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Abstract

Background: The business scenario has been changed at a rapid pace as the “information
communication technology” has changed the course of business. It is observed that

“information communication technology” develops new opportunities for the business. The

companies are significantly used the ICT as a tool to enhance their brand management strategies.
In the dairy market, the recent implication of e-commerce has brought considerable changes

toward the brand identity.

Purpose: The purpose of this research is to investigate the impact of e-commerce on the brand
identity of the dairy company. It is observed that with time the dairy companies have left the
traditional channel of business and now incorporating the new e-commerce channel. That is
why this research is investigated the Bright Dairy company which is one of the leading brands
of the dairy industry and recently implement an e-commerce channel with the facilitation of
Alibaba.

Method: The research design of this study is based on the Qualitative Research Method in
which qualitative data is collected from the managerial level employees of Bright Dairy. The
data collected in this research is qualitative which provides considerable facilitation to
understand the problem under investigation. A total of 7 interviews are conducted by using a
detailed interview guide.

Conclusion: It is concluded from this research that the information gathered from the
respondents has indicated that currently, the dairy industry has digitalized its relationship with
the customers. The focus of the companies is to ensure the development of their brand by
strongly focusing on brand identity. The results also highlight that the dairy companies must
have to implement e-commerce and it had a strong impact on the brand identity.
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1. Introduction

This chapter provides detailed information about the background of the research under
investigation. It includes the information regarding the problem statement and research
questions which will be investigated by using certain research methods. It also includes
aims and objectives. In the end, it provides detail about the significance of research and
delimitation associated with this research.

1.1 Background

The changing business environment with the implication of information communication
technology has increased the importance of e-commerce for the companies (Terzi, 2011).
Currently, almost every company is using e-commerce as a tool to flourish its brand
differently. In China, e-commerce has got considerable importance in recent decades and
it has become an important channel for the company to develop business relations with
its customers (Efendioglu & Yip, 2004). China is considered the largest e-commerce
market in the world because of 632 million internet users. It is estimated that sales govern
through e-commerce have made about 3.2% of the overall country GDP (Alibaba, 2020).
The business can take advantage of this exceptional use of e-commerce and reach the
higher potential of the Chinese customer. To understand the current Chinese e-commerce
trend the findings of the Boston Consulting Group are very important. The research
indicates that Chinese shopper mainly starts their research on buying through online
media. A quarter of the Chinese customer demands their product from the online store
which they did not get from the physical stores. Social networking sites are considered
important to access the product review. These findings of Boston Consulting Group
indicate that e-commerce is one of the leading tools that can be used by companies to
develop a strong presence of their brand. According to the 100 most valuable brands in
the world published by Brands in 2019, although China has some brands on the list, most
of them are state-owned enterprises, and only Huawei and Tencent are private enterprises
(Digitaling staff, 2019). This shows that China still lacks brands with independent

intellectual property rights and strong international competitiveness. In the face of well-



known brands with assets of billions of dollars abroad emerging in the market, the
Chinese consumers gradually feel less satisfied with the domestic brands, and their
brand's awareness has gradually risen to a new level, marking the beginning of
commercial competition into the brand competition (Yang, 2019). Looking at the well-
known foreign enterprises, which construct their brand by starting a brand strategy, and
use the brand to open the market and occupy the market. The brand strategy has gradually
evolved into a magic weapon for enterprises to adapt to market competition and create

core products.

Dairy products are inherent in people’s daily requirements. Commonly, the consumption
is orientated by “in-house” consumption and family taste. It is difficult to brand most of
the dairy products, which are appropriate for differentiating brand essences and brand
strategies and communication campaigns. However, the deviation brands and brand
extensions of some specialties can cater to the customer's taste and buying behaviour. The
dairy event “Melamine scandal” in 2008 seriously affected Chinese residents’ selections
and confidence towards national and foreign brands in the dairy industry. Chinese
consumers generally believe that dairy products of foreign brands are superior to the
products of local brands in China (Yang, Ramsaran & Wibowo, 2017).

For dairy enterprises, brand influence is the yardstick of measuring the competitiveness
of the enterprise, which helps the enterprise to lead the market. For domestic dairy
enterprises, it is necessary to strengthen brand construction, cultivate brand strategy, and
establish the image of "dairy power". The common point of successful dairy enterprises
is that they have successful brands as support, which can play a crucial role and influence
the sales of products and the recognition of consumers. The 12th Five Year Plan of China
mentioned that it needs to accelerate the structural adjustment of the dairy industry, adjust
and optimize the product structure, and encourage the development of characteristic dairy
products and functional products suitable for different consumer needs (Wang, et al.,
2016); the outlook of 13th five-year plan of food industry clarifies that it is necessary to
upgrade the consumption and integrate the industry of dairy products, that is, to create a
high-quality dairy consumer market and cultivate it (Wang, et al., 2016). As one of the
key contents of policies, the dairy enterprises need to strengthen their power, and it is
believed that under the current social and economic situation, only enterprises with strong

brand advantages can stand firm in the market (Huo & Zhang, 2017).



In this research, the focus is to investigate two important perspectives of the business in
China that includes, the implication of e-commerce and brand identity. Develop an
effective brand identity is very important for companies in a highly competitive business
environment that is why the implication of e-commerce is a major trend. Moreover, the
effect of e-commerce on brand identity will be investigated in detail. The scope of the
study is toward the milk industry where many of the highly competitive companies are
pursuing business. The research will provide valuable insight into the fact that how the

company in the dairy industry are pursuing e-commerce to enhance its brand identity.

1.2 Problem

According to the research conducted by Nyadzayo & Khajehzadeh (2016) demonstrates
that brand identity is considered to be an important construct in the research domain of
brands. The study provides a clear indication that the relationship with consumers is
dependent on the “service quality, customer satisfaction, innovation, and customer value”.
This relationship is highly affected by the impact of the brand image. The companies need
to engage the customers to enhance the brand identity for their product lines. Moreover,
it is also demonstrated in the article that customer loyalty has also impacted the brand
identity. If the loyalty of the consumers is high, it will ultimately position the brand in a
high place in the mind of the consumers which ultimately leads to a positive brand identity.
Furthermore with the research conducted by Cho, Fiore, & Russell (2015) testify all the
determinants of brand equity to enhance the brand identity. It provides a clear indication
about the validation of the brand sale that captures the “cognitive, sensory and affective”
association. The finding of the study demonstrates that a newly developed brand identity

scale enhances the overall capability to determine the image of brands.

The main reason for selecting these constructs to fulfil the research gap is that the main
focus of the research is to identify the implication of e-commerce in the dairy industry of
China, and at the same time its impact on the development of the brand identity among
the customers. Another important reason behind the implication of the innovation in these
companies is striving to engage with the activities for the enhancement of the brand
identity. If identity is concerned, e-commerce is now the key indicator for the

enhancement of brand identity among the customers.



The implication of innovation and e-commerce in the business for the competitive
advantage has been implemented in a slightly different manner. According to the research
(Barsauskas et al., 2008; Golicic et al., 2002; Lim & Dubinsky, 2005; Power & Sohal,
2002), to adopt e-commerce in any industry, the main determinants include the “resource-
based view of approach, approach to the competitive advantage”. In the view of Porter’s
generic growth model, most of the companies are adopting e-commerce to enhance the
overall profitability of the company. E-commerce is becoming very important for the
Chinese market and most of the companies are pursuing their successful business by
implementing e-commerce in their business model. Due to the increase in the competition,
the company needs to increase its brand identity in the dynamic business world (Sin, et
al., 2011). In the case of the dairy industry of China, there are many companies are
working that increase the overall competitiveness of the industry (Wang & Parton, 2007).
That is why the development of brand industry is one of the major issues for companies.
It is important to develop a strategy for the enhancement of the brand industry in the dairy
industry. For that purpose, the investigation of the impact of e-commerce on the brand

industry is very important.

1.3 Purpose

The purpose of this research study is two folds. First, the study is developed to investigate
the implication of e-commerce in the Chinese economy. It provides detailed information
about the development of e-commerce in China. The study focused on the implication of
e-commerce in the dairy industry of China which is recently revolutionized. For that
purpose, in this research, the “Bright Dairy” company from the dairy industry will be
investigated. Secondly, the purpose of the business is to enhance the understanding of
brand identity. As many brands are pursuing their market identity in the highly
competitive market, it is observed that recent development and the adoption of e-
commerce by the companies must change the overall scenario. That is why this study

strongly focuses on the investigation of e-commerce and its impact on brand identity.

Although the implication of the new business technologies is very important for pursuing
a successful business, the dairy industry business model is simple and that is why

previously the companies are not striving for the implication of e-commerce. Currently,



as the number of companies in the dairy industry has been increased, which leads to a
higher level of competition.

To gauge the competition and the demand of the industry, it is important to focus on the
enhancement of brand identity. This research aims to investigate the implication of e-
commerce in the dairy industry as well as its impact on brand identity. The study also
aims to investigate “Bright Dairy” as it is one of the leading brands of the China dairy
industry as well as recently this company also collaborate with Alibaba, which is an e-

commerce giant and implement certain business streams related to e-commerce.

Following are some of the important research objectives that will be achieved in this

research.

1. The objective is to investigate the implication of e-commerce in the Chinese dairy
industry and its impact on brand identity.

2. To investigate the role of e-commerce in the development of competitive
advantages.

3. To investigate the strategies of Chinese dairy companies for the implication of e-
commerce.

4. To investigate the role of Alibaba as an e-commerce giant in China and its recent
collaboration with the Bright diary for the development of an effective e-

commerce channel.

1.4 Research questions

Following are the research questions that will be answered in this research study. These

are the major questions that will be deeply investigated in this research.

RQ1: What are the major implications of e-commerce strategies in the Chinese dairy

industry to enhance brand identity?

RQ2: How current e-commerce strategies are used by dairy companies to develop their

brand and gain a higher level of competitive advantage?



1.5 Perspective

The dissertation is written from a managerial perspective where the dairy corporation-
Bright Dairy is in focus. This research study is designed to investigate the impact of e-
commerce on the dairy industry. The rationale of this research is revolved around the
investigation of the brand identity strategies developed by the dairy companies as well as

it also investigates how these companies are using e-commerce strategies.

1.6 Delimitation

This research study has some important delimitations which are the major concern of the
researcher in this investigation. First, this research is only based on the company
perspective and the data is collected from the managerial level employees of Bright Dairy.
Due to this issue, this research only includes the information gathered from the company's
perspective and did not include the customer perspective in this research. Secondly, since
our target corporation is located in Shanghai, which is a comprehensive dairy company.
However, in the research, since acknowledging Bright Dairy’s market range, East China
is the main research object. Lastly, this research only includes an investigation related to
the Chinese dairy industry. The theories and the theoretical framework in this research
are only implemented in the dairy company. Many other industries are also keen to

investigate the impact of e-commerce.



