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ABSTRACT 

Taobao is a promise of platform, a representative of e-commerce, a famous brand that offers a place for merchants and 

customers to sell and buy. It is Taobao that has opened up a new era of e-commerce and brought it into people’s vision. 

Therefore, it is important to learn about how Taobao opened up that new era successfully and apply it to new e-

commerce, especially in today’s Chinese market. Generation Z rises as consumers, who were born with access to the 

Internet. As the leader in many e-commerce platforms, Taobao has its unique brand perception for Generation Z. 

Knowing what brand strategies Taobao has used would be significante for China’s future development. This research 

focus more on Generation Z’s brand perception of Taobao, how Taobao’s brand awareness, and brand association would 

influence its brand loyalty? This paper further develops Aaker model by changing the relationship between Independent 

and dependent variables of the model in the structure model which start a new research direction of branding strategy. 

The paper used questionnaire survey to investigate Generation Z’s perception of Taobao’s brand loyalty, brand 

awareness, and brand association. 
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1. INTRODUCTION 

The development of e-commerce has altered the way 

of purchasing around the world. Especially in China, it is 

still a sector that grows rapidly, as consumer behavior 

starts to change rapidly in China, e-commerce has to 

update at a very fast rate, which also means through e-

commerce, people are able to feel breath of the epoch.  

Chinese e-commerce is provided with great financial 

support, Taobao is a good example, it has the financial 

backup of Alibaba. In China’s current e-commercial 

market, the situation of product surplus is serious. Every 

e-commercial seller wants to sell their products quickly, 

they would put various products on the market in order 

to prevent this situation. But this needs consumers to be 

willing to spend their money on these products, which 

they actually do. In China, the consumer craze seems to 

have surpassed this kind of surplus. For example, China’s 

middle bourgeoisie has reached a certain degree of 

affluence, these consumers usually own their own houses 

and now want to buy various products for their families, 

although they would still pay attention to whether the 

product worth the money, they have more choices of 

goods that they want to buy. It seems that Chinese e-

commerce is in a very positive and growing period.  

However, hidden dangers always lurk in rapid 

development. At present, many shell companies sneak 

into many online shopping platforms, while the 

regulatory system is not complete enough. Also, 

Generation Z does not have the ability to detect these fake 

companies, which means the regulatory system of e-

commerce will become the key to its future, otherwise 

more and more Generation Z would be defrauded. 

Whether China’s e-commerce can last long or not in the 

current market depends a lot on the changes of the 

regulatory system by Taobao and other e-commerce 

platforms. The popularity of Taobao seems to offer a very 

good opportunity for them. Taobao is a leading online 
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C2C auction company, a promise of the trading platform. 

Many services launched by Taobao have become popular 

terms and entered our language, and these terms, are 

especially popular among Generation Z.  

Generation Z was born and raised with access to the 

Internet, new technologies are very natural in their living 

environment. With their own mobile devices, they are 

able to have multiple shopping platforms on their mobile 

devices in order to compare the price and quality of 

goods. The pursuit of personality also lets them purchase 

from a different perspective; the consideration of price 

generally comes second. They think that the feedback 

about the results of their work is very important, they can 

change their jobs very easily, but they are also very 

willing to work for an employer for a very long period 

under the condition that the job is attractive.  

Based on current research, Taobao is now mainly 

targeting Generation Z. Generation Z’s consumer 

philosophy is “Gen Z is looking more for this item that 

shows that they’re different, they’re unique” Generation 

Z prefers to shop “going online” [1]. The research 

question in this article is: what kind of Brand Strategy 

can be used to increase Generation Z’s loyalty to Taobao. 

This paper hypothesizes that Taobao’s Brand awareness 

and brand association have a positive impact on 

Generation Z’s brand loyalty. The target population 

chosen for this paper is generation Z who are living in 

China and are still students. Taobao’s use of current 

strategies for the Generation Z demographic will have a 

positive impact on this demographic. For example, it will 

drive visits and transactions. After obtained the results of 

the questionnaire, this paper used an excel spreadsheet to 

analyze the data and present it in graphs. In order to 

verify the idea, this study took a questionnaire to 

investigate the Taobao brands of the Generation Z group. 

This paper randomly distributed questionnaires and 

conducted a random survey. The study divided the whole 

paper into four parts of research and investigation for the 

hypothesis. The first part is a theoretical study, for 

example. The second part is the collection of data and the 

analysis of the collected data. The third part is an in-depth 

discussion based on the data analyzed. The fourth part is 

a summary of the entire article on Taobao’s brand 

strategy and strategic results. 

