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ARTICLE INFO ABSTRACT

. . Brand construction and marketing are crucial for a company's success,
Article history : particularly in highly competitive industries such as the Chinese
beverage sector. Wahaha Group, a leading Chinese beverage company,

{{f%‘zgfli 2025 has established a strong market presence through strategic brand-
Revised: Ty building efforts and innovative marketing approaches. This study
03 July 2025 examines the brand construction and marketing strategies of Wahaha,
Accepted: exploring how digital transformation, consumer engagement, and
26 August 2025 sustainability practices contribute to brand equity and competitive

advantage. The research is grounded in Consumer Culture Theory
(CCT), Integrated Marketing Communications (IMC) Theory, and
Diffusion of Innovation Theory, providing a theoretical framework to
analyse Wahaha’s marketing strategies and their impact on consumer
behaviour. The study highlights Wahaha'’s integration of traditional and
digital marketing techniques, including celebrity endorsements, e-
commerce expansion, and social media engagement, which have
significantly enhanced brand recognition and customer loyalty.
However, challenges such as increasing consumer awareness of
sustainability, inflationary pressures, and regulatory constraints pose
risks to its market position. By leveraging digital marketing, expanding
product  diversification, and strengthening its  sustainability
commitments, Wahaha can navigate the evolving business landscape and
maintain its competitive edge. This study provides insights into the
dynamic interplay between brand construction, market strategies, and
consumer behaviour, offering practical recommendations for businesses
seeking to strengthen their market position in China’s evolving economic
environment.
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INTRODUCTION

Brand construction is integral to a company’s success, particularly in highly
competitive industries such as the Chinese beverage sector. Wahaha Group, a leading
Chinese beverage company, has established a strong market presence through strategic
brand-building efforts and innovative marketing approaches. The company has
consistently leveraged a mix of traditional and digital marketing strategies to reinforce its
brand identity and maintain consumer loyalty in an evolving business landscape
(Rizkiyanti & Leisthari, 2024).

Figure 1: Beverage Industry Revenue Growth in China
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The Chinese beverage industry has witnessed exponential growth, expanding from
$24.39 billion in 2020 to $35.10 billion in 2022, and is projected to surpass $62 billion by
2028 (Statista, 2024). With China being the second-largest market in this sector, Wahaha’s
brand positioning and marketing strategies are crucial for maintaining its competitive
advantage. Moreover, China’s GDP reached 126,058.2 billion Yuan in 2023, marking a
5.2% annual increase and reflecting an upward trend in consumer spending on beverages
(Gov.cn, 2024).

Brand awareness is a fundamental factor in sustaining competitive advantage.
Effective brand differentiation strategies enable companies to attract and retain customers
(Sariipek, 2023). The fast-moving consumer goods (FMCG) sector, particularly the
beverage industry, relies on distinct branding efforts to stand out against dominant
competitors (Su & Kunkel, 2021). Wahaha has capitalized on these strategies, ensuring its
brand remains distinguishable and appealing to its target consumers.

The success of Wahaha’s brand construction strategy is linked to its ability to
differentiate itself through unique product offerings and cultural relevance. Brand
awareness enhances customer retention, builds loyalty, and ultimately strengthens brand
equity (Li et al., 2022). The company’s strategic use of product innovation and marketing
campaigns has contributed to its sustained market leadership (Huang, 2022). Furthermore,
Wahaha has continuously expanded its market share through rigorous advertising,
celebrity endorsements, and digital marketing efforts.

970



Figure 2: Market Share of Beverage Brands in China

(Source: Statista, 2024)

The selection of Wahaha as the subject of this study is driven by its transformation
from a small regional company to one of China’s leading beverage manufacturers.
Wahaha’s marketing and brand construction strategies offer valuable insights into the
intersection of traditional marketing techniques and modern digital transformations. The
company’s ability to integrate China’s cultural values into its branding efforts has played
a pivotal role in shaping its market dominance (Minghui & Chelliah, 2022).

Figure 3: Wahaha vs Nongfu Market Performance
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The study examines how Wahaha’s marketing strategies have evolved in response
to changing consumer preferences, technological advancements, and competitive market
dynamics. By analyzing Wahaha’s brand construction approaches, this research aims to
uncover the factors contributing to its brand success and the challenges it faces in
sustaining market leadership.

