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Abstract. Brand marketing is essential for competition and market 
expansion in the fast-food industry, yet research gaps persist regarding the 
localization and youth-oriented marketing of Chinese brands. Taking 
Tustine as a case = this paper explores the impact of brand marketing 
strategies on brand awareness and customer loyalty. The research utilizes 
literature review, case analysis, to evaluate Tustine’s "freshly baked buns + 
national trend" strategy. Findings reveal that Tustine achieved rapid national 
expansion, reaching over 9,000 stores by 2025, with over 60% located in 
lower-tier cities. Strategic product differentiation and emotional resonance 
have successfully built high brand stickiness, reflected in a 35% member 
repurchase rate and a word-of-mouth referral rate exceeding 50%. The study 
concludes that fast-food brands must balance standardized operations with 
localized innovation. By constructing a value system centered on 
"differentiated products and cultural identity" and implementing data-driven 
precision marketing, Chinese fast-food brands can effectively enhance brand 
awareness and cultivate sustainable customer loyalty in a competitive 
market. 

1 Introduction 
Brand marketing plays a vital role in the stock competition and sinking market expansion of 
the fast-food industry. Tustine stands out as a typical example with its explosive growth, 
reaching over 9000 stores in just three years. This study takes Tustine as the research object, 
and it has practical value for Chinese fast-food brands to achieve differentiated breakthroughs 
in the fierce market competition. It also provides academic references for the research on 
brand marketing of Chinese fast-food brands [1]. 

This paper sorts out domestic and foreign research results on fast-food brand marketing, 
brand awareness construction and customer loyalty cultivation. It finds that there is a research 
gap in the localization innovation and younger marketing of Chinese fast-food brands [2, 3]. 
Based on this, the paper focuses on exploring the influence path of Chinese fast-food brand 
marketing strategies on brand awareness and customer loyalty. It adopts three research 
methods: the literature research method to sort out relevant theories and research results, the 
case analysis method to analyze Tustine’s actual marketing practices and industry reports, 
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and the data analysis method to use the brand’s store expansion and revenue data for 
empirical research. 

This study has distinct innovation points. It focuses on the differentiated track of Chinese 
hamburgers in the fast-food industry and conducts empirical analysis combined with 
Tustine’s "freshly baked buns + national trend marketing" scenarios. However, the study also 
has limitations. It only takes Tustine, a Chinese fast-food brand, as the research case and does 
not cover Western fast-food brands, so the research conclusions need further verification for 
their universality in the entire fast-food industry.  

2 Theoretical foundation 
This paper first defines the core concepts of brand marketing in the fast-food industry, 
including its basic definition, core elements of standardization and localization, and core 
development goals, and clarifies the uniqueness of Chinese fast-food brand marketing [3]. 
Brand awareness in the fast-food industry has different levels, from regional recognition to 
national cognition and finally to category association. It plays a key role in the competition 
of the sinking market, as a well-known brand can quickly attract consumers in low-tier cities 
[4]. Customer loyalty in the fast-food industry is divided into repurchase loyalty and word-
of-mouth loyalty. Its formation encompasses both habitual consumption and satisfaction, 
driven by specific mechanisms, and it is the core driving force for the large-scale expansion 
of fast-food brands [5]. 

There is a clear internal connection between brand marketing, brand awareness and 
customer loyalty in the fast-food industry. Brand marketing strategies act on brand awareness 
and customer loyalty through product differentiation, scene resonance and emotional binding. 
This paper constructs a transmission model of "differentiated strategy - perceived value - 
loyalty transformation". In this model, reasonable differentiated marketing strategies can 
improve consumers' perceived value of the brand, and such perceived value can further 
transform into stable customer loyalty [6].  

