RESEARCH ON BRAND CONSTRUCTION AND
MARKETING OF WAHAHA GROUP IN CHINA

THESIS
By
ZHAO WENJIE
NIM. 2329131004

UNIVERSITAS PENDIDIKAN GANESHA
POST GRADUATE PROGRAM
MAGISTER MANAGEMENT SCIENCE
SINGARAJA
2025



RESEARCH ON BRAND CONSTRUCTION AND
MARKETING OF WAHAHA GROUP IN CHINA

THESIS
By
ZHAO WENJIE
NIM. 2329131004

UNIVERSITAS PENDIDIKAN GANESHA
POST GRADUATE PROGRAM
MAGISTER MANAGEMENT SCIENCE
SINGARAJA
2025






RESEARCH ON BRAND CONSTRUCTION AND MARKETING OF
WAHAHA GROUP IN CHINA

THESIS
Submitted to
Ganesha University of Education
to Fulfill Partial Requirements
Obtain a Master's Degree in Management

Management Science Study Program

By
ZHAO WENJIE
NIM. 2329131002

UNIVERSITAS PENDIDIKAN GANESHA

POSTGRADUATE PROGRAM
MAGISTER MANAGEMENT SCIENCE STUDY PROGRAM
2025






VERIFICATION PAGE

The thesis by Zhao Weijie has been examined and approved to take the

thesis exam

Singaraja, 4 December 2024

Supervisor I,

ridayana Yudiaatmajes
P. 19740412 2010121001

Supervisor I,

“Trianasaril MM, Ph.D
NIP. 1970060§2002122002



This thesis by Zhao Weijie has been defended in front of a team of examiners and
declared accepted as one of the requirements for obtaining a Master of Management
degree in the Management Science Study Program, Postgraduate, Ganesha
Education University.

Approved on: 4 February 2025

By
Thesis examiner team

W Chair (Dr. Ni Luh Wayan Sayang Telagawathi, S.E., M. Si)

NIP. 197611102014042001

.

/\1 Member (Dr. Fridayana Yudiaatmaja, M. Sc)
%. NIP. 19740412 2010121001

...................... Member (Trianasari, M.M., Ph. D)

NIP. 197006062002122002

Member (Putu Indah Rahmawati, SST.Par., M. Bus., Ph. D)
NIP. 198002172002122001

N\
mf, Dr.4Wyd@man Jampel, M.Pd.
1986031003



STATEMENT SHEET

I declare truly that the thesis I prepared as a requirement for obtaining a Master
of Education degree from the Ganesha University of Education Postgraduate Program
is entirely my own work. Certain parts in my thesis writing that I quoted from other

people's work have been written clearly and in accordance with academic norms, rules

and ethics.

If in the future it is discovered that all or part of this thesis is not my own work

or that there is plagiarism in certain parts, I am willing to accept the sanction of

revocation of the academic title I hold and other sanctions in accordance with the laws
and regulations in force in the territory of the Unitary State of the Republic of Indonesia.

Author
:l 'ERRRES RN TSN RV
n
W
j £ S léz‘.‘
z m =
v METERAL- k
7 TEMPEL
: Brsamxo13776777

' Zhao Weiji



PREFACE

The author prays praise and gratitude to God Almighty for His grace, so that the
thesis entitled: " Research on Brand Construction and Marketing of Wahaha Group in

China ” can be completed as planned.

This thesis was written to fulfil one of the requirements for obtaining a Master of
Management degree at Ganesha Education University in the Management Science
Study Program. The completion of this thesis has received a lot of helping hands
from various parties. For this reason, allow the author to express his thanks and
appreciation to the following parties.

1. Dr. Fridayana Yudiaatmaja, M.Sc. as principle supervisor, who has patiently
guided, directed and provided meaningful motivation, so that the author was
able to overcome various obstacles in the course of study and completion of this
thesis.

2. Trianasari, M.M., Ph.D as co-supervisor who has also guded patience

3. Prof. Putu Indah Rahmawati, S.St.Par., M.Bus., Ph.D. as examiners who have
provided many useful inputs for improving this thesis;

4. Dr. Ni Luh Wahan Sayang Telagawathi, M.M., as the Coordinaor of
Management Science Study Program and the entire teaching staff who have
helped and motivated the author a lot during the preparation of this thesis;

5. Prof. Dr. I Nyoman Jampel, M.Pd as the Director of Undiksha Postgraduate
School and staff, who have helped the author a lot while completing this thesis;

6. Prof. Dr. I Wayan Lasmawan, M.Pd as the Rector of Undiksha, who has
provided moral assistance and facilitated the author's various interests in

completing this thesis;



7. Colleagues from the Management Science Study Program who, with their
different characters, have contributed a lot to shaping the author's personality
during the study and completion of this thesis;

8. My family who have helped a lot materially and morally during the completion
of this thesis.

Hopefully, for all the help they have provided in completing this study, they will be
blessed with commensurate rewards by God Almighty, health and harmony in living

their lives.

