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Abstract

This study focuses on the co-branding marketing of Heytea in the era of social media, aiming to an-
alyze its strategies, problems and offer suggestions. With the vigorous development of social media,
co-branding marketing has become a popular trend, and Heytea has taken advantage of it to expand
its market share. The research finds that social media brings Heytea opportunities such as enhanc-
ing brand exposure and awareness, increasing user interaction and participation, and achieving
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real-time feedback and data analysis for its co-branding marketing. However, Heytea also faces chal-
lenges such as brand consistency being challenged, consumer confusion due to information overload,
and difficulty in handling negative feedback on social media. Therefore, it is suggested that Heytea
carefully select partners to ensure the overlap of target audiences and the alignment of brand con-
cepts; create interesting content and experiences, from product design to interactive activities; and
establish a complete social media management mechanism to handle feedback in a timely manner
and guide positive evaluations. In the future, Heytea can expand its cooperation fields, utilize emerg-
ing technologies to innovate experiences, and continuously optimize its strategies to maintain brand
competitiveness. The research results provide references for Heytea and other brands’ social media
co-branding marketing, promoting the innovative development of this marketing model.
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SR, BRI E A I IG DL R R )l SO AR RE: 2022 AR5 3EE A 2R 5 M I 4 T 5L
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I RCRAAFAE 1) 0] 5%, A Rt — DA .

3. HX#B2FESELEM
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3.14. RRBFNAER
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36 5, 2023), ffE(MAU 12.68 12)FELE(DAU 7 MR T %O #ERE#L . DLE %S x Fendi B4 N,
TR I B 7RIS sh i 2.4 20 SR (AR e, 2023), MEYCEIAHE 15 5. B IR N,
B4 S CTR (8.3%) NH N A 2.7 R (FEF R4, 2023).
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A R T B B 8 ), BRI TR 213 NERE I P SR 2R Heh R 1 7(28.7%) -
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7, HruN A G TTIREIL 47%, MBS G 21 . X UGC AE#H EILH B MrME: =5
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TES RN E ST T, A BARIB S 4T ok T & MM FR bR AT . AR4E B B A0 7Bt (2023 4
A AR AT NI ) BN, AR AR T B (A1 R R I AR TE B K 280%~400%, i “ B A%
+Fendi” PR RELQ TP sdiE. Mosr Bl e (2023 MM A ERSE) 18, BREHNE
0 AR f s H IR KIA 15 £, MO RERRLR R AR R SRR AR E (2023 A TRH P AR
TR W, I R YA E R, 2R 00 A RN FE A 2022 4R [1) 71% 5 2 2 T 28 2023 4E 1) 89%,
1E 18~35 % 1% Uo i SREF VR A 1) b R 4 BE HE 48 T AT . XSS BAR T e, #E RS AR EE 44 8 4
X A E R T AR B3 H 2 4

(EEHBCRITH, AN B T 5 B BRI BN P . IRIE ST (2023 T ERH K
o) $EE, SES T RS ) WAL FARCRSE 5 K2 28 TUEAR IS IR R, @i Al
SRS B R E B R VR . QuestMobile (2023 HE RS S ELIEM S RURIRE ) R, ARG E
TR RSN T CPM M 2021 £/ 22.6 TR 2 2023 £EM1) 14.7 78, FERIRIE 35%, & FATAL T4 21.5
TR BEAAERNE, FEks) (2023 NAHBMEFGEHRME) fal, SRR B AR
AL TTIRZE M 2021 SR 19%ERT 2 34%, Hord E AR E 5 HL Ak 85% (BEHERE 62% + FH P B R ALHE
23%), ATHRAETAN G 15%, BT AR EE(RODIE AT AME ) 3.2 £ . X EeHHE 78 50 S0k 1 #1538 i
PRTERE TS 4 R 7 TH R 5L AR AN A
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FURE TR, 2023 A =R FEEE), Hoh 43% M S 3EE AR B, XA Rt EER A
e AATHIZR AT 15%89°F 317K F(CCFA €2023 #iRU AR BiE Y ). HEEEIERE, 30 4k
FAE i S bR N T4 50 5K R 1ERAE(E 2R 2023 FEA S TUERS), XF CHES” LA
KAMURTE TS 5%, Bl T4k EH B 528 ARG ot .

