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ABSTRACT

This study focused on the impact of Corporate Brand Strategy (CBS) on competitive
advantage in the engineering industry in South Africa. In South Africa and
developed economies, the engineering industry is characterised by only a few large
firms, hence the engineering industry is an oligopoly market, with competitors of a

similar size and institutional capacities.

The study investigated the impact of Corporate Brand Strategy on Sustainable
Competitive Advantage (SCA) mediated by Form Level Resources in the South

African engineering industry.

A quantitative approach was used, with primary data collected using an online
survey of 200 respondents of a 5000 sample. A combination of descriptive and
correlation analysis was used to analyse the relationship between Sustainable

Competitive Advantage, Corporate Brand Strategy and Firm level Resources.

From the results, this study suggests that there is a significant positive relationship
between corporate brand strategy developed from firm level resources and
sustainable competitive advantage. Therefore, this study recommends that firms in
the engineering industry of South Africa should improve firm level resources in order
to enhance corporate brand strategy implementation and sustainable competitive
advantages.

Key words: corporate brand strategy, sustainable competitive advantage, firm

level resources.
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CHAPTER 1. INTRODUCTION

1.1. Background

Following Penrose’s (1959) seminal theory on the Growth of the Firm (TGF), a
series of studies (Chandrashekaran, Rotte, Tax & Grewal, 2017; Chatzoglou,
Chatzoudes, Sarigiannidis & Theriou, 2018; Cowan & Guzman, 2020) inform that
sustainable competitive advantages (SCAs) are influenced by firm level resources
such as goodwill and corporate branding strategy. However, Penrose’s (1959) TGF
and recent follow-up research by Cowan and Guzman (2020) suggest that firm level
strategic growth is influenced by the internal resources of the firm. This assertion

motivates the present study.

According to Barney (2015), firm resources also known as firm level resources
(FLR) comprise both tangible and intangible assets such as capabilities, firm
attributes, knowledge and information, controlled by a firm that enable and enhance

the firm to implement strategies that improve its efficiency and effectiveness.

The talents that are acquired over time—experience, knowledge, technical
proficiency, perception, aptitude, insight, and so forth—are referred to as internal
resources (Lahiri & Kedia, 2009). Internal resources are not subject to the

limitations that apply to external resources.

Within any national economy, the engineering industry plays an important role in
the performance of key economic sectors and is an important factor in economic
efficiency and global economy. In South Africa, the engineering sector is dominated
by both Multinational Enterprises (MNEs) and domestic firms that originate in South
Africa (StatSA, 2020). Studies of the topic assert that inefficiencies in Corporate
Brand Strategy (CBS) may be due to a host of factors, such as increasing market
share, increased product performance, efficient marketing strategy execution
schedule process and management systems related to planning, control,
monitoring and performance measurement of brand performance and intervening

strategies (Igbudu, Garanti, & Popoola, 2018).



Confidential - Internal Only

According to Cowan and Guzman (2020), the study on the relationship between
CBS and sustainable competitive advantage (SCA) emerged because of an
increased knowledge in the role of FLR such as intangible assets (goodwill) in
increasing brand loyalty. The effectiveness of a brand management strategy is
determined by appropriate firm level efficiencies aimed at the efficient delivery and
distribution of products and services. In the context of this background, efficient
corporate brand management clearly has far-reaching consequences for all types
of business models in developing and enhancing SCA. For instance, inefficient
brand management strategy plays a major role on overall company performance,
and this can be measured in terms of market share, financial performance and

supply chain process (Jin, 2018).

South Africa’s engineering sector provides interesting points to consider; for
instance, engineering services are critical in primary, secondary and tertiary sectors
of the economy because they provide value adding activities across all economic
sectors. It is, therefore, the strategic position of engineering services that motivates

the practical significance of the present study.

1.2. Context of the study

The present study focuses on the impact of CBS on competitive advantage in the
engineering industry in South Africa. In South Africa and developed economies,
the engineering industry is characterised by only a few large firms, hence the
engineering industry is an oligopoly market, with competitors of a similar size and

institutional capacities.

According to Akpinar (2014), firms in the oligopoly markets are interdependent in
their strategic plans (investment and firm behaviour); hence, they depend closely
on the assumed reaction of the other players in the industry. Competition among
oligopoly firms fosters efficiency in internal arrangement, and it is, therefore, clear
that investment policies that involve SCA should be implemented in a cost

effective and value adding manner in the value chain stream (Porter, 2018).

Considering the fact that CBS can be viewed in the context of quality and services
and market share, it is, therefore, necessary to consider the pricing of goods and
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services in oligopoly markets (Porter, 2018). In addition, Porter (2018) suggests
that firms in oligopoly markets are dependent on one another, as they fear creating
price wars. From this point of view, corporate brand aspects are important in

determining SCA in the market.

According to Penrose (1959, 2009), a firm is a collection of assets and liabilities.
This consideration underscores the fact that its resource base limits the objectives
of the firm. In this iconic theory, Penrose (1959, 2009) argues that a firm’s
resources are twofold. First, there are intangible resources and, second, there are
tangible resources. Intangible resources are the firm core competencies that
create SCA, and these resources include human capacity, knowledge,
entrepreneurship skills and organisational core competencies. In addition,
tangible resources also create core competencies, such as lower costs due to
manufacturing efficiencies and access to raw materials. Penrose’s (1959)
economics considers that both the tangible and intangible assets in an
organisation complement each other, and this integration determines what is

known as the boundaries of the firm.

Penrose’s (1959) views have been echoed in what is known as resource-based
views. In a series of studies, Barney (1991, 2001, 2015) contends that for a firm’s
resources to be sustainable and able to create a competitive advantage they need
to be rare, cannot be easily imitated by rival firms nor have close substitutes.
Therefore, in the context of CBS, firm resources determine SCA and market share

growth.

1.3. Problem statement

As indicated above that resource-based oriented studies assume a polarised
perspective on the determinants of SCA. However, this study proposes to test
empirically the theoretical underpinnings of the Resource-Based View (RBV) on
SCA as well as elements of CBS as sources of competitive advantage. Since
engineering firms offer their services across all industry sectors, the market
dynamic such as CBS is an overarching objective (Jin, 2018; Igbudu, Garanti, &
Popoola, 2018).



Confidential - Internal Only

1.4. Purpose of the study

The study investigated the impact of Corporate Brand Strategy on Sustainable
Competitive Advantage mediated by Firm Level Resources in the South African

engineering industry.

1.4.1 Main Problem

The main research problem was based on the notion that there are limited studies

that investigate the aspects of CBS as sources of SCA in the engineering sector.

1.4.2 Research questions

o Research question 1: What is the relationship between CBS, FLR and
SCA in the South African engineering industry?

. Research question 1a, What is the impact of CBS on SCA in the
South African engineering industry?

. Research question 1b, What is the impact of FLR on SCA in the South

African engineering industry?

. Research question 1c, What is the impact of CBS on FLR in the South

African engineering industry?

o Research question 2: What role does FLR play in the relationship

between CBS and SCA in the South African engineering industry?

1.4.3 Contribution and significance of the study

The study contributed to the scholarly conversation in the area of marketing and
management science and managerial economics. Therefore, as noted, the present
study contribution and significance were twofold. First, the study was significant in
empirically testing the theoretical relationship between CBS and competitive
advantage. Second, the study proposed to develop knowledge in the relationship
of CBS, FLR and SCA in the engineering industry in South Africa. In particular, the
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present study added to the limited studies that investigate the relationship between
CBS and SCAs. The study offered guidance in management theory and practice
in the context of developing FLR that enhance corporate brand management

strategy. Thus, this involves the firm level policy development initiatives.

1.5. Delimitations of the study

In the context of the above, the present study was limited by the following

boundaries:

. The present study was limited to the engineering industry and

engineering consulting firms in South Africa.

. This study did not investigate the relationship with long-term

performance of the organisations.

1.6. Definition of terms

1.6.1 Corporate brand strategy

According to Martin, Herrero and Garcia de los Salmones (2019), corporate brand
strategy is defined as a systematic process of promoting corporate brand name and
corporate identity to develop SCA. Thus, SCA is developed through the brand
equity approach. Consequently, for many companies, it is of strategic value to
establish strong brands as a means to attain a foothold in the market and enjoy a

decisive advantage over other companies in terms of sales and market share.

1.6.2 Sustainable competitive advantage

According to Porter (2018), SCA is defined as deployment and utilisation of unique
selling propositions such as price competitiveness, value and corporate brand
image to enhance long term profitability. Thus, sources of SCA may include access
to natural resources, low-cost skilled labour, low-cost power source, technological

development, geographic location and high entry barriers.
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1.6.3 Firm resources and Firm level resources

According to Barney (2015), firm resources also known as firm level resources
comprise both tangible and intangible assets such as capabilities, firm attributes,
knowledge and information, controlled by a firm that enable and enhance the firm

to implement strategies that improve its efficiency and effectiveness.

1.6.4 Internal Resources

According to Lahiri and Kedia (2009), the skills that are developed over time—
experience, knowledge, technical proficiency, perception, ability, insight, and so
forth—are referred to as internal resources. The restrictions that apply to external
resources do not apply to internal resources.

1.6.5 Brand Equity

Every brand has a certain level of brand equity, which is defined as the assets and
liabilities connected with the brand that add to or detract from the value provided by
the product (Aaker, 1996).

As Amini (2010) observes, equity exists when the customers are conscious of the
brand, elect to be loyal to the brand as they perceive the brand to be of high quality.
Awareness, loyalty, and quality perception are the three main components of a
successful brand creation (Seetharaman & et.al, 2001). Aaker (2006) is of the
opinion that there are four dimensions of brand equity which comprise of perceived

guality, brand associations, brand awareness, and brand loyalty.

1.6.6 Corporate Brand

Corporate brand can be defined as a particular type of feedback from consumers
in a given market environment regarding the credibility of the superiority claims the
organisation makes about its product (Abratt & Mofokeng, 2001). Corporate brands
serve as a powerful motivational tool to accelerate sales influencing investors,

employees and consumers alike (Bridson & Mavondo, 2011).
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1.6.7 Corporate Image

Consistent with Shee and Abratt (1989), Bick, Jacobson and Abratt (2003) suggest
that corporate image is a systematic process that conveys the image of the
organisation as a whole. In particular, corporate image manifests through values
and norms of the organisation, signals and behaviours displayed by its employees,
who are then understood to represent a specific organisation to the targeted

audience.

1.6.8 Product Brand

In marketing science, product brands refer to the individual products that are
produced by a specific company. This is implemented through positioning at all
relevant brand touchpoints such as logos, brand names, brand colours and logos
(Abratt & Mofokeng, 2001).

1.6.9 Brand Ildentity

According to Essamri, McKechnie and Winklhofer (2019), brand identity is the
visible aspects of a specific brand, such as design, colour, and logo. These aspects
distinguish the brand, distinguish it from rival brands and enhance the identity of the

brand in consumers' minds.

1.7. Assumptions

In the view of the proposed study, the following assumptions are noted;

. In the survey data collection process, there was access to data.
o The data was reliable.
1.8. Ethics

According to Creswell and Creswell (2017), ethics refers to what is or is not

legitimate to do. It involves what moral research procedures are in a given situation.
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In the case of this study, the researcher balanced the search for scientific
knowledge and the rights of institutions and individuals under study. The present
study collected primary data through a closed ended questionnaire and in so doing,
the researcher adhered to the ethical code of conduct of the IMM Graduate School

and proper conduct of scientific inquiry that ensured the following ethical standards;

. Confidentiality: Anonymity and confidentiality and the right to privacy

of concerned parties;

o Ethics: The researcher adheres to accepted ethical practice in the
course of the search for scientific knowledge and respected the rights of

institutions under study;

. Plagiarism: all the work that was used for the purpose of the study

was cited by means of referencing; and

. Research results: the researcher did not falsify or exaggerate the

outcome of the study.

1.9. Outline of the study

Chapter 2 Literature review: The chapter provided insight into the research
guestions by reviewing literature and prior research. The chapter presented a

literature synthesis and analysis that informs the study.

Chapter 3 Research methodology: This chapter proposed a quantitative research
approach to the study. It also discussed the regression and correlation analysis

used to capture the research phenomena or data.

Chapter 4 Presentation of results: The chapter presented the quantitative research
results that include an overview of the demographics of the respondents, factor

analysis results, correlation test results and mediation analysis results.
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Chapter 5 Discussion of results: This chapter discussed the results presented in
the previous chapter in the context of the research questions, objectives and

hypotheses.

Chapter 6 Conclusions and recommendations: This chapter delved into the
summary of preceding chapters and provided a summary of research conclusions.

The chapter also presented recommendations.
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CHAPTER 2. LITERATURE REVIEW

2.1. Introduction

In this chapter, the purpose of the literature review was to provide insights about
the research questions from the prior research. Therefore, the literature review
sought to address each question on the relationship between CBS and SCA. In
particular, in this chapter the primary target was to present a literature synthesis
and analysis that informed the research gap, research questions and objectives
and inevitably the research hypothesis that was later proved by methodological
application of statistical estimations.

For the ease of reference, this chapter was arranged as follows; Section 2.2,
definition of terms was presented in the context of the key themes that inform the
literature synthesis. Section 2.3 discussed the theoretical framework that identifies
the significant positive relationship between corporate brand strategy and
sustainable competitive advantage. Section 2.4 provided the discussion about the
implementation of corporate brand strategy. Section 2.5 provided a discussion on
the linkage between corporate brand strategy and sustainable competitive
advantages. In section 2.6, the study presented a conceptual framework that was
deduced from the literature analysis.

2.2. Definition of terms

2.2.1. Corporate Brand Strategy

According to Martin et al. (2019), corporate brand strategy is defined as a
systematic process of promoting corporate brand name and corporate identity to
develop SCA. Thus, SCA is developed through the brand equity approach.
Consequently, for many companies, it is of strategic value to establish strong
brands as a means to attain a foothold in the market and enjoy a decisive advantage

over other companies in terms of sales and market share.
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2.2.2. Sustainable Competitive Advantage

According to Porter (2018), SCA is defined as deployment and utilisation of unique
selling propositions such as price competitiveness, value and corporate brand
image to enhance long term profitability. Thus, sources of SCA may include access
to natural resources, low-cost skilled labour, low-cost power source, technological

development, geographic location and high entry barriers.

2.2.3. Firm Resources and Firm Level Resources

According to Barney (2015), firm resources also known as firm level resources
comprise both tangible and intangible assets such as capabilities, firm attributes,
knowledge and information, controlled by a firm that enable and enhance the firm

to implement strategies that improve its efficiency and effectiveness.

2.2.4. Corporate Brand Equity

Brand equity can be defined as a marketing concept rooted in the relationship
between customers and their perception of the product on the market as shaped by
its claimed qualities and virtues by the promoter (Tuominen, 1999). In marketing
literature, brand equity is applicable in two ways, that is, when consumers hold a
particular perception about the product in the market and develop a particular
attitude towards it, and when brand promoters create brand awareness to induce
customer loyalty based on conceived quality. Both operations work in similar ways
(Bahreinizadeh, 2006).

A combination of brand assets and liabilities associated to a brand, its name, and
symbol that add to or remove from the value supplied by a product or service to a
firm/or that firm's customers are referred to as brand equity. Although the assets
and liabilities that make up brand equity vary by context, they can be divided into
five categories: brand loyalty, brand name recognition, perceived brand quality,
brand associations, and other proprietary brand assets, which was later added to

make them five brand assets (Aaker, 2009).

11
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Each brand equity component, according to Aaker (1991, 1996), might be attained
using a number of marketing tactics. The first four of Aaker's suggested brand
equity dimensions—which indicate consumers' opinions and responses to a
brand—are the most widely used dimensions to examine the results of marketing

and consumer behaviour research in connection to brand equity (Barwise, 1993).

Brand equity benefits both customer and organisation in terms of value realisation
in the sense that it creates value by virtue of its accelerated efficiency in information
dissemination which ultimately leads to prompt decision-making processes that
securely reinforce purchasing frequency and contributes to self-respect and mutual
trust. In addition, brand equity creates loyalty to the product, the widening of benefit
margin, the obtaining of influence leverage between retailers, and the achievement

of competitive advantage over rivals in the market (Amini, 2010).

According to Yoo et.al (2000), the overall value of brand equity is adopted as a
proxy of market performance. In an overall view, brand equity is defined in terms of
the marketing effects uniquely is attributable to the brand in the sense that the
equity relates to the fact that different outcomes result from the marketing of a
product or service because of its image as compared to outcomes if that same
product or service did not have that brand identification (Tuominen, 1999).

Brand equity has attracted a fair amount of research interest in the field because it
is a strategy- oriented incentive that enhances marketing productivity. Having more
values, larger rivalry, and immense demand in most markets, has been able to
increase efficiency of marketing expenses. Therefore, marketers need to take
consumers behaviours as a base for making better strategy decisions about target
market and positioning. In order to obtain productivity in marketing, perhaps one of
the most precious assets of one corporation is knowledge and awareness of the
brand that was made with the consumer in mind and is about the investiture of

corporations (Amini, 2010).

2.3. Theory base

In this study, a genre of seminal theories that relate to the resource-based views

are used to illuminate the discussion of FLR, CBS and SCA. At least three

12
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alternative theoretical frameworks present themselves. These are the resource-
based view relative to positioning-based theories of competitive advantage (Porter,
1980), the neo-classical microeconomics (Shin 2021), and the evolutionary
economics (Coad, 2021). These three different ways of positioning the resource-
based view generate what could almost be described as three different resource-
based theories of competitive advantage (Varadarajan, 2020).

These theories are not entirely different as they all share a common set of
assumptions, including the assumption that resources and capabilities may be
heterogeneously distributed across firms and the assumption that these differences
may be long lasting (Barney, 1991). These theories also share a common emphasis
on understanding why some firms can consistently outperform others. These
commonalities identify these theories as examples of the broader resource-based

view.

However, major differences among these theories also exist. While they admittedly
share a good measure of similarities, they also emphasize quite different
implications of their assumptions. While they all focus on explaining sustained
performance and differences across firms, they also adopt different definitions on
performance. Given these differences, it is not surprising that these three resource-
based theories have generated three different empirical literatures within the

broader resource-based view (Varadarajan, 2020).

Following Penrose's (2009) TGF, a series of classical studies asserts that firm
growth and competitiveness are limited by the utilisation of resources to create
SCA. These are the RBV relative to strategic competitive positions-based theories
of competitive advantage (Porter, 2018; & Barney, 2015), neo-classical
microeconomics and evolutionary economics (Penrose, 2009). These three
different ways of positioning the RBV generate what could be described as three

different resource-based theories of competitive advantage (Barney, 2015).

