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Abstract 

 
Brand can create its value for both consumers and companies. Brands are the central 

part of marketing and business strategy. It was really important to establish a 

connection between the brand and the customers. The issue of building a strong brand 

in a competitive market also becomes much more attractive these years. The purpose 

of this thesis is to investigate how to build a strong brand in a competitive market.  

This study is built on a modified model of a time dimension from brand asset to brand 

value.  

 

The authors use the method of case study to conduct this research, and the data of one 

company which in clothing industry (Company M’s) is collected through the 

semi-structured interview. Some findings are obtained: Company M enables a re lative 

strong brand which contains brand awareness, perceived quality, brand image, 

customer loyalty, market share, price premium, brand added value and brand cost.  

  

Key Words: Strong brand; clothing industry, competitive market 
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1 Introduction 

 

1.1 Background 

There is an increasing recognition of the social marketers that strong competition is 

existed. Brand is the key factors in the competition. The brand is a sign whose 

function is to expose the hidden qualities of the product which are not accessible to 

contact such as the sight, touch, hearing or smell and possibly those which are 

accessible through experience but where the consumers are not willing to take the risk 

of trying the product (Kapferer, 2008). Brand as an encompassing concept that 

embodies retail firms as well as physical products and services. The relative power of 

brand strength is the charm of a given brand versus other brands and the levels of 

other product attribute as well (Woodside & Walser, 2007). Leuthesser (1988) shows 

that brand value is the set of associations and behavior on the part of the customers of 

one brand, channel members as well as parent corporation. The brand value permits 

the brand to gain much more volume or larger margins than it could without the brand 

name. 

 

Brands are the central part of marketing and business strategy. If the product or the 

service one company offers is perceived to be the same as the competitors, then the 

customers will surely choose the cheaper or the accessible one, so it is necessary to 

create a performance for a company’s brand. If the customers considered it deserves 

to pay more, it means the brand has its position and superior to others. No matter the 

name of a brand or the symbol of a brand or any other characteristics all have the 

effect to the customers’ choice.  

 

Dibb et al. (1997, p264) use the Bennett (1988, p18) variant of the definition which 

is:"A brand is a name, term, design, symbol or any other feature that identifies one 

seller's good or service as distinct from those of other sellers." 

 

According to Kapferer (2008), brand can both create value for customer and company. 

Through 40 years' data analysis, Ehrenberg (1972) showed us that product penetration 

is closely correlated with purchase frequency. This means big brand has both a high 

market share and a high purchase frequency. A brand of one company is an asset of 

differentiating promises to its consumers which links a product or service. It was 

really necessarily to establish a connection between the brand and the customers. As 

the unique set of brand associations, brand identity makes a relationship with the 

target. Brands have a key role of marketing and business strategy (Doyle & Stern, 

2006). 

 

Roll (2006) argued that between companies, products and service, there is a 

distinctive difference of which customers might be aware, and real brands with strong 
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brand equity. Therefore, strong brands are more than trade names or trademarks.  

 

It is really difficult to develop strong brands in a competitive market. The core issue 

which should be considered is how to separate one brand from those of the 

competitors. 

 

The development of strong brands is especially of importance in Asia. Asian 

companies meet with a couple of challenges in building strong brands which included 

the presence of strong international brands and perceptions by some that Asian brands 

in inferior situations (Schutte & Ciarlante, 1998). 

 

Wang et al. (2007) argued that many people would rather have fast food and queue up 

the buses to save money but willing to spend several months’ salary on a brand name 

bag or nice coat without any hesitation. On the surface, their purchase of brand 

products satisfies their material desire. Furthermore, it is an expression of their 

passion which leads to the pursuance and reflects a certain way of life and their 

attitude.  

 

Based on these perceptions, investigate how to build a strong brand in a competitive 

market becomes an important issue.  

 

1.2 Purpose 

Aaker’s (1996) quote of brand strategist Scott Talgo:"A brand that captures your mind 

gains behavior. A brand that captures your heart gains commitment”(p.137). So 

building a strong brand is the goal of many organizations all over the world. As we 

can see, building a strong brand with significant equity is seen as providing numerous 

possible benefits to a firm. The purpose of this thesis is to investigate how to build a 

strong brand in a competitive market.  

 

1.3 Research Question 

How does a company develop a strong brand in a competitive market? 

 

1.4 Delimitation 

In the process of our research, authors will encounter some delimitation: authors only 

focus on the clothing industry and choose only one Chinese company for a further 

research. China is a developing country and the market has a huge competition. As 

authors come from China, it is easy for us to investigate the company of China and 

contact with the selected company. 

 

As authors didn’t research for every industry, the empirical data in this paper mainly 

focused on one Chinese company in clothing industry only. Clothing industry is a 
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competitive industry which is easy to imitate the design or the material, so some of 

the company may have the similar product or service. It is so important to distinguish 

one brand to another that the company can have a superior position in the 

competition. 

 

What’s more, authors mainly discuss from the perspective of the producer about how 

to develop a strong brand, not from the consumers’ perspective. 
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2. Literature Review 

 

2.1 Previous literature with one factor 

It was said by Aaker & Biel (1993) that advertising, together with personal experience, 

is an undeniable force majeure in creating brand equity. Although simple structure 

may be easier to achieve, ultimately, more vulnerable to competitive attack or, gradual 

change in how the category was used. A strong brand with a multiplex structure is 

harder to build at the first stage, but it will lead less likely to be susceptible to 

competitive attack. Advertising is often the most important contributor to brand 

image.  

 

The literature in both the United States and Asia have an agreement that 

well-designed brand symbols would surely evoke positive feelings of familiarity and 

affinity, communicate clear meanings, and attract consumers’ recognition(Temporal, 

2000). 

 

According to Roll (2006), since a lot of cultures in Asia are collectivist in nature, the 

social context of brands takes an essential role. Brands provide competitive strengths 

as they create strong bonds and loyalty with their customers and create some obstacles 

for competition as well. 