3 Types and implementation paths of brand marketing strategies: 
a case study of tustine 

3.1 Brand marketing strategy- product oriented 

The development of Tustine is based on the product-sourced brand marketing strategy, the 
differentiated positioning of the Chinese hamburgers is the main line of its development [7]. 
Tustine will use freshly baked products instead of frozen buns, which is typical of the 
Western fast food, and considerably improves the product in terms of taste and texture, which 
will create a unique competitive differentiation against other brands. Meanwhile, Tustine 
experiments with the hamburger fillings to incorporate Chinese cuisines, including preserved 
vegetable braised pork and mapo tofu fillings. Such regionally inspired fillings will be created 
to resonate with the strongly established culinary traditions among Chinese consumers as a 
form of a calculated market segmentation approach based on the local cuisine culture and 
taste profiling. It develops harmonized production standards of freshly baked buns and core 
items to make the taste similar in all stores, as well as modifies the taste of fillings based on 
the dietary features of various regions, achieving the harmony of standardization and 
localization in product research and development and production. 
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3.2 Brand marketing strategy based on communication 

Brand marketing strategy based on communication is a significant means by which Tustine 
can increase its influence in the market and this strategy is primarily dependent on the 
marketing of national trends and accurate promotion in the sinking market [8]. Tustine is 
specifically designed to suit the sinking market, a term used to describe consumers in third-
tier cities and below, with rising disposable income but underserved by the premium brands, 
with the aim of boosting brand penetration in the new consumer groups via localized social 
media accounts and community-based marketing. It uses Douyin to host the freshly baked 
hamburger challenge, whereby consumers and bloggers take part in the challenge of baking 
and tasting freshly baked hamburgers which has catalyzed numerous user interactions and 
content sharing. 

On Xiaohongshu, Tustine collaborates with food bloggers to conduct store visit and grass-
planting and the bloggers post actual eating experience and store atmosphere, which attracts 
more potential consumers. Moreover, Tustine conducts cross-border co-branding operations, 
collaborating with national trend IPs and mobile games. Such co-branding exercises do not 
only integrate the brand with well-known aspects of culture, but also capture the user base of 
such IPs and games, increasing the reach of the brand. It targets the promotion in the third 
and lower-level cities and resorts to the local social media accounts and the community 
promotion strategies to ensure that the brand becomes famous among local buyers within a 
short period of time. 

3.3 Brand marketing strategy (user experience focused) 

The brand marketing strategy is focused on user experience and is executed with the working 
of the offline store of Tustine, and the essence is to enhance user involvement and memory 
points [9]. Tustine utilizes an open-kitchen design as a physical evidence in its service space, 
where the consumers can view the whole process of making buns and baking them; this 
openness supports the claims of freshness of the product, but also serves as an experiential 
trust-building tool. The entire procedure of making and baking buns by the staff can be 
viewed by consumers in the store. This visualization design does not only make consumers 
experience the freshness of the products, but also enhances interaction between the brand and 
consumers. Tustine also introduces the customization of the hamburger (DIY). The 
consumers are able to select their preferred buns, fillings, sauces and side dishes to create 
their own hamburgers. This service satisfies the various consumption needs of consumers, in 
particular young consumers and significantly enhances their participation. Moreover, Tustine 
enhances the decoration of its stores with the elements of the national trends, where the store 
design utilizes the traditional Chinese patterns, colors and symbols of the culture. The 
national trend decoration provides an individual consumption scene to the consumers, 
rendering the consumption experience more distinctive and leaving consumers with a rich 
memory. 

3.4 Brand marketing strategy based on emotion and value 

The trick is that emotion and value-based brand marketing strategy will help Tustine to 
develop a strong brand awareness [10]. Tustine makes national trend revival its core brand 
value proposition and carefully conveys the idea of Chinese hamburgers with the help of the 
product narrative, packaging design, and themed marketing campaigns that preempt Chinese 
culinary heritage. It also makes its products the ambassador of Chinese hamburgers where 
the fusion of Chinese diet culture and hamburger products becomes an important point that 
consumers create cultural identity of the brand in the process of consumption. Tustine 
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incorporates the national trend culture into everything related to brand promotion, including 
the packaging of the product with traditional Chinese designs, marketing activities with 
national trends and so on. The practices render the brand tightly associated with the Chinese 
traditional culture. To young consumers, who are sensitive to national trend culture, such 
value output can evoke their emotional resonance. Tustine shapes a younger brand 
personality in the process of value output, and its marketing activities and brand image are 
close to the aesthetic and consumption concepts of young people. This makes the brand form 
an emotional bond with young consumers, and further builds stable brand loyalty through 
cultural identity and emotional resonance.  