According to Barney (2015), the VRIO (Value, Rarity, Imitability, & Organisation)
framework is premised on two fundamental assumptions: capabilities and
resources that are owned and controlled by the firm. These resources are linked to

the heterogeneous nature of the firm; hence they are not easy to imitate in view of

13
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the cost of research and development used in developing those resources. As such,
as argued by a series of seminal works (Barney, 1991; Barney, 1997; Barney, 2001,
& Barney, 2015), SCA derived by FLR and capabilities provides them a competitive

edge over rival firms.

Valuable
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Inimitable ////

N &

Organised
Sustained
Competitive Unused Competitive
Advantag e Advantage
Temporary Competitive
Advantage

Competitive Parity

Competitive Disadvantage
Figure 1 VRIO Framework: Author's Compilation

Thus, to understand and analyse different resources and capabilities that a firm
owns as well as the propensity of these capabilities and resources to generate SCA,
the VRIO framework is used. In particular, the framework is premised on SCA in

the context of value, rarity, imitability and organisation (Barney, 2015).

These theories are not entirely different as they all share a common set of
assumptions, including the assumption that resources and capabilities may be
heterogeneously distributed across firms and the assumption that these differences
may be long-lasting (Barney, 1991). These theories also share a common emphasis
on understanding why some firms can consistently outperform others. These

commonalities identify these theories as examples of the broader RBV.
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2.3.1. Resource-Based View (RBV) theory

Neo-classical microeconomics, or neo-classical price theory as it is sometimes
called, focuses on how market forces shape the quantity, quality, and pricing
regimes of goods and services sold in any market. RBV theory adopts many of the
same assumptions as the broader RBV—those economic actors (especially
business entities and customers) are limited rational usage promoters, that is, that
markets can vary in their level of competitiveness and that information can vary in

how it is handed across the market (Barney, 2015).

Barney (2015) contends that there is only one important difference between the
assumptions of neo-classical microeconomics and the RBV. The former assumes
that resources and capabilities are inherently elastic and inexhaustible in supply.
This means that when demand for a particular resource or capability increases, the
price of acquiring it will also inversely increase, and the quantities of this resource
supplied to the market will also increase. For instance, if there is a shortage of
teaching professionals in a particular national market, the cost (salary) of hiring this
talent in this labour market will exponentially increase, and the numbers of people
who decide to train as teachers will escalate—either by training to become teachers
or by moving from other markets such as neighbouring countries or even overseas

to fill the vacuum.

The RBV acknowledges that many factors of production may, in fact, impinge on
supply. However, this view also argues that because some resources and
capabilities can only be developed over long periods of time and because these
capabilities may be developed in the short to medium term at least some factors of

production may be inelastic in supply (Barney, 2015).

Supply inelasticity implies that manufacturers that possess these resources and
capabilities may generate above normal profits, and these profits do not lead to
increased supply of these resources and capabilities in the short term. These
resources may also, in the long run, not be supplied infinitely, thus they become a
source of SCA (Porter, 2018).

15



Confidential - Internal Only

According to Sibindi (2019), the advantages of positioning the RBV relative to neo-
classical microeconomics are so significant that the concept of strategic factor
markets shows that when these markets are perfectly competitive, acquiring the
resources necessary to create a competitive product will make the market absorb
all the profits that this competition would otherwise create. Thus, for firms to obtain
economic rents, they must acquire the resources and capabilities needed to
conceive of and implement strategies in imperfectly competitive strategic factor
markets (Barney, 2001).

2.3.2. Implications of the three Resource-based Theories

While the resource-based view is placed relative to only positioning-based models
of Competitive advantage, all three of these resource-based theories have been
developed in the literature. An appreciation of these different resource-based
theories can assist to organise this growing literature and further explain differences
among different resource-based scholars.

Several authors, apart from Barney (2015), have examined the relationship
between the resource-based view and competitive positioning theories including
Barney, Ketchen and Wright (2021). Empirical research by Davis and DeWitt
(2021), Patnaik, Munjal, Varma and Sinha (2022), and others has approximated the
relative effect of their attributes on firm performance. While there is apparently some
variance across industries, generally, firm effects seem to be larger than industry

effects and somehow consistent with the expectations developed in 1991.

Those who have explored the positioning of the resource-based view relative to
neoclassical microeconomics have tended to concentrate on describing and
measuring the attributes of resources and capabilities that lead them to be inelastic
in supply. Important theoretical developments in this area of work include Bals, and
Rosca (2022) and Zahra (2021). A significant number of studies have attempted to
measure these attributes of a firm’s resources and capabilities and then to attempt
to find a relationship between in a firm’s performance. Examples of this work include
Barney (2021) and Estensoro, Larrea, Miller and Sisti (2021).
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Finally, evolutionary versions of resource-based logic have generally been
developed by those scholars whose work is most inclined towards how the
capabilities of firms change over time and the competitive implications of those
changes. Some of the most important theoretical work in this area includes the
works of Fakhreddin and Foroudi (2022). Empirical research by Chaudhuri,
Subramanian and Dora (2022), Khanra, Kaur,Joseph, Malik and Dhir (2022) and
Greve (2021) also adopted this evolutionary point of view which Makadok (2001)

calls “capability building” theories.

2.4. Corporate Brand Strategy Implementation

There are various contexts where this resultant strong corporate has significant
benefits including in cases of mergers and acquisitions and where manufacturer—
reseller relationships are concerned (Beise-Zee, 2022; Kaul & Arora, 2022; Mari &
Meglio, 2021; Lambkin & Muzellec, 2010; Glynn, 2010). This is even though the

dynamics of the branding processes remain unclear.

First, there is limited research that examines the people who participate in branding,
that is the brand actors (Hemetsberger, Kreuzert & Mihlbacher, 2022; Muhlbacher,
Bertschy & Desbordes, 2022; Bertschy, Muhlbacher & Desbordes, 2020;
Muhlbacher & Hemetsberger, 2008). Despite the fact that leaders have been
identified clearly as critical drivers, the role of other actors, internal and external,
still remains understudied (Duger, 2020; Lindgreen, Maon, Xu, & Wilcock, 2011;
Vallaster & de Chernatony, 2006).

Second, there is limited literature analysing the impact of each actor’s social
interactions in branding. There is limited research that addresses the mechanisms
through which such interactions take place giving examples of meetings that are
ways of developing strategies (Leijerholt, Biedenbach & Hulten, 2022; Su & Liu,
2021; de Chernatony, Drury, & Segal-Horn, 2006).

Third, it has been established that in terms of brand-supportive behaviour, personal

interest always influences actors’ choices (Piehler, Roessler & Burmann, 2021;

17



Confidential - Internal Only

Khan, Hameed & Hussainy, 2021; Burmann & Zeplin, 2005; Thomson, de
Chernatony, Arganbright, & Khan, 1999). This is despite the fact that it still remains
an open question how individual, organisational, or market-related, that is

situational contexts, influence brand strategy formation.

As an illustration, the question of ‘what’s in it for me’ as an issue of motivation and
therefore an individual-related context matter, determines to a greater extent the
degree to which an employee is likely to engage in brand strategy formation. Where
organisational-related context is concerned, the point that different divisions or sub-
units of an organisation are likely to follow different goals may have implications on

the priorities and the overall brand strategy pursued.

Last, the market-related context refers to ways in which stakeholders’ needs or
competitive moves may influence brand strategy formation. Lindgreen, Beverland
and Farrelly (2010) posed that there is “little research on key strategic and tactical
issues in relation to building, managing, and refreshing business brands” (2010:
1223-24). To assist practitioners to develop more effective brand strategies,
research must zero down on what practitioners actually do rather than an over

emphasis on the brand itself and related economical aspects.

To accomplish the task of focusing on what practitioners actually do, it is important
to rely on the ideas around strategy-as-practice research (Hussnot, Hernes &
Bouty, 2020; Chia, 2003; Hendry, 2000; Jarzabkowski, 2005; Jarzabkowski,
Balogun, & Seidl, 2007; Johnson, Langley, Melin, & Whittington, 2007; Whittington,
2003).

This way it becomes possible to put emphasis on the branding processes through
distinguishing the practice lens as brand strategy that is institutionally and socially
accomplished, brand practices as the actual activities by the organisation, and
brand practitioners as the skilled actors involved in brand strategy making
(Stensaker, Balogun & Langley, 2021; Jarzabkowski, Le & Balogun, 2019; Balogun
& Johnson, 2004; Maitlis, 2005; Maitlis & Lawrence, 2007; Rouleau, 2005;
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Whittington, 2006). It has been noted that the corporate brand strategy formation is

a complex process.

Organisations need an in-depth understanding of the dynamics that shape their
brand strategy formation, to implement the many activities of their organisational
brand actors and influence social interactions between the organisation and its
stakeholders (Beverland & Cankurtaran, 2022; Lai & Zhao, 2022; Portal, Abratt &
Bendixen, 2019; Lindgreen, Beverland, & Farrelly, 2010).

2.4.1. Corporate Brands and Brand Values

The corporate culture becomes the foundation of the corporate brand when the
corporate branding applies a single brand across the entire organisation (Balmer &
Podnar, 2021; Dayan & Ndubisi, 2020; Iglesias & Ind, 2020; Hatch & Schultz 2001,
2003). It is important for the corporate culture to encompass corporate values in
order to define the organisation (Balmer & Podnar, 2021; Dayan & Ndubisi, 2020;
Balmer & Wilson, 1998).

It cannot be overemphasised that these values are necessary to an organisation.
However, a corporate brand is also contingent on promises made to external
stakeholders (Balmer & Podnar, 2021; Dayan & Ndubisi, 2020; Iglesias & Ind, 2020;
Fan, 2008). That way it can be argued that a corporate brand involves values
distinguishing it from competitors and this assumes that those values are congruent
with the corporate culture.

An example is given of the Liechtenstein-based power tool company, Hilti, which
promises that it will ‘Outperform. Outlast.” This is also encapsulated in in its
corporate cultural values that say it aims “to act with integrity, demonstrate courage
to go beyond its habits, outperform through teamwork, commit to personal and
organisational growth.” It is then argued that in order to develop a consistent brand
image, the company Hilti must make all these ‘brand values’ explicit to its
stakeholders. The stakeholders, once in possession of this explicit information,
would ascribe meaning to them, and ideally their meaning must be consistent with

the corporate culture and linked to their brand experiences (Balmer & Podnar, 2021;
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Dayan & Ndubisi, 2020; Iglesias & Ind, 2020; Hatch & Schultz, 2001, 2003; Schultz,
Hatch, Larsen, & Van Riel, 2002).

2.4.2. Brand actors and the social interactive mechanism of brand

strategy formation

Numerous literature on brand management is top heavy, focusing mainly on the
contributions of the CEO or top management in influencing the brand strategy from
how it is carried out to the management of its associated processes (Kato, 2023;
Aaker & Joachimsthaler, 2000; Davis & Dunn, 2002; Vallaster & de Chernatony,
2006). This precludes the fact that leaders are not the only actors giving sense to
employees (Lucna & Popadiuk, 2020; Alhawamdeh & Alsmairat, 2019; Mintzberg
& Raisinghani, 1976; Mintzberg & Waters, 1985).

It has been noted that, as an example, industrial marketers need a bottom up and
top-down approach to brand building (Webster & Keller, 2004: 398; Lucna &
Popadiuk, 2020; Alhawamdeh & Alsmairat, 2019). This actively engages
employees in the brand building process. It can then be argued that it is middle
managers, mediating between the organisation’s internal and external
environments, who strongly influence brand-related processes (Lucna & Popadiuk,
2020; Alhawamdeh & Alsmairat, 2019; Floyd & Wooldridge, 1997; Schilit, 1987,
Wooldridge & Floyd, 1990).

The brand strategy formation is an interactive process especially when it adopts a
sense-giving and sense-making perspective (Kiani & Laroce, 2019; Laroche, 1995).
This usually consists of conversational and interaction practices such as
workshops, events, or away-days (Lucha & Popadiuk, 2020; Balogun & Johnson,
2005). These practices include interest and intensity (Lucna & Popadiuk, 2020;
Alhawamdeh & Alsmairat, 2019; Jarzabkowski, 2004; Johnson, Melin, &
Whittington, 2003).

Most literature today cite three main brand actors, that is, managers who drive the
branding strategy; consumers who use, alter, or reject brand meanings; and

stakeholders, such as employees, suppliers, shareholders, various regulators, and
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local communities, that create and develop brand meaning (Keller, 2020; Keller &
Brexendorf, 2019; Keller, 2003; Kates, 2004; Hatch & Shultz, 2003). There is little
branding research, especially in the B2B context, that explores and describes the
interactions of these actors. Some literature is haunted by the question of whether
corporate brands are predominantly constructed internally, externally, or in
cooperation (Keller, 2020; Keller & Brexendorf, 2019; Roper & Davies, 2007).

Lindgreen and Beverland argued that in the case of the Trappist beer industry,
‘brand meaning is not the sole province of marketers but also draws on the
institutional environment surrounding the brand” (2009: 81). In this industry, the
development of each brand is seen as resulting from complex interplays among
brand managers, that is individual or organisational, the institutional and market
environment, business buyers who are individual or organisational entities, and
consumers who are individuals. However, there is still no research that defines
clearly how various actors, including employees from different organisational
divisions, external partners, and customers, come to agree on strategy formation
(Keller, 2020; Keller & Brexendorf, 2019; Muhlbacher & Hemetsberger, 2008).

Brand manifestation refers to tangible and intangible objectifications of the meaning
of a brand. As a result, Muhlbacher and Hemetsberger (2008), argues that brand
manifestations allow employees and other stakeholder groups to experience the
meaning of a brand. Examining the issue of brand manifestation agreement
represents a response to calls for a deeper understanding of brand development
and maintenance (Keller, 2020; Keller & Brexendorf, 2019; Lindgreen & Beverland,
2009).

2.4.3. Situational context of Brand Strategy formation: individual

context and beyond

It is believed that once the employees know the brand values and consider them
relevant, they start to identify with the brand (Khan, Hameed & Hussainy, 2021;
Piehler, Roessler & Burman, 2021; Piehler, Schade & Burman, 2019; Burmann &
Zeplin, 2005). As a result, contemporary strategy research proposes

conceptualising strategically relevant branding cognitions as schemata or
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“accounts” that construct a stepwise view of ongoing strategy formation (Khan,
Hameed & Hussainy, 2021; Piehler, Roessler & Burman, 2021; Piehler, Schade &
Burman, 2019; Rouleau, 2005; Maitlis, 2005). Thus brand strategy formation occurs

in the movement from one schema to the next.

According to Balogun & Johnson, individual schemata “constitute a mix between
old schemata that have not been challenged, schemata in the process of transition,
and schemata that have already been changed” (2005: 1588). However, this cannot
explain though how context-dependent (situational) individual brand constructions
exist in conflict with socially accepted (situation-independent) brand constructions
(Khan, Hameed & Hussainy, 2021; Piehler, Roessler & Burman, 2021; Piehler,
Schade & Burman, 2019; Garud & Rappa, 1994). It can be noted that in some
cases, employees might agree with and be highly committed to strategic branding
projects overall even though they might have differing opinions when it comes to

the changes required for their own business units.

It has been noted that even if people hold different viewpoints, they can collaborate
effectively during strategy making (Khan, Hameed & Hussainy, 2021; Piehler,
Roessler & Burman, 2021; Piehler, Schade & Burman, 2019; Eden & Ackermann,
1998; Mezias, Grinyer, & Guth, 2001; Van der Heijden & Eden, 1998). The people
can also demonstrate idiosyncratic beliefs when they consider intentional non-
adherence (Khan, Hameed & Hussainy, 2021; Piehler, Roessler & Burman, 2021,
Piehler, Schade & Burman, 2019; Thomas, Clark, & Gioia, 1993; Thomas,
Shankster, & Mathieu, 1994). It has been noted that intentional actions appear in

traditional research into observable strategy formation processes.

However, Mintzberg (1995) counter argues that at times there are unintentional
facets of strategy making, in which the brand strategy emerges over time as
intentions collide with and accommodate the changing reality. To advance
knowledge about brand strategy formation, there is a need for a better
understanding of social interactions across interested individuals, groups, and
organisations. It is also important to underscore that brand strategy formation

happens in intentional and unintentional ways.
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2.4.4. Corporate Brand vs Product Brand

In business-to-business marketing, the brand is built on reputation and the
reputation is determined by the service quality of the employees, as well as the
service quality of the product and services. Whereas in consumer marketing, the
brand is built through the imagery that is projected through the customers’
perception (Ngunyen & Nguyeh, 2021 ; Bick et al., 2003).

Core values shared by different products with a common and overall brand identity
define brand architecture. This plays a decisive part in coordinating the brand-
building process. The corporate brand’s role is to give credibility in cases such as
communications with government, the financial sector, the labour market, and
society in general (Muradov, Bagirzadeh &Suleymanov, 2019; Urde, 2003). It has
been noted that the foundation of a corporate brand lies in organisational values,

core values and added values.

The interaction between organisational values, core values and added values is the
backbone of the value-creating process of the corporate brand (Muradov,
Bagirzadeh & Suleymanov, 2019; Urde, 2003). To strengthen, differentiate and
express the core values of the corporate brand as added value for customers,
companies must organise their resources and internal processes. The articulation
between these core values and the corporate brand is important for a firm’s brand

equity and competitive position.

This means that management and organisation-wide support is crucial here
(Muradov, Bagirzadeh & Suleymanov, 2019; Urde, 2003). It has also been noted
that a corporate brand is not necessarily limited to a single corporation. Balmer and
Gray (2003) argues that the corporate brand can also apply to a variety of corporate

entities, such as corporations, their subsidiaries, and groups of companies.

It has also been asserted that corporate identity which must be taken as a corporate
asset, represents the firm’s ethics, goals and values, to differentiate the firm from
its competitors (Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov,
2019; Balmer, 1998). In that the markets are becoming complex daily and

technology has advanced such that products and services are quickly imitated and
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homogenized, it has become increasingly difficult to maintain credible product

differentiation.

This has meant the positioning of the whole corporation rather than just its products.
As a result, the corporate values and images emerge as key elements of
differentiation strategies (Balmer & Podnar, 2021; Muradov, Bagirzadeh &
Suleymanov, 2019; Hatch & Schultz, 2001). In creating a corporate brand, it is
always assumed that it will support all aspects of the firm and differentiate it its
competitors (Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov, 2019;
Harris & de Chernatony, 2001; Ind, 1997; Balmer, 2001).