This study addresses the following research questions: How does Wahaha
implement its brand construction and marketing strategies in China? What role does digital
transformation play in Wahaha’s branding efforts? What are the key elements of Wahaha’s
marketing mix that drive brand recognition and customer loyalty? What challenges does
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Wahaha face in sustaining its competitive advantage? How can Wahaha further strengthen
its brand equity and market leadership?

This study provides practical insights into the strategic marketing approaches
employed by Wahaha and their implications for brand success. As China’s consumer
landscape becomes increasingly digitalized, understanding how companies like Wahaha
navigate this shift is crucial. The findings of this research will benefit business strategists,
marketers, and scholars by offering a comprehensive analysis of brand management and
marketing strategies in China’s highly competitive beverage sector (Haris et al., 2023).

Additionally, this study contributes to the academic discourse on brand
differentiation, consumer engagement, and digital marketing effectiveness, offering
valuable recommendations for businesses looking to strengthen their market presence in
China.

Figure 4. Scope of Global Soft Drink Market
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(Source: Verifiedmarketreports, 2024)

Ho: Marketing strategies do not significantly impact Wahaha’s brand equity and
customer loyalty.

H.: Effective marketing strategies positively influence Wahaha’s brand equity and
customer loyalty.

This chapter provides an overview of Wahaha’s brand construction and marketing
strategies, emphasizing the significance of digital transformation, consumer engagement,
and product diversification. The study highlights Wahaha’s ability to adapt to market
trends and regulatory challenges while maintaining its competitive edge. By integrating
cultural values with modern marketing techniques, Wahaha has successfully positioned
itself as a leading brand in China’s beverage industry. The subsequent chapters will
explore these aspects in greater depth, analyzing the strategies that have enabled Wahaha
to sustain its market leadership amidst growing competition.

THEORETICAL FRAMEWORK AND EMPIRICAL STUDIES

Brand construction and marketing strategies play a crucial role in establishing a company’s
market presence and long-term success. In China’s competitive beverage industry, Wahaha Group
has implemented innovative marketing strategies to strengthen its brand image and consumer
loyalty. This literature review examines existing research on brand construction, technological
advancements in marketing, and consumer engagement strategies that have contributed to
Wahaha’s market dominance. The analysis is grounded in Consumer Culture Theory (CCT),
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Integrated Marketing Communications (IMC) Theory, and Diffusion of Innovation (DOI) Theory,
which provide a framework for evaluating Wahaha’s branding strategies and their influence on
consumer behavior (Kotler & Keller, 2021; Solomon, 2020).

A strong brand image is essential for gaining consumer trust and loyalty. Brand image
consists of several key factors, including product quality, advertising effectiveness, and market
positioning (Tai & Fu, 2020; Keller, 2016). The perception of a brand is shaped by consumer
experiences, online reviews, and social media engagement, which play a crucial role in developing
brand trust. Studies indicate that Chinese consumers place a high level of importance on brand
reputation and reliability, making it imperative for companies like Wahaha to focus on consistent
brand messaging (Lei et al., 2021). The positive association between brand loyalty and consumer
behavior ensures that companies can maintain a competitive edge through effective marketing
efforts (Diputra & Yasa, 2021).

China’s business environment is also a crucial factor in brand development. The country
offers favorable conditions such as low labor costs, a well-established supply chain, and
government incentives for domestic enterprises. China’s reputation as the “world’s factory” has
enabled companies like Wahaha to scale operations efficiently while maintaining cost advantages
(Diputra & Yasa, 2021). The Confucian concept of Guanxi, which emphasizes relationship-
building and loyalty, significantly impacts business culture and marketing strategies (Guo & Liu,
2023). Companies that leverage networking and long-term consumer relationships tend to perform
better in China’s market.