2. Literature Review

The second chapter of this dissertation is a literature review in which peer-reviewed
articles from different journals have been selected to explain the theoretical perspective
of the topic under investigation. A literature review is one of the major sources to support
the existing theoretical perspective on the topic. In this chapter, some valuable themes
are developed which are discussed in detail. It also includes detailed information about

the theoretical framework of the research.

2.1 Literature Search

It is investigated from the previous studies that brand identity is the values of the brand,
which differentiate it from other brands. Brand equity also demonstrates the value of the
brand in the market. According to Mishra, Dash, & Cyr, (2014), consumer-based brand
equity is considered to be the most important and significant construct in the area of brand
research. The purpose of this research study is to explore consumer-based brand equity
to enhance the experience of the brand. If the user of the product has more knowledge

about the brand, then it makes him feel good to conduct a purchase for that product.

The methodology of this research study is based on two important steps that include:
“validation and exploratory” method. In this study, the exploratory phase involves the
literature review and validation involves the testability of the theoretical framework (Esch
et al., 2006; Roy & Chau, 2011; Xu & Chan, 2010). The findings demonstrate that brand
equity enhances the overall capacity of the brand and the trust of consumers in the brand.
Many of the other determinants will also mediate the effect of brand equity on the
purchase. These mediators include lifestyle, user expertise, and user lifestyle. It also
demonstrates that there is a different construct that enhances the overall brand-equity for
the consumers (Ghodeswar, 2008; Khanna et al., 2013).



2.2 Chinese Dairy Industry

It is evident from the research that there are some important industries on which human
life is very dependent. The dairy industry is one of the important industries in which
human life is very dependent. Dairy products are completely inherent the human life.
Every individual is using dairy products, that is why the industry has a large market share
as well as the customer share (Ma, et al., 2007). The consumption of the dairy industry is
based on the “in-house” consumption developed by the family taste. At the same time, it
is important to consider that the brand majority is one of the major issues in this industry
where the customer has many choices for the brands. The customer must make choices
for the brands as well as the companies that are also making certain strategies to engage
the customer with the brand. For that purpose, the companies are striving to enhance their
brand strategies as well as developing communication campaigns (Elwood, et al., 2010).
Literature indicates that these branding strategies are formulated by the companies which
directly impact the consumer behavior of the customer toward the usage of the dairy
products. It is evident from the research that there are some considerable scandals and
events occurred recently, that lead to the change in the Chinese residents selected and the
usage of dairy products. It is evident from the research that these consumers strongly
believe in the product quality as well as the way of relationship developed by the customer
with the company. In most of the cases, these strategies are now based on “information

communication technology”.

The Chinese dairy market is one of the learning markets for the dairy industry products
where there is a strong sales increase during the year 2015 to 2019, that also gives a recent
uplift to the overall market. In 2020, the consumption of dairy products has been
remarkably increased in China. Here it is important to consider that several domestic and
local brands have a high level of contribution to the overall quality of dairy products.
Because of the comparison of the local milk brand and the imported milk brand is that a
total of 7.5% demand for the dairy is occupied by the international brand. Moreover, the
overall role of the domestic brand in the provision of dairy products is very high. In view
of this, the rapid growth of the local dairy industry has indicated that the local companies
must ensure the implication of the long-term strategies for the betterment of the brand as
well as the relationship with the customer (Wang & Parton, 2007). To gain an

international level of competitiveness, it is essential that the local companies must have



to implement the international strategies of the business. For that purpose, recent
development in the implication of the “information communication technology” has led
to bringing lots of benefits to the overall industry. The local dairy companies are now
strongly engaged with e-commerce strategies to increase the capacity of the brands, and
they also provide a valuable new channel to the customer which brings a considered
change in the business model of these companies. In China, with the strategies of Alibaba,
e-commerce is becoming one of the fundamental needs that ensure the development of
long-term strategies related to e-commerce. Alibaba has brought a valuable change in the
business of China. That is why, in this study, the impact of e-commerce has been
investigated during the development of the brand identity.

2.3 Brand Identity

Branding is one of the major phenomena that has been discussed in the marketing
literature in recent research. Considerably, the strong marketing body has engaged with
the research in brand management area. It is evident from the literature review that there
are several important definitions of the brand and brand management has been discussed
in detail. According to Davis (2002), a brand is “a set of expectations and associations
evoked from experience with a company or product. A brand is how your key
constituents-customers, employees, shareholders etc-experience what you do” (Brakus et
al., 2009; Chan et al., 2013; Machado, 2012a).

According to the literature review that brand identity has four major dimensions that lead
to the development of the brand identity of any brand. The development of the brands is
based on the four dimensions that include “brand a product, brand as an organization,
brand as person and brand as a symbol”. Aaker (1996) has emphasized that these four
brand dimensions are very important for the development of the brands in any industry.
The customer mainly relates the brands with these four brand dimensions as well as also

consider it as important indicators of the brand identity.

The first dimension of the brand identity is “Brand as a Product” which indicates that the
customer is concerned with the product-related attributes of the brand. This dimension
includes the implication of the tangible and intangible aspects of the product that are
effectively related to customer demands. The second dimension of the brand identity is

“Brand as Organization” which demonstrates that the brand has the attributes of the



organization, that leads to innovation and consider an important consumer concern (Felix,
2012; Swimberghe et al., 2014; Xiao & Hwan (Mark) Lee, 2014a). The companies must
implement organizational strategies to develop the brand as well as to enhance brand

identity.

Brand personality is also one of the major constructs which are highly researched in the
marketing literature. It is evident from the research that “Brand as a person” is another
important dimension of the brand identity. To enhance the overall capacity of the brand
identity, it is very important to strongly focus on the “Brand as a person” or brand
personality traits. Brand as a person mainly deals with the personality aspects of the brand.
The brand needs to determine the social factors and relate their significance with the
demand of the customer. In the end, “Brand as Symbol” is an important aspect of the
brand. It is observed that there are some important aspects of the brand that are considered
important for brand identity. It helps to recognize the brand by the customer. In most
cases, the brand is recognizable for the customer by using brand symbols which mainly
includes “brand imagery, brand logo, and brand heritage”. While developing the brand,
it is observed that some important brand perspectives are highly considered by the
companies as well as the customer. Additionally, it is the responsibility of the marketing
manager that a strong association between the product sub-perspectives has been
developed. For example, the “product class, product-related attributes, quality/value,
associations” (Jin & Chansarkar, 2006; Machado, 2012b).

First, to increase brand identity, it is very important to create an effective “association
with the product class”. Association with the product class is demonstrated as the brand
identity in which the product and the brands are associated effectively. At the same time,
product-related attributes and the quality of the product are also considered as an
important measure for the development of the brand identity. It relates to the functional
and emotional benefits which increase the values for the customer and the competition.
These attributes are very important for the development of the brand identity, the
customer is very concerned with the implication of the effective attributes of the product.
In the case of the dairy industry, the focus of the brand is to ensure the implication of the
high quality of the dairy products. As many brands are already present in the industry,
that is why every dairy company must ensure the implication of the core brand identity.

This identity is developed based on the high quality provided by the company. Value is

10



also another important component of brand identity. If the company is not able to provide
high value to its customer, it will lead to a lot of problems. More importantly, if the
company is not able to provide high quality products that provide high value, it will

contradict the definition of marketing as well (Hayes et al., 2006).

Today’s marketing and branding activities are highly dependent and guided by brand
relationship theories. This phenomenon helps the brand to enhance its capability for
competitive advantage. Brand relationship theory demonstrates that a brand is considered
as the total perception and idea of a product by the consumers (Kuo-Fang Peng et al.,
2014). In this modern world, the brand uses different humanized acts to develop contact
with customers. These acts are brand characters, product animation, spokespeople, and
celebrities (Kuo-Fang Peng et al., 2014). Due to the interaction with the brand, consumer
considers brand as an interactive partner and develops a strong relationship with the brand
during interactions. The consumer always seeks some benefits from the brand after
interactions, these benefits include emotional, psychological, sociocultural, and material
benefits (Fetscherin, 2014). Extensive research on the brand relationship concept gives a
detailed insight into the concept and suggests many constructs that are based on different
contexts. In previous resources and literature, brand identification and brand attachment

are concepts that are emerged in the investigation of brand relationship.

The paradigm of marketing is shifted from transactions to relations, which is observed
and highlighted by the success of relationship marketing for the companies. All marketing
activities refer to maintaining and developing successful relational exchange and brand

identity.

2.4 Attributes of Products

The research conducted by Nishitani & Itoh (2016) demonstrates the importance of
product attributes to increase customer loyalty. The authors provide evidence that
consumers have lots of concerns about the attributes of the product. It is also investigated
from the literature review that attributes are determinant of brand identity. Many of the
consumers are concerning of the environmental attributes of the brand to enhance the
capability for environmental sustainability. The research study demonstrates the drastic

price decline due to an increase in the issue related to the environment.

11



Following the research conducted by Lee & Yun (2014) demonstrates that the product
attributes indicate the cognitive and affective attitude of the consumer. The attributes can
enhance the overall acceptance of the product by the consumer. The company needs to
focus on the attributes to increase the consumer loyalty of the products (Ahmad et al.,
2016; Gabay et al., 2009; Simmons et al., 2010). It is also important that the brand image
must provide a clear indication to enhance the importance of the attributes to satisfy the

consumer.

2.5 Consumer Loyalty

Cho et al. (2015) demonstrates that trust, satisfaction, and the attitude of the customer are
considered to be the determinant for the development of brand equity. However, it is also
demonstrated that the consumer did not evaluate the brand as a facilitator. It is important
to understand that exploring the brand and enhancing the loyalty of the consumer with
the brands. To indicate that if the customer has higher trust, satisfaction, and attitude for
the product, it will enhance the overall loyalty for the brand. In this research study, data
is collected from 189 females who are frequent users of cosmetics. The finding of the
study demonstrates that the brand relationship of the consumer is very strong to predict
the loyalty of the consumer. It is also suggested in the brand relationship that it does not
moderate the relationship between the brand “trust, satisfaction, and brand loyalty. The
authors of the research study demonstrate that this moderate relationship among the

construct of brand loyalty enhances brand loyalty.

Lam & Shankar (2014) demonstrates the drivers for brand loyalty. They emphasized the
early adopters and late adopters for the technology generations. It is investigated that the
use of mobile as a marketing tool has been increasing at a rapid pace. The incorporation
of 2G and 3G technology has been changing the technological scenario of the industry. It
is also evident from the investigation that major companies like Apple, Nokia, and
Samsung are striving a lot for the development of the brand loyalty of the consumer. The
authors have proposed the framework of linking a mobile device to enhance the brand
loyalty of the consumer. It is also demonstrated in the study that brand satisfaction brand
attachment and brand trust are the determinants of the study. The finding of the study
demonstrates that brand managers for mobile phone devices adopt new marketing

strategies to extents of the relationship between consumer and brands, “Why and How”

12



has been extensively discussed in previous literature and taken as fundamental questions
of consumer behavior (Castafo & Eugenia Perez, 2014). It is highly recognized in the
literature that partnership develops a way for interaction among brands and consumers
(Dwivedi, 2015).