In corporate branding, the firm gets a chance to use its vision and culture explicitly
as part of its uniqueness (Balmer & Podnar, 2021; Muradov, Bagirzadeh &
Suleymanov, 2019 Balmer, 1995, 2001; de Chernatony, 1999). de Chernatony
(2001) posits that firms must integrate their strategic vision with their brand building
because the corporate brands can increase the firm’s visibility, recognition and
reputation. It has been asserted that one of the benefits of strong corporate brands
is that investors may seek them out deliberately (Balmer & Podnar, 2021; Muradov,
Bagirzadeh & Suleymanov, 2019; Balmer & Gray, 2003).

This way there are more chances for strategic or brand alliances that then play an
important role in the recruitment and retention of valuable employees. The surge of
corporate branding has been seen as linked to the rising costs of advertising,
retailer power, product fragmentation, new product development cost efficiencies,
and consumers’ expectations of corporate credentials (Balmer & Podnar, 2021;

Alan, 1996).
Table 1 Corporate brand VS Product brand
Corporate brands Product brands
Management CEO Middle management
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Accountability

All Personnel

Middle management

Corporate Disciplines

Strategy/Multi-disciplinary

Marketing

Communications Mix

Total corporate communications

Marketing Communications

Effort

Multiple  internal and  external | Primarily customer

stakeholder groups and networks

Those of founders/s: combination of | Mainly manufactured

corporate and other sub-cultures

Source: Adapted from Abratt and Mofokeng (2001).

2.4.5. Corporate Branding

Corporate branding further extends its reach beyond customers to stakeholders
such as employees, customers, investors, suppliers, partners, regulators and local
communities (McDonald & Eisenhardt, 2020; Boyd & Koles, 2019; Hatch & Schultz,
2001).

A corporate brand can be defined as the totality of the corporation’s marketing
efforts directed at presenting a controlled representation of the corporation’s value
system and identity (Iglesias, Markovic, Barherzadeh & Singh, 2020; Iglesias & Ind,
2020; Ind, 1997; Balmer, 2001). The strategic focus is the main difference between
it and the product brand. In its strategic focus, a corporate brand combines
corporate strategy, corporate communications and corporate culture (Balmer and
Podnar, 2021; Muradov, Bagirzadeh & Suleymanov, 2019; Balmer, 1995, 2001).
Scholars proffer several ways that corporate branding differs from product branding
(Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov, 2019; Balmer &
Gray, 2003; Hatch & Schultz, 2003).
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First, in corporate branding, the focus shifts from the product to the corporation.
Corporate branding is, therefore, all about exposing the corporation and its
members (Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov, 2019;
Balmer & Gray, 2003; Hatch & Schultz, 2003).

Second, where managerial responsibility lies is different for the two. Whereas with
product brands it usually rests on middle-management marketing, with corporate
brands it lies with higher executive authority that considers strategic considerations
(Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov, 2019; Balmer &
Gray, 2003; Hatch & Schultz, 2003).

Third, the two also differ in terms of their target. While product brands typically target
specific consumers, the corporate brands relate to all of the firm’s stakeholders,
products and services (Balmer & Podnar, 2021; Muradov, Bagirzadeh &
Suleymanov, 2019; Balmer & Gray, 2003; Hatch & Schultz, 2003).

Fourth, they also differ in terms of where in the company the activities related to
them are conducted. While the product-brand management is normally conducted
within the marketing department, corporate branding requires support across the
corporation (Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov, 2019;
Balmer & Gray, 2003; Hatch & Schultz, 2003).

Fifth, it has also been argued that while product brands are relatively short-term,
the corporate brands are long term and this is because of their heritage and
strategic vision (Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov,
2019; Balmer & Gray, 2003; Hatch & Schultz, 2003). In a sense, corporate branding
is more strategic than the normally functional product branding. Hatch and Schultz
(2003) further argue that corporate branding is central to articulations between
strategic vision, organisational culture and corporate image. This positions the firm
in the marketplace and sets up internal support arrangements appropriate to
strategic importance. Ind (1997) identifies three key differences between the

corporate brand and the product brand.
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First, the messages that the firm delivers and its relationship to various stakeholders
is what gives corporate branding tangibility (lglesias, Markovic, Barherzadeh &
Singh, 2020; Iglesias & Ind, 2020; Ind, 1997).

Second, the variety of messages and relationships and the potential of subsequent
confusion makes corporate branding more complex than product branding
(Iglesias, Markovic, Barherzadeh & Singh, 2020; Iglesias & Ind, 2020; Ind, 1997).

Last, corporate branding tends to demand greater attention to issues of ethical or
social responsibility as compared to product branding (lglesias, Markovic,
Barherzadeh & Singh, 2020; Iglesias & Ind, 2020; Ind, 1997). In that the focus of a
product brand is on customers while that of a corporate brand is on stakeholders,
the latter can provide a sense of trust and quality for the firm (Balmer & Podnar,
2021; Muradov, Bagirzadeh & Suleymanov, 2019; Balmer & Gray, 2003). This is
especially where extending a product line or diversifying into other product lines are

concerned.

Peteraf (1993) argued that an effective corporate brand has an inherent “excess
capacity”; or “leverage”. This is because it can be translated to other markets
(Balmer & Podnar, 2021; Muradov, Bagirzadeh & Suleymanov, 2019; Peteraf,
1993). This way, corporate brands are extensively used to launch new products in

new markets.

In order to to engage target audiences who perceive and judge the company and
its products or services, corporate branding typically uses the total corporate
communication mix. This way the overall image of the firm is expected to generate
brand equity at corporate level (Keller, 2020; Keller & Brexendorf, 2019; Keller,
2000). This way the expected image of the firm is influenced by the company values
and heritage. Stakeholders always have a way of seeking and using information
about the firm beyond what the firm normally provides making the strategic vision

central to the image of the company.

It has been argued that firms that manage to establish a corporate brand are more
competitive than firms relying only on product branding especially in the fragmented
markets created by globalization (Balmer & Podnar, 2021; Muradov, Bagirzadeh &
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Suleymanov, 2019; Hatch & Schultz, 2003). Hence, corporate branding is more
complex than product branding. This is more because it requires simultaneous and
effective interaction of strategic vision, organisational culture, and images. de
Chernatony (1999) posits that corporate branding facilitates customers’ desire

prompting them to look deeper into the brand and evaluate the nature of the firm.

2.4.6. Corporate Reputation

The corporate reputation is built by employees, service quality of employees, and
the quality of product and service delivered by the organisation (Bick et al., 2003).
The image they project must be that which combines stability, excitement,
aggression yet retaining a texture of being public-oriented, diversified and focused
on some specialised areas. They must also appear generous to employees but

shrewd in its investment thrust.

Alwi, Ali and Nguyen, (2017) add that corporate brands serve as a powerful
motivational tool to accelerate sales influencing investors, employees and
consumers alike. In this highly competitive environment, companies are obliged to
project a strong and positive reputation to their stakeholders, who include the

employees, consumers, investors and the general public.

Consistent with CBS, company reputation is defined as a company’s ability to
satisfy the needs of a diversified stakeholder community and cause it to generate
positive feelings towards corporate image. Thus, examining corporate image from
the employees ’point of view is important for several reasons. Employees are critical
to an organisation’s performance matrix as their perceptions of corporate image are
related to their work attitudes and behaviours. Image perception can greatly
influence the actions of employees. This is because corporate image contributes to
an employee’s sense of self and employees use the image to gauge how outsiders

are judging them.
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2.5 Product Branding

Product branding has many different advantages for firms. Using a product-brand
strategy rather than corporate branding means that a firm is likely to experience
less damage to its corporate image if one of its individual brands fails (McDonald &
Eisenhardt, 2020; Boyd & Koles, 2019; Eggert, Kleinaltenkamp & Kashyap, 2019;
McDonald et al., 2001).

For example, when the Tylenol brand was under siege in the USA because of
tainted batches, Procter & Gamble’s name and reputation were somewhat shielded
by the product-branding strategy. This left Pampers and Tide undamaged by the
Tylenol scare. In that it allows a firm to position and appeal to different segments in

different markets, it can be argued that a product brand is flexible.

Another example is that of Budweiser beer, which is sold in the USA as a broadly
appealing, quality beer that is solid value for money; while being marketed in other
overseas markets as a premium product. In these markets, its product image is
linked to the American lifestyle. One of the challenges of product branding is that it
is costly as the marketer targets different small segments and this might lower brand
profitability. Branding and brand management is meant to create differentiation and

preference in the minds of customers.

Maintaining differentiation in a particular market is the core role of the development
of product branding (McDonald & Eisenhardt, 2020; Boyd & Koles, 2019; Eggert,
Kleinaltenkamp & Kashyap, 2019; Knox & Bickerton, 2003). In that it seeks to create
preferentiation and preference, corporate branding builds on the tradition of product
branding. This is despite the fact that corporate branding is conducted at the level

of the firm instead of the product or service.

According to Bick et al. (2003), components of CBS consist of the corporate brand
name and corporate identity. CBS is dependent on buy-in by employees, driven by
top management, can be a source of competitive advantage, depends on corporate

image and corporate reputation.

According to Martin et al. (2019), CBS is defined as a systematic process of

promoting corporate brand name and corporate identity to develop SCA. Thus, SCA
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is developed through the brand equity approach. Consequently, for many
companies, it is of strategic value to establish strong brands to attain a foothold in
the market and enjoy a decisive advantage over other companies in terms of sales

and market share.

In addition, San Martin, Herrero, and Garcia de los Salmones (2019) suggest that
brand portfolio is defined as a corporate portfolio strategy that covers all other
brands or subsidiaries that operate under the parent company. For instance, a
corporate brand portfolio strategy seeks to enhance different brand names that are
used by different subsidiary or products by the parent company, such as the case
of Coca-Cola. A CBS will seek to include different brands under one corporate
brand. Therefore, in this strategy, a large company uses various brand names to
introduce products and services to fulfil the requirements of different market

segments.

Furthermore, in CBS, corporate image is of strategic value to all companies which
need to manage it wisely (Rahman, Rodriguez-Serrano & Lambkin, 2019). Thus, to
create SCA corporate brand strategy should target an initiative that creates and
enhances corporate image. Corporate image can be defined as a particular type of
feedback from consumers in a given market environment regarding the credibility

of the superiority claims the organisation makes about its product.

2.5.1 Product and Services Quality

Service product, service, person, process, and environment quality that meets or
exceeds expectations are dynamic conditions. The level of service in terms of
perception, perceived service and degree of service expected value is a kind of
consumer assessment expected value. Customers are more likely to stick with a
company's goods and services if the customer service is of high quality (Bei &
Chiao, 2001).

According to Anggita and Ali (2017) a high-quality service is essential to retaining
clients over the long term. Businesses that provide excellent services can increase

their financial performance. Customers experience more product options, changing
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costs, and product quality as a result of increased competition. As a result,
customers always seek out the products with the highest value, and service quality

must begin with the demands of the customer and conclude with their perception.

Azhar, Jufrizen, Prayogi and Sari (2019) assert that the level of perfection that is
required and the management of the perfection to satisfy customer wishes
constitute the quality of service. In other words, the expected service and the
perceived service are the two key elements that influence the quality of service. The
consequence is that whether or not service providers can consistently exceed client

expectations, it will affect how good a waiter is.

2.6 Drivers of competitive advantage

While the RBV is positioned relative to only strategic competitive positions-based
models of SCA, all three of these resource-based theories have been developed in
the literature. Indeed, recognising these different resource-based theories can help
organise this growing literature and can help explain differences among different

resource-based scholars.

Overall, this work shows that firms that build their strategies on path dependent,
causally ambiguous, socially complex, and intangible assets outperform firms that
build their strategies only on tangible assets. Because this version of the RBV
focuses mostly on how firms exploit their valuable and rare expertise to imitate
resources and capabilities to generate economic fees, Makadok (2019) calls these

resource-based theories “resource picking” theories.

2.6.1. Brand Loyalty as a Tool of Competitive Advantage

Brand equity created by customers’ loyalty brings huge benefits to different players
in the market including customers, manufacturers, commercial intermediaries, and
society as well as brand owners. Customers’ loyal support of a brand may

contribute in the creation of competitive advantage for a business entity. This type
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of competitive advantage based on brand equity may help many global firms to
overcome the effects of ‘fading country-of-origin’ phenomenon.

Brand loyalty occupies a central place in the brand value system and it significantly
contributes to the meaning of brand as a resource of the firm. There are various
approaches to the concept of brand loyalty and what makes that the concept may
have many different meanings. Sometimes the focus is on sentimentality between
the buyer and the brand. In another approach, the focus is on the loyal behaviour
of the buyer of a branded product — buyer loyalty repeats purchase of a brand and

is resistant to competitive promotion (Rudawska 2005).

Brand loyalty sometimes presented as a deeply held commitment to keep buying
or patronising the same product or service consistently over a long time thereby
causing repetitive profits margins for the business despite situational changes in
the marketing which could been joined by other competitors without switching sides
(Oliver 1999). This definition addresses both behavioural and attitudinal elements
of the buyer’s reaction and brand loyalty emerges only in a situation when behaviour

is supported by attitude.

There are times when situations where loyalty does not exist. Such situations are a
result of no purchase and a presence of total indifference to the brand (Rudawska,
2005). There are a number specific terms for these situations. There is Inertia
loyalty which happens when a buyer buys the brand but has no emotional
attachment to it and the decision to buy is purely influenced by the price or when
there is no other alternative on the market (Chaudhuri, Holbrook 2001).

This type of loyalty is a very fragile because the buyer can easily switch to other
brands. There is also covetous loyalty which is related to no purchase of the brand
but there is a strong emotional relationship to the brand resulting from
environmental/social pressures (Chaudhuri & Holbrook, 2001). In this scenario, it is

difficult to expect loyalty because there is no personal experience with the brand.

In contrast to other factors of perceived brand value such as brand awareness,
brand image, and brand confidence, an earlier purchase and experience with the

brand is necessary for loyalty to come into existence. This usually occurs in the
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case of luxury goods. This situation, however, is good for the brand owner because
it contributes to the growth and expansion of the brand image while increasing the

brand awareness.

Premium loyalty refers to buyers having strong emotional ties to the brand, buyers
who regularly buy the brand under social pressure situations, and even in the case
of limited access to the brand, are still ready to search for it. This type of brand
loyalty is the most sought after as it creates the best brand equity. Keller (2008)
distinguishes four levels of brand loyalty that are quite similar to the ones mentioned

above:

e Behavioural loyalty — this type refers to buyers who buy the brand but having
no special attachment to it. They buy other significant amounts of a given
brand which represent a big lifetime value. In Gounaris and Stathakopoulos’

system, this level is called inertia loyalty (Gounaris & Stathakopoulos, 2004)

e Attitudinal attachment — this type refers not only to a systematic purchase of
the brand but also personal attachment by the buyer. Customers feel an
exceptional degree of satisfaction and pleasure in purchasing this brand
(Fan Shang & Wang, 2022)

e Sense of community refers to a specific level of loyalty related to buyer’s
group. The customer strongly identifies with a particular group associated
with the brand and develops a feeling of social belonging (Hussein &
Yuniarinto, 2022).

e Active engagement with the brand indicates the strongest affirmation of
brand loyalty, when customers are prepared to invest time, energy, money,
or other resources in the brand beyond those expended during purchase or
consumption of the brand (Yi, Khan & Safeer, 2022).

In cases of extreme attachment to the brand, customers organise themselves in fan
clubs pomp and ceremony exhibiting pride to be associated with the brand and
even communicate the brand to outsiders. This is the highest level of brand loyalty
that unusually brings value to brand equity. A loyal customer remains loyal to his

brand even if prices fluctuate. They are not affected by competitor innovation or
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special promotions. To be a loyal customer means that the brand represents the
most attractive alternative in the eyes of the buyer. Loyal behaviour is measured by
checking if the customer who didn’t find his/her brand in the shop will purchase a

competing brand (Fan Shang & Wang, 2022).

Literature and marketing practice in the recent past considered a loyal customer as
one who, in the shopping process, replaced or repeated purchase of the same
brand. This type of behaviour has been described as sole brand loyalty. However,
recently the concept of share of requirement or share of wallet has been adopted.
This means that the customer’s purchase, within a given product category, focuses
on buying the same brand. This type of behaviour is described as divided brand
loyalty or proportional loyalty (Fan Shang & Wang, 2022).

The reasons for this behaviour are mixed — variety seeking, quality conformity, and
promotional influence. Some research indicates that brand loyalty is a phenomenon
strongly related to product type and competitive effort in a given product category.
For example, only selected brands of cigarettes or liquor enjoy a high percentage
of loyal customers, others are subject to variety seeking behaviour (Yi, Khan &
Safeer, 2022). Also, there is no agreement among researchers concerning brand
loyalty among social groups. Jacoby and Chestnut noticed that housewives and

older customers show stronger brand loyalty (Fan Shang & Wang, 2022.

On the other side, Ye, Khan and Safeer (2022) research showed that the highest
propensity to brand switching exists among less educated, older and poorer
customers (Yi, Khan & Safeer, 2022).

In a nutshell, one can say that it is difficult to indicate a social group’s brand loyalty
more than others. Also, within a given product category, various consumer group
brand loyalty is not close which indicates a variety of reasons for brand loyalty
among customers (Fan Shang & Wang, 2022).

2.6.2. Unique Firm Resources

Barney, (1991) states, resources that must be present at a minimum in order to

participate in a market are known as threshold resources. Unique resources are
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those that are hard to come by and clearly offer a chance for competitive advantage.
Organisational, human, and technological resource, all factors of production,

indicate that enhancing their distinctiveness should improve business performance.

According to Bakar and Ahmad (2010) In general, it is possible to anticipate that
unique company resources will enhance company performance without having to
be incorporated into a business strategy. These resources encourage the
development of new items that are expansions of existing products while raising
manufacturing efficiency and effectiveness. This implies that some corporate

resources could result in high performance.

The resources that provide you a competitive edge and that no one else can
duplicate or acquire are known as unique resources. Brand, location, such as being
close to a source of raw materials or a source of inexpensive labour, are examples

of distinctive resources (Barney, 2015).