4 The impact of brand marketing strategies on brand awareness: 
a case study of Tustine 
Brand marketing strategies have a clear and direct path to improve Tustine’s brand awareness, 
and the brand’s "thousands of cities and ten thousands of stores" expansion plan is the 
concrete embodiment of this path [4, 7]. Tustine first carried out regional pilot operations in 
Fujian Province, its birthplace. Through product innovation and localized marketing 
initiatives in Fujian, the brand established a firm market presence and progressively built 
regional recognition. After establishing a mature operational model and substantial brand 
influence in Fujian, Tustine launched its national expansion strategy with a deliberate focus 
on third-tier and lower-tier cities, where rising disposable incomes and underserved fast-food 
markets offered significant growth potential. The brand set up store expansion goals for 
different regions, and matched corresponding marketing strategies according to the 
characteristics of each region. In the process of national expansion, Tustine combined store 
opening with brand promotion, and each new store opening was accompanied by targeted 
local promotional activities, enabling brand awareness to expand incrementally from regional 
markets to the national level. Up to now, the proportion of Tustine’s stores in third-tier and 
lower-tier cities has exceeded 60%, and the brand has completed the coverage of the national 
sinking market and realized the leap of brand awareness from regional recognition to national 
cognition. 

Different marketing strategies have obvious differences in their effects on improving 
Tustine’s brand awareness, and they play different roles in improving category recognition, 
regional recognition and user association [3]. The concept of product differentiation strategy, 
with freshly baked Chinese hamburger buns as its core, is the basis of enhancing the 
recognition of the brand in its category. Prior to Tustine, the market in hamburgers was 
virtually monopolized by the Western hamburgers using frozen buns. The freshly baked 
Chinese hamburger buns that Tustine produced formed a new category of Chinese 
hamburgers and as such customers soon identified Tustine with Chinese hamburgers and 
therefore significantly enhanced category recognition of the brand in the fast-food market. 
Communication based marketing approach, which mainly includes national trend-based 
social media campaigns and focused promotional efforts in the lower-tier markets, are at the 
core of enhancing the brand recognition across the region. By employing focused marketing 
in various markets, particularly the third tier and the lower tier cities, Tustine gained rapid 
exposure in the local markets thus leaving local consumers familiar and aware of the brand 
and essentially enhancing brand awareness in various destinations. The visualization of 
freshly baked buns and national trend store decoration are the marketing strategy, which is 
user experience-oriented, and primarily contributes to enhancing user association. The 
unique consumption experience created by these strategies creates a high level of brand 
impressions in consumers - a result that is consistent with the experience economy model 
created by Pine and Gilmore, which argues that strong recollections of an experience will 
boost brand salience and brand recall. Consumers will remember Tustine when they talk of 
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Chinese hamburgers or national trend fast food, this associative user can easily become part 
of the brand and the presence of a strong user association further enhances the brand 
recognition. 

The industry data fully reflects the optimization effect of Tustine brand marketing 
strategies on building brand awareness, and the data directly demonstrates the positive 
influence of effective marketing on the brand exposure and market cognition [7]. Tustine has 
shown tremendous expansion in its store base over the past years with a net growth of more 
than 2, 000 stores in three years and a total of over 9, 000 stores by 2025. The most direct 
implementation of the enhancement of brand awareness is the rapid growth of stores since it 
is only under the condition that the brand gains some market cognition and consumer 
recognition that the continuous opening of new stores can be achieved. The increase in the 
number of stores has an additional effect of enhancing the exposure of the brand. This growth 
in physical store presence enhances brand exposure within a variety of consumer situations, 
strengthening brand impressions due to repeated exposure- a phenomenon observed in 
consumer psychology literature in the so-called mere exposure effect. Besides the 
information of the store expansion, the cognition of the market concerning the fast-food 
industry that Tustine possesses has also been enhanced greatly. The brand has turned into the 
embodiment of the Chinese hamburger track, and the mention rate and attention in the fast-
food industry have been steadily increasing. Tustine is frequently considered a classic 
example of Chinese fast-food brand innovation in a wide range of industry assessments and 
reports. All these empirical evidence indicates that brand marketing strategies employed by 
Tustine have been successful in enhancing brand exposure and cognition in the market, and 
accomplishing the ongoing optimization of brand awareness. 