Different behavior is experienced by the customers belong to different value systems.
(Kim & Chung, 2011). To one extent consumer-related values and consumer behavior are
pervading forces for the globalization of markets. On the other hand, these forces also put
their impact on the theoretical orientation of institutions (Nwankwo et al., 2014). In
developing markets all around the world, the consumer is facing choices among local and
foreign brands together with new and old brands very extensively (Batra et al., 2000).
The interest of marketing practitioners and academics are increased for the investigation
of brand attachment with customers, whether it is local or foreign presumed the increase
in the study of consumer purchase behavior with the likelihood of the brand knowledge
(Moussa, 2015). The behavior performed by the consumer is more likely to be dependent
on the strength of consumer intentions which are also dependent on the consumer

perception of the brand (Cazacu et al., 2014).

The theory of planned behavior anticipated regret and affect (affective consequences) by
the customer on their behavior beliefs (Ajzen & Sheikh, 2013). Regardless of previous
extensive research on brand trust and customer perceived value and quality as
determinants of brand loyalty, researchers still come across large research gaps in loyalty
among customers because the behavior of consumer for purchasing brand has been deeply
effecting by the loyalty of the customer of the brand, which developed through the
knowledge of customer based on brand equity (Mattison Thompson et al., 2014).
Attachment of customer with the brands researched under the phenomenon of brand
attachment increase in academic and business research, it proves that brand attachment is
the outcome of the relationship between consumer and brand, and this is also considered

as a core dimension of brand performance (Moussa, 2015).

Brand love is also researched extensively and consider as the originator of the brand
loyalty concept which enhances brand equity and this same phenomenon is also
considered as the booster of buying intentions (Moussa, 2015). Consumer purchasing

behavior is significantly affected by individual trust in the brand (Hsu & Chen, 2014).
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The country of Origen also put an effect on consumer purchase behavior because it alters
the perception of brands by the customers (Batra et al., 2000). The country which
produces a particular product is known as a country of origin (Pappu et al., 2006). Product
usage values and symbolic attachment benefits are the two extents that are kept in view
by the consumer while choosing a product for purchase (Albert & Merunka, 2013).
Making personal identity by renovating themselves, present themselves, and achieved
their personality identity goals by the usage of brands by the customer, it shows that what
are the intensions of the customer while making a purchase decision (Albert & Merunka,
2013).

The purpose of brand innovation is to enhance the brand value, enhance the core
competitiveness of enterprises, and obtain more brand market share and business profits
for enterprises. Brand innovation requires enterprises to innovate brand-building methods
based on brand management ability. Brand innovation mainly refers to the renewal,
publicity, and maintenance of the brand. For the form of brand innovation, Philip Kotler
(2018) puts forward four strategic choices of brand innovation according to the new and
old brand name and the new and old combination of product category, namely new brand,

multi-brand, product line expansion, and brand extension.

The health or worth of the brand is indicated by a key factor known as brand equity, and
effective brand management is also monitored by brand equity (Pappu et al., 2006).
Brand awareness, image, and personality are those knowledge structures, which
demonstrate how customers perceive and evaluate the brands while deciding on their
purchase (Esch et al., 2006). Significance of understanding the concept of brand equity
has been investigated by both researcher and practitioners (Pappu et al., 2006).
Considerable features of behavior are expressed by significant identity concerns, themes,
or tasks that ultimately deliver the degree of identity for the brands to the customers
(Albert & Merunka, 2013). The willingness of performing or not performing the behavior
provides complete control under person’s discretion (Ajzen & Madden, 1986). The self-
concept or identities of consumers are served by the deep meaning possessed by the
brands (Albert & Merunka, 2013).

The loyalty phenomenon has a lot of diversity in defining and measuring context. Some

researchers argue that the loyalty of customers to the brand is a positive attitude for the
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brands, which leads toward a positive purchase behavior. Previous researchers show that
the loyalty of the customers refers to their commitment to the brand, product, or stores
(Descotes & Pauwels-Delassus, 2015; Ding & Tseng, 2015; Rubio et al., 2014; Uncles et
al., 2003). Positive commitment is a strong antecedent of brand loyalty. This commitment
is occurred due to the positive experience of the brand which ultimately leads toward a
positive emotional link with the brand (Giovanis & Athanasopoulou, 2017; Gurdu, 2013).
The loyalty of a customer to the brand can be considered in many ways that include
repurchasing, positive word of mouth and preference for competitor products (Giovanis
& Athanasopoulou, 2017). Some researchers discuss the loyalty of a brand in a repurchase
context. Individual customer difference is ignored while managing loyalty.

If the products and services are not fully personalized with the customer’s needs, then the
need of the customer did not fully satisfy and ultimately lead toward the switching of the
brand. Scholars discuss in their research that different, superior experiences of the brand

enhance the loyalty for the brand.

15



3. Theoretical framework

3.1 Theoretical Framework by combining CBBE and Theory of Planned
Behavior: Development of Brand Identity among Consumers

“Theory of Planned Behavior” and “Customer-Based Brand Equity” are two important
phenomena used to study consumer purchase behavior by the researchers. These
phenomena are used separately in previous marketing studies because of their versatility.
The theory of planned behavior is used in many disciplines for the study of behavior, as

in marketing for the study of consumer behavior like purchase behavior.

Brakus et al. (2009) describes that if the brand experience is positive after usage then it
ultimately leads toward the increase in customer-based brand equity. They explain that if
the consumer experience is positive then it leads toward the repeat purchase, and the
change in behavior toward the positive acceptance of the brand. The result is the positive
word of mouth and ultimately repurchase (Burkhalter et al., 2014; Fetscherin, 2014;
Podoshen, 2006). The previous research indicates that an increase in sales and
profitability, and customer are the outcome of brand identity. Brand identity also resists
the efforts of competitors which lead to word positive brand image in the customer mind
(Aaker, 1996; Delgado-Ballester, Hernandez-Espallardo, & Rodriguez-Orejuela, 2014).

Previous several types of research investigate that the antecedent of brand identity is
brand trust (Descotes & Pauwels-Delassus, 2015; Esch et al., 2006; Giovanis &
Athanasopoulou, 2017; Gretry et al., 2017). Research shows that brand loyalty has
positively influenced brand trust (Ambler, 1997; Ambler et al., 1997; Schmidt & lyer,
2015)". The willingness of the consumer refers to be the trust of the consumer in the brand.
Trust also enhance the relay of consumers on the brand to fulfil their needs (Chen et al.,
2014; Pescher et al., 2014).

Literature reviews in this research paper present a great insight into this phenomenon.
Now this section will present how the CBBE model combined with the theory of planned
behavior to formulate a new model that completely portrays the behavioral need of the
customer while making a purchase. The Brand Purchase Behavior Need model is

presented in the figure.
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Figure 1: The Brand Purchase Behavior Need Model
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Source: Adapted from Brand Image Strategy Affects Brand Equity after M & A page 229.

The intention of the customers for purchase is a psychological aspect of purchasing when
consumers start thinking about the purchase of the desired brand, then move to word the
purchase behaviour by purchasing the brand. When the purchase of the consumer is on
the intention stage where the consumer is gathering the information regarding the
purchase and the experience of the other customer-based brand equity has deep effect on
these intentions (Brand Image Strategy Affects Brand Equity after M & A Abstract, n.d.;
Han et al., 2015; Seitz et al., 2010b). Brand awareness, brand association, perceived

quality, and brand loyalty are the determinants of customer-based brand equity.

Consumers always seek the brand to purchase for which they are aware and have a strong
association with them, they also monitor the perceived quality as well as their loyalty with
the brand. Now loyalty is originated with the attitude and subjective norms which are
determinants of intention presented in the theory of planned behaviour. When the
consumer starts deciding on the purchasing of the brand, they gather the information and
also keep in view of their own attitude, which is built with the effect of the environment.

This ultimately affect the intention but they also keep in view of customer-based brand
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equity effect which present their experience and knowledge (Pappu et al., 2006;
Schivinski & Dabrowski, 2015; Simmons et al., 2010).

The theory of planned behaviour presents the external factor of intention toward the
purchase, and consumer-based brand equity presents the internal effect on the intention
which is self-consideration regarding the purchase. While purchasing the brand-consumer
also keep in view the decision of their peers who provide their information regarding the
brand based on their experience, that builds up their customer-based brand equity
untimely their knowledge about the brand. When intentions are made for purchasing and
all the determinants are acting on the intention of the consumer, then the perceived
behavioral control which is a determinant of intention in the theory of planned behavior

also put an effect on the behavior of the customer.

In the “Brand Purchase Behavior Model”, Customer-based brand equity acts as a
determinant of intention along with the attitude, subjective norms, and perceived
behavioral control and it has also some impact on the behavior directly. It is because the
final decision is made by the customer himself along with all gathered information
(Cowan & Guzman, 2018; van Rensburg, 2012; Wirtz J., Ambtman A.D, Bloemer J.,
2013). At some extent customer also use their decision power and knowledge about the
brand which build the brand equity for the customer. When studying consumer purchase
behavior this new model is very helpful because it covers all aspects of the purchase
decision. This new model presents how personal knowledge and knowledge of others
ultimately provide the intention for the purchase. Consumer purchase behavior for brands
will be empirically studied by this model which present great insight that how consumers
act upon the brand. This model also covers the aspect that how companies provide
relevant information to the consumer for making the purchase decision, and it ultimately
gives them the strength to present the brand to other customers in a positive way (Bruhn
etal., 2012, 2012; Seitz et al., 2010a).

The phenomenon of the consumer experience is very acceptable for modern consumer
research. Initially, it is discussed by Pine and Gilmore (1999, p. 2), when a consumer
decides to purchase a product, he is spending time, enjoying the moments and creating
memories for events that the company arranges to engage him in purchasing activities.
(Grant, Clarke, & Kyriazis, 2010; Jain & Bagdare, 2011; Mishra et al., 2014; Randhawa,

18



Calantone, & Voorhees, 2015) investigates that modern societies are leading toward a
revolution that is characterized by the shift from a service economy to an experience
economy. In this era of technology, the spending and consumption pattern of the
consumer demonstrates their sensual, emancipatory, and liberation through the desire to

search for meaning and experience (Tafesse, 2016).

Today, most of the marketing managers realize that delivering a good experience to the
customers is profitable for the company because the consumers are no longer deciding
based on functional attributes like price and size (Salamandic, Alijosiene, &
Gudonaviciene, 2014). As discussed by Alistair (2006, p. 485), experiential marketing is
marketing activities by the companies which give in-depth tangible experience for the
consumer before purchasing a service or product. This activity provides them enough

experience and information to make a purchase decision.

3.2 Theoretical Perspective for E-Commerce

Literature indicates that in the previous two decades internet technologies has been
embraced among the enterprises and consumer with rapid pace. The companies are using
internet technology to improve the overall performance as well as it also enhances the
relationship with the customer. According to (Dixon, 2005; Shahbaz et al., 2009) the
internet-based information technology has improved the overall strength of the business,
that has incorporated internet-based strategies in their business model. The concept of the
e-business was developed by the IBM marketing team in 1962 to related internet
technologies with business activities. The application of e-business is considered as the
enabling mechanism in the organizational companies are striving to provide enabling
solutions for the new opportunities and deliver the goods and services along with the

added value for the improvement of the customers.

