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Abstract: In the context of new media marketing, co-branding has a positive impact on consumer purchase intentions. Through
new media platforms, co-branding activities are widely disseminated, increasing consumer awareness of products and making
co-branded products a hot topic. Consumer trust in co-branded brands is strengthened, and through collaboration with other
brands, consumers are more confident in the quality and reputation of co-branded products. Compared to other activities, co-
branding aligns with brand market positioning. By collaborating with brands from different fields, co-branding achieves resource
sharing and complementary advantages, enhances brand image, and creates uniquely charming co-branded products through
partnerships with other well-known brands, strengthening consumer recognition and trust in the brands. Fully leveraging the
advantages of new media marketing provides consumers with a diversified shopping experience, making the shopping process
more interesting and enriching through personalized recommendations. Currently, WeChat public account marketing, social
media marketing, and live streaming marketing are the main forms of new media marketing. By regularly posting content and
interacting with fans, brands achieve precise marketing and attract user attention. In the future, brands should fully utilize the
advantages of new media marketing, combined with co-branding strategies, to achieve more precise and efficient market
promotion.
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1. Introduction a new platform for marketiqg and brand bu!lding. By pqsting
. content on the WeChat public platform, businesses can timely
In the context of new media marketing, co-branding asan  transmit brand information, product updates, and market
innovative marketing strategy is increasingly favored by more ~ activities, attracting user attention and participation. Well-
brands. Co-branding refers to the collaboration between two planned content, such as interesting stories, practical
or more brands to launch co-operative products. By knowledge, and unique perspectives, can resonate with users

leveraging each other's strengths and sharing resources, co- ~ and increase brand exposure. At the same time, the WeChat
branding maximizes brand value. It enhances brand public platform also offers rich forms of interaction between

creative product experience [1-3]. The diverse forms of new DY replying to comments, initiating topic discussions, and

media marketing, such as WeChat public account marketing, hosting online events, understanding their needs and feedback,
social media marketing, and live streaming marketing, thereby continuously optimizing products and services. Such
provide a broad stage for co-branding. The connection interaction enhances user stickiness, making brands closer to
between co-branding and new media marketing lies in their ~ consumers, enhancing brand affinity and influence.

joint creation gf a m_utu:?llly reinforcing marketln_g ecosystem. 2.2. Social Media Marketing

Through the dissemination channels of new media marketing, ) . . > ) )
co-branding can rapidly expand its influence and attract the ~ With the popularity of social media, users are increasingly
attention of more potential consumers. Co-branding also inclined to obtain information and share their lives on social
provides more interesting and substantial content for new media platforms. Weibo, with its fast-paced characteristics,
media marketing, enriching marketing methods and has become the preferred platform for brands to post news and
enhancing marketing effectiveness. In this context, studying ~ €vent information. Short video platforms like TikTok and
the impact of co-branding under new media marketing on ~ Kuaishou attract a large number of young users with their
consumer purchase intentions is significant. By deeply vivid and visual content. In this context, using social media
understanding consumer psychology and behavioral changes, platforms to post content and conduct activities is crucial for

brands can better grasp market trends, develop more effective ~ enhancing brand awareness and user stickiness, as shown in
marketing strategies, and drive sales growth and market Table 1. Brands can attract user attention and participation by

expansion. posting interesting and substantial content. Additionally, by
hosting online events and initiating topic challenges, brands

2. Main Forms of New Media can stimulate user participation enthusiasm [4-6], promoting
Marketing interaction between the brand and users. This interaction
further increases brand exposure, enhances recognition, and

2.1. WeChat Public Account Marketing deepens user understanding and trust in the brand. Through

the sharing and dissemination on social media, brand
information can spread rapidly, attracting more potential
users' attention and enhancing brand influence and market
competitiveness.

