. This acceptance is defined by 

competitors, government authorities, as well as consumers. Prange (2016) suggests several strategies that 

enable foreign companies to specifically enter the Chinese market, which are together with their advantages 

and disadvantages presented in table 1. They not only come along with different degrees of holding and thus 
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bargaining power, but also local liabilities and limitations to operate and execute business activities in the 

country. 

 

Table 1: Entry strategies into the Chinese market  

 
Source: Own creation based on Prange, 2016 

 

China has four different categories to which industries are assigned to. Hence, foreign investments, dependent 

on the industry are either encouraged, permitted, restricted or prohibited (Prange, 2016). As a result, JVs are 

the common way of entry used in China (Heracleous, 2001), which is perceived as positive, due to the 

assumption that local partnerships can not only help to counteract existing trade barriers but moreover help to 

overcome existing cultural barriers, which would be evoked, when entering a foreign market (Besharat and 

Langan, 2013). According to (Niu, Dong, & Chen, 2012), entry barriers are factors that complicate and thus 

inhibit the incentives foreign companies are exposed to in a profitable market. 

 

China is characterised by cultural and economic traits that differ from region to region, which reflects in their 

consumption habit and their purchasing power (Cui & Liu, 2000). Consequently, China can not be perceived 

as one homogenous, single market. Therefore, being foreign brings with supplementary barriers that can be 

perceived as further costs that a foreign brand has to carry compared to a local brand (Niu et al., 2012). A 

brand’s foreignness can also be a catalyst for the foreign brand (Niu et al., 2012). However, as the focus within 
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the present research lies on cultural barriers that can occur, this aspect is not further pursued. Petersen & 

Pedersen describe the barriers that come with the burden of being foreign as “permanent nature” (2001: 3). 

This originates from two perspectives, both the government and consumers to which foreign companies have 

lesser influence than domestic counterparts (Petersen & Pedersen, 2001). Therefore, in order to be able to 

counteract potential cultural barriers, this study would like to investigate, whether co-branding as an extended 

approach to the simplest entry strategy that is the representative office could be the right strategic tool to test 

consumer acceptance and preference. This should be seen as a prior step, before deciding to expand through 

the use of a JV or WFOE that comes along with long-term, high-involving and cost-intensive investments. 

2.2.3 Consumption culture in China 

In the following section, the landscape of contemporary Chinese consumer behaviour is described. 

Furthermore, several motivational factors that influence Chinese consumer behaviour are presented. 

 
Contemporary Chinese consumer behaviour is founded on two aspirations that are the desire for “global 

cosmopolitanism” and the desire for “local goods” (Zhou & Belk, 2004: 64). The desire for global 

cosmopolitanism arises from two aspects. Firstly, from the longing to become part of the global world that 

comes along with the economic transition to second largest global economy and is expressed through the 

consumption of foreign brands and the strength Chinese assign to them (Zhou & Belk, 2004; Schaffmeister, 

2015; Prange, 2016). Secondly, from the aspiration of the Chinese to preserve mianzi that means the traditional 

value, which underlines the importance Chinese assign to express how well off they are, even if they are not 

(Prange, 2016). This is not only reflected in the consumption for oneself to express prestige or a certain status 

that tells their personal success stories but especially in the purchases for others and is in line with the social 

harmony Chinese want to maintain as part of their culture (Prange, 2016; Schaffmeister, 2015). Chinese culture 

is shaped by traditional values that are based on the philosophy of Confucianism. These values are moulded 

by hierarchical thinking and social order concerning family, society, to one's workplace as well as to the state 

(Schaffmeister, 2015). Moreover, Chinese perceive oneselves as part of the collective, rather than as an 

individual that brings along a certain responsibility towards their surroundings, which is reflected in their 

consumer behaviour (Schaffmeister, 2015). Consequently, Chinese rely on word-of-mouth and orient 

themselves on the consumption of their surroundings, rather than being the first to try (Schaffmeister, 2015).  

The desire for local goods, whereas, arises from the patriotism and loyalty that Chinese possess, which 

originates from their historical development and therefore becomes a primary concern to maintain consumption 

within their local context (Zhou & Belk, 2004). However, Atsmon et al. (2012) suggest in their study about 

“the Chinese consumer of 2020” that the changing Chinese consumer landscape is emerging through the ascent 

of consumers in higher income groups, which come along with consumers desire to be a better version of 

themselves through consumption. This is noticeable even with changing demands in the food and beverage 
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sector, as consumers are becoming more variety-seeking and more sophisticated in food quality and safety 

with the aim to underline their superior lifestyle (EU SME Centre, & China-Britain Business Council, 2015). 

According to Atsmon et al. (2012: 12) in “consumers buying more goods and services more frequently and/or 

trading up to buy more expensive versions of items they already have”. Further Atsmon et al. (2012: 27) argue 

that Chinese consumers are very pragmatic as they “give a great deal of thought to their purchase”.  

 

Consequently, as consumer demands are changing and Chinese consumers become more sophisticated, it is 

decisive for companies, especially in mature markets, such as the FMCG sector, to offer an added value. This 

added value equals the emotional aspect of a product, as it is the distinctive feature that will influence Chinese 

consumer buying decision in the future (Atsmon et al., 2012). Nevertheless, as already learned in 2.2.2., there 

is no single Chinese market. Based on the local conditions in the regions that refer to economic and social 

structure, different areas bring forth different behavioural traits in consumption (Cui & Liu, 2000).  

 

Accordingly, it can be concluded that despite common factors that underlie Chinese consumer behaviour, 

which need to be understood and applied, consumption patterns are distinct throughout regions and further 

distinguish between different consumer groups (Cui & Liu, 2000; Schaffmeister, 2015). Furthermore, it is 

especially younger consumers and consumers of higher income that will increasingly use consumption as a 

form of self-expression. Thus, this kind of individualisation brings with a dissociation of oneself from 

consumption based on a common character that is what the surrounding consumes (Prange, 2016, 

Schaffmeister, 2015). Thereof the assumption arises, whether co-branding with a local brand enables to obtain 

a better adoption to the cultural landscape of Chinese consumer behaviour.  

2.2.4 Beer market in China  

The following section is going to outline the structure of the Chinese beer market, as well as the opportunities 

and challenges it offers. 

 

Over the last 30 years, the Chinese beer market has been confronted with dynamic changes. In the 1990’s many 

foreign global companies have been attracted by the growth expectations, triggered by the rapidly developing 

economic landscape of China as well as sociodemographic changes in the form of the country’s age structure. 

An increase of young people came along with a higher consumption rate of beer (Heracleous, 2001). Thus, 

high-cost investments were made in order to establish production plants and operate in the market on a larger 

scale. Nevertheless, a majority of foreign producers failed (Heracleous, 2001). According to Heracleous 

(2001), this can be related to four major aspects that are high price-sensitivity and local brand loyalty by the 

consumer on the one hand side and the inability to turn brand awareness to actual purchases, as well as the 

unreliable and poor distribution possibilities in China.  
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In spite of this, some foreign companies have managed to establish their position in the market through 

adoption to the local environment with local partnerships and regional approaches (Heracleous, 2001). This 

can be seen in the market share by the volume of the top beer brands (appendix 1) operating in China in 2015. 

While the market is led by a local firm China Resources, with their main brand Snow making up 24,6% of the 

market, Anheuser-Busch InBev, a Belgian/Brazilian firm scores third place with 15,7% and Carlsberg, a 

Danish company, reaches the fifth place with 5% percent of the total market share (Euromonitor, 2014). 

China’s beer market accounts for the biggest in the world, in terms of litres consumed, as well as revenue 

which can be seen in the figure bellow. 

 

Figure 5: Global comparison of revenue in the beer market 

 
Source: Statista, 2017 

 

Furthermore, a constant increase in the average price (appendix 2) and average volume consumed per person 

(appendix 3) within the last seven years, as well as projected for the next four years, indicates new 

opportunities. The aforementioned prospected increase of the Chinese middle class as well as increasing 

preferences for lifestyle brands also signal an increasing demand for premium and niche products within the 

food and beverage sector (EU SME Centre, & China-Britain Business Council. 2015). According to an EU 

SME Centre report from 2015 boutique beers the likes of craft-beers spread in availability across bars and 

specially selected stores. Summing it all up, it can be expected that the demand for premium products as well 

as more of a variety of beers in taste will reach the mass of China and therefore represent a big future potential. 
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3. Theoretical framework  

The following chapter lays out the theoretical foundation of the present research and contains theories, 

concepts and tools that have helped to build up and execute the current study. Predominantly, it enabled an 

understanding of the place co-branding occupies within the objectives of branding. Secondly, relevant concepts 

and tools that originate from four concepts within the theoretical framework that are the customer based brand 

equity model (hereafter: CBBE), the BDP, the signalling theory and co-branding have been applied in the 

empirical part of this study. 

3.1 Branding  

In today’s society companies assign a strategic value to brands, as they not only serve as tools to enable 

companies to differentiate themselves in mature markets. Moreover, it allows the increase of a company’s 

value (Heding, T., Knudtzen, C. & Bjerre, M, 2009). A brand’s value that is expressed through the brand equity 

of a brand, equals the added value or benefit consumers perceive. This goes beyond the functional attribute of 

a product or service that makes out a brand (Heding et al., 2009).  

 

The era of branding has only now entered China. Competition in its mature markets is increasing, which is 

triggered by both, foreign and domestic brands. Therefore, companies need to establish a way to distinguish 

themselves from others (Schaffmeister, 2015). On the contrary, as incomes are rising, the affluent middle class 

is growing. Thus, consumer demands are increasing (Atsmon et al., 2012; Schaffmeister, 2015), whereas 

companies need to devote themselves to the consumers to occupy a place in their minds (Heding et al. 2009; 

Keller 1993).  

3.2 Brand equity 

Brand equity will play a major role in this research, as it enables the measurement of brand’s value, which 

gives indications towards the concept of co-branding. This section will identify which definitions and 

perspectives of brand equity appear most relevant for the chosen research context.  

The concept of brand equity is highly acknowledged within the business world as well as the academic field 

of research. It enables the creation of strong brands, leveraging a company’s competitive advantage (Aaker, 

1991; Keller, 1993). According to Keller (1993), the evaluation of brand equity is driven by the motivation to 

increase marketing productivity and efficiency. Consequently, a strong brand with positive brand equity can 

lead to larger margins, the acceptance of premium prices, and the possibility of brand extensions and overall 

fewer ad exposures and communication efforts to achieve the set objectives (Keller, 1993). The concept of 

brand equity was introduced by Farquhar in 1989 with the intention to build strong and sustainable brands, 
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connected to the consumer. The analysis of brand equity can be categorised in two different approaches based 

on perception, financial and consumer perspective, which comes along with various definitions. 

 

The financial approach towards brand equity aims to establish an accurate estimate of a brand’s value, where 

multiple calculation methods have been developed (Keller, 1993). However, it has to be acknowledged that 

these economic methods base their evaluations on past financial results (Lindeman, 2009; Simon & Sullivan, 

1993). Therefore, financial brand equity can be seen as a result of previous marketing and branding activities 

impacting consumer preferences. 

 

The consumer perspective also referred to as the CBBE (Keller, 1993) approach takes a step back and 

highlights the consumer’s individual perception of the brand (Aaker, 1991; Keller, 1993). This approach argues 

that brand equity consists of multiple dimensions, which inheres the value consumers perceive from a brand. 

It is stored in the form of brand related associations in the mind of the consumer (Aaker, 1991; Keller, 1993). 

Keller (1993) defines brand equity in a similar matter to Simon & Sullivan (1993), by comparing the 

consumer’s response of a marketing mix element of a brand with a no named or fictitiously named version of 

the product. Thus, arguing that a more valuable response is connected to previous positive established 

consumer-brand relationships. However, in comparison to financial figures, the focal point of analysis is the 

differential effects of a consumer’s behaviour towards a brand’s marketing activities (Keller, 1993). Hence, 

taking a consumer centric perspective and adding a psychological evaluation to the concept of brand equity. 

 

As the scope of this research is to evaluate co-branding from a consumer centric perspective and is furthermore 

based on the analysis of fictional scenarios, the financial approach towards brand equity seems of inappropriate 

fit as the financial impact will not have taken place in our analysis. On the contrary, the CBBE approach 

appears highly relevant as it offers the possibility to evaluate a brand’s possible collaboration with another 

brand, by providing an indicator for success in the form on an increase or decrease of brand equity. 

Consequently, CBBE will be used through the study and further described in the following section. 

 3.2.1 Customer based brand equity 

Farquhar (1989) describes in his pioneering work on brand equity that it is reflected in the increase of strength 

in attitude towards a branded product. While this is in line with Keller’s previously mentioned understanding 

of brand equity, Aaker (1991) sees brand equity as an asset which increases the value of a good or service. In 

spite of Aaker and Keller being the most cited authors in this field of research, who define brand equity in 

separate accounts, they align in the understanding that brand equity consists of different dimensions which 

have to be separated to be able to analyse the consumer’s response. Aaker (1991) defines the core dimensions 

of brand equity as brand awareness, brand associations, perceived quality and brand loyalty. He additionally 
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considers a fifth dimension consisting of other proprietary brand assets such as channel relationships, patents 

or trademarks (Aaker, 1991). However, this dimension is not relevant for the chosen consumer-centric 

perspective (Washburn & Plank, 2002). Thus, it will not be further covered throughout this paper.  

 

Keller (1993) focuses on the aspect of brand knowledge, which is separated in the dimensions of brand 

awareness and brand image. The brand image consists of different types of brand associations, their 

favourability, strength and uniqueness held in the consumer’s mind. (Keller, 1993). Thus, it can be concluded 

that Keller works with similar dimensions of brand equity. However, he puts high empathy on the consumer 

driven associations. Here, Keller’s cognitive analysis of the creation of brand equity through brand knowledge 

plays a crucial role. He argues that brands are stored in the form of knowledge within the mind of the consumer, 

whereas the structure and content influence the associations which come to the mind of a consumer, thinking 

of a brand (Keller, 1993). Utilizing an “associative network memory model” for the conceptualisation of a 

consumer’s memory structure, Keller defines knowledge as a set of nodes and links. Nodes are representing 

stored information, which are connected through links that vary in strength. They can be activated through a 

“spreading activation” process. The likelihood that one node is activated through the other one depends on the 

strength of their connection. For instance, the purchase of a soft drink could be linked to the brand Pepsi which 

is then linked to its attributes like its taste or recalled advertising elements (Keller, 1993). Within the context 

of brand knowledge, Keller (1993) views these nodes as brands which are linked to various associations in the 

form of other nodes, which together create a brand image. Here brand awareness influences the formation of 

brand associations.  

 

Above all, this conceptualisation is crucial for the relevance of brand equity to the researched concept of co-

branding, as it supports the argumentation of how two brands can benefit from each other’s established brand 

equity, when collaborating on the co-creation of a new product. Here the collaboration connects two nodes 

within the consumer’s memory and therefore gives the brands the possibility of leveraging each other’s 

established associations. 

  

Many other scholars have followed Keller’s and Aaker’s concepts of brand equity and extended or modified 

them. Yoo and Donthu (2001) follow a different research approach by developing and validating a 

multidimensional, consumer based brand equity scale (MBE). They concluded that brand association and brand 

awareness should be combined as they did not provide a discriminant validity (Yoo & Donthu, 2001). Hence, 

reducing Aaker’s dimensions to three. Overall, their research proves the applicability of the brand equity 

dimensions across cultures by simultaneously conducting and benchmarking data in the U.S.A. as well as 

Korea, which are characterised by a suitable range of cultural differences (Yoo & Donthu, 2001). Moreover, 

they argue that their measure can be used to evaluate the CBBE of co-brands by measuring the equity of the 
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collaboration, as well as each brand before and after their fusion (Yoo & Donthu, 2001). Buil, Chernatony and 

Martínez (2008) later on validate all four dimensions of Aaker’s brand equity model in a cross-cultural analysis 

of two samples of Spain and the U.K. Furthermore, the concept of measuring brand equity was later on 

evaluated by Washburn & Plank (2002) in the context of co-branding and as well as by Lee, Kim, & Kim 

(2006) in an Asian research context.  

 

Consequently, brand equity can be applied to the scope of this present research as the model is applicable 

across different cultures, it enables the evaluation of the acceptance of foreign brands entering the Chinese 

market and can be used to assess the differences in evaluations of co-branding arrangements.  

  

Critically reflecting on the different definitions of brand equity and its dimensions it can be concluded that this 

field of research is highly complex and still misaligned, especially among the leading scholars, the likes of 

Aaker and Keller. However, it has to be mentioned that one approach is not delimiting the other, as both 

scholars are aligned in the acknowledgement of multiple interrelated dimensions. Even though Keller’s 

cognitive conceptualisation of brand equity is highly relevant for the understanding of the concept of co-

branding. Aaker’s dimensions appear to be more applicable to the measurement of the success of a co-brand, 

giving possible indications for the evaluation, purchase intention and future recommendation. Here appears 

the plausible connection to the theory of the BDP, which will be covered in depth in 3.3.  

 

As the focal point of this research is not to identify a brand’s personality or association itself, instead of the 

overall applicability of co-branding as a concept when entering a new market. It will consequently follow 

Aaker’s approach seeing brand equity constituting of the dimensions of brand awareness, brand associations, 

perceived quality and brand loyalty. These are further described in the following section. It is crucial to 

understand each dimension separately in order to understand their influence on brand equity as a whole and to 

be able to measure and evaluate them within the empirical part of this research. 

3.2.1.1 Brand awareness 

Brand awareness conceptualises the strength of a brand manifestation in a consumer’s mind. To create brand 

awareness, a link between the product category and the brand has to be established (Aaker, 1991). Aaker 

defines brand awareness as “the ability of a potential buyer to recognize or recall that a brand is a member of 

a certain product category” (1991: 61). Furthermore, he differentiates between three levels of brand awareness, 

which differ in strength; brand recognition, brand recall and top-of-mind. These can have an impact on the 

likelihood to purchase a product. While the awareness of level recognition can sometimes already drive the 

buying decision of low involvement products the likes of soap, gum or sugar, the awareness level recall or top-

of-mind products can be crucial to reaching the consideration phase of product categories in which many 
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alternatives are recognised brands leading to an indecisive consumer (Aaker, 1991). Thus, it can be concluded 

that the level of awareness has further implications on its impact on brand equity, as well as the effectiveness 

of marketing activities and the likelihood to purchase a product, especially within the food and beverage 

industry, which is characterised by a product choice of low involvement. 

3.2.1.2 Brand association 

Aaker defines brand associations as “anything linked to the memory of a brand” (1991: 109). Even though 

there are many different kinds of brand associations, they can be classified into three main categories; product 

related, company related and personality related brand associations. These associations differ from each other 

through their strength, which is influenced by the total amount of experiences or exposures, as well as their 

internal connections in the form of other links. The overall picture of these links, grouped by themes creates 

the brand image (Aaker, 1991), which is in line with the above-described perception of a brand image by 

Keller. Furthermore, they create the underlying value of the brand name by influencing the customer’s 

perception. This can lead to a possible differentiation from other competitors, creating a reason to purchase, 

creating positive feelings or attitudes as well as providing a foundation for possible extensions (Aaker, 1991). 

In the latter, the associations can create a sense of fit between a possible new product and the brand name 

(Aaker, 1991). Hence, this can also be connected to the concept of co-branding in which product, as well as 

brand fit, play a crucial role for a positive customer evaluation (Simonin & Ruth, 1998), which will further be 

elaborated on in detail in 3.6.3. 

3.2.1.3 Brand loyalty 

Brand loyalty can be seen as the core of brand equity as it represents a secure attachment to a brand’s actions 

(Aaker, 1991). Aaker defines brand loyalty as the “attachment that a customer has to a brand” (1991: 39) and 

differentiates the strength of brand loyalty in the likelihood that a customer will change to a competitive brand. 

Hence, arguing that a high brand loyalty can be seen in the continuous purchase of one brand even in the face 

of superior alternatives. While brand awareness, perceived quality and associations can be held by a consumer 

who has never used the brand before, brand loyalty is closely connected to the actual customer’s involvement 

(Aaker, 1991). Thus, it represents a high value a brand can contribute to a co-branding arrangement. 

3.2.1.4 Perceived quality 

Perceived quality can be described as the combination of different sub-dimensions creating an overall 

impression of a brand (Aaker, 1991). Aaker defines perceived quality as the “customer’s perception of the 

overall quality or superiority of a product or service with respect to its intended purpose relative to 

alternatives” (1991: 85). It has to be highlighted that this concept is driven by the customers’ perceptions and 
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their priorities of a product’s or service’s features, which is driven by the impression of their characteristics 

like reliability, performance or fit. Consequently, perceived quality differs from objectively defined quality 

concepts the likes of manufacturing quality, product based quality, or actual quality (Aaker, 1991). As the sub-

dimensions of perceived quality are seen relative to the expected purpose or competitive alternatives, the 

benchmark and criteria vary (Aaker, 1991). For instance, the self-service check-out in a supermarket could be 

compared to a cash register. Here the self-service check-out would be associated with a lower service level, 

but also a shorter waiting period. The experience thereof is not to be seen as a lower perceived quality. Instead, 

it is simply evaluated by a different set of criteria. 

 

Perceived quality can be influential in numerous applications. It can influence the purchase process by 

determining which brands should be selected for the consideration phase under the condition that a customer 

lacks the motivation to gather information for the objective quotation of quality or is not able to do so. The 

role of perceived quality can become further decisive for the final consideration (Aaker, 1991). Additionally, 

perceived quality can be leveraged to exploit brand extensions, through entering new product categories by 

using the same brand name. Here, it could influence the possibility of reach as well as the likelihood of success 

(Aaker, 1991). Consequently, it can be assumed that it will comparably have the same influence on co-branding 

activities, as the concept of co-branding is closely related to brand extensions (Helmig et al., 2008) 

3.2.2 Measuring brand equity 

Following the introduced concept of brand equity, each of the above-described dimensions has to be considered 

while attempting to develop an overall brand equity measurement. In comparison to the measurement of 

financial brand equity, where several methods are established (Keller, 1993), little attention has been dedicated 

to the assessment of brand equity from a consumer perspective (Washburn & Plank, 2002). Furthermore, as 

literature has not agreed on one mutual understanding of brand equity, multiple ways for this measurement are 

suggested. 

 

Keller (1993) outlines two different approaches to measure brand equity, namely the direct and indirect. The 

indirect approach aims to assess sources of brand equity by analysing brand knowledge, consisting of brand 

awareness and brand associations (Keller, 1993). The direct approach can lead to quantitative findings, by 

evaluating the impact of each dimension of brand equity on the consumer’s responses (Keller, 1993). 