The theoretical framework for e-business or e-commerce is developed for the
enhancement of the competitiveness of the companies. The main focus for the implication
of e-commerce is to enhance the competitiveness of the companies as well as provide
deliberate strength at a different level of business (Elizabeth Abraham, 2012; Ramdas
Lihitkar et al., 2013). According to (Junaidah Hashim, 2007; Kagaari et al., 2010)the
phenomenon of open innovation in the business is very supportive for the implication of

e-commerce in the organizations.
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Figure 2: Global e-business environment
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It is evident from the research conducted by (Ciarniené & Stankeviciate, 2015) the e-
commerce implication is based on certain elements that are also interrelated. These are
also considered as the interrelated levels that include “company level, industry level,
country level, and the global level”. So, to investigate e-commerce it is important to

determine the effective level of e-commerce integration.

As this research is based on the investigation of e-commerce at the industry level and the
company level, that is why these two facts are investigated in detail to analyze the current
position of e-commerce as well as the futuristic approach of the e-commerce integration
in the company (Granddn et al., 2011). At the same time, e-commerce also has a strong
impact on the development of the brand identity. Literature also demonstrates that the

brands are using many digitalization strategies to increase their identity. Nowadays,
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brands are extensively using e-commerce as the major tool for the enhancement of the

brand identity and gain a competitive advantage.

Strategic brand management theory

Strategic brand management is a kind of qualitative brand as an asset, through the way of
strategic management to create, evaluate, and manage the brand. It includes the following
four steps (Keller, et al., 2013):

Identify and establish brand positioning and value

The first step of strategic brand management is to identify brand positioning and prepare
to understand the brand value, which is a kind of commitment of enterprises to the quality,
performance, and value of products or services so that consumers can believe what the

brand brings can maximize the potential profit of the enterprise.

Plan and implement brand marketing activities

The second step of strategic brand management is to make consumers fully feel the
connotation of the brand and effectively associate with the brand. To achieve this goal,
the main ways are 1. Select brand elements and combine them; 2. Carry out marketing

and related activities.

Evaluate and evaluate brand

Through the assessment and evaluation of brand work, w data analysis to show the status
quo of brand development, track the brand growth and value formation process, provide
reasonable suggestions for the brand, and provide accurate data support for the following

brand marketing programs and activities.
Enhance and maintain brand equity

After upgrading the brand management to the strategic level, enterprises cannot do
without long-term brand promotion and maintenance work. The feedback information in

many markets and the development of competitive brands are quantitatively analyzed.
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According to the external development and business changes of enterprises, the

continuous development of brands can be done well.

4. Research Methodology and Method

This chapter of the dissertation provides in-depth information about the research
methodology that is used in this investigation. The chapter provides detailed information
about different activities conducted in this research as well as it also provides a detailed
understanding of the methodologies which are implemented in this research. It provides
information about the research design of this study as well as the sampling and
population applied in this study. The chapter also provides detailed information about
the “Qualitative Research Methods” which is implemented in this research. Hence, the
chapter is very effective for the reader to understand the methodology currently applied

in this research.

4.1 Methodology

4.1.1 Research Design

The methodology of this research is based on the “Qualitative Research Design” in which
qualitative information is gathered from the respondents for further analysis. This section
provides comprehensive detail about the research structure and design that will be used
for the investigation of the qualitative primary data (Aspers & Corte, 2019; Bowen, 2005;
Sabzmakan et al., 2014). This research design is based on the philosophy and approach
that can lead to reliable research. The research design is considered as the major
combination of the overall integration of the research elements in an effective manner to

demonstrate all-important aspects of the research methodology.

4.1.2 Research Philosophy

As this study is based on the marketing major, that is why the significance of the
philosophical implications in the research is very important. As the study is designed to

collect the data from the respondents by using the interview technique, that is why
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positivism is one of the most appropriate methods for data collection. In view of the
philosophy, it is observed that positivism philosophy is used for the implication of the
knowledge for the facilitation of the observation gathered from the research
(Andriopoulos & Slater, 2013).

4.1.3 Research Approach

This research study is based on the deductive approach in which the “top-down” method
is used for the investigation. For instance, first, the hypothesis or the research questions
are developed which leads to the collection of the data by using a qualitative method. It
Is important to mention here that the qualitative method is very appropriate where the
research approach is implemented. That also increases the overall reliability and validity
of the research. As in this study, the research philosophies are positive and the research

approach is deductive, which is why the qualitative method is applied in this research.

4.1.4 Case Study

A case study relies on the research questions that enable us to explain some contemporary
circumstances and in-depth social phenomenon. In the dissertation, it is vital to set high
expectations in the field of business and follow the explicit methodological path (Yin,
2018). There is no restriction for the number of observations of entities and individuals
in the real-life context. In general, the case study demonstrates group problems or
concentrates on a particular issue (Rahi, 2017). Conventionally, case studies were merely
considered suitable for exploratory research. However, Yin (1989) raised a different
opinion that the most popular and particular case studies were both descriptive and
exploratory (Chetty, 1996). This research will conduct the analysis in a single case that
adopts the method of exploratory research. Exploratory research intends to probe the
research questions rather than providing eventual solutions for the existing problems. The
functions are diversified that it assists readers to better comprehend the problems and
initially explore the research topic with mutative degrees of depth (Singh, 2007).

Dyer& Wilkins states that the single case studies are better when researchers intend to
create high-quality theories because this type will generate more and superior theories. It
enables researchers to have a deeper understanding of the subject of exploration

(Gustafsson, 2017). Bright Dairy was selected as a single case is because of its unique
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traits and position in the dairy industry in China. Bright Dairy Co., Ltd. is one of the three
major dairy brands in China. The company ranks in the forefront of comprehensive
indicators such as production and sales, sales revenue, total profits and taxes, and national
market share in the domestic dairy industry. For example, its yogurt sales volume ranks
first in China and the market share is the highest in the south-eastern region. The "Bright
Brand" trademark owned by the company is a well-known trademark in China
(Development advantages of Bright Dairy, 2016). Therefore, the research will extent
further exploration of the corporation based on the benign foundation. The process is
meaningful and typical for analyzing brand effectiveness and its affiliation with e-

commerce.

41,5 Company background

Bright Dairy is one of the leading subsidiaries of the “Bright Food Co. Ltd”, a
multinational company of China which is pursuing the business in the China market.
Bright food is considered the leader in the food and beverage industry of China and has
headquarters in Shanghai, China (Bell & Hogan, 2004). It is evident from the company
information that Bright Dairy is the second-largest China-based food manufacturing
company in terms of its revenue calculated in 2011. The Bright Food company is owned
by the “Shanghai Municipal government” by using the “Shanghai Municipal Investment
Group”. There are four leading subsidiaries of Bright Food which include “Bright Dairy
& Food Co. Ltd, Shanghai First Provisions Store Co., Ltd., Shanghai Maling Aquarius
Co., Ltd. and Shanghai Haibo Co., Ltd”. Among these subsidiaries, Bright Dairy is one
of the leading subsidiaries which provide a deliberate income to the overall company as
well as it also provides considerable strength to the overall business of Bright Food (Dairy,
2020). The Bright Dairy company has developed and implemented lots of high-quality
dairy food standards that uplift the overall industry. The implication of innovation and
new technology is one of the leading competitive advantages for the company. Currently,
bright dairy is offering products that include “Fresh Milk, Room Temperature Milk, Fresh

Yogurt, Room Temperature Yogurt, Milk Powder, Cheese Yogurt, Fresh Juice, etc”.

Bright Dairy is a local state-backed conglomerate, which possesses a 40 percent market
share of fresh milk. The corporation keeps ahead in the segment of fresh milk in China’s
dairy market. The proportion of the innovative products had been UHT milk between
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2016 and 2018, which was 83 percent. Therefore, it created an enormous potential
opportunity for fresh milk. Domination drives the company to improve brand
employment (Ding, 2019). Bright Dairy and Alibaba Cloud have reached strategic
cooperation. The two parties will integrate high-quality resources to form an aggregation
effect, jointly promote the deepening of cooperation in new retail, pan-e-commerce, and
other fields, and create a new retail benchmark that leads the future business model. The

incident will trigger a series of interchanges for the brand.

4.2 Method

4.2.1 The procedure of Data Collection

The interview research refers to the use of face-to-face (or video, telephone)
communication to collect the data. It can be both used as the main method to collect the
data or be used as an auxiliary method to supplement the data needed. It is suitable for
the study of more complex problems or in-depth exploration of problems (Houtkoop,
2000). All the interviews are conducted and recorded in Chinese, and later translate
literally into English.

4.2.2 Justification of Data Collection Procedure

The advantage of an interview is that it has great flexibility. It can explore the problems
deeply, control the process of conversation effectively, explain the various questions of
the interviewee, and verify the reliability and validity of the interview materials according
to the non-verbal behavior and performance of the interviewees. Compared with the
questionnaire survey, the response rate of the interview was higher. Even if the
respondents cannot fill in the questionnaire due to low education levels or other reasons,
the interviewees can also get the cooperation and obtain the required information. Visitors
can explain on the spot, so most interviews can use more complex scales and charts which

are difficult to use in a general questionnaire survey.

4.2.3 Limitation of Data Collection Procedure

The disadvantage of this collection approach lies in the high demand for interview skills,
efforts of preparation, and the risk of avoiding giving true information due to face-to-face

communication.
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This research selects the interview method because that the authors want to collect some
in-depth opinions from the respondents, which contains many details and cannot be
collected by other means such as questionnaire or observation. The authors also welcome
the interviewees to provide extra topic-related information, so the half-structured

interview is selected.

4.2.4  Action Taken for Data Collection and Data Collection Day

The authors first apply the obtaining of the certification of the social survey from the
university; after the certification has been gotten, the authors contact the subject company
of Bright Dairy company with the form of email and telephone. The contact way of this
company is listed on the official websites, and in the email and telephone. The authors
inform the company about the identity of the interviewers, the purpose of the interview,
the major content of the interview, the hoped interview location, and time. After getting
the approval of the subjects, the authors appointed a time to conduct the interview. For
the experts, the authors use a similar way, that finds out their contact online, and then

send an e-mail or make a telephone to get their approval.

4.25 Population and Sampling

In this research study, the major populations which are investigated to understand the
impact of e-commerce on the brand identity are the managers and experts of the dairy
industry. As the scope of the research is focused on the investigation of the e-commerce
implication in the dairy industry, that is why this is the most appropriate population which
can provide considerable information. Hence, the population is the employees of the dairy
industry who are frequent in making strategies for the enhancement of the brand

indemnity in the highly competitive business environment.