 

According to Woodside & Walser (2006), the core of strong brand is brand strength 

which is the relative power of attraction of a given brand versus other brands and the 

other product attributes’ levels. Brand is a concept that includes retail firms as well as 

physical products and services. Woodside & Walser propose and empirically test a 

behavior-based model of brand strength which is relevant to competing retail 

companies and eleven propositions in the model are tested. They are 1) a brand’s 

strength occasionally influence competition, 2) brand experience strongly influences 

brand strength, 3) brand experience influences the impact of competition on brand 

strength, 4) a brand’s accessibility into working memory influences its strength and 

brand experience influences brand accessibility, 5) share of purchases devoted to a 

brand influences brand accessibility and brand strength, 6) brand experience 

positively influences a brand’s share of purchase, 7) customers found with highly 

positive brand strength who do not buy, 8) customers found with significant brand 

strength negative who do buy, 9) a large share of core buyers have positive brand 

strength compared to new buyers and non-buying requesters, 10) core buyers with 

negative brand strength more vulnerable to competitors than core buyers with positive 

brand strength, 11) non-buying requesters differing in their brand strength toward  one 

company differ in the opposite direction in their brand strength toward a main 

competitor of that company.  
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Rothschild (2001) concluded from Aaker that brand equity can be a significant part of 

a brand. There are ten criteria for strong brand equity, separated into two categories of 

threats that need to be overcome by social marketers. Problems imposed by strong 

competitors: Loyalty due to satisfaction with the current behavior; perceived quality 

of the current behavior; popularity of the current behavior; current market behavior as 

seen through competitors’ market share. Problems created by internal flaws: Loyalty 

to a competitor due to our too high price; inability to offer perceived value; inability 

to offer a relationship through brand personality; inappropriate organizational ties to a 

parent organization that has no or negative equity in the mind of target; low awareness 

of our brand; weak distribution of our brand. It was only focused on brand equity not 

other factors. 

 

These above literature in this sub-title are all from one specific factor to describe how 

to build a strong brand, while in this paper, authors combined some factors into a 

process, not only put emphasis on one factor.  

 

2.2 Previous literature with several factors 

It was said that strong brands generate strong sales and profits. Strong brands which 

included art, science and craft in a right way have such power over consumers. In 

some of the extreme cases, without any research, development, production, logistics 

or sales of their own, strong brands can even have a great impact on a company to 

ensure it runs well (Riesenbeck,& Perrey 2009). 

 

According to Kotler & Armstrong (2010), brands are assets with power that must be 

developed and managed in a careful way. To a marketer, branding could be 

considered some challenging decisions. Main brands strategy decisions of building 

strong brands are branding positioning, brand name selection, brand sponsorship and 

brand development. Major Brand Strategy is mentioned: Brand positioning (attributes, 

benefits, beliefs and values)→ Brand name selection (selection and Protection) → 

Brand sponsorship (manufacturer’s brand, Private brand, Licensing and Co-branding) 

→ Brand development (line extensions, brand extensions, multibrands and new 

brands). 

 

There is a model (Figure 2.1) to describe creating and managing brands and brand 

equity. Two important themes come up with building strong brands: the purpose of 

branding and how to create and sustain a strong well-regarded brand. As they 

considered, it is a process to build strong brands which starts from understanding 

brand, then comes to managing strategic brand management decision, after that comes 

creating and managing brand value or equity, last is to care about branding services, 

co-creation and brand touch. It is important to create and manage brand identities such 

as brand names, logos, slogans and imagines, they are the initial choices for the brand 

elements or identities making up the brands. Co-branding and ingredient branding 

also lead to strong brands, some companies combine their brands with other 
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companies so that the brands could be stronger than before (Kotler et al., 2009).  

  
Figure2.1 Creating and managing brands and brand equity (Kotler et al., 2009, p423) 

 

 

There also exists a key part of the branding strategy which is visual stimuli. Visual 

stimuli embody the logo, signage, packaging, product design, advertisements, and 

web sites (Hutton, 1997). Schmitt & Simonson (1997) argued that visual stimuli 

contributes to building strong brands by distinguishing products of one company to 

others, creating customer loyalty, allowing for premium pricing, cutting through 

clutter, and protecting against competition.  

 

Armstrong et al. (2009) considered brands are more than just brand names or brand 

symbols which are the surface of brands. Brands can represent what the customers’ 

perceptions and feelings of the products and its performance. The deepen value of a 

strong brand is its energy to capture performance of consumers and maintain their 

loyalty. So, brands are assets with power to a company that must be dealt carefully 

such as the development and management. 

 

The development of strong and desirable brands, just as brands with high brand equity, 

will be paramount in the future success of all wine companies. Just as Reid (2002) 

considered, building a strong wine brand will require the marketers have and 

understanding and implement on how to create, offer, and communicate the value of 

their brands to consumers, even they are discerning. It is obvious that he put emphasis 

on wine industry not clothing industry.  

 

Companies in developing countries have an increasing recognition of the advantages 

Managing 

strategic brand 

management 

decisions 

Creating and 

managing 

brand value or 

equity 

Understanding 

branding 

Branding 

services, co- 

creation and 

brand touch 
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of building strong brands, such as surviving adverse economic conditions, enjoying 

higher longevity, exerting greater power in distribution channels, expanding sales 

beyond small domestic markets, more competitive in hiring and retaining staff, and 

increasing profits (Goad, 1999). 

 

As the literature we read, authors considered most of the literature about developing a 

strong brand are using the analysis on an equal level, not from different layer. For 

instance, Hutton (1997) mentioned the logo, packaging and product design. They are 

from the visual stimuli level, not a process to build a strong brand. Authors create a 

model on the base of Kapferer (1992), which structure is similar to Kotler & 

Armstrong (2010) that building strong brand is following up three steps which not in 

different level. 

 

Authors use more factors to explain how to develop a strong brand, because we think 

it is so complex that more factors will enable readers to understand well. What’s more, 

authors consider that build a strong brand is a process not a point.  

  

In the previous literature, most of them are discussed how to develop a strong brand in 

a general way which means not in specific industry. Authors focus on the clothing 

industry and make an analysis in depth.  
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3. Conceptual Framework 
 

Kapferer (1992, P.13) argued that "Since a brand is a name with the power to 

influence the market, its power increases as more people know it and trust it......a 

brand is a desirable and exclusive idea embodied in products, services, places or 

experience." Kapferer (1992, P13) also suggests that the word "idea" is important and 

it is the value that a brand wants to sell. The more value a brand has and shares to its 

customers, the more power the brand has.  

 

In figure 3.1, which is based on Kapferer (1992), a time dimension is introduced from 

brand asset to brand value. Since brand value can be used to measure the power of a 

brand, we use the model (see Figure 3.1) to research how to build a strong brand in 

each process of the time dimension from brand asset to brand value.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

However, the three categories in the model (see Figure 3.1) are not specific enough. 

After researching the previous studies, we created a new model (see Figure 3.2). More 

detailed factors including in each category were found and summarized in figure 3.2. 

In this chapter we will introduce the connection among these conception and 

categories. 

