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Abstract. This study investigates how visual storytelling, symbolic design, and 

generational engagement shape consumer perceptions in co-branding strategies. 

Focusing on the collaboration between Indonesian cosmetics brand Mizzu and 

biscuit brand Khong Guan, the research explores how packaging design and 

cultural symbolism influence the perceptions of Generation Y (Gen Y) and 

Generation Z (Gen Z) consumers. Using a design anthropology approach and 

qualitative thematic analysis with Nvivo 12, the study finds that Gen Y values 

nostalgic visual cues and emotional connections with heritage brands. At the 

same time, Gen Z prioritizes affordability, modern aesthetics, and practicality. 

The findings       underscore how co-branding strategies can leverage these 

generational differences to evoke brand loyalty and engage diverse consumer 

segments. This paper provides new insights into how co-branding can create 

meaningful consumer experiences in emerging markets by tailoring strategies to 

generational preferences. 
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design. 

1 Introduction 

The construction and maintenance of brand meaning have become increasingly vital in 
con-temporary marketing, particularly in terms of consumer engagement and market 
success [1], [2], [3], [4]. In today’s fiercely competitive markets, brands are continually 
seeking innovative strategies to differentiate themselves and build deeper connections 
with consumers [5], [6]. Co-branding, where two or more brands collaborate to create 
a single product, has emerged as a powerful tool to achieve these objectives [7], [8], 
[9], [10]. By leveraging the strengths of each brand, co-branding can expand reach, 
enhance brand equity, and create unique product offerings that appeal to a broader con-
sumer base [11], [12], [13]. This strategy offers companies a promising avenue to enter 
new markets by utilizing established brand equity to introduce fresh products, benefit-
ing from the synergy created when brand names combine [14], [15]. Co-branded  
models foster innovation at both the product and communication levels, helping to build 
and reinforce brand identity [16]. Effective co-branding can significantly enhance a 
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brand’s image from the consumer’s perspective, inspiring trust and demonstrating a 
high tolerance for experimentation [12]. What makes co-branding particularly compel-
ling is when collaborating brands come from distinct product categories and target dif-
ferent consumer demographics [17]. 

The partnership between Mizzu, a cosmetics brand, and Khong Guan, a well-known 
Indonesian biscuit brand, exemplifies a co-branding strategy that leverages visual sym-
bolism and emotional narratives to resonate with different generational segments. 
Mizzu, established in 2012, collaborated with Khong Guan Biscuits, founded in 1947, 
to produce cosmetic products featuring packaging inspired by Khong Guan's iconic 
biscuit tins. This collaboration highlights the integration of elements from the invited 
brand (Khong Guan) into the host brand (Mizzu’s) offerings [18]. This case study is 
particularly intriguing because it brings together a relatively new player in the 
cosmetics industry with a heritage brand deeply rooted in Indonesian culture [12], [18], 
[19], [20]. Khong Guan elicits feelings of nostalgia and evokes sentimental memories 
for many Indonesians, particularly those who grew up enjoy-ing its biscuits during fes-
tive seasons [18], [21]. 

This research aims to explore how the Mizzu x Khong Guan co-branding initiative 
employs visual symbolism and emotional storytelling to connect with consumers from 
different generational cohorts. Specifically, it examines the impact of these strategies 
on brand perception, consumer engagement, and market performance. Both the cosmet-
ics and food & beverage sectors are highly competitive and fast-moving, requiring com-
panies to adopt effective strategies to increase market share and grow their consumer 
base. Co-branding has proven to be an effective strategy in this regard, facilitating the 
creation of global markets and enabling brands to tap into multiple market segments. 
This makes it a valuable tool for accelerating company growth [7].  

2 Literature Review 

Co-branding has evolved into a multifaceted strategy employed across various indus-
tries to achieve diverse marketing objectives. At its core, co-branding involves the 
synergistic alignment of two or more brands to create a unified product or marketing 
campaign [9], [10]. This strategic alliance enables each brand to leverage the strengths 
and resources of the other, resulting in enhanced market presence and consumer en-
gagement [8], [22]. Co-branding strategies often combine products with different char-
acteristics and typically occur between companies that share similar values, missions, 
and target markets [23]. However, successful co-branding requires careful management 
to avoid potential reputational or financial risks, necessitating a thorough understanding 
of brand alignment and consumer expectations. 

