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Research on the Influence of Consumer Perceived Innovation and Co-
branding Collaboration of the New Tea Industry on Purchase Intention
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Abstract
Consumer perceived innovation is seen as vital in driving purchasing decisions.
Innovation is enhancing the consumers’ self-image. This research takes the new tea industry
as example to examine the effect of consumer perceived innovation and co-branding
collaboration on purchase intention. The survey is conducted in China with the sample size
at 375. The result reveals that brand reputation, medium, reference groups and social
affective tendencies are significantly and positively impact on purchase intention.

Keywords: Consumer Perceived Innovation, New Tea Industry, Co-branding Collaboration,
Purchase Intention
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