 

In the first step, a company aims to develop a strong brand should have a strong brand 

assets. In this part, we introduced brand awareness, perceived quality and brand image 

into brand assets. When you begin to build a brand, the conceptions are important and 

closely related with the base of a strong brand. At first, company should set up its 

brand awareness to customers, and focus on keeping the high quality of its products. 

Due to good brand awareness and high perceived quality, a good brand image will be 

established in their customers' heart through the time. And a good brand image makes 

people trust the brand. When customers purchase something, they may believe the 

Brand  

Assets 

Brand  

Strength 

Brand  

Value 

Figure 3.1 A time dimension from brand assets to brand value (Kapferer, 1992, P15) 



13 

 

brand is their first choice. Good brand image makes a brand gain more customers and 

customer loyalty. So it affects the development of a brand in the future.  

 

Strong brand assets is a good beginning of developing a strong brand. But a company 

should go on penetrating market by improve brand strength. So it is necessary for a 

company to further strengthen its brand. In the second step, we introduced customer 

loyalty, market share and price premium. Based on the first step, the brand got 

capability to gain more customer loyalty, and customer loyalty causes the stability of 

market share. Both customer loyalty and market share improve sales and price. So the 

company can get more price premium from the products of the brand. After that, the 

company can get more benefits from the increasing market share and price premium.  

 

By the increasing brand strength, a brand can improve its brand value. In the last step, 

we introduced brand added value and brand cost. Based on the increasing price 

premium, through increasing brand added value and reducing brand cost, the 

company can keep the power of the brand and make the brand to be a sustainable 

development brand. We build a strong brand which is valuable, powerful and with 

sustainable development.   
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3.1 Brand Assets 

Kapferer (1992, P.15) argues "Brand assets are learnt mental associations and affects. 

They are acquired through time, from direct or vicarious, material or symbolic 

interactions with the brand." 

 

3.1.1 Brand Awareness 

Brand awareness refers to the degree that customers and potential customers are 

aware of a company's products or service. It is a state of knowledge possessed by the 

customers (Hoyer and Brown, 1990).  

 

A growing number of evidences suggest that the customer is always a passive 

recipient of product information and the customer would like to spend minimal time 

to choosing among a variety of brands when they purchase something (Hoyer and 

Brown, 1990). Brand awareness is "the ability for a buyer to recognize or recall that a 

brand is a member of a certain product category" (Aaker, 1991) and consists of both 

brand recognition and recall (Keller, 1993). The awareness is important when a 

customer is in his/her first purchasing of a product. The customers may choose a 

known brand because they believe that it is probably the best choice. And the 

customers will have a deep and long-term memory about the characteristics of the 

first brand they used. However, the awareness reduces its influence on subsequent 

purchasing because subsequent purchasing will be based on whether he/she is 

satisfied with the first experience of purchasing.  

 

In this situation, brand awareness can be gradually established in customer's heart by 

pioneership knowledge and product trial (Kamins et al., 2000). Pioneership 

knowledge might be generated by advertising, product labeling, simply 

word-of-mouth and other sources of information. For example, most of the people in 

the world know about iPhone as a result of advertising and new reports. Product trial 

is necessary and important to a new product since first impression will deeply 

influence the customer.   

 

3.1.2 Perceived quality 

Perceived quality refers to "the consumer's judgment about a product's overall 

excellence or superiority" (Zeithaml 1988). Perceived quality has been considered as 

a significant element to influence customer's behavior, and it is based on customer's 

overall assessment of product, service and experience (Chen & Tseng, 2010). 

Perceived quality may determine whether he/she will choose the brand again. If 

customer is satisfied with the perceived quality in a purchasing, he/she may believe 

that the brand is his/her best choice. It can cause repeat purchases, and it will increase 

customer's dependence and affection to the brand.   
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3.1.3 Brand image 

Brand image refers to "a set of brand association that are anything linked in memory 

to a brand, usually in some meaningful way" (Aaker, 1991, P109). Aaker (1997) 

suggests that the associations of a brand can be linked by a multitude of ways: its 

employee or CEO, the product-related attributes, brand name, symbol, advertising 

message and style, packaging details, product category associations, price, 

distribution channel and so on. 

 

McCracken (1986) argued that brand image can be transferred to customers by 

advertising. Through the advertising, a company can introduce their brands by 

releasing the information which is relevant to the products and the image they want to 

release to their customers. 

 

Batra and Homer (2004) show that the brand image should fit the role of product 

category and usage occasion. Thus the creation of a brand image depends on what the 

product is and why it is needed. If a company can hold the brand advantages of its 

product and shows them with relevant brand image, it will lead to stronger brand 

image.  

 

If the characteristics of the specific product category and usage occasion can saliently 

distinguish the difference among a variety of brand images, it should affect both the 

transfer of these images from sources and the subsequent situational impact of a 

brand's imagery beliefs on preference (Batra & Homer, 2004). Therefore, using a 

suitable celebrity endorser or set a fit brand massage are meaningful to set a strong 

brand image. For example, Coca-Cola's brand massage is "happy pleasure", it is 

relevant to why and when people need soft drink. So building brand assets is the 

beginning of developing a strong brand and improving brand strength is also very 

important as next step. 

 

 

3.2 Brand strength 

Kapferer (1992, P.15) argues "Brand strength is a measure of the present status of the 

brand: it is mostly behavioural (market share, leadership, loyalty, price premium)." 

Therefore, whether a brand is strong or not, it can be measured by its performance in 

the market. In this part, standing on marketing perspective, we mainly research brand 

strength by following four aspects: customer loyalty, market share,  brand leadership, 

price premium. 
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3.2.1 Customer loyalty 

While brand loyalty has always been researched in the field of marketing, there are 

many definitions about the conception of brand loyalty. Wernerfelt (1991) defines 

brand loyalty into two types: "Inertial brand loyalty" and "Cost-Based Brand Loyalty". 

The former can be thought as a result of "low involvement". In this situation, 

customers will be satisfied with low price, frequent purchasing and mature goods. 

And "Cost-Based Brand Loyalty" occurs because the customers want to avoid some 

switching cost. For example, the customers may need to learn a new skill when they 

use a new brand.  

 

Kapferer (1992, P20) said "If the brand is strong it benefits from a high degree of 

loyalty and thus from stability of future sales." 

 

3.2.2 Market share 

Solgaard et al. (1998) suggested that market share of a brand can influence its  

capacity to sustain customer loyalty. Double-jeopardy (DJ) phenomenon is introduced 

by McPhee (1963), which means small share will cause punishments for twice: (1) the 

customers of low-share brands are less than a high-share brand. (2) the customers of 

low-share brands always have little affection to the brands and buy less frequently 

(Fader & Schmittlein, 1993).  

