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Abstract. In recent years, co branded products have become an important sales 

strategy adopted by many brands, and their influence has even been exaggerat-

edly compared to the existence of "traffic rules" by some people, emphasizing 

their popularity and indispensability. Co branded products, with their unique 

charm, can cross boundaries and attract consumers from different groups, quickly 

opening up new market opportunities for the brand. However, there are hidden 

risks behind this trend, especially for loyal customer groups who have long sup-

ported the brand, which may have far-reaching impacts that cannot be ignored. 

This study takes brand identity theory as a solid framework to deeply analyze 

whether co branded products will cause damage to the regular customers of well-

known brands. Research suggests that some co branded products may lead to 

conflicts in brand core values, differences in product quality experience, and 

gradual erosion of community culture, thereby weakening customer loyalty to the 

brand. Therefore, it is recommended that brands should first adhere to their core 

values when designing co branded products, ensure symbol consistency, emo-

tional resonance, and value alignment, and reasonably apply the STEP principle 

to achieve a win-win situation. 

Keywords: Co-branded Products, Brand Identity Theory, Brand Core Values, 

Brand Image. 

1 Introduction 

In the era of globalization, business competition between companies is getting more 

challenging in both domestic and international markets. Co-branded products become 

a traffic code and important sales strategy for many brands due to their ability to attract 

consumers from different groups, incorporate fresh elements, and quickly expand into 

new markets .Co-branding can be a win-win strategy to help drive sales, develop brand 

images [1]. For example, in the fashion industry, there are collaborations between 

Uniqlo and Minions, Adidas and Yeezy. However, it is also necessary to be vigilant 

that co-branded products may lead to a decrease in brand recognition among existing 

customers, mainly due to conflicts between co-branded products and the core values of 

the brand, differences in product quality and experience, and the erosion of community  
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culture. For example, some luxury goods positioned in the high-end market choose to 
collaborate with some fast-moving goods, such as the collaboration between Fendi and 
Heytea. Although it attracted a large number of young people in terms of sales volume, 
will this lower the "value" of luxury goods themselves and lose those regular customers 
who purchase the luxury goods for the "high-end, top-level" positioning? Moreover, 
these regular customers are the main consumer group of the brand. If lose these main 
consumers for the sake of short-term sales, it will undoubtedly be a loss in the long run. 
For a brand to be passed down for a long time, it needs to have its core brand values 
and make customers identify with these values, to convert new customers into loyal 
customers [2]. The brand identity theory holds that consumers express their self-iden-
tity and values through the brand. When consumers believe that the brand is highly 
aligned with their self-concept, a strong sense of brand identity is formed, which in turn 
leads to loyalty behavior [3]. Loyalty can be defined as a deep commitment to repur-
chase a product or service that becomes his preference consistently in the future by 
repurchasing the same brand despite situational influences and marketing efforts that 
can lead to switching behavior [4]. With the development of the times, the way of brand 
loyalty has expanded from purchasing to the relationship with the brand [5]. Based on 
this theory, it can be analyzed that if a brand launches a wide range of co-branded prod-
ucts that contradict the brand's core values, it will reduce the recognition of the brand 
by regular customers, leading to the loss of regular customers. If a brand loses customer 
recognition and even loses its original brand value, even if it experiences a surge in 
sales in the short term, it will ultimately be a flash in the pan and lose the entire market 
[6]. On the other hand, if the co-branded products launched are in line with the brand's 
value, such as the collaboration between Miniso, which focuses on "high cost-effective 
trendy lifestyle", and "Black Myth", the design of the co-branded products deeply inte-
grates game characters (such as Pigsy dolls), attracting male users while not deviating 
from the original customer positioning, this collaboration not only attracts new custom-
ers but also activates regular customers, strengthening their recognition of the brand's 
value. At present, most research focuses on the advantages of co-branded products in 
terms of sales and exploring new markets, and rarely pays attention to whether co-
branded products will bring some negative impacts and how to launch co-branded prod-
ucts that are more suitable for the brand itself. Therefore, this study mainly aims to fill 
this gap. On the other hand, if the co-branded products launched are in line with the 
brand's value, such as the collaboration between Miniso, which focuses on "high cost-
effective trendy lifestyle", and "Black Myth", the design of the co-branded products 
deeply integrates game characters (such as Pigsy dolls), attracting male users while not 
deviating from the original customer positioning, this collaboration not only attracts 
new customers but also activates regular customers, strengthening their recognition of 
the brand's value. At present, most research focuses on the advantages of co-branded 
products in terms of sales and exploring new markets, and rarely pays attention to 
whether co-branded products will bring some negative impacts and how to launch co-
branded products that are more suitable for the brand itself. Therefore, this study mainly 
aims to fill this gap. 
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2 Analyzing the Impact of Co-branded Products on the Level of 
Loyalty of Existing Customers from the Perspective of Brand 