2.  LITERATURE REVIEW 

2.1.History of TAOBAO 

The founder of Taobao is Jack Ma. He is a very 

inspirational being who has gone from obscurity to the 

position of the richest man in China. As early as April 

2003, Jack Ma and 10 employees in Hangzhou to plan the 

construction of Taobao.com, May 10, 2003, Taobao was 

officially established, Taobao just online at the beginning 

to July 4, 2003, the site rapid development, the daily 

addition of more than 2,000 new products, in August 

2003, Taobao announced free 3 years, attracting a large 

number of small and medium-sized sellers to the station. 

On December 31, 2010, Taobao had more than 370 

million registered members, accounting for 80% of 

China's online shopping market. In 2012, the transaction 

volume of Taobao and Tmall.com exceeded RMB 1 

trillion, more than the sum of Amazon.com and eBay. 

Taobao has more than 60 brands of values, but the most 

important to Taobao is the Taobao.com promotes a 

culture of honest, active, and fast online transactions. 

Taobao’s headquarters is located in Hangzhou, Zhejiang 

Province, China, and Taobao has about 8,000 employees 

working here. Taobao provides a platform for consumers 

to choose products from different sellers, ask wholesalers 

and retailers for refunding, make comments, and display 

the products they received, to open their own personal 

stores on its platform. Consumers are able to get clothes, 

accessories, gadgets, computer hardware at very low 

prices, they can even buy pets and second hands stuff. 

Factors like brand awareness, association, loyalty 

will be discussed in this section.  

2.2.Brand Awareness 

Brand awareness is a super definition including brand 

acquaintance, potential of being remembered, 

information and the ideas about the product [2]. Brand 

awareness is associated with the information node in the 

memory; the ability of customers to recognize a brand 

under a variety of conditions reflects their awareness of 

the brand [3]. Brand awareness as the brand recognition 

and brand recall of a brand [4]. Brand awareness creates 

a great association in memory about a particular brand  

[4]. Brand awareness is one of the main factors in 

creating brand added value and is also considered as one 

of the key factors affecting the knowledge: level of 

consumers about the brand [5]. 

2.3.Brand Association 

Brand association is defined as the strength of 

benefits offered by the brand. “Brand association” can be 

used as a 1 general term to represent a link between two 

nodes, which suggest brand association in customers 

mind” [8]. Brand association would help consumers 

search and deal with information [9]. Moreover, brand 

association would provide consumers with a purchasing 

reason, because most brand associations are related to 

brand attributes, the target consumer market, and the 

benefits that consumers need, so that they form the 

foundation of brand loyalty and consumers’ purchasing 

decisions [10]. 

2.4.Brand Loyalty 

Brand loyalty as symbolizes a constructive mind set 

toward brand that leading to constant purchasing of the 

brand over time [11]. Aaker also argues that brand loyalty 
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is an essential element when it comes to evaluate a brand 

in terms of value because loyalty can generate profit. 

There are two approaches being used to understand the 

brand loyalty that have completely outclassed in the 

marketing literature [12,13]. The first approach in 

marketing literature is behavioural approach to brand 

loyalty in which the advocators believe that constant 

purchasing of one brand over time is an indicator of brand 

loyalty. The second approach in the marketing literature 

is cognitive approach to brand loyalty in which the 

advocators argue that behaviour solely does not reflect 

brand loyalty. Brand loyalty has the power to impact on 

customer decision to purchase the same product or brand 

anddecline to shift to competitors’ brands [14]. As a 

result, brand loyalty is the core of brand's value [14]. 

This paper finally decides to use the Aaker’s theory 

about branding, which is fit the research background-- 

the e-commercial market and the research object--

Taobao, so in this study, the paper chosen this theory as 

the theory basis and analytic demonstration. 

3. METHOD 

In order to test the hypothesis of the question “What 

kind of Brand Strategy to increase Generation Z’s loyalty 

to Taobao” presented in this article, the paper 

hypothesized that Taobao’s Brand awareness and 

association have a positive impact on Generation Z’s 

brand loyalty is positively influenced by Taobao’s brand 

awareness and association, so this paper designed a 

validation method. The validation method the paper used 

was a questionnaire survey in Generation Z. The survey 

approach has been used in a number of previous studies 

on similar issues “Chinese customer satisfaction of 

online shopping of Taobao is surveyed in the empirical 

study” [17]. At the same time, the scope of the 

questionnaire proposed in this article is for Generation Z, 

so the questionnaire is developed in this scope, which 

makes the analysis of the proposed question more 

effective. After 5 days, the survey received 52 effective 

questionnaires, with an effective rate of 91%. Since 

Taobao’s main marketing scope is in mainland China, the 

general scope of this study is Generation Z who are born 

and raised in China without independent economic 

resources. 

4. RESULTS 

The paper analyzes the Taobao’s survey by using 

linear regression model, here is the summary output. The 

paper uses regression analysis to analyze the relationship 

of the variables involved. The Variable Y is brand loyalty 

while the two X variables are brand awareness and brand 

association.  