4.2.6 Sampling Method

In the plan, there will be a total of 7 interviewees for the social survey. The authors will
interview 7 managers of the Bright dairy company. There are 7 managers interviewed
respectively, which are the E-business department manager, the Data department
coordinator, channel executive, E-business department coordinator, and department

manager of sales.
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The other interviewee will be experts in the Chinese dairy industry. It is expected that
these experts will give opinions on the domestic dairy brand situation, including their

brand influence and major marketing approaches, as referential materials for this research.

Figure 3: Interview table

Interviewee Job position Date Duration
Respondent 1  Marketing department manager ~ November 16th 78 minutes
Respondent 2  E-business department manager  November 20th 63 minutes
Respondent 3  Data department coordinator November 17th 43 minutes
Respondent 4  Channel executive November 18th 45 minutes
Respondent5  E-business department coordinator November 18th 48 minutes
Respondent 6  Department manager of sales November 20th 51 minutes

Respondent 7 Emulsion industry expert November 21st 65 minutes

4.2.7 Research instrument

The major research tool for this research is a Semi-structured interview. The selection of
research instruments is based on the need for a social survey. The authors plan to collect
some secondary data to analyze the external and internal environment of the subject
company, to form the basis of enacting the understanding for E-commerce impact on the
brand identity in the dairy industry. However, the data of environment is not enough for
the authors to discuss the brand development strategy, and this research also needs some
in-depth opinions provided by sophisticated people, namely, the experts, to reveal the
current problems, the owned advantages, and the specific motivations of the Bright dairy
company to conduct effective brand development strategy. Therefore, apart from the
secondary data collection, the authors also need to collect some primary data that can
meet the need of this research, which is some in-depth data of the company from a certain

group of people.

4.2.8 Interview Questions

The authors aim to collect information about brand identity and the implication of e-
commerce as well as other aspects of the subject, so the interview questions are designed
based on this research need.

27



Generally, the questions for brand managers include brand identity and recent implication
of the e-commerce for a Bright dairy company, as well as the advantages and problems

owned by the Bright Dairy company to promote brand development.

The questions for other managers concentrate on the current limitations of respective
fields, which are internal management, the financial situation, the technical situation, and

SO on.

The questions for experts are related to the current brand situation in the dairy industry,
the gap between top dairy brands and Bright brand, suggestions for Bright brand

development, and so on.

4.2.9 Data Management after Interview

For the data collection of interviews, the most common ways are recording and note-
taking. The authors adopt these collection methods as well. The authors will take the
recorder, pen, and notepad to the interview location, and informs the interviewee of the
way of data collection to be used. For recording, due to the reason that it may collect
sensitive data, the authors will not use it until getting approval from the interviewees. It
is planned that the recording will be the main data collection way, while note-taking is

complementary.

The expected interview time will be brand manager --- half to one-hour, other managers

---10-15 minutes, two experts --- half to one hour.

4.2.10 Data analysis plan

The data collected from the interview are qualitative, and the authors follow the methods
of qualitative data analysis to conduct data analysis. For the several pieces of audio data,
the authors will first transcribe it into the text; then the authors extract the core
information and rephrases it into more text-form language; then the authors arrange the

core viewpoints and extra the parts that are related to the research need.

4.3 Trustworthiness

Lincoln and Guba (1985) reckoned that it is worth evaluating the trustworthiness in the

research study and it mainly consists of four elements: credibility, transferability,
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dependability, and confirmability. Trustworthiness is one method for researchers to
convince themselves and their readers that their empirical findings deserve attention
(Lincoln & Guba, 1985). It is essential to describe the process of data collection, coding,
organizing, and analysis in sufficient detail so that readers can judge whether the final
consequence is rooted in the generated data (Ryan et al., 2007). With the continuous
development of the qualitative research conventions, there is an increasing demand for
guidelines and tools to support researchers in conducting reliable qualitative research

(Nowell et al.,2017).

Utilizing logical and accordant language that enables readers to comprehend the research
can enhance credibility. More importantly, applying context-awareness has to be explicit
to express the research environment for readers to believe (Leavy & Thorne, 2014). The
dissertation cites the interviews from the respondents and conducts semi-structured
interviews. Since too many interview researchers simply apply and take a single or
another approach to interview for granted. However, they ignore reflecting the benefits
and demerits of their favored approach. In addition, the context of the interviews exists
deviation and biases because the knowledge bases and memories of respondents might
incorrect (Brinkmann, 2014). Therefore, to gain and retain trustworthiness, the research
meets the requirement of abundant discussions and analysis to testify the authenticity of
the materials. As this research is based on the qualitative data, and the management layers
of the “Bright Diary” have provided information about the company strategy for the
development of e-commerce as well as the enhancement of the brand identity. This

information increases the credibility and trustworthiness of the research study.

Trustworthiness is strongly based on the degree of confidence in the data collected from
the respondents. Hence, the respondents of this research are the management layers who
have a higher level of knowledge about the e-commerce implication of “Bright Dairy”. It
Is important to consider that the credibility and the enhanced trustworthiness in this
research are very beneficial for the dairy industry. The findings of this research can
significantly be used by the researchers and practitioners to formulate new policies for
the dairy industry companies. Moreover, the findings of this research are also very
beneficial for the development of e-commerce and brand identity for the new local

companies of the dairy industry in China.
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4.4 Ethical issues

Since the dissertation conducts the research studies, some ethical considerations ought to
be taken into account in the analysis and discussions. There exist ethical issues in any
type of research. The process of the research generates a tense relationship between the
aims of the research including others’ interests and participants’ privacy. Thus, using
appropriate ethical principles is imperative in the research study to avoid harm (Orb,
Eisenhauer, & Wynaden, 2001).

The subsequent empirical findings and analysis mainly narrate the materials related to the
managerial perspective. Therefore, the discussion of ethics in exploratory management
research is necessary. During the process of research, conflicts of interests and affiliation
bias might appear. The ethical principles should be adhered to avoid those situations:
reciprocity, honesty & transparency, dignity, informed consent (Bell and Bryman, 2007).

In accordance with the regulations, we conducted our interviews and research studies.

A single social networking channel that got in touch with each participant is the WeChat
application. We communicated with them via message texts and group meetings in the
specific periods. In order to ensure transparency and comprehension, we provided
unabridged paperwork of interview questions. The aim was to make sure if the manager
was enabled to manage his time and the answers would not refer to the confidential
information of the company. In the process, we preserved the conversation records and
personal information to make them aware of this collaboration was respective and

anonymous.

We adopt the convenience-sampling method since we use the available primary data
directly without additional requirements. Meanwhile, the first convenient individual we
chose is the core employee who assisted us in contacting other interviewees. That
behavior tightly combines with the snowball sampling method as well. Although many
ethics codes are not explicit for the protection of anonymity, we will insist to protect the

participants’ identities in the management research procedure (Bell and Bryman, 2007).
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5. Empirical Findings and Analysis

Analysis and findings are one of the major chapters of the dissertation. This chapter is
developed based on qualitative data collected by using the research design formulated in
the previous chapter. The information in this chapter is gathered through a qualitative
data collection procedure that is based on the interview method. In this chapter, the focus
is to explain the analysis procedure implemented in this research as well as it will also

demonstrate the comprehensive data analysis and findings of the research.

5.1 Data Analysis

As mentioned in the introduction of this dissertation that data analysis is the fundamental
part and the whole research is based on this section. That is why the information about
the data analysis is detailed. Data analysis is the activity performed by the researcher to
analyze the data regardless of qualitative and quantitative data. As in this study, the
methodology is based on the qualitative data, that is why the analysis procedure only
follows the qualitative data in this research. Here it is important to consider that although
the activity is the same the overall data analysis techniques for the qualitative and

quantitative data are different (Krippendorff, 2019).

5.2 Data Gathering Procedure

It is very important to consider that the data gathering procedure is one of the important
sub-activity of data analysis. If the data collection is not conducted at a rapid pace or by
using the right instrument it will be very difficult for the research to get reliable and
validate data. In this research study, the data is collected by using the interview method
in which a qualitative form of data is collected. This data is categorized against each
question that has been answered by the respondents (King, et al., 2010).

5.3 Qualitative Data Analysis

The qualitative data is comprised of the non-numeric data in which the interview

transcript is used for gathering the information from the respondents. Many procedures
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are used by the researcher to gather and note this information as it is in the no-numeric
form. This method mainly includes notes, video, and audio recording. There are several
categories of analysis that are used in the data analysis., these methods mainly include
“Content Analysis, Narrative Analysis, Discourse Analysis, and Framework Analysis”
(Jones, 2020). In this research, as the information is noted in a non-numeric form that is
why the data is analyzed by using the Content Analysis. The content analysis provides
detailed information about the verbal and behavioral information as well as it also
classifies and summarizes the data in the tabular form. By using this technique, it is very
easy for the researcher to investigate the complex research question, as well as the
information collected from the research, which is very effective for the development of
effective information (Zhang & Wildemuth, 2005).

5.4 Content Analysis

Content analysis is one of the leading methods that is used by the researcher to analyze
qualitative information. While conducting qualitative research there are several methods
for the collection of qualitative information (Thorne, 2000). By implementing the content
analysis, the information from different documents, texts, pictures, audiotapes, and social
interaction websites. The content analysis is used for the examination of the
communication pattern systematically. The main advantage of using the content analysis
is to analyze the social phenomenon as the research philosophy implemented in this

research is “Positivism”.

5.4.1 Justification of Using the Content Analysis

As mentioned earlier that content analysis is one of the valuation methods used in
organizational research in which it facilitates the researcher to investigate the
organizational behavior, the stakeholder's perception, and the social trends by using the
qualitative method. The implication of the content analysis provides a valuable
opportunity to make consider the difference between qualitative and quantitative research
methods (Berkwits & Inui, 1998). The implication of the content analysis also facilitates
the investigation of the behavior in a certain context (Cohen & Crabtree, 2008). In most
of the researchers, it is observed that the investigation of the behavior is very difficult. In
that case, the content analysis provides an opportunity to investigate the behavior change.

As in this research, the investigation of the brand identity is conducted where the dairy
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companies are implementing the e-commerce strategies in the business model. Although

that is a fact that Chinese dairy companies are using e-commerce to facilitate the

companies to have a strong impact on the brand identity as well as its impact on the

behavior of the customers.

5.5 Categorizing of Themes and Verbal Content of Data

551

Bright Dairy is considered an
industry giant.

Known as the company which
provide high quality milk
E-commerce is an integral part
of the business model.
Effectively used in the dairy
business
Consumers also focus on
companies that implement e-
commerce strategies.

Future growth is very high due
to the implication of the e-
commerce

Brand

awareness are very important for

Identity and brand
the company.

Loyalty is also an important
factor in the growth of the
company.

e-commerce highly acceptable
in Chinese markets.

The internet of things creates a
difference

Brand identity is very important
for companies.

The competition is based on

brand identity.

Tabular representation of Themes

Highly Competitive

e-commerce is applied in every
industry.

Companies require e-commerce
because they need rapid growth.
Development of the long-term

strategic benefits

Strategies to increase brand
identity.

