[bookmark: _GoBack]In studying the impact of Generation Z identity on Chinese milk tea brand aesthetics in the age of social media, extension theory can provide an effective framework to explore how to adapt and compartmentalize traditional theories in the new digital environment. For example, the extension of brand and identity: Traditional brand theory focuses on how brands influence consumer choice and loyalty. Extension theory can explore how Gen Z engage in positive brand image-building through social media, and in particular how they implement brand aesthetics through visual content such as photos and short videos. This interaction is not only a manifestation of consumer behavior, but also part of Generation Z's self-expression and identity building. Secondly, the extension of the influence of social media has changed the way of information dissemination, and brand communication and acceptance are closely linked, such as influencer marketing, Internet celebrities and social media stars to promote milk tea brands, and group dynamics, how generation Z shares milk tea brands on social platforms. Third, the integration of cultural symbols. Generation Z has an increasingly strong sense of identity with cultural symbols. Milk tea brands create products and experiences with rich cultural connotations by combining traditions and elements. Fourth, sustainability and social responsibility, Generation Z is very sensitive to the brand's social responsibility and environmental awareness. This has pushed milk tea brands to focus not only on aesthetics in aesthetic design, but also on the use of environmentally friendly materials and the introduction of healthy options to meet the expectations of this generation of consumers for sustainable development. Finally, the sense of interaction and participation, modern consumers want to establish an interactive relationship with the brand at the sales level. Milk tea brands enhance consumers' sense of engagement through social media activities, user-generated content (UGC), etc., so that they play an important role in brand building. It promotes brand loyalty and makes consumer identity more closely linked to the brand. Through the extension of these theories, we can more comprehensively understand the influence of Generation Z identity in the era of social media on the identity aesthetics of Chinese milk tea brands. These studies not only reveal the interactive relationship between brands and consumers, but also highlight the importance of identity and cultural consumption in the modern marketplace.