Identity Theory 

Firstly, it is necessary to understand the core logic of brand identity theory, which em-
phasizes that consumers establish their identity through the fit between the brand's value 
proposition, cultural symbols, and their values. The core characteristics of brand iden-
tity include high loyalty, emotional impact, and the construction of a sense of belong-
ing.Satisfaction is the most critical factor in various business activities.If the customer 
is satisfied with a particular product, the customer will always use or consume the prod-
uct continuously [4]. Satisfaction is the emotional response that emerges after consump-
tion from comparing expected performance with the experience [7]. This sense of iden-
tity is not simply limited to functional satisfaction, such as sportswear. Brand identity 
is also a deep emotional fit with consumers. Consumers choose a brand more as a re-
flection of their ideological values or as a bond to their social identity. For example, 
environmentally conscious consumers tend to purchase brands that advocate for envi-
ronmentalism; Luxury buyers are more likely to showcase their elite status. Brand iden-
tification is the expression of meaning that consumers seek to achieve by identifying 
with a brand in the market [8].The realization of brand identity cannot be achieved in 
just one aspect, it is based on the value transmission of the brand in multiple dimen-
sions. To achieve the transmission of brand core values, it is necessary to start with 
three aspects: rational value, emotional value, and symbolic value, and achieve them 
layer by layer [9]. 

2.1 On the Level of Rational Value 

Rational value emphasizes the satisfaction of practical functions, which is the most 
fundamental task of a brand. The products produced should ensure basic functionality. 
For example, outdoor brands should at least meet some basic outdoor use requirements, 
rainproof, warm and so on; Electronics like headphones require a lot of effort in sound 
quality; Automobile research and development needs to pay attention to the engine, 
chassis and gearbox. A product must first meet the basic functions of use, which is also 
the foundation of the product, based on the market. If do not start with practical func-
tions and put too much emphasis on external factors such as style, it is undoubtedly 
putting the cart before the horse. 

2.2 Perceptual Value Level 

Perceptual value focuses on a certain feeling that consumers have in the process of 
buying and using.The brand has a unique emotional bond created between consumers 
and producers. This bond causes consumers to continue to use a product if they are 
satisfied after using it.It usually creates emotional resonance through brand story, brand 
image, and brand culture, so that consumers can emotionally connect with the brand 
and enhance brand identity and loyalty [4]. For example, Avon often carries out public 
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welfare activities for breast cancer prevention and control, extending its brand value to 
the field of women's health. Through actions such as disease science popularization and 
financial support, people should deepen the substantive care for female groups and 
shape the brand personality with public value. 

2.3 Symbolic Value Level 

Symbolic value is reflected in many brands' designing a unique brand image for their 
products [10]. And consumers express their personality, status, or social identity needs 
through brands. Customers are more motivated to buy products if they match their per-
sonality, and a high product image enhances their social status [2].It usually conveys 
specific symbolic meaning through brand symbols, logos, and designs to help consum-
ers show their identity and status in social activities, such as Mercedes-Benz's logo, 
which establishes a brand image of "luxury and success". 

Then this study describes the core logic of brand identity from three aspects, psy-
chological mechanism, the unity of three values, and the transformation from cognition 
to action. 

2.4 Psychological Mechanism 

The essence of the psychological mechanism is to use the "subconscious" function of 
consumers. By constantly repeating a simple idea, the brand makes consumers subcon-
sciously bind the idea to the brand. For example, Nike's slogan "just do it" is very simple 
and easy, so Nike's idea can easily go deep into the hearts of consumers. This is to use 
the psychological mechanism to make the core value of the brand deeply rooted in the 
hearts of the people. 

2.5 The Unity of Rationality, Sensibility and Symbolic Value 

The three values mentioned above are not completely independent, but linked, and need 
to form a closed loop. First, rational value is used to attract customers, then perceptual 
value is used to communicate with customers emotionally to increase the stickiness of 
users, and finally, symbolic value is used to bind customers deeply. If people only focus 
on a single part, or the three links do not achieve coordination and unification, such as 
overemphasizing the practicality of functions and ignoring the user's experience and 
emotional needs, will not be able to achieve in-depth communication between the brand 
and consumers, and finally only increase sales for a while, unable to retain customers 
for a long time. 