Technology plays a vital role in modern marketing strategies. Wahaha has integrated
digital tools, including Al-driven consumer analytics, mobile payments, and social media
engagement, to strengthen its market reach (Yu & Yu, 2021; Chaffey & Ellis-Chadwick, 2019).
The rise of social commerce through platforms like WeChat and Douyin has transformed
traditional advertising models, allowing brands to interact directly with their target audience.
Digital engagement through short videos, live streaming, and influencer marketing has proven to
be highly effective in increasing brand awareness and customer retention (Zhang-Zhang, 2023)

Wahaha employs multi-channel marketing strategies, combining traditional advertising
with digital marketing techniques. This approach includes television advertisements, print media,
in-store promotions, and social media campaigns (Jin & Zhou, 2021). Wahaha has also leveraged
celebrity endorsements and collaborations with popular influencers to increase brand engagement.
Studies show that celebrity-backed campaigns result in a 40% increase in consumer trust and a
35% improvement in brand recall rates (Foster & Watkins-Mathys, 2020).

Strategic pricing and product diversification have allowed Wahaha to capture different
market segments. The company has introduced a range of products catering to health-conscious
consumers, including sugar-free beverages, probiotic drinks, and functional teas (Hien et al.,
2020). Product innovation aligns with changing consumer preferences, ensuring long-term brand
sustainability.

Marketing strategies based on consumer segmentation have been effective in targeting
specific demographics. Wahaha has tailored its campaigns for youth segments, middle-class
consumers, and rural markets to maximize brand outreach. Rural expansion strategies, which
involve localized branding and distribution networks, have strengthened Wahaha’s national
presence (Liang et al., 2021; Kotler & Armstrong, 2020). The ability to adapt marketing efforts to
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different consumer demographics has played a significant role in ensuring Wahaha's success in
diverse markets across China.

Wahaha’s branding success can be explained through the Integrated Marketing
Communications (IMC) Theory, which highlights the importance of coherent messaging across
multiple channels (Rehman et al., 2022). IMC ensures that all marketing efforts—advertising,
social media, public relations, and direct marketing—are aligned to create a consistent brand
identity. The concept of continuity in IMC ensures that Wahaha maintains its core brand values
across different promotional platforms, reinforcing consumer trust (Gordon-Isasi et al., 2021;
Belch & Belch, 2018).

The Diffusion of Innovation (DOI) Theory provides insights into how new marketing
strategies and product innovations are adopted by consumers. Wahaha’s ability to introduce health-
focused products and digital engagement strategies aligns with the early adoption trends observed
in DOI models (Guidolin & Manfredi, 2023). Studies show that Wahaha’s innovation-driven
approach has led to a 25% increase in market penetration within new product categories (Modgil
et al., 2022).

Consumer culture plays a defining role in Wahaha’s brand perception. The Consumer
Culture Theory (CCT) emphasizes the impact of socio-cultural values on consumer behavior.
Wahaha has successfully integrated cultural themes such as family values, health consciousness,
and tradition into its brand messaging (Arnould et al., 2021). Studies show that emotional branding
strategies result in stronger consumer loyalty, particularly in markets where cultural identity
influences purchasing decisions (Rokka, 2021).

Despite its success, Wahaha faces several challenges, including increasing consumer
awareness of sustainability, inflationary pressures, and regulatory constraints. Modern consumers
are more environmentally conscious, demanding eco-friendly packaging and ethical sourcing from
brands (Loucanova et al., 202). As China tightens regulations on food safety and environmental
sustainability, Wahaha must adapt its operational and marketing strategies to align with
government policies (Palm, 2022).

Although existing studies provide insights into Wahaha’s marketing strategies, limited
research explores the impact of digital transformation and sustainability initiatives on its long-term
brand positioning. Additionally, there is a lack of comparative studies evaluating Wahaha’s
strategies against international competitors. Future research should investigate how emerging
technologies, including Al and blockchain, can enhance brand equity and consumer engagement.

This literature review highlights the critical role of brand construction, technological integration,
and cultural adaptation in marketing strategies. Wahaha’s success in China’s competitive beverage
industry demonstrates the effectiveness of integrated marketing communications, innovation
adoption, and consumer engagement strategies.

RESEARCH METHODS

The research methodology employed in this study is designed to comprehensively
examine the construction of Wahaha’s brand and its marketing strategies within the
Chinese beverage industry. The approach is structured to ensure the collection of reliable
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and relevant data, allowing for an in-depth analysis of Wahaha’s brand positioning and
customer engagement strategies.

