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Abstract: This study investigates the digital brand management strategies of Want Want Holdings
Limited on Chinese social media, with a specific focus on anthropomorphic branding and consumer
engagement. Employing a single case study methodology, the research analyzes the brand's official
Douyin presence alongside user-generated content over one year period, utilizing content analysis
of posts, engagement metrics, and brand consistency evaluation. Findings indicate that Want Want
effectively utilizes anthropomorphic characteristics to foster emotional connections across diverse
consumer demographics and maintains coherence between its official messaging and user interpre-
tations, demonstrating successful digital brand identity management. However, challenges to brand
authenticity arise from unofficial content creators imitating brand elements. The study yields in-
sights for international brands operating within China's digital ecosystem, emphasizing the strate-
gic imperative to balance brand control with organic user engagement. It contributes to understand-
ing brand management in emerging digital markets, specifically elucidating the interplay between
anthropomorphic branding and social media engagement in the Chinese context.
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1. Introduction

The digital transformation of brand management has fundamentally altered how
companies engage with consumers, particularly in emerging markets where social media
platforms serve as primary communication channels. In China, the rapid adoption of
short-video platforms like Douyin has created new opportunities and challenges for
brand managers seeking to maintain consistent brand identity while fostering authentic
consumer relationships.

Want Want Holdings Limited, a snack food manufacturer originating from Taiwan
region, presents a compelling case study in digital brand management within the Chinese
market. Since entering the mainland Chinese market in 1992, Want Want has evolved from
a traditional food manufacturer to a digitally-savvy brand that leverages anthropo-
morphic characteristics to create emotional connections with consumers. The brand's
name itself, which phonetically suggests good fortune in Chinese culture, has become
synonymous with celebratory occasions and gift-giving traditions.

The concept of brand anthropomorphism, defined as the attribution of human char-
acteristics, emotions, and intentions to brands or products, has gained significant traction
in digital marketing strategies. This approach enables brands to create more relatable and
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emotionally engaging experiences for consumers, particularly in social media environ-
ments where personal connection and authenticity are highly valued.

However, the democratization of content creation on social media platforms presents
unique challenges for brand managers. When consumers and content creators begin to
interpret and recreate brand elements independently, questions arise about brand con-
sistency, authenticity, and control. This phenomenon is particularly relevant in the Chi-
nese digital ecosystem, where user-generated content and influencer marketing play cru-
cial roles in brand perception and consumer decision-making [1].

This study addresses the research question: How do brands effectively manage an-
thropomorphic brand identity in social media environments while maintaining con-
sistency and authenticity? Through an in-depth analysis of Want Want's digital brand
management strategy, this research aims to provide insights into the complexities of
brand management in contemporary digital markets [2].

2. Literature Review
2.1. Brand Anthropomorphism in Digital Contexts

Brand anthropomorphism has emerged as a significant strategy in contemporary
marketing, enabling companies to create emotional bonds with consumers by attributing
human-like qualities to their brands. This approach is particularly effective in digital en-
vironments where brands compete for consumer attention and engagement. Digital en-
gagement platforms empower brands with human-like agency, enabling them to interact
directly with various stakeholders. Research indicates that anthropomorphic brands tend
to generate higher levels of consumer identification and emotional attachment compared
to non-anthropomorphic alternatives [3].

The theoretical foundation for brand anthropomorphism draws from social cognition
theory, which suggests that humans naturally tend to attribute human characteristics to
non-human entities as a way of making sense of their environment [4]. In marketing con-
texts, this tendency can be leveraged to create more meaningful brand-consumer relation-
ships.

2.2. Social Media Brand Management

The proliferation of social media platforms has transformed brand management from
a primarily company-controlled activity to a collaborative process involving multiple
stakeholders, including consumers, influencers, and content creators [5]. This shift re-
quires brands to develop new competencies in managing distributed brand narratives
while maintaining core brand identity.

Brand consistency across digital touchpoints has become increasingly challenging as
consumers encounter brand messages through various channels and intermediaries. The
traditional approach of centralized brand control is no longer sufficient in environments
where user-generated content can significantly influence brand perception.

2.3. Consumer Engagement in Digital Platforms

Consumer engagement in digital environments encompasses multiple dimensions,
including cognitive, emotional, and behavioral components. Effective engagement strate-
gies must address each of these dimensions to create sustainable brand-consumer rela-
tionships.

Emotional branding has been identified as a particularly effective approach for cre-
ating consumer engagement, as it addresses fundamental human needs for connection
and belonging [6]. In social media contexts, emotional branding often manifests through
storytelling, community building, and interactive content that encourages consumer par-
ticipation.
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2.4. Brand Management in Emerging Markets

Emerging markets present unique challenges and opportunities for brand manage-
ment, particularly in digital contexts where technological adoption often outpaces regu-
latory frameworks and established business practices. The mainland Chinese market,
with its distinctive digital ecosystem and cultural characteristics, requires specialized ap-
proaches to brand management [7].

