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Chapter 3 Research Design 

This chapter starts with a research framework constructed based on past 

literature on branding and industrial market. The meanings and relationship between 

concepts of the framework were explained. Subsequently, it explained how the 

research was conducted, the research method, how the subject of the research was 

selected and the rationale behind it. 

 

3.1 Tentative Research Framework 

A company’s journey of branding is often initiated by internal and external 

factors such as the founder’s objective and ambition, the industry they are in, and 

profitability. Once the company is set to create its own brand, it must devote its 

resources to brand creations. However this is limited to the extent of how much 

resource the company has, and every single factor will affect how the brand will be 

created and how it will be managed, their relationship are shown in Figure 3-1. 

 

Figure 3-1 Tentative Research Framework 
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Because this research intends to construct a step-by-step industrial brand 

building process, a multiple case exploratory research method is used. Representatives 

from several companies were interviewed with open-ended questions. Some questions 

were revised during the interviews, according to interviewee responses and 

comments. 

The questions were intended to be open-ended to encourage uninterrupted detail 

and in-depth responses. 

i) Brand decision: Refers to a company that begins without a brand or was 

engaging in OEM activity and later decided to build its own brand or to 

manufacture products under its own brand. 

ii) Internal /External Factors: Factors that come from inside and outside of the 

company that will possibly influence a no-brand company to start build its own 

brand . 

 

Therefore, external factors that could influence company to start its own brand 

are: 

i) customer 

ii) Firm’s competitiveness 

iii) Industry 

iv) Environment 

 

External factors that could influence company to start its own brand are: 

i) Company performance 

ii) Determinants of strategic options 

iii) Brand-building Management: Relevant literature has shown that 

brand-building is a complicated and extensive process. Therefore, it will be 
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important how the company builds the brand, and how it manages the 

iv) Company Resources: Since brand-building is a huge task, a company needs 

to devote a lot of resources to it. However, companies’ resources are limited. 

How much resources a company has, and how it allocates its resources will have 

a huge impact on the brand building process and the brand performance. 

e) Brand Performance: refer to how the brand is doing. 

 

De Chernatory and McDonald (2002) define a successful brand as “an 

identifiable product, service, person or place, augmented in such a way that the buyer 

or user perceives relevant, unique added values which match their needs most closely. 

Furthermore, its success results from being able to sustain these added values in the 

face of competition.” 

Jary and Wileman (1998) define a strong brand as a “product or service that, 

relative to competing brands, commands from consumers a price premium and/or 

volume preference at price parity.” 

If the brand was successfully built, it should sell more than competitive brands or 

be able to charge a price premium. Therefore, sales volume and price premium can be 

indicators of how well the brand is doing. 

The format of questions used for this research was open-ended questions, 

because the concept of the research was broad, the interview outline did not list all of 

the questions. Instead, only few questions from each concept were listed.  

 
Interview Outline 

Brand decision 

1) Why does the company want to build a brand? When does the brand building 

process begin? 
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Brand Building Process 

1) Did the company go through any organizational changes for building the 

brand? 

2) How does the company obtain market information? 

3) How does the firm promote its product? 

4) What’s the firm’s channel strategy in its major markets? 

5) Does the company have any overseas office? What’s the firm’s overseas 

human resources strategy? 

6) Is the firm engaged in any OEM/ODM activities? If so, does the firm have 

separate ways of managing the OEM business and the brand business? 

7) In what way does the OEM business help the company? 

 

3.2 Interview Process 

Since the topic of this research is “the brand building process of industrial 

manufacturers,” only industrial companies that have a brand were qualified. The 

subject must fulfill the following two requirements: 

1) Must be a company currently conducting business in the industrial market. 

2) Must have its own brand 

Four companies were interviewed as the result, detail of the interviewees are 

listed in table 3-1. 

 

Table 3-1 Research Subjects 

 
Name of Company Major Products Interviewee’s position 
Company A Electronic thermal 

management products 
R&D personnel 

Company B Digital multimedia 
products 

Director of Human 
Resource department 
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(who was recently from 
the sales department) 

Company C Industrial computers Vice President 
Company D Electronic hand-held 

devices 
President 

Three of the companies’ representatives interviewed (Company B, C and D) 

were either currently attending or had attended National Chengchi University. Aside 

from these three companies, two other companies were contacted via telephone first. 

One refused to have an interview. So in total, four companies were interviewed. 

For Companies B, C and D, the interviewees were contacted directly to set up 

the interview appointment.  An interview outline was then sent to them by e-mail 

approximately one week before the interview to allow time for them to think and 

answer the questions thoroughly. 

As for company A, because the call was redirected to the R&D director, and the 

interview outline was mailed to him. He then found the suitable interviewee for the 

research. 

The average interview time was about an hour and half, not including follow-ups 

on telephone or e-mail when organizing the interview data. 

 

 

 