Co-branding can elevate brand awareness, increase customer loyalty, and expand 
market reach for all participating brands [12]. Visual elements play a pivotal role in co-
branding initiatives, acting as the primary means of communication between the 
product and the consumer. Packaging design, in particular, is crucial as it encapsulates 
the essence of both brands and conveys the intended message to the target audience [4], 
[12], [13], [24], [25], [26]. By integrating recognizable visual cues and symbolic 
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representations, co-branded products can evoke emotions, trigger memories, and foster 
a strong connection with consumers [11], [27].  

Storytelling, a fundamental aspect of human communication, has become a powerful 
tool in branding and marketing [28]. Emotional narratives tap into the fundamental hu-
man desire for connection and meaning, creating memorable experiences that resonate 
with consumers on a deeper level [29], [30]. In co-branding, emotional narratives can 
be woven around the shared values, heritage, or purpose of the collaborating brands, 
forging a strong emotional bond with the target audience [8], [31]. By crafting compel-
ling stories that highlight the synergy between the brands, marketers can establish a 
sense of authenticity, trust, and affinity. 

One of the most effective aspects of co-branding is its ability to connect with 
different generational segments, each of which brings distinct preferences and values 
[13]. Generational marketing acknowledges these differences, highlighting the unique 
characteristics, behaviours, and needs of each age cohort. Previous studies have shown 
that Baby Boomers, Generation X, Millennials (Gen Y), and Generation Z exhibit 
distinct patterns of consumer behaviour and brand loyalty [32], [33], [34]. Co-branding 
campaigns targeting multiple generations must carefully balance the appeal to different 
age groups, leveraging nostalgic elements for older consumers while incorporating 
contemporary trends for younger audiences. 

For Gen Y, emotional branding and nostalgia play a significant role in building brand 
loyalty [35], [36], [37]. Co-branding campaigns like Mizzu x Khong Guan that 
incorporate familiar symbols and cultural references can effectively engage this demo-
graphic, creating deeper emotional ties with the product. On the other hand, Gen Z 
values innovation and authenticity [38]. They are more likely to connect with co-
branded products that align with their social values, emphasis digital engagement, and 
reflect current trends. Co-branding initiatives must, therefore, leverage both heritage-
driven narratives and novel design elements to appeal to these distinct segments [15], 
[39]. 

Marketers must also recognise the influence of family and cultural heritage, espe-
cially in markets where products carry significant cultural weight. Khong Guan’s 
nostalgic appeal plays a crucial role in engaging not just older generations but also 
younger ones who may identify with their parents' or grandparents' experiences. By 
appealing to both Gen Y’s emotional connection with tradition and Gen Z’s desire for 
novelty and social relevance, co-branding initiatives can create a powerful sense of 
continuity and relevance, fostering long-term relationships with consumers. 

This literature suggests that co-branding, particularly when leveraging visual sym-
bolism and emotional narratives, can be highly effective in creating connections across 
generational segments [10], [12]. This creates a compelling foundation for further 
investigation into how co-branding can capitalise on these elements to enhance brand 
equity and consumer loyalty in both established and emerging markets. 
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3 Research Methodologies 

This study employed a descriptive qualitative design to explore the impact of visual 
storytelling and symbolic design on generational engagement in the Mizzu x Khong 
Guan co-branding collaboration. The approach combined design anthropology princi-
ples with thematic analysis using NVivo 12 [40]. 

To achieve this, the study follows a design anthropology approach, which allows for 
the analysis of cultural symbolism and its impact on consumer behaviour [41]. This 
approach is particularly suited to exploring how visual design (such as packaging and 
colour palettes) and emotional narratives (like nostalgia and modern reinterpretation) 
shape brand perception and consumer loyalty across different generational segments. 