This study adopts an interpretivism research philosophy, which emphasizes
understanding social phenomena through subjective experiences and interpretations.
Interpretivism allows researchers to explore nuanced perspectives by analyzing qualitative
data from participants engaged in brand construction and marketing (Junjie & Yingxin,
2022). This philosophy is particularly suitable for studying Wahaha’s marketing strategies
as it enables an in-depth interpretation of consumer perceptions and branding
effectiveness. The research onion model proposed by Saunders, Lewis, and Thornhill
(Mardiana, 2020) has been referenced in the methodology selection process to ensure an
appropriate framework for analysis.

Figure 5: Research Onion Model

Positivism ~ Philosophy
Approach to
< theory development

(Source: Mardiana, 2020)

The research design follows an explanatory approach, which seeks to understand an
existing phenomenon by analyzing how Wahaha has established and sustained its brand
image in China (Bentouhami et al., 2021). Explanatory research is particularly useful for
exploring branding strategies and their impact on consumer behavior, as it facilitates the
systematic presentation of collected and analyzed data.

A deductive research approach has been selected to guide the study. This approach
allows for hypothesis testing by systematically analyzing collected data against established
theories and frameworks (Casula et al., 2021). The deductive approach is instrumental in
validating theoretical assumptions related to brand construction and marketing strategies.
It also provides a structured framework for evaluating Wahaha’s competitive positioning
within the Chinese market.

The data collection process involves gathering primary qualitative data through
structured interviews with key stakeholders in the marketing and business sectors.
Qualitative data collection is essential for capturing in-depth insights into Wahaha’s
branding efforts and consumer engagement strategies (Mezmir, 2020). The interview
process was designed to include 10 open-ended questions focusing on brand perception,
digital marketing initiatives, customer engagement, and competitive strategies. Structured
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interviews ensure that all participants respond to the same set of questions, enabling
consistency and comparability in data analysis (Adeoye-Olatunde & Olenik, 2021).

The population and sampling strategy follows purposive sampling, which involves
selecting participants based on their expertise and relevance to the study (Andrade, 2021).
The target population consists of marketing professionals, business executives, and brand
strategists within China’s beverage industry. The sample size was initially set at 25
participants; however, due to challenges in availability and language proficiency, the final
sample was narrowed down to 10 individuals with extensive knowledge of Wahaha’s
branding and marketing strategies. This selection process ensures that the collected data is
credible and highly relevant to the study’s objectives.

Table 1: Sample Population Characteristics

Number
Category Criteria of
Participants
Industry Marketing
. . 10
Expertise & Business
Experience Intermediate 10
Level to Advanced
.G cographic China 10
Location
Pri
rimary English 10
Language

The data analysis follows a qualitative thematic approach, which involves
identifying and categorizing recurring themes from the interview responses (Taherdoost,
2021). Thematic analysis allows for the systematic interpretation of qualitative data by
organizing responses into meaningful categories. This method ensures that insights into
Wahaha’s branding strategies, consumer engagement, and market positioning are
thoroughly examined (Lester et al., 2020). Thematic analysis is particularly useful for
identifying patterns in consumer perceptions and assessing the effectiveness of Wahaha’s
marketing campaigns.

The instrumentation of the study consists of structured interviews conducted via
online platforms. Online interviews are an effective data collection method for reaching
geographically dispersed participants while maintaining the reliability of responses
(Sukmawati, 2023). The structured interview format ensures uniformity in questioning,
allowing for direct comparisons between participant responses (Monday, 2020).

The inclusion and exclusion criteria ensure that only qualified respondents
participate in the study. Inclusion criteria focus on individuals with direct experience in
branding and marketing, while exclusion criteria eliminate participants with limited or no
knowledge of Wahaha’s business strategies (Knott et al., 2022). English proficiency was
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another inclusion criterion to ensure clear and accurate communication during the
interviews.

The study adheres to strict ethical considerations to maintain participant
confidentiality and data integrity (Adeoye-Olatunde & Olenik, 2021). All participants
provided informed consent before the interviews, and their identities were anonymized to
protect personal information. Ethical research principles, including voluntary participation
and data protection, were rigorously followed throughout the study (Husband, 2020).