According to Keller (1993), a commonly used technique is the so called blind test which asks consumers to 

evaluate a product, based on a description or the actual consumption experience in two different scenarios, a 

brand and an unbranded product. By accessing the difference in assessing the impact on brand equity can be 

identified. 
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Yoo & Donthu (2001) were the first who created an overall brand equity measure (hereafter: MBE) based on 

the four dimensions defined by Aaker. To do so, they developed and adapted multiple items for each 

dimension, leading to initially a total of 22 items, five assessing brand loyalty, four evaluating brand awareness, 

seven about perceived quality and six evaluating brand associations (Yoo & Donthu, 2001). These items 

captured each dimension’s characteristics and were supposed to be measured in three different categories, 

namely running shoes, camera films and televisions, by respondents in the U.S.A. and Korea (Yoo & Donthu, 

2001). Thus, enabling a possible generalisation of the measurement scale across cultures and product 

categories. By testing reliability and validity on three levels, namely individual, multi-group and pooled 

analysis, the, in the beginning, defined 22 items were reduced to a 10-item MBE) scale as well as an overall 

brand equity scale consisting of only four items (Yoo & Donthu, 2001). As the selected items were not 

proportionally spread across dimensions, combined with the assumption that each dimension might affect the 

overall brand equity with different magnitude, Yoo & Donthu (2001) created an MBE index using the same 

items under consideration of aforementioned aspects in a “higher-order three-dimensional model” using 

various statistical models. This index is however not further covered in depth, as its results were highly 

correlated to a simplified MBE score assessment, created by assessing the mean of each dimension as well as 

the sum of the raw scores of each of the ten items (Yoo & Donthu, 2001). 

This approach will, later on, be utilised to evaluate brand equity in the empirical part of this research. 

Furthermore, it can also be concluded that the chosen items do not have to be spread equally across each 

dimension and do not have to be weighed when evaluating overall brand equity. 

 

While Yoo & Donthu (2001) established their MBE scale in a setting of already existing brands, Washburn & 

Plank (2002) took their item-scale and tested in the context of co-branding scenarios. The participants were 

presented with hypothetical co-branding scenarios consistent with different brands from two different product 

categories and different levels of equity, high and low (Washburn & Plank, 2002). Overall, Washburn & Plank 

(2002) conclude with an acceptable fit regarding reliability and variance and therefore prove the acceptance of 

the brand equity scale in a co-branding context. 

 

Reviewing the different possibilities of measuring brand equity from a consumer perspective, we decided to 

combine knowledge from Yoo & Donthu (2001), who developed items with the direct measurement approach 

introduced by Keller (1993), by developing various co-brand arrangement scenarios and measuring the 

difference in evaluation. 
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3.3 Concept of buyer decision process 

The following section is going to give an overview of different buying behaviours, enabling the classification 

of purchase and thus consumption of beer. Furthermore, it then presents the BDP of a product which will be 

of significance in order to evaluate the market acceptance of the co-branded product and thus the influence co-

branding has on it. 

3.3.1 Differentiation of purchase 

When acting out a purchase the importance and complexity of it relies heavily on what a consumer intends on 

buying. According to Kotler, Armstrong & Harris (2016), the different kind of purchases can be differentiated 

between complex, dissonance-reducing, habitual and variety-seeking buying behaviour. They differ in the 

involvement of the customer in the purchase decision, as well as the difference among the brands which are 

considered to be purchased, which can be seen in the figure bellow. 

 

    Figure 6: Differentiation of purchase 

    Source: Kotler et al., 2016 

 

Reflecting on the scope of this research, it can be argued that the purchase of beer can either be classified as 

seeking out a variety or habitual buying behaviour, depending on the consumer’s perception of beer. It is 

characterized by a low involvement of the customer, meaning that no extensive research for information or 
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external help will be needed to form a buying decision (Kotler et al., 2016). Therefore, it could be argued that 

it is a habitual purchase if the consumer perceives beer just as one product and has no preferences among the 

different varieties, making the final purchase decision based mostly in relation to its price or the brand’s sales 

promotions (Kotler et al., 2016). On the contrary, the purchase of beer could also be seen as a variety seeking 

buying behaviour if the consumer likes to taste various kinds of beer brands or flavours, which comes along 

with an evaluation of the product during the actual consumption phase (Kotler et al., 2016). 

3.3.2 Buyer decision process 

The buyer decision process portrays the five steps a consumer typically passes when making a purchase 

decision. These steps can be seen in figure below. 

 

Figure 7: Stages of BDP 

 
Source: Kotler et al, 2016 

 

The speed a consumer retains whilst going through this process depends on the consumer’s personality and the 

above-mentioned buying behaviour (Kotler et al., 2016). Taking into account the purchase of beer, the BDP 

would start with the recognition of a need in the form of the desire for beer (Kotler et al., 2016). In the case of 

high involvement goods, a consumer would search for further information to be able to make a choice in the 

second step (Kotler et al., 2016). In the case of a beer purchase, this step would most likely be skipped due to 

the low involvement of the product. A consumer would, therefore, go straight to the third step, evaluation of 

alternatives, in which consumers evaluate brands based on the given information (Kotler et al., 2016). As 

mentioned in 3.2, brand awareness and perceived quality can here be crucial determinants due to the low 

consumer involvement when purchasing a beer. Furthermore, the brand associations will also play a significant 

role as they determine the brand image (Aaker, 1991), which is of high importance when only momentarily 

evaluating the given alternatives (Kotler et al., 2016). It can be assumed that an impulse decision over a 

carefully calculated and logical decision will, in the end, determine the final purchase (Kotler et al., 2016). In 

the final post purchase stage, consumers evaluate the purchase by comparing their expectations with the final 

perceived performance. This leads to the satisfaction or its opposite which in turn influences the way 

consumers act after the purchase, in the form of recommending it to friends, sharing the consumption 

experience with others or re-purchasing the product (Kotler et al., 2016). It here has to be mentioned, that 

within this study the fifth stage of the BDP is only getting evaluated regarding the communication about the 

product and not the actual possible re-purchase. 
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Overall, it can be concluded that the purchase of beer is characterised by a low involvement of the consumer 

which shortens the BDP. As the active search for information is limited in the given research setting of this 

study, different dimensions of brand equity play a crucial role in giving guidance for the overall purchase 

decision. 

 

3.4 Signalling theory 

The signalling theory is often mentioned in connection to co-branding as various scholars see it as a mean for 

brands to overcome market information asymmetry (Levin & Levin, 2000; Rao & Ruekert, 1994). Market 

information asymmetry comes from economic science and describes a situation in which two agents possess a 

different level of knowledge affecting market behaviour (Nelson, 1970). Consequently, reflecting on the focal 

point of this research, a brand entering a foreign market is facing an asymmetric information situation as the 

brand possess’ knowledge about its value other customers within the entering market do not have. Within this 

context, research highlights the customer’s dilemma of evaluating a product’s quality with insufficient means 

or an overflow of information (Tellis & Wernerfelt, 1987). 

 

Akerlof (1970) classifies two possible situations for identifying a product’s quality, search and experience. 

Within the former the consumer has all relevant information provided. However, the consumer has to invest 

time in identifying the choice with the highest individual utility. In the latter situation, a consumer evaluates a 

product’s quality after purchase by consuming it. Akerlof (1970) argues in a similar way to Aaker (3.2.1.1), 

that when evaluating a low-priced product, the consumer will not put time into evaluating the highest utility, 

therefore not using the search evaluation, even if all information is provided. According to Aaker, the people’s 

choice for a beer will be driven by their impression, while the quality will be evaluated after purchase through 

their experience.  

 

In relation to the above-described information asymmetric situation research argues that a brand can act as a 

signal for quality (Akerlof, 1970; Montgomery & Wernerfelt, 1992). Akerlof (1970) argues for that with the 

bond theory, indicating that customers bond brand names with product quality. They take product quality as 

granted as the market would punish the established equity of a brand if expectations were not full-filled. 

Montgomery & Wernerfelt (1992) argue in a similar manner, seeing adequate quality as granted due to 

previous financial investments. Rao & Ruekert (1994) anticipate this concept on co-branding and suggest that 

when pairing of an unknown brand with a brand of high equity, the high equity brand will act as a signal for 

quality, leading to an overall positive quality evaluation by the customer. However, the signal has to be reliable 

and actually deliver its promise. 
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Overall, the signalling theory indicates that branded products are expected to be of higher quality in comparison 

to unbranded products. This is in line with Aaker’s understanding of brand equity, arguing how brands 

influence the perceived quality of a product. Thus, leading to a different selection of evaluation criteria. The 

signalling theory, however also extends the perspective of brand equity as it gives an indication to how 

consumers act in a situation of information asymmetry. Hence, indicating the evaluation of unknown brands. 

3.5 Delineation of co-branding 

While reviewing the literature of co-branding and brand alliances, it appears that different forms of co-branding 

exist which vary in the level of involvement of the collaborating brands and the final outcome of that 

collaboration. As research is not aligned with a clear definition of co-branding (Besharat & Langan, 2014), the 

following section is going to outline the different possible forms of brand alliances which will provide a 

foundation, leading to a clear definition and understanding of co-branding applied throughout this paper. It 

will therefore firstly briefly outline how brand alliances differ from other forms of brand management and then 

secondly go further in depth with each kind of brand alliance, namely co-branding, co-advertising, dual 

branding, ingredient branding, sponsorships and cause related marketing. At this point, it has to be mentioned 

that when reviewing the literature brand alliances and brand partnerships are often mutually mentioned with 

the same meaning. They will, therefore, be used interchangeably for the rest of this research paper. 

3.5.1 Brand alliances 

When entering a new market a company has multiple strategic options. While JVs and M&As are associated 

with a significant financial investment; brand alliances offer another possibility to reduce investments and 

uncertainty when entering new markets (Kumar, 2005). 

  

In order to guide strategic brand management decisions, Besharat & Langan (2014) created a brand 

management framework, which can be seen in figure 8 bellow. It outlines the difference between brand 

alliances and other brand management forms, through differentiation between a number of companies involved 

on the “x” axis and a number of brands involved on the “y” axis (Besharat & Langan, 2014). 
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       Figure 8: Overview brand alliance strategies 

       Source: Besharat & Langan. 2014 

 

Brand alliances are positioned in the lower right quadrant, characterised by the involvement of multiple brands 

across multiple companies. This is in contrast to a house of brands approach, which comprises of various 

brands as well, however, belongs to one company. On the flipside, it differs from JVs, which has to be seen as 

a new entity from multiple companies coming together.  

3.5.2 Co-branding vs. other forms of brand alliances 

Because of the rise in brand alliances with an estimated growth rate of 40% (Simonin & Ruth, 1998), the 

concept has been widely debated among theorists and practitioners. Consequently, due to the various 

application of the concept under different names, literature is fragmented when it comes to a conceptualised 

understanding and definition of co-branding (Besharat & Langan, 2014). Which is a reason why the term co-

branding is often used interchangeably with a variety of other terms such as joint branding, composite brand 

extensions, ingredient branding and multi-branding (Besharat & Langan, 2014). Thus, the following section 

aims to clarify their meaning and make it less dubious. 

  

Umbrella Branding 
Branding 
Brand Extensions 

House of Brands 

Brand Bundling 
• Ingredient Branding 
• Co-branding 
• Dual Branding 

Co-Advertising 
Cause Related Marketing 
Sponsorships 

Join Ventures 

Branding within a Company Branding with another Company 
O

ne
 B

ra
nd

 
M

ul
tip

le
 B

ra
nd

s 



33 
 

Taking into account a broader perspective, co-branding can be seen as any kind of collaborative marketing 

activity including a minimum of two brands (Grossman, 1997; Rao, Qu, & Ruekert, 1999; Simonin & Ruth, 

1998). The underlying motivation for this collaboration is the linking of multiple brands (Keller, 2013), 

involving an image transfer as well as the integration of a new physical dimension (Besharat & Langan, 2014). 

However, this perspective leads to the confusion with other collaborative forms as mentioned above.  

 

Therefore, taking a narrower view, co-branding is characterised by the collaboration of two brands with the 

intent of creating a new product (Kumar, 2005; Leuthesser, Kohli, & Suri, 2003; Washburn, Till, & Priluck, 

2000). Here the physical integration of both brands in the product is a decisive criterion for co-branded products 

(Helmig et al., 2008). The definition of two involved brands has later been expanded to the possible 

involvement of multiple brands. Rao & Ruekert (1994) initially classified co-branding partnerships of either 

short or long period. However, later works by Besharat & Langan (2014) and Helmig et al. (2008) see co-

branding generally as long-term agreements. This is in line with the previously mentioned understanding of 

mutual new product development. 

Another characteristic of co-branding is that the included brands have to be visually presented to its potential 

customers (Besharat & Langan, 2014), as they should be aware of the collaboration. Therefore, on one side, 

each brand’s name should be placed on the product, be part of the logo or be part of the packaging (Besharat 

& Langan, 2014). On the other side, the contributed physical and intangible attributes, like the brand image or 

knowledge, of each partner should be integrated into the final product to the extent that they are recognisable 

(Besharat & Langan, 2014). Finally, each participating brand should be independent throughout the whole 

process and after the collaboration (Helmig et al., 2008). Thus, they should be able to sell and market their 

products independently (Besharat & Langan, 2014). 

 

The following table gives an overview over the definition, as well as similarities and differences between co-

branding and other forms of brand alliances. 
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Table 2: Overview of forms of brand alliances 

 
Source: Own creation based on Helmig et al., 2008 and Besharat & Langan, 2014 

 

Overall, the portrayed forms of brand alliances are all characterised as being a collaboration between multiple 

companies and having multiple brands involved. In spite of this, each form is further distinguished by the level 

of involvement of each brand. Which leads to different forms of interrelationships, time horizons as well as 

the overall outcome of the partnership. While cause related marketing and sponsorships are mainly 

differentiated by the relationship of the brands, dual branding and co-advertising lack the mutually created 

product. Ingredient branding can be seen as the closest form to co-branding. However, ingredient brands are 

limited in the ownership of the final product as well as in the contribution of just functional assets. 

  

We see in co-branding the greatest potential to enter the Chinese market, as it represents a long-term 

partnership, with mutual value contribution. Thus, leading to a close collaboration with the local cultural 

background. Additionally, it also represents, out of all mentioned brand alliances, the closest partnership to 

already established entry strategies like JVs. Granted, entering firms could also use Chinese ingredient brands 

to overcome market boundaries. Nevertheless, the value exchange appears limited to a complimentary physical 

attribute and therefore lower to the one of co-branding. Other alliance forms rather lead to implications on the 

distributional and promotional part of the marketing mix and not to a commonly created product, which would 

require a different approach to research. Consequently, it was decided to keep the scope of this research on co-

branding and no other brand alliance forms.  
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3.6 Co-branding  

After delineating co-branding as a form of a brand alliance, the following passage is going to explain the 

concept more in depth, which will conclude in a foundation for the overall research. It will thereof first outline 

objectives, which drive companies to engage in such a partnership, linked to the benefits and risks associated 

with co-branding. This is followed by an evaluation of co-branding from a consumer perspective, leading to 

significant implications for the rest of this study. 

3.6.1 Objectives of co-branding 

When deciding to pursue a co-branding strategy the motivations for this form of brand alliance depend on the 

context and environment the brand is operating in (Besharat & Langan, 2014), as well as the benefits the 

concept offers. Helmig et al. (2008) define in their conceptualizing work on co-branding strategies, that the 

overall key objectives are the “economic success of the co-brand” as well as “positive effects on the partner 

brands” (2008: 370), which are also referred to as spillover effects (Simonin & Ruth, 1998). These objectives 

are guided by the essence of leveraging each other’s established brand equity (Simonin & Ruth, 1998). While 

economic success can be influenced by sharing mutual customer bases, positive effects towards the partner 

brand can be triggered by sharing the established brand associations (Keller, 2013). As mentioned in the 

literature review of co-branding, these objectives are highly applicable for the focus of the research, namely 

emerging markets, as they enable a fast access to markets, differentiation and customer reach (Uggla & Åsberg, 

2010). 

3.6.2 Benefits and risks of co-branding 

Co-branding arrangement can lead to synergy effects between the involved brands (Uggla & Åsberg, 2010), 

which can come along with multiple advantages. However, if executed poorly it can also lead to significant 

risks for the brand and its established equity (Keller, 2013). The following section is going to outline the 

benefits and risks of co-branding. This knowledge is going to provide the foundation, why this concept can be 

relevant for a company, which intends to enter a new market. Uggla & Åsberg (2010) categorise the possible 

benefits of co-branding in financial, functional and symbolic, also referred to as emotional, benefits. It here 

has to be mentioned that a complete clear distinction between each of the categories is however not possible, 

as they are interrelated to each other.  

3.6.2.1 Functional benefit  

One of the key functional advantages of co-branding is that it is a highly effective strategy to enter new product 

categories and markets in multiple directions (Uggla & Åsberg, 2010). When companies immerse to a new 

market, especially a foreign one, the organic growth of reputation and awareness can require a substantial 
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amount of time (Uggla & Åsberg, 2010). Furthermore, the positioning of the brand has a significant impact on 

its overall success (Kotler & Keller, 2014). Co-branding has the potential to overcome these barriers by linking 

a brand to already established brand associations (Keller, 2013). This can be explained by the in 3.2.1 presented 

“associative network memory model”. To increase awareness within a foreign market, Abratt & Motlana 

(2002) recommend emerging within a co-branding, linked to an already established local brand. A 

collaboration could be further used as means for differentiation by creating a unique and convincing position 

of the co-branded product (Uggla & Åsberg, 2010). 

 

The kind of associations transferred can vary in accordance to their parent brand. However, there are some 

specific associations, which are well researched and discussed within the field of co-branding. The perception 

of quality is commonly mentioned by multiple scholars. Rao & Ruekert (1994) early on suggested that the 

collaboration of two brands can provide a signal for quality. As mentioned in 3.4, if one of the two brands is 

well known, consumers assume that the overall quality is sufficient due to the contribution of the well-known 

brand. Hence, it can be concluded that co-branding, makes both brands within the partnership appear similar 

in quality (Besharat & Langan, 2014). Besharat & Langan (2014) further add, that associations regarding 

country of origin, which indicate quality, if other crucial information is not available, can also be transferred 

within a co-branding arrangement. 

 

Having this in mind, researchers are not aligned on the question if co-branding is always valued better through 

the form of a synergy effect, rather than if each brand would create the same product itself (Besharat & Langan, 

2014). Besharat & Langan (2014) outline two different opinions within this aspect. On one hand Park, Jun, & 

Shocker (1996) argue that co-branding always leads to perceptions of better quality than each brand set as an 

individual. On the other hand, Gammoh, Voss & Chakraborty, (2006) mention conditions for enhanced quality 

perceptions, such as the active cognitive involute of the consumer. Consequently, the above-described brand 

association transfer is possible, the extent to which it happens is however depended on the overall context of 

each co-branding arrangement. 

 

Despite this, research agrees, that the benefits of co-branding are stronger for weaker and unfamiliar brands 

than vice versa. Consumers normally already have established associations towards well-known brands. Thus, 

the new information created through a collaboration has first to be categorized and integrated with already 

existing associations (Besharat & Langan, 2014). On the contrary, with unknown brands, consumers tend to 

connect their association network from the well-known to the unknown brand (Besharat & Langan, 2014). 

This is in line with Washburn et al. (2000), who argue that perceptions and emotions are transferred to the less 

known brand of a co-branding arrangement, under the condition that a learning process occurs within the 

consumers’ minds. Nevertheless, this does not imply that well-known brands have no incentives to engage in 
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co-branding arrangements. Granted the transfer of associations might be of less effect than for unknown 

brands. Notwithstanding, collaborations, even with low-equity firms, can still create further brand awareness, 

higher purchase intentions and accelerated sales (Uggla & Åsberg, 2010). 

3.6.2.2 Symbolic benefit 

Symbolic benefits of co-branding are also heavily build on the previously introduced concept of exchanging 

brand associations within the co-branding partnership. The focus, however, lays on rather self-expressive and 

design associations (Keller, 2013), over practical attributes the likes of quality. Within this context, Uggla & 

Åsberg (2010) argue, that a brand has the possibility to revitalise and energise its brand identity through a 

spillover of symbolic associations in relation to an emotion loaded partner brand. This can lead to a closer 

connection with the consumer and can contribute to brand credibility and trust (Uggla & Åsberg, 2010). This 

concept is further supported by Uggla & Åsberg, (2010), by arguing that the consumers’ attitude towards a 

new co-branded product can spillover from the mutually created product back to its parent’s brand.  

 

3.6.2.3 Financial benefit 

The financial benefits of co-branding are tightly related to the above-mentioned benefits. While co-branding 

can be used to access new markets through the leverage of a partner brand’s awareness and associations, it 

can, from a financial view, also be used to enable access to each other’s consumers. Hence, co-branding has 

the potential to accelerate a cash flow by increasing the consumers’ touch-points with the brands (Gammoh et 

al., 2006). In other words, brands can increase their sales through approaching new target groups within a new 

market, or one already existing (Uggla & Åsberg, 2010). Keller (2013) further argues that the involvement of 

multiple brands within a co-branding arrangement can lead to increased profitability. This is based on the 

premise, that the cost of development and marketing can be reduced through the involvement of multiple 

companies which are specialised within their domain of expertise (Blackett & Russell, 2000). 

 

Overall, compared to introducing a product in a new market alone, co-branding can keep, the costs associated 

with the organic development of awareness and association (Blackett & Russell, 2000) significantly lower 

through leveraging the above described functional and symbolic benefits (Keller, 2013). It furthermore gives 

entering brands the possibility to rapidly grow through positive transferred associations. In return, it can also 

be seen beneficial for Chinese brands as they could use the idea of a collaboration with a western brand as a 

sign of quality. 
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3.6.2.4 Co-branding risks 

Despite the described benefits, aligning one brand with another through co-branding also comes along with 

potential risks, which are driven by the same concept which enables the benefits of co-branding, namely the 

way information is stored within the associative network memory model of a consumer’s mind. If a brand 

enters too many collaborations the information stored might get mixed up, which dilutes the possible transfer 

process of a given association (Keller, 2013). The selection of a not fitting partner can even lead to the loss of 

certain associations if they are contradictory with the other brand of the co-branding arrangement (Keller, 

2013; Uggla & Åsberg, 2010). This can lead to the deprivation of a brand’s connection to its target group as 

well as the loss of its form of differentiation, leading to the perception of being generic (Uggla & Åsberg, 

2010). 

Overall, due to the before mentioned spillover effects, a collaboration with another brand also comes along 

with a certain loss of control over a brand’s associations (Uggla & Åsberg, 2010), as the co-branding 

arrangement is not giving guidance over the other partner's actions. Besides, the collaboration of two brands 

is likely to trigger higher consumer expectations regarding the overall outcome. Therefore, it bears the risk that 

unsatisfying performances can have a negative spillover effect on the involved brands (Keller, 2013). 