 

3.2.3 Price premium 

Price premium refers to the selling price of the vendor's product minus the selling 

price of a reference product. We argue that price premium is one of the factors of 

brand strength. Because the more benefits a brand can gain, the more powerful the 

brand is. For the goal of a company is to gain benefits, if a brand can help the 

company to get more price premium, the brand will be valuable and it can also cause 

sustainable development in the future. When the level of brand strength rises to a 

higher level, we can get the reward from brand financial value.  

 

 

3.3 Brand financial value 

Brand financial value, which is known as brand equity, contains everything of a 

brand's intangible value. Kapferer (1992, P.15) shows that "Brand financial value aims 

to measure the brand's worth, that is to say, the profits it will create in the future." 

Simon and Sullivan (1993) also argue that brand equity as the appropriate metric 

evaluate the long-term impact of marketing decisions correctly and objectively. Thus 

a strong brand must have high brand financial value to prove its power.  
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3.3.1 Brand added value 

Brand equity is a means to achieving higher profitability. To increase the brand added 

value, the product should be modern. Randall et al. (1998) said "Firms add products 

to existing lines under the premise that the new items' profit contribution outweighs 

the cannibalized sales of other products in the product line and the fixed costs of 

launching the new items." Thus extension and innovation of product is necessary. 

Randall et al. (1998) also found that the costs or benefits of adding a new item may 

impact on brand equity.  

 

Randall et al. (1998) said, "according to the strong interpretation of their results, a 

firm would choose to offer only high-quality products under a brand if its objective 

were to maximize brand equity." We believe it is necessary to keep the high-quality of 

the products to build a strong brand. 

 

3.3.2 Brand cost 

Based on the model of Figure 3.3, the cost of branding and investment may reduce 

brand equity. Thus, the costs should be spent in right ways. Kapferer (1992) said the 

only way to achieve the wider market is through advertising. A strong brand has a 

highly competition and have capability to increase gains in productivity and 

economies of scale. Thus once they develop a new product, the only problem is to let 

the customers know it by advertising.  

 

Besides, nowadays being a sponsor is much fashion way to make a brand be popular. 

And many cases show that it is worth to spend the money on being a sponsor. It both 

increases trust from the public and improves reputation of the brand.  

 

As what we mentioned in chapter 3.1 and 3.2, brand assets consist of brand awareness, 

perceived quality and brand image. And after creating a good brand image, we should 

improve brand strength, and then the company can gain more brand added value. 

After that, a strong brand should increase their brand equity by gaining more brand 

added value and tend to use cost in appropriate way such as doing some advertising or 

being a sponsor and so on.  
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Brand Assets Brand added value,  

perceived by consumers 

- Costs of branding 

- Cost of invested capital 

Brand financial value 

(Brand equity) 

Figure 3.3 From brand asset to brand equity 

Improve brand strength 
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4. Methodology 
Authors divided this chapter into six parts to clarify it in a more clear way. They are 

research strategy, case study, data collection, data collection process, data analysis as 

well as reliability and validity.  

 

4.1 Research Strategy 

Quantitative research can be construed as a research strategy that emphasizes 

quantification in the collection and analysis of data and that quantitative research 

entails a deductive approach to the relationship between theory and research and the 

accent is placed on the testing of theories; moreover, quantitative research has 

incorporated the practices and norms of the natural scientific model and particularly 

positivism; and contains the view that social reality as an external, objective reality 

(Bryman & Bell, 2007). Qualitative foundations of a study will strengthen its validity 

(Newman & Benz, 1998). 

 

Compared to quantitative research, qualitative interview required more rich and 

detailed replies which indicated that these answers will be completely different 

(Bryman & Bell, 2007). So that’s why authors choose to use qualitative research of 

this study. Since qualitative interviewing varies a great deal, the first thing for authors 

to take into consideration is what kind of qualitative interview authors want to have. 

The main steps in qualitative research are 1) general research questions.2) selecting 

relevant site(s) and subjects.3) collection of relevant data.4) interpretation of data.5) 

conceptual and theoretical work. 5a) tighter specification of the research 

question(s).5b) collection of further data.6) writing up findings and conclusions 

(Bryman & Bell, 2007). Authors followed these main steps in order to make the thesis 

as perfect as possible. 

Because true experimental designs require strictly controlled environment, the 

richness and depth of meaningful for participants may be sacrificed. This may be a 

limitation of quantitative research from a validity perception (Newman & Benz, 

1998). 

Qualitative research can be construed as a research strategy that often highlights 

words rather than just quantification in the collection and analysis of data (Bryman 

and Bell, 2007). What authors followed was semi-structured interview which has a list 

of questions on fairly specific topics and referred to an interview guide, but the 

interviewees have their rights to choose how to reply (Bryman and Bell, 2007). As we 

sent the E-mail to connect with the manager of marketing department of Company M 

for the first-time interview, he really did not answer all the questions we asked, but he 

answered almost the questions. 

Qualitative research methods are usually built around experiential understanding and 
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qualitative researchers usually prefer the close-up view (Stake, 2010). 

4.2 Case Study 

A case study is an empirical enquiry which investigates the contemporary 

phenomenon within its real life context when there are specific boundaries between 

phenomenon and contest, and in which multiple evidences are used. Case studies are 

suitable method when such questions like “how” and “why” are addressed, and the 

goal of case study is to observe a phenomenon within the context of “real- life” (Yin, 

1994). When the investigator has a little or almost no possibility to let the events 

under control, case study is an appropriate method to proceed with the research (Yin, 

1994). Additionally, procedural characteristics in the condition embody many 

variables of interest, multiple sources of evidence, theoretical propositions to lead the 

collection and analysis to data (Yin,  1994). As come to the research question, which is 

“How does a company develop a strong brand in a competitive market?” The authors 

intend to investigate how to build a strong brand in a competitive market. Since own 

experience or words can explain some details in depth, interview can result in a deeper 

investigation. Therefore, case study is a proper method for this paper.  

 

4.3 Data Collection 

Five specific data collection methods are illustrated, they are surveys, 

semi-structured/unstructured interview, focus group, observations, and 

historical/archival research (William et al., 2006). When in interview, more mass 

media, human service providers and the researchers often generate information from 

the interview (Silverman, 1993).  

 

Authors mainly focused on interviewing the company and gain the most of data from 

the interview. Semi-structured interview was the major way of our data collection. 