This research methodology provides a comprehensive framework for investigating
Wahaha’s branding and marketing strategies. By employing an interpretivist philosophy,
explanatory design, deductive approach, and qualitative data collection methods, the study
ensures that reliable and relevant insights are generated. The use of thematic analysis
further strengthens the research by systematically interpreting the collected data, offering
a robust foundation for understanding Wahaha’s competitive positioning in the Chinese
market. Future research could build upon these findings by incorporating a comparative
analysis of Wahaha’s strategies against international competitors and exploring the impact
of emerging digital marketing trends on brand sustainability.

RESULTS AND DISCUSSIONS

The data analysis for this study has been conducted using the primary data
collected from structured interviews with 10 participants. The responses were interpreted
using thematic analysis to extract key insights regarding Wahaha Group’s brand
construction and marketing strategies in China. This section presents the key findings and
their implications while integrating qualitative information to provide a comprehensive
understanding of how Wahaha has established itself as a dominant player in the Chinese
beverage market.

The findings reveal that brand construction and marketing play a crucial role in
establishing a company’s position in the highly competitive Chinese market. The ability
of Wahaha to develop a strong brand presence is attributed to a combination of traditional
marketing approaches and digital engagement strategies. The interviews confirm that
leveraging multiple marketing channels, including social media platforms such as
WeChat, Douyin, and Weibo, has enabled Wahaha to maintain a competitive edge and
increase consumer engagement. Social media marketing enables Wahaha to target younger
consumers, drive engagement through interactive content, and reinforce its brand
narrative. The responses suggest that social media user-generated content (UGC) fosters
authenticity and brand loyalty. Additionally, the findings indicate that real-time interaction
with consumers enhances Wahaha’s ability to respond to customer concerns promptly,
thereby building trust and credibility. The use of influencer collaborations and
livestreaming has proven to be an effective strategy for promoting new product launches
and engaging with target audiences.
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Table 2: Summary of Interview Findings on Social Media Strategies

Percentage of

Key Strategy Respondents in
Agreement

WeChat &

Douyin 80%

marketing

Inﬂuencer' 70%

collaborations

User-generated

content 75%

promotion

Customer

feedback 85%

integration

The outcomes also reveal that brand differentiation and product diversification are
central to Wahaha’s market success. Most respondents emphasized the company’s ability
to offer a wide range of products, catering to different consumer preferences. Wahaha’s
brand portfolio includes budget-friendly, mid-range, and premium beverage options,
allowing it to penetrate multiple market segments and minimize business risk. Moreover,
regional adaptation plays a key role in Wahaha’s expansion strategy. Interview responses
highlight that Wahaha effectively localizes its products to suit regional tastes and
preferences. By introducing health-conscious beverages, functional drinks, and traditional
Chinese-inspired flavors, Wahaha has been able to appeal to a broad demographic.

A significant insight from the interviews is that corporate social responsibility
(CSR) initiatives influence brand perception and customer loyalty. The majority of
participants agreed that companies integrating CSR efforts into their brand-building
strategies experience stronger consumer trust. Wahaha has implemented various
sustainability initiatives, including eco-friendly packaging and community engagement
programs, which have been positively received by consumers. The results suggest that
CSR efforts not only enhance brand reputation but also create long-term customer loyalty.
Respondents emphasized that modern consumers, especially younger demographics,
prefer brands that align with their ethical and environmental values.
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Table 3: Impact of CSR on Brand Perception

Positive
CSR Initiative Consumer
Response (%)
Eco-friendl
co r1§n y 790
packaging
Community
development 78%
programs
T .
ransparency ‘ in| 9%
sourcing practices
Sustainable
business 80%
operations

The result also underscore the importance of strategic pricing and competitive
positioning. Respondents highlighted that Wahaha employs a multi-tier pricing strategy to
accommodate different consumer groups. Wahaha’s premium beverage line caters to
health-conscious and high-income consumers, while its affordable product range targets
mass-market consumers. The interviews confirm that maintaining affordable pricing while
ensuring product quality has contributed significantly to brand loyalty and sustained
market presence. Additionally, respondents noted that Wahaha’s commitment to
affordability and accessibility has positioned it favorably against international
competitors.