5 The impact of brand marketing strategies on customer loyalty: 
a case study of Tustine 
Tustine’s brand marketing strategies form a clear mechanism to cultivate customer loyalty, 
which is based on product differentiation and emotional value output to build consumer trust 
[6]. The taste differentiation achieved through freshly baked buns constitutes a foundational 
mechanism in building consumer trust, as consistent delivery of a distinctive sensory 
experience reinforces positive product evaluations and reduces perceived consumption risk. 
Consumers can taste the unique taste of freshly baked Chinese hamburgers, which is different 
from traditional Western hamburgers. The stable and high-quality product taste makes 
consumers form a positive evaluation of the brand and lay the foundation for the 
establishment of trust. The communication of emotional value through national trend culture 
serves as a critical mechanism for deepening consumer trust; this aligns with emotional 
branding theory, which suggests that shared cultural values and identity narratives strengthen 
the affective bond between consumers and brands, thereby fostering greater loyalty. Tustine 
takes national trend revival as its brand value and disseminates Chinese hamburger culture. 
This makes consumers not only buy a fast-food product, but also recognize the cultural value 
behind the brand. The cultural identity of consumers further deepens their trust in the brand, 
and this trust is the core driving force for the formation of customer loyalty. When consumers 
have sufficient trust in the brand, they will tend to choose the brand for repeated consumption 
and recommend it to others. 

Different marketing strategies have different effects on improving Tustine’s customer 
loyalty, especially in improving repurchase rate and recommendation intention [2, 5]. 
Product strategy, with Chinese flavor innovation as the core, has a direct impact on improving 
the repurchase rate. Continuous innovation of Chinese-inspired fillings by Tustine (such as 
the dishes like preserved vegetable braised pork, mapo tofu hamburgers, etc.) serves the 
needs of the local consumers who have a diverse palate and offers them a strong incentive to 
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come back to the restaurant, as with each new product, a new consumption interest and desire 
to try it are created. The localized and rich taste ensures that consumers desire to consume 
the product over and over again thus directly increasing the repurchase rate of the brand. 
Experience strategy, like freshly baked in-store interaction and customization of hamburgers, 
primarily contributes to the enhancement of both the repurchase rate and the recommendation 
intention. The unique and involving consumption experiences created by these strategies help 
create a high level of consumer satisfaction, which ultimately affects the repurchase intention 
and willingness to recommend the brand positively. A positive experience will cause 
consumers to buy again and they will be happy to share their experience with their relatives 
and friends, hence enhancing the recommendation intention of the brand. The most apparent 
impact of enhancing recommendation intention is on emotion strategy, which focuses on 
national trend cultural identity. Those consumers with national trend cultural value who 
appreciate Tustine have a high emotional attachment to the brand. This type of consumer 
promotes the brand among their social networks, in effect, become organic brand 
ambassadors- a concept at the center of the word-of-mouth marketing theory- and, thus, 
significantly boosts the organic referral rate of the brand. 

Tustine has summed up a set of key methods to maintain customer loyalty through brand 
marketing strategies, focusing on product quality standardization, member system operation 
and localized taste iteration [11]. The brand formulates strict product quality standards for all 
links from raw material procurement to production and making, and sets up a special quality 
control team to supervise the product quality of each store, ensuring that consumers can taste 
the same high-quality products in any Tustine store. Stable product quality is the basic 
guarantee for maintaining long-term customer loyalty. Tustine operates a well-structured 
membership program offering exclusive benefits such as points accumulation, tiered 
discounts, and personalized rewards including birthday incentives — a design consistent with 
relationship marketing principles, which emphasize the role of tangible rewards in sustaining 
long-term consumer engagement. The points can be exchanged for products or gifts, and the 
exclusive discounts increase the consumption benefits of members. This member system 
locks in the core consumers and improves their stickiness to the brand. In addition, Tustine 
carries out localized taste iteration according to the dietary characteristics of different regions. 
It collects the consumption feedback of local consumers and adjusts and innovates the filling 
taste and product matching in a timely manner, making the products always meet the local 
consumption needs. This localized operation makes consumers feel the brand’s attention to 
their needs and further maintains the long-term relationship between the brand and consumers. 