Enrichment of the self-awareness
and brand identity to improve the

dairy business

e-commerce used in the dairy
business.

Competitiveness is abed on the e-
commerce business

The dairy industry has increased
competition.

The

concerned with brand identity.

top management s
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Impact of E-commerce on the
Development of the Brand

Identity



Strategies used by companies to
enhance brand identity.

It is observed that companies'
focus on e-commerce has a
strong impact on brand identity.
Customer knowledge is very
important for the purchasing
decision.

Customer-based brand equity
improves awareness and
knowledge of the customer.

If the level of brand equity is

higher it will increase the brand

The brand identity is strongly
regulated with the implication of

e-commerce.

Self-awareness and knowledge

about the brand are very
important.

Companies provide new
strategies to improve the

knowledge of customers.
Dairy industry companies are

strongly focusing on the need for

Customer-Based Brand Equity
and impact on Brand Identity in
the Diary Industry

identity. strategies to increase brand

equity.

5.6 Analysis and Content Development

In this research, the implication of e-commerce and its impact on brand identity has been
investigated because of the dairy industry. For that purpose, the study includes an
investigation from the bright dairy. That is why the implication of e-commerce is
investigated given the bright dairy recent implication of e-commerce with the
collaboration of the e-commerce giant Alibaba. For that purpose, some of the managerial
level employees of Bright Dairy have been investigated in detail in which they are
supposed to provide the answer to some important question. As mention in the research
methodology that before proceeding to the final interview with these managers, the
interview guide has been prepared. It provides valuable facilitation of the qualitative
which are analyzed by implementing the content analysis. With the help of content
analysis, some of the important and considerable themes are developed which are very
facilitative for the understanding of the topic under investigation.

5.7 Bright Dairy Competitive in Milk Industry of China

In the current stage, in the national economy, the most rapid growth developing industry
Is China’s dairy industry. However, the domestic dairy corporations need to enhance their
international competitiveness through improving the application of brand strategy and

implementing sustainable development in the long perspective (Zhu, 2016). In the process
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of rapid growth in the dairy industry, the brand awareness and brand concept of dairy
companies have generally been improved, the brand value of industry-leading brands has
increased significantly, and the role of brands in promoting corporate development has
continued rising. Some dairy brands such as Yili, Mengniu, etc. has been getting rid of
regional limitations and become a national brand. More and more dairy companies realize
that the modern market must first solve the brand problem, not the product problem. The

competition between brands is becoming increasingly fierce (Ren, 2010).

The competition in the dairy industry has been increased at a rapid pace as many
companies have emerged in this industry with the implication of the new technologies.
Traditionally, it is observed that the focus of the industry is to enhance the quality of the
milk with the implication of innovations and technology. For example, the companies in
this industry are recognized with the implication of the packaging technology that leads
to bringing lots of benefits for the consumer. It is important to consider that the
development of the long-term strategic plan and the competitiveness of the company is

based on the provision of high quality and healthy milk products.

“From a macro point of view, Bright Dairy is a dairy company with a relatively leading
technology in the industry, and the dairy company mainly covers the whole country
especially in Eastern China. Bright Dairy also has subsidiaries abroad, some of which

have been acquired. In general, it is a multinational corporation” (Participant 1)

On the other hand, Bright Dairy is a customer-oriented company. In the customer-based
brand value model (CBBV), brand equity conceptually bonds with brand value and
predict and stimulate brand competitiveness (Winzar, Baumann, &amp; Chu, 2018).
When the brand fully mobilizes consumer utility, the company will be more competitive
in the benefit-based market segmentation. Bright Dairy adopts a similar method to

organize offline activities.

“Sometimes, Bright Dairy will invite consumers to participate in activities to provide
suggestions to optimize the product when the product is not on the market or when it is

on the market, and to improve product awareness through their feedback.” (Participant

3)
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“First of all, the quality of the product comes first. Regarding brand tonality, consumers
may choose a fixed brand under the premise of quality assurance.” (Participant 1)

Thus, it can be observed that Bight Dairy values quality and customer experience, instead

of focusing on profit-maximization.

The statement implies the brand positioning of the consumer target in different regions.
The brands with distinctive nationality characteristics are more popular and competitive.
Aligning to the strategic band management (Keller, et al., 2013), the company needs to
re-evaluate the brand value that focuses on the local market while enhancing and retaining

brand equity. Respondent 4 replenished the question:

“I should say that dairy companies can only achieve local monopoly instead of national
monopoly so that dairy companies can only do the best in time and regions. Hence, the
dairy brands are coexistence, and a mutually competitive market structure is seen in the

dairy industry.” (Participant 7)

It is evident from the interview of the first participant that “Bright dairy” is one of the
leading companies in the dairy industry of China. The company has provided several
important products to its dairy customers with the exceptional implication of high quality.
At the same time, the dairy company also gain a considerable competitive advantage in
the industry with the implication of the new technology (Vaidya, et al., 2006). Currently,
the brand is covering the market of the whole country and most importantly providing the
services in Eastern China. Moreover, the success of the brand is also observed with its
international presence because the Bright dairy company is already distributing its
products to several international markets. That is the reason, Bright Diary is among some
of the multinational dairy brands of the world. International presence provides several
pieces of evidence of using the technologies of the dairy industry effectively as well as it
also supports the formulation of the high-quality standard in the industry which ultimately

lead to increase the competitiveness in the dairy industry.

5.8 The implication of E-Commerce in Dairy Business

With the passage of time, the “internet of things” becoming a common culture at the

global level due to which companies are striving to make certain business models that are
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linked with the internet (BarSauskas, Sarapovas, and Cvilikas, 2008). With the rapid
implications of the “information communication technology,” it is getting important for
the business to improve its business model and effectively relate it with the internet. For
that purpose, the most effective strategy developed by the companies is the implication
of e-commerce in their business model. It is observed that to increase the competitive
advantage, the development of the business model based on e-commerce provides new
channels for business improvement. Recent investigations highlight that the dairy
industry also adopts the e-commerce channel to integrate with the customers (Egger,

2001). The manager of bright dairy highlights in the interview that;

“The origin of the e-commerce of Bright Dairy can be traced back to a decade ago. In
2004, the call center appeared, that is, a telephone ordering business. Some contractors
charged some traditional CM brands. The development of e-commerce in China was not
very rapid until the past ten years. Alibaba promoted the overall development of the e-
commerce industry. Mobile phones are the main products used by consumers. Bright

Dairy still focuses on the traditional business model.” (Participant 1)

“The diversified development of brand e-commerce channels is rapid, and the growth
rate of brand merchants on Tmall channels (Tmall is a shopping website that belongs to
Alibaba) has declined, but Tmall is still the most important market for the development

of brand e-commerce services.” (Participant 2)

“In e-commerce marketing, search advertising, display advertising, information flow
advertising, live advertising, shopping guide marketing, and other modes are perfectly
adapted to the attributes of the e-commerce platform and the trajectory of consumer
consumption behavior, and the diversified gameplay helps brand owners and merchants

realize products. ” (Participant 5)

The information from the managers of Bright Dairy indicates that e-commerce is one of
the most important tools that has been integrated into the company’s business model for
the development of the long-term strategy of success. It is important to consider here that
Alibaba’s integration with companies like Bright Dairy is one of the main reasons for the
e-commerce success of the company. It is important to consider here that the e-commerce

platform is vital (Peng & Liang, 2013). If the e-commerce platform is not appropriate it
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might lead to cause lots of problems for the company. Most importantly, the acceptance
of e-commerce among the customers is also high. For instance, the companies have got
the opportunities to develop strong marketing interaction with their customer by
providing online advertisement, mobile phone applications, and social media campaigns
for the development of the business. It is also important to consider that reluctant
companies toward e-commerce might not be able to articulate the full exposure of the

revenue generation in the industry.

5.9 Development of Brand Identity and Self Awareness of Dairy Companies

Before leading to the discussion of the brand identity of the brand, it is important to
understand why the brand identity is important. It is evident from the literature that brand
identity is considered as the combination of the elements of the brand that create a
valuable difference for the brand as well as it also leads to enhance the overall credibility,
competitiveness, and identity of the brand among the customer (Xiao and Hwan (Mark)
Lee, 2014; Janssen, Vanhamme, and Leblanc, 2016; Wu and Lin, 2016). Companies
strive to position the brands at a high level in the mind of the customer but this high level
can be achieved with the combination of some important elements that mainly includes
“color, design and logo” that are formulated by the companies to create a valuable
difference among the identical products. The higher focus of the companies for the
development of effective brand identity is also for the self-awareness of the brand. For
that purpose, the companies are strongly focusing on the elaboration of the brand
concerning the self-awareness of the brand. Now in view of the dairy companies, the role
of the brand identity is also very high. The main reason for the higher level of stress on

brand identity is due to the increase in the competition of the dairy industry.

“Bright Dairy strives to meet the requirements of the era, so it cooperates with Alibaba
for digital transformation. Bright Dairy hopes that through future transformation, the
industry chain wil! be digitized and intelligent until it can cater to consumer demand”

(Participant 4)

As indicated by the participant that “Bright Dairy” is one of the leading companies in the
dairy industry of China that implement e-commerce in the company business model. That
implication has been done with the integration of the Alibaba company which lead to the

digital transformation for all the channels of communication and business integration with
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the customer (Xie, 2012; Coelho, Rita, and Santos, 2018). The futuristic approach is very
important for the enhancement of the competitive advantage based on e-commerce. With
the development of digitalization among the customer, it will lead to the digitized and
intelligent implication of the new strategies which will lead to increased consumer
demand. Brand identity enhancement and self-awareness enrichment are strongly based

on the implication of the new e-commerce channel in dairy companies.

“Alibaba Research Institute and Boston Consulting Group (BCG) jointly released the
report "New Trends in Chinese Consumption: Three Driving Forces Shaping New
Consumer Groups in China", pointing out that the rising wealthy class, the new
generation of consumers, and the popularity of Omni-channels are still Three major

consumption drivers in the next five years.” (Participant 7)

As participant 7 of this research has strong knowledge about the current implication of e-
commerce by Bright Dairy it is observed that the development of e-commerce must lead
to some important driving forces in the research. The implication of e-commerce has
enhanced the effectiveness of the companies. But at the same time, this implication of e-
commerce is based on some important driving forces that reshape the overall business
scenario in China. These factors mainly include the “new generation of the consumer,

popularity of the Omni-channels, and increase in the wealthy class.

5.10 Acceptance of E-commerce among the Dairy Consumers

As one of the earliest dairy companies in China, the Bright Dairy company is mainly
engaged in the feeding of dairy cows and the processing and sales of dairy products.
Relying on a long history of development, the company has won a series of honorary
titles in the past development, such as the leading enterprise of agricultural
industrialization, the dairy standardization demonstration farm of the Ministry of
agriculture, the national 100 standardization safety demonstration farm, the most popular
dairy products of consumers, and advanced enterprises (Dixon, 2005; Singh & Karn,
2012). Based on the brand strategy theory and strategic brand management theory, this
paper discusses the problems and solutions of Bright Dairy brand development through
the analysis and evaluation of the current situation of the Bright Dairy company, and then

makes strategic planning for the development of the Bright Dairy brand, and escorts the
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brand strategy through brand development measures, to provides certain reference
significance to other dairy enterprises in China.