2.6.3. Competitive Edge

Where one company has an advantage over another is called a competitive
advantage (Garvin, 1988). In other words, it is what sets the company apart from
other market rivals. For instance, a company might have a competitive edge
because of its distribution network, technological prowess, brand reputation, or
customer service. Cost structure, branding, the standard of the product offers, the
distribution system, intellectual property, and customer service are just a few

examples of the variables that are thought to contribute to competitive advantages.

2.6.4. Employee Perceptions

The most important factor that can motivate employees toward an organisation is
employee perception, which can be used to determine how satisfied an employee

is with their employer. It should be mentioned that a satisfied employee gave the
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company his all as opposed to the case with the dissatisfied person. Employee
perception is crucial because perception-checking shows the employees that you
are paying attention to what they are saying and offers them a chance to clarify any
parts of their ideas, thoughts, or proposals that you may not have fully understood
(Prottas, 2013).

According to Jayakumar and Sulthan, (2014), staff absenteeism is decreased,
organisational commitment is increased, performance is enhanced, turnover is
decreased, and job satisfaction is increased when employee perceptions are taken
into account. One method for raising the standard of workplace life has been
frequently advocated: increasing employees' perceptions Sarfraz, Qun, Abdullah
and Alvi (2018) added that the perceptions of the perceiver might be influenced by
a wide range of factors. The three main components are experience, emotional
state, and motivational state. The way a person views a situation is significantly

influenced by all these components, particularly motivation and emotion.

2.7 Corporate Brand Strategy and SCA

As noted, CBS enables SCA though enhancing brand equity. Therefore, CBS
targets creating brand equity. One of the factors that make SCA is brand and
corporate image. The creation and maintenance of brands are becoming more
important in today’s intensely competitive environment. Investing in branding

activities creates brand equity (Jacoby & Chestnut, 2018).

This strategic position develops customers ’loyalty that brings huge benefits to
different players in the market including customers, manufacturers, commercial
intermediaries, and society as well as brand owners. Customers ’loyal support of a
brand may contribute in the creation of competitive advantage for a business entity.
This type of competitive advantage based on brand equity may help many global
firms to overcome the effects of the “fading country-of-origin” phenomenon
(Rahman et al., 2019). Rahman et al., (2019) identifies the country-of-origin effect
as the practice of marketers and consumers identifying brands with countries and

making purchasing decisions based on the product's country of origin.
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Thus, brand loyalty occupies a central place in the brand value system and it
significantly contributes to the meaning of brand as a resource of the firm. There
are various approaches to the concept of brand loyalty. This definition addresses
both behavioural and attitudinal elements of the buyer’s reaction and brand loyalty

emerges only in a situation when behaviour is supported by attitude.

In this regard, Chaudhuri and Holbrook (2019) developed the concept of purchase
loyalty — understood as an interest in repeated purchase of a given brand and
attitudinal loyalty understood as a degree of buyer’s emotional attachment to a
brand (Chaudhuri & Holbrook, 2019). Gounaris and Stathakopoulos (2019) add
social influences as another dimension to the concept of brand loyalty and indicate
four types of brand loyalty: premium loyalty, inertia loyalty, covetous loyalty, and no
loyalty (Makadok, 2019).

In this view, because of the importance of SCA to the long-term success of an entity,
there is a body of literature that addresses its content as well as its sources and the
different types of strategies that may impinge on company achievement (Jacoby &
Chestnut, 2018). For instance, a business has a sustained competitive advantage
when it is implementing a unique value creating strategy when any other competitor
does not roll out at the same time and when these other businesses are unable to
duplicate the benefits of this strategy.

Put differently, SCA is the long-term benefit of implementing some unique value
chain. If companies want to achieve a SCA, they can implement strategies that take
advantage of their internal strengths and external opportunities while avoiding their
external threats and internal weaknesses. Having SCA is the most important value
for companies (Chaudhuri & Holbrook, 2019; Chandrashekaran et al., 2017).

2.7.1. Sustainability of Competitive Advantages

Sustainability is all about using resources to produce products, be it goods or
services, in a way that there is no exploitation of resources that cannot be replaced.

It also ensures that the environment is not harmed. It is measured at a specific level

37



Confidential - Internal Only

for an interval of time. Sustainability symbolizes the progress of society and
advancement in the direction of a prosperous and more stable world, which can
save the natural environment and cultural attainments for the next generations.
Sustainability is an essential component of a company’s strategy providing for the

long-term success of the future of people and the planet.

In a survey by McKinsey (2011), it has been noted that companies are rapidly
integrating sustainability preferences into their businesses. Firms are pursuing
social and environmental sustainability in ways that are far from the reputation of
organisations. Environmental sustainability is the consumption rate of natural
resources which should be below the rate at which the natural resources are

renewed.

Otherwise a substitute needs to be used which produces less emission. Through
everything activities that degrade the ecosystem must be avoided. Social
sustainability is seen as the active support of the conservation and the creation of
skills and capabilities among future generations. It also involves the supporting of
health facilities and promotion of the equal and democratic actions that allow for a

good standard of life both inside and outside of an organisation’s context.

In a sense, and in a wholesale manner, sustainability is a company’s capacity to
prosper in a hypercompetitive and changing global business environment without
harming the environment or sacrificing future generations. The leading companies
are, therefore, those that anticipate and manage current and future economic,
environmental, and social opportunities and risks by focusing on quality, innovation,
and productivity. Such companies are more likely to create a competitive advantage

and long-term stakeholder value.

2.7.2. Brand Equity and Sustainable Competitive Advantage

Brand equity is the subjective evaluation of a brand by its customers. It is a result
of past investments in the marketing mix meant to add value to a product or service.
It is seen as giving particular value to a product by its name. A successful strategy
for building strong brand equity creates a wide range of marketing advantages.

There is a lot of literature on marketing and each with its own conceptualisations of
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brand equity. However, all this literature can be summed up to mean that brand
equity is a result of marketing or outcomes that accrue to a product with its brand
name compared with those that would accrue if the same product did not have such
a brand name. it is argued that brand equity may be the foundation of competitive

advantage.

2.7.3. Marketing Innovation and Sustainable Competitive Advantage

A marketing innovation refers to change in the execution of marketing techniques,
that is marketing ideas and strategies, from what the company has been doing
already. The goal here would be to give value to the customers and to improve
competitive advantage. It can also be described as the implementation of a new
marketing method as a result of significant changes in product design or packaging,

product placement, product promotion, or pricing.

The importance of innovation lies in that they usually find it difficult to protect their
products through copyrights and patents. Hence, they can be innovated by
generating novel services or devising existing ones and generating distribution
channels other than the existing ones. In a sense, marketing innovation increases
the sustainable competitive advantage of a firm. It has been argued that sustained
competitive advantage is positively affected by developing marketing innovation.
Innovation is the capability of a firm to effectively differentiate it from its rivals’

organisations and attain a sustainable competitive advantage.

2.8 Conceptual framework

In this section, the study presents the conceptual framework that is informed by the
initial research questions, hypotheses and the theoretical framework. Thus, in view
of this background, the theoretical framework seeks to illustrate and develop a

scientific approach of knowledge development process.

39



Confidential - Internal Only

South African Engineering

Figure 2: Conceptual Framework: Author’'s Compilation

2.9 Research hypotheses

A research hypothesis is a prediction or statement of expectation that will be tested
through study. In an experiment, a hypothesis is used to define the relationship
between two variables. The goal of a hypothesis is to identify a solution to a
problem. A defined hypothesis forces us to consider what kind of results we should
expect from an experiment (Tripathi, Marotz, Gonzalez, Vazquez-Baeza, Song,

Bouslimani, McDonald, Zhu, Sanders, Smarr & Dorrestein, 2018).

In order to answer the research questions 1 and 2 the following hypotheses are

formulated:

Hypothesis 1: There is a significant positive relationship between CBS, FLR and
SCA.

Hypothesis 1a: There is a significant positive relationship between CBS and SCA.
Hypothesis 1b: There is a significant positive relationship between FLR and SCA.

Hypothesis 1c: There is a significant positive relationship between CBS and FLR.
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Hypothesis 2: FLR is a mediator of the relationship between CBS and SCA.

2.10 Conclusion of literature review

In this section, the relevant literature review was discussed in the context of the
relationship between CBS and SCA. As noted, literature analysis and synthesis are
informed a discussion on FLR, components of CBS and SCA. In the next section,
the study presents a methodological framework that is adopted to answer initial

research questions.

Theory Base

In this study, the debate of FLR, CBS, and SCA is illuminated using a genre of
influential theories that connect to resource-based viewpoints. There are at least
three different theoretical frameworks that are presented. They are the evolutionary
economics, the neo-classical microeconomics, and the resource-based view in
contrast to positioning-based theories of competitive advantage (Porter, 1980).
(Coad, 2021). There are almost three distinct resource-based theories of
competitive advantage as a result of these three positionings of the resource-based

view (Varadarajan, 2020).

The researcher used the resource-based view which says that firm level resources
are sources of competitive advantage (Barney, 2001). Barney (2015) claims that a
firm's resources are made up of both tangible and intangible assets, such as
capabilities, firm qualities, knowledge, and information, that are under the control of
the organisation and that help it carry out strategies that increase its efficacy and

efficiency.

Corporate brand strategy

Corporate brand strategy is described by Martn et al. (2019) as a methodical
approach of promoting corporate brand name and corporate identity to build SCA.
As a result, SCA is created using the brand equity approach. As a result, building
strong brands is important from a strategic perspective for many businesses in
order to gain a presence in the market and gain a clear competitive edge in terms

of sales and market share.
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Organisations need an in-depth understanding of the dynamics that shape their
brand strategy formation, to implement the many activities of their organisational
brand players and influence social interactions between the organisation and its
stakeholders (Beverland & Cankurtaran, 2022; Lai & Zhao, 2022; Portal, Abratt &
Bendixen, 2019; Lindgreen, Beverland, & Farrelly, 2010).

Sustainable Competitive Advantage

In order to increase long-term profitability, SCA is defined by Porter (2018) as the
deployment and utilisation of unique selling propositions including price
competitiveness, value, and corporate brand image. Hence, sources of SCA may
include access to natural resources, low-cost skilled labour, low-cost power supply,

technical advancement, geographic position and strong entry barriers.

For this study, the corporate brand strategy that will be utilised will be the VRIO
framework, as it is used to comprehend and analyse various resources and
capabilities that a corporation holds as well as the tendency of these resources and
capabilities to generate SCA. The concept is specifically based on SCA with relation

to value, rarity, imitability, and organisation (Barney, 2015).
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CHAPTER 3. RESEARCH METHODOLOGY

3.1 Introduction

This section discusses the research methodology framework that was proposed in
the scientific development process. According to Creswell and Creswell (2017),
research methodology is defined as a way of systematically solving initial research
problems. Thus, this study utilised a quantitative research approach of a scientific

research process.

3.2 Research Methodology / Paradigm

In this study, a positivist research paradigm was adopted to test the study
hypotheses. As noted in Creswell and Creswell (2017), the positivist research
paradigm was the better option in using empirical evidence as part of the scientific
and knowledge development process.

Clarke and Visser (2019), following Cresswell (2014), stated that research method,
or the procedures of inquiry, comprised of all the things that must be done to collect
data, analyse data, and draw findings. Thus, the research method of this study was
identified after a research question was articulated and broken into objectives. The
methodology used in this study included collecting data and analysed the collected

data so as to provide concluding information (Saunders, Lewis & Thornhill, 2019).

The advantage of articulating a well-thought-out research method in this study was
to eliminate the research bias to strengthen the integrity of the study and improve

the outcomes.

In has been noted that in the scientific knowledge development process mapping
research methods broadly coalesces around three broad forms, which are
experimental, quasi-experimental and non-experimental (Saunders, Lewis &
Thornhill, 2019; Bairagi & Munot, 2019; Lai, 2018; Marczyk, DeMatteo & Fesstinger,
2005).
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3.3 Research design

This section presents the research design that targeted answering the initial

research questions.

3.3.1 Quantitative Research

Quantitative research is often associated with positivism (Saunders, Lewis and
Thornhill, 2019). It has been noted that certain method characteristics emerge when
the researcher does quantitative technigues. Most research in the quantitative
tradition is deductive and follows a top down or general to specific method. It looks
for relationships between variables (Clarke & Visser, 2019; Creswell, 2014). These
can be measured using instruments and then the numbered data can be analysed

using statistical procedures (Clarke & Visser, 2019; Creswell, 2014).

In terms of standpoint, the quantitative method research was neutral because the
philosophy behind the method says there was one objective reality. The reality was
based on a statistical analysis. Saunders, Lewis and Thornhill (2019) argued that
the way quantitative information is analysed, means that it was possible to identify
this in pragmatist, realist and interpretivist philosophies.

For example, there are mono method and multi method quantitative choices. Mono
methods used a single data collection technique, such as a survey or questionnaire
and then a corresponding analytical procedure. The researcher recognises there
are three methods. However, for this study the quantitative approach was taken
because the research sought to identify the relationship between the different

concepts.

This approach enabled the study to uncover if there is a relationship between CBS,
FLR and SCA in the South African engineering industry. Therefore, in the present
study, primary data was collected using a closed ended questionnaire and a
combination of descriptive and correlation analysis was used to analyse the
relationship between SCA and CBS.
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3.4 Research Philosophy

3.4.1 Positivist Paradigm

Placing emphasis on one objective reality, the positivist paradigm or positivism
makes no room for no interpretations (Scharp & Sanders, 2019; Rehman & Alharthi,
2016). Very quantitative in nature, it is based on a scientific approach in terms of
experimentation, observation and reasoning (Scharp & Sanders, 2019; Kivunja &
Kuyini, 2017; Rahi, 2017).

In this study, because the researcher wanted to test a theory or a specific set of
variables, the positivist paradigm approach was useful for this research. In
positivism, a research question is constructed and accepted or rejected through
experimentation and after understanding the extent of causality (Scharp & Sanders,
2019; Rehman & Alharthi, 2016).

The ontology of positivism is that there is one true reality. Here, the emphasis is on
the idea that the scientific method or observable and measurable facts is what

constitutes acceptable knowledge (Saunders, Lewis & Thornhill, 2019).

3.5 Population and Sample

3.5.1 Population

According to Creswell and Creswell (2017), the population of the study is defined
as the total number of research respondents in a scientific study. The population is
“the study’s target population that it intends to study or treat” (Majid, 2018:3).
Population, also called the ‘universe,” means the characteristics of a specific group

(Singh, 2006). It is essentially the collection or group of interest to any study.

Researchers are encouraged to describe the various characteristics of the
population and even go so far as to provide eligibility or inclusionary and
exclusionary criteria at the beginning or outset of their research (Singh, 2006; Majid,
2018). This is in order to ensure that the readers of your report understand and can

replicate your study if needed.
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Thus, in this study, the population is the total number of employees in consulting
firms in the engineering industry. In South Africa, the number of engineering firms
is 540, with over 24,000 people employed (Vukeya, 2015). This represents the

population of the present study.

3.5.2 Sample and sampling method

In the sampling strategy, the present study used a stratified sampling process in
data collection process. According to Creswell and Creswell (2017), stratified
sampling process is a sample selection strategy that considers different structures

in the study population.

Since the population is large it is not cost effective or possible to engage with every
unit of the population raising the need for sampling. The researcher creates a
sample from the population as a way of acknowledging that it is not feasible or
viable to recruit the entire population of interest to be involved in the research
(Majid, 2018). The researcher will then make generalisations about the population

from this sample.

A sample is essentially a sub-set of the population. It has been argued that the
advantage of a sample is that, when selected correctly, it is easier to contact and
has substantial resource savings. This study used the non-random sampling
strategy. Members of the target population who meet certain practical requirements,
such as ease of accessibility, close proximity to the study site, availability at a
specific time, or willingness to participate, are included in convenience sampling.
(Creswell & Creswell, 2017).

Table 2 illustrates the stratified sampling process in the context of the study
population. The respondents were the executives, management, designers,
business developers, project managers, operations and engineers of the
engineering consulting firms. They are the ones who know what their clients want

and the actual need for a brand strategy in the engineering consulting space.
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Table 2: Sample and Population and Size

Size of engineering firms Population | Sample size |Proportion of the
sample size
Medium / Large engineering| Over 2000 100 60 %

consulting firms

Small engineering consulting firms Over 1000 500 50 %

Total 3000 1500 50%

Source: Author § compilation

3.5.3 Data collection method

An online survey was employed by the researcher to gather primary data utilising a
closed-ended research instrument. According to Creswell and Creswell (2017), an
online survey allows for the study to not only be limited to one province, but rather
provides a national prospective of the engineering consulting firms / engineering
industry. This also helps with the fact that not everyone will complete the survey.
This method was also made it possible to send reminders via email to the people

who have not responded.

The researcher approached different engineering firms in South Africa to complete
the survey. The survey was disseminated via emails provided by the companies.
The researcher also searched for employees in the engineering industry on
LinkedIn (a professional online platform) and messaged them with the survey link.
In addition, the researcher contacted acquaintances who fit the required profile via
WhatsApp (a mobile messaging platform) to complete the survey. The researcher

did many follow ups in order to get more respondents.
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The data was collected using Microsoft Forms, an online survey creator, part of
Office 365. The data could be exported to Microsoft Excel, which allowed the

researcher to analyse and dissect the results.

3.5.4 Research Time Horizon

It has been argued that there are two-time horizons to be considered in research.
The first one is that of the single point in time or snapshot that can also be called
the cross-sectional perspective. The second one is that of looking at phenomenon
over a period of time that is also called the longitudinal perspective (Saunders,
Lewis & Thornhill, 2019; Kelley, Clark & Brown, 2003).

In this research, the time horizon is informed by the procedures of data collection
process in the engineering industry of South Africa. A cross sectional survey was
used to collect data from study respondents. Although these surveys are effective
in collecting huge volumes of data within a short period of time, they have a
handicap in that they cannot explain short and long run deterministic trends of
econometric analysis (Saunders, Lewis & Thornhill, 2019; Batlagi, 2015). This study
collected primary data through a closed ended online survey between January 2022
and March 2022.

3.6 Theresearch instrument.

In this study, a closed ended research instrument was used to collect primary data.
For all respondents, the questionnaire was standardised. They responded to each
item on a 5-point Likert scale (1 = strongly disagree to 5 = strongly agree) that

contained a neutral response option (3, unlabelled).