Founded in 2017, Tustine has established itself as the foremost brand within the Chinese-
style hamburger segment of the domestic fast-food industry [7]. By 2025, the brand has more 
than 9000 stores with a net increase of more than 2000 stores, which is achieved under the 
marketing environment of the fast-food industry with increasing concentration and growing 
demand in the sinking market. Tustine’s current marketing strategies cover multiple aspects: 
in product, it adheres to the differentiated positioning of Chinese hamburgers with freshly 
baked buns and Chinese fillings, and carries out innovation in drink matching; in 
communication, it focuses on national trend marketing, social media grass-planting and 
precise promotion in the sinking market; in emotion, it binds with national trend culture and 
shapes a younger brand personality [7]. These strategies have achieved remarkable results in 
improving brand awareness and customer loyalty. Tustine has become the pronoun of the 
Chinese hamburger category, with more than 60% of its stores in third-tier and lower-tier 
cities. The brand’s member repurchase rate reaches 35%, young consumers aged 18-35 
account for 72% of the total consumers, and the word-of-mouth recommendation rate 
exceeds 50%. However, Tustine also faces some problems in its marketing and development 
process: the rapid store expansion brings the risk of quality control, and the growing 
homogenization of product offerings within the Chinese hamburger segment poses an 
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escalating competitive threat, as an increasing number of rivals replicate similar menu 
concepts and price points, thereby potentially eroding Tustine's first-mover advantage and 
necessitating continuous product and branding innovation. These problems bring important 
enlightenment to the brand: it is necessary to strengthen the supply chain management and 
control to ensure product quality while expanding, and further deepen the integration of 
national trend culture and product innovation to maintain the brand’s differentiated 
advantages.  

6 Optimization strategies for improving fast-food brand 
awareness and customer loyalty 
Drawing on Tustine’s experience in promoting in the sinking market, fast-food brands should 
adopt a diversified integrated brand marketing communication strategy to expand the brand’s 
regional coverage [8]. Short video platforms should serve as the cornerstone of the 
communication strategy, given their high penetration rates among lower-tier city consumers 
in China; brands are advised to systematically increase the production and dissemination of 
content that highlights both product features and brand cultural narratives. They can launch 
interesting challenges and product experience videos like Tustine, and encourage users to 
participate in content creation to increase brand exposure. Community marketing is an 
important way to sink into the local market. Brands can cooperate with community 
supermarkets, property companies and other institutions to carry out offline promotion 
activities such as product tasting and discount sales in communities, and establish close 
contact with local consumers. Campus-based marketing channels represent a strategically 
significant avenue for engaging younger consumer demographics; given Generation Z's 
documented preference for authentic and community-oriented brand interactions, 
promotional activities at universities and secondary schools — such as experiential sampling 
events and student-exclusive discount programs — can effectively cultivate early brand 
affinity, such as setting up brand booths in campus activities and launching student-exclusive 
discount packages, to cultivate potential young consumer groups. By integrating these 
diversified communication channels, fast-food brands can realize the full coverage of 
different consumer groups and different regions, and effectively improve brand awareness. 

Fast-food brands should deepen the experience-oriented brand marketing with consumers 
as the center, and the core is to meet the consumption needs of Generation Z and improve 
consumers’ perceived value and brand stickiness [9]. Generation Z is the main consumer 
group of the current fast-food market, and they pay more attention to the uniqueness and 
interactivity of the consumption experience. Brands can optimize the in-store interactive 
experience by learning from Tustine’s DIY hamburger customization and freshly baked 
visualization. They can launch more personalized customization services, such as customized 
product packaging and personalized combination of meals, to meet the diverse needs of 
consumers. Brands can also increase the interactive facilities in the store, such as setting up 
photo spots with brand characteristics and launching small in-store games, to make the 
consumption process more interesting. In addition, brands should pay attention to the 
optimization of the in-store service experience, strengthen the training of store staff, improve 
their service attitude and service efficiency, and make consumers feel a comfortable and 
convenient consumption process. A good consumption experience can improve consumers’ 
perceived value of the brand and further enhance the brand stickiness. 