With the widespread use of smartphones and the rapid
development of mobile internet, WeChat has become an
indispensable part of people's daily lives. In this context, the
WeChat public platform emerged, providing businesses with
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Table 1. Media social platforms

S%?;?;g:?ga Publish Content Carry out activities
Release brand news . .
Microblog and event Organ!ze onl_lne evgnts
information and discussion topics
Publish short video Launch short video
Tiktok content to show challenges and
product features creation competitions
Post short videos C(L_:r:gti?r?;tc\tlilvdiii%s
Quick hand  that are life-like and

and live broadcast

interesting online

2.3. Live Streaming Marketing

The significance of live streaming marketing lies in
integrating product display, brand dissemination, and
consumer education through real-time interaction, enhancing
brand awareness and user stickiness. Vinona, as a leading
domestic skincare brand, has achieved significant success in
live streaming marketing in recent years. Through live
streaming, Vinona successfully showcased product features,
introduced usage methods, and interacted with users in real
time, greatly enhancing consumer purchase intentions. In one
live streaming event, Vinona's host carefully selected several
popular products, displaying and introducing each one. The
host not only detailed the ingredients, effects, and usage
methods of the products but also demonstrated how to apply
and massage them properly, allowing viewers to understand
the product effects visually. This intuitive display method
sparked intense interest in the consumers, many of whom
expressed a desire to try the products. Through this live
streaming event, Vinona successfully attracted the attention
of a large number of potential consumers and enhanced their
purchase intentions. The number of viewers in the live stream
continuously rose, with likes and comments also increasing
steadily. Through live streaming, brands can more vividly
showcase product features, introduce usage methods, and
interact with users in real time, thereby enhancing consumers'
confidence to make purchases.

3. The Connection between Co-
branding and New Media Marketing

3.1. Alignment with Market Positioning

As market competition intensifies, co-branding has become
an important means for businesses to expand market share
and enhance brand influence. Co-branding typically involves
multiple brands, each possibly having unique target audiences
and market positioning. Through co-branding collaboration,
businesses can fully utilize the strengths of each brand,
achieving resource complementarity and sharing, thereby
expanding the brand's audience range and attracting more
potential consumers. Simultaneously, the rapid rise of new
media marketing provides businesses with more efficient and
precise marketing methods. New media marketing, with its
strong data analysis capability, can accurately target
audiences and achieve personalized marketing. Through new
media platforms, businesses can deeply understand consumer
needs, preferences, and behaviors, developing more precise
marketing strategies and improving marketing effectiveness.
The combination of co-branding and new media marketing
makes business promotion and dissemination more efficient
and precise. Through new media platforms, businesses can
rapidly spread co-branding information, expanding the
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influence of co-branding activities. By precisely targeting the
audience, businesses can push co-branded products to the
most interested consumers, enhancing purchase intentions
and conversion rates, meeting the current market positioning.

3.2. Enhancing Brand Image

The combination of co-branding and new media marketing
injects new vitality into shaping brand image and enhancing
reputation. Co-branding cooperation is not just a simple
superposition of two or more brands but a concentrated
display of brand innovation capabilities and cooperative spirit
[7-8]. Through co-branding, brands can demonstrate their
willingness to try and innovate, attracting more consumers
who seek novelty and unique experiences. Simultaneously,
new media marketing, with its unique dissemination methods
and interactive forms, provides strong support for shaping the
brand image. Through carefully planned high-quality content,
brands can showcase their unique values, product features,
and brand culture on new media platforms, thereby creating a
deeply ingrained brand image. Precise promotional strategies
can convey brand information to the target audience, further
enhancing brand recognition and influence. This combination
also helps strengthen consumer trust and recognition in the
brand. New media marketing can collect user feedback and
opinions in real time, allowing brands to adjust strategies
timely, optimize products and services, and thereby enhance
consumer satisfaction and loyalty.

3.3. Enriching Marketing Means

In the context of new media marketing, co-branding has
introduced more diverse marketing methods, injecting new
vitality into the promotion and dissemination of co-branded
products, as shown in Table 2. Through social media
platforms, brands can publish information, images, and
videos related to co-branded products, visually showcasing
their unique charm and advantages. Consumers express their
affection and support for co-branded products through likes,
comments, and shares, creating a word-of-mouth effect,
thereby enhancing consumer engagement and strengthening
the emotional connection between brands and consumers. The
rise of short video and live streaming platforms provides more
direct marketing channels for co-branding. Brands can create
interesting and creative short videos to display the usage
scenarios and effects of co-branded products, attracting user
attention and interest. Meanwhile, live streaming allows for
real-time display of product details and features, answering
user queries, and enhancing consumer awareness and
purchase intentions of co-branded products. New media
marketing also makes full use of big data analysis and user
feedback to help brands more accurately understand
consumer needs and market trends. By mining and analyzing
user data, brands can gain insights into consumer purchase
preferences and behavior patterns, providing strong support
for the design and promotion strategies of co-branded
products.
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Figure 1. The Application Value of New Media Platforms