Quantitative primary data collection was planned to be collected via survey
guestionnaires delivered through email to the South African engineering employees
to carry out the study and ascertain the associations with the variables mentioned
in the conceptual framework. This method has been used with success in

guantitative studies (Yamin, Gunasekaran & Mavondo, 1999).
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The closed ended questionnaire is arranged as follows:

o Section A: Demographics of the respondents.
o Section B: Employee Perceptions

J Section C: CBS construct.

o Section D: FLR construct.

o Section E: SCA construct

Also see appendix A (Research Instrument).

3.7 Data analysis and interpretation

For data analysis, from a quantitative perspective, the present study used both
descriptive and inferential statistics. The descriptive statistics included frequencies
to describe the sample of the data and custom tables to measure the perceptions

of engineering employees in South Africa.

3.7.1 Descriptive statistics and analysis

In that data is assumed to have random variation, its analysis is then done in two
broad methods, which are descriptive analysis or inferential analysis (Kaliyadan &
Kulkarni, 2019; Nick & Campbell, 2007). Descriptive statistics are used to analyse
what is found. They are numbers that summarize the data that has been gathered
describing what has been found in the sample (Kaliyadan & Kulkarni, 2019;
Thompson, 2009). The descriptive statistics of one study can be used to compare

to another similar study.

3.7.1.1 Measures of frequency

These describe how often something occurs in a dataset and then this information
may be plotted. Frequency plots, whether as histograms, line, or pie charts, are
some of the more common forms of descriptive analysis and at an early stage

suggest categories for data. Frequency plots assist in identifying errors in data
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capture. Their use can also guide decisions on numbers of categories to be used
(Kaliyadan & Kulkarni, 2019; Nick & Campbell, 2007). Frequency can also be
presented using percentage making it even easier to interpret. Frequencies can be
grouped by provincial location, commodity type and gender of respondent

especially if these are recorded.

A histogram or line graph can be considered when presented as a univariate plot
reflecting only one variable. Frequency can be presented in bivariate form as a table
where one variable is presented across the horizontal and the other variable
presented along the vertical part of the table (Kaliyadan & Kulkarni, 2019;
Thompson, 2009). The univariate analysis always precedes the bivariate analysis
(Kaliyadan & Kulkarni, 2019; Nick & Campbell, 2007).

3.7.1.2 Measures of central tendency

These are statistics that address where the middle of a sample frame is located
reflecting where most outcomes are concentrated (Kaliyadan & Kulkarni, 2019;
Thompson, 2009). Its various measures include mode whose value occurs most
frequently within a dataset. It has been argued that mode is used in qualitative data
analysis as its usefulness in quantitative analysis is considered negligible
(Kaliyadan & Kulkarni, 2019; Nick & Campbell, 2007).

The other measures of central tendency are the median where it refers to the value
that occurs in the exact middle of the dataset. This median is useful when there are
outliers (extreme values) because it is not as heavily influenced by outliers as much
as is the mean. A third measure of central tendency is the mean which is also
termed the arithmetic average. It is the value derived when summing the values in
the full dataset which is then divided by the total number of subjects. The measures
of central tendency are represented by a single number with mean and median

used for quantitative analysis (Kaliyadan & Kulkarni, 2019; Nick & Campbell, 2007).

3.7.1.3 Measures of dispersion

Measures of dispersion are also termed measures of spread or measures of
variability. They are used in descriptive analysis. The distribution of data reflects

the spread or variability of the information in the dataset. It is often assumed at the
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outset. The measures of dispersion allow researchers to understand the degree of
homogeneity or heterogeneity of a dataset (Mishra, Pandey & Singh, 2019).

The range, that is the difference between the maximum and minimum data values,
is the most common measure of variability. The standard deviation is relied upon to
counter the effect of outliers. Other scholars have described the standard deviation,
denoted as s or SD, as the mathematically calculated variance of all the
measurements in a sample (Kaliyadan & Kulkarni, 2019; Nick & Campbell, 2007;
Thompson, 2009). A final measure of variability is the Pearson’s R. This describes
the relationship between two variables. According to Thompson (2009), Pearson R
is used in inferential statistics more than in descriptive statistics.

3.7.2 Inferential statistics

Inferential statistics is a group of analytical techniques which enables the
researcher to make a conclusion about the population through relying on a sample
to test a research question (Bairagi & Munot, 2019). However, the sample must be
random for generalisation to the population, but the analyses can still be conducted

on non-random samples.

The present study engaged factor analysis, the correlation analysis and the
regression analysis in measuring the relationship between CBS, FLR and SCA.
Also, the regression analysis was performed to investigate the relationship between
CBS and SCA mediated by FLR.

To comprehend which variables group together under specific factors, exploratory
factor analysis was utilised. This method facilitated the classification of variables
into distinct factors, reducing the total number of variables and emphasising unique
clusters of variables. This grouping of variables into factors gives a clear indication
whether variables grouped under the same factor are measuring the same
proposed construct, thereby supporting improved analysis and data synthesis.

(Becker, Bryman & Ferguson, 2012).
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In the process of performing exploratory factor analysis, various techniques such
as eigenvalue, scree plot, and parallel analysis were employed to determine the

optimal number of factors that merit retention.

To understand the association between FLR, CBS and CSA, a Spearman's rho
correlation was performed. Spearman's correlation was used because it is a

suitable correlation test for ordinal variables (Schober et al, 2018).

In terms of inferential statistics, this present study used the Seemingly Unrelated
Regression (SURE) method to capture the impact of changes in CBS on SCA.
Consistent with Zellner (1962), this multivariate regression of the SURE if

formulated below;

Equation 1,
CSAit = Bl + CBSit, FLRit + Ult

Where y;; is a dependent variable SCA;;; x;; = (1,x;,1,x;:,2...K;—1) is a
K; vector explanatory variable (CBS;;, FLR;;) for observational uniti and u; is an
observable error term where the dual index it denotes t* observation of the it"

equation in the system.
Equation 2,
CBSit = Bl + CSAit,FLRit + Ult

Where vy;; is a dependent variable CBS;;; x;; = (1,x;,1,x;:,2...K;—1) is a
K; vector explanatory variable (CSA;;, FLR;;) for observational uniti and u; is an
observable error term where the dual index it denotes t* observation of the it"

equation in the system.
Equation 3,
FLth = Bl + CSAlt' CBSlt + Ult

Where y;; is a dependent variable FLR;;; x;; = (1, x;,1,x;:,2...K;—1) is a
K; vector explanatory variable (CSA;;, CBS;;) for observational uniti and u; is an
observable error term where the dual index it denotes t* observation of the it"

equation in the system.
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3.8 Limitations of the study
In this study, the following limitation is observed:

o Although the path analysis approach was adopted to capture
statistical relationship between study variables, this approach was not able
to capture qualitative aspects of corporate branding strategy and SCA.
However, it doesn’t mean the study did not contribute to the study, it provided

insights.

3.9 Validity and reliability

3.9.1 Construct validity

The construct validity of a scale or test relates to how well it assesses the construct.
It proves that the test is measuring the construct that it purports to be testing (Smith,
2005). Although the term "construct” refers to a discrete dimension of individual
variation, it is usually used to imply that the construct does not allow for direct
observation and instead relies on indirect methods of assessment. In this study,

construct validity was measured by using exploratory factor analysis.

3.9.2 Content validity

The degree to which the measurement encompasses every facet of the idea being
measured is referred to as content validity (Onwuegbuzie & Johnson 2006). In the
context of South Africa's engineering industry, the test was designed to assess the
guantitative but not qualitative relationship between corporate brand strategy and
sustainable competitive advantage. The test lacks content validity for assessing the
overall level of aptitude in the drivers of sustainable competitive advantage since
the qualitative component of the study is crucial to understanding the justification

for the replies.
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3.9.3 Criterion validity

According to Merriam, (1995) criterion validity refers to the degree to which a
measure's outcome agrees with other reliable measurements of the same concept
is known as its criterion validity. To test the relationship between corporate brand
strategy and sustainable competitive advantage through firm level resources in te
South African engineering industry, a survey was undertaken. The fact that the
findings supported the hypothesis showed that the survey had a high level of

criterion validity.

3.9.4 Reliability

According to Sember, Meh, Sori¢, Starc, Rocha and Jurak (2020) the degree to
which a questionnaire, test, observation or other measurement process provides

consistent results over time is known as reliability.

In this study reliability was measured by the Cronbach's alpha coefficient.
Cronbach's alpha coefficient is a measure of internal consistency, or how closely a

group of things are related to one another (Sharma, 2016).

To ensure reliability in this study, the questionnaire was pilot tested on 5 to 10
respondents to ensure that there are no ambiguities, that it is understood and that
it is generating the right data. In addition, the Cronbach's alpha test was done on
the constructs to test the reliability of the results. Lastly, the sample size was an
excess of 200 to ensure reliable findings. After a pilot study, any issues with the

survey's design were addressed.

The goal of establishing reliability and validity in research is to make sure that the
data is reliable and repeatable, and that the results are correct. Validity and
reliability proof are required to ensure a measurement instrument's integrity and
quality (Kimberlin & Winterstein, 2008).
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CHAPTER 4. PRESENTATION OF RESULTS

4.1 Introduction

This chapter presents the quantitative research results. The results include an
overview of the demographics of the respondents, factor analysis results,
correlation test results and mediation analysis results. All analysis was conducted
using IBM SPSS Statistics version 26.0.

The construct measurement of the data collected from the questionnaires was
tested through exploratory factor analysis. A Spearman’s Rho correlation test was
performed to test Hypothesis 1. A mediation analysis was performed using Hayes'

PROCESS Macro with bootstrapping to test Hypothesis 2.

4.1.1 Sample Size

The online survey was disseminated to professionals in the engineering sector via
email. The survey was completed by 211 respondents. Of the total respondents, 9
do not work in the engineering sector and 2 did not passably complete the survey.
This resulted in a valid sample of 200 respondents.

4.2 Demographic Profile of Respondents

4.2.1 Gender

The sample consisted of 70% Male (140 respondents) and 30% Female (60

respondents), as shown in Figure 2.
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Female
30%

Figure 3: Gender Profile of Respondents

4.2.2 Racial Distribution

The racial distribution in the sample was 56% African (133 respondents), 6%
Coloured (13 respondents), 11% Indian (21 respondents) and 27% White (53

respondents) as shown in Figure 3.

African
56%

Indian
11%

Coloured
6%

Figure 4: Racial Distribution of Respondents

56



Confidential - Internal Only

4.2.3 Age Distribution of Respondents

The age distribution of the samples shows 15% of respondents in the 18 to 25 age
group, 42% of respondents in the 26 to 35 age group, 31% of respondents in the
36 to 45 age group, 15% of respondents in the 46 to 55 age group and 7% of
respondents in the 56 to 65 age group as shown in Figure 4.

m18-25
m26-35
36-45
m46-55
56-65

Figure 5: Age Distribution of Respondents

4.2.4 Educational Profile of Respondents

The educational profile for the sample consists of 3% Matric holders, 3% Certificate
holders, 19% Diploma holders, 39% Degree holders, 18% Honours, 17% Masters
and 1% PhD as shown in Figure 5.
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1%

= Matric
Certificate

E Diploma
Degree

® Honours
Masters

m PhD

Figure 6: Educational Profile of Respondents

4.2.5 Respondents Years of Experience

The sample indicates that 49% of respondents have less than 10 years of work
experience in the engineering sector, 28% of respondents have between 11 to 20
years of experience, 15% of respondents have between 21 to 30 years of
experience and 8% of respondents have above 31 years of experience as shown

in Figure 6.
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m Less than 10
m11-20
m21-30

® 31 and above

Figure 7: Respondents Years of Experience

4.2.6 Occupation

The occupation profile for the sample consists of 339% employees in Operations,
25% Middle management, 22% Senior management and 14% employees at the
Executive as shown in Figure 7.

u Operations
m Middle Management
® Senior Management

m Executive

Figure 8: Respondents Occupation
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4.2.7 Respondents Organisation Size

The sample has 9% of respondents working in Micro Organisations, 15% of
respondents working in Small Organisations, 16% working in Medium
Organisations and 60% of respondents working in Large Organisations as shown
in Figure 8.

®mMicro (1-10)

m Small (11-50)
®Medium (51-200)
mLarge (201+)

Figure 9: Respondents Organisational Size

4.3 Item of Attributes

Table 3 presents the proposed constructs, their variable names and associated
guestions. The constructs and associated questions were developed from
literature.
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Table 3: Item Analysis of Attributes

Variabl . :
Construct ariable Attribute Question
Name
Brand Corporate brand strategy is different
EP1
Knowledge to product brand strategy.
Company reputation is critical to
EP2 Reputation develop positive feelings from the
stakeholder community.
Ep3 Service Company reputation is driven by the
Quality service quality of the employees.
Product Corpora.te brand image depends on
EP4 . the quality of the product and/or
Quality .
service.
Firm level resources comprise of
Employee . . .
. finance, HR as well as intangible
Perceptions | EP5 Resources o
resources like intellectual property
and patents etc.
: Employees are responsible for
Service S
EP6 Qualit maintaining the corporate brand
y through their service quality.
Ep7 Brand The corporate brand is only the
Responsibility | responsibility of top management.
Sustainable corporate advantage
EPs Competitive implies there is a competitive edge
Edge that is difficult to copy and provides
long-term advantage.
. The firms brand strategy is correctly
CBS1 Alignment aligned with the business objectives.
The firm has all the tools and
CBS? Brand Identity | resources needed to communicate
Tools the brand identity, such as the logo,
c tagline and website.
orporate ,
Brand CBS3 Budget The firm has the budget to see the
brand strategy through.
Strategy g
The firm can grow from a small to
Growth medium and/or large entity without a
CBs4 .
Strategy brand strategy and marketing in
place.
CBS5 Reputation The brand and reputation play a role

in the success of the firm.
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Variable

Construct Attribute Question
Name
CBS6 Service Good service quality plays a role in
Quality the success of the firm.
CBS7 Brand Good brand strength plays a role in
Strength the success of the firm.
The firm has operating
FLRI Infrastructure locations/building/land.
The firm has the up-to-date
FLR2 Equipment equipment i.e., software, technology
to complete projects.
The employees have the skills,
FLR3 Skills experience, and knowledge for their
jobs.
Firm  Level The firm has good systems, in-
FLR4 Systems house databases, personal and
Resources .
organisational networks.
FLR5 Image The firm ha§ a good brand image
and reputation.
The firm has good organisation
FLR6G Organisational | culture and values especially, for
Culture example, the prevailing attitudes to
customers, quality and change.
FLR7 Longevity The fir.m has long term contracts and
incentives.
The firm’s resources enable a firm to
SCAL Goals achieve SCA.
SCA? Rarity The. firm’§ re_sources are rare in the
engineering industry.
Sustaingl_)Ie SCA3 Inimitability _Th_e firm’s resources are hard to
Competitive imitate or copy.
Advantage The processes, structure, and
SCA4 Processes culture of the company are in place
and managed well.
SCAS Brand Loyalty The firm has established good brand

loyalty with its target market.
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4.4 Factor Analysis

An exploratory factor analysis (EFA) was performed using IBM SPSS statistical
software. Factor analysis assisted in categorising variables into groups and
subsequently condensing many variables into a small number of factors that
emphasise the unique clusters among variables (Becker, Bryman, & Ferguson,
2012).

The categorisation of variables into factors provides a distinct indication of whether
variables grouped within the same factor are assessing the same intended

construct, thereby providing further validation of the proposed constructs.

4.4.1 Reliability Statistics

The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was done to ensure
the suitability of the data for factor analysis. By probing for share variance, this
measurement examines the applicability for structural identification while verifying
the grouping of variables on components that are present in the sample (Beavers,
Ilwata, & Lerman, 2013). A factor analysis can be performed if a number equal to or
greater than 0,6 is obtained (Mills, Young, Pallant & Tennant, 2010). The sample
data returned 0,826 on the KMO test, signalling that this was sufficient for factor

analysis to be done.

A Bartlett's Test of Sphericity is the second test carried out, and it shows that the
correlation matrix has at least one statistically significant correlation (Jackson,
2010). The value of the Bartlett’s Test of Sphericity is significant as the Sig. value
is less than .05 (Mills et al., 2010). This condition has been satisfied as shown in
table 4.

Table 4: KMO and Bartlett's Test

KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .826
Bartlett’'s Test of Sphericity Approx. Chi-Square 1834.337
df 351
Sig. <.001
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Cronbach's Alpha was used to rest the internal consistency and reliability of the
guestionnaire, see Table 5. A Cronbach's Alpha coefficient of greater than 0.7
indicates reliability (Jackson, 2010). However, for less than ten items, a Cronbach’s
Alpha value above .60 is considered acceptable (Churchill, 1979; Gilem & Gilem,
2003). The Cronbach's Alpha coefficient obtained for all items was 0.857 as shown
in Table 5, which indicates the reliability of the questionnaire. The Alpha values for
the constructs are all above .60 which is acceptable as the constructs all have less

than ten.

Table 5: Cronbach’s Alpha

Reliability Statistics
Construct Cronbach's Alpha N of Items

EP .639 8
CBS .678 7
FLR .835 7
SCA .691 5

All items .857 27

4.4.2 Eigenvalues, Scree plot and parallel analysis

The proportion of variance that a factor accounts for is represented by its
eigenvalue (Jackson, 2010). The Kaiser Criterion of accepting a component if its
pre-rotation eigenvalue is above 1 helps identify the factors that might explain the
most variance (Beavers, lwata, & Lerman, 2013). As shown in Table 6, eight of the
factors have an eigenvalue greater than 1. A further criterion is that the factors

should explain a minimum of 60% of the variance, which was met with 7 factors.
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Table 6 Eigenvalues prior to rotation

Initial Eigenvalues Extraction Sums of Squared Rotation Sum§ of Squared
Loadings Loadings
Component | Total Vaofi)a(:ce Cum;laaﬂve Total V;fi]a(:ce Cum‘;cl:aﬂve Total V:fi)a%fce Cum;iaﬁve
1 6.704 24.831 24.831 6.704 24.831 24.831 3.982 14.749 14.749
2 2.550 9.444 34.275 2.550 9.444 34.275 2.483 9.198 23.947
3 1.790 6.629 40.904 1.790 6.629 40.904 2.367 8.765 32.712
4 1.540 5.703 46.606 1.540 5.703 46.606 2.180 8.073 40.784
5 1.342 4.971 51.577 1.342 4.971 51.577 1.769 6.553 47.338
6 1.200 4.443 56.020 1.200 4.443 56.020 1.726 6.393 53.731
7 1.087 4.025 60.046 1.087 4.025 60.046 1.463 5.417 59.149
8 1.077 3.990 64.036 1.077 3.990 64.036 1.320 4.887 64.036
9 .896 3.320 67.355
10 .848 3.142 70.498
11 .796 2.948 73.445
12 718 2.660 76.105
13 .684 2.532 78.637
14 .642 2.378 81.016
15 .612 2.267 83.282
16 .565 2.093 85.375
17 .534 1.978 87.353
18 .502 1.859 89.212
19 .486 1.802 91.014
20 414 1.534 92.548
21 .387 1.434 93.982
22 347 1.287 95.269
23 .307 1.139 96.408
24 .266 .985 97.393
25 .252 .933 98.326
26 .235 .872 99.197
27 217 .803 100.000

Extraction Method: Principal Component Analysis.