Data collection was conducted through in-depth interviews with 20 participants, 
comprising 10 from Gen Y (born 1981–1996) and 10 from Gen Z (born after 1997). All 
participants were based in Jakarta, a diverse metropolitan area that reflects a wide range 
of occupations, age groups, and cultural backgrounds relevant to Indonesian consumer 
markets. Participants were selected based on their familiarity with both brands, with 
particular attention given to those who actively engage with cosmetic and food brands. 
The recruitment process involved targeted social media invitations, direct email out-
reach, and snowball sampling, ensuring that respondents had prior awareness of the 
Mizzu and Khong Guan brands and were qualified to share meaningful insights. The 
sample reflected demographic diversity, with gender balance and varied occupations 
(including students, professionals, and homemakers) to capture a broad range of per-
spectives on brand perception. 

Interviews focused on participants’ emotional responses, aesthetic preferences, and 
purchase motivations related to the co-branding initiative. Each session lasted 
approximately 30–45 minutes and was conducted both online and offline to increase 
accessibility and participation. 

Following data collection, thematic analysis was conducted using Nvivo 12 soft-
ware. The data was organised into nodes, which represented key themes and subthemes 
such as nostalgia, affordability, quality, and design aesthetics. The analysis focused on 
identifying patterns within each generation's responses, particularly regarding how they 
engage with sym-bolic design and how emotional narratives shape their brand loyalty. 

To further understand generational differences, Word Cloud and Chart Node Coding 
were used to visualise the frequency of specific terms mentioned by Gen Y and Gen Z 
participants. This helped highlight which themes and visual elements were most 
significant for each cohort. Additionally, the use of triangulation ensured the robustness 
of the findings by cross-checking the themes derived from interviews, visual analysis, 
and social media in-sights [42]. 

The study provides insights into how co-branding strategies can leverage visual sym-
bolism and emotional narratives to create meaningful consumer experiences that appeal 
to both Gen Y and Gen Z. By focusing on generational engagement, the research offers 
valuable recommendations for companies looking to develop more effective co-brand-
ing campaigns that resonate with diverse consumer segments [43]. 
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4 Result and Discussion 

4.1 Generational Differences in Perception of Visual Storytelling and 
Symbolic Design 

The study revealed clear generational differences in how Gen Y and Gen Z perceive 
and engage with the Mizzu x Khong Guan co-branding collaboration, particularly 
through visual storytelling and symbolic design. Thematic analysis using NVivo 12 
identified major themes including nostalgia, affordability, quality, and design prefer-
ences that varied by generation. 

For Gen Y, nostalgic visual cues such as the Khong Guan biscuit tin imagery were 
especially meaningful. These design elements evoked childhood memories and family 
traditions, reinforcing cultural continuity and brand loyalty. Participants appreciated 
the blend of traditional symbolism with premium quality and authenticity, aligning with 
research on nostalgia’s role in consumer bonding [32], [44]. 

As highlighted in Fig. 1: Word Cloud Gen Y, terms like nostalgic, design, and 
packaging were frequently mentioned by Gen Y participants, underscoring the im-
portance of emotional and visual engagement in their connection with the co-branded 
product. 

Fig. 1. Word Cloud of Key Terms for Gen Y in the Mizzu x Khong Guan Co-Branding Colla-
boration. 

Gen Z responded differently, their engagement focused less on nostalgia and more 
on the modern, minimalist design and affordability of the product. They valued 
trendiness, social media appeal, and the innovative reinterpretation of tradition, seeing 
the design as authentic, clean, and shareable. This finding aligns with studies showing 
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Gen Z’s preference for aesthetic innovation and functional design that fits their fast-
paced, digital lifestyle [47], [48], [49], [50], [51]. As seen in Fig. 2: Word Cloud Gen 
Z further illustrated that Gen Z participants frequently mentioned terms such as 
“trendy”, “aesthetic”, and “Instagrammable” when describing the product, emphasizing 
their focus on visual appeal and social media presence. 

Fig. 2. Word Cloud of Key Terms for Gen Z in the Mizzu x Khong Guan Co-Branding Collab-
oration. 

4.2 The Impact of Emotional Narratives on Brand Engagement 

The study revealed the crucial role of emotional narratives in shaping brand engage-
ment for both Gen Y and Gen Z, although in distinct ways. The emotional narrative 
surrounding the Mizzu x Khong Guan collaboration was pivotal in creating a sense of 
connection between the consumer and the product. 