4. Impact of Co-branding on

Consumer Purchase Intentions
under New Media Marketing

4.1. Increasing Consumer Attention

On new media platforms, co-branding activities can
quickly attract the attention of a large number of fans and
potential consumers by leveraging popular topics and trends.
Brands cleverly combine co-branding information with hot
events and celebrity effects, making co-branded products a
focal point of discussion and sharing among netizens.
Additionally, new media marketing can push co-branded
products to the most likely interested consumers through
precise targeting and personalized promotion strategies.
Brands can use big data to analyze user profiles,
understanding consumers' interests and purchasing behaviors,
thereby formulating more targeted marketing plans. This
personalized promotion approach better meets consumer
needs, enhancing their interest in and purchase intentions for
co-branded products. As consumer attention to co-branded
products continually increases, their curiosity and desire to
explore are further stimulated, actively learning about the
design concepts, functional features, and stories behind co-
branded products. This interactive and participatory process
enhances consumers' understanding and awareness of the
products, also strengthening their identification with and
loyalty to the brands [9-10].

4.2. Strengthening Consumer Trust

Co-branding is a clever marketing strategy involving two
or more well-known brands launching products or services
together. This collaborative approach allows for mutual

leveraging, further enhancing consumers' trust in the products.

When consumers see products launched jointly by two well-
known brands, they often believe these products must have
certain quality assurances and reliability, as illustrated in
Table 2. For example, in the fashion industry, many well-
known brands often launch limited edition apparel or
accessories through co-branding. These co-branded products
typically blend unique design elements and styles from
different brands, providing consumers with a new visual
experience. In the cosmetics industry, when two well-known
brands jointly launch co-branded cosmetics, consumers tend
to be more excited and attentive, as the collaboration between
these brands brings superior product effects and user
experiences. In the sports brand sector, when two renowned
sports brands jointly launch co-branded sneakers, consumers
are willing to try and purchase the co-branded product due to
their affection for these brands. Thus, co-branding through
mutual leveraging and jointly enhancing trust provides
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consumers with a more diversified and high-quality shopping
experience.

Table 2. Examples of Co-branding in Different Fields

Reasons for Reasons for the

Brand joint . .
case Increased increase in consumer
Consumer Trust favorability
. Collaboration . .
Foon et ol S e
cI{)thin LT BT S ex egr]ience is novel
9 ensures quality. P
Co-brandin Consumers love co-
Cosmetics - g branded brands and have
joint series provides dual a strong interest in co-
quality assurance. branded products
Collaboration .
J brands guarantees - .
sports - into trust in the co-
shoes GIES branded products
performance.

4.3. Providing a Diversified Shopping
Experience

Co-branded products often cleverly merge the
characteristics and styles of different brands, breaking the
original brand boundaries and presenting consumers with a
new and unique shopping option. From a product perspective,
co-branded products usually possess dual or even multiple
brand characteristics. This means that when consumers
purchase such products, they can experience the essence and
advantages of multiple brands at once. This cross-brand
fusion enriches the design elements and functional features of
the products, offering consumers more personalized choices.
Whether it's apparel, cosmetics, or other consumer goods, co-
branded products always bring a sense of novelty and surprise
to consumers. Besides the richness of the products, co-
branding also brings a unique experience at the emotional and
cultural levels. Co-branding often involves the cultural
backgrounds and brand stories of two or more brands, which
are integrated and passed on in co-branded products. When
purchasing co-branded products, consumers not only enjoy
the practical value of the products themselves but also the
emotional resonance and cultural exchange between brands,
making the shopping experience more profound and
meaningful.

5. Conclusion

In the context of new media marketing, the impact of co-
branding on consumer purchase intentions is increasingly
significant. Through the widespread dissemination and
precise targeting of new media platforms, co-branding
activities successfully capture consumer attention and,
through unique product designs and creative content,
stimulate consumers' desire to purchase. Furthermore, co-
branding, with the aid of new media marketing means,
provides consumers with a more convenient and interesting
shopping  experience, further enhancing consumer
satisfaction and loyalty. As technology continues to advance
and the market evolves, the forms and methods of new media
marketing will also continuously innovate and improve.
Brands should keep pace with the times, fully leverage the
advantages of new media marketing combined with co-
branding strategies, to create a distinctive brand image and
marketing system, enhancing consumer engagement and



purchase intentions to adapt to fierce market competition.
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