The size of the Eigenvalues for each potential factor is shown on the Scree plot in
Figure 9. The first three factors are more noticeable when compared to the other
five factors all of which have an Eigenvalue greater than one when the Scree Plot
is examined. The Scree plot shows a change in its gradient from factor 8 (indicated
by the blue arrow), suggesting that the first 8 factors may account for the majority
of variance and thus be the most important for the rotating factor analysis. The third
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criterion is that the factors should explain >60% of the variance, which was met with
7 factors. However, an 8th factor solution is appropriate from the other two criteria.

Scree Plot

Eigenvalue

O

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27

Component Number

Figure 10: Scree Plot

One of the most accurate methods for factor retention is parallel analysis (Hayton,
Allen, & Scarpello, 2004; Ledesma, Molina, Young, & Valero-Mora , 2007; Zwick &
Velicer, 1986). In Horn's parallel analysis, eigenvalues from a dataset of the same
size that are randomly created are compared, with only eigenvalues that are higher
than the equivalent values from the random data being accepted (Hayton et al.,
2004).

4.4.3 Parallel Analysis

The parallel analysis shown in Table 7 conducted in IBM SPSS using O’Connor’s
Parallel Analysis Syntax indicates that the first 4 factors should be retained, while
the other 4 should not be considered significant as their criterion values are greater
than their actual eigenvalues. Consequently, only the four identified factors will be
used in further analysis. However, all eight factors will be kept and expanded upon
in the view that they could represent previously unidentified factors that may be

further analysed in future studies.
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Table 7 Parallel Analysis: Comparison of PCA eigenvalues to

parallel analysis criterion

Component | Actual eigenvalue Criterion value Recommendation
Number from parallel
analysis
1 6.704 1.860 Accept
2 2.550 1.714 Accept
3 1.790 1.616 Accept
4 1.540 1.535 Accept
5 1.342 1.457 Not significant
6 1.200 1.395 Not significant
7 1.087 1.337 Not significant
8 1.077 1.279 Not significant

4.4.4 Factor Loadings

An orthogonal varimax rotation was performed in IBM SPSS to compute the factor
loadings. The results of the rotation are shown in Table 8. A cut off point of 0.5 is
viewed as acceptable for item loadings on a factor (Jackson, 2010). As such only
loadings of a minimum of 0.5 were considered significant. The rotation includes the
8 factors identified through the Kaiser Criterion and the Scree Plot to allow for the

identification of possible new factors.

Table 8 Rotated Component Matrix

Rotated Component Matrix?

Component

1 2 3 4 5 6 7 8

FLR2 | .826 071 -.037 120 107 .028 -.031 .030
FLR3| .810 158 .021 154 .035 .008 .084 -.049
FLR4 | .800 124 .061 .019 -.061 077 138 .097
FLR5| .656 248 319 .002 -.024 129 .038 .058
FLR6 | .637 434 143 .049 158 72 -.153 .045
CBS2| .463 .282 .031 -.168 -.122 .264 432 .099
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Rotated Component Matrix?

Component

1 2 3 4 5 6 7 8

SCA4| .388 748 .156 .059 114 .032 -.069 -.080
SCAS5| .307 .561 314 -.133 107 .233 .010 101
CBS1| .243 AT5 .201 .248 -.041 -.022 .292 -.170
FLR7| .418 AT74 .067 -.011 226 .021 .042 .255
SCAl1l| .306 A27 -.002 .253 .269 -.080 .280 -.024
CBS7| .021 .252 787 117 -.047 .185 -.087 140
CBS5| .088 .185 .763 .189 .032 110 -.058 .207
CBS6| .258 -171 .655 .096 .081 .093 291 -.041
CBS4| -.072 214 522 .185 .063 -.223 315 -.238
EP7 .072 -.043 .258 .701 -.040 -.130 -.044 -.018
EP6 128 .056 .072 .630 .089 .316 -.002 125
EP2 141 -.038 .156 .567 -.074 290 212 -.099
EP5 | -.120 413 -.019 .562 -.127 246 .098 244
SCA2| -.018 -.020 -.005 -.049 .855 .090 .009 -.010
SCA3| .134 235 .068 -.016 .799 .015 151 .008
EP4 123 .017 A77 .108 .088 .736 .105 .013
EP3 .086 167 .039 420 .055 671 .019 -.028
EP8 | -.023 -.027 .068 151 .209 .065 723 139
CBS3| .343 405 .050 -.276 -.104 .160 468 230
FLR1| .279 .050 133 -.055 -171 192 115 .706
EP1 | -.106 -.026 .088 230 .233 -.329 120 .635

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 18 iterations.

Table 9: Factor Loadings (Varimax Rotation)

The factors indicated post rotation in Table 8 were named based on their underlying
attributes. Table 9 shows the factor naming post rotation along with the factor

variables, attributes, variable questions and the respective factor loadings.
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Factor 1: Firm Level Resources

Variable Attribute Question Factp '
Loading
FLR2 Equipment The firm has the up-to-date equmerﬁ ie., 0.826
software, technology to complete projects.
FLR3 Skills The employees have the skills, N 0.810
experience, and knowledge for their jobs.
The firm has good systems, in-house
FLR4 Systems databases, personal and organisational 0.800
networks.
FLR5S Image The flrm has a good brand image and 0.656
reputation.
The firm has good organisation culture
FLR6 Organisational | and V?.lues e;pemally, for example, thg 0637
Culture prevailing attitudes to customers, quality
and change.
Factor 2: Sustainable Competitive Advantage
Variable Attribute Question Factp '
Loading
The processes, structure, and culture of
SCA4 Processes the company are in place and managed 0.748
well.
The firm has established good brand
A B Loyal oy 561
SCAS rand Loyalty loyalty with its target market. 0.56
Factor 3: Corporate Brand Strategy
Variable Attribute Question FaCt.o '
Loading
CBS7 Brand Good brand stre_ngth plays a role in the 0.787
Strength success of the firm.
CBS5 Reputation The brand and r.eputatlon play a role in the 0.763
success of the firm.
CBS6 SerV|.ce Good service qgahty plays a role in the 0.655
Quiality success of the firm.
Growth The firm can grow from a small to medium
CBS4 and/or large entity without a brand strategy 0.522
Strategy .
and marketing in place..
Factor 4: Employee Perception
Variable Attribute Question FaCt.o '
Loading
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Ep7 Brand The corporate brand is only the 0.701
Responsibility | responsibility of top management.
Service Employees are responsible for r_nainta?ning
EP6 Quality the corporate brand through their service 0.630
quality.
Company reputation is critical to develop
EP2 Reputation positive feelings from the stakeholder 0.567
community.
Firm level resources comprise of finance,
EP5 Resources HR as well as intangible resources like 0.562
intellectual property and patents etc.

The factors named post rotation in Table 9 will each be discussed in further detail

in the following section.

4.4.5 Factor 1: Firm Level Resources

The following five statements loaded strongly (with loading values of 0.826, 0.810,
0.800, 0.656 and 0.637 respectively) onto Factor 1.

The firm has the up-to-date equipment i.e., software, technology to complete
projects (FLR2).

The employees have the skills, experience, and knowledge for their jobs
(FLR3).

The firm has good systems, in-house databases, personal and
organisational networks (FLR4).

The firm has a good brand image and reputation (FLR5).

The firm has good organisation culture and values especially, for example,

the prevailing attitudes to customers, quality and change (FLR6).

This factor is labelled Firm Level Resources as there is a retention of most of the

variables from the original proposed factor.
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0% 20% 40% 60% 80% 100%
FLR2  05%
FLR3  0.5% ¢ 43.5%
FLR4  05%]
FLRS
FLRe %]
M Strongly Disagree Disagree Neutral Agree M Strongly Agree

Figure 11: Firm Level Resources frequency summary

As shown in Figure 10, 84% of respondents believe their firms have up-to-date
equipment to complete projects (FLR2), 83% feel their firms have the right systems
in place (FLR4), and 79% are of the view that their firms have a good organisational
culture (FLR6). Interestingly, only 48% of respondents are of the opinion that their
firms have a good brand image and reputation (FLR5), and over 84% believe their

firms' employees have the right skills for the job,

4.4.6 Factor 2: Sustainable Competitive Advantage

The statements that loaded onto Factor 2 are given below with SCA4 loading
strongly with a loading value of 0.748 and SCA5 having a 0.561 loading value.
SCALl loaded with a value of 0.427 which is below the threshold of 0.5.

= The processes, structure, and culture of the company are in place and
managed well (SCA4).
= The firm has established good brand loyalty with its target market (SCAD).

0% 20% 40% 60% 80% 100%
SCA4  0.5%
SCAS
M Strongly Disagree Disagree Neutral Agree M Strongly Agree
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Figure 12: Sustainable Competitive Advantage frequency summary

This factor is labelled Sustainable Competitive Advantage as the underlying
attributes of properly managed processes and brand loyalty are in line with the
original proposed structure. Processes, structure and culture are in place and
managed well (SCA4) according to 67% of respondents, and 77% are of the view
that good brand loyalty has be established by their firms (SCA5).

4.4.7 Factor 3: Corporate Brand Strategy

For factor 3, the following statements loaded (with a loading value of 0.787, 0.760,
0.665, and 0.522 respectively).

= Good brand strength plays a role in the success of the firm (CBS7).

= The brand and reputation play a role in the success of the firm (CBS5).

= Good service quality plays a role in the success of the firm (CBS6).

= The firm can grow from a small to medium and/or large entity without a brand

strategy and marketing in place (CBS4).

0% 20% 40% 60% 80% 100%
CBS7 1%
CBS5  0.5% |
CBS6
CBS4 3%
B Strongly Disagree Disagree Neutral Agree M Strongly Agree

Figure 13: Corporate Brand Strategy frequency summary

This factor is labelled Corporate Brand Strategy as all four statements that loaded
onto it were all under the construct as originally proposed. There was overwhelming
agreement that good brand strength (CBS7, 91%), brand and reputation (CBS5,
95%), and good service quality (CBS6, 97%) all play a role in the firm's success.
Majority of respondents (69%) hold the view that the firm cannot grow from a small

72



Confidential - Internal Only

to medium and/or large entity without a brand strategy and marketing in place
(CBS4) as illustrated in Figure 12.

4.4.8 Factor 4: Employee Perception

There were a total of four statements that loaded onto this Factor. The statements
had loading values of - 0.701, 0.630, 0.567, and 0.562 respectively and are shown
below.
= The corporate brand is only the responsibility of top management (EP7).
= Employees are responsible for maintaining the corporate brand through their
service quality (EP®6).
= Company reputation is critical to develop positive feelings from the
stakeholder community (EP2).
*= Firm level resources comprise of finance, HR as well as intangible resources

like intellectual property and patents etc. (EP5).

The Factor is labelled Employee Perception because the underlying construct is in
line with the original proposed construct. As shown in Figure 13, 79% of
respondents are of the view that the corporate brand is not just the responsibility of
top management (EP7). Furthermore, 83% believe the firm's employees are
responsible for maintaining the corporate brand through service quality (EP6). A
sweeping 95% feel the firm's reputation is crucial for developing positivity with
stakeholders (EP2).

0% 20% 40% 60% 80% 100%
EP7 3%
EPe 1%
EP2
EP5
M Strongly Disagree Disagree Neutral Agree M Strongly Agree

Figure 14: Employee Perception frequency summary
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The conclusions are that the strengths of the constructs/variables CBS, CSA and
FLR were confirmed through the factor analysis and will be used for further
relationship testing as per the hypothesis. A critical additional factor, which is
employee perception has not been included in the analysis, as this did not arise out
of the literature review. It needs to be tested through further analysis or research.
The next section is going to test the relationships between these variables.

4.5 Hypothesis 1. Results of the Correlation Analysis

To understand the relationship between FLR, CBS, and CSA, a correlation analysis
was done using Spearman’s rho due to the use of Likert-type questions in this study.
This analysis is based on the originally proposed constructs that have been
reaffirmed by the factor analysis above. Spearman rho is an appropriate method for
correlation analysis of ordinal variables (Schober et al, 2018). Table 10 shows the

outcome of the correlation analysis.

Table 10: Spearman’s rho Correlations Between CBS, FLR, and

SCA (aform of regression analysis)

CBS FLR
CBS
FLR .34*
SCA 33* .56*

Note. *p <.001
There was medium positive relationship between CBS and SCA (rs= .33, p <.001),
supporting Hla. A strong positive relationship is shown between FLR and SCA (rs
= .66, p < .001), supporting H1lb. The results also show a medium positive
relationship between CBS and FLR (rs = .34, p <.001), supporting Hlc. All the
relationships are significant (p <.001) and hence support H1.
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4.6 Hypothesis 2. Mediation Analysis a form of Regression

Analysis

A mediation analysis was conducted using Hayes’ (2013) PROCESS macro model
4 in SPSS to understand if the relationship between CBS and SCA was mediated
by FLR. Although it is supposed that the standard normal distribution used to
calculate the p-values for indirect effects is normally distributed, this can only occur
when sample sizes are large (Hayes & Rockwood, 2017). The bootstrapping
strategy, a nonparametric resampling technique that does not presume normality
of the sampling distribution (Lumley, Diehr, Emerson, & Chen, 2002), was therefore
adopted for this study. The bootstrapping method is less sensitive with smaller
sample sizes and aids in obtaining precise indirect effects (Hayes & Rockwood,
2017; MacKinnon, Lockwood, Hoffman, West, & Sheets, 2002). A comparison of
methods to test mediation and other intervening variable effects. Psychological
methods, 7(1), p.83., 2002).

In order to determine the bias-corrected 95 percent confidence interval (Cl) and
assess the significance of the indirect effect, the study used a 5000-sample
bootstrapping process. The indirect effect is significant according to Hayes (2017),
if neither the upper boundary nor the lower boundary of the bias-corrected 95% CI
contain zero. The term effect is used in this study only in a technical sense and in

no way implies causation (Rubin, 2005).

A Conceptual diagram B Statistical diagram
FLR FLR
L s
CBS = » SCA CBS = ses o SCA

Figure 15: Mediation diagram. (A): Conceptual diagram; (B) Statistical diagram.
Notes: ** p <.001, *** p <.0001
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Figure 15A depicts the conceptual mediation diagram. The indirect effect is a*b, the
direct effect is ¢’ and the total effect is given by a*b + c¢’. Figure 17B depicts the
statistical mediation diagram from which the effects can be calculated. The effect
of a construct on another is depicted by  while SE is the corresponding standard
error. The indirect effect of CBS on SCA through FLR is given by 0.283 * 0.608 =
0.172. The direct effect of CBS on SCA is 0.288. The total effect of CBS on SCA
(direct and indirect) is given by 0.172 + 0.288 = 0.460. All p values are less than
0.001 which indicates that the effects are significant. An R? value of 0.421 was
gotten for the total effect of CBS and FLR on SCA, which infers that 42.1% of
changes in SCA is accounted for by the total effects of CBS and FLR on SCA.

Table 11: Mediation analysis summary

Relation- Total Direct Indirect Confidence t-statistics Conclusion
ship Effect  Effect Effect Interval

Lower  Upper
Bound Bound

CBS -> 0.460 0.288 0.172 0.062 0.318 2.651 Partial
FLR -> (0.000) (0.000) Mediation
SCA

Note: () p value

As shown in Table 11, the results indicate a significant indirect effect of CBS on
SCA through FLR (B =0.172, t = 2.651, 95% CI: 0.062 0.318), supporting H2. This
result is significant because there is no zero between the lower and upper bounds
of the confidence interval (Hayes & Rockwood, 2017). The obtained t-statistic of
2.651 is greater than the critical value of 1.96 for 95% confidence interval and thus

further indicates that the effect is significant.

There is also a significant direct effect of CBS on SCA in the presence of a mediator
(B = 0.288, p < 0.001). The presence of a significant direct effect of CBS on SCA
means the mediation effect of FLR is only partial. None of the effects show a
negative value which means that the effects are complimentary. Thus, FLR has a

complimentary partial mediation on the relationship between CBS and SCA.
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4.7 Summary of Results

Following an exploratory factor analysis, bivariate correlation and mediation
analysis to investigate whether there was an indirect effect by CBS on SCA through
FLR, the following were determined;

= There are significant positive correlations between CBS, FLR and SCA.

* FLR has a complementary partial mediation on the relationship between
CBS and SCA.

These results are discussed in the next chapter, relative to the literature review.
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CHAPTER 5. DISCUSSION OF RESULTS

5.1 Introduction

Following the results analysis chapter, the following chapter delved into the
discussion of study results in the context of the research questions, objectives and
hypotheses. Thus, as illustrated in the previous chapter, the central discussion point
in this study was drawn from a series of factor analysis that were adopted in chapter
three (Research Methodology). Consistent with the results, the present discussion
was informed by the relevance of the results to the literature review and analysis.
For the ease of reference, the present chapter was arranged as follows; Section 5.2
gives a discussion on a discussion pertaining to factor analysis, related to employee
perceptions. Section 5.3 provides a discussion on hypothesis one. Section 5.3,

provides the discussion on hypothesis two.

5.2 Discussion pertaining to the Factor Analysis Results

This section discusses the results generated from the factor analysis, in line with

findings from the literature review.

5.2.1 Factor Analysis Results — Firm Level Resources

FLR highly loaded onto Factor 1 (loading values of 0.826, 0.810, 0.800, 0.656, and
0.637, respectively). 84% of respondents (FLR2), 83 % believe their companies
have the appropriate mechanisms in place (FLR4), and seventy-nine percent think
their companies have a positive organisational culture (FLR6). It is interesting to
note that just 48% of respondents believe their companies have a positive brand
image and reputation (FLR5), while more than 84% believe their companies’

personnel have the necessary abilities for the position.