 

However, here it is worthwhile mentioning, that scholars within this field of research are not completely 

aligned on the topic of negative spillovers (Besharat & Langan, 2014), hence risks of co-branding. Besharat & 

Langan (2014) present two different positions within literature. On the one hand, Washburn, Till & Priluck. 

(2004) demonstrate that high-equity brands are not getting harmed when collaborating with low-equity brands. 

On the other side, Grossman (1997) argues that formed associations can be diminished when partnering with 

another brand, especially a bad match. Besharat & Langan (2014) conclude that it has to be differentiated 

between the level of brand equity a brand possesses and the associations which are attached to it. Whilst the 

former has no negative effect on the other partner, the latter can harm the co-branded product and spillover to 

the partner brand (Besharat & Langan, 2014). Some notable example for this is the collaboration of LEGO and 

Shell. While both partners possessed a high brand equity, Shell’s brand became loaded with negative 

associations due to its drilling operations in the Arctic. A campaign initiated by Greenpeace broadcasted a 

world created of LEGO bricks, sinking in oil. Thus, leading to a negative spill over towards the toy 

manufacturer. In order to reduce damage to LEGO’s brand, the company stopped its cooperation with Shell 

(Vaughan, 2014). 

 

In regard to the focal point of this research co-branding also has to be evaluated in regard to its possible risks. 

While the entering brand might not get harmed in regard to the diminishing of established associations, as 

these are most likely not yet developed, a negative collaboration partner could still transfer its negative image, 

which could have a significant impact on the future development of the brand. 
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3.6.3 Evaluation of co-branding 

The evaluation of a co-brand can be approached from different perspectives, namely from the companies 

involved and the consumer perspective. When further evaluating each company’s objectives, it is important to 

determine their ontology of success (Kotler & Keller, 2014). In order to define what success means within the 

context of co-branding Besharat & Langan (2014) propose the definition that a successful brand collaboration 

is one which creates strong value distributed to each participant within a triangular relationship between the 

two brands and the consumer involved. This can be seen in the figure bellow. 

 

Figure 9: Co-branding success 

 

Source: Besharat & Langan, 2014 

 

Within this co-branding arrangement, value exchange is indicated through the overlapping between two 

entities (Besharat & Langan, 2014). It has to be mentioned, that in order to be considered as a successful 

collaboration, the value of each entity does not have to be spread equally. However, each member should 

perceive its value as significant and balanced, in alignment with their expectations (Besharat & Langan, 2014). 

According to Besharat & Langan (2014), the value exchange mainly occurs in three different forms; the 

creation of a new or enhanced product or service, an improved brand image as well as the entering of a new 

market. Whilst all three cases are relevant from a company’s perspective, only the first two are relevant from 

a consumer perspective. Following the consumer-centric approach of this research, the following part of this 

study will consequently now in depth elaborate on how co-branding is perceived and evaluated from a 

consumer-centric perspective.  
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In order to understand how consumers evaluate a co-branding arrangement, one has to understand their 

perspective and understand how the above-described mechanism is processed (Besharat & Langan, 2014). The 

in 3.2.1 described “associative network memory model” ensures that the conceptualisation of brand knowledge 

within the mind of the consumer plays a significant role as both partners are connected through the co-branding 

arrangement. The fit between two or multiple brands refers to “the customers’ perceptions of the comparability 

or similarity of the two product categories of the partner brands and their brand concepts” (Helmig et al., 

2008: 365). According to Simonin & Ruth (1998), a well-fitting partner is a crucial condition for a positive 

evaluation of a co-brand. Consequently, the partner should be chosen carefully. In addition to the above-

presented definition, a well-fitting partner is also determined by how plausible the connection of the two 

brand’s nods appears within the consumer’s mind (Simonin & Ruth, 1998). Consequently, within the co-

branding arrangement, each brand’s characteristics as for instance their brand equity (Keller, 1993), image 

(Washburn et al., 2004), country of origin (Simonin & Ruth, 1998) as well as the consumer’s attitude 

(Vaidyanathan & Aggarwal, 2000) and perceived quality of the brands determine the consumer evaluation 

(Simonin & Ruth, 1998).  

 

Walchli (2007) further argues that the cognitive involvement of the consumer influences the evaluation. Her 

findings suggest that best evaluation is achieved when consumers are confronted with a moderate conformity 

between both brands, which is interchangeably used to the meaning of fit. Additionally, Helmig et al. (2008) 

argue, that it is important to define the contribution of each brand within the arrangement, as this leads to a 

more salient apperception. Overall, the concept of fit can be applied to the relationship between the two brands 

involved in multiple dimensions and the product they co-create. 

 

Focusing on the fit between the two brands scholars especially highlight the significance of the brand image 

fit. According to Simonin & Ruth (1998), consumers evaluate the combination of two or more brands in 

coherence with their already established brand perception, defined by its associations. Keller (1993) sees 

within these established associations the image of a brand. If consumers can not recognize the connection 

between the brands’ images, they will likely question the reason for the partnership (Simonin & Ruth, 1998). 

Consequently, whilst this can lead to an undesirable belief and judgements towards the co-brand, an overall 

well perceived fit between the brand images involved, will contribute towards a favourable evaluation 

(Simonin & Ruth, 1998). Furthermore, a well perceived fit can even in some cases overcome potential less 

favourable brand attributes a partner brings to the table (Simonin & Ruth, 1998). Additionally, to the brand 

image fit, Simonin & Ruth (1998) identified a relationship between the evaluation of a co-branding 

arrangement and the equity of each brand involved. They prove that a high level of equity positively influences 

the customer evaluation and the equity of the co-branding arrangement. 
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The outcome of a co-branding arrangement is furthermore evaluated by its product fit, which refers to the 

consumer’s perception of the product categories involved compatibility (Washburn et al., 2004). As both 

brands contribute their expertise, the question when evaluating a co-branding arrangement is not, if a brand 

can transfer its knowledge into a new product category, which determines the perceived product fit of the brand 

extensions. It is rather to which extent are these product categories able to create value when combined 

(Simonin & Ruth, 1998). With this in mind, Simonin & Ruth (1998) suggest that a poor product fit might lead 

to undesirable beliefs. Furthermore, it might prevent the transfer of positive associations of each partner 

towards the co-branding arrangement (Simonin & Ruth, 1998) 

 

In summary, the success of a co-branding arrangement can be seen from different perspectives. From a 

consumer's perspective, a successful co-branding can be seen as added value through an enhanced product or 

brand. This furthermore also guides the notion which is significantly influenced by the fit between the 

partnering brands and their product-categories. The fit of the brands is determined by the brand's characteristics 

which can all be associated to in 3.2.1 described dimensions of brand equity. The ‘cobranding success’ figure, 

introduced at the beginning of this chapter, can, therefore, be extended by these criteria, which are required for 

a vertical, company to customer, successful co-branding arrangement. 

 

Figure 10: Co-branding success - extended 

 

Source: Own creation based on Besharat & Langan, 2014 
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The illustrated mechanisms are highly relevant for the overall research design, as they give implications in 

regard to what to consider when developing possible co-branding scenarios within the empirical part of this 

study, which will be further covered in detail, in 4.4. 

 

It here has to be acknowledged that the concept of fit influences the evaluation of co-branding arrangements 

and will therefore also influence the findings of this research. As it is difficult to quantify the influence of fit, 

it is intended to ensure the control of the fit. In regard to the product fit this can be achieved by combining two 

product categories, which from the consumers’ perspective create mutual value when combined. The brand fit 

is more difficult to control as it is highly influenced by the individual’s perspective and the consumers’ 

experiences regarding each brand. Nevertheless, the selection of the collaborating brands gives way to 

influence the brand fit. Thus, we will choose Chinese brands which are located in the same industry and follow 

similar concepts. However, it will not be possible to create co-branding scenarios which are completely 

perceived equally by all participants in regard to the fit. Consequently, it represents a bias in the form of an 

influencing factor which distorts the findings of this research. 

4. Research methodology 

The following section is going to give an overview over the applied methodology. This will be separated into 

the overall research design and strategy. Followed by the qualitative and quantitative research approach. 

Whereas the content and structure of each approach is outlined as well. 

4.1 Research design 

The underlying methodological choice within the research design is an embedded mixed method design, 

namely a double-phased sequential research design that is a combination of one qualitative followed by one 

quantitative method (Saunders et al., 2016). The reasoning for applying a mixed method design is to use one 

method as means of initiation and facilitation for the primary method used in the present research project 

(Saunders et al., 2016). In the first phase the qualitative method, namely one focus group is conducted as a 

preceding study to gain insights into the Chinese consumption culture and its stance to alcoholic beverages, in 

particular, beer. This is done to understand the association with beer consumption and the perception of foreign 

beer brands presence. Further, if it proves to be useful to use a foreign beer brand as a practical case to our 

research problem, it is intended to explore what possible Chinese brands and industries might be useful as co-

branding partners. Taking up on the findings from the focus group the quantitative method, an online survey 

based on three scenarios will be created and executed. 
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Although the purpose of our study is mainly driven by a descripto-explanatory research design, which is a 

combination of a descriptive as well as an explanatory approach (Saunders et al., 2016) and will be further 

elaborated on in research strategy. The intention for the preceding qualitative study is to gain an understanding 

of the Chinese consumption culture concerning our choice of industry and product for our empirical part. 

Specifically, in regard to the case of this study that is the consumption of alcoholic beverages, in particular, 

beer consumption. Thus, this part of the study is based on an exploratory design (Saunders et al., 2016). 

 

Our primary study will be descriptive, focusing on the differences in phenomena, in the way to get a 

quantifiable outcome from three different scenarios. These describe the outcome of firstly a consumer-based 

evaluation of a foreign brand using glocalisation as an entry strategy in an emerging market (scenario 1). 

Secondly, a consumer-based evaluation of a co-branding between a foreign brand and a local brand of high 

equity as an entry strategy in an emerging market (scenario 2). Thirdly, a consumer-based evaluation of a co-

branding of a foreign brand with a local brand of low equity as an entry strategy in an emerging market. To 

put this in other words, it will enable an understanding of how consumers are responding to the different 

scenarios. 

In a further step, we will take up on the descriptive part and apply an explanatory research design, which 

intends to understand the different variables and examine their relationship (Saunders et al., 2016). The co-

branding arrangement, consisting of a foreign and local brand is further classified into a collaboration with a 

high equity local brand (scenario 2) and a low equity local brand (scenario 3). Thus, enabling another 

dimension of measurement, when describing the outcome of our collected data and give indication towards the 

relationship of variables. 

 

Overall, the research intends to see if the variables of collaborating with a local brand, as well as its equity, 

will influence the evaluation of the brand, entering the Chinese market. Saunders et al. (2016) argue that these 

relationships can be analysed through statistical tests the like of correlation or qualitative data. However, it is 

not agreed on a clear guideline. Therefore, it was not decided to comprehensively analyse the interrelationship 

between the variables, giving indications to which extent they influence the outcome (Saunders et al., 2016). 

We rather focus on, whether a mutual influence by the variables takes place and if co-branding with a local 

company is evaluated higher than when entering the market by itself. This in turn gives indication, whether 

co-branding can be perceived as an alternative entry strategy.  

4.2 Research strategy 

Based on the research question and the derived objectives to approach this study the chosen strategy is an 

integrated approach consisting of a survey within a case study (Saunders et al., 2016). We perceive this 

integrated approach particularly useful as it supports our mixed methodological approach and furthermore 
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facilitates the purpose of the chosen research design. Additionally, this is also in line with the chosen, deductive 

approach to theory and the developed hypotheses to answer the research question.  

 

A case study lays the foundation for this study with the aim to create a contextual framework that enables us 

to comprehend and investigate the topic of co-branding within these defined frames (Saunders et al., 2016). 

As it is the interaction between both that is co-branding as well as the Chinese market and thus consumer that 

determine the influence on consumer acceptance.  

Based on the case study, we develop an online survey that incorporates three different scenarios in order to be 

able to compare and measure the differences that emerge between them and thus determine the influence co-

branding achieves (Saunders et al., 2016).  

4.2.1 Time horizon and ethics of research project 

The present research represents a cross-sectional study that is a snapshot when it comes to the time horizon 

the research is conducted (Saunders et al., 2016). Although, both methods have been carried out sequentially, 

firstly a qualitative approach as the supporting role, secondly, the primary quantitative part. Nevertheless, the 

research investigates the subject that is co-branding in emerging markets at one point in time. 

The chosen foreign brand within the quantitative questionnaire is the fictional German brand, HOLO from the 

craft beer industry that co-brands with a Chinese brand. We are aware that it involves the consumption of 

alcohol that depending on the existent drinking culture within China can be perceived as a sensitive topic. 

Hence, it was ensured that participants had been informed prior to their participation with respect to the topic 

at hand. Moreover, they were informed about the tools that will be used to conduct the focus group, namely 

video and tape recording. 

4.3 Qualitative research method - focus group 

As previously mentioned, the qualitative study preceding this research's primary quantitative study can be 

defined as a focused, group interview (Bryman & Bell, 2011). Compared to for example one-to-one or in-

depth interviews, focus groups enable to elicit and thus explore various perspectives regarding a particular 

topic that is merely formed through group interaction, rather than statements made by individuals (Bryman & 

Bell, 2011).  

 

Due to the selected industry that is chosen as a case study for the quantitative part of this research, the 

underlying motivation to conduct a focus group is to get an understanding of the Chinese consumer culture, 

the meaning of beer consumption and the perception of foreign beer in contrast to local beer brands. 

Additionally, it is aimed to investigate, which potential industries comply with the product and brand fit with 
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respect to the craft beer brand that we intend to use for a co-branding pursuit for the subsequent online 

questionnaire. 

 

As the individual perspectives in a focus group are not only shared with the moderator but with the whole 

group, it is desired to enable reactions and influences of each other's attitudes (Bryman & Bell, 2011; Gordon, 

1999). Which in turn is assumed to lead to a collective understanding of cultural consumption with respect to 

beer in contemporary Chinese society.  

 

However, it has to be acknowledged that even if the group agrees on certain aspects, there is no objective truth 

about it (Gordon, 1999), which can be perceived as a disadvantage of focus groups. Nevertheless, it is expected 

that the outcome creates an impression or indicator that supports the approach of using a foreign beer brand 

that enters the Chinese market and in a second step further explores what presented brands from two industries 

are perceived as plausible co-brand partners with beer as a product. Consequently, the outcome will have a 

significant influence on our primary study, which is an online questionnaire that follows the focus group.  

4.3.1 Planning and conducting the focus group 

The planning of the focus group is classified by Gordon (1999) into content, structure, and process of a focus 

group, which will be presented in the following. 

4.3.1.1 Content 

The content refers to the techniques used for the focus group. In accordance with Malhotra, Birks & Wills, 

(2012) we prepared a semi-structured topic guide (appendix 4) that is divided into four parts. The first part 

deals with the general introduction of the moderators, the participants, and the focus group topic and process. 

The second part deals with the perception towards beer consumption and its role within the contemporary 

Chinese drinking culture. The third part engages with the perception of foreign vs. local beer brands.  

 

The last part of the focus group consists of the use of a projective technique that enabled us to receive 

qualitative data from a particular consumer group we had limited access to (Malhotra et al., 2012). Four co-

branded products as mood boards/ visual collages of already realized brand collaborations between beer brands 

and apparel and beer brands and restaurants are introduced with the intention to elicit associations and 

characteristics by the participants, in order to get an understanding of the respective perceived brand and 

product fit (figure 10). The moderator is interested in the first impressions that pop-up in the participants´ 

minds and further, to experience established associations the Chinese participants will draw by themselves 

and through group interaction by talking about each brand collaboration scenarios and lastly by drawing up 

comparisons between the scenarios.  
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The purpose behind a semi-structured in contrast to a fully pre-structured topic guide is that the latter is firstly 

not a guarantee for gathered information to be relevant, and secondly, it is of particular interest of the moderator 

to put focus on what group members say and take up on insights to elaborate further, instead of covering the 

next question (Gordon, 1999). As a result, the questions for the focus group include closed questions, open 

questions and probing questions (Hsieh & Shannon, 2005).  

Open questions are used to leave room for participants to answer in the way they want to. The moderator uses 

probing questions in order to enable further participant elaboration and encouragement, leading to self-

reflection by the participants. Closed questions are used to find answers to key questions that we perceive as 

expedient for the primary study. Furthermore, vocal expressions that signal understanding, reflective questions 

by repeating the previously said content by a participant and silent moments are applied to ensure that the 

moderator is not only following the interview but even encourage further elaboration by the participants.  

 

4.3.1.2 Structure and process 

The structural factors that can have influence on the outcome of focus groups describe the characteristics and 

setting of the focus group, amongst others the group structure, place, duration, refreshments, hardware that is 

being used and ethical considerations that associates with it (Gordon, 1999) are elaborated in the following 

section. 

 

Within this research project, a particular target group, namely Chinese consumers, is pursued. It here has to be 

mentioned that that we are on the one hand based in Copenhagen and unable to conduct the focus group in 

China due to time and financial restrictions, but on the other hand prefer to execute a physical focus group, 

rather than an internet-mediated (electronic) focus group (Saunders et al., 2016). This is due to the opinion that 

an explorative, qualitative research should create a personal relationship for the participant to feel more 

comfortable and thus more reflective towards his or her opinion (Saunders et al., 2016). Further, it is believed 

that the group dynamics come in particular to light through gestures and mimics that the electronic focus group 

interview could not create. 

Participant recruiting and process 

When it comes to the structure of the group, we aimed to recruit or select a diverse group of participants and 

thus pursued to make use of stratifying criteria concerning gender, age, occupation and origin to get a collective 

consumption understanding. With respect to demographics the participants are heterogeneous when it comes 

to age and residence, as we assume that they are between the age of 21 and 29 years old and come from 

different regions of mainland China and Hong Kong. They represent an almost equal ratio between female and 

male participants. The participants are partly homogeneous concerning the occupation, as most of them are 
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either undergoing a PhD or are exchange students, apart from one who is undertaking an internship (Table 3). 

Further, the participants´ consumer behaviour with respect to beer consumption varied from non-consumption, 

over occasional consumption, up to regular consumption, as it is again not the individual opinion that we are 

interested in, but the collective cultural one. 

 

Table 3: Focus group participants 

 
Source: Own creation 

 

In order to contact potential participants, we mainly used a network that was established during China-related 

events at Copenhagen Business School as well as social media channels, namely Facebook. Several Asian and 

especially Chinese related Facebook groups based in Copenhagen have been searched through. While making 

sure that the contacted people are Chinese, we put up premises such as that the potential participants should 

have only recently moved to Copenhagen. 

 

The process of approaching potential participants was a lengthy and more complicated process than expected. 

Approximately 250 Chinese people were approached through private messaging on Facebook solely. 

Furthermore, inquiries were shared on public groups on Facebook. In a further step, the search was shared with 

established networks within the Danish industry in Copenhagen who had a broader contact network to Chinese 

people. We had the possibility to carefully select 17 respondents based on the above-mentioned criteria, who 

were willing to participate. However, out of 17 respondents respectively several groups formed including 3 to 

8 participants depending on the time and date of the suggested focus group. Doodle, an online scheduling tool 

used in this case, enabled to find an appropriate time and date based on the number of people able to attend. 

The group that included the highest number of respondents could be determined, therefore we decided to 

conduct one focus group, as we were concerned that some no shows could occur.  

 

Overall, the discrepancy between the number of actual participants, in contrast to the number of people 

approached, can be traced back for various reasons. A lot of the 250 which we contacted, actually did not read 

the message, some have moved away or moved back to China and a big amount of people, mainly female do 
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not drink beer and therefore were sorted out. We believe the effort made was worth it, as we had the chance to 

conduct one focus group with Chinese participants chosen based on various criteria with a satisfying outcome.  

 

However, conducting one focus group comes along with the lack of generalisability and reliability. This is due 

to the claim, that focus groups should take place as often until researchers are able to predict the next outcome 

of a focus group and thus a pattern in outcome is recognisable (Malhotra et al., 2012). Secondly, the chosen 

sample scale within this research is too small to be representative and thus does not reflect the full Chinese 

population. 

 

To sum up, several points lead to our decision of conducting one focus group. Especially with regards to 

perceiving the present research project as the starting point for a possible larger scale study in the future. 

Firstly, the eventual, limited number of participants who were able to participate on one set date and time. 

Secondly, the limited time available to conduct the research. Thirdly, the relative importance of the qualitative 

part of the study in contrast to the primary quantitative study concerning the research question. Finally, the 

common agreement of us on the findings that resulted from the conducted focus group. 

Setting and role of the researcher 

Further structural settings of the focus group are that the focus group takes place in an informal arrangement 

with comfortable seating placed in a circle. Snacks and non-alcoholic beverages are served to make the 

participants feel more comfortable. 

 

Both researchers of the project at hand participates in the focus group with different role functions. While one 

is responsible for moderating the focus group, the other is responsible for observing the setting and group 

conversation, while also taking notes. The applied approach to the conducted focus group is psychodynamic, 

thus the moderator is perceived as part of the group who supports the dynamics and flow of the group 

discussion and is in less control (Gordon, 1999). Granted, less control over the group interview could 

potentially lead to outcomes that are not gainful for the research project at hand, which could be perceived as 

a disadvantage compared to a structured, controlled interview. Nevertheless, it enables more flexibility in 

participants´ responsiveness, leaves more room for thoughts and reflection through interaction that could lead 

to a positive outcome (Bryman & Bell, 2011). This is underlined by Gordon (1999: 113) with the following 

statement: “the content of a group discussion reflects the social and cultural dynamics driving the attitudes and 

behaviours of the members of a group, rather than reflecting the psychological profile of each individual”, 

which we perceive as the main benefit of a focus group. However, we acknowledge that expressed opinions, 

even those jointly agreed upon within the group discussions are rather of subjective character than objective.  
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4.3.2 Approach to qualitative analysis 

The approach to the content analysis of the focus group is influenced and argued by the objectives that are 

pursued. Furthermore, by the significance the focus group occupies with respect to the research question, 

compared to the primary quantitative study and the restriction in time we are exposed to (Hsieh & Shannon, 

2005; Saunders et al., 2016). As we are interested in understanding meaning and perception of a group of 

participants towards pre-defined thematic areas, a structural approach to data that is equivalent to a directed 

approach to content analysis is applied (Hsieh & Shannon, 2005; Saldaña, 2013). 

 

As the themes are predefined, one could argue that the approach is framed and of a deductive character. 