HAZF G BRI B ) B Re NS A5t T R R P gE . Bl Tk (2023 fEAEREF & S hbE
AR Bl EIR, EARBA ISR GRS H I S EIE 8.6 JIIR, HIRANAMA: PFL
42%- R 35%. 415 23%. BB GE AL RGN, ETHPE & EEAR e LE 85% LA (I
Wz (2023 FREREMITT ZMAE) ) DRHVFIREIT 3% M Z LN, 2 MR AN 30 2% P i B Z A
100%, Il AR RERIE 92% (4% RS H0 2023 S8R ). X i AU IR ISHLAAE B 45 e i a4
PEAGE NS, e SRR VG S T, AL P g RN S S L S, & P R A
67%HE T+ 2 95% (VL IDAF 2023 FF5 FAFERBIE) . YLEETH T # Ta % (2023 9 E3 T 2 s )
Ny B ERARZEIMA P, HEEUSIRE AT 8.7 (4 10 47), FIHTIR 12.4 Ik, B
AR 8.2 K 51%, FEAIRAIE T IR A F A E R THE T

4.3. SRS RIRFBAES

FEAZ WA N B A IR A4 B A AR T SR ) S R SR A T i &R, SEEL T AN TIT 3% 5% B SR s A4k
() 56 BE PR o KRR 35 2R B B O R A 1 € 2023 AE AR A AR KGR B B K1), L BRI “HEYTEA
SOCIAL INSIGHT” M5l R4t rI SERIBER 20 RAME PG 5R. DL 2023 SEEAE < (EHFE) B4h
B, iRz AL SRR, iEshe sk 12.8 Ji&itie, HhaRE it Rk 37% (il 224,
2023). T 68%HH FURAF B BRIFAR TR I Bt B IRAE 48 /NI A SR S BTHIEAR, (IR LM 82%
FRTTE 94% (FPEF R G0 (2023 FHFEEHEBIFI) )o JULE MBS LR, R LN SABHLHI ) 5 =2
T2 LU = b 25 AN E e S EIUE (2023 H ETRE S E B D) ).

TEBHE A ATYERE, A8 “3D-SOCIAL” B!l s KiFgE ). Rpf R B ARSI 5
BE DA Eon: P EG R, FRBEAL 2T 18~24 % Bk 5 54%, CEIECA LA 25~30 % L)
(61%) (ST 454t (20237 AR PR ). TR0 HTZTH, QuestMobile H#E K B A MLATA% 1026 LU & SC
42%, 15~30 PRSGEIRZIE 78% ( (2023 #ah HEXM N LR E Y ) didaTiil)Z i, HT P s i
ARSI T R 2608 89%, Fi Ty U et - & 1k 44 LRI 7 it 75 SRS 200% (IBM LA B 7T B, 2023).

X EEHE BT R BN B SR E I (2023 BB AR ) B, EASIAL RS HE N Ak
AT EE —, BRI S TTIRAE B OB K 1 32%. HUATI =, BE4Z G 3) ROT $27F 40% (F4% 2023 4F
R), FRE AP 35% (B &R ), F=iiE AN 2 Egi s 3 ROk g i £ e
FE). IXFMERE AE ) QN B AR IIZ O RS, IS (2023 VY B BT AR BT AT ) VR4,
R BE A ok i LS L Y 28%

5. #HAZFEEFHAREF MRS E HEFERERE
5.1. FRER—BUritHkaR

FEAR AT IR AR I B R IR 4 8 B F s 52 20 TR W o 7™ U 1 it s — SO e o AR SILE 3 2 16 4 (2023
R R B RS ) R, BEEBCAMIKN 2021 FF AR 12 6 A 2023 4RI 28 Ik, RERZAO
IWHITRR IR Z BB DL 2022 S5 RF B ERE MBI L 6], 285 R SRR SR 5%
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CARIRIT 7 (RO S R ANE 4 T 68% (1A 8 KT IR IE 2 49%, 17 “ i ” BN & EE T AN 12%
FEMTEE 37%, EXPANREALRREE T 3 MHA BB KB EIE R (2023 FE G EA BT ED) ). M
B I R 48 TR, 1D A SRR 5 ELIA 21%, b 439% VRIS ) “ AR S E T (e
FD A 0 (2023 4G RRELIE RS ) ). EEAEG RS, STV RO B S AR R 2 AL
FEEURF% 0.35 A4, ShA IR FR PR NI 12% (HRIE AR BrandZ (2023 4 [ AN EHRE D ).

RN S — SR fE L, LA R 2 BARIUE = AN Bk, BMEFRS (2023 FELA SRR
BPAEY FBH, ERBAYRIT R EIT R I 41%, 1KTA7k 60%MFEHEL . R, JERARIE R EID
MR 7R, 23% RV 2B AE TS B 245 R 30 RIS TIH E4a 0 A 042 ()8 /R #2023 4F i HCIZ BEREFT))
H=, BRSREARSTTRY, MERAL FEZORBFEMSEURISTE 12 N0 5L H 0 Sk R %
L8 R(BA (2023 2 RIH AT A A KLY o IXEEHE EIIE 7 3% L1 (2023 45 5 R fd KU 72 )
L5 B= RGN A AL HEE 2 I 55 5t A BB . BRI — N B, R A i LA FE VT
e FPAERIR . IR E TRIAE N R SR A REE S 2023 4F G S PR AL ).