3. Methodology
3.1. Research Design

This study employs a single case study methodology to examine Want Want's digital
brand management strategy [8]. Case study research is particularly appropriate for inves-
tigating contemporary phenomena in their real-world context, especially when the
boundaries between phenomenon and context are not clearly evident [9].

The choice of Want Want as the focal case was based on several criteria: (1) the
brand's established presence in the Chinese market, (2) its distinctive anthropomorphic
brand characteristics, (3) its active engagement on Chinese social media platforms, and (4)
the availability of both official brand content and user-generated content for analysis.

3.2. Data Collection

Data collection was conducted over one year period (2023-2025) and included multi-
ple sources:

1)  Official Brand Content: Analysis of Want Want's official Douyin account, in-
cluding video content, engagement metrics, and brand messaging consistency.

2)  User-Generated Content: Examination of content created by independent blog-
gers and influencers featuring Want Want products or brand elements.

3) Engagement Metrics: Collection of quantitative data including views, likes,
shares, and comments on both official and user-generated content.

4)  Brand Consistency Analysis: Evaluation of visual identity elements, messaging
consistency, and brand representation across different content creators.

3.3. Data Analysis

The analysis employed a mixed-methods approach combining quantitative metrics
analysis with qualitative content analysis. Brand consistency was evaluated using estab-
lished frameworks for visual identity management, while engagement analysis drew from
social media marketing literature [10].

Content analysis focused on identifying patterns in brand representation, consumer
responses, and the alignment between official brand messaging and user interpretations.
Particular attention was paid to instances where user-generated content diverged from
official brand guidelines.

4. Findings and Analysis
4.1. Want Want's Anthropomorphic Brand Identity

Want Want has successfully developed a distinctive anthropomorphic brand identity
centered around its mascot character and the emotional associations of its brand name.
The brand name itself, which phonetically suggests "prosperous” or "thriving" in Chinese,
creates immediate positive associations that extend beyond product functionality to emo-
tional and cultural significance [11].

The brand's anthropomorphic elements include:

1)  Visual Identity: The Want Want mascot character exhibits human-like expres-

sions and behaviors, making the brand more relatable and approachable to con-
sumers.
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2)  Emotional Positioning: The brand positions itself as a companion for celebratory
moments, gift-giving occasions, and family gatherings, emphasizing emotional
rather than purely functional benefits.

3) Communication Style: Official brand communications adopt a friendly, ap-
proachable tone that reflects the anthropomorphic brand personality.

4.2. Digital Brand Management Strategy

Analysis of Want Want's official Douyin account reveals a sophisticated approach to
digital brand management that balances consistency with platform-specific content opti-
mization. The brand maintains visual and messaging consistency while adapting content
formats to suit the short-video platform's requirements.

Key elements of the digital strategy include:

1) Content Consistency: Official content maintains consistent use of brand colors,

mascot character, and messaging themes across all posts.

2) Platform Adaptation: Content is specifically designed for Douyin's format re-
quirements, including optimal video length, trending hashtags, and platform-
specific features.

3) Engagement Optimization: The brand actively responds to comments and en-
courages user interaction through contests, challenges, and interactive content.

4.3. User-Generated Content and Brand Interpretation

The analysis revealed significant user-generated content featuring Want Want prod-
ucts and brand elements. Independent content creators, including the blogger Kong Kong
Diary, have created content that both celebrates and reinterprets Want Want's brand iden-
tity.

User-generated content simultaneously presents opportunities and challenges for
brand management [12]. On the positive side, consumer-initiated creations organically
extend brand reach by accelerating diffusion through interpersonal networks; authentic
endorsements and word-of-mouth are typically perceived as more persuasive than cor-
porate advertising and thus enhance brand credibility. Moreover, users in different re-
gions localize brand narratives within their own cultural contexts, enabling global brands
to sustain cultural relevance and perceived proximity [13].

Nevertheless, significant risks remain: when numerous consumers reinterpret the
brand according to their own understandings, core brand values and visual identity may
fragment, resulting in brand dilution. Platform constraints make it impossible to pre-
screen every piece of user content, undermining narrative and visual consistency. Finally,
variable content quality ranging from low-resolution images to vulgar, misleading, or
negatively valenced associations can stigmatize the brand and erode long-accumulated
reputational assets [14].

4.4. Brand Consistency Analysis

Comparison between official brand content and user-generated interpretations re-
veals generally high levels of brand consistency in visual elements and core messaging.
However, variations emerge in:

1) Content Quality: User-generated content varies significantly in production

quality and brand representation accuracy.