Therefore, we are aware that applying a deductive approach to an explorative, qualitative study can be 

restricting and crosses out alternatives for potential useful data. The framing can influence us when asking and 

further towards the participants when answering. Thus, it can affect the credibility and neutrality (Hsieh & 

Shannon, 2005; Saunders et al., 2016). However, it is believed that a directed approach fulfils and delivers the 

relevant and sufficient insights, as facilitation for the primary quantitative part that approaches the research 

question. Furthermore, it is worth mentioning that the applied approach to analysis is an efficient method when 

it comes to overcoming the restriction we are subjected to. 

 

The predefined key themes are the cultural embeddedness of beer consumption, the perception of foreign in 

contrast to Chinese beer and perceived product and brand fit. Within cultural embeddedness of beer 

consumption, the study will investigate the importance and the perception of beer consumption within the 

Chinese culture and is presented in 4.3.3.1.  

In addition, the four aspects that Heracleous (2001) points out in 2.2.4, which accounted for the issues and 

challenges foreign brands faced, are picked up by us to explore these themes. If applicable, these are also 

complemented with further themes that form during the process of the analysis and describe the perception of 

foreign beer brands. These findings are presented within the category of perception of foreign versus Chinese 

beer brands in 4.3.3.2. The themes used for the analysis within the last part, referring to the perceived fit 

presented in figure 10, are product category and brand image fit, which have been elaborated on in 3.6.3. 

4.3.3 Findings and discussion 

The following section deals with the presentation and discussion of the focus group findings that support the 

pursuit of conducting a research project to measure the consumer acceptance of a foreign and Chinese co-

branding pursuit of entering the Chinese market.  

The deduction process through the use of the predefined thematic areas throughout the analysis enabled key 

findings in consumption patterns, concerning beer consumption. In particular, it was the occasions and 
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frequency of beer consumption and also the attitude and meaning attached to it that we were curious about. 

Another thematic area was the perceived brand landscape of foreign and Chinese beer brands. The last part of 

this section will present the thematic area, consisting of two main drivers for successful co-branding with the 

intention to find the suitable partnering industry and appropriate brand partners. 

As the focus group was conducted to facilitate the primary study, only the findings that conveyed significant 

value to the online survey are henceforth presented and discussed. It has to be remarked that it was sometimes 

difficult to understand the various forms of heavy accented English. Thus, having used tools such as video & 

tape recording and additionally notes taken by the observant was a useful support for the understanding of the 

transcript (Appendix 5). 

4.3.3.1 Beer consumption in China 

Within the Chinese drinking culture, beer is described as a casual and refreshing drink that is merely associated 

with food. Further, beer seems to be perceived as an easily accessible alcoholic drink. The consumption takes 

place in social settings, occasions such as dinners and festivities with friends and family, rather than business 

partners, where rice wine is desired.  

“(…) the street food is like really spicy. And besides you can have a cold beer and that's like "Ahhh 

that is the best" (being excited), it is a great combination (smiling at everybody). So, in summer. Like. People, 

like consume a lot of beer.”,” (…) So, in general, we will just maybe drink beer, if it is just a general dinner 

and not a very, very big (..) or business dinner(...).”  

The Chinese participants clearly differentiate themselves from the Scandinavian beer culture as they express a 

feeling of astonishment, when they experienced beer consumption in Copenhagen or Oslo and refer to the 

location and the time of the day, in particular, university events and cafés.  

“And you can even get a beer in school ... (everyone jumps in and agrees) ...at a cafe and it's soo 

different.”. “Yeah. You would probably never see like cafe, like Nexus in CBS provides you beer, but it´s like 

for Chinese universities ... like, they have cafe, but they won't provide you beer”.  

The same participant further adds: “I think is okay. But, but Chinese university like people won't do that” and 

is confirmed by three other participants. The time of the day is another aspect that seems distinct for the Chinese 

consumer, as one participant points out:  

“(…) When I was out with (…) my Danish friends, in the afternoon. In a cafe, he ordered two beers. 

(…) it was so strange to me because it was in afternoon and he just drank this huge beer.”, which three other 

participants underline with following statements: “Yeah, it´s like water. Just water to them. (…)”, “They can 

have beer in afternoon or in the morning. (..) Normally, I think, in China, we only have beer in the night. 

Right?”. 
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Almost all participants emphasised that the consumption of beer is taken into consideration as a companion to 

food, rather than the other way around or let alone without food. One participant expresses a feeling of being 

“uncomfortable”: 

“For example, because I study in Oslo. It, its really, really normal for our classmates just like grab a 

beer, with just sitting on the grass and enjoy the sunshine. JUST a beer is really, really... (…) uncomfortable 

for me. I think, if you like to drink beer, you must to have some snack”.  

Another participant raises health concerns to beer consumption without food, which is further supported by 

other participants.  

“Yeah and I found so interesting that people here, they only have beer when (…) sitting on a grass. 

Only beer without food. But I suppose picnic should have some food.”, as well as “I think (…) for Chinese 

people we think that ehhm drinking alcohol without eating something is not good for your health”.  

4.3.3.2 Perception of foreign vs local brands  

In regard to participants’ awareness and associations with the perceived presence of foreign beer brands, one 

participant emphasizes a large number of local beer brands that are prevalent. According to him, it is only 

recently that he perceives foreign brands emerging in China, which gives an indication and highlights the 

actual presence of foreign brands versus the perceived presence by the Chinese participants.  

“There are like quite a lot like local Chinese beer brands in different places and I like for foreigner 

brands they actually enter into Chinese market like really recently. Like, I don't think they entered in Chinese 

market for a really long time. So, like the Chinese customers, like I think they really got used to their own beer 

brands. (...)”. 

Through further elaboration towards the theme loyalty to local brands, by the Chinese characteristics such as 

habit and familiarity arise, it stands out that two participants allocate it as a generation matter. Older 

generations are perceived as more brand loyal to local brands than younger ones.  

“I think, here it really depends on how old you are (group agrees). Like younger generation, it is your 

choice. That is totally different than father or your mother or your grandpa”. “(…) Yeah, I would say it depends 

on age, like older generation like they are exposed to the Chinese local brands for like really long time so it is 

hard for them to make the change, like to transit from Chinese local brand to like foreign brand of beers. As 

for our younger generation I would say, yeah, they are pretty open (...)”. 

Three participants argue against the generation matter and instead refer to the subjective preference of taste 

and familiarity. Thus, giving an indication towards the described desire for self-expression and 

individualisation by Atsmon et al. (2012).  
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“(…) I think most of my friends, they drink Chinese brand, because we have good Chinese brand like 

Tsingtao beer. It is very good”. He further adds: “(…) if you compare Tsingtao to Carlsberg and they don't 

know which is better and they (acting the situation). "Ahhhh maybe more less the same" (imitating his friends 

he is referring to) so just choose the one I am familiar with. (…) as like some of my friends they prefer Chinese 

brands and some prefer like foreign brands, yeah. it depends, really depends”. 

Two participants mentioned that it is less the origin of the brand that matters, but rather value characteristics 

such as diversity, as well as qualitative attributes of a product. This underlines the variety-seeking consumer 

and further the demand on quality (EU SME Centre, & China-Britain Business Council, 2015). 

“So, the place where I am from there is a wine shop which specially sells beer. Different kinds of beer. 

And it is really popular among young people. Because you can find any kind of beer from (..) anywhere (pause) 

. Aehm my favourite one is IPA and this is really, really tasty. But not everybody is familiar with it (…).” 

“I think today it is not a problem, if it is Chinese or foreign. It is just, which brand you are on, which 

product you produce and not if you are foreign or a local one.” 

One participant picks up on the price-performance ratio in the way that regionally produced beer, which can 

be freshly consumed, is perceived as a signal for the good quality. However, at the same time it can be 

purchased at a lower price and thus questions the utility of paying more for a foreign brand that has longer 

transportation costs and is perhaps of lower quality.  

“(…) I think it is also related to location like in Tsingtao some other city like my home town we have 

our own beer factories. It is that you can buy very fresh raw beer. Yeah to a very reasonable price.” and 

further adds: “(…) I don't know. But eh it is just like you do not want to use (…) higher price to buy a not very 

good taste beer. (…)”. 

4.3.3.3 Product category and brand image fit 

The themes used to present the findings within the last part of this section refer to the dimensions of the model 

shown in figure 10, which are product category and brand image fit. Both aspects are evaluated from a 

consumer´s perspective. The findings from the handed out mood boards are presented in two parts, as we 

explored four co-branding pursuits from different industries, namely the beer and apparel industry and the beer 

& food industry and are presented subsequently. 

Beer and apparel industry 

The first two beer products presented are co-branding arrangements from Carhartt x New Holland Brewing 

(figure 11) and PUMA x Brewers & Union (figure 12). Both are a co-branded product from the beer and 

apparel industry.  
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Figure 11: Carhartt x New Holland Brewing mood board 

 

Source: Own creation 

The first thing one participant mentions to the beer Carhartt Woodsmen (above-illustrated product) is a remark 

about the external appearance of the bottle, where he refers to the colour and style as “matching”. Another 

participant elaborates on the matching colours of the images labelled on the bottle, which is in turn consonant 

with the established associations (Keller, 1993) she has about Carhartt´s target group, as she states: 

“those hard-working people (…) after their work they would grab a beer (..) and the colour (referring 

to the bottle) can perfectly match with the clothes colour, so I think it perfectly matches”.  

Another participant further construes the remarks about the external perception of the bottle and touches upon 

the connectivity he perceives: 

“(...)You have the axes and then you have the working boots that actually protect your feet and then 

this guy working here designed for (showing at the packaging of the co-brand)”. 

Through their established associations to brand image and consumer attitudes, the participants convey us that 

there is a perceived connectivity between both brands resulting in a positive and plausible connectivity, which 

in turn indicates a well perceived brand image fit. This in turn could lead to a favourable evaluation towards 

the co-branding arrangement (Simonin & Ruth, 1998).  
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Figure 12: PUMA x Brewers & Union mood board 

 

Source: Own creation 

Kreechr, which is the second product illustrated above, is by one participant perceived as “too dark with a 

white logo”. The participant recognises the connection based on the dark colour to the brand Puma, but 

questions the plausibility of the connectivity, as he uses the words “really weird” referring to the fit between 

the image of a sports brand and beer brand. Another participant draws associations to the images on the bottle 

and perceives it as fish sauce as the image on the bottle reminds her of an octopus which in turn leads to 

irritation: “If you sell beer, why do you just draw a seafood down there on the bottle (small group laughter)”, 

whereupon another participant also draws associations to food, adding: “But maybe it's good to drink with 

seafood”.  

The topic co-branding is brought up by one other participant who draws on potential direct effects that can 

occur from one composite brand to the co-brand and states:  

“(…) I do not actually know about this kind of beer (referring to co-branded product), but if I see (...) 

Puma I think about its features (..) it is a sports brand and will remind you about the feature of Puma and then 

(..) connect it with this kind of beer. So, you will probably think (..) this type of beer is specially designed for 

(..)sports. People who are doing sports”.  

One other participant adds: “Yeah, or an energy drink or something”. The established associations and remarks 

given by the participants show that the participants are merely irritated and don't see a clear plausible 

connection between both brands and even product category, as the product is perceived as an energy drink, 

rather than beer. Thus, we are not sure, whether the irritation is repatriated to the unfit of brand image fit, the 

product category fit or even both. We assume that one reason could be that Puma is rather associated with 
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sports, than apparel. The poor perceived connectivity that is to a lesser extent plausible indicates us a poor 

perceived brand image fit in contrast to the product Carhartt Woodsmen. The assumption of the unbalanced fit 

by us stems from the low degree of complementariness between people who execute sports and the 

consumption of alcoholic beverages in contrast to an energy drink. Further, the mismatch in established 

associations indicates a threat that could lead to a loss of certain brand associations of the sports brand PUMA, 

which in turn could trigger an unfavourable evaluation of the brand collaboration (Simonin & Ruth, 1998).  

 

Beer and food industry 

The next two beer products presented are co-branding arrangements from Mikkeller x Japanese style dish 

Ramen (figure 13) and Noma x EvilTwin Brewing (figure 14). Both products represent a co-branding 

arrangement of the beer and food industry in a restaurant setting.  

 

Figure 13: Mikkeller x Japanese style dish Ramen mood board 

 
Source: Own creation  



56 
 

Figure 14: Noma x EvilTwin Brewing mood board 

 
Source: Own creation 

 

The first remark that was made by one participant refers to both products and points out that the product fit 

between both partner brands comes across consent and is perceived as positive. “I don't think Chinese have 

this kind of restaurants. At least I haven't seen that in China. But it would be a very good idea to open this kind 

of restaurant in China, I think”. The degree of complementarity between food and beer (that determines the 

product category fit) seems to be high, as the observations revealed a tacit compliance between the participants 

that underlines our assumption of implicitness by the participants in the co-branding arrangement and thus a 

plausible connection. We justify and infer to this notion, as previous findings of beer consumption in China 

have already expressed that beer consumption is preferred in combination with food in a social setting. 

However, it is important to mention that one participant at first had not realized that it is a brand collaboration 

between EvilTwin Brewing and Noma. He inferred, that the beer has been produced by the restaurant brand 

only: 

“But if I just look at this picture (shows at the beer collaboration product between Noma & EvilTwin 

Brewing), I wouldn't think this beer is produced by somebody else, I would say: okay, this beer is actually 

produced by Noma". 

 

This is in line with the by Helmig et al. (2008) in 3.6.3 proposed recommendation to define the contribution 

of each brand with the co-branding arrangement, as it leads to a more salient apperception. 
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The value of trust and credibility arises with the topic about safety concerns in consumption of food and 

beverages. If Chinese people are exposed to an unknown beer brand, it might raise concerns and lead to 

rejection. 

 

“(...) Because we will worry about (…) the safety of the food in China than here (relating to Denmark). 

Then, if the beer I haven't seen before, I haven't heard before, then I would prefer not buy that one. I would 

buy a well-known one.” “(..) For example, Tsingdao (...) is like a long time, you just like hold in your mind 

that beer is good. But if like a total new beer come up, you are just like “ehm hmm, what is that." Nobody 

consume it. Why try?”.  

 

The Chinese group concerns regarding safety of food and beverages, especially towards brands and products 

they do not know, could be overcome through partnering with brands that enjoy high brand equity based on 

perceived quality and trust. Which in turn could trigger symbolic associations that would spill over to the co-

brand and even further to the partner brand (Uggla & Åsberg, 2010)  

 

We conclude that the co-branding arrangements between the food and beer brand in a restaurant setting are 

well perceived and even exclusive, as long as enough choice is given besides the offering. Furthermore, even 

within co-branding of beer with food, the degree of complementarity plays a crucial role, as it defines the 

perceived product fit. To the question what Chinese dishes or more specifically restaurants brands they 

recommend, as they are all from different parts of China, all participants conform that it depends on the 

(regional) cuisine. However, the dishes that have been perceived as most appropriate, according to the majority 

of the participants, is Peking duck, spicy and sour rice noodles, as participants add: 

 

” Yeah, that goes really well with this“, “Yeah sure, because it's spicy” as well as “I would say more 

like spicy or like more salty foods”. 

4.3.4 Summary  

Bringing all findings from all three areas together, we identified useful insights for further application in their 

primary quantitative study. 

Beer consumption is something that happens in social settings, such as get-togethers with family and friends. 

Although beer is perceived as a casual beverage, it appears strongly that the value they attach to drinking beer 

is merely a stimulant for pleasure in the company of friends and in the evenings, rather than a stimulant to get 

tipsy or drunk. The self-image of the Chinese participants, regarding that beer is consumed alongside food, is 

strengthened through the findings spotted from the use of the mood boards, where the participants emphasized 
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their preferences for the co-brand pursuits between the food and beverages industry. Which in turn was further 

elaborated on, to find appropriate Chinese dishes and restaurants, to be used for the quantitative questionnaire.  

Regarding the perception of foreign beer brands, in contrast to Chinese beer brands, it can be concluded that it 

is neither positive nor negative. The loyalty or preference for Chinese brands by the participants is explained 

through already an existing familiarity with Chinese beer brands and the overall good quality perception of 

already long established Chinese brands like Tsingtao. It appears that the aspect of loyalty has a stronger impact 

with older generations than younger ones. However, consumer loyalty or patriotism seems to be also existent 

with people who appreciate their regionally produced beer, which leans towards the desire for local goods 

(Zhou & Belk, 2004). This also leads to the approval that the Chinese participants assign a high degree of 

expertise to local brands within the product category of beer (Schaffmeister, 2015). Another finding underlines 

the importance of safety Chinese consumer allocate to consumption of food and beverages (EU SME Centre, 

& China-Britain Business Council, 2015). Which further indicates that an unknown brand might be rejected.  

We, thereof conclude that brand awareness of foreign brands is existent. However, as it is the positive brand 

attitude that finally leads to actual purchases. Therefore, it is assumed that a co-branding arrangement between 

a foreign brand and a Chinese brand, could create a spillover that not only creates a positive awareness for the 

foreign brand but moreover helps to form a positive attitude. Yet, the role of brand equity level and its extent 

has to be questioned. Furthermore, it could help to overcome the safety concern that might arise with entering 

alone, as the foreign brand is unknown.  

The technique of using mood boards supported us in the way of exploring which of the presented co-branding 

options were worthy of pursuit, more appealing to the Chinese participants and more suitable for use within 

the primary study. The idea behind using visuals was to support the participants in the way they express their 

perception of certain co-branding pursuits, as we assume that a descriptive approach to the scenario, would 

have had a different impact on the participant (Malhotra et al., 2012). We not only gained valuable insights in 

the way which industry to choose but moreover learned suitable restaurant brands and cultural characteristics 

with respect to the Chinese that could be used for the development of the three scenarios in the survey. 

 

Based on the data from the presented mood boards and brands involved, the brand image fit is only partly 

applicable. Firstly, not all brands presented are known to the participants and secondly, as the findings of 

perceived brand fit are not perceived as expedient for us and thus relevant to the development of the primary 

study. 

 

As previously written, the product category fit goes beyond transferring one´s expertise to the co-brand and 

thus underlines the complementarity of the skills of the composite brands that result in added value for the 
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consumer through product enhancement (Simonin & Ruth, 1998). Thus, it is the product category fit that is 

perceived as central insight, in order to develop a suitable co-branding pursuit in subsequent primary study. 

 

For the first two brand collaboration arrangements, it can be concluded that although both brand collaborations 

have their point of departure in the beer and apparel industry, both products have been valued differently with 

respect to the brand image fit. It is the co-branding arrangement between Carhartt and New Holland Brewing 

that was perceived as high fit compared to the co-branding arrangement between Puma and Brewers & Union. 

However, concerning the assumed perceived product category fit, we are not able to present valid findings. 

 

Concluding, drinking beer is mostly associated within a social setting and together with food, rather than alone. 

Moreover, it is perceivable as implicit by the Chinese participants. We infer that the idea of a brand 

collaboration between a Chinese restaurant brand renown for a Chinese style of dish and a craft beer brand, 

would potentially lead to more positive, general acceptance than a brand collaboration between a craft beer 

brand and apparel brand.  

4.4 Quantitative research - online survey  

The following section will outline the methodological approach towards the quantitative segment of the 

empirical study. It is first going to describe the intention, followed by the chosen approach as well as a more 

detailed elaboration on the selected design, structure, execution and sample. The final questionnaire can be 

seen in appendix 6. 

 

Based on the explorative analysis, findings taken from the focus group and our conceptualised knowledge 

scoped by the reviewed theory, the purpose of the questionnaire is to test the developed hypotheses through 

quantitative analysis. Thus, enabling a comparison of evaluation between the three, before mentioned 

scenarios, as well as indicating possible relationships between dependent and independent variables involved. 

The dependent variable, which changes in relation to the changes of other variables (Saunders, Lewis, & 

Thornhill, 2012), can be seen as the overall customer evaluation in terms of brand equity as well as its 

likelihood to purchase in each scenario case. The independent variable, which is the one being changed by us 

to observe the impact on the dependent variable (Saunders et al., 2012), presents a choice between a possible 

collaboration or none, as well as the level of brand equity of the collaboration. To determine the relationship, 

we manipulated the dependent variables in each scenario and measured the change of variables through the 

participants’ evaluations.  

 

In order to get a clear result and keep a high standard of overall research, it is intended to reduce and control 

the influence of other variables (Malhotra, Birks, & Wills, 2012). Therefore, the scenario description of the 
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three scenarios is kept similar, fluctuating in information related to the different Chinese brands and their 

products. Additionally, the newly entering brand called “HOLO”, is chosen to be fictional in order make the 

aggregated data comparable, reducing stimuli of the individual's previous, potential contact or perception of 

the chosen entering brand. If for example an already existing beer brand, the likes of Heineken, would have 

been selected, some participants would have a different standard of knowledge and already possess established 

perceptions over those of others, influencing the perceived fit of the co-branding arrangement and therefore 

the outcome of the research. Additionally, the choice of making one part of the brand collaboration fictional 

enables an influence on the brand fit in relation to the collaboration. Through the use of the signalling theory, 

it is possible to determine the associations which are getting stored in the consumer’s mind. Using the 

associative network memory model of Keller (1993), it can also be assumed that a number of nodes of the 

fictive brand HOLO, would be less, than if a real established brand would have been chosen, which might also 

come along with contradictory associations. Consequently, connecting the brand HOLO to the selected 

restaurant brands appears easier, while also concluding with higher control. 

Moreover, assuming that the entering brand is unknown, its objective to create awareness in the market can be 

perceived as a plausible scenario, in regard to the company entering a new market. This creates a connection 

to the chosen setting of the fictional brand and is further in line with the information asymmetry situation, 

where the signalling theory plays a significant role in the evaluation of a brand (see 3.4). 

 

Based on the review of relevant theory, we are able to define the scope of the data needed to answer the 

proposed research question and evaluate the defined hypotheses. In order to be able to overcome geographical 

barriers and reach the right population of the sample, it is decided to design a self-completed internet based 

online survey. This method is chosen over other possible survey methods, which namely are via telephone, 

face-to-face and postal surveys (Malhotra et al., 2012). As a data set of relevant addresses or phone numbers 

is not available, the online survey appears as the most efficient method, enabling reach to the right group, 

identified through social media and email lists from Asian contacts, which will be further elaborated upon 

within the description of our sample (see 4.4.4). Despite the advantage of a relatively low implementation cost 

of the online survey (Malhotra et al., 2012), which is mainly the time used for programming the survey, it also 

offers a possibility to overcome the geographical restrictions associated with research aimed at China.  

 

We received a scholarship from the survey software company Sawtooth, which allows access to their software 

as well as hosting capabilities. Sawtooth’s software Lighthouse Studio 9 enables complex conjoint analysis 

(Sawttoothsoftware.com). Even though we do not execute a conjoint analysis, utilising Sawtooth`s survey 

software brings significant advantages compared to other online survey providers the likes of SurveyMonkey. 