What’s more, authors collected information from company’s website. When using 

secondary data, it is important to be critical of both the data and the selection of the 

data. It could be a substantial asset in discovering setting-specific measurement issues 

when use the integration of multiple data collection methods (William et al., 2006). 

This information is about the organizational structure of the company and its departments 

as well as general data about the company’s history, strategy, markets or innovational 

emphasis.  

 

4.4 Data Collection Process 

According to Yin (1994), there exists six different ways of data collection. They are 

documentation, archival records, interviews, direct observation, participant 

observation and physical artifacts. Interview has a prior position and is one of the 

most important sources for a case study. Specifically, the method is semi-structure 

interview which offered the interviewee freedom and flexibility in answering 
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questions (Bryman& Bell, 2007).  

 

There are two major types, as unstructured and semi-structured (ibid.). Unstructured 

interview may be just has a single question and the interviewee can respond freely. In 

another word, the researcher to use at most an aide-memoire as a simple set of 

motivations to him or herself to deal with a certain range of topics (ibid.). To 

semi-structured interview, referred to an interview guide, a list of questions on fairly 

specific topics will be covered, but the interviewee has a great deal of leeway in how 

to reply (ibid.). Compared these two ways, we consider semi-structured interview is 

more suitable to this topic. In this way, we can use some logical questions by 

interview guide to get some specific opinions under the main topic. During this kind 

of interview, we also will ask flexible questions in terms of the feedback from 

interviewees, rather than exactly in the way outlined on the schedule (ibid.).  

Following this, the authors developed an interview guide, as a semi-structured 

interview (Appendix 1) which contains items about the three categories and detailed 

factors. According to the tips and skills mentioned by Bryman and Bell (2007), the 

authors design the questions in different types like direct ones with follow-up ones, 

open-ended etc. Besides, the sequences of the questions were also been designed 

appropriately and easier to understand (Petrovski and Shi, 2009). Requests for 

interview are made by email and telephone before the interview. As we are not in 

China, so it is difficult to connect with Chinese companies and take interview because 

companies think the companies’ privacy cannot be protected in this way. That’s one 

of the reasons authors cannot connect with more companies and write the Company 

M instead of its real name. Authors connected the company by e-mail first. In the 

e-mail we said we desire one person who is familiar with their brand development to 

answer our questions. And fortunately, the manager of marketing department is 

willing to answer our questions and he said he is in charge of promoting their brand.  

Authors sent them a list of questions in a polite way and tried to make the questions 

easier for interviewees to understand. The company replied our e-mail but not 

answered all of the questions. But he gave us his telephone number and said if there 

any problems we can connect with him. In order to have a face to face interview, 

authors use the video of skype to make a call to the manager of marketing department 

then and ask some more questions. Also, authors choose a time convenient for the 

Company M which is in China. Both the e-mail interview and face to face interview 

used English because authors considered it will be a better way to avoid translation 

mistakes. In addition, the authors collected some informa tion from the company’s 

website, and from the news and reports about the company they offered us as well. 

When using secondary data as a source in research, it is important to be critical of the 

data as well as the selection of the data. This is to make sure that the data which 

researchers using are reliable and trustworthy for the research in question. 

 

4.5 Data Analysis 
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Authors analyzed the data in comparison to the conceptual framework. In this thesis, 

authors focused on researching one company, so that authors can get more deepen 

information and clearly specific some details. 

 

Also, authors clarified the research question and the theoretical framework in this paper, 

and the sampling part is well outlined. Thus, authors can say that we have a pre-structured 

case. In this situation, as stated by Miles & Huberman (1994), the analysis follows the 

next order: 

1. Outline  

2. Field notes  

3. Coding   

4. Display data 

5. Conclusion  

6. Report 

 

4.6 Reliability and Validity 

It is very necessary to establish and assess the quality of research. Reliability and 

validity are the appropriate criteria for qualitative research (Bryman and Bell, 2007).  

The reliability of our research refers to the consistency of a measure of a concept 

(Bryman & Bell, 2007). The validity refers to the issue whether our indicators 

measure the concept in reality (Bryman & Bell, 2007). It concerns the degree to which 

an account is accurate or trustable, as well as the degree to which a finding is judged 

to have been interpreted in a correct way (Golafshani, 2003).  

 

In this study, we try to improve the validity and reliability of the research. In order to 

make sure the reliability of this paper, we take time to send back what we wrote to 

whom we interviewed in company M and asked for feedback. Nothing changed after 

we gained his feedback. Moreover, if any other researchers want to do the same 

research under the same conditions (same interviewee, same company and same 

environment), the answers they get from the manager of marketing department will be 

the same. The secondary data we collected, such as company web site is also trustable 

since their validity and reliability are confirmed by their marketing department 

manager. After interview, we coding the data based on the record, and make sure that 

the version shows correctly the respondents’ meaning.  
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5. Empirical Data 

 

5.1 Company background 

Company M was founded as local self-casual wear brand in Wenzhou in 1995. And 

Company M focused on research and development, production and marketing casual 

clothing for their brand. Target consumer of this company is 18 to 35-year-old young 

group of dynamic and stylish. Company M committed the slogan to creating "a 

leading brand of youthful energy and fashion products at popular price". And the 

prices of company M’s costume are around 100 to 600 RMB (Chinese currency), 

which customers can accept it and considered it a reasonable price with such quality. 

Company M has around 10 thousand employees all over the country which includes 

the management team as well as workers. 

 

As the manager of marketing department said: “Our company accounts for around 5% 

markets of the casual clothing. It is a prior position in casual clothing brand in China. 

For any clothing company, Chinese market is a large competitive market.” It means 

Company M is really a competitive brand that can embodies 5% market share in such 

a big market.  

 

Company M’s brand essence is: do not take the usual way! In a successive 6 years, 

company M being elected as top 100 of China clothing industry. As we can see, 

according to their specific business concept, their turnover of the whole system was 5 

million in 1995, while it came to 2010, the turnover skipped into about 5 billion. What 

the manager of marketing department prided of most was the turnover of the whole 

system in 2008, he mentioned: “We created 7 billion turnover of the whole system 

which means we surpassed other companies in this industry over the world that year, 

it’s amazing”. So, Company M is really a relatively strong brand, their target is to be 

an international brand. 

 

 

5.2 Brand Assets 

5.2.1 Brand Awareness 

Company M realized that brand awareness is the most important factor for customers 

to recognize and accept their brand. Their manager of marketing department said that 

“Though you have huge advertisement, you can’t maintain your customers without 

service details. What our company tried to do is to attract customers by their costume 

or bags, shoes though they never wear this brand before.”  

