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Research on the Impact of Brand Collaborations on Consumer Purchase Intentions in Dongguan City

Xiaorong Huang Keyi Fu Shihao Liu
Dongguan City University, Dongguan, Guangdong, 523000, China

Abstract: At present, with China’s economic development and the rejuvenation of consumer demographics, co-branding
marketing has gained significant momentum in the consumer market, where collaborative products frequently trigger
purchasing frenzies. This study focuses on co-branded products, targeting permanent residents of Dongguan city as research
subjects. By reviewing relevant literature and constructing a conceptual model based on the Stimulus-Organism-Response
(SOR) theory, we implemented stratified sampling and conducted surveys through online questionnaires and offline field
visits. After preliminary and formal investigations, 670 valid questionnaires were ultimately collected. Through cross-
tabulation analysis and Logistic regression analysis, a series of conclusions were derived, including the impacts of consumer
demographic characteristics, pricing, and collaboration partners on purchase intention. Key findings reveal that consumer
profiles significantly influence purchasing decisions, and digital platforms serve as primary promotional channels. Based on
these conclusions, strategic recommendations for enhancing brand collaborations are proposed, including formulating targeted
strategies aligned with consumer characteristics and optimizing product pricing.
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