It enables us to individually program certain parts of the survey, randomise question orders and use constructed 

lists, which allow the creation of individualised lists for each respondent based on their answers to previous 
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questions (sawtoothsoftware.com). Thus, adjusting to the individual’s perception of each participant, which is 

in line with the chosen customer centric perspective, the present research pursues.  

 

It has to be acknowledged that there are also disadvantages that come along with this chosen online survey 

method; most significantly the difficulty for an accurate sample frame, the control of data quality and overall 

technical issues (Malhotra et al., 2012). However, these are reduced and outweighed by the previously 

mentioned advantages. In order to overcome these problems and to ensure the quality of the research, the 

questionnaire will only be spread to relevant previous selected social media profiles and gathered e-mail lists. 

This is combined with the use of filtered questions, reducing the uncertainty coming along with anonymous 

internet based questionnaires, by qualifying relevant respondents. (Malhotra et al., 2012). Additionally, will 

pilot-testing further minimise possible technical problems. 

4.4.1 Design of questionnaire 

To ensure research of high quality, the survey follows the guidelines of Malhotra et al. (2012) who separates 

the questionnaire design process in multiple steps, which can be seen in appendix 7. According to Zikmund 

(2003), a questionnaire has to be accurate, as well as relevant to reach its objectives. Accuracy is achieved if a 

questionnaire provides reliability and validity (Zikmund, 2003). Reliability of the collected data in this context 

means that it is consistent with multiple rounds of data collection. Validity indicates that the received data is 

relevant, meaning that it is measuring the data it is supposed to measure (Saunders et al., 2012). A questionnaire 

is appropriate when it is able to answer the overall research question (Zikmund, 2003). 

 

By significantly influencing the reliability as well as validity, Saunders et al. (2012) outline the importance of 

a clear communication feed between the respondents as well as the researchers. This means that each question 

has to be understood in the same way by each participant as well as the researcher. Vice versa, the provided 

answer also has to be understood by the researcher in the same way as it is intended by the respondent. With 

this in mind, we, therefore, chose neutral, precise and simple sentences to avoid ambiguous interpretations as 

well as indications towards a direction of response (Malhotra et al., 2012). Additionally, a pilot test is executed 

from the same sample the overall survey is targeting. It intended to test the understanding of the questions 

context, wording, the instruction and the outlined scenarios as well as technical functionality. Furthermore, a 

brief overview of the collected data is tested, in relation to if the chosen grouping criteria are sufficient and the 

data did not neutralise itself. 

 

We are aware of the fact that executing the questionnaire in English and not translating it into Mandarin might 

influence the overall response rate. However, as the chosen sample mostly consisted of international students 
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or people who have travelled outside of China, a sufficient knowledge of the English language was assumed. 

Thus, valuable time, effort and resources were saved. (Saunders et al., 2012). 

 

The collected findings from the focus group provided guidance regarding the cultural context of beer 

consumption in China, as well as a direction for possible brand collaborations. In consideration of the in 3.6.3 

described evaluation criteria of co-brands, this is decisive for the scenario description and selecting of relevant 

Chinese restaurant brands. 

 

The items selected in the questionnaire are mostly adapted and adopted from previous studies within the field 

of literature. Saunders et al. (2012) argue that dependant on the quality of the previous study, as well as the 

field of research, adapted and adopted questions often offer a proven validity and reliability as these have been 

tested multiple times. Here Yoo & Donthu’s (2001) developed overall consumer-based brand equity 

measurement, as well as a multi-item scale, has been chosen as the core part of the questionnaire. This brand 

equity measure was later on evaluated by Washburn & Plank (2002) in the context of co-branding and picked 

up by Lee et al. (2006) in an Asian research context. It consequently can be argued, that these items have been 

already used in the adequate context and appear of sufficient quality. They were previously published in peer-

reviewed journals the likes of “Journal of Marketing Theory & Practice”. It can thereof be concluded that by 

choosing these items a high degree of objectivity, in terms of reliability and validity, is pursued when 

developing the questionnaire. Additionally, to this, Aaker & Keller’s (1990), questioning of a consumer’s 

purchase intention, has been used for the consumer evaluation of our introduced scenarios. 

 

Overall, the reason for choosing brand equity measure items to identify the effect of co-branding on the market 

acceptance has been elaborated on afore in the theory section. The theory of brand equity is deeply rooted in 

the concept of co-branding. Additionally, brand equity enables the tangible valuation of brands from a 

customer centric perspective. However, it has to be acknowledged that the use of brand equity measures in the 

first scenario, a fictional brand entering the Chinese market by itself, creates infinite difficulties. As the rating 

of the dimensions of brand awareness and loyalty, in this case, are difficult to measure due to the fictional 

character of the brand. Thus, brand equity is combined with the signalling theory, making evaluations of 

unknown brands possible, based on the quality signals they send (Rao & Ruekert, 1994) such as the country 

of origin, the company’s logo and description which is later on described in more detail. Nevertheless, in order 

to enable comparability between all three scenarios the items capturing the dimension of brand awareness will 

not be applied in all three scenarios, as awareness could not have been built up at the point of measurement for 

the fictional, foreign brand.  
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The items covering brand loyalty are reduced to only one statement; “I would recommend the above described 

brand”, which is chosen as it enables an answer based on the signalling theory. Items covering the dimensions 

of perceived quality and brand associations are asked in more detail and expressed through multiple statements 

as these measurements could be evaluated without ever having experienced to the relative brand or co-brand 

(Rao & Ruekert, 1994). For evaluating associations, items the likes of “It is easy to associate the above 

described brand with food” or “Some characteristics of the above described brand come easily to my mind” 

are chosen, which evaluate the amount and strength of plausible associations (D. Aaker, 1991) as well as the 

perceived fit, which is of key importance for brand collaborations (See 3.6.6). Within the dimension of 

perceived quality items “The likelihood that the above described brand would be of good taste is very high” 

or “The above described brand offer reliable and trustworthy products” are chosen as they use key evaluation 

criteria for example taste, which is commonly used for food and beverage products. The reliability and 

trustworthiness are chosen as one single evaluation item, based on findings from the focus group, indicating 

general concerns about food standards and imitated branded products. 

 

Overall, it can be summarised, that the chosen theory and items are well applicable for the purpose of this 

study, in the way that the relevant concepts from existing co-branding theory and only selectively applied 

elements fitting are combined and adjusted towards the present research project.  

 

The other two scenarios, consisting of a brand collaboration, use the same brand equity measurement items. 

To a certain extent, they are similarly positioned as the first scenario, as one of the collaboration partners is 

the same one as in the first scenario and therefore fictional. According to the signalling and co-branding theory, 

the other brand, which is an established real Chinese brand, can influence the evaluation. While the signalling 

theory argues that partnering up with another company can be seen as a signal for quality in itself (see 3.4), 

brand equity proposes, that brands can mutually benefit from each other through their established brand equity 

(see 3.2). That said, the respondents are explicitly advised to evaluate the combined brand collaboration, seeing 

it as a singular new brand entity and not the individual brands of the co-branding structure. 

 

In order to overcome response bias connected with the question order (Malhotra et al., 2012), the brands offered 

to rank in the second part of the questionnaires as well as the three scenarios in the third part are randomised. 

This means that both questions and statements are presented in a different order to each participant in each 

scenario, as well as the scenarios themselves. Granted that each participant might still possess individual 

response biases. Notwithstanding, these become reduced when considering the collective data, as the order 

changed for each participant (Malhotra et al., 2012).  
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The chosen questions are either ranking or scaling questions, following the frequently used Likert-style rating, 

which asks the respondents to which extent they agree or disagree with a presented statement (Saunders et al., 

2012). A balanced ranking of 1-7 is chosen, which indicates a balanced amount of positive and negative as 

well as one neutral answer possibility (Malhotra et al., 2012). Within the Likert-style scale, low numbers are 

associated to disagreement, one representing “strongly disagree” and high numbers are associated with 

agreement, seven representing “strongly agree”. An odd number of categories is chosen, as it enables the 

respondents to stay neutral if they have no opinion. This is frequently used when evaluating a consumer’s 

belief (Malhotra et al., 2012) and has been applied by leading scholars within the field of research (Aaker & 

Keller, 1990; Washburn & Plank, 2002; Yoo & Donthu, 2001). Furthermore, recommendations of Saunders et 

al. (2012) and the mentioned scholars have been utilised to define each of the seven response possibilities. 

When adopted, the questions and answer possibilities are formulated each as precise and neutral as possible. 

Leading and biasing questions, which indicate a favourable direction towards a single answer are avoided 

(Malhotra et al., 2012). 

 

Overall, the questionnaire follows a structured approach consisting of rating and closed ended questions to 

create comparable information needed for the developed hypotheses. Closed ended questions give the 

respondents a limited amount of variabilities to choose from (Saunders et al., 2012). This further increases 

validity, by overcoming one side of the previously described dilemma of having the mutual understanding of 

provided information. In contrast to open ended questions which give respondents the possibility to submit 

their answers (Saunders et al., 2012), closed questions create predetermined structured data which can be easily 

analysed. Hence, enabling an efficient collection of data which can be used for statistical analysis. 

4.4.2 Structure of questionnaire 

To ensure a high response rate and a consistent flow, the questionnaire is designed using ordinary and 

unambiguous words in alignment with the target group’s vocabulary of the English language (Malhotra et al., 

2012). To enhance the completion quote, the questionnaire is kept as short as possible, taking about 5 minutes, 

while still creating meaningful data to answer the research question.  

 

Overall, it can be separated into three major parts. Firstly, the introduction and classification questions, 

consisting of demographic and socioeconomic characteristic, including two filter questions. Secondly, the 

rating of five given restaurant brands from a customer centric perspective. Third and lastly, the evaluation of 

three given market entry scenarios. Consequently, the structure of the questionnaire follows the chosen concept 

of customer based brand equity model, by identifying, which brand is of high and low equity in step two and 

then evaluating the scenarios in step three using different brand equity metrics. A summarized overview of the 

questionnaire can be seen in the figure bellow.  
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Figure 15: Questionnaire structure 

Source: Own creation 

 

The questionnaire’s introduction (first part) is designed to align the respondents’ set of mind with our 

expectations. The introduction briefly describes the purpose and outline of the survey and how eachs` opinion 

is of high value and contributes to the overall project, further motivating the participants. In the next step the 

participant’s age, gender, origin, occupation, academic background, income and alcoholic beverage 

consumption is questioned. The latter is separated in what the respondent's drinks, to which occasion and how 

often. Overall, this information is asked in order to identify and classify different groups of respondents.  

 

Additionally, two questions are used as qualifying filter-question to indirectly validate that only data from 

relevant people who drink beer and are from China is collected. While the former is asked by offering a variety 

of alcoholic beverages and enabling survey participants multiple responses. The latter filters the respondents, 

by asking to specify their origin in China. Here, the differentiation between 1st, 2nd and 3rd tier cities, Macau, 

Hong Kong and the countryside are used. The survey software Sawtooth enables an automatic redirection 

based on the answers so that the respondents do not realise that they are getting filtered. In case of not giving 

the decisive answers of drinking beer and being from China, the respondents are disqualified and being sent to 

the “thank you” page at the end of the survey. Consequently, overcoming one of the disadvantages as 

mentioned earlier of online surveys. Possible answer possibilities are adjusted to the scope of this research and 
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defined using findings from the pilot-test, secondary data as well as previous questionnaires within the field of 

research. 

 

As the questioning of sensitive information can create a concerned mood for answering a questionnaire 

(Malhotra et al., 2012), the survey initially started only with the filter questions at the beginning and asking 

the other socioeconomic criteria questions at the end. However, the pilot-testing revealed that a majority of the 

Chinese participants were confused that criteria questions were asked at the beginning as well as at the ending. 

Furthermore, they commented that it would be considered normal to provide personal information at the start 

of a questionnaire, especially as the survey is also anonymous. Moreover, they mentioned that asking these 

question at the beginning would also create a better flow as they can easily answer each question at the 

beginning and through that get into the mood of taking a survey. This is in line with Saunders et al. (2012), 

who argue that a questionnaire should be ordered by starting with easy questions leading to more advanced 

ones. Consequently, the classification questions were moved to the beginning of the survey. 

 

In the second part of the questionnaire, five Chinese restaurant brands Quanjude, Kungfu, Dicos, Yonghe King 

and Hai Di Lao Hot Pot are briefly introduced. These brands are chosen based on the findings of the focus 

group as well as secondary data. Within the focus group, the participants mentioned the famous Chinese Peking 

duck, spicy noodles and the hot pots multiple times as common dishes and could imagine a connection between 

each dish and a beer brand. Therefore, also fulfilling the in 3.6.3 described product-brand fit for co-brands. 

Euromonitor International’s report on consumer foodservice in China 2017 enabled the identification of the 

most known and relevant brands. Here, the brand’s market share in the form of their percentage within the 

foodservice value and the number of stores are chosen as relevant criteria as they express a higher coverage in 

China and thus increase their prominence amongst potential Chinese respondents. 

 

Dicos is ranked highest by having a market share of 3% and about 2400 outlets (Euromonitor International, 

2017). It offers western style fast-food and is known for its crispy fried chicken, while at the same time also 

offering local flavoured dishes like Teriyaki chicken and rice burgers (www.dicos.com.cn). Hai Di Lao Hot 

Pot is a restaurant chain offering mainly Sichuan style hotpots in a pleasant environment. It has a market share 

of 1,4% (Euromonitor International, 2017) and 137 restaurants in China (www.haidilao.com). Quanjude has a 

market share of 0,9% (Euromonitor International, 2017) and is operating 50 restaurants throughout China 

(www.quanjude.com.cn ). It is a restaurant chain well known for its roast duck with a long tradition going back 

to 1864. Kungfu’s cuisine covers Chinese steamed dishes with rice and meat, quickly prepared 

(www.zkungfu.cn). Kungfu is a fast-food chain operating 601 units and has a market share of 0,8% 

(Euromonitor International, 2017). Yonghe King is a Chinese fast-food chain specialised in spicy noodles. Its 

market share is 0,5% (Euromonitor International, 2017) and it is operating 300 chains within China 
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(www.yonghe.com.cn). Granted market share rates of 0,5% percent appear low in the first place. Nevertheless, 

they have to be seen in relation to big companies the like of McDonald who has a market share of 5,6 % and 

is running 2427 units (Euromonitor International, 2017). Therefore, it can be assumed, that the chosen 

companies are quite well known, especially in the 1st and 2nd tier cities where the majority of the chain's 

outlets are located. 

 

Following Yoo & Donthu’s (2001) approach of an overall brand equity scale, the respondents should have an 

opinion about and be aware of the five restaurant brands to be able to rank them against each other. Therefore, 

the respondents of the survey are further filtered by being asked to tick which of the described brands they 

have heard of before. The survey is programmed, requiring a minimum of four brands ticked in order to further 

perceive. If this condition is not met the respondents are disqualified and send to the end of the survey.  

 

In the next step, the respondents are able to rank the five brands through drag and drop according to the in 

4.4.1 introduced overall brand equity items. These items have been chosen as they enable a brief evaluation of 

the individual perceived brand equity, covering aspects of brand loyalty, perceived quality and brand 

associations. A coded algorithm captures and quantifies the respondents’ choices by assigning each brand a 

number from one to five, one if ranked highest and five if ranked lowest in each of the four rankings. It then 

creates the sum for each brand, leading to an overall ranking, which influences the second and third scenario 

description. The survey, therefore, adapts to each’s perception of the presented restaurant brands. It presents a 

low ranked brand and its description in the second scenario – a foreign beer brand collaborating with a low 

brand equity restaurant brand – and a highly ranked brand in the third scenario – a foreign beer brand 

collaborating with a high brand equity restaurant brand. 

 

The third and final part of the survey starts by introducing a fictional western brand called HOLO, which is 

going to be used throughout the final three scenarios as the brand entering the Chinese market. HOLO’s brand 

description is defined based on previously introduced theories of signalling and glocalisation. Anticipating the 

co-branding evaluation criteria country of origin (see 3.6.3) it is stated that HOLO is a German produced beer, 

as Germany is associated with good quality as well as with a long tradition in beer, along with countries like 

Belgium or the Czech Republic.  

 

The brand name HOLO is explained bas taking inspiration from the Greek word “holos” which is referring to 

something completely and connecting this to the completion and perfection of the beer’s taste. This together 

with highlighting the long tradition of the brand, is used to create strong signals for the consumer evaluation 

(see 3.4). As the brand is fictional, the respondent is situated in an information asymmetry, not knowing the 

quality of the brand.  
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The brand description as well as chosen keywords like tradition, craftsmanship, premium quality intend to 

express that this brand is positioned in a high segment with premium prices and quality. This has further 

implications on the certain brand equity dimensions like brand associations and perceived quality, as the 

consumer is going to assess the brand using an adjusted set of criteria based on the premium perception. The 

brand description ends with a logo of HOLO, which is created based on the pilot testing of the survey as 

respondents argued that a visualisation would make the further brand equity evaluation easier and more 

tangible. 

 

In the final description of the three scenarios, the respondents are first presented with a description of the 

special beer HOLO alone and subsequently together with its brand collaborations HOLO would enter the 

market with. The descriptions of HOLO alone and in each collaboration scenario are kept similar to enable the 

comparison of the data. By introducing the beer as a special beer for the celebration of the Chinese National 

Day and describing the light and refreshing flavour, which was a further finding of the focus group, the 

description intended to be adjusted to the local Chinese context. For the collaboration scenarios, the description 

text dynamically adjusts to the presented brand. The special beer is described as being created in collaboration 

with the restaurant brand, intending to enhance the flavour of their signature cuisine. Thus, following the 

evaluation criteria of perceived fit as described in 3.6.3. For instance, are the ingredients for the special 

collaboration beer between HOLO and Quanjude described as “light special chosen hops brewed with a double 

dose of orange peel, vanilla beans and honey, which enhance every flavour of the duck served at Quanjude”. 

The evaluation based on the brand equity items mentioned before finalises the questionnaire and sends the 

participants to a “thank you” page, evaluating their responses as qualified in comparison to the before described 

disqualification reasons.   

4.4.3 Process of questionnaire design 

The process of developing the survey followed an iterative process, which means that individual elements were 

tested, reviewed and then adjusted. Here the pilot testing appeared of significance importance, which included 

the review of items from the chosen population. When the draft of the questionnaire was finalised, it was 

shared with a randomised selection of those targeted. The communication took mostly place on social media. 

The feedback revealed that the overall context and the instructions were understood by the participants. 

However, the tone of voice was changed from being formal to more friendly and personal. Within the first part 

of the survey, the occupation criteria had to be adjusted to the cultural context. The response option “civil 

servant” was suggested to be added. Furthermore, as mentioned above, the overall order of sensitive grouping 

criteria was changed from the end of the survey to the beginning. Within the second part of the survey, some 

participants criticised the functionality of the ranking of the chosen restaurants brands. Unfortunately, this was 

not possible to change within the software. Nevertheless, we added a description how the ranking works best 
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to further enhance the user flow. Within the third part of the survey, a logo was added under the consideration 

of the signalling theory and the co-brand evaluation criteria, to the introduction of the fictional beer brand 

HOLO. Hence, making it more tangible for the participants. Finally, feedback in regard to translating texts into 

Mandarin was received. Which would ultimately enhance user flow, leading to a higher response rate. 

However, this recommendation was not applied due to the aforementioned arguments of lack or resources as 

well as target group specific characteristics. 

 

Despite collecting feedback from the targeted population, we reviewed the questionnaire multiple times to test 

the coded algorithms. Here every possible response option was applied to stress the reliability of the code. 

Overall, it was estimated that the planning and testing of the questionnaire would take roughly three weeks. 

However due to difficulties in the algorithms and the collected feedback this period was prolonged by two 

weeks. 

4.4.4 Sample 

In order to choose the right sample for the overall research, we follow Malhotra et al.’s (2012) defined sampling 

design process, consisting of six interrelated steps, which can be viewed in in the following figure. 

 

Figure 16: Sample process 

 

Source; Malhotra et al., 2012  

1. Define the target population 

2. Determine the sample frame 

3. Select the sample technique (s) 

4. Determine the sample size 

5. Execute the sampling process 

6. Validate the sample 
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In the first step, the target population, which is a collection, of objects or elements that possess relevant 

information to guide the research (Malhotra et al., 2012), has to be determined. A target population consists of 

elements, sampling units, the geographic extent and the period within which the research is executed in. The 

element of a population is defined as the object providing the required information (Malhotra et al., 2012), in 

our case the survey participant. A sampling unit is a unit containing the element. As our intended population 

elements are directly targetable, they are equal to the sample unit (Malhotra et al., 2012).  

Summing up, our target population consists of the following elements: male or female, Chinese, aged 18- 40, 

living in a 1st, 2nd, 3rd tier city and drinking beer. The sampling unit is each individual participant, the extent 

is the whole world, enabled by the use of an online questionnaire and the time horizon was the year 2017.  

 

The sample frame is a representation of all elements of the targeted population the sample is drawn from 

(Malhotra et al., 2012). Within the context of our research, the sample frame consists of larger email lists 

accessed through contacts to industry experts as well as social media profiles. Due to geographical constraints, 

not executing the field study directly in China, we are dependent on using both data sources to engage with a 

big enough audience in a given relatively short period. 

 

For the sampling technique, it is decided to follow non-probability sampling over probability sampling. The 

difference is that probability sampling relies on chance, by also enabling representative results (Malhotra et 

al., 2012). Non-probability sampling gives the possibility to judge, which element to pick, based on the 

technique they apply. Non-probability sampling is chosen, as the available sample frame was fragmented in 

multiple databases, as opposed to a complete list covering all cases of the chosen population (Saunders et al., 

2012). Thus, an element allocation by chance is not possible. Additionally, creating representative results for 

a population of 1,38 billion (Economist Intelligence Unit, 2017) would have required resources not available 

for the chosen research time horizon. Following the chosen deductive research approach, the intention is to 

test, if the chosen theory applies to the selected scenario. A foreign brand is entering the emerging market 

China. 

 

Non-probability sampling can be executed in different matters. We decide to apply a combination of judgment 

with aspects of snowball sampling. Using judgment sampling, it is possible to select elements, which appear 

of high relevance for being representative of the population (Malhotra et al., 2012). Granted, this technique is 

subjective as it relies on our judgment and does not allow a direct generalisation over a specific population 

(Malhotra et al., 2012). Nevertheless, the information provided in social media profiles further enabled 

promising decision making. For instance, it was possible to identify gender, occupation and origin when 

analysing Facebook profiles. The information standard in the referred email list was not of the same standard. 