5.2. EERBEREREER?

FEAL SRR T, B 2 00 5 1) B 42 ) O T 7 B A R ) . MR B A R LA
AdMaster (2023 AL EAEHBCRRE )Y B, BRCPHEAKE 15 REKAES), EFERLTE
[FPI8E 3~5 NMRA IR, FEZ O ABECHCE#E Bk 12.7 %, ImHE 3 3~5 &Itk
BRI E S A LR (2023 RS BT ALY ). XFIEERE R REEE SE T HEM
TR IR : FPE R 45 (2023 FFARE B PEALE ) Fa H, AN IE B A P35 G R K 2021
I 4.2 AP IREEZE 2023 E 1.8 208l PEIRIA 57%; 2R RE W E R, T8%MZHFR R “H
PAIX 53 AN [F K 44 i B TR €7, 43% 1A FH P AR N B8 VR IS TR BR 44 72 i (3 2R € 2023 48 5 R BE I 7)) o
B R G TR, 2023 FH S FEHREEMLN 3 BRUPLEREHAREZRERREELE 57%
(IZE ATV 30% 1A R BRI AR AH T8 (¥ F P R B BB o L 35% R K &2 19% (Fuft i o Ml 2500 Hh 002023
Q3 EHIEANAL A )o

RS B Y P v AR T BB U R, JERAR (2023 SRS MNCIZEIBES) BIEER, £
BIKAGEEME T, HFRE BTG IEF IR R LN 59%, BRI 23 ANEH 75 s
HEARNH CRM RGN, 43%109H T8 LG “IEREWME” , PR R K 2 k1) 2.4 15
(B (2023 FFyH HEAT ARG )o B RMHIRMZE, HACEEE B R FIE: # QuestMobile (2023
BB ARG 2B AT IR G R AGRE — TS 3 R 32%, BUvE A LY 65%, Hrp
28%IFLFELTR “TESIVESL” (BT & 2023 SR ). XEHEREIE THUE B (2023 FE
B ALY MR I R AR B AL SR NG BSOS B TR R 28 R I 40%, B EEVE TR AL
A RANME . ZERIX—R R, TEESIRHE NP HEINLHIGES A>T 14 K), Lz FAmfk
s, IHCH P i BB E S (2023 FEUFE R AR ).

5.3. R FEHERIREE

FE AT A B7THT S TR 55 S T A T A A U P, H A R R R S e R R A 4 RO o AR R AL
T b B o0 €2023 A AN IR ) o, BAR BT B 1S 38 e BN )R 4.6 ANB, LR
WRATNY T35 2.8 /B oy ) o7 s o S5 255 3 I (R B IE B B B 2 €2023 B IRAT I PR SSFEHE) ). X
FhIEIR SEU B K 3~5 1%, AL RGIE 2023 5 2 REE A IE SN R P 5 ) R S R R
Yo, FHL 2 MBS R AR =, RASEOZBA R S HEE N 42% (B4 (2023 4 Q2
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HHESI R RS ) ). HEEMKSE, YN RE RITEEE B, 32%MBVRREIRE G — I, 71%
() P 46 2645 2 A% AL AR P 7 R (FILBE €2023 - IV o 8 IR S5 BAEE R 700 ). FF=AHJE, didr
AR T EHLRT 12 A E 2 s (4R I8 W1 8% BrandZ FFE2IE EREHR), 7070 S W HH 4 52 0 4k 47 T 52 1) ) 5
ANERFALE o

IRNAHT R, 5 55 7E b B AL A8 W8 7 T S Ut B T I = KA O R 1%, T U R (2023 4F
AWER PRSI 18, BTG5 BRI S8 32.7% 00 2460 HBLE RA — S @ R,
ARG (2023 F5 RS AR E ) LR, PRAEEITCIEH 2 89%H P /ML VR K 28 =, AdMaster
BES IR IR B, R AL BRI & o SR s ok 2.3 fif. DL 2023 4 “MRESiK” FA 0, BR
30 o R i K S WL K I AE 38 NI (LT ATk 72 /NP EIKSF) . {H QuestMobile £ 5 4 4 K &
N, BEREIR 1 /NS [T RE 2 B T 1.8% ) %5 F it 2% (QuestMobile € 2023 4E 4% 3l i i 2 & AT AR & ) ).
X B SR B2 ST R T 2R G5 (VS IR TR I AE 30 20 P S22 2 B A (2 S L A5 4 I B TR U
ARE IR L RIANCEAEZ D 200 ANFETRGI, 0 feib B T RGN AL B R A5
BHEZRAR(E S 7 DB ), KN SR T NS O L (2023 G L B
SRR ).

6. HZHFHRREFRMEIKZEHNEIL
6.1. FER—BUEBERAIRRIR S R

6.1.1. F3L=REXEATFEHS

BRI = HBEATHIENLEEL < SRR - BCI ZEAY - A REIRIE” B2, DR
R G AF 0 & : BCT FBEMANE M UT L 5 (40%)  FH - IS H B FE(30%) 557 FLAME (30%) — R4 BE VA,
WIE 75 HENTTHE, SRAT AL SCAR AT AR R P 15 A i R8RS U (R ) N400/P300 31 201 BB ) S5 AR T+
Bt A ™R g B2 R R BT R S B > 60%. AraGPESE A (Pantone 16-6343 TCX)E 55K > 30%,
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