 

Also according to their manager of marketing department, “Our Company Costume 
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Museum was inaugurated in 2005, and it is by far the largest private-funded museum 

featuring Chinese costume.” Company M wants to enhance the awareness of their 

brand and more people to choose their brand instead of compe titive companies’ 

brands. 

 

In order to raise customer awareness, company M takes a strategy which integrated 

brand ambassador, very creative public relations promotion activities, overall brand 

image advertising and the foundation of huge brand image stores.   

 

The manager of marketing department said:” Our aim is to let more consumers have 

the awareness of our brand and have a view of fashion through our effort of the 

collection and innovation. There are so much similar brands in the market, we want 

our brand surpass other competitors, it’s really a competitive market in this industry. 

So the first step is to establish the brand awareness, let the consumers distinguish our 

brand from others.”  

 

5.2.2 Perceived quality 

In Guangdong, Shanghai and Jiangsu exist more than 300 OEM (Original Equipment 

Manufacturer) for the company M, a strong production basement was formed to an 

annual series of casual wear almost 50 million sets, and every production process was 

under a strictly quality inspection by professionals, so the quality was strictly 

controlled. 

 

Company M established and developed a designer group with international standard 

which has long-run cooperation with some famous designers from France, Italy and 

Hongkong. 

 

According to the manager of marketing department, “Since 2001, on the basic of 

virtual business and stable development, our company started a quality management 

project to improve the management from brand image, product design and quality, 

sales and service, market expansion, to information management”. 

 

The manager of marketing department said that:” In our company, we considered 

quality not only from the quality of our products but also from the quality of our 

service.” They are confident with their costume, so what they want to do is improve  

their service quality. Company M has large number of franchisees, and service quality 

of franchisee represent company M’s brand image. Company M has a strict 

management of their franchisees.  

 

5.2.3 Brand image 

Company M had a clear positioning which is leading fashion. Also, company M 

targeting vigorous and fashionable young people aged from 18-25, and a sub-brand 
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aged from 25-35 which advocates a brand image with freshness and strong personality 

and brings to the consumers casual wears with individuality and vitality. The essence 

of the brand is “To be extraordinary!”  

 

In 2008, company M created a new sub-brand which targeting people just stepped into 

society, new comers in job occupations, and urban middle classes, has a possession of 

all the body type data of Asian people. Thus, it will provide the most suitable costume 

according to the data. According to the manager of company M:“ The products of our 

brand are casual but fashionable, tasteful but with affinity, and with very reasonable 

and competitive price. The vision is to provide global urbanite with high-end 

experience of fashion life”. 

 

In August 2008, the new sub-brand was launched with some new products in 

Shenzhen, which was the symbol of switching from a single brand towards 

multi-brand strategy. 

 

As a brand full of vigor and vitality, company M is careful in choosing their brand 

ambassadors. Company M focused on youthful actor or singer who has high 

recognition and suitable for their fashion brand.   

 

Company M’s brand positioning is in the age of 18 to 35 years which focuses on 

young and dynamic consumers. So the manager of marketing department said “We 

tried to get consumers an image of fashion and dynamic”. 

 

The manager of marketing department mentioned：“We also strive to do all kinds of 

charity. Our company is glory to the City Charitable Foundation, for example, in the 

year of 2009, they donated 180 million to the modest growing for young people”. It 

really promoted the brand image of company M that not every company can do so 

much charity like company M do. 

 

 

5.3 Brand strength 

5.3.1 Customer loyalty 

Company M realizes it takes time for a customer to recognize your brand, buy your 

brand’s product and finally have a loyalty to your brand.  

 

One of the main strategies for Company M to involve customer and keep customer 

loyalty is the implement of membership card. When there are some similar products 

for you to choose, you will take the brand which you are familiar with or the brand 

you are their member card holder into consideration at first. 

 

Also, the manager or marketing department said: “To those who have member card of 
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our company, we will visit them via e-mail or telephone. We considered them the 

most important part of our marketing. Their suggestions, we always take seriously 

into consideration. We often invite some of the members to join our annual 

ceremony.” 

 

5.3.2 Market share 

During the implementation of "outsourcing" session, joined sales and clothing 

manufacturing is 100% outsourcing. There are two types of sales outlets: regular 

chain and franchise. Company M has almost 3000 stores, franchises which account\ 

for more percentage than regular chains. 

 

After joining, commodities were provided by the company M, 25% of sales go to the 

franchises, and remaining income is attributable to company M. Thus, franchises 

become a community of interests, who joined the hard sell for profit, company M not 

only making money, but also received long-awaited market share and brand marketing 

channels. Their market share is around 5%, which really has a prior situation for 

Chinese market. Raising funds to continue to expand market share and marketing 

channels is one of the primary objectives to company M. 

 

The marketing manager mentioned “One of the reasons why we created a sub-brand is 

to enlarge our market share. Our original brand is aimed to young people from 18 to 

25, but we captured a tendency that those who aged from 25 to 35 have more 

consumption ability. We are sure if we design our costume well and have a rational 

price, they will help our company gain more profit.” 

 

5.3.3 Price premium 

Company M had huge researches before they determine the range of price. What they 

want to ensure is the prices of their products are most accepted for customers. The 

prices of their products are almost in the range so that their products can have a prior 

status to similar brands. “It was also one of the important paths of gaining much 

profit.” said by the manager of marketing department.  

 

What’s more, company M had lots of fixed suppliers to ensure a low cost, and in order 

to have more profit, they decided a higher price so that their products have a relatively 

price premium.  

 

The manager of marketing department said that:”We strengthen the total quality 

management and prevention of awareness of quality management, create a quality 

management based on consumer demand, as the same quality, our price is higher than 

similar competitor products.” 
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5.4 Brand financial value 

5.4.1 Brand added value 

ROE (Return on Equity), is expressed as a percentage and calculated as net income.  

The ROE of company M in 2009 is 23% which surpassed their biggest competitive 

company 10%. 

 

The marketing department manager said: “From 2005, net profit of our company 

increased rapidly. It was due to the expansion of the company's new stores and single 

store sales growth in product sales. Unit product sales price was rising by the 

promotion of brand. At the same time, our company's gross profit margins also 

improved rapidly.”  

 

It was also said by marketing department manager that the sales scale of the company 

M is increasing so that they have more controlling and bargaining power of upstream 

suppliers, while the company also by increasing the proportion of high-gross profit 

margin products which lead gross profit margin Increased dramatically. The brand's 

2010 average efficiency level increased about 30% than in 2009, and new stores had 

an increase of 20%. 