Consequently, a quota sampling, which first defines quotas or control categories and based on that determines 
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the sample (Malhotra et al., 2012), is not possible. The snowball sampling technique first selects a group of 

relevant participants and then asks them to refer other participants belonging to the same targeted audience 

(Malhotra et al., 2012). Even though this technique is most often used, when targeting elements with certain 

rare characteristics, the referral aspect appeared appropriate to approach other Chinese individuals, who are 

part of a user's social network with the defined characteristics. 

 

In contrast to probability or the quota technique of non-probability sampling, the other forms of non-probability 

do not have strict rules in regard to the sample size (Saunders et al., 2012). Thus, a logical relationship between 

the purpose of the study and the chosen sample selection techniques guide the decision for sample size 

(Saunders et al., 2012). Malhotra et al. (2012) provide eight relevant factors to consider when choosing a 

sample size. Here, the nature of our research, as well as the sample size used in comparable studies, guides the 

sample size selection. As we take a descripto-explanatory approach within the quantitative part of the research, 

the selection of a larger sample size is suggested. Reviewing previous works of authors within the field of 

research (Lee et al., 2006; Washburn & Plank, 2002; Yoo & Donthu, 2001) a sample size ranging between 200 

– 600 elements is identified. Consequently, leading to the intention to reach the lower end of this range with a 

sample size of 200 elements due to resource and geographical constraints. 

 

While executing the sampling process, the sample was validated through the screening of chosen participants. 

This was especially done in the above-described pilot testing phase where the given demographics and 

socioeconomic criteria are compared to the chosen criteria of the population (Malhotra et al., 2012).    

4.4.5 Approach to quantitative analysis 

To analyse the quantitative data, the responses to the questionnaire were downloaded from Sawtooth’s hosting 

server. We decided only to download the responses of the fully completed survey. As all question were a 

mandatory answer in order to complete the survey successfully, a validation of incomplete information was 

not required. Furthermore, as the answers were already coded during the design of the survey, by assigning 

numerical values to each response possibility (Saunders et al., 2012). Consequently, the data was directly ready 

for assessment. The statistical software XLSTAT-Premium, which is a data analysis add-in for Microsoft Excel 

and comparable to SPSS, was applied to run quantifiable analysis. All calculations were therefore executed in 

the Excel interface, taken from the raw data provided by Sawtooth. 

 

In order to make decisions about relationships between variables and significant differences between 

observations, it is possible to choose between parametric, which comprises of the t-test as well as ANOVA, 

and nonparametric test, which comprises of approaches the likes of the Mann-Whitney test. These are mainly 

differentiated by the normality distribution of the sample they assume and the scale of measurement provided 
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(Saunders et al., 2012). By definition, parametric tests require a normal distribution and numerical data, 

inclusive of ratio and interval data (Saunders et al., 2012). Reflecting on the chosen Likert-style scale of this 

research, there has been an inconclusive debate about whether it is possible to run parametric analysis on it or 

not, due to the inconsistency of treating the responses as ordinal or interval data.  

One stream of researchers argues that differences in response in Likert-style scales cannot be presumed as 

equal, which makes them ordinal and not an interval, in turn making it impossible to calculate the meaning of 

a sample (Jamieson, 2004). On the contrary, other researchers argue that the parametric testing can be applied 

to the Likert-style scales and non-normal distributed data sets, due to the robustness of the approaches 

(Norman, 2010). 

 

It here has to be mentioned that the application of the Jarque–Bera test for normal distribution revealed that 

some of the variables were not normally distributed. Nevertheless, we decided to apply parametric tests, 

following leading authors in this field of research like Yoo, Donthu & Washburn, who also calculated the 

meaning of Likert-style scale data. This approach is in accordance to the robustness of chosen paramedic 

testing towards non-normal distribution which is going to be mentioned separately, in relation to each approach 

below. 

4.4.5.1 T-test 

Within the analysis of the by the questionnaire provided quantitative data, a t-test which was applied to identify 

a statistically significant difference in the participants` responses to the three final co-branding scenarios. Thus, 

enabling the acceptance or decline of the developed hypotheses.  

A paired t-test was chosen over an independent group t-test, as the data was not collected from two independent 

samples (Saunders et al., 2012). A paired t-test investigates the same item under different circumstances 

(Saunders et al., 2012), which can be seen in the variation of the dependent variables choice between 

collaboration or not, as well as the level of brand equity, which was represented in the three final co-branding 

scenarios. Here the paired t-test compares the meaning of one observation with the other one to assess the 

existence of a statistically significant difference in response (Field, 2013).  

 

Applying a paired t-test comes along with the definition of a null hypothesis H0 and an alternative hypothesis 

Ha. The acceptance and rejection of the hypothesis is based on the chosen significance level (Saunders et al., 

2012), which has been set to 0,05 (5%) in this current research. The P-value finally determines the acceptance 

or rejection of the hypothesis. If it is below the chosen significance level, the H0 is rejected which leads to the 

acceptance of Ha (Field, 2013), concluding in a significant difference in the two observations. As the t-test is 

a paramedic test, it follows the assumption of normal distribution. According to Saunders et al. (2012), this 

can, however, be overseen without too many significant implications. 
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4.4.5.2 ANOVA 

In addition to the paired t-test, we decided to apply an ANOVA (analysis of variance), in order to identify 

groups in the data set which respond differently to the questions. Therefore, this method was applied to 

differentiate collected criteria variables in relation to the developed hypotheses.  

An ANOVA indicates the significant difference between groups by comparing their means (Field, 2013). To 

keep it simple, a one-way ANOVA was chosen which has one independent variable over a factorial ANOVA, 

which has two or more independent variables (Field, 2013). The acceptance of the significant difference is as 

with the paired t-test dependent on the chosen significance level of 0,05 within this research. Consequently, 

Pr, which represents the probability to score an F value at least the same size, under the condition that there 

are no identifiable differences between the population’s means, indicate if there is a significant effect or not. 

In the case of a high F value (Saunders et al., 2012) and Pr being smaller than the chosen significance level of 

0,05, it can be concluded that the different groups respond significantly differently to the questions (Field, 

2013).  

 

While the F-ratio and its probability indicate the difference between multiple groups, it lacks the ability to 

identify where this difference is (Field, 2013). Therefore, we also applied post hoc tests, which pinpoint the 

origin in difference, by comparing all groups, compared to planned comparisons which focus on specific 

groups. The choice for post hoc tests over planned comparisons is based on the argumentation that no specific 

hypothesis was defined in relation to the different groups, before the execution of the study (Field, 2013). Thus, 

a comparison of all groups is needed to identify the differences. Here the Tukey test is applied as the chosen 

method of multiple comparisons, as it is a commonly used method recommended by Fields (2013) and despite 

two comparisons, delivered the same results as other methods the like of the REGWQ test. 

 

One assumption of an ANOVA is that, the groups which are getting compared should be of similar size. 

However, this is easily overcome by software the likes of SPSS, which then assess a weighted mean (Field, 

2013). Another assumption is that each data value is independent (Saunders et al., 2012). Additionally, being 

a parametric test, the ANOVA also follows the assumption of normal distribution. However similar to the t-

test multiple authors argue, that this assumption can be violated (Field, 2013; Saunders et al., 2012) under the 

condition that each group has a minimum of 30 cases in it. This furthermore limits the use of a factorial 

ANOVA as this would lead to smaller groups than 30 in the given sample. 
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5. Analysis  

The following section presents the main findings from the quantitative part of the current study. The findings 

of the qualitative research were already introduced in 4.3.3, as the results were relevant to the design of the 

online questionnaire. 

  

The primary purpose of the quantitative analysis is to find out if co-branding is relevant when entering a new 

market, namely the China. Therefore, this chapter is going to begin, by describing the data collection and 

analysis process of the quantitative part. It is then going to assess the reliability of the data and present the data 

set using descriptive statistics. This is followed by the application of inferential statistics, namely a paired t-

test to test the developed hypotheses, evaluating co-branding from a general perspective. Furthermore, an 

ANOVA is applied to present a more detailed analysis of the collected data set, enabling a more target group 

specified evaluation of co-branding. Overall, the inferential analysis is going to follow the three developed 

scenarios as well as the developed hypotheses. 

  

It here has to be highlighted that even though the sample is well spread and inferential statistics enable the 

possibility of proving significant statistical differences. The conclusions of this research are only applicable 

for the given data set and cannot be generalised in regard to the overall population due to a chosen non-

probability sample technique. 

  

For the reasons of simplification, we will in the rest of this study refer to the three final co-branding scenarios 

by the code word of “Alone scenario” for the evaluation case, in which a company is entering the Chinese 

market by itself, “Low-Equity scenario” for the evaluation case, in which a company is entering the Chinese 

market by collaborating with a low brand-equity brand and “High-Equity scenario” for the evaluation case, in 

which a company is entering the Chinese market by collaborating with a high brand-equity brand. 

5.1 Process of data collection and analysis 

On the 13th of July, the questionnaire was spread through social media, namely relevant Facebook groups and 

direct messaging of chosen participants. Additionally, it was forwarded to email list of industry experts which 

had been identified during the Asia days event hosted by CBS. Reminders to complete the survey were sent 

after one and after two weeks, post publication. The survey was online for close to one month until the 10th of 

August. The total number of people who started the questionnaire was 465. However, due to filter questions 

described in 4.4.2, 213 respondents were disqualified. Another 61 participants started the survey but did not 

finish it, making the responses invalid. Overall the questionnaire provided 191 responses which were 

considered valid and used for the further analysis. 



75 
 

5.2 Reliability of the data 

While we already argued for the reliability of this research in the design of the questionnaire in 4.4.1, by using 

items and adapting questions from one already executed and tests from other studies, an additional test for 

internal reliability of the collected data was applied to assess the internal consistency of responses among the 

items of the questionnaire.  

Saunders et al. (2012) suggest that Cronbach’s alpha is the most frequently used method to determine internal 

reliability statistically. Cronbach’s alpha measures the consistency of responses to all scale items together 

which are used to measure a concept (Saunders et al., 2012), namely in our case brand equity within the three 

defined scenarios. It is a coefficient with a value between 0 to 1, whereas a value from a minimum of 0,7 

indicates that the questions combined measure the same thing (Saunders et al., 2012) and are therefore reliable. 

The following table gives an overview of the brand equity construct across the three scenarios. 

 

Table 4: Overview of Cronbach's alpha 

Scenario Cronbach’s alpha   

Brand equity: Alone scenario 0,806   

Brand equity: Low-Equity scenario 0,797   

Brand equity: High-Equity scenario 0,917   

Source: Primary data    

 

The brand equity concept was measured by item 1-7, which will be presented at a later point in detail. The 

eighth item was used to measure the likelihood to purchase a product and was therefore not included in the 

internal reliability analysis. It can be concluded that the alpha values are all allocated between 0,8 - 0,9. Thus 

indicating internal consistency, which leads to reliable results when taking these items as measures of brand 

equity. 

5.3 Data critics 

Before starting the analysis, it has to be acknowledged that the research was not executed in a labour setting. 

Therefore, there are also other factors which influence the final evaluation of the scenarios and thus the findings 

of this research. For example, the participants could have had both positive and negative prior experiences 

with the five presented Chinese restaurants brands, which would lead to an over or under evaluation of the 

Low and High-Equity scenario. 

 

Other personal characteristics like the extreme loyalty towards one specific brand, bad experiences with 

alcohol, food allergies and many more reasons can also distort the results. In spite of various user 
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characteristics, the chosen collaboration brands can have a significant influence. Here the in 3.6.4 described 

concept of fit plays a significant role in the evaluation of co-brands. While the product fit was ensured by 

combining complementary products, which was also supported by the findings of the qualitative research. The 

brand fit was influenced by choosing a fictional collaboration brand in the form of HOLO, where the 

associations were able to be determined through the signalling theory. Notwithstanding, can the fit be perceived 

differently by each participant and could be different when choosing other possible restaurant collaborations 

brands. 

 

Overall it was intended to create equally fitting scenarios by keeping the descriptive text similar, the chosen 

signals the same and generally choosing brands which are all active in the same industry sector. Furthermore, 

other influential factors were reduced, by already filtering participants out, whose opinion might strongly differ 

as they are not from the same cultural background, are not aware of the presented brands and, or do not 

consume beer. Nevertheless, these considerations still have to be taken in mind when reading the following 

analysis and discussion. 

5.4 Descriptive statistics 

The section below will give a brief overview of the most relevant characteristics of the collected data set and 

our indications. All descriptive characteristics of the data set can be seen in appendix 8. Descriptive statistics 

enable us to simplify large amounts of information through the use of graphical illustrations and relevant 

summaries (Saunders et al., 2012). Regarding general demographic characteristics, the gender split of the 

participants appears to be balanced with 56% percent female and 44% percent, male participants. 

 

Figure 17: Age distribution    Figure 18: Location distribution 

Source: Primary data 
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Considering the above shown figures, it can be concluded that majority of the respondents with 70,7% is from 

a first or second tier city, whereas the split between those is balanced as well, each accounting for about 35% 

of all respondents. Additionally, 34 participants are originally from Hong Kong, making up 17,8% of the 

respondents. This means that the respondents fit the sample criteria of this study, by coming from a urbanised 

area. In regard to age, the chosen categories appear equally spread until the age of 33. Overall is 89,1% of the 

respondents between 21-33 years, creating a good picture of the population between 18 to 33 and indicating 

that the responses come from the younger generation of China, making them free of possible generation biases 

noted in the focus group in 4.3.3. Based on the data it can also be assumed that it is more difficult to reach the 

older generation through the chosen communication channels. Furthermore, these numbers are in line with the 

chosen sample outlined in 4.4. 

 

Figure 19: Income distribution 

 
Source: Primary data 

 

The different standards in income are well spread, containing every class of China. The relatively high number 

of participants with an income higher than 20.000 RMB per month, making up 18,9% of all respondents, can 

be related to two reasons. On the one hand, it can be due to the international students, contacted through 

relevant Facebook groups, who study in Europe. Hence, a wealthy family background can be assumed. On the 

other hand, it can be due to the respondents having a management position. 

 

In regard to the occupation of the respondents, a majority is still students, making up 56,5%. The other half is 

distributed to working people in an entry position (20,4%), in a management position (12,6%) and self-
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employed (7,9%). Furthermore, the absolute majority of the respondents with 94,2% does possess a university 

degree. This is in line with the data related to the occupation of the respondents and creates a well-fitting 

picture of the population. 

 

It can be concluded that demographic characteristics of the questionnaire are in line with the indented sample. 

It represents a fair distribution of age, gender, profession and income. Moreover, the characteristics are similar 

to the ones of the people who participated in the focus group. 

5.5 Inferential statistics 

Compared to descriptive statistics, inferential statistics go one step beyond describing the given data set alone, 

by enabling conclusions beyond the given data (Saunders et al., 2012). A mean is an average value, which is 

calculated by taking the sum of all values for one case and dividing it by its total number of cases (Saunders 

et al., 2012). Reflecting on the in 3.2.2 described approach of measuring brand equity, an assessment of the 

mean of each brand equity dimension as well as the actual raw score of the respondents can be used to give 

indications towards a higher or lower brand equity. This in turn signals, if a co-branding arrangement leads to 

positive effect or not. In other words, it will enable us to conclude about the developed hypotheses and therefore 

at a later point allow the answer the formulated research question. 

 

As the eight items used in the three final co-branding scenarios were all phrased positively and the chosen 

Likert-style scale was ranging from low numbers, associated to disagreement, to high numbers, related to the 

agreement. It can be concluded, that a high overall rating, in the form of a mean or the sum of the raw data, is 

related to an agreement with the positive items and therefore also to a higher brand equity. If one of the items 

had been phrased negatively, its Likert-style scale response would have been to be added inverse to the overall 

score (Malhotra, Birks, & Wills, 2012). Comparing the responses and the mean of the item good taste, “The 

likelihood that the above-described brand/ co-brand would be of good taste is very high”, between the Alone 

scenario and the High-Equity scenario, will further illustrate the above-described thought process. While the 

mean of the Alone scenario is 4,4, it is 4,92 in the High-Equity scenario. This indicates that on average the 

participants more often agreed to the statement in the high-equity scenario over the alone scenario. Which is 

further supported when considering the distribution of responses below. 
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    Figure 20: Overview responses of item 6, good taste 

 
     Source: primary data 

 

While in both scenarios around a third of the respondents slightly agreed, aggregated 38,7% in the High-Equity 

scenario vs aggregated 16,5% in the Alone scenario agreed or strongly agreed with the statement. It can, 

therefore, be concluded that more participants associate a good taste in the High-Equity scenario over the 

Alone scenario. The item good taste is part of the brand equity dimension perceived quality. It can be concluded 

that in this example the co-branding scenario leads to a higher perceived quality, which overall leads to a higher 

brand equity. 

  

To sum up, the following analysis is, therefore, going to use the differences in means as an indication of the 

evaluation of one scenario is better than the one of the other. The following table is going to give an overview 

which items are used to determine the chosen brand equity dimensions as well as the likelihood to purchase, 

together with their calculated mean for each of the three scenarios. We are going to refer to this overview again 

at certain parts of the analysis. 
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Table 5: Overview of items with means 

   Alone Low-Equity High-Equity 

Brand Association Item 1: Associate with food 4,557 4,443 4,892 

Brand Association Item 2: Some characteristics 3,727 4,845 5,057 

Brand Loyalty Item 3:  Recommend 3,954 3,196 4,526 

Brand Loyalty Item 4: First choice 3,701 2,742 4,778 

Perceived Quality Item 5: Quality high 4,825 2,696 4,959 

Perceived Quality Item 6: Good taste 4,402 2,536 4,918 

Perceived Quality Item 7: Reliable & trustworthy 4,629 4,314 5,289 

Purchase Item 8: Purchasing 4,067 2,861 4,835 

Source: Primary data 

 

5.5.1 T-test 

The T-test will enable the acceptance or rejection of the defined hypotheses. Thus, allowing an evaluation of 

co-branding from a general perspective, based on the given data.  

5.5.1.1 General acceptance 

The first step within the commenced analysis was to investigate the general acceptance of the presented brand 

or co-brand, entering the Chinese market. Here the first hypothesis favourability was differentiated in three 

parts to investigate if co-branding increases the general acceptance as well as if the level of brand equity 

influences the evaluation. Additionally, the first hypothesis was used to determine co-branding influences on 

the third stage of the BDP, evaluation of alternatives. 

To assess the acceptance, the theoretical framework of brand equity was applied covering the dimensions brand 

loyalty, perceived quality and brand associations. Therefore, the mean of item 1-7 of each respondent was 

calculated, thus enabling an overall valuation of the in each scenario presented brand/ co-brand from a 

customer perspective. A grouped t-test was used to identify a statistically significant difference between the 

compared samples. As the developed H1 hypotheses (H1 A, B, C) imply that there is a difference in response 

between the defined scenarios, the for the t-test developed H0 hypothesis states that there is no significant 

difference in response. As this is the case for all generated hypotheses throughout this research, it will not 

further be written out. The different hypotheses are going to be analysed separately in the following. 
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H1-A: A foreign brand is perceived as more favourable when it is co-branded with a Chinese low- equity 

brand, as compared to entering the market by itself. 

 

Table 6: General acceptance H1-A 

Scenario Observations Minimum Maximum Mean Std. deviation 

Alone 191 1,857 5,429 4,276 0,868 

Low-Equity 191 1,571 5,286 3,547 1,010 

t-test for two paired samples:   

Difference 0,728 DF 190   

t (Observed value) 10,982 p-value (Two-tailed) < 0,0001   

|t| (Critical value) 1,973 alpha 0,05   

Source: Primary data 

 

The paired t-test revealed that there is a significant difference with t=10,98 and p < 0,05 between the two 

scenarios. Furthermore, table 6 shows that the mean of the Alone scenario was higher than the one of Low-

Equity scenario. Hence, a positive relationship between collaborating with a low equity brand and the overall 

evaluation cannot be concluded, due to the presented means and the significance of the difference in the 

observed scenarios. Consequently, hypothesis H1-A can be rejected. 

 

H1-B: A foreign brand is perceived more favourable when it is co-branded with a Chinese high-equity brand, 

as compared to entering the market by itself. 

 

Table 7: General acceptance H1-B 

Scenario Observations Minimum Maximum Mean Std. deviation 

High-Equity 191 1,000 6,714 4,947 1,313 

Alone 191 1,857 5,429 4,276 0,868 

t-test for two paired samples:   

Difference 0,671 DF 190   

t (Observed value) 8,006 p-value (Two-tailed) < 0,0001   

|t| (Critical value) 1,973 alpha 0,05   

Source: Primary data 

 

Within the second analysis, the paired t-test revealed that there is a significant difference with t=8 and p < 0,05 

between the two scenarios. Additionally, table 7 demonstrates that the mean of the Alone scenario is lower 
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than the one of High-Equity scenario. Therefore, a positive relationship between collaborating with a high 

equity brand and the overall evaluation can be concluded. Consequently, hypothesis H1-B can be accepted. 

  

H1-C: A foreign brand is perceived as more favourable when it is co-branded with a Chinese high-equity 

brand, as compared to co-branding with a Chinese low- equity local brand. 

 

Table 8: General acceptance H1-C 

Scenario Observations Minimum Maximum Mean Std. deviation 

High Equity 191 1,000 6,714 4,947 1,313 

Low Equity 191 1,571 5,286 3,547 1,010 

t-test for two paired samples:   

Difference 1,399 DF 190   

t (Observed value) 15,420 p-value (Two-tailed) < 0,0001   

|t| (Critical value) 1,973 alpha 0,05   

Source: Primary data 

 

In the third analysis, the paired t-test demonstrated that there is a significant difference with t=15,42 and p < 

0,05 between the two scenarios. Also, table 8 reveals that the mean of the High-Equity scenario is higher than 

the one of Low-Equity scenario. Thus, it can be concluded, that the level of brand equity influences the overall 

evaluation, which leads to the acceptance of hypothesis H1-C. 

  

Overall, reflecting on the results of hypothesis 1, it can be concluded, that a foreign brand is perceived more 

favourably when it collaborates with a brand of high equity when entering the market. However, this is not the 

case when collaborating with a brand of low equity. Thus, brand equity plays a significant influence in the 

overall evaluation.  