It is worthwhile to note that from the above results, the company competitiveness,
positive organisational culture and the company having personnel capabilities does
not equate to the company having a positive brand image and reputation. This is in
line the literature in chapter two, where Penrose's (2009) TGF suggests that a
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number of traditional research claim that the use of resources to construct SCA

restricts the growth and competitiveness of firms.

5.2.2 Factor Analysis Results — Sustainable Competitive advantage

SCA is consistent with the first recommended structure since it possesses the
underlying characteristics of properly managed processes and brand loyalty.
According to 67% of respondents, processes, structure, and culture are in place
and well managed (SCA4), and 77% believe that their companies have built strong
brand loyalty (SCA5). SCA4 and SCA5 were the statements that heavily loaded
onto Factor 2, with SCA4 loading significantly with a loading value of 0.748 and
0.561, respectively. With a score of 0.427, SCAL loaded below the 0.5 threshold.

These results support the literature. As stated in chapter 2, when corporate
branding applies a single brand across the entire organisation (Balmer & Podnar,
2021; Dayan & Ndubisi, 2020; Iglesias & Ind, 2020; Hatch & Schultz 2001, 2003),
the corporate culture becomes the foundation of the corporate brand. In order to
identify the organisation, it is crucial for the corporate culture to include corporate
values (Balmer & Podnar, 2021; Dayan & Ndubisi, 2020; Balmer & Wilson, 1998).

5.2.3 Factor Analysis Results — Corporate Brand Strategy

When it comes to CBS, the statements that loaded with a loading value of 0.787,
0.760, 0.665, and 0.522 respectively for factor 3 are; Good brand strength plays a
role in the success of the firm (CBS7); The brand and reputation play a role in the
success of the firm (CBS5). Good service quality plays a role in the success of the
firm (CBS6) and The firm can grow from a small to medium and/or large entity

without a brand strategy and marketing in place (CBS4).

The four loaded statements on CBS were all within the parameters of the original
construct. There was broad consensus that the firm's success is largely attributed
to its strong brand (CBS7, 91%), brand and reputation (CBS5, 95%), and service
quality (CBS6, 97%). The majority of respondents (69%) believe that the company

79



Confidential - Internal Only

needs a brand strategy and marketing in place in order to go from being a small to
a medium or large corporation (CBS4).

The literature agrees that in business-to-business marketing, a brand is created
through reputation, and reputation is based on the service quality of both the
employees’ work and the products and services they provide. Contrarily, in
consumer marketing, the brand is created through the visual that buyers perceive
(Ngunyen & Nguyeh, 2021; Bick et al., 2003).

5.2.3 Employee Perceptions - Factor Analysis results

An additional critical variable was identified in the factor analysts for further
research, in the South African context within the engineering industry and that is

Employee Perception.

According to the literature Jayakumar and Sulthan, (2014) employee perception is
very important as it provided many benefits for the organisation. In addition to that,
there are many factors that need to be taken in to account when using employee
perception is research, like their experiences, emotional state, and motivational

State.

The Factor labelled Employee Perception has the underlying construct that is in line
with the original proposed construct. As shown in Figure 13, 79% of respondents
are of the view that the corporate brand is not just the responsibility of top
management (EP7). Furthermore, 83% believe the firm's employees are
responsible for maintaining the corporate brand through service quality (EP6). A
sweeping 95% feel the firm's reputation is crucial for developing positivity with
stakeholders (EP2).

The four statements that loaded in the Employee Perceptions factor had loading
values of 0.701, 0.630, 0.567, and 0.562. The research found that 1) Employee’s
perceptions are that the corporate brand is not only the responsibility of top
management; 2) Employees are responsible for maintaining the corporate brand
through their service quality; 3) Company reputation is critical to develop positive

feelings from the stakeholder community; 4) Firm level resources comprise of
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finance, HR as well as intangible resources like intellectual property and patents
etc.

The relationship between EP and CBS, CSA and FLR was not tested. However,
because of the strengths of the factor, it is an important variable that needs to be
considered in determining strategies-based on CBS, CSA and FLR because of the
influence of EP (Cartwright, Liu & Davies, 2022). By contrasting "influential
marketing" with "influencer marketing" in the B2C market, B2B marketers promote
the term. The brand is built by the employees. Unlike in B2C, the marketing plan
does not rely largely on an outside agency. Influential B2B marketing calls for
dependability, knowledge, professionalism, and the sharing of know-how—all of

which are based on long-lasting, sector-specific relationships and networks.

There is limited research on EP influence of CBS, FLR and SCS. EP needs to be
tested through further analysis or research to illustrate how this variable comes into
setting the strategy of the organisation.

5.3 Discussion pertaining to Hypothesis 1: There is a positive
relationship between CBS, SCA and FLR.

In this section, a discussion was advanced to present scientific evidence on the
relationship between corporate brand strategy, sustainable competitive advantage
and firm level resources. In this discussion, evidence is drawn from inferential
statistics that is drawn from the factor analysis, the correlation test and the
regression analysis. Table 12 illustrates the results of the corelation and regression
analysis in the context of this hypothesis. For the ease of reference, the literature
hypotheses is converted to a methodological hypothesis presented below;

Hypothesis 1

¢ Null Hypothesis; There is no positive relationship between FLR, CBS and
SCA measured at p< 0.01, 0.05 and 0.10.

¢ Alternative Hypothesis; There is a positive relationship between FLR, CBS
and SCA measured at p< 0.01, 0.05 and 0.10.

Following Hypothesis 1, hypothesis 1a, 1b and 1c are formulated below;
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Hypothesis la

Null Hypothesis; There is no positive relationship between CBS and SCA
measured at p<0.01, 0.05 and 0.10.
Alternative Hypothesis: There is a positive relationship CBS and SCA
measured at p<0.01, 0.05 and 0.10.

Hypothesis 1b

Null Hypothesis; There is no positive relationship between FLR and SCA
measured at p<0.01, 0.05 and 0.10.
Alternative Hypothesis: There is a positive relationship FLR and SCA
measured at p<0.01, 0.05 and 0.10.

Hypothesis 1c

Null Hypothesis; There is no positive relationship between CBS and FLR
measured at p<0.01, 0.05 and 0.10.
Alternative Hypothesis: There is a positive relationship CBS and FLR
measured at p<0.01, 0.05 and 0.10.

Table 12: Correlation analysis

Correlation Analysis

Variable Variable Spearman Rank Coefficient
CBS CSA Spearman Rank 0.33*
CSA FLR Spearman Rank 0.56*
CBS FLR Spearman Rank 0.34*

Note. *p <.001

In Table 12 above, empirical evidence suggests that there is medium positive

relationship between CBS and SCA (rs = .33, p < .001), thus rejecting the Null

hypothesis of no relationship measured at p<0.01, 0.05 and 0.10 in hypothesis H1a.

Further, in this study, a strong positive relationship is shown between FLR and SCA

(rs = .56, p <.001), rejecting the Null hypothesis of no relationship at p< 0,01, 0.05
and 0.10 in hypothesis H1b.
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The results also show a medium positive relationship between CBS and FLR (rs =
.34, p <.001), rejecting the Null Hypothesis at p<0.01, 0.5 and 0.10 in Hlc.
Furthermore, empirical results suggest that all the relationships are significant (p <
.001) and hence the study reject the Null hypothesis of no positive relationship at <
0.01, 0.05 and 0.10 probability values.

Hypothesis la
e Null Hypothesis; There is no positive relationship between CBS and SCA
measured at p<0.01, 0.05 and 0.10.

e Alternative Hypothesis: There is a positive relationship CBS and SCA
measured at p<0.01, 0.05 and 0.10.

Empirical evidence in this study concurs with literature reviewed that there is a
positive relationship between SCA, FLR and CBS. Thus, from literature review
evidence Jacoby and Chestnut (2018) suggest that there is a linear relationship
between resources, corporate brand strategy and sustainable competitive
advantages. For instance, in the relationship between CBS and SCA literature
analysis suggests that components of CBS consist of the corporate brand name
and corporate identity that enhance sustainable competitive advantages (Jacoby &
Chestnut (2018). This is enhanced by the fact that CBS is dependent on buy-in by
employees, driven by top management, can be a source of competitive advantage,

depends on corporate image and corporate reputation.

Consistent with Martin et al. (2019), empirical evidence in this study seemingly
suggests that CBS is a strategic tool in promoting corporate brand name and
corporate identity to develop SCA. Thus, SCA is developed through the brand
equity approach. Further, evidence in this study indicates that CBS is a strategic
tool that establish strong brands as a means to attain a foothold in the market and
enjoy a decisive advantage over other companies in terms of sales and market

share in the engineering industry of South Africa.

Furthermore, empirical evidence in Table 12 is consistent with San Martin, Herrero,

and Garcia de los Salmones (2019), that brand portfolio enhances corporate
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portfolio strategy as it encompasses other brands or subsidiaries that operate under
the parent company. As noted in literature analysis and empirical evidence
contained in this study, a corporate brand portfolio strategy seeks to enhance
different brand names that are used by different subsidiary or products by the parent
company. Thus, as noted in this study, a CBS will seek to include different brands
under one corporate brand.

In light of empirical evidence in Table 13, results concur with literature analysis and
synthesis that corporate image is of strategic value to all companies which need to
manage it wisely (Rahman, Rodriguez-Serrano & Lambkin, 2019). For instance, to
create SCA corporate brand strategy should target an initiative that creates and
enhances corporate image. Therefore, corporate image is a particular type of
feedback from consumers in a given market environment regarding the credibility
of the superiority claims the organisation makes about its product. This is indicated
in both the regression and corelation analysis as evidence in this study suggests a

positive relationship between CBS and CSA.

Hypothesis 1b

e Null Hypothesis; There is no positive relationship between FLR and SCA
measured at p<0.01, 0.05 and 0.10.

e Alternative Hypothesis: There is a positive relationship FLR and SCA
measured at p<0.01, 0.05 and 0.10.

In this section, a discussion is informed by the above-mentioned hypothesis
statement that is expressed in the Null hypothesis that there is no positive
relationship between FLR and SCA in the engineering industry of South Africa. As
noted, results in Table 4.1 reject the Null hypothesis at statistical significance of
p<0.01, 0.05 and 0.10.

Therefore, results in Table 12 are consistent with literature reviewed in Chapter Two
Barney (2015) that FLR are drivers of SCA. As stated in Chapter Two, a genre of
seminal theories that relate to the resource-based views are used to illuminate the
discussion of FLR, CBS and SCA.
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These are the Resource-Based View relative to positioning-based theories of
competitive advantage (Porter, 1980), the neo-classical microeconomics (Ricardo,
1817) and the evolutionary economics (Nelson & Winter, 1982). In particular, this
study tested the implication of FLR in SCA in the engineering industry of South
Africa using cross sectional data.

From the results illustrated in Table 12, empirical evidence suggests that these
three different ways of positioning the resource-based view generate what could
almost be described as three different resource-based theories of competitive
advantage (Schulze, 1994). For instance, literature and empirical evidence
suggests that FLR not entirely different as they all share a common set of
assumptions, including the assumption that resources and capabilities may be
heterogeneously distributed across firms and the assumption that these differences
may be long lasting (Barney, 1991). In this instance, seminal literature on FLR share
a common emphasis on understanding why some firms can consistently outperform
others. These commonalities identify these theories as examples of the broader
resource-based view that is evident in the evidence obtained in this study.

Following the results in this study, empirical evidence concurs with theoretical
underpinnings of Penrose ‘s (2009) that firm growth and competitiveness are limited
by the utilisation of resources to create SCA. Therefore, an empirical analysis of
these theories indicates that FLR is relative to strategic competitive positions as
noted in theories of competitive advantage (Porter, 2018; Barney, 2015), neo-

classical microeconomics and evolutionary economics (Penrose, 2009).

Furthermore, evidence in this study concurs with seminal Resource Based View
(Barney 2015), the VRIO (Value, Rarity, Imitability, and Organisation) framework is
premised on two fundamental assumptions: capabilities and resources that are
owned and controlled by the firm. Therefore, as noted in the engineering industry
of South Africa, FLR are linked to the heterogeneous nature of the firm; hence they
are not easy to imitate in view of the cost of research and development used in

developing those resources. As such, as argued by a series of seminal works
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(Barney,1991; Barney, 1997; Barney, 2001; Barney, 2015), SCA derived by FLR
and capabilities provides them a competitive edge over rival firms.

In this study, to understand and analyse different resources and capabilities that a
firm owns as well as the propensity of these capabilities and resources to generate
SCA, the VRIO framework was used. In particular, the framework is premised on
SCA in the context of value, rarity, imitability and organisation (Barney, 2015).
Evidence from a series of factor analysis adopted in this study seemingly suggest

that FLR have an impact in developing SCA.

Hypothesis 1c

e Null Hypothesis; There is no positive relationship between CBS and FLR
measured at p<0.01, 0.05 and 0.10.

e Alternative Hypothesis: There is a positive relationship CBS and FLR
measured at p<0.01, 0.05 and 0.10.

In this section, the discussion is informed by the null hypothesis as indicated above.
As noted in Table 12, primary findings in this study seemingly indicates that there
is positive relationship between CBS and FLR. Thus, the null hypothesis is rejected.
Therefore, evidence in the present study is consistent with literature analysis that
suggests that FLR is positioned relative to only strategic competitive positions-
based models such as CBS. Indeed, as noted in empirical evidence and literature

analysis, FLR can help firms to organise and enhance CBS.

As noted in literature review and analysis, several authors, have examined the
relationship between FLR and CBS logic, including Miller (2018). Empirically,
research by Chatzoglou et al. (2018) has estimated the relative influence of industry
and FLR attributes on corporate brand strategy and overall firm performance. While
there is apparently some variance across industries, overall, firm effects seem to
be larger than industry effects—in a way consistent with the overall firm level

resources and performance expectations.
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Further, as noted in empirical analysis, evidence indicates that corporate brand
strategy has a passthrough effect from brand equity that is created by customers’
loyalty brings huge benefits to different players in the market including customers,
manufacturers, commercial intermediaries, and society as well as brand owners.
For instance, customers’ loyal support of a brand may contribute in the creation of
competitive advantage for a business entity. This type of competitive advantage
based on brand equity may help many global firms to overcome the effects of ‘fading

country-of-origin’ phenomenon.

Furthermore, primary findings and literature review suggests that brand loyalty
occupies a central place in the brand value system and it significantly contributes
to the meaning of brand as a resource of the firm. Evidence deduced in this study
also concurs that there are various approaches to the concept of brand loyalty and
what makes that the concept may have many different meanings. For instance,
Sometimes the focus is on sentimentality between the buyer and the brand. In
another approach, the focus is on the loyal behaviour of the buyer of a branded
product — buyer loyalty repeats purchase of a brand and is resistant to competitive

promotion (Rudawska 2005).

As such, as empirical evidence in Table 12, seemingly buttress the notion that
brand loyalty has a deeply held commitment to keep buying or patronizing the same
product or service consistently over a long time thereby causing repetitive profits
margins for the business despite situational changes in the marketing which could
been joined by other competitors without switching sides (Oliver 1999).

This notion as evidenced in primary evidence seemingly suggest that both
behavioural and attitudinal elements of the buyer’'s reaction and brand loyalty
emerges only in a situation when behaviour is supported by attitude. In this regard,
evidence in this study, reinforce Chaudhuri and Holbrook’s (2001) concept of
purchase loyalty — understood as an interest in repeated purchase of a given brand
and attitudinal loyalty understood as a degree of buyer's emotional attachment to a
brand (Chaudhuri & Holbrook, 2001).
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5.4 Hypothesis Two: Discussion pertaining to CBS has arole
on SCA being mediated by FLR.

Following the results in Chapter Four, this section discusses the role CBS has on
SCA being mediated by FLR. Thus, to uncover the causality effect of these
variables a bootstrapping regression model was adopted. In statistical literature, the
bootstrapping strategy, a nonparametric resampling technique that does not
presume normality of the sampling distribution (Lumley et al, 2002), was therefore
adopted for this study. The bootstrapping method is less sensitive with smaller
sample sizes and aids in obtaining precise indirect effects (Hayes & Rockwood,
2017; MacKinnon et al, 2002). Consistent with the above sections a conceptual

hypothesis was converted into a methodological hypothesis as illustrated below.
Hypothesis Two

e Null hypothesis: There is no positive relationship between CBS and SCA
being mediated by FLR measured at p<0.01, 0.05 and 0.10.

e Alternative hypothesis: There is a positive relationship between CBS and
SCA being mediated by FLR measured at p<0.01, 0.05 and 0.10.

Table 13: Mediation effects

Dependent Variable Explanatory Variable Estimation Coefficient
CBS CSA Bootstrapping 0.288**
FLR CSA Bootstrapping 0.608**
CBS FLR Bootstrapping 0.283***

In Table 5.3 above, are the results of the bootstrapping regression model are
presented as illustrated in the causation diagram in Chapter Four. The indirect
effect is a*b, the direct effect is ¢’ and the total effect is given by a*b + ¢’. The effect
of a construct on another is depicted by B while SE is the corresponding standard
error. The indirect effect of CBS on SCA through FLR is given by 0.283 * 0.608 =
0.172. The direct effect of CBS on SCA is 0.288. The total effect of CBS on SCA
(direct and indirect) is given by 0.172 + 0.288 = 0.460. All p values are less than
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0.001 which indicates that the effects are significant and therefore, the present
study reject the null hypothesis of no relationship at p<0.01, 0.05 and 0.10.

Consistent with the empirical results, evidence in this study concurs with literature
evidence in Chapter Two Barney (2015) that to CBS has a role on SCA being
mediated by FLR. For instance, in this study, literature evidence suggest that CBS
has a mediating role to SCA through brand preference that is enhanced by CBS.
Keller (2008) suggest that buyers have a strong emotional tie to the brand, buyers
who regularly buy the brand under social pressure situations, and even in the case
of limited access to the brand, are still ready to search for it. This type of brand
loyalty is the most sought after as it creates the best brand equity that enhance
SCA. Thus, Keller (2008), suggest that CBS offer the following efficiencies.

Behavioural loyalty — this type refers to buyers who buy the brand but having no
special attachment to it. They buy other significant amounts of a given brand which
represent a big lifetime value. In Gounaris and Stathakopoulos (2004) system, this
level is called inertia loyalty. Thus, this loyalty often results in brand preference and

create goodwill which is an intangible resource in firm level competencies.