 

5.4.2 Brand cost 

Not going on with the old way of normal expansion of production, company M 

formulates a specific mode of operation which operated the company brand and 

managing data directly. 

 

According to the manager of marketing department, “Advertisement costs are always 

increasing because we considered even a well-known brand still need advertisement 

to remind your customer. So that’s one of the reasons why in the first half financial 

year, our operating income was 2.541 billion, which had an increase of 39.49%; but 

the operating profit was 63.53 million, had a decrease of 57.86%”. 

 

Company M has a specific business conception which is outsourcing the manufacture 

and sales aspects to other companies, and they only remains their own brand which 

saves a lot of the initial production costs, and motivates other enterprises or enhances 

the enthusiasm of franchisees. "win-win" is of the most significant features to 

Company M. 

 

As the manager of marketing department said:“ We had a strategy that save capital for 

the core functions to strengthen core competitiveness of enterprises. We also noted 

that in the product development and production to avoid unnecessary or exceed the 

quality of brand positioning to ensure the cost advantage and brand consistency. In 
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2010, we opened more than 100 franchisees all over the country, from the stores rent, 

decoration to new employees. They all raised our cost”. 

 

As a sponsor, company M titled a reality show for a successive two years and 

provided costumes, shoes and bags to the participants. Though it needed more costs, it 

still benefits the company M that their recognition was increasing and their brand was 

accepted by more customers than before.  
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6. Analysis 
 

6.1 Brand Assets 

6.1.1 Brand Awareness 

Because customers are not willing to spend much time on choosing among a variety 

of brand (Hoyer and Brown, 1990), brand awareness may play a main role when 

customers are doing their first purchasing of a product. Company M realized the 

importance of brand awareness. A series of actions have been done to establish their 

brand awareness in customers' hearts.  

 

In 2005, the Company M opened the largest private-funded museum featuring 

Chinese costume. This action really deepens their brand impression to the customers 

and makes more people know their brand.  

 

Besides this promotion, Company M also used some other promotion strategy such as 

brand ambassador, creative activities, advertising and foundation to further enlarge 

and maintain its brand remembered by their customers, so that when the customers 

want to do purchase, their brand may be their first choice, and they gain more chances 

to prove their products' quality and to win customers' trusts than their competitive 

companies' brand. 

 

6.1.2 Perceived quality 

Based on Chen and Tseng (2010), perceived quality can influence the customer's 

behavior of purchase. The high quality of products earned customers' trust of the 

brand and establish good impression. The good impression of the brand makes 

customers choose the products again. So the positive cycle is formed through time. 

When it comes to Company M, the company has formed a strictly quality inspection 

in Guangdong, Shanghai, Jiangsu and more than 300 OEM to make sure each of the 

products in their customers' hand is no problem. Then their customers will buy with 

confidence in next time.   

 

Besides, as a brand of clothing, Company M also focused on product design. They 

established and developed their designer group by cooperation with famous designers. 

It makes their brand keep fashion and innovation. So their customers will never lose 

interests and feel dreary to their brand. 

 

6.1.3 Brand image 

Aaker (1991) describes brand image as any information which connects the brand 

with customers' memory. Customers associate all these information with the brand to 
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form an overall image of a brand. Brand image should suit to brand position and make 

customers know the brand easily and exactly. Company M's brand essence is well 

known as "To be extraordinary". It gives their customer a message: to wear with 

individuality and vitality. Since Company M put their brand position on the youth, the 

essence exactly suits to their brand image.  

 

In 2008, a new sub-brand had been introduced by Company M, whose target is the 

young people. The innovation of brand image opens a new market field. For the target 

is still the young people and they have already been aware of the brand, it is easy for 

them to accept the new sub-brand than a strange brand. 

 

Besides, choosing suitable brand ambassadors is significant for establishing brand 

image. The brand ambassadors of Company M are youthful actors or singers. These 

ambassadors are well known by the youth and 'superstar effect' makes their brand 

image popular and fashionable.  

 

 

6.2 Brand strength 

6.2.1 Customer loyalty 

Kapferer (1992) argued that a strong brand benefits from its customer loyalty because 

the customer loyalty causes stability of future sales and market share. Company M 

realizes the importance of customer loyalty and takes action to keep their customer 

loyalty such as the implement of membership card. Being a member of VIP customers 

makes the customer feel respected, and they are willing to be loyal to the brand. 

 

6.2.2 Market share 

While customer loyalty will increase market share, market share will also increase 

customers and their loyalty of a brand. McPhee (1963) argued that large market share 

brings a brand more customers and customer affection. To enlarge market share, 

Company M sets up almost 3000 stores. The large number of stores connected the 

company with their customers and deal more frequently. Company M uses franchise 

as their main type of sale outlet. The way of market entry has some advantages of low 

costs, quick occupation, low risks. When Company M wants to introduce some new 

products, the company just needs to do some advertising and promotion and connect 

with its contractors. Then these contractors would sell these products. For the 

company doesn't need to take the risk of sales, based on brand effect, the company 

can have more stores to sell their products and expand their market share.  
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6.2.3 Price premium 

A company gets more benefits due to price premium. It shows the power of a brand. If 

there are two similar products in a same market, the one with a strong brand can be 

sold with a higher price than the other one with a general brand. Company M has 

made huge research for setting a good price, in which price can maximize profits but 

not lose any of their customers for feeling expensive. Their customers always believe 

what they are buying is worth to be paid this price.  

 

Besides, as a strong brand, Company M has lots of fixed suppliers to ensure a low 

cost. Based on its great reputation, Company M got the trusts from its suppliers and 

they can build and keep the relationship with those suppliers, so that their cost is 

always lower than their competitors. For the higher price and lower cost, Company M 

got the higher price premium than their competitors.  

 

6.3 Brand financial value 

6.3.1 Brand added value 

Brand financial value, as known as brand equity, increases due to brand added value. 

With the development of brand strength, a brand would become more and more 

powerful and its economic added value increases at the same time. Since 2005, 

Company M has taken many actions to increase its brand added value: more new 

stores have been set up, sales revenue has been improved by promotions, the gross 

profit margins also improved rapidly, and its ROE is 10% superior to its biggest 

competitive company. So many evidences show that the brand has great prospect in 

growth and profit. It causes the increase of brand economic va lue and proves the 

brand is stronger. 