 

While hypothesis H1-A, H1-B, H1-C only considered the overall brand equity evaluation, the following part 

will take a more detailed look on the assessment of each measured dimension of brand equity across the three 

scenarios, to point out differences and patterns. The table below presents the relevant measures in a summarised 

way.  
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Table 9: Overview of means in relation to brand equity dimensions 

  Alone Low-Equity High-Equity 

Brand Association 4,160 4,670 5,005 

Brand Loyalty 3,840 2,969 4,678 

Perceived Quality 4,644 3,185 5,087 

Brand Equity Overall 4,276 3,547 4,947 

Source: Primary data 

 

Taking a further in depth look at each dimension of brand equity indicates that the High-Equity scenario 

outperforms all others in each dimension. Despite the dimensional brand association, the Low-Equity scenario 

always scores the lowest mean. This observation can be explained by considering the mean of item 2 in table 

8. It shows that when comparing established associations between the Low-Equity scenario has a higher mean 

with a value of 4,84 compared to the Alone scenario, which has a mean of 3,72. Thus, the low equity 

collaboration brand contributes associated characteristics to the co-branding arrangement, as participants have 

agreed to it with a quite high mean. Nevertheless, these characteristics appear to not positively contribute to 

the evaluation, as the mean of item 3-6 in the Low-equity scenario, which covers the brand equity dimensions 

of brand loyalty and perceived quality, appear very low compared to the Alone scenario. 

Additionally, the difference in the mean of item 7 from table 8 is worthwhile to mention as it is evaluated 

contrarily to item 5 and 6 which are all together making out the dimension perceived quality. The comparison 

of the overall dimension perceived quality, between the Low-Equity scenario with an overall mean of 3,19 and 

the Alone scenario with an overall mean of 4,64 indicates a much lower evaluation in the Low-Equity scenario. 

However, considering item 7 by itself shows that in regard to reliability and trustworthiness, both scenarios 

are evaluated similarly with a mean of 4,31 in the Low-Equity and 4,63 in the Alone scenario. It can, therefore, 

be assumed that the participants credit the Low-Equity scenario reliability and trustworthiness due to the 

involvement of an established brand. 

5.5.1.2 Likelihood to purchase and communicate 

While the first hypothesis drew an overall approach to brand equity, the second and third hypotheses analyse 

the specific items to give further indications to the in 3.3.2 introduced concept of the buyer decision process. 

This analysis is going to be presented briefly as it follows the same process of 5.5.1.1. To answer the second 

hypothesis, which covers the likelihood to purchase the presented co-branding, item 8 of the questionnaire is 

assessed. To answer the third hypothesis, the likelihood to communicate, the differences in the response of 

item 3 have been considered. This goes one step further than the second hypothesis by evaluating co-branding 

in the phase after a completed purchase. It can be seen in the form of social media or mouth-to-mouth, which 
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overall leads to a higher awareness of the brand. Therefore, is item 3, recommendations, seen equivalent to 

general communication about the product.  

 

Overall, the analysis of the second and third hypotheses follow the same split as the first analysis approach, 

dividing the hypotheses into three different parts. The following section is first going to present the hypotheses 

and an overview of the key criteria, which lead to the acceptance or decline of the hypotheses, followed by an 

interpretation of the results. For more detailed information please see appendix 9. 

  

H2-A: Co-branding of a foreign brand with a Chinese low-equity brand, leads to a higher likelihood to 

purchase the foreign brand, compared to entering the market by itself. 

H2-B: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

purchase the foreign brand, compared to entering the market by itself. 

H2-C: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

purchase a foreign brand, compared to co-branding with a Chinese low-equity local brand. 

 

H3-A: Co-branding of a foreign brand with a Chinese low-equity brand, leads to a higher likelihood to 

communicate the foreign brand, compared to entering the market by itself. 

H3-B: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

communicate the foreign brand, compared to entering the market by itself. 

H3-C: Co-branding of a foreign brand with a Chinese high-equity brand, leads to a higher likelihood to 

communicate a foreign brand, compared to co-branding with a Chinese low-equity local brand. 

 

Table 10: Overview t-test H2-A, B, C and H3-A, B, C 

Hypothesis P-Value T observed T critical Status Scenario Mean 
H2A: Purchase < 0,0001 11,085 1,973 Rejected Alone 4,084 
Low Equity > Alone         Low Equity 2,859 

H2B: Purchase < 0,0001 7,144 1,973 Accepted High Equity 4,864 
High Equity > Alone         Alone 4,084 

H2C: Purchase < 0,0001 16,965 1,973 Accepted High Equity 4,864 
High Equity > Low Equity         Low Equity 2,859 

H3A: Communicate < 0,0001 5,495 1,973 Rejected Alone 3,969 
Low Equity > Alone         Low Equity 3,199 

H3B: Communicate < 0,0001 4,368 1,973 Accepted High Equity 4,55 
High Equity > Alone         Alone 3,969 

H3C: Communicate < 0,0001 10,144 1,973 Accepted High Equity 4,55 
High Equity > Low Equity         Low Equity 3,199 

Source Primary data  
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Overall the results of hypothesis 2 and 3 follow the same structure as the first hypothesis. The High-Equity 

scenario is evaluated best, the Alone scenario second best and the Low-Equity scenario worst. In regard to the 

BDP, co-branding has a positive influence on the evaluation of alternatives (H1), purchase decision (H2) and 

the post-purchase behaviour phase (H3), which is measured by the overall assessment, the likelihood to 

purchase and communicate. However, the positive effect only appears when collaborating with a brand of high 

brand equity. A collaboration with a low brand equity brand is always evaluated lower than when entering the 

country by itself.  

 

Comparing the mean in the High-Equity scenario between the different stages of the BDP show that co-

branding is similarly useful in the evaluation of alternatives and the final purchase decision. The evaluation of 

alternatives is indicated by the overall brand equity evaluation and has a mean of 4,947. The final purchase 

decision is indicated by the likelihood to purchase and has a mean of 4,835. Only the post-purchase behaviour 

is evaluated lower, shown by the likelihood to communicate the co-branding arrangement with a mean of 

4,526. Consequently, it can be concluded that co-branding can be beneficial for a brand entering a new market 

and multiple stages of the buyer decision process. Furthermore, when deciding to pursue a co-branding 

arrangement the level of brand equity plays a significant role overall when executing co-branding as well as in 

in each stage of the BDP model. 

5.5.2 ANOVA 

In order to get a better understanding of the so far presented results, the following section is going to showcase 

the results of the ANOVA test. ANOVA is applied to identify different groups of respondents within the data 

set. Overall three demographic variables, namely gender, age and income, were tested. Hence, enabling a more 

specific target group oriented evaluation of co-branding. 

5.5.2.1 Income 

We started out by analysing the income, as this can be seen as a crucial determinant within a purchase decision. 

Following the assumption of ANOVA, to have groups with a minimum of 30 cases, the respondents were 

regrouped from the original 11 different income groups to 3 income groups. To overcome biases of regrouping 

the data, pre-defined income categorisations from a McKinsey analysis of Chinese shoppers were applied.  

Overall 70 participants were categorised as 1 - “Value consumers”, which are associated with a yearly income 

of 37.000 – 106.000 RMB, 73 were classified as 2 - “Mainstream consumers”, which are associated with an 

annual income of 106.00 – 229.000 RMB and 48 as 3 - “Affluent consumers”, which are related to an income 

of above 229.000 RMB (Atsmon et al., 2012). It here has to be mentioned that the 20 respondents of the 

original income category 1 which is equivalent to less than 24.000 RMB were added to Value Consumers. In 

order to create balanced groups, the 30 respondents of the income category 5, which is equivalent to a yearly 
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income of 96.000 – 120.000 RMB and therefore positioned between the Value and Mainstream consumer, 

were added to the Mainstream consumer group. 

  

The summarised results of the ANOVA can be seen in the table below. For more detailed information, please 

see appendix 10.1. 

 

Table 11: Overview of ANOVA results     

Row Scenario F Pr > F 

Ad-Hoc - 

Sig 

Mean 

Value 

Mean 

Mainstream 

Mean 

Affluent 

1 BE Overall Alone 5,758 0,004 1vs3, 2vs3 4,308 4,468 3,938 

2 BE Overall Low 18,898 < 0,0001 1vs3, 2vs3 3,829 3,744 2,839 

3 BE Overall High 4,162 0,017 2vs1 4,663 5,276 4,860 

4 Purchase Alone 0,728 0,484 No 4,205 4,071 3,917 

5 Purchase Low 9,317 0,000 1vs3, 2vs3 3,243 2,904 2,229 

6 Purchase High 4,131 0,018 2vs1 4,571 5,205 4,771 

7 Communicate Alone 2,417 0,092 No 3,857 4,260 3,688 

8 Communicate Low 19,577 < 0,0001 1vs3, 2vs3 3,786 3,438 1,979 

9 Communicate High 6,152 0,003 2vs3, 2vs1 4,314 5,055 4,125 

Source: Primary data     

 

The table shows that the F-value and Pr indicate significant differences between the groups evaluating the 

scenario. As mentioned in 4.4.5.2, a PR lower than 0,05 shows a significant difference. The applied ad-hoc 

test then identifies between which respondent groups these differences occur. For example, the third column 

Ad-Hoc – Sig indicates that there is a significant difference in the overall evaluation of the Alone scenario 

(first row) between 1 vs 3, which means the Value vs Mainstream consumers and 2 vs 3, referring to the 

Mainstream vs the Affluent consumers. The columns Mean Value, Mainstream and Affluent represent the 

means of each income group accordingly to the questions in each scenario. 

  

Overall it can be observed that on the chosen significance level of 0,05 group 3, which represents the Affluent 

consumers, often evaluates significant differently. This can especially be observed in the Low-Equity 

scenarios, indicated by a significant difference of 1vs3 and 2vs3, which means that group 3 evaluates 

differently than 1 and 2. Consequently, group 1 and 2 evaluate in a similar matter as there is no significant 

difference. Comparing the mean between the three income groups in the Low-Equity scenarios shows that 

Value and Mainstream consumers often evaluate the scenarios in the same manner. However, Affluent 

consumers score significantly lower, which can be seen as a trend of disagreement towards positively phrased 
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questions. Therefore, it can be assumed that a higher income comes along with a lower evaluation of the low 

brand equity collaboration. Considering the overall assessment of the three scenarios (row 1-3), Affluent 

consumers evaluate additionally to the Low-Equity also the Alone scenario significantly lower (row 2). 

However not the High-Equity scenario (row 3). 

 

Moreover, it can be observed that the second group Mainstream consumers have the highest mean in the High-

Equity scenarios. This is also significantly different to the Value consumers (2vs1) when considering the 

purchase intention in row 6 and the overall evaluation in row 3, as well as significantly different to the Value 

and Affluent (2vs3, 2vs1) when considering the likelihood to communicate in row 9. Hence, it can be assumed 

that a co-branding arrangement with a high-equity brand is most fitting when targeting consumers with an 

income between 106.000 – 229.000 RMB. 

5.5.2.2 Gender 

We additionally executed an ANOVA, investigating if there are significant differences in responses based on 

the gender of the respondents. Regrouping was in this case not needed as the data had a balanced split with 84 

male participants having the code 1 and 107 female participants having the code 2. Thus, also confirming the 

assumption requirements of ANOVA, to have groups with a minimum of 30 cases. The summarised results of 

the ANOVA can be seen in the table below. For more detailed information, please see appendix 10.2. 

 

Table 12: Overview of ANOVA results - gender     

Row Scenario F Pr > F Ad-Hoc - Sig 

Mean 

male 

Mean 

female 

1 BE Overall Alone 0,776	 0,380	 No 4,338	 4,227	

2 BE Overall Low 2,967	 0,087	 No 3,689	 3,437	

3 BE Overall High 5,580 0,019 Yes 5,197	 4,750	

4 Purchase Alone 0,823	 0,366	 No 3,988	 4,159	

5 Purchase Low 4,477	 0,036	 Yes 3,083	 2,682	

6 Purchase High 7,626 0,006 Yes 5,167	 4,626	

7 Communicate Alone 2,511	 0,115	 No 3,774	 4,121	

8 Communicate Low 4,547	 0,034	 Yes 3,500	 2,963	

9 Communicate High 0,767	 0,382	 No 4,667	 4,458	

Source: Primary data    
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In comparison to the income, which showed many significant differences between the responses of different 

groups, the gender appears to play not such a great role. The data shows that on the chosen significance level 

of 0,05, participants answered differently in the overall evaluation of the High-Equity scenario (row 3), in the 

likelihood to purchase of the Low (row 5) and High-Equity scenarios (row 6) as well as in the likelihood to 

communicate of the Low-Equity scenario (row 8). These differences do not follow an observed trend. It can 

only be observed that within these significant differences male respondents always have a higher mean than 

female respondents. This is in line with the rest of the cases, despite the likelihood to communicate of the 

Alone scenario (row 7), in which the female respondents score higher with a mean of 4,121 compared to the 

male respondents with a score of 3,774. 

5.5.2.3 Age 

A third ANOVA test was applied to assess if there are differences in responses based on the age of the 

respondents. The predefined age groups were only partly similar balanced by size and confirmed the 

requirement of a minimum number of 30 participants. Consequently, we decided not to consider the age group 

18-20 which consisted of 16 participants, 34-36 with 2 participants, 37-39 with 3 participants and 40+ with no 

participants. Thus, reducing the total observations from 191 to 170. A regrouping was not considered as it 

would have created groups with different age ranges and of significantly different sizes. The summarised 

results of the ANOVA can be seen in the table below. For more detailed information, please see appendix 10.3. 

 

Table 13: Overview of ANOVA results - age      

Row Scenario F Pr > F Ad-Hoc - Sig 

Mean 

21-23 

Mean 

24-27 

Mean 

28-30 

Mean 

31-33 

1 BE Overall Alone 3,609 0,015 5vs2, 5vs4 4,419 4,074 4,412 3,892 

2 BE Overall Low 13,742 < 0,0001 2vs3, 2vs4, 2vs5 4,163 3,346 3,350 2,922 

3 BE Overall High 10,303 < 0,0001 5vs2, 5vs3, 5vs4 5,312 4,904 5,031 3,797 

4 Purchase Alone 5,945 0,001 4vs2, 4vs3, 4vs5 3,837 3,885 4,762 3,697 

5 Purchase Low 1,390 0,248 No 3,000 2,538 2,857 2,576 

6 Purchase High 16,108 < 0,0001 

5vs2, 5vs3, 5vs4, 

2vs4, 4vs3 5,488 4,577 5,167 3,606 

7 Communicate Alone 4,752 0,003 5vs2, 5vs4 4,163 3,904 4,333 3,152 

8 Communicate Low 7,460 0,000 2vs3, 2vs4, 2vs5 3,977 2,577 3,000 2,667 

9 Communicate High 12,577 < 0,0001 

5vs2, 5vs3, 5vs4, 

2vs4 5,209 4,750 4,214 3,152 

Source: Primary data      
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Overall the results of the ANOVA test for the variable age show remarkable trends. It can be observed that 

especially age group 5, which accounts for people between 31-33 and the age group 2, which accounts for 

people between 21-23 evaluate the questions in the given scenarios significantly different than the rest of the 

participants. ¨ 

 

The different evaluation of group 5 can be observed in contrast 5vs2, 5vs3, 5vs4, appearing in row 3, 6 and 9 

as well as partly in row 1 and 7, which indicates that all age groups respond in the same matter while the 5th 

age group responds differently. The difference in evaluation of group 2 can be witnessed in contrast the like 

of 2vs3, 2vs4, 2vs5, appearing mainly in row 2 and 8.  

 

It stands out that the age group 5 always evaluates significantly different in the High-Equity scenario with a 

low mean in comparison to the other age groups. This observation is also partly the case when the contrast 

only appears partly in the Alone scenario, row 1 and 7. Generally, it can be seen that the 5th age group always 

has the lowest mean compared to the other age groups, which is always lower or the same in the collaboration 

scenarios (High-Equity and Low-Equity) compared to the Alone scenarios. This indicates that the 5th age 

group behaves differently to co-branding than observed in the overall evaluation of the concept. It appears 

within this age group even the collaboration with a brand of high equity does not lead to a higher evaluation 

than when entering the country by itself.  

 

The second age group which also shows multiple different responses is acting in an opposite matter. Its mean 

is always the highest out of all means and the evaluation follows the same pattern, ranking the High-Equity 

scenario first, the Alone scenario second, and the Low-Equity scenario third. However, they still rank the low 

equity scenario in regard to the overall brand equity evaluation (row 2) and likelihood to communicate (row) 

significantly higher than the other age groups. Age group 3 and 4 also show some differences in mean, which 

occasionally is also significant to some of the other age groups. Nevertheless, these differences do not occur 

in any pattern and if so, relatively infrequently. They are therefore not further analysed. 

  

Overall, as the age group, 2 and 5 represent the youngest and the oldest respondents of the data set compared 

it can be assumed that co-branding tends to achieve a higher evaluation among young consumers in comparison 

to older consumer. This is further supported by the fact that the young consumers even evaluate the Low-

Equity scenario significantly higher and that the old consumers do partly not evaluate the High-Equity scenario 

higher than the Alone scenario.  

  

To sum up the whole ad-hoc analysis, it can be concluded that there are different groups of the participants 

who evaluate the three final scenarios in a different matter. An ANOVA test was run on the characteristics 
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age, gender and income with various results. While income and age appear to play a crucial role in the 

evaluation of the co-branding scenarios, the gender only showed small differences. 

 

The main findings are that people with a high income tend to evaluate the low equity scenario the lowest. This 

is in line with the findings that young participants, which are also located in the lower income level, out of the 

43 participants who are aged between 21 to 23, only 1 is classified as an Affluent consumer, evaluated on 

average the Low-equity scenarios significantly higher than the rest of the respondents. Furthermore, appear 

Mainstream consumers to evaluate the High-Equity scenario the best. Whilst young consumers, in general, 

evaluate all collaboration scenarios higher than the rest of the age group. Older participants appear to evaluate 

co-branding scenarios lower, to the extent that they do not evaluate the High-Equity scenario higher than the 

Alone scenario, which indicates that they do not perceive an added value through the collaboration of two 

brands.  

 

We did not apply an ANOVA on further characteristics as the distribution of the respondents within the groups 

often did not allow it. In the case of location, occupation and origin the collected data was highly focused on 

one or two responses. Therefore, making regrouping and the implications of the ANOVA invalid. For example, 

108 of the respondents, are students, making them 56,5% of the whole data set. The other occupations are 

spread account for of 2,6% (civil servant), 7,85% (self-employed), 12,57% (managerial position) and 20,4% 

(entry level position). Each percentage is not big enough to be compared to the majority, students. Furthermore, 

would a combination of entry level positions with managerial positions make no sense as they bring along 

different characteristics in the form of lifestyle, income and other factors. All things considered, the 

implications retrieved from an ANOVA of location, occupation and origin could lead to invalid conclusions 

due to the insecurity of the data and are therefore not seen as beneficial to the overall outcome of this project.  

In addition to the methodological limitations we did not apply further ANOVA test as we perceived that some 

characteristics, like profession, are in relation to the already analysed income and age. Here it can be assumed 

that the participants with a managerial position also have a high income, which has been already analysed. 

Granted there might be students, with a high-income due to a wealthy family background. Nevertheless, these 

students can be assumed to be in the lower age groups and are therefore already analysed to some extent. 

6. Discussion 

The focus of this research was to assess if co-branding can be used as an entry strategy to emerging markets, 

namely China. By reviewing the co-branding literature, brand equity was identified as a mean to evaluate the 

research question, as the concept is tightly related to co-branding and enables a measurement of the impact of 

co-branding (Yoo & Donthu, 2001). Thus, three fictional scenarios were created to evaluate the differences in 
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response by simulating the market entrance of a brand by itself and in the form of a collaboration with a high 

and low brand equity brand.  

Adding the BDP model, the aim of the research was not only to assess if co-branding leads to a better evaluation 

overall, but it also tried to identify if the concept of co-branding, in contrast to entering alone is more beneficial 

in certain steps of the purchase decision process a consumer goes through. This, in turn, led to the three 

developed hypotheses of this research. 

  

The following discussion is first going to cover the general applicability of co-branding as a form of market 

entry strategy, with focus on how it affects the final consumer evaluation. At a later point, the results are going 

to be connected to the BDP model. Afterwards, the findings of the ANOVA are going to be discussed in detail, 

enabling indications towards the target group co-branding might be most applicable for. At the end of the 

discussion, it is going to be argued to which extend the findings of this study are applicable to other product 

categories and countries.  

6.1 General applicability of co-branding 

It is highlighted by Keller (2013), that co-branding enables brands to borrow brand associations from other 

brands by linking each other to them and leveraging their established brand equity. Additionally, Uggla & 

Åsberg (2010) argue that co-branding thereof enables quick access to new markets and differentiation. The 

collected data of this study support this, as the fictional scenario of a foreign brand collaborating with a high 

equity Chinese brand (High Equity scenario) was evaluated overall as well as in each dimension of brand 

equity as the highest, compared to the Alone or Low Equity scenario. Consequently, co-branding with a high 

equity brand is beneficial and should be considered when entering the Chinese market. 

 

The context of this research was to test the specific phase of entering the market, which is assumed to come 

along with little to no build up, regarding brand awareness and only limited brand associations of the entering 

brand. If a company is already actively operating for a while within the Chinese market for example in the 

form of a representative office, partnering with a brand of high equity should still be considered. However, the 

results of this research cannot fully be applied to this context as certain factors like the importance of fit are 

going to have a different level of significance. For instance, already established operations in Chinese 

territories come along with more formed associations of the brand within the mind of the consumers. Thus, 

using the associative network memory model of Keller (1993), a higher number of nodes will increase the 

complexity of the concept of brand fit. Consequently, it will play a greater role compared to the findings of 

this research, were only little and controlled associations were added to one of the collaborating brands, namely 

HOLO. 
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Due to the by Uggla & Åsberg (2010) described synergy effects, one assumption of this research was that even 

co-branding arrangements between an entering brand and a brand of low equity, would lead to an overall higher 

evaluation than when entering alone. The reasoning was the argumentation that it should enable the 

overcoming of cultural barriers (Besharat & Langan, 2014) and be perceived as a local adjusted brand, creating 

more meaningful relations with the customers (Onkvisit & Shaw, 2009). Yet, the data gathered in this study 

suggests the opposite, as the Alone scenario is despite the brand association dimension of brand equity, always 

evaluated better than the Low Equity scenario. 

 

It can be observed that co-branding in both, the Low-Equity and the High-Equity scenario, enabled an 

association transfer. The dimension brand association is evaluated in both cases higher than in comparison to 

the Alone scenario (table 8). Notwithstanding, the effect of the association transfer acts oppositely in the Low 

compared to the High Equity scenario. While the dimensions of perceived quality and loyalty in the High 

Equity scenario are scored higher compared to the Alone scenario, these dimensions are scored lower in the 

Low Equity scenario compared to the Alone scenario. Consequently, the findings of this survey contribute to 

the in 3.6.2 mentioned controversial question within the literature of co-branding, namely, if a collaboration is 

always evaluated better compared to each brand creating a product by themselves (Besharat & Langan, 2014). 