As noted in the empirical evidence and literature analysis, Attitudinal attachment, is
an intangible resource that influence SCA. In this instance, Attitudinal attachment
not only to a systematic purchase of the brand but also personal attachment by the
buyer. Customers feel an exceptional degree of satisfaction and pleasure in
purchasing this brand. Literature evidence suggest that Sense of community is a
intangible resource that is enabled by CBS and enhance SCA. As noted, Sense of
community is enabled through CBS to SCA, it is, a specific level of loyalty related
to buyer’s group. The customer strongly identifies with a particular group associated

with the brand and develops a feeling of social belonging.

For instance, in cases of extreme attachment to the brand, customers organise
themselves in fan clubs’ pomp and ceremony exhibiting pride to be associated with
the brand and even communicate the brand to outsiders. This is the highest level
of brand loyalty that unusually brings value to brand equity. A loyal customer
remains loyal to his brand even if prices fluctuate. They are not affected by

competitor innovation or special promotions. To be a loyal customer means that the
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brand represents the most attractive alternative in the eyes of the buyer. Loyal
behaviour is measured by checking if the customer who didn’t find his/her brand in

the shop will purchase a competing brand. Conclusion

To conclude, this chapter presented a discussion of the empirical evidence in view
of the estimations as adopted in Chapter Three and presented in Chapter Four. In
hypothesis one, empirical evidence indicates that there is a significant relationship
between CBS, FLR and SCA. Therefore, subsequent to hypothesis 1, hypothesis
la was formulated to test the relationship between CBS and SCA.

Evidence in this study suggest that there is a positive relationship CBS and SCA.
In the relationship between FLR and SCA, evidence suggest a positive relationship
between these two variables. Further, in the relationship between CBS and FLR,
evidence suggest a positive relationship between these two variables. Lastly, in
hypothesis 2, the study sought to understand if CBS has a role on SCA being
mediated by FLR. As noted, evidence in the study seemingly suggest that their
mediation effect flowing from FLR, CBS and SCA.
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CHAPTER 6. CONCLUSIONS & RECOMMENDATIONS

6.1. Introduction

In this chapter, a discussion on the conclusions and recommendations was
presented in the context of the initial research questions, objectives and
hypotheses. Thus, this chapter delved into the summary of the preceding chapter
providing a summary of research conclusions. For the ease of reference, this study
arranged as follows, section 6.1 presents a discussion on the conclusion of the
study hypotheses in the context of the null and alternative hypothesis. Section 6.2,
presents recommendation based on empirical evidence deduced in Chapter 4 and
discussed in Chapter 4. Section 6.3 presents an argument on the contribution of

the present study, and, section 6.4, presents suggestions for further research.

6.2. Conclusions of the study

6.2.1 Problem statement

The prevailing problem is twofold. As indicated above that resource-based oriented
studies assume a polarised perspective on the determinants of SCA. However, this
study proposes to test empirically the theoretical underpinnings of the Resource-
Based View (RBV) on SCA as well as elements of CBS as sources of competitive
advantage. In view of the fact that engineering firms offer their services across all
industry sectors, development of knowledge in strategic policy perspective that
informs strategic positions and market dynamics such as CBS is an overarching
objective (Jin, 2018; Igbudu, Garanti, & Popoola, 2018).

6.2.2 Purpose of the study

The study investigated the impact of CBS on SCA mediated by FLR in the South

African engineering industry in the emerging markets.
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Main problem

The main research problem was based on the notion that there are limited studies

that investigate the aspects of CBS as sources of SCA in the engineering sector.

Research questions

o Research question 1: What is the relationship between CBS, FLR and
SCA in the South African engineering industry?

o Research question 1a, What is the impact of CBS on SCA in the

South African engineering industry?

. Research question 1b, What is the impact of FLR on SCA in the South

African engineering industry?

. Research question 1c, What is the impact of CBS on FLR in the South

African engineering industry?

. Research question 2: What role does FLR play in the relationship

between CBS and SCA in the South African engineering industry?
Research Questions and Hypothesis Conclusions

For the ease of reference, the present section provides conclusions as informed by
the results of the econometric estimations as presented in Chapter 4 and discussed

in Chapter 5.
Conclusions in Hypothesis 1

Following the results in chapter 4 and the discussion in Chapter 5, the Null
Hypothesis is There is no positive relationship between firm level resources,
Corporate Brand Strategy and Firm level resources measured at p< 0.01, 0.05 and
0.10.

In Hypothesis 1a, Null Hypothesis; There is no positive relationship between CBS
and SCA measured at p<0.01, 0.05 and 0.10. Evidence from this study reject the
Null hypothesis and conclude that there is a positive relationship between CBS and
SCA.
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Second, in the Hypothesis 1b, Null Hypothesis; There is no positive relationship
between FLR and SCA measured at p<0.01, 0.05 and 0.10. Empirical evidence
from this study rejects the Null hypothesis and conclude that there is a positive

relationship between FLR and SCA.

Third, in the Hypothesis 1c, Null Hypothesis; There is no positive relationship
between CBS and FLR measured at p<0.01, 0.05 and 0.10. Nonetheless, evidence
from this study rejects the Null hypothesis and conclude that there is a positive

relationship between CBS and FLR.
Conclusion on Hypothesis 2

In this section, a conclusion on hypothesis 2 is presented in the context of the
primary research findings as presented in Chapter 3 and discussed in Chapter 4.
Similar, to the first hypothesis, the Null hypothesis is used to present the decision
rule on the nature of the findings.

In the Hypothesis 2, Null Hypothesis; There is no positive relationship between CBS
and SCA being mediated by FLR measured at p<0.01, 0.05 and 0.10. Empirical
evidence in Table 6.2, rejects the Null hypothesis and conclude that there is a

positive relationship flowing from FLR, CBS and SCA.

Thus, in the relationship between CBS and CSA, the Null hypothesis of no positive
relationship between CBS and CSA measured at p<0.01, 0.05 and 0.10 is rejected
at 98% confidence interval. In the relationship between FLR and CSA, the Null
hypothesis of no positive relationship is rejected at confidence interval of 98%. In
addition, in the relationship between, CBS and FLR a null hypothesis of no positive
relationship was rejected at 100% confidence interval. From these results, evidence

indicates that there is a mediation process flowing from FLR through CBA and SCA.

6.3. Recommendations

From the research findings, in this section, a discussion on the recommendations
is informed by the primary evidence and literature analysis as analysed in Chapter
4 and 5. Consistent with the rest of the study, this section accounts for both the

primary evidence and literature analysis.
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In this study, evidence suggests that CBS is strategic tool that drive SCA, thus, to
enhance the effectiveness of CBS, there is a need for companies in South Africa’s
engineering industry to consider value adding strategies that enhance SCA through
the endowment of FLR. For instance, the Porter's Competitive advantage model
theoretical evidence suggests that the company goodwill that is created by CBS is
an intangible resource that enables the creation of SCA. Thus, from empirical
evidence, the study recommends that companies should invest in brand image

creation and enhancement to the overall company goodwill.

From the empirical findings, significant evidence suggests that the implementation
of the CBS is informed by FLR. This evidence is statistically significant in both the
correlation analysis and the regression analysis. Thus, in view of this evidence the
present study recommends that a strategic implementation of the CBS should be
aligned with the deployment of the firm’s resources in planning and implementation
of the corporate brand strategy. As such, firm level resources are critical in every

stage of the CBS planning and implementation process.

6.3.1 Practical and actionable tactics to achieve a sustainable

competitive advantage.

The findings of the research on the relationship between corporate brand strategy
and sustainable competitive advantage showed that corporate brand strategy can
be a powerful asset in helping to foster a competitive advantage. The research also
revealed that well-executed strategies that are aligned with the company’s mission,
vision, and values, and supported by a strong corporate culture, can be a valuable

tool in helping to drive competitive advantage and overall business success.

To achieve a sustainable competitive advantage in the South African engineering

sector, a company should consider the following:
Research and Development

Investing in research and development in order to improve current products or
services and create new ones, which offer distinct advantages to customers. Focus
on developing innovative products or services that can differentiate their brand from

the competition.
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Invest in Data, Technology and Artificial Intelligence (Al)

Companies should strive towards a data-driven culture, where data analytics are

used to make informed decisions.

Leverage on technology to optimise operations in order to improve cost efficiency.
Investing in the latest technological tools, such as big data, automation, and cloud-

based solutions, to make processes more efficient.

To continue, Al-driven tools and processes can greatly help in improving customer
service, as they can conduct fast and precise processes such as natural language

processing, automated chatbots and analytics-powered applications.
Customer Relationship Building and Management

Build relationships with customers in order to increase sales and foster loyalty and
investing in marketing activities to create a strong brand image in the market.
Engage in strategic partnerships with other local companies in order to access

resources, which would otherwise be difficult to obtain.

Implementing customer service management systems to respond to customer
gueries in a timely and efficient manner. Offering personalised products and

services to customers, which would give them a competitive edge.
New Markets

Expanding into new markets and developing marketing strategies to take

advantage of the growing opportunities in different regions.
Social Media

Companies should also consider leveraging the power of social media, which can
be incredibly useful in gathering data and insights into their customers and the

markets they are targeting.

6.4. Contribution of this study

The role of CBS in contemporary studies has been oversubscribed by many
academics. However, in South Africa there is a paucity of studies that, particularly
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in the engineering industry. This study focused on the relationship between CBS
and SCA. The contribution of the present study is twofold.

Conceptual Framework: Author’'s Compilation from Chapter 2.

First, from an academic standpoint, the present study tested the theoretical
underpinnings of the Resource Based Views (Barney 1991), Porter's Competitive
Advantage Theory and the Penrose’s Theory if the Growth of the Firm, thus,
consistent with these theoretical underpinnings, empirical evidence concurs that
firm level resources offer value adding initiatives in enhancing SCA. Second, from
the results of the study, the study provides value adding recommendations in South

Africa’s engineering industry.

There was no testing of the connections between EP and CBS or CSA and FLR.
However, due to the factor's advantages, it is a crucial element that must be taken
into account when deciding on strategies based on CBS, CSA, and FLR due to EP's
influence (Cartwright, Liu, & Davies, 2022). B2B marketers advance the word by
contrasting "influential marketing" with “influencer marketing" in the B2C market.
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The employees create the brand. The marketing strategy is less reliant on a third
party than it is in B2C. Influential B2B marketing necessitates trustworthiness,
expertise, professionalism, and the sharing of know-how—all of which are

predicated on established, industry-specific networks and relationships.

Employee perception is crucial, say Jayakumar and Sulthan (2014), because it
benefits the organisation in numerous ways. Additionally, there are other aspects,
such as the experiences, emotional condition, and motivational state of the
employees, that must be taken into consideration when using employee perception

in research.

Lastly, in the context of South Africa's engineering industry, the test was designed
to assess the quantitative but not qualitative relationship between corporate brand
strategy and sustainable competitive advantage. Meaning a qualitative component

of the study is crucial to understanding the justification for the replies.

6.4.1 Sectorial Approach

In this study, very rare sectorial approach was formulated. As noted, in existing
literature, there is a dearth of studies that investigate the relationship between CBS
and SCA in South Africa’s engineering industry. The sectorial approach that was
adopted in this study is very rare and contribute to the existing knowledge since
there is scarcity of studies that focus in the engineering industry.

6.4.3 Estimation Techniques

In this study, the scientific knowledge development process considers to selection
of statistical estimation as a substantial contribution to the knowledge development
process. Thus, the major contribution of the methodology is this study is to test the
impact of CBS on SCA as mediated by FLR. The adoption of the bootstrapping
regression method to test the mediation effects is substantial contribution to the
body of knowledge. These set of approaches are rarely adopted extensively in a

firm level analysis and hence this makes the present study novel.

6.4.4 ldentified Factors
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More concepts were found to be of importance in addition to CSA, FLR and CBS.
The factor analysis that was done on the concepts, highlighted EP as of importance

that was not initially part of the primary research.

6.5. Suggestions for further research

In the subject of marketing, the topic of the relationship between CBS and SCA is
of fundamental significance, hence, it cannot be concluded in a single research
study. Thus, in the present study, a scientific research inquiry targeted investigating
the relationship between CBS and SCA in the engineering industry using a cross

sectional survey.

Although this study achieved its objectives, nonetheless, the suggestion for further
research is entailed in the research design. As noted, the study used a cross
sectional survey, the substantial drawback is in the use of cross sectional survey.in
statistical literature, a cross sectional survey is data that is collected at the same

time.

Therefore, it is impossible to understand short and long run causality impact of CBS
on SCA using a cross sectional data. This is a substantial drawback. For instance,
the use of longitudinal data would enable the researcher to uncover the short run
and long impact of CBS on CSA. This would enhance recommendations on

resource deployment of different stages of CBS implementation process.

In this instance, the present study suggests that future endeavours that investigates
the relationship between CBS and SCA should embark on longitudinal studies that
will uncover short and long run deterministic trends. A study investigating other
industries or countries, larger sample size and a qualitative element can be
conducted to understand the underlying issues. The constructs that were dominant
in the factor analysis should be studies further, to gain a better insight in what makes

a brand successful and sustainable.

Lastly, research on the effects of CBS, FLR, and SCS on EP is scarce. To
demonstrate how this characteristic influences the organisation's strategy, EP

needs to be further examined or researched.
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APPENDIX A: RESEARCH INSTRUMENT
South African Engineering Firms’ Questionnaire

This questionnaire is designed to obtain feedback from you on your views towards the
sustainable comparative advantage of the engineering firms in South Africa. The results
from this survey will be used to determine the attitudes of decision-makers in the
engineering industry in SA towards this topic.

Taking part in this survey is completely voluntary and anonymous. The questionnaire
consists of five sections. The questionnaire should take no more than 15 minutes of your
time. Your co-operation is appreciated. When evaluating a question, please answer the

guestion from your own perspective.
Place an X in the appropriate box where applicable or complete where required.
Thank you for taking the time to complete this survey.

Should you have any questions, please feel free to contact: Prof Geoff Bick: 082 894 2452
or geoff.bick@gsb.uct.ac.za

SCREENING QUESTIONS

Do you currently work in the engineering industry?

No 0

Yes 1

SECTION A: DEMOGRAPHIC DETAILS

1. Please indicate your gender.

Male 1

Female 2
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2. Please indicate your racial group.

African 1
Indian 2
Coloured 3
White 4

3. Please indicate your age group.

18-25 years 1

26-35 years 2

36 — 45 years 3

46 — 55 years 4

56 — 65 years 5

4. What is the highest level of education you have completed?

Matric 1
Certificate 2
Diploma 3
Degree 4
Honours 5
Masters 6
PhD 7

5. Years of working experience

Less the 10 1
11to 20 2
21to 30 3
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31 and above 4

6. Occupation

Operations 1
Middle Management 2
Senior Management 3
Executive 4

7. Respondents Organisation Size

Micro (1-10) 1
Small (11-50) 2
Medium (50-200) 3
Large (201 +) 4

SECTION B: EMPLOYEE PERCEPTIONS
On a scale of 1 to 5 where 1 = Strongly Disagree, 2= Disagree, 3 = Neither Disagree nor Agree,
4 = Agree and 5 = Strongly Agree, indicate the extent to which you agree with each of the following

statements.
(o 0)) g z > > w
55 | 5| 2| 993
0 =
€e | § s | ®° |°&
o < D <
EP1 Corporate brand strategy is different to product brand 1 5
strategy
EP2 Company reputation is critical to develop positive 1 5
feelings from the stakeholder community
EP3 Company reputation is driven by the service quality of |1 5
the employees
EP4 Corporate brand image depends on the quality of the |1 5

product and/or service
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competitive edge that is difficult to copy and provides
long-term advantage

o)) o z > >0
&3 g 2 3 158
€g | ¢ | 5| 8 |8g
o < ® <
EP5 Firm level resources comprise of finance, HR as well 1 5
as intangible resources like intellectual property and
patents etc
EP6 Employees are responsible for maintaining the 1 5
corporate brand through their service quality
EP7 The corporate brand is only the responsibility of top 1 5
management
EP8 Sustainable corporate advantage implies there is a 1 5

SECTION C: CORPORATE BRAND STRATEGY
On a scale of 1 to 5 where 1 = Strongly Disagree, 2= Disagree, 3 = Neither Disagree nor Agree,
4 = Agree and 5 = Strongly Agree, indicate the extent to which you agree with each of the following

statements.
o)) g z > > W
23 g £ FER:
€g | €| 5| 8 83
o< o <
CBS1 | The firms brand strategy is correctly aligned with the 1 5
business objectives
CBS2 | The firm has all the tools and resources needed to 1 5
communicate the brand identity, such as the logo,
tagline and website
CBS3 | The firm has the budget to see the brand strategy 1 5
through
CBS4 | The firm can grow from a small to medium and/or 1 5
large entity without a brand strategy and marketing in
place
CBS5 | The brand and reputation play a role in the success of | 1 4 5
the firm
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CBS6 | Good service quality plays a role in the success of the | 1 5
firm
CBS7 | Good brand strength plays a role in the success of the | 1 5
firm
SECTION D: FIRM LEVEL RESOURCES
On a scale of 1 to 5 where 1 = Strongly Disagree, 2= Disagree, 3 = Neither Disagree nor Agree,
4 = Agree and 5 = Strongly Agree, indicate the extent to which you agree with each of the
following statements.
oe | o | z > 122
&3 2 2 3 88
ce | ] 5| % g
o < o <
FLR1 | The firm has operating locations/building/land 1 2 3 4 5
FLR2 | The firm has the up-to-date equipment i.e., software, 1 2 3 4 5
technology to complete projects
FLR3 | The employees have the skills, experience, and 1 2 3 4 5
knowledge for their jobs
FLR4 | The firm has good systems, in-house databases, personal | 1 2 3 4 5
and organisational networks
FLR5 | The firm has a good brand image and reputation 1 2 3 4 5
FLR6 | The firm has good organisation culture and values 1 2 3 4 5
especially, for example, the prevailing attitudes to
customers, quality and change
FLR7 | The firm has long term contracts and incentives 1 2 3 4 5

SECTION E: SUSTAINABLE COMPETITIVE ADVANTAGE
On a scale of 1 to 5 where 1 = Strongly Disagree, 2= Disagree, 3 = Neither Disagree nor Agree,
4 = Agree and 5 = Strongly Agree, indicate the extent to which you agree with each of the following

statements.
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SCAl The firm’s resources enable a firm to achieve SCA 1 5
SCA2 The firm’s resources are rare in the engineering 1 5
industry
SCA3 The firm’s resources are hard to imitate or copy 1 5
SCA4 The processes, structure, and culture of the 1 5
company are in place and managed well
SCA5 The firm has established good brand loyalty with its 1 5

target market
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