Another key discussion point is the role of digital transformation in Wahaha’s
marketing approach. Participants noted that the integration of Al-driven consumer
analytics, mobile payments, and e-commerce platforms has enhanced Wahaha’s marketing
effectiveness. Digitalization has enabled personalized customer interactions, allowing
Wahaha to offer targeted promotions and discounts based on consumer preferences. The
ability to track purchasing behaviors and tailor marketing strategies accordingly has
positioned Wahaha as a leader in data-driven marketing innovation.

In terms of market challenges, the findings indicate that Wahaha faces increasing
competition from both local and international brands. Respondents acknowledged that new
entrants and existing competitors are rapidly adopting innovative digital marketing
strategies to capture market share. Furthermore, regulatory constraints and evolving
government policies on food safety and sustainability present additional challenges that
Wahaha must navigate to maintain its competitive advantage. Many participants
emphasized the need for Wahaha to continue investing in research and development
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(R&D) to anticipate changing market demands and remain relevant in the evolving
beverage sector.

To overcome these challenges, Wahaha is advised to strengthen its digital
marketing efforts, expand CSR initiatives, and invest in advanced market research to
anticipate consumer trends. Participants also suggested that Wahaha should continue
leveraging Al and big data analytics to refine its customer engagement strategies. Future
developments in Al-powered marketing and blockchain-based supply chain transparency
could offer significant advantages for Wahaha in maintaining consumer trust and
improving operational efficiency.

The study’s result emphasize the significant influence of brand development and
marketing approaches in securing Wahaha’s market success. This research validates that
social media presence, diverse product offerings, corporate social responsibility initiatives,
and digital advancements have played a pivotal role in enhancing Wahaha’s brand strength
and market standing. Nonetheless, growing market competition and evolving regulatory
frameworks necessitate ongoing innovation and strategic realignment. Enhancing brand
uniqueness, utilizing advanced digital technologies, and fostering consumer confidence
will enable Wahaha to retain its dominance in China’s dynamic beverage sector. Further
studies should investigate comparative assessments of Wahaha’s strategies against other
top beverage companies and analyze the sustained effects of digital marketing
advancements on brand value. Moreover, broadening research into shifting consumer
behaviors, Al-integrated brand management, and eco-conscious marketing strategies
could strengthen Wahaha’s long-term competitive edge.

CONCLUSION, SUGGESTION, AND LIMITATION

This study has provided an in-depth analysis of brand construction and marketing
strategies, focusing on the Wahaha Group in China. It has explored key factors such as
market strategy, economic conditions, and the role of social media in shaping consumer
perceptions and brand loyalty. The findings confirm that a combination of strategic
pricing, digital marketing, and product diversification plays a crucial role in maintaining
competitive positioning within the highly competitive Chinese market.

One of the major takeaways from this study is the effectiveness of Wahaha’s multi-
tier pricing strategy. By catering to both high-income and mass-market consumers, the
company has managed to maintain brand loyalty while ensuring accessibility.
Additionally, social media has emerged as a powerful tool for brand engagement, enabling
Wahaha to reach a vast consumer base. The research also highlights that strong brand
communication fosters consumer trust and enhances brand visibility.

Moreover, the competitive business environment in China demands continuous
innovation and adaptation. The study suggests that Wahaha’s success is partly attributed
to its ability to align with changing consumer preferences, leveraging digital platforms to
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strengthen its brand image. The company's focus on sustainability and corporate social
responsibility further enhances its reputation and consumer appeal.

Despite these strengths, the study also identifies certain limitations. While the
research thoroughly examines Wahaha’s marketing strategy within China, it does not delve
deeply into its global competitive positioning. Future studies could explore Wahaha’s
expansion strategies in international markets and the challenges posed by global
competition.

In conclusion, this research underscores the importance of strategic marketing,
digital engagement, and product innovation in sustaining brand growth. Wahaha’s case
serves as a valuable example of how companies can navigate a complex and dynamic
business environment while fostering brand loyalty and maintaining a strong market
presence.
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