2) Message Interpretation: While core brand values are maintained, individual cre-
ators add personal interpretations that may not align with official brand strat-
egy.

3) Cultural Adaptation: User-generated content often incorporates local cultural
elements that may not be present in official brand communications [15].
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4.5. Consumer Engagement Patterns

Analysis of engagement metrics reveals that Want Want's anthropomorphic brand-
ing strategy effectively drives consumer interaction across different demographic groups.
The brand's emotional positioning resonates particularly well with:

Young Adults (18-30): High engagement with nostalgic content and gift-giving
themes.

Parents (30-45): Strong response to family-oriented content and celebratory occasions.

Older Adults (45+): Positive associations with traditional values and cultural signifi-
cance [16].

5. Discussion
5.1. Theoretical Implications

The findings contribute to understanding brand anthropomorphism in digital con-
texts by demonstrating how brands can maintain anthropomorphic characteristics while
adapting to platform-specific requirements [17]. Want Want's success suggests that an-
thropomorphic branding can be effectively scaled across digital platforms when core
brand elements are consistently maintained.

The study also highlights the importance of cultural alignment in anthropomorphic
branding [18]. Want Want's success in the mainland Chinese market can be attributed
partly to the cultural resonance of its brand name and positioning, suggesting that effec-
tive anthropomorphic branding requires deep cultural understanding [19].

5.2. Practical Implications

For brand managers operating in digital environments, the Want Want case provides

several practical insights:

1) Consistency Framework: Establishing clear guidelines for brand representation
while allowing flexibility for platform-specific adaptation is crucial for main-
taining brand integrity across digital channels [20].

2)  User-Generated Content Management: Brands should develop strategies for en-
couraging positive user-generated content while maintaining brand consistency.
This may include influencer partnerships, content guidelines, and community
management [21].

3) Cultural Sensitivity: Anthropomorphic branding strategies must be culturally
relevant and sensitive to local market characteristics to achieve maximum effec-
tiveness [22].

4)  Engagement Strategy: Emotional positioning through anthropomorphic charac-
teristics can drive higher levels of consumer engagement, but requires con-
sistent execution across all touchpoints [23].

5.3. Strategic Recommendations

Based on the analysis, several strategic recommendations emerge for brands seeking

to implement similar approaches:

1) Develop Clear Brand Guidelines: Establish comprehensive guidelines for an-
thropomorphic brand representation that can be applied across different plat-
forms and content creators.

2) Invest in Community Management: Active engagement with user-generated
content and community building can help maintain brand consistency while en-
couraging organic content creation [24].

3) Monitor Brand Representation: Implement systematic monitoring of brand rep-
resentation across digital platforms to identify potential inconsistencies or neg-
ative associations.

4)  Cultural Adaptation: Ensure that anthropomorphic brand characteristics align
with local cultural values and consumer expectations.
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6. Conclusion

This study examined Want Want's digital brand management strategy, focusing on
the implementation of anthropomorphic branding in mainland Chinese social media con-
texts. The findings demonstrate that effective digital brand management requires balanc-
ing brand consistency with platform-specific adaptation and user-generated content man-
agement.

Want Want's success in maintaining anthropomorphic brand identity across digital
platforms can be attributed to several factors: cultural alignment of brand characteristics,
consistent visual and messaging elements, and active engagement with user-generated
content. However, the case also highlights the ongoing challenges of managing brand rep-
resentation in democratized content creation environments.

The research contributes to the literature on digital brand management by providing
empirical evidence of how anthropomorphic branding can be effectively implemented in
emerging digital markets. The study demonstrates that brands can maintain consistency
and authenticity while embracing user-generated content, provided they establish clear
guidelines and actively engage with their digital communities.

6.1. Managerial Implications

For practitioners, this study offers actionable insights for managing anthropo-
morphic brands in digital environments. The Want Want case demonstrates the im-
portance of developing culturally-sensitive brand strategies that resonate with local mar-
ket characteristics while maintaining global brand consistency. Brand managers should
invest in community management capabilities and develop frameworks for encouraging
positive user-generated content while maintaining brand integrity.

6.2. Future Research Directions

Several avenues for future research emerge from this study. First, comparative anal-
ysis across multiple brands and markets could provide broader insights into the effective-
ness of anthropomorphic branding strategies. Second, longitudinal studies examining the
evolution of brand-consumer relationships in digital environments could offer deeper un-
derstanding of engagement dynamics. Third, investigation of consumer perception and
brand authenticity in user-generated content contexts could inform brand management
strategies.

The study's limitations, including its single-case design and platform-specific focus,
suggest opportunities for broader empirical investigation. Cross-platform analysis and
multi-brand comparisons could provide more generalizable insights for digital brand
management practice.
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