2.6 Transformation From Cognition to Action 

2.6.1 Cognitive Phase. This stage is the first time consumers come into contact with 
the brand, which may satisfy consumers in function (Hongxing Erke's clothing quality), 
or give visual impact in some designs (LV old flower pattern), which is refreshing.A 
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successful logo is a combination of intentional selections of shapes, colours, typefaces 
and imagery, which are deliberately chosen to convey the right messages, bring forth 
the brand values and communicate the brand story tothe audience.These stay at the 
cognitive level can strengthen consumers' impression of the brand. When consumers 
experience a product or service, they may have a positive or negative impression of the 
brand [11]. When consumers next contact the brand, they will recall their last purchase 
experience, and the principle of repetition can subconsciously improve consumers' at-
tention to the brand. 

2.6.2 Emotional Phase. This stage is to build an emotional bridge with consumers 
through the core value of the brand to achieve emotional resonance. Consumers can 
obtain emotional value from brand products. If the value of the brand is just in line with 
their value direction, consumers can obtain a sense of achievement, thus increasing their 
emotional dependence on the brand. Consumers who experience a sense of ownership 
and enjoyment will demonstrate strong brand loyalty [12]. For example, Apple users 
are called "fruit powder", which is mainly due to their identification with Apple's "in-
novator" identity and their attraction to Apple's user supremacy and privacy, and secu-
rity values. 

2.6.3 Behavioral Phase. At this stage, after consumers recognize the brand, they are 
willing to recommend the brand's goods to other consumers. When consumers are will-
ing to publicize to others, they have reflected their loyalty to the brand and can 
strengthen the brand image and improve the brand's reputation in the process of con-
sumer repurchase and recommendation [4]. For example, Tesla owners will buy Tesla's 
new model again, or recommend the Tesla brand to others. 

These three stages are progressive, layer by layer, and each link should express the 
same brand values. The values of one link should not violate the values of other links 
(such as the conflict between some co-branded models and brand values), which will 
make consumers' awareness of the brand unbalanced. 

Secondly, according to the brand identity theory, this paper analyzes the reasons why 
some co-branded models will reduce the brand identity of old customers. Some co-
branded models not only increase sales in the short term, but also transform new users 
into loyal customers, such as the co-branding of mingchuang Youpin and "black Myth: 
Wukong". Mingchuang Youpin itself establishes the brand value of "young and fash-
ionable", and the audience of "black Myth: Wukong" just conforms to this brand char-
acteristic, so the combination of the two produces the effect of "1+1>2". Therefore, 
from this deduction, can conclude that the introduction of CO-branded models in line 
with brand value can better deepen brand value and improve customer recognition of 
the brand. On the contrary, if a joint brand is contrary to its brand value and positioning, 
it will have the opposite effect, that is, it will reduce the recognition of old customers 
of the brand. To sum up, the following four main reasons will lead to the launch of joint 
models to reduce the recognition of old customers for the brand. 
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2.7 Conflict of Value Dimensions 

According to the brand theory, the foundation is brand value, so the conflict of value 
dimensions will lead to the rapid collapse of brand identity [13]. The main reason for 
this phenomenon is that the product value of joint brands conflicts with the value of the 
brand itself, or even completely contradicts it. For example, in 2023, the Italian luxury 
brand Fendi and China's new tea brand Xicha launched a joint product, "Fendi joy yel-
low" tea, priced at only 19 yuan, and gave away coasters and paper bags printed with 
Fendi logo. The alliance once triggered a social media frenzy, with some stores selling 
more than 3000 cups on the first day. However, this cooperation has been strongly re-
sisted by Fendi's core old customers: negative topics such as "Fendi self-reduction" and 
"never buy Fendi again" have appeared on social media, and some VIP customers have 
even publicly said that they will reduce their purchases of Fendi products. One is "high 
above" luxury goods, and the other is "populist" fast-moving consumer goods. The 
combination of the two will undoubtedly bring a huge conceptual impact to consumers. 
Fendi may be interested in the huge consumer groups in the milk tea industry and wants 
to harvest a wave of "leeks" to improve its sales in the short term. From the data and 
market feedback, the joint brand has indeed been sought after by many young people. 
Some media and consumers hype "this is the first luxury for young people", which is 
indeed very eye-catching. If look at sales alone, it is undoubtedly a successful market-
ing means. However, from the report, can also see that the joint brand has brought more 
than a positive impact. Some old Fendi customers, who are positioned as the elite, be-
lieve that the joint brand with Xicha has reduced the grade of luxury goods. The "double 
F" icon, which was originally high above, has suddenly become a "standard" in the 
hands of everyone on the street. This gap will make those who buy Fendi for "scarcity 
and craft inheritance" dissatisfied. Conflicts at the value level will naturally reduce the 
loyalty of old customers to the brand. 

