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Abstract

With the rapid development of the Internet in China, the Chinese home
appliance retail industry has undergone sweeping changes. The rise of e-commerce
platforms such as Jingdong and Tmall has further changed Chinese consumers'
consumption habits and their purchasing decisions are undergoing radical changes.
With the high level of product homogeneity and increasingly fierce competition,
many Chinese companies are realizing the importance of branding in the market
competition and have invested in brand image building. Among the many marketing
approaches to improve brand image, joint marketing with other brands is widely
used and plays an active role in shaping positive brand associations with consumers
and increasing brand premiums. On the other hand, with the rapid rise of the live
streaming industry, brands have also started to use well-known opinion leaders
(KOLs) as brand spokespersons to "bring the goods" in the hope of further
enhancing the brand's influence.

Based on these phenomena, this paper attempts to investigate: how does the
marketing approach of brand association and KOLs bring goods to consumers'
minds and how does it affect the association of brand price impressions? Will this
change in brand price perception due to brand association and spokesperson further
change consumers' willingness to purchase and pay for products? Clarifying these
questions is an important practical guide for companies to carry out effective
marketing activities such as brand association and KOL endorsement. Based on
brand extension literature, consumer price perceptions, brand-price associations
and other related theories, this paper conducts qualitative and quantitative research
in the home appliance industry as a research context, trying to provide practical
insights for brands to shape high-end price impressions in the increasingly
competitive market.

This paper is based on brand alliance and spokesperson theories. Brand

Alliance (Co-Brand) usually refers to a short-term or long-term cooperation
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between two or more brands, or a long-term or short-term cooperation between
individual brands, products or other specific assets of two or more different
companies. It is one of the brand management strategies of a company and also an
important brand equity enhancement strategy. Brands usually use the popularity of
entertainment stars to gather popularity, so that consumers' personal admiration for
the stars is subliminally transferred to the brands they endorse, thus bringing about
a spike in brand awareness and an immediate effect on brand promotion. In the
context of social media era and live e-commerce, spokespersons can be head
anchors such as Weiya and Li Jiaqi, or KOLs on social media, such as Li Ziqi and
He, etc. These two types of KOLs differ greatly in terms of popularity and audience,
with the former having a wider market audience and higher public recognition, but
the latter being more niche and more popular in specific segments of the population.
The former has a broader market audience and higher public awareness, but the
latter is more niche and more popular among specific segments of the population,
compared to the latter, which gives a more high-end feeling.

Using the home appliance industry as a research context, this paper explores
how two factors, brand association and type of spokesperson, affect the price
perception of a brand and thus change consumers' decision making behaviors such
as willingness to purchase products and willingness to pay a premium through a
combination of qualitative interview research and experimental research.
Specifically, this paper consists of two studies. The first study focuses on exploring
the role of brand association and KOL, using an electrical brand in the home
appliance industry as the research target, by using offline face-to-face unstructured
interviews to understand consumers' perceptions of the brand conducting joint
marketing activities with other brands to provide a basis for the construction of the
research hypothesis. Afterwards, an experimental study was conducted to
investigate the effect of co-branding on consumers' perceptions of the brand's price

by manipulating the "status of the co-brand" and "whether the co-brand belongs to



the same category as the original brand (technology vs. non-technology)". and
subsequent willingness to pay.

Study 1 found that, in terms of pricing, consumers gave higher prices when the
original brand was associated with a higher status brand compared to an association
with a lower status brand; the higher the level of pricing consumers were willing to
accept when associated with a brand from the same category as the original brand
compared to an association with a brand from a different category; however, when
the original brand was associated with a higher status brand, consumers were more
likely to be willing to pay when associated with a brand from the same category as
the original brand. However, when the original brand is combined with a higher
status brand, consumers are willing to accept higher pricing levels when combined
with a brand from the same category than when combined with a brand from a
different category; however, when the original brand is combined with a lower
status brand, there is no significant difference in the effect of whether the combined
brand is in the same category as the original brand on the pricing level that
consumers are willing to accept.

Similarly, consumers perceive the original brand to have a higher price
impression when it is combined with a higher status brand than when it is combined
with a lower status brand; consumers perceive the original brand to have a higher
price impression when it is combined with a brand from the same category than
when it is combined with a brand from a different category; however, when it is
combined with a higher status brand, consumers perceive the original brand to have
a higher price impression than when it is combined with a brand from the same
category; however, when it is combined with a higher status brand, consumers
perceive the original brand to have a higher price impression than when it is
combined with a brand from the same category. However, when combined with a
brand from the same category, consumers perceived the original brand to have a

higher price impression than when combined with a brand from a different category;
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however, when combined with a lower status brand, there was no significant
difference in the effect of whether the combined product belonged to the same
category as the original brand on the price impression of the original brand.

Study 2 found that when the combined brand belonged to a high status brand,
there was a significant difference in the effect of KOL type on brand image, and
people perceived the original brand endorsed by a high-end lifestyle KOL to have
a more high-end brand image than the original brand endorsed by a popular KOL;
when the combined brand belonged to a low status brand, there was no significant
difference in the effect of KOL type on brand image, and people perceived the
original brand endorsed by a popular KOL to have a more high-end brand image
than the original brand endorsed by a popular KOL. There is no significant
difference in brand image between the original brand endorsed by a popular KOL
and the original brand endorsed by a high-end lifestyle KOL.

There is no significant difference in the effect of KOL type on consumers'
willingness to pay when the co-brand belongs to a low status brand; there is a
significant difference in the effect of KOL type on willingness to pay when the co-
brand belongs to a high status brand, and people are more willing to pay more for
the original brand endorsed by a high-end lifestyle KOL (vs. mass KOL
endorsement).

Compared with previous studies, the innovative points and main findings of
this study are mainly in the following three aspects: First, this paper clarifies what
form of brand association brings positive price impression perception and positive
premium willingness to pay for home appliance brands through the exploratory
research of interviews and the quantitative research of experiments. Second, this
paper examines the interaction between the brand association approach and the type
of endorsement, and the findings provide experimental data and practical insights
into how firms can integrate the two marketing approaches to obtain synergistic

effects. Third, the findings of this paper enrich the existing research and related
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literature on brand association and endorsements, and the research questions and
contexts are derived from the consideration of marketing practices of Chinese home
appliance retailers. This ensures that the findings provide direct guidance and
reference to the daily marketing activities of managers in the home appliance

industry.

Keywords: Brand appliance; Key opinion leaders (KOL); Price image; Brand

image; Willingness to pay
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