“According to statistics from the National Bureau of Statistics and iResearch, the
transaction scale of my country's online shopping market has grown rapidly at a
compound annual growth rate of 27.4% in the past five years, far exceeding the growth
rate of 8.1% in the total retail sales of consumer goods in the same period”. (Participant
3)

With time, consumer behavior toward the implication of online shopping has been
increased. Currently, about 27.4% of consumers prefer online shopping. At the same time,
e-commerce is becoming an integral part of corporate marketing where the company is
striving to achieve organizational goals. To develop online purchasing behavior, it is

essential to provide an online channel to the owner or merchant.

5.11 Impact of E-commerce on the Development of the Brand Identity

E-commerce always supports the development of the new brand. Many companies around
the world are strongly based on the implication of the new e-commerce strategies and
business model. It is becoming very difficult for the brand owners to fulfill the demand
of the consumer as well as the positioning of the brand among the customers. As the
demand of the consumer has been changed at a rapid pace and the competition has been
increased the companies need to have direct interaction with the customer (Kosciejew,
2020). E-commerce is one of the leading tools used by companies to strongly engage with
their customers. The development of brand identity is also based on the implication of e-
commerce. Even though the traffic growth of the e-commerce platform is relatively slow,
the amount of consumer purchases has continued to grow at a high speed due to the
advantages of the e-commerce platform’s many preferential activities, convenient product
delivery, and comprehensive product categories (Rocha & Malta, 2018). The
consumption habits have further migrated to the online. Consumers' shopping preference
for brand owners/merchants marketing and launching as a weathervane will also rely
more on online consumption channels and regard e-commerce platforms as an important

point of marketing.
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“First, Bright Dairy is not a new brand. We developed e-commerce only after having the
brand. I think this question is not valid. At the same time, | think that the development of
e-commerce will not affect customer brand loyalty. E-commerce is just a way of lifestyle

and cannot represent brand loyalty”. (Participant 1)

In the dairy industry, the level of loyalty is very important for an effective brand identity.
As many brands are strongly influenced by the implication of long-term strategic growth
that is why companies are striving toward e-commerce tools. It is observed that the
lifestyle of the consumer is also an important determinant that the e-commerce model is
adaptive or not. If the consumer is reluctant to use new technologies, it will ultimately
become very difficult for the companies to improve brand equity with e-commerce
(Matthews, Hendrickson, and Soh, 2001; Menon et al., 2016). That is why brand loyalty
is one of the majors that are of concern for the companies. It is observed that there are
several strategies employed by dairy companies to improve overall brand loyalty. These
strategies mainly include the “consumer experience, consumer service, and the
advertisement”. To relate the brand loyalty with the brand identity, companies are not
focused on the digitalization of the consumer experience toward the brand. In the dairy
industry, many companies are using e-commerce for the development of the relationship

with the customers.

“Compared with other types of media platforms, e-commerce platforms have not only the
same media attributes but also consumption attributes, which enable marketing on the
platform to quickly transform into actual consumption. At the same time, the marketing
types of e-commerce platforms range from search, the display-oriented situation has
gradually expanded into a diversified marketing model such as information flow
consisting of graphics, short videos, live broadcasts, and live advertisements.”

(Participant 2)

It is observed from the interview that participant 2 has a strong focus on the implication
of e-commerce and digitalization in the businesses as it provides several new
opportunities for the growth of the company. The implication of digitalization provides
rand of a new platform for the company to display. The increase in the number of
advertisements by the company for the customer is one of the major sources of the brand

identity. Although the business model of the company is diversified, it is observed that
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most of the strategies developed by the companies are based on the increase in brand
identity. For example, the companies have developed graphics, short videos, and other

broadcasts that assure the development of the long-term growth of the company.

5.12 Customer-Based Brand Equity and impact on Brand Identity in the Diary
Industry

Marketing service providers are important hubs connecting e-commerce platforms and
brand owners/merchants in e-commerce marketing activities. From the perspective of e-
commerce platforms, the types of e-commerce companies are gradually diversifying, and
the number is increasing, and the marketing models on e-commerce platforms are also
becoming diversified. There is an increasing demand for the use of marketing service

providers to empower brand owners/merchants to market.

To increase the brand identity level, it is important to strongly focus on the “customer-
based brand equity”. These brand equity implications are very important for the
development of the long-term growth of the brand. It is evident from the “Customer-based
brand equity” that the growth of the brand is strongly focused on the direct relationship
and attitude of the customer with the brand. literature also indicates that “customer-based
brand equity” also strengthens the attitude and loyalty of the customer toward the brand,
that is why it is strongly approved that the implication of the long-term brand equity
among the customer ultimately leads to an increase the brand loyalty.

“Only in areas where the brand cannot penetrate, then | target these elements on the

internet, it can have an effect of increasing awareness.” (Participant 1)

Sometimes, the implication of the strategies for the development of brand identity is not
working appropriately. For example, although the companies have implemented e-
commerce to ensure the brand identity e-commerce is not effective for the customer to
improve their awareness. At that kind of issue, awareness has been improved by

implementing the brand identity among the customers.

“From the perspective of brand owners/merchants, as the number of merchants increases,

the cost of advertising bidding on giant e-commerce platforms becomes more difficult for
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small merchants, and the expansion of external channels has formed new ways to display
products, relying on marketing.” (Participant 6)

Here it is important to consider that the development of the brand is not easy for the
company. Sometimes the company must bear a certain cost for the development of the
brand. Because of this, it is observed that the implication of e-commerce is also costly for
companies. But if the overall outcome of the company is not effective it will lead to an
increase in the cost of production. Here, it is observed from the information provided by
the participants in this research that the small companies have a low cost of e-commerce,
and the large companies have a higher level of the cost for the implementation of e-
commerce. At the same time, the usage of e-commerce is difficult for small companies,

as well as the large companies, can easily implement the strategies related to e-commerce.

5.13 Consumer Purchase Behaviour for Diary Product after E-Commerce

Literature indicates that there is a strong impact of technology development on consumer
purchase behavior. Although the purchase behavior is regulated with several other
determinants here in the context of e-commerce, it is important to consider that consumer
purchase behavior has significantly affected consumer purchase behavior. First, it is
important to consider that with time, as the “information communication technology” has
been used by the companies to develop a new channel of communication with the

customer, the customers become savvy.

The implication of e-commerce in the dairy industry has provided more options for the
company as well as the customers to develop new channels of communication and
financial transactions. Traditionally, the dairy industry is not using any e-commerce
channel, but now the overall trend has been increased at a rapid pace. Many of the
companies around the globe are adopting e-commerce as well as “information

communication technologies”.

“The change in consumption form is objective, and this trend will develop online, so there
will be much online shopping in the future. Because the largest market share of Bright
Dairy is in East China, which belongs to China's economically developed region, and the

pace of life in this area is very fast.” (Participant 1)
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According to participant 1, it is observed that the trends for the dairy industry's product
consumption have been changing at a rapid pace. Most of the companies are striving
toward the online channel for the development of their sales. At the same time, the
customers are also very keen to engage with the online shopping channel. The interviewee
indicates that the development of the long-term strategic planning for the implication of
the information communication technology is very important and significant for the

development of the long-term relationship of the brand and the customer.

Consumer behavior is determined by the changes that emerged in brand management as
well, that is why literature also indicates that the development of brand identity strategies
also has a strong impact on consumer behavior. For example, in traditional markets, the
dairy industry does not have any relationships with the implication of e-commerce
effectively in the organization have to lead to bring lots of change in consumer behavior.
Now the demand of the consumer has been changed and most of the consumers have
strongly focused on online purchase. The recent implication of e-commerce with the help
of Alibaba in the Bright Dairy is one of the leading examples in the change of consumer
behavior. It is observed that if the companies are not integrated with the development of
long-term strategic planning related to e-commerce are facing lots of problems. That is
why the companies need to ensure that the recent technological development has been

already implemented in the industry.

5.14 Summary of Results

It is evident from the detailed investigation in this research that most of the participants
strongly admit the fact the e-commerce has brought a valuable change in the business
world. As in the case of the dairy industry, there are many companies in the dairy industry
that have strongly implement e-commerce for the development of the brand identity. To
compete with many companies and to increase, it is very important to focus on the brand
identity. It is evident from the results that brand identity can be enhanced by a strong
focus on e-commerce. The dairy companies can use e-commerce as a strategic tool to
increase their brand identity. At the same time, it is also evident from the investigation
that Bright Dairy has a strong collaboration with Alibaba group to improve its e-
commerce implications. The implication of e-commerce provides lots of opportunities to

improve customer loyalty as well as the deliberate optimistic strength for the attitude. If
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the level of attitude is positive toward the brand, then the brand identity is increased. At
the same time, the “customer-based brand equity” is also very important for the
enhancement of the brand identity. Here, it is important to mention that the customer-
based brand equity also played the role of moderator in the relationship between e-
commerce and brand equity. It is important for companies to strongly focus on the
knowledge of the customer about the brand. If the customer has a higher level of
knowledge, it will lead to the enrichment of the brand. Moreover, the knowledge and
awareness of the customer also improve the brand positioning which ultimately leads to

an increase in the development of the brand identity.

6. Conclusion

First, it is essential to consider that the development of e-commerce in the dairy industry
is commenced at a rapid pace. There are many companies in this industry that are using
e-commerce strategies to gain a higher level of competitive advantage as well as brand
identity. Although the theories presented in chapter 2 regarding the brand identity like
“Customer-Based Brand Equity” indicates that the brand identity is developed with the
knowledge about the brand that is possessed by the customers. If the customer does not
have the knowledge it will lead to the effect of the consumer purchase behaviour. That is
why companies need to focus on brand identity strategies. In this chapter, the detailed
analysis and findings section indicates the perspective of Bright Dairy about the brand
identity and the implication of e-commerce in the company. As Bright Dairy is one of the
leading dairy brands in China, the investigation of this company can provide several
important dimensions for the implication of e-commerce and impact on the overall brand
identity. It is evident from the information provided by the respondents in this research
that e-commerce is becoming very common in China as the use of the mobile phone and
the internet for the purchasing of products is enhanced at a rapid pace. Now every
consumer is striving to get their product ordered from the internet. That is why the
traditional selling of products is not appropriate in this context. That is the reason of the
Bright Dairy company must develop a strong integration with the local e-commerce giant
Alibaba to implement all the important and valuable strategies for e-commerce. At the

same time, one of the respondents also highlights that the consumer stores which are
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selling the product traditionally still not using e-commerce. Here it is important to
consider that e-commerce not only changes this business but also changes all the

businesses.