 

It is not clear to which extend the collaboration with a low equity brand creates negative spillover effects which 

stick to the entering brand, however, the study proves that it is also not beneficial for the objective of the co-

branding arrangement. Overall the findings can be connected to the argumentation of Besharat & Langan 

(2014), which state that associations attached to a brand can not only benefit but also harm a co-brand. This 

could be the case in the current study as associations are transferred, but come along with a lower evaluation 

in the Low-Equity scenario, while in the High Equity scenario they come along with a higher assessment.  

Here, it has to be acknowledged that this might be due to the chosen brands of the study. However, the choice 

of which brand is of low equity was left to the consumer and randomised which reduces the chance that it was 

one single brand which leads to these results. Another reason for the low evaluation of the Low Equity 

scenarios, which speaks against the synergy effect of co-branding, could also simply be that the transferred 

associations are neither negative nor extremely positive. Whereas a low level of brand equity negatively 

influences the overall evaluation. So far it is only proven, that a high level of equity positively influences 

customer evaluation (Simonin & Ruth, 1998), which is in line with the findings of this study as the High Equity 

scenario was evaluated significantly higher. 

 

The fact that the brand equity dimension loyalty is evaluated the lowest out of all measures is in line with the 

findings from the focus group, which suggest that loyalty to beer brands is perceived stronger among the older 

generation of China, which has not been captured by this study. The younger generation values quality and a 
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variety between brands to a much greater extent over local brand loyalty, which can be seen in the gathered 

quantitative data. This is corresponding with the changes of consumer behaviour in China that are the 

increasing tendency for self-expression and individualisation among younger and higher income classes 

(Atsmon et al., 2012; Schaffmeister, 2015), and with it the increasing rise and importance of brands. 

  

To sum up, the findings of this research provide an answer to the developed research question and extend the 

literature by proving the co-branding theory in the setting of emerging markets. It leads to the conclusion, that 

co-branding is a relevant concept for emerging markets as it offers the possibility to not only influence but 

moreover increase consumer acceptance and thus overcome domestic biases when collaborating with a local 

brand. However, when deciding for a co-branding arrangement the selection of the partner is a crucial 

determinant of the overall success. Besides outlined factors like the concept of fit, the research proves that the 

level of brand equity plays a significant role in the overall evaluation of the co-branding arrangement. Thus, 

companies have to determine which constellation is most beneficial for them. 

6.2 Co-branding in relation to the buyer decision process model 

Co-branding offers multiple possibilities to influence the BDP of a consumer. According to Aaker (1991), 

different dimensions of brand equity, namely brand awareness, brand associations and perceived quality, can 

play a significant role for low involvement goods. This is applicable to the BDP of this study, where the 

purchase of a beer is characterized by a low involvement of the customer.  

 

Here, brand awareness in the form of top-of-mind or recall of a brand can be crucial to get into the third phase 

of the BDP, namely evaluations of alternatives (Aaker, 1991). Co-branding can here influence the BDP by 

offering the possibility of increasing brand awareness by utilising the established awareness of another brand 

(Keller, 2013). Furthermore, co-branding comes along with the combination of the access to each brand's 

customers (Uggla & Åsberg, 2010), leading to a higher brand awareness. Given that Chinese consumers rely 

on word-of-mouth (Schaffmeister, 2015), it can thereof be assumed that co-branding also triggers the word-

of-mouth effect for the entering brand to build further brand awareness. In the fourth phase of the BDP, namely 

purchase decision, whereas the dimension of perceived quality plays a crucial role (Kotler et al., 2016). 

According to Rao & Ruekert (1994), the collaboration of two brands can be seen as a signal and used to 

enhance the quality perception of a brand. Thus, it can be concluded that co-branding offers the possibility to 

affect the actual purchase decision. 

 

The review of the theory about BDP leads to this study’s intention to measure different steps of the BDP, 

namely the evaluation of alternatives, purchase decision and post-purchase behaviour phase, in order to see if 

there are different implications for co-branding among them. 
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The results of the t-test support the previous argumentations of how co-branding can positively influence the 

BDP model. The High-Equity scenario was always evaluated higher than the Alone scenario as well as the 

Low-Equity scenario throughout all stages of the BDP.  

In regard to the different stages of the BDP, co-branding appeared to have a similar high influence on the 

evaluation of alternatives and the final purchase decision phase. This is expressed by a similar mean of the 

relevant items. It here has to be acknowledged that brand awareness was not measured within the context of 

this study due to created scenarios involving HOLO as a fictional brand, which cannot have any build up 

awareness. Nevertheless, associations play a relevant role by determining the brand image (Aaker, 1991). 

Together with the perceived quality of a product (Aaker, 1991), they can highly influence the impulsive 

decision of the consumer within the third and fourth phase of the BDP (Kotler et al., 2016), which are 

represented in the results of this study. Additionally, these findings are in line with comments from the focus 

group, which indicated that brand awareness of foreign beer brands in China exist but in order to create 

purchase decisions, a positive attitude is missing which could be achieved through the formation of a 

collaboration with a local brand.  

The post-purchase phase, which equals the last stage of the BDP was evaluated not as high as the other two 

phases. This can be related to the kind of purchase of beer which is characterised as a habitual or variety-

seeking behaviour (see 3.3.1), depending on the consumer's view of beer (Kotler et al., 2016). In the case of 

beer being perceived as a habitual good, it is likely that no actual evaluation of the good will be completed 

which in turn negatively affects the post purchase behaviour. Notwithstanding the post-purchase phase in the 

High-Equity scenario is still significantly better evaluated than when entering the market by itself. Thus, it can 

be concluded that some recommendations are more likely to happen when collaborating with a brand of high 

equity.  

Finally, it has to be highlighted that the collaboration with a low equity brand follows the same patterns as 

described in the overall applicability of co-branding, in the way that it is evaluated the worst in every stage of 

the BDP. Consequently, the level of brand equity should always be considered when engaging in a co-branding 

arrangement. 

Summing up, co-branding has a positive influence on the BDP, especially when it comes to the evaluation of 

alternatives and purchase decision. However, the differences are not as significant to conclude that co-branding 

should not only be considered within one specific phase of the BDP. 

6.3 Target group specific implications for co-branding 

The data yielded by this study provides strong indications that there are significant differences between the old 

and young generation of China, regarding their consumer behaviour. This is further underlined by the focus 

group and also indicates that local consumer loyalty is accompanied by the consumers of the older generation. 
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Consequently, it was of high importance to ensure that participants of the older generation would not distort 

the analysis if captured by the survey.  

Reflecting on the descriptive statistics of the gathered data in 5.4, the majority of respondents is between 21-

33 making up 89,1% of all participants. There are no respondents over 40 years old and only five between the 

age of 34-39. Thus, it can be assumed that aforementioned age group differences in consumption concerning 

brand loyalty as well as the importance of local brands, which are both perceived as higher in the older 

generation, do not have any influence on the presented results.  

 

The gathered data suggests a significant difference in the evaluation of co-branding between the older and 

younger respondents of the questionnaire. Specifically, the age group of 21-23 year olds evaluate all 

collaborations of low as well as high equity higher regarding the mean than all other age groups (table 12). 

Surprisingly, this difference in the evaluation is significant in particular in the Low-Equity scenario of the 

overall evaluation and likelihood to communicate, which is assumed to indicate the tendency to the 

consumption with local elements towards younger generations (Zhou & Belk, 2004). 

 

Controversially, the older age group, ranging from 31-33, evaluate all scenarios in general with the lowest 

mean, to the extent that the evaluation of the High-Equity scenario does not follow the in the general 

applicability of co-branding described conclusions. The older participants evaluate the Alone and the High-

Equity scenario partly with a similar mean, which implies that co-branding even with a high equity brand does 

not lead to an added value. This gap in evaluation is assumed to go along with the two aspirations that underlie 

contemporary Chinese consumer behaviour, which in turn come along with the economic transition of China 

that left its mark in Chinese consumption culture. On the one side, there is a desire for consumption with local 

elements, which is indicated by the evaluation of the younger consumer group. On the contrary, the evaluation 

of the older consumer group indicates either a tendency towards the desire for global appeal that also highlights 

contemporary Chinese consumer behaviour, or it indicates the conflict that exists between both aspirations.    

 

While the people of the older generation were already excluded from this study, it appears that these cultural 

changes even impact the population which is located in the transition phase of these two generations. Therefore, 

it can be concluded that co-branding appears to be especially useful when engaging the younger generation of 

China. This is cohesive with the findings of the focus group, which suggests that the younger generation 

appreciates quality and a variety of brands, which come along with a co-branding arrangement. 

  

Besides the differences in age, the gathered data assigns a significant role to income regarding the evaluation 

of co-branding. Affluent consumers, which represent the highest income class in China, appear to evaluate the 

Low-Equity scenario and partly the Alone scenario significantly lower. This could be due to the chosen context 
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of this research, in regard to the chosen product category in general, as well as the collaboration brands. Thus, 

it can be hypothesised that having a high income might come along with an even lower perception of a low 

equity brand due to different standards. What is of even more interest for the concept of co-branding, is that 

the Mainstream consumers evaluate the High-Equity scenarios with the highest mean, indicating that co-

branding is most fitting when targeting the middle class of China. This seems reasonable, as value consumers 

are differently oriented, focusing on basic needs (Atsmon et al., 2012). Given that the mainstream consumers 

are projected to make up the largest income group category, earning between $16,000 and $34,000 and will 

amount to an estimated 51% of the urban population in 2020 (Atsmon et al., 2012), the findings indicate that 

the mainstream consumers are not only most positively inclined towards a co-branding arrangement, but also 

bring along an attractive market with prospects for growth. 

  

Overall, it can be concluded that co-branding is beneficial to respectively a different degree, depending on a 

company's target group. It appears to be a highly useful tool when approaching the younger generation of 

China as well as its middle class. In spite, the older generation starting from their 30’s, it also adds value which 

is, however, not as high evaluated as for the above defined best fitting groups.  

6.4 Applicability to another context 

In order to determine the applicability of the presented findings to another context, it has to be pointed out that 

the presented results were gathered in the context of a collaboration of FMCG products, namely HOLO, a 

fictional beer brand as an alcoholic beverage, with restaurant brands in China. The data is based on a good 

perceived product fit, confirmed by the qualitative research of this study, as well as an intended control of the 

brand fit to the extent it was possible. Consequently, when applying the findings, the setting of this research 

has to be contemplated and when transferring them to a different context the changes which come along with 

that, have to be carefully evaluated. 

  

Overall, it can be assumed that the main findings are partly applicable to other settings in the form of other 

product categories or countries. As for instance a company with a chocolate bar which intends to enter the 

Chinese or other international markets. The question if co-branding with a local firm as a market entry strategy 

should be considered or not can be answered by the scope of this research. However, the extended implications 

of this research, which outline the target group co-branding is most appealing to, is country specific and not 

applicable to another context. 

  

The identified difference in the generations of China are relevant for other foreign brands from within the same 

or different product category entering the Chinese market. Furthermore, they give an indication that also in 

their case co-branding might be more applicable when approaching the younger generation, which values 
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branded goods and a variety of brands more than the older generation. The specific findings, that co-branding 

works best when targeting the middle class or the age group between 21-23 years, are not applicable to other 

product categories or a beer brand entering another market the likes of India. This is due to the fact that the 

cultural setting and factors which influence the purchase decision vary by country and product type. 

  

The following part will elaborate further on the applicability of the main findings, with a product category and 

country specific perspective. 

6.4.1 Product category applicability 

The findings of this research are based on a product, characterised by a low consumer involvement. In order 

to apply these results to products associated with a high consumer involvement, namely a complex or 

dissonance buying behaviour (Kotler et al., 2016), the mechanism of how co-branding has the potential to 

affect dimensions of brand equity need to be understood. Therefore, certain steps of the BDP are not going to 

be the same, which in turn influences the final evaluation. 

Increasing brand awareness through co-branding will still be relevant in order to become part of the choice of 

evaluation of alternatives (Aaker, 1991). Nonetheless, the possible increased perception of quality, triggered 

through co-branding (Rao & Ruekert, 1994), will be of less importance as customer actively research 

information and form their own opinion (Kotler et al., 2016). 

  

When applying the findings to other low involvement products, especially within the food and beverage sector, 

it can be assumed that similar results in the form of the positive evaluation when collaborating with a high 

equity brand should be achieved as a consumer goes through a comparable BDP. However, it is important to 

consider the possible bias, the perceived fit of co-branding stands for. Here, it is important to anticipate a 

consumer perspective, asking if there is perceivable added value when combining two brands (Besharat & 

Langan, 2014).  

 

Additionally, it should be highlighted that the participants of this survey were confronted with the purchase of 

alcohol, which accordingly to the findings of the focus group is mostly consumed in a social setting. Therefore, 

the evaluation of a co-branding arrangement might be different for low involvement goods, purchased and 

consumed in a different manner. The consumption theory in the form of the BDP model argues that consumers 

go through the same decision process, which should be similar to low involvement goods depending on the 

observable differences between brands (Kotler et al., 2016). Nevertheless, the gained results might be highly 

affected by the fact that alcohol is involved and the role it plays within Chinese cultures, which comes along 

with different points of view.  
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On the one side, it could be argued that due to the involvement of alcohol the purchase decision factors are 

highly affected, which limits the applicability of the findings to only other alcoholic beverages. On the other 

side, the findings of the focus group indicate that alcohol is consumed differently within the Chinese culture 

and rather represents a stimulant for pleasure. However, it is not perceived negatively in any way and therefore 

represents a normal good you can buy in supermarkets just like other products, which supports the view that 

the findings of the study can be applied to other product categories with similar characteristics regarding 

consumer involvement and the perceived differences in competitive brands. 

6.4.2 International applicability 

The focal point of this study was to investigate the applicability of co-branding as an entry strategy for EMs. 

The findings of this study account for China and can therefore not directly be applied to other countries. Even 

though China is partly characterised as an emerging country among other countries of the E7 (Chand, 2012; 

PWC, 2017). It does not imply that consumption behaviours and thus market acceptance are similar among 

these countries as well as other countries of the world. Economic similarities among advanced EM in the form 

of an expanding middle class (Annushkina et al., 2011) can be seen as an indication that these results are partly 

applicable to other countries. 

 

The argumentation for this lays in the gathered data which suggests that the middle class evaluates co-branding 

arrangements as the highest, leading to the assumption that co-branding being less attractive to the lower class, 

as these are more focused on basic needs and don’t experience brands as important. Which furthermore implies 

the importance of income in the final evaluation of co-branding. Consequently, from an economic perspective, 

it can be concluded that the findings should be applicable to other countries which have a big enough middle 

class or upper class, which can afford the consideration of higher needs. 

 

Nevertheless, these implications have to be interpreted with caution as, despite economic similarities, the 

cultural differences can have a high impact on the consumption behaviour. As the findings of this research 

support the theory of co-branding, it should theoretically be the case for other markets as well. However, the 

extent to which it is beneficial is difficult to estimate due to country specific characteristics. For instance, the 

World Health Organization (WHO) determines age, gender, familiarly risk factors, socioeconomic statuses, 

economic development, cultural context and alcohol regulations as factors, influencing alcohol consumption 

in their global status report on alcohol and health in 2014. These factors vary widely across countries over the 

world. For instance, beer accounts for 28% of the total litres of alcohol consumed in China, whilst it is 38% in 

Denmark and 54% in Germany (WHO, 2014). These numbers show, how beer most likely plays a different 

role in society across countries, which is further in line with the findings of the focus group.  
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The point is that there are many factors influencing the evaluation of the presented data which vary across 

countries. This does, not speak against the theoretical applicability of the findings of this study to another 

country, however, has to be taken in mind when doing so. 

  

To sum up, it can be concluded that the findings can be applied to other countries and products. However, the 

extent to which always depends on the overall context, which can vary depending on how similar the product 

categories and the degree of expertise local brands in the product category possess as well as the consumer 

behaviours of a country. There is no black and white answer that the findings are applicable to neither emerging 

countries nor highly developed countries. Granted the BRIC countries share similar characteristics but at the 

same time also significantly differ in regard to culture. 

7. Conclusion 

The increasing use of co-branding as a strategy within brand management enables companies to go beyond 

their own pursuit of leveraging their brand value through a partnership with one or more brands.  

Due to the transition, the global economic landscape is experiencing, EMs represent high growth possibilities 

developed by their recent economic surge. The review of emerging markets and country specific characteristics 

of China framed the contextual basis of this study. China has made a rapid transition from a closed economy 

to a market-based economy, taking on the role of the largest market, within an increasing amount of industries. 

China’s economic development also leads to increasing standards of living, which come along with higher 

aspirations towards consumer goods and the relevance of brands amongst Chinese consumers. These economic 

and cultural changes have attracted various investments by foreign companies, executed through different entry 

strategies, characterised by high financial investments and complex organizational structures. These entrances 

of foreign companies are characterized by a high failure rate. Which proves that due to cultural barriers and 

domestic biases, acquiring relevant local knowledge and holistically understanding the market dynamics is 

highly complicated.  

 

Connecting the use of co-branding and the profitable business possibilities within China, the study intended 

on investigating the potential influence of co-branding, alternatively to entry strategies in EMs. To answer the 

research question three hypotheses were developed capturing the overall evaluation of a co-branding 

arrangement (H1-A, B, C). Moreover, specific stages of the buyer decision process, namely the intention to 

purchase a product (H2-A, B, C) as well as the likelihood to communicate about it (H3-A, B, C). Applying a 

consumer centric perspective, consumer acceptance was used to evaluate the attractiveness of co-branding as 

an entry strategy. 
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The theoretical framework within this research outlines the benefits, risks and evaluation of co-branding, which 

outlines that co-branding has the potential to be applied as a market entry strategy in the Chinese context. 

Furthermore, it draws attention to the relevance of fit, which plays a crucial role in the evaluation of co-brands. 

Through the review of co-branding literature, customer based brand equity (CBBE) was identified as a relevant 

model to measure the effect of co-branding on the consumer, which further initiated the assessment of the role 

brand equity plays within a co-branding arrangement. The combination with the signalling theory extended 

the applicability of the CBBE to fictional brands. Adding the buyer decision process model, facilitated the 

development of the hypotheses of this research. Capturing this angle of co-branding within this study allowed 

to add relevant empirical findings to the identified research gap of co-branding within the context of EMs. 

Furthermore, using a consumer-based approach enabled the measurement of the necessary consumer 

acceptance. 

 

Overall the theoretical part formed a foundation for the executed empirical research. The application of a 

double-phased, sequential research design allowed the use of a mixed method consisting of a qualitative as 

well as quantitative method. Whereas the qualitative approach, in the form of a focus group, created further 

cultural insights which lead the design process of the questionnaire. Within the quantitative part of the 

empirical research, a t-test was applied to assess statistical significance between the evaluations of three 

fictional co-branding scenarios. Additionally, the use of an ANOVA further deepened the gathered insights, 

enabling target group specific implications based on age and income. 

 

Overall the findings of this empirical research in regard to the developed hypotheses follow the same pattern. 

The findings revealed that co-branding has the potential to increase consumer acceptance when entering a 

foreign market. However, the selection of the right partner is crucial for overall success. Here the level of brand 

equity, as well as the perceived fit, are of high significance. The collaboration with a brand of low equity has 

been evaluated lower than in the case of a company entering the market by itself.  

 

In respect to the local Chinese context, it can be concluded that target group specific characteristics have to be 

considered when taking co-branding into account. While co-branding was highly applicable for the younger 

generation of China, the older generation viewed no added value in co-branding which can be explained due 

to local brand loyalty. Taking income groups into consideration, mainstream consumers were mostly prone to 

the use of a co-branding arrangement, compared to value consumers.  

  

Overall, it can be concluded that co-branding should be taken into account in comparison to other market entry 

strategies to China. It can be seen as a useful strategy to gather knowledge about consumer acceptance and 

preferences without high financial investments.   
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8. Limitation and future research 

The given study comes along with multiple limitations which have to be acknowledged but also offer 

opportunities for future research. One of the major limitations is the fact that it lacks the ability to produce 

generalizable results due to the selected non-probability sampling technique, which is due to the limitations of 

time and resources as well as the geographical constraints. The analysis of the findings thereof only account 

for the gathered data. Even though the applicability of the findings to another context has been discussed, these 

implications have to be considered with caution, as they are assumptions based on the collected data. 

To validate the findings in a generalizable context, the study would have to be reproduced using probability 

sampling. Here, many interesting points for future research arise. Firstly, even though the reliability of the data 

was intended, it would be of interest to test if a survey applying probability sampling in the same setting would 

lead to similar results. Secondly, it would be interesting to execute the study with only fictional brands in order 

to reduce biases in response to a minimal extent as well as only existing brands to get practical results. Thus, 

being able to compare them to already obtained findings. Thirdly, as the findings indicated a difference in 

response due to difference among the generations in China as well as the income they own, a further specialized 

study on one homogenous sample group would increase the reliability of the results by reducing possible noise. 

Fourthly, the findings of this research are limited by the chosen brands. Consequently, a study with multiple 

co-branding arrangements as well as a higher number of brands would further validate the findings of this 

research. 

 

It also has to be acknowledged that the approach of this study was relatively specific and in-depth, testing one 

product of one product category in one country. Therefore, in order to expand the knowledge of co-branding 

to a broader perspective, multiple cross-sectional studies appear relevant. On one hand, it would be interesting 

to expand the study to various other product categories within the FMCG sector as well as other industries. 

Including low as well as high involvement goods would further increase the knowledge if co-branding has 

different effects based on the product characteristics. On the other, it would be valuable to execute a cross-

border analysis between multiple emerging markets as well as emerging and developed markets in order to 

prove the hypothesised applicability. 

 

Overall, this study applied a customer centric perspective in the evaluation of co-branding. To further validate 

the presented results a financial analysis of real co-branding arrangements in China before and after their 

execution could bring further insights in the field of this research. 

 

Despite limitations arising from the sample and scope of this study, the possible selective perception of the 

qualitative results represents another limitation. Although we tried to remain objective, when executing the 

analysis, discussion and interpretation of the qualitative data, we acknowledge that our cultural, western coined 
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background has an impact in the way we make sense of the data gathered. However, the risk for subjective 

perception was reduced by initially applying the themes on the transcript independently from each other. In 

the next step the individually approached qualitative data was combined to jointly interpret and discuss the 

findings. Furthermore, the amount of focus groups conducted limits the findings of this research. Granted the 

results appeared cohesive and were not applied to answer the overall research question. Notwithstanding, 

would the execution of more focus groups increase the reliability of the qualitative findings. 

 

As the scope of this study was of foreign brands entering the Chinese market, it would also be interesting to 

change this perspective and analyse possible objectives and benefits for local brands to collaborate with an 

entering foreign brand. 
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10. Appendices  

Due to the size of the document, this part will be attached separately. 