The author realizes that this thesis is not perfect. However, its presence in the
constellation of the academic community will add to the treasury of knowledge in the
development of science. Hopefully this thesis will be useful for the academic
community, especially those who claim to be sheltered under the great banner of

education.

Singaraja, February 2025
Author

Zhao Weijie

10



Table of Contents

APPENDICES ... oottt sttt e e ae e e e e 15
APPENAIX Lottt 15
CHAPTER 1: INTRODUCTION ....ciiitiiiiiiie et 16
1.1 BacKground ........coooiiiiiiieie s 16
L2 RAIONAIE ...t 25
1.3. ReSEArCN QUESTIONS ....veivieiieeciie e it et ste ettt et e et e be e s e s beesrneene e 45
RESEAICN ODJECLIVES.......c.eiit ettt et sre e ene e 45
1.5 Significance of the StUAY .............coiiiiiiieii i 45
1.6 Publication PIANNING ....cc.eoiiiiieiieicce it sts e 48
CHAPTER 2. LITERATURE REVIEW ......cooiiiiiiiiiei e 49
2.1 Impact of building brand image in China ............cccoiiiiiiiciieccc e, 49
2.2 Technological use in Wahaha group for marketing in China ................c..o...... 53
2.3 Strategies implemented by Wahaha Group for marketing ........c.cccceevveriennnnne. 56
2.5 Impact of strategies which is implemented by Wahaha Group of China.......... 61
2.6 Future Trends in Brand Construction and Marketing .........c.cccccooevvnineniennnnn. 66

2.7 Consumer Perception and Brand Equity for brand construction and marketing

................................................................................................................................. 70
2.8 Consumer Behaviour and Market Segmentation for Brand Construction ........ 74
2.9. Primary goals of brand marketing to improve the strategies of a company..... 79
2.10. Significance of Brand Awareness and Brand Loyalty ...........cccccoveiieinnnnnne 84
2.11 Theoretical UNerpinning ........cccooereriiiiineeeeee e 87
2.12 LITEIATUIE QAP «.veeveeieeieeieteste sttt sttt ettt bbbttt nn bbb nneas 100

12



2.13 Conceptual FrameworK ..........cccvceiieiiie e 101

CHAPTER 3: METHODOLOGY ..ottt 102
3.1 RESEAICH ESIGN.....viiiiiiiieece e e 102
3.2 ReSEarch APProach .........couiiiiie i 104
3.3 Data COHBCTION ... 107
3.4 Population and SampPling ..o 111
3.5 DALA ANAIYSIS ..ottt 114
3.6 ReSEArCh INSIIUMENT. ...coiiiiiiiieite ittt 118
3.7 Inclusion and EXCIUSION Criteria.......ccovuvnuiiiininiireisesiiie e 119
3.8 Ethical CONSIABIALION ......c.veiiiviieriieirie st e 120

CHAPTER 4. FINDINGS AND DISCUSSIONS .......cooiiiiieiie e 123
4.1 Introd UGS == BN . . & 2ot 1. Y2V " SR .. ............ 123
4.2 Primary data @nalySisS ..........c.coiiiiiiiiiieie et 124
4.3 Discussion Based 0N FINGINGS .......cccouuierieiieiinie et siesresessesseesessie e seesnessenns 140

CHAPTER 5: CLOSURE ...ttt 162
5.1 Conclusions,,. N _————— ... A IR ........................ 162
5.2 LinKing With ODJECHIVE ......cuiiiiiiiiiiiiieie it 175
5.3 Limitations of the RESEAICN ..........ccccuieiiiiiiiiiiiir e 178
5.4 Future SCOpPe Of the STUAY ........ccoviiiiiieicee e 179
5.5 RECOMMENUALIONS .....coviiiieiiiteiee e 180

REFERENGES ...t 189

APPENDICES ... s 211
N o] 0T a0 3 RSO 211

13



List of Figures

Figure 1.1.1: Beverage industry revenue growth, China ..........ccccccoeeiveeiie i vie e, 17
Figure 1.2.1: Market Share of beverage brands in China ...........cc.ccooviiieiinciiiienen 27
Figure 1.2.2: Wahaha VS NONGTU ..o 31
Figure 1.2.3: Scope of global soft drink market..............ccccoceoveviiie i 34
Figure 2.11.1: Integrated Marketing Communications Theory (IMC) .........ccccceevrenee. 89
Figure 2.11.2: Diffusion of Innovation Theory (DOI) ..........coovviiiiininicicience e 94
Figure 2.11.3: Consumer Culture Theory (CCT)....cociveiveieneeciaie e 99
Figure 2.13.1: Conceptual FrameworK.............ccoiveiiitiii e cee e 101

14



Appendix 1
Interview transcript

APPENDICES

........................................................................

15