For Gen Y, the emotional narrative was rooted in nostalgia, a core theme that reso-
nated deeply with their memories of Khong Guan biscuits and their association with 
family traditions. The study found that Gen Y respondents viewed the Mizzu x Khong 
Guan collaboration as more than just a cosmetic product; it was a link to their cultural 
identity and family-oriented values. This aligns with research suggesting that emotional 
connections based on shared history can strengthen brand loyalty, particularly when the 
brand has a long-standing cultural presence [31], [44], [52]. The emotional narrative 
was further amplified by the product's association with festive seasons, during which 
Khong Guan biscuits are traditionally consumed. Nostalgia created a positive bias 
towards the co-branded product, making it more appealing and memorable.  

Gen Z consumers, on the other hand, relate to the emotional narrative through a dif-
ferent perspective. While they appreciated Khong Guan's heritage, they were primarily 
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drawn to how the brand blended this legacy with modern design elements. The emo-
tional narrative for Gen Z centred around the intersection of cultural identity and inno-
vative storytelling. For this cohort, nostalgia was not the primary emotional driver but 
rather the modern reinterpretation of tradition, which appealed to their desire for au-
thenticity and fresh perspectives. This finding aligns with research suggesting that Gen 
Z values authentic brands that incorporate both traditional and innovative elements 
[48], [53]. The special edition Khong Guan Face Palette made the Gen Z respondents 
feel part of an exclusive community. The emotional connection was also fostered by 
the collaborative narrative of two iconic brands coming together to create something 
unique.  

4.3 The Role of Packaging Design in Consumer Engagement 

The packaging design of the Mizzu x Khong Guan co-branded product played a 
significant role in influencing consumer engagement across both generational cohorts. 
As identified in the interviews, the visual storytelling embedded in the product's 
packaging served as a critical touchpoint for engaging both Gen Y and Gen Z 
consumers. 

For Gen Y, the packaging design created an emotional connection to Khong Guan's 
heritage and conveyed a sense of premium quality. The iconic packaging evoked 
nostalgic memories of family occasions, fostering a strong sense of brand loyalty. The 
high quality of the product was also a decisive factor for Gen Y's satisfaction, as they 
valued offerings that combined aesthetic appeal and functional value. 

In contrast, Gen Z found the packaging design to be trendy and aesthetically pleas-
ing, aligning with their desire for socially shareable products. They appreciated the 
minimalist design, associating it with fashionable and socially relevant products. For 
Gen Z, the affordability of the co-branded product was crucial, as they tend to prioritise 
value for money without compromising on design. This highlights the importance of 
providing products that are not only affordable but also aligned with current trends, 
making them desirable for a social media-driven generation. 

To deepen this analysis, a semiotic approach reveals how the packaging design 
layers multiple meanings that appeal differently to each cohort. At a denotative level, 
the design features the familiar Khong Guan biscuit tin imagery, minimalist typogra-
phy, and an updated color palette. These elements directly reference the original biscuit 
packaging while recontextualizing it for cosmetic use. Connotatively, for Gen Y these 
visuals evoke nostalgia, family traditions, and cultural continuity, transforming the cos-
metic product into a familiar and trusted artifact. Meanwhile, for Gen Z, the same ele-
ments refined through minimalist styling communicate modernity, authenticity, and so-
cial media appeal, aligning with their aesthetic preferences and desire for trend forward, 
shareable products. The cultural symbolism embedded in the packaging draws on 
shared Indonesian memories of festive family gatherings and hospitality. By integrating 
these familiar symbols into a new cosmetics context, the design bridges tradition and 
innovation, offering a meaningful narrative that resonates across generations. 

As shown in Fig. 3: Mizzu x Khong Guan Packaging, the design skillfully blends 
heritage and modernity, making it appealing to both generational cohorts. This study 
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provides empirical evidence supporting the idea that generational differences signifi-
cantly influence consumer engagement with co-branded products, particularly in the 
context of visual symbolism and emotional narratives [15], [32], [35], [54]. 