The consumption pattern is also an important aspect discussed in this chapter where the
shopping habits and consumer purchase behaviour have been changed dramatically. Now
the consumption habits of the consumer are not similar as before that is why companies
are engaging the new technologies to facilitate the consumer. At the same time, the rise
in the implication of e-commerce has stimulated the development of the industry as well
as its relationship with the customer. That is why it is proved in the research that e-

commerce has a strong impact on the development of the brand identity.

The component of the brand identity which is detailed in Chapter 2 is strongly focused
on by the Bright dairy company. It is important to consider that to generate a considerable
impact on the customer it is very important to focus on this competence. The information
gathers from the respondents who belong to the Bright dairy company indicates that bright
dairy has significantly implemented digitalization to include all the components of the
brand industry in the company-wide strategy. That facilitates the company to increase the
overall effectiveness of the company as well as it also raises the correspondence of the

Iong-term Success.

It is concluded from the chapter that content analysis provides in-depth information about
the topic under investigation. The qualitative analysis needs to include all the relevant
information provided by the respondent of the research. In this analysis section, the
content analysis comprehensively provides an opportunity to ensure that the information
provides by the participants is effective and integrate it with the discussion developed by
the researcher. Hence, the chapter provides lots of important information about the impact

of e-commerce on bright dairy.
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7. Discussion and Implication

This is the last chapter of this dissertation which provides in-depth information about the
commencement of all the research activities conducted in this dissertation. At the same
time, it also provides information about the theoretical and practical implications of the
results. Moreover, this chapter also includes the section of the recommendation and
future implications which provide a valuable understanding of the strategies that are

essential for the practitioners and the researchers.

7.1 Discussion

This research study is developed to investigate the impact of e-commerce on the
development of brand identity in this highly competitive business environment. The scope
of this research is to investigate the dairy industry of China which is flourishing at a rapid
pace. To investigate the dairy industry in this research, the researcher has chosen the
“Bright Dairy” company as it is the most flourishing company in the dairy industry of
China. At the same time, recently this company has implemented e-commerce with the
facilitation of e-commerce giant Alibaba. Alibaba is the leading e-commerce company
that has lots of developed e-commerce channels already working in this region. It is
sobered that with the development of the long-term strategic planning for the Bright Dairy,
the company has taken an effective decision for the implication of the long-term e-
commerce in the company as well as to develop the brand identity and gain highly

competitive advantage.

In this research, chapter 2 provides detailed information about the theoretical perspective
of the research. The chapter highlights some important details about the brand identity
because of the exiting theories like “customer-based brand equity”. This theory has a
strong relationship with the brand identity as its main focus is to increase the knowledge
of the customer about the brand at the same time, it is also evident from the literature
reviews section of this dissertation that the components of the brand identity are also
strongly linked with the customer-based brand equity. While implementing e-commerce

in the company, the objective of the top management of Bright dairy is to enhance the
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knowledge and relationship of the customer (Elbedweihy et al., 2016; Homburg et al.,
2010). That is why it is observed that the “Customer-based brand equity” has strong and
deliberate implications in the development of the brand identity. The core outcome of the
literature is apart from the fact that the brand is local or international or belong to any
industry it is important to consider that the brand has implemented some of the important
and considerable implication of the strategies based on the e-commerce (Bakos et al.,
2005; Matthews et al., 2001; Yu et al., 2017).

Moreover, this research is based on qualitative research where the researcher has used the
interview method for the collection of the information. In this research, the information
is collected from the managerial level employees of Bright dairy who provide in-depth
information about the topic under investigation. The finding and analysis chapter detailed
the information provided by the participants. It is observed from the information that there
are some important areas of concern which is highlighted by the participants. They
believe that implication of e-commerce is very important for the stability of the brand in
this highly competitive business environment. They also emphasized that the implication
of e-commerce in the dairy industry is one of the recent steps taken by Bright Dairy
because top management believes that the scenario of the overall business in the dairy
industry has been changed. Now the consumer behaviour of the dairy consumers has been
regulated with the implication of digitalization that is why bypassing the traditional way
of the business in the dairy industry, the Bright Dairy must introduce a new channel of
business with the dairy customer. It is also important to consider that the implication of
the long-term strategies related to e-commerce has also brought lots of competitive
advantage, that is why it is essential for the companies to strongly focus on the
development of the e-commerce related strategies. Another important aspect that has been
emphasized by participants in the enhancement of the brand identity. One of the
participants indicates that brand identity and brand awareness are strongly correlated. It
Is observed that as the development of the brand identity is based on the enhancement of
the knowledge of the customer, and that is why this phenomenon is also highly
interrelated with the “Customer-Based Brand Equity” (Mishra et al., 2014; Severi & Ling,
2013).
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7.2 Theoretical Contributions

As mention in chapter 1 that theoretically this research has lots of significance which lead
to providing lots of knowledge about the topic under investigation. Theoretically, this
research provides in-depth literature from peer-reviewed journal articles that demonstrate
the all-important aspect of the construct under investigation. It is evident from the
literature that previous researchers have conducted some significant investigations
regarding brand identity and its development. This research covers some important
historical aspects of each construct and includes information about their implication in
different industries. Most importantly, the dairy industry has been discussed in detail.
There are some important theories like “Customer-Based Brand Equity Theory” and
Theory of reasoned action and other important theories are also discussed in detail. The
literature review chapter of this research provides in-depth information about different
concepts in this research as well as increase the understanding of how previous
researchers highlight the impact of the technology on the brand. Although e-commerce is
a widely researched area, in that case, it is important to consider that the development of
the investigation in the area of the dairy industry is very less. This research study also
relates different theories with the dairy industry to analyze the implication of e-commerce
on the development of the brand identity. Theoretically, it is concluded that the previous
theories support the fact that the development of e-commerce in the industry is strongly
enhancing the capacities of the brand as well as support the development of the brand
identity. If the development of the brand identity is not enhanced at a rapid pace it will
lead to lots of problems related to competitiveness.

7.3 Practical Implications

The practical implications of this research are strongly based on the development of e-
commerce and its utilization by companies in this highly technological world. This
research study strongly emphasized that the development of a strong brand identity is
based on the increasing knowledge of the customer. If the customers are not able to
recognize the brand it will lead to cause lots of problems related to brand recognition and
brand identity. So, to implement the findings of this research in the dairy companies,
firstly, the dairy companies must establish an e-commerce channel with the customer. For

that purpose, these companies must integrate e-commerce with the business model of
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their company. As investigated the Bright dairy, the top management of the company
ensures the development of e-commerce by using the platform of Alibaba, other dairy
companies can also use the platform. For that purpose, the local dairy company must
formulate a plan to develop its brand and implement all the elements of the branding.
After these companies can launch an e-commerce channel through any e-commerce
platform or by using the internal e-commerce channel. It will lead to facilitates its brand

identity and improve brand existence.

7.4 Limitation

First and foremost, the main restriction of exploratory research is the single case study
that Bright Diary alone cannot represent the universal phenomenon of the dairy industry.
In order to gain a broader perspective, a cross-case study with e-commerce company or
other additional diary companies may be conducted in the future.

Another limitation is due to the confidential feature of the interviews, the research lacks
details of cooperation with Alibaba which may contain some critical information
regarding the implications of e-commerce. The authors’ comprehension is merely based
on objective materials and is constrained by the events and business strategies. Different
experts may generate various opinions and conclusions on the same topic. Besides, the
answers of the respondents were influenced by specific scenarios and their knowledge
basement. If the questions surpassed their ken, they endeavoured to respond
professionally and made assumptions integrating with facts and their work experience. It
may lead to some inexplicit analysis on one of the themes. In addition, during the time of
this research, the COVID-19 pandemic is seriously affecting business operations and
giving challenges to the researchers’ data collection method. Within a limited time, the
authors were not able to reach some key managers or employees as they did not have the

spare time to answer the questions or they were sick and resting at home.

Furthermore, this study only focuses on the dairy industry, but the investigation revealed
that the implications of e-commerce are still a discussion for many industries, that is why
it is crucial for the researchers to strongly focus on the development of the plan to
implement this research and its theoretical framework in different studies to improve the

implication of the e-commerce.
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Finally, geographical and ethnological restrictions have affected the consequence of the
research. Although the study probes the national and international business, to some
extent, it still concentrates more on East China. Therefore, in these aspects, the research

is not universalistic for global due to the complexity.

7.5 Future Research

In view of this research, there is some important area of concern has been emerged which
leads to future implications. If this is investigated in the future the researchers need to
focus on the company brand strategy. Although the companies can implement e-
commerce if the brand strategy is not effective it will not make any difference to enhance
the brand identity. Moreover, in the future, it is also important to implement the same
research model in different industries which also facilitates understanding the impact of
e-commerce on the implication of these researchers. Moreover, in the future, it is also
important for the researchers to focus on quantitative data. The implication of the
quantitative data collection in the future will be very helpful to understand the marketing
and branding investment pattern and its relationship with the development of the brand

identity.

This research was conducted under the outbreak of the COVID-19, the pandemic has
affected China’s retail as well as China’s dairy industry. Due to the epidemic, the demand
and profitability are under pressure as the consumers’ willingness of social activities has
declined. (China Industry Information, 2020). However, the expansion of e-commerce
has been greatly promoted during the pandemic. Regarding the topic of the implication
of e-commerce on the brand identity, the future research direction may focus on
considering the crisis factors. By considering e-commerce, the logistics and supply chain
would interchange into a different pattern to deal with the crisis. Therefore, this research

could focus on innovation and technology of e-commerce.

Lastly, with our limitation of smaller sample size and the quality impact of our interview,
conducting future research with sufficient time and a more stable external environment

will potentially improve our study results.
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9.

9.1

10.

11.

12.

13.

Appendix
Interview Questions

What is the current situation of the business in the dairy industry?

How the dairy industry implements e-commerce in its business model?

In your opinion, what do the major implication or development emerge after the
implication of e-commerce in the dairy industry?

How previously, the dairy industry develops its brand identity, and what are the major
needs that emerged with time?

Can you please elaborate on the change in consumer behavior which leads to an
increase in the need for e-commerce in the industry?

How the attitude and subjective norms of the local customer lead to an increase in the
need for the enhancement of the brand identity in the dairy industry?

Equity and knowledge of the customer are very important to increase brand identity.
Can you please elaborate on what are the major elements that are essential to
determine the knowledge of the brand among customers?

Did you agree that the development of the brand identity and the implication of the e-
commerce increase the brand loyalty of the customer?

The element of the “Customer-Based brand equity” includes Brand Awareness, Brand
Association, Purchase Quality, and Brand Loyalty. What is your opinion about their
importance to increase brand identity?

There are many brands offered in the dairy industry and competition is very high. Are
you agree with the fact that the implication of e-commerce in your company increases
your competitive advantage?

Recently, the implication of Alibaba for the digitalization in your company is very
significant. What kind of changes has been governed in your company and what is
their impact on the development of the brand identity?

How you measure consumer purchase behavior after the implication of e-commerce.
Did it make difference in recent sales of the company?

In your opinion, what are the major steps that must be taken by the company to

increase the effectiveness of e-commerce in the business model?
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