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Abstract

Character IP collaboration packaging is widely used in China’s freshly made beverage industry,
but recurring visual expressions may increase perceived homogenization and collaboration
fatigue, weakening continuance purchase intention. This study examines the relationships
among these variables and the indirect effect through collaboration fatigue. Six collaboration
packaging cases were first analyzed exploratorily in terms of color, character placement, layout,
and brand identifiability. Separately, an online survey was conducted among consumers who
had encountered products from at least two different Chinese freshly made beverage brands
and purchased at least one such product within the previous 12 months. Of 312 responses,
220 met the screening criteria and were analyzed through reliability testing, confirmatory factor
analysis, correlation analysis, regression analysis, and bootstrap mediation analysis. Perceived
homogenization was positively associated with collaboration fatigue and negatively associated
with continuance purchase intention. Collaboration fatigue was also negatively associated with
continuance purchase intention, while significant indirect and direct effects indicated partial
mediation in the statistical model. By separately examining recurring visual expressions and
consumer perceptions, this study extends perceived homogenization to package design
evaluation and highlights the need for differentiated visual expression and stronger brand
identifiability.

Keyword
Character IP Collaboration Packaging(ZH2lE{ IP E2tE2{|0|M THZ|X|), Perceived
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