 
Fig. 3. Khonguan Packaging (left) and Mizzu x Khongguan Packaging (right). 

4.4 Marketing Implications and Strategic Recommendations 

To successfully engage Gen Y and Gen Z consumers through co-branding strategies, 
marketers must adapt their messaging and approach to meet the unique preferences and 
values of each generation. Based on the findings of this study, the following tailored 
recommendations are suggested for each cohort: 

1 For Gen Y (Millennials): . 
Gen Y, born between 1981 and 1996, places a significant emphasis on nostalgia, 
cultural identity, and premium quality in their consumer choices. This genera-
tion is highly engaged when they feel an emotional connection to a brand that 
aligns with their personal memories and family traditions. 

a Nostalgic Storytelling: Marketers should incorporate nostalgic story-
telling into their co-branding campaigns. This could include emphasis-
ing the heritage of the Khong Guan brand and using visuals and mes-
sages that resonate with Gen Y’s memories of growing up with the 
brand. By telling stories that evoke sentimental memories of family 
gatherings and festive traditions, brands can strengthen emotional con-
nection and brand loyalty [14], [44], [55]. For example, the Mizzu x 
Khong Guan collaboration could feature packaging that taps into fa-
miliar symbols, such as the biscuit tin de-sign, which resonates strongly 
with Gen Y's emotional ties to the brand. 

. 

b Quality and Authenticity: Gen Y consumers are more likely to invest 
in products that provide premium quality and authenticity. Marketers 
should position co-branded products as high-end, innovative, yet cul-
turally rich, highlighting the quality of materials and craftsmanship. 
Gen Y values products that speak to their desire for authentic experi-
ences [38], [56]. This can be achieved by showcasing the heritage of 
both brands (Mizzu and Khong Guan), positioning them as offering 

. 



   

          

 

         

something more than just a functional product but also an authentic, 
culturally grounded experience. 

c Emotional Engagement: To create brand loyalty, the focus should be 
on fostering emotional connections. Marketers can develop advertising 
campaigns that highlight the emotional value of using a product tied to 
one’s cultural roots. For Gen Y, digital storytelling in the form of vid-
eos or articles that showcase the product’s history and connection to 
Indonesian traditions can go a long way in creating an authentic, en-
gaging experience [1]. 

. 

d Community and Family Values: Marketers should consider positioning 
the co-branded product as a family-oriented experience, which would 
resonate with Gen Y’s focus on family values. This could be integrated 
into social media campaigns or in-store promotions where the focus is 
on family usage and how the product creates lasting memories, rein-
forcing the generational continuity of Khong Guan’s biscuits. 

. 

2 For Gen Z: . 
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Gen Z, born after 1997, has grown up in a digital, hyper-connected world. As 
can be seen in Table 1, they are highly influenced by aesthetic appeal, function-
ality, affordability, and the authenticity of the products they purchase. This gen-
eration values novelty and innovation, but they also seek products that resonate 
with their values and social causes. 

a Affordability and Accessibility: Gen Z is a value-conscious generation, 
often prioritising affordability over other factors. Co-branding cam-
paigns targeting Gen Z should emphasise the affordable price point of 
the product while maintaining an image of premium yet accessible 
quality [2], [35], [57]. The emphasis should be on creating products that 
are not only cost-effective but also have an appeal to their digital life-
style. Mizzu should continue to highlight how the collaboration 
delivers affordable beauty while still embodying the innovative spirit 
of both brands. 

. 

b Modern Design and Trend-Forward Aesthetics: Gen Z is drawn to 
products that are not only functional but also visually appealing. Insta-
grammable aesthetics and mod-ern design often influence their pur-
chasing decisions. Co-branding campaigns target-ing Gen Z should 
emphasise trendy packaging that speaks to their desire for visual appeal 
[35], [58]. Designers can focus on incorporating minimalist designs and 
bold, modern colour schemes that align with Gen Z’s tastes. [35], [59]. 

. 

c Innovation and Digital Engagement: Gen Z values innovation, and they 
are more likely to be engaged by campaigns that reflect digital trends 
[35], [53]. Marketers should leverage social media platforms (such as 
Instagram, TikTok, or YouTube) to engage Gen Z, incorporating inter-
active elements like challenges, contests, or user-generated content. 
Campaigns could encourage users to create content around the co-

. 