 

6.3.2 Brand cost 

Although brand cost will reduce brand equity, companies should spend these costs in 

right time and right way, for example, advertising new products on TV, doing some 

promotion and being a sponsor. By taking those actions, a strong brand will be further 

extended and more popular. 

 

Kapferer (1992) said the only way to achieve the wider market is through advertising. 

The advertisement costs of Company M are always increasing to remind customers. 

The action increases their income in the first half financial year and makes them to be 

famous and popular in the youth. Once they introduced some new styles, their 

customer will notice at the first time. 
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Company M is always willing to spend on being a sponsor. And it is not so easy to get 

some opportunities to be a sponsor. Company M needs high reputation and a 

completely strong brand. Though it needed a lot of costs to be a sponsor, it would 

make more people know their brand and their market share will be extended by their 

increasing reputation. So the cost is obviously worth to pay.  
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7. Conclusion 
The research question of this thesis is how does a company develop a strong brand in 

a competitive market. The purpose of this article is to investigate how to build a 

strong brand in a competitive market. The authors analyze the data of Company M 

through three categories which were related with the theory part. They are brand 

assets, brand strength and brand financial value. The conclusions are drawn as follow.   

 

Having a good beginning is important to build a strong brand. The brand assets which 

include brand awareness, brand strength and brand image all play a main role to 

develop a strong brand of Company M. When Company M introduced a new brand  to 

the public, first thing the company needs to do is to universalize the brand awareness, 

and to make sure their new brand will be popular. Take a quality management project 

for example, Company M kept high perceived quality to make sure their customers 

are satisfied with every purchases. A good brand image can attract more new customer 

and gain more customer trust. Company M's brand image is individuality and vitality, 

which is totally accepted by young people. So it is the key to further develop the 

brand and it is also the base of a strong brand.  

 

When it comes to brand strength, customer loyalty, market share and price premium 

all take important roles, while customer loyalty is especially have an important effect 

for Company M, they focused on keeping customer loyalty by taking actions like 

improving the quality of products and membership card. Customer loyalty results 

stability needs and smooth profit. Additionally, the company had more distributors or 

open more stores to enlarge their market share. A powerful brand can occupy more 

market share than its competitors to gain more benefits from the market. And a large 

market share can cause smooth customer loyalty. Furthermore, setting a right price is 

very important to develop a strong brand. Price premium makes a brand maximize 

brand financial value. While too high price will reduce the purchases, both the too 

high and too low price can not cause good result.  

 

In addition, brand financial value, which depends on brand added value and cost, is 

the final goal to develop a strong brand. To increase brand financial value, the 

increasing of unit product sales price raised their gross profit margins. Besides, being 

a sponsor and advertising also makes Company M more popular and increase their 

sales. So that Company M got more profit. In a competitive market, more profit one 

brand gain, more power this brand would have.  
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8. Further research 

8.1 Implication of this Study 

After analyzing, how to build a strong brand in competitive market for Company M is 

clear, and it can also be learnt by other similar clothing industry companies to 

improve their performance. Through the research, the companies will not just 

emphasize on one or two factors in equal level, but consider the process of building a 

strong brand. Furthermore, they will find out which factors they should improve, and 

how to carry out them. Moreover, the result of this research will benefit to the people 

who want to get involved in clothing industry in China, especially for the companies 

similar to Company M. Knowing how to build a strong brand in a competitive market 

can gain more business opportunities. In this way, the research of how to build a 

strong brand (from the perspective of producer) can be meaningful.  

 

8.2 Future Research 

Since the limitation of the time and resource, only one Chinese company was chosen 

in this thesis. However, it is not enough to compare between different companies. So, 

for the future research, it will be better if the researchers investigate and analyze as 

many companies as possible which conclusions can be a comparison among different 

companies. More practical conclusion will be drawn from the investigation on 

building a strong brand. This research focuses on the company in China, it also will 

be better if other researchers can pay attention to some developed country as well, 

then the conclusions may be similar or different. It will be interesting to find out if 

these factors are the same in other industries or not. As the authors mentioned in the 

earlier research, the researches put emphasis on equal level factors but less on the 

process of building a strong brand. To find out how to build a strong brand in a 

competitive market will be a meaningful topic.  
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10 Appendix 1 

Basic information 

The basic information here will be just known by the interviewers (authors of the 

thesis), will not appear in the article.  

 

1. Can you write down the name and website of your company?  

2. What is your role/title on the company? 

3. Do you wish that you and/or your company is treated confidentially in this study?  

 

Brand Awareness 

1 Who is your target customer? 

2 What does your company do to rising customer awareness of your brand?  

3 At the beginning of your company started, what efforts does your company do to 

establish brand awareness to customer? 

4 During the development period, what further strategies does your company do to 

maintain brand awareness? 

5 What do you think is the first step to let customers recognize your brand?  

 

Perceived quality 

1. How does your company control the quality of your brand? 

2. As in the clothing industry, fashion is one of the corn points, how does your 

company catch the trend? 

3. How does your management team manage the quality of your brand?  

4. Quality of product is important, is there any other kinds of quality you considered 

important as well? 

 

Brand image 

1. What brand image does your company intend to convey to the customers?  

2. Does your company think about some improvements to rising brand image? If it 

does, what are they? 

3. As we can see many advertisements of your brand, how you choose your brand 

ambassadors? 

4. What did you do to raise your brand image and let more people approve your 

brand? 

 

Customer loyalty 

1. Does your company consider customer loyalty an important point for a company’s 

development?   
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2. Does your company have groups of loyal customers?  

3. What did your company do to promote customer loyalty? Are there any strategies 

you take?  

4. How do you maintain your customers? 

 

Market share 

1. How much stores does your company have? 

2. Clothing industry is really a highly competitive industry. Does your company have 

any special market strategies to occupy the market?  

3. You have created a sub-brand, is there any relevance to the market share strategy?  

 

Price premium 

1. Why your products were in such prices? 

2. How your company controlled the price? For example, are there any fixed 

suppliers whom can give you a relative low price with a relative high quality 

product? 

3. What do you think is your company strength in pricing? 

 

Brand added value 

1. What’s ROE of your recent financial year? 

2. Does your company have a successive rising in net profit in recent 5 years? If 

does, what do you think is the main reason; If not, what is the main reason?  

 

Brand cost 

1. Does your company put advertisement in a prior position than other costs?  

2. Why does your company choose to be a sponsor in some of the activities? It may 

cost a lot. 

3.  Does your company really gain some benefit from these activities?  

4. How does your company control the cost? 

5. In the last 3 years, the cost of your company is raised or reduced? 