2.8 Quality Experience Gap 

If a co-branded product does not reach the same quality as before the brand, it will make 
customers feel cheated, cause consumers to deny it, and reduce their willingness to buy. 
This not only has the problem of brand screening its cooperative brands, such as the 
poor brand image of the selected cooperative brands themselves, or the difference be-
tween their product quality level and large brands; Some brands launch joint models to 
improve sales in the short term and use joint models to generate brand income. In this 
way, the joint models produced under this attitude will undoubtedly not be recognized 
by consumers. Not only can a large number of joint models be hoarded and sold but 
also involve the brand itself. For example, the big white rabbit milk tea launched by the 
cooperation of big white rabbit milk sugar and Happy Lemon is intended to awaken 
consumers' childhood memories through joint milk tea. However, big white rabbit milk 
tea has been criticized because of the problem of "excessive flavor", and some old cus-
tomers have found that the joint brand does not continue the "pure and sweet childhood 
symbol" and regard it as an "industrial product of harvest feelings", which has also 
caused the decline of the reputation of big white rabbit brand. This gap has led to the 
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decline of the big white rabbit brand from "emotional carrier" to "commercial product" 
and accelerated the collapse of brand identity. 

2.9 Erosion of Community Culture 

Consumers express their personality, status or social identity through brands. Consum-
ers with the same status or values form a common circle. If the original circle is de-
stroyed, it will trigger "internal group rejection" and reduce consumers' desire to buy 
the product. For example, the joint brand of North and Kaws, north as an outdoor brand, 
consumers' recognition of the North brand is also based on "professional equipment 
and adventure spirit” and has formed a circle with the same understanding. But the 
design of its joint product with KawS is too flashy, attracting a large number of tide 
brand enthusiasts, making the original outdoor enthusiasts feel that their circle has been 
impacted and damaged, so these old customers will reduce their recognition of the 
brand. 

Finally, from the perspective of brand identity theory, this paper analyzes the method 
of designing co-branded products that fit the brand value. When designing co branded 
models, should pay attention to the consistency with the value of the parent brand, and 
there should be no deviation or even complete contradiction, to avoid cognitive con-
flicts among consumers. Based on the three-dimensional value model of brand identity, 
CO branded design needs to strengthen symbolic value through symbol system, deepen 
perceptual value through audience matching (target) and emotional Awakening (emo-
tion), consolidate rational value through product function (product), and form a step 
synergy mechanism. 

2.10 Symbol Consistency 

Co-branded models need to continue the core value of the parent brand, and high brand 
fit can enable old customers to continue their good feelings for the brand [14]. 
Mingchuang's excellent products still retain the value concept of "trend, Chinese orig-
inal" when they are signed with "black Myth: Wukong", which is a continuation of the 
original brand value and will not cause cognitive bias among consumers. 

2.11 Target Accuracy 

Brands with the same value core as the original brand should be accurately screened, 
because the target groups of the two have similar characteristics, are more likely to be 
attracted to the launched co-branded models, and will not think that the co-branded 
models are too different from the original brand style. The combination of luxury goods 
and fast-moving consumer goods violates this principle, resulting in a decline in cus-
tomer reputation. 
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2.12 Emotion Resonance 

Emotional commonality is an important part of the brand transmission of core values. 
Strengthening emotional communication with customers can arouse the resonance of 
consumers and lead to a greater emotional dependence on the brand. By adopting im-
mersive background storytelling, the alliance between Guming and "heavenly blessing" 
creates symbols of cultural products and strengthens consumers' sense of brand cultural 
value. 

2.13 Product Functionality 

When launching the co-branded model, should ensure that its quality and function are 
consistent with the original brand. North Alliance has been questioned and resisted by 
consumers because of the serious shrinkage of its stormsuit quality. Therefore, when 
jointly signing, should ensure the quality and function of jointly signed funds. 

3 Conclusion 

Taking brand identity theory as the core framework, this study systematically discusses 
the potential impact of CO-branded models on well-known brand old customers. First 
of all, the consistency of brand positioning is the key factor in determining the success 
of joint brands. When the design of CO-branded models is highly consistent with the 
core value of the brand, the brand identity of old customers is not only unaffected but 
may be enhanced by the display of brand innovation ability. However, if the co-brand-
ing span is large, such as the co-branding of luxury goods and FMCG, it will lead to 
cognitive conflict among old customers and reduce brand identity. Secondly, people 
should ensure the quality of joint-branded products. If there are quality problems in 
joint-branded products, it will not only affect the sales volume of products but also 
reduce the reputation of the original brand. Finally, when launching the joint brand, 
people should avoid introducing another circle of consumer groups, which will destroy 
the original brand circle and cause the erosion of community culture. When designing 
co-branded products, people should start with the core value level of the brand and 
reasonably design co-branded products that fit the brand value and image following the 
step principle. There are still some limitations in this study. There is no data survey in 
the study, and the research cycle is relatively short. At the same time, most of the ex-
amples analyzed are limited to the garment and food industries. 
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