   

         

 

 

branded product, showcasing how it fits into their modern lifestyle. Ad-
ditionally, marketers could collaborate with influencers who resonate 
with Gen Z’s core values of authenticity and social relevance. 

d Social Relevance and Cause Marketing: Gen Z values brands that re-
flect their social consciousness and align with their values [53]. The 
Mizzu x Khong Guan collaboration could highlight family values, local 
culture, and tradition but with a modern twist that appeals to Gen Z’s 
socially conscious nature. Cause-related marketing campaigns or sus-
tainability initiatives (such as using eco-friendly materials for 
packaging) could enhance the appeal of the co-branded product [60], 
[61], [62]. Moreover, social justice and equality themes embedded in 
the campaign can build strong connections with Gen Z’s desire to sup-
port brands that reflect their ethics. 

. 

3 Strategic Recommendations for Co-Branding Campaigns . 
• Segmented Marketing Approach: To successfully engage Gen Y and Gen Z, 

marketers should develop segmented strategies. This means creating cam-
paigns that are tailored to the unique needs and values of each cohort rather 
than relying on a one-size-fits-all approach. 

 

• Engage Gen Y through Emotional Storytelling: Focus on nostalgic storytell-
ing, family values, and heritage for Gen Y consumers. Highlighting the pre-
mium quality of the product and its authentic cultural significance will foster 
stronger emotional connections and build brand loyalty. 

 

• Appeal to Gen Z’s Need for Modernity: For Gen Z, prioritise affordability, 
modern aesthetics, and digital engagement. Use an innovative, trend-driven 
design that speaks to their values, lifestyle, and social media habits. Addi-
tionally, incorporate interactive digital content and influencer marketing to 
build brand affinity. 
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Table 1 below summarizes the comparison between Gen Y and Gen Z perceptions. 

Table 1. Comparison of Gen Y vs Gen Z Perceptions. 

Aspect Gen Y Gen Z 
Focus Emotional satisfaction, 

nostalgia 
Simplicity, affordability 

Nostalgia Influence High emotional connec-
tion 

Low emotional connection 

Aesthetic Preference Complex, high quality Minimalistic, trendy 

Price Sensitivity Less concern with price Highly concerned with      
affordability 

Product Functionality Premium, unique experi-
ence 

Practical, functional design 
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5 Conclusion and Recommendation 

This study highlights the critical importance of generational engagement in developing 
successful co-branding strategies. The Mizzu x Khong Guan collaboration effectively 
appeals to both Generation Y and Generation Z, though each cohort connects with the 
product in distinct ways. Generation Y is drawn to nostalgia and heritage, valuing emo-
tional narratives and cultural symbolism, while Generation Z focuses on affordability, 
modern design, and practicality. To engage these two distinct generational segments 
effectively, brands must emphasise heritage-driven emotional narratives for Generation 
Y and offer a balance of innovation and value for Generation Z. The use of nostalgic 
elements in packaging and storytelling can cultivate brand loyalty among Generation 
Y. At the same time, Generation Z will appreciate modern aesthetics and affordable 
pricing that align with their digital and fast-paced lifestyles. 

To maximise the effectiveness of co-branding campaigns, marketers should integrate 
digital engagement and social media strategies, particularly targeting Generation Z, 
who are heavily influenced by online platforms. Additionally, combining traditional 
cultural symbolism with innovative design will ensure that the product resonates with 
both generations. The emphasis on functional value and aesthetic appeal should be 
communicated clearly in all promotional materials, focusing on making the product 
visually appealing and socially relevant. Lastly, incorporating regular feedback loops 
to measure consumer satisfaction and adjust marketing strategies based on evolving 
trends will help brands remain relevant and maintain long-term brand loyalty across 
different consumer segments. The study also underscores the significance of brand  
equity in co-branding ventures, which should be carefully considered when initiating a 
collaboration. Understanding the target audience's consumer behaviour is crucial for 
ensuring the success of such initiatives. 
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