Fast-food brands should strengthen the construction of brand value and emotional 
resonance, and build a brand value system of "differentiated products + cultural identity" by 
combining Chinese catering culture with contemporary younger values [10]. Chinese 
culinary culture, with its millennia-long history and rich symbolic connotations, constitutes 
a distinctive and underutilized cultural asset for domestic fast-food brands; the strategic 
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integration of these cultural elements into product design and brand communication can serve 
as a meaningful source of differentiation in an increasingly competitive market. Brands 
should dig deep into the elements of Chinese catering culture and integrate them into product 
research and development and brand promotion. They can learn from Tustine’s Chinese 
hamburgers, combine traditional Chinese food flavors and production processes with fast-
food products, create differentiated products with Chinese cultural characteristics, and make 
products the carrier of cultural communication. At the same time, brands should combine 
with the contemporary younger values, such as the pursuit of national trend culture, 
individuality and quality of life of young people. Brands should output positive brand values 
that conform to the aesthetic of young people, and arouse the emotional resonance of young 
consumers through brand marketing activities. When consumers have cultural identity and 
emotional resonance with the brand, they will form a deep brand loyalty, which is more stable 
than the loyalty brought by product price and taste alone. 

Fast-food brands should realize the upgrading of precise brand marketing driven by data, 
and improve marketing efficiency by optimizing product combination and channel layout 
according to consumption data [4]. Brands should establish a complete consumer data 
collection system, collect the consumption data of consumers through offline stores and 
online ordering platforms, including consumers’ taste preferences, consumption frequency, 
consumption amount and preferred purchase channels. Based on these data, brands can carry 
out targeted product combination optimization, such as carrying out localized taste 
customization according to the taste preferences of consumers in different regions, and 
launching combined meal packages according to the consumption habits of different 
consumer groups. In terms of channel layout, brands can use data to analyze the consumption 
demand and consumer density of different regions, and adjust the store opening plan and 
promotion intensity in a timely manner. For regions with high consumption demand and large 
consumer density, brands can increase the number of stores and strengthen promotion efforts; 
for regions with low consumption demand, brands can carry out light asset operation such as 
takeout stations and reduce unnecessary marketing investment. Data-driven precise 
marketing can make brands avoid blind marketing investment, improve the accuracy and 
efficiency of marketing, and thus better improve brand awareness and customer loyalty. 

7 Conclusion 
This study takes Tustine as a case to study the impact of Chinese fast-food brand marketing 
strategies on brand awareness and customer loyalty, and draws clear core conclusions. 
Tustine has achieved the national expansion of brand awareness through a series of brand 
marketing strategies, including product differentiation with Chinese hamburgers as the core, 
national trend-oriented communication promotion, and experience optimization with in-store 
interaction as the main content. The brand has become the leading brand in the Chinese 
hamburger track, with its stores covering the whole country and a high recognition in the 
sinking market. At the same time, Tustine has realized the deepening of customer loyalty 
among young consumers through emotional value output of national trend culture and user 
experience optimization. The brand has a high member repurchase rate and word-of-mouth 
recommendation rate, and young consumers have become the core consumer group. This 
study confirms that fast-food brand marketing may balance standardized operation and 
localized innovation. Standardized operation ensures the consistent quality and service of the 
brand across stores, and localized innovation caters to the different consumption needs of 
various regions, which is the key for fast-food brands to achieve both brand awareness 
expansion and customer loyalty cultivation. 

This study has several limitations, which also point out the direction for future research. 
Future research can expand to the comparative study of Western fast-food brands and Chinese 
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fast-food brands, analyze the differences in their marketing strategies and the different effects 
on brand awareness and customer loyalty, and summarize the marketing experience suitable for 
the development of Chinese fast-food brands. Researchers can also explore the impact of digital 
marketing on the sinking market penetration of fast-food brands, with the continuous 
development of digital technology, digital marketing such as live streaming and online 
community operation has become an important part of brand marketing, and its impact on the 
sinking market needs in-depth research. Furthermore, since consumers gradually become more 
concerned with healthy food, future studies can be conducted on the correlation between low-
calorie fast-food products and customer loyalty. It can also discuss the ways in which fast-food 
brands can also become innovative in their products with the trend of healthy eating and the 
maintenance of consistent customer loyalty that is significant to their further evolution. 
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