 

 

Table 1：Regression Statistics 

Regression Statistics 

Multiple R 0.754211303930907 

R Square 0.868834690977159 

Adjusted R Square 0.75123610693541 

Standard Error 0.742761942785378 

Observed Value 52 

Table 2: Regressive analysis 

Variance Analysis 

 df SS MS F 
Significance 

F 

Regressive 

Analysis 
2 

35.664622

4288271 

17.832311

2144136 

32.32

27533

32184

4 

0.00000000

1118853862

64445 

Residual 49 
27.033069

8788652 

0.5516953

0365031 
  

Total 51 
62.697692

3076923 
   

The regression statistics include Multiple R, R 

square, adjusted R square, standard error, and observed 

value. Multiple R shows the correlation coefficient R of 

X and Y, the closer the absolute value is to 1, the stronger 

the correlation is, also, the closer the absolute value is to 

0, the weaker the correlation is. In this case, the Multiple 

R reaches 0.754211303930907, closes to 1, which means 

that it has a fairly high relevance. For R square and 

adjusted R square, they represent the fitting degree of 

data and model (Table 1 & Table 2), both of the model is 

larger than 0.5, so the fitting degree of the model is high. 

The observed value is 52, which may cause the standard 

error fairly high, given that the time is limited, this could 

be improved later. In this case, the standard error is lower, 

the accuracy of the parameters would be higher. T Stat is 

used for the test of model parameters and in this model, 

the confidence interval reaches 95%. P-value refers to the 

probability that the statistical results are larger than the 

actual observation data in the model, which is when the 

original hypothesis is true, the probability that the results 

are more extreme than the sample observation result. 

While in the model (Table 3), the P-value of the first 

variable, brand awareness, is larger than 0.05, which is 

not significant. Brand awareness, in this case, is not 

significant to brand loyalty. The P-value of the second 

variable, brand association, is less than 0.001, which is 

extremely significant, brand association is very 

Advances in Economics, Business and Management Research, volume 203

1694



  

 

significant to brand loyalty. Overall, the P-value of the 

model is less than 0.05 and larger than 0.01, so the model 

would be highly significant. 

Table 3: P-Value 

 Coefficients P-value 

Intercept 0.7166545 0.00198553 

X Variable 1 0.2026248 0.22379906 

X Variable 2 0.58343015 0.00067037 

5. DISCUSSION 

The results demonstrate that Taobao’s brand 

perception is very broad in terms of Generation Z. It is 

important to highlight the fact that most of Generation Z 

are students with most of their income coming from their 

family, they usually have multiple shopping platforms in 

order to compare products. Three-quarters of them would 

consider Taobao as their platform to purchase products, 

and when they need to recommend shopping platforms to 

their friends, most of them would consider Taobao as 

their first option. However, if there happens to be a 

shopping platform that has more preferential advantages, 

they are likely to switch to that platform instead of 

choosing a single shopping platform. As for Taobao’s 

services, although Generation Z would still think of 

Taobao’s service as the symbol of quality service, an 

important question associated with this is that compared 

to Taobao’s early services, Taobao’s quality of service is 

declining. It is worth discussing these interesting facts 

revealed by the results that Generation Z would consider 

Taobao as the ancestor of online shopping platforms. 

Generation Z’s perception of Taobao is influenced by its 

ancestor and leading position, although many of them 

don’t use T-mall, they still heard of it because of Taobao. 

Therefore, Taobao’s Brand awareness, and association 

indeed have a positive impact on Generation Z’s brand 

loyalty. For Taobao, is that they are able to have better 

development in the future by paying attention to 

Taobao’s brand awareness, and brand association. This 

paper has done the survey in a different way compared to 

the former study; this study did the survey with more 

weight to their feelings. However, compared to previous 

studies, the paper did not have enough feedback, given 

the fact that the time permitted is limited. 

6. CONCLUSION 

In this paper, it has done a case study on Taobao. In 

order to solve the question “What kind of Brand Strategy 

to increase Generation Z’s loyalty to Taobao?”, this 

paper used a questionnaire to collect data about 

Generation Z’s loyalty to Taobao, and then this study 

systematically analyzed the collected data. According to 

the analysis, it could be seen that Taobao’s Brand 

Awareness and Brand Association can increase 

Generation Z’s loyalty to Taobao. According to the data 

from the questionnaire, Brand Awareness makes 

Generation Z remember the brand more and use the brand 

more. The case study in this paper takes Taobao as having 

some special characteristics and is too representative for 

the Chinese market. But whether Taobao is still universal 

in the Chinese e-commerce market, this paper needs to 

study this issue more in the future. Taobao is a brand for 

the Chinese market, but do not know whether foreign e-

commerce brands, such as Amazon, have the same 

influence and status. According to the research question, 

this study only did a questionnaire and the data is 

somewhat quantitative. In the future, more data can be 

collected on the loyalty of Generation Z to Taobao. The 

sample size of this paper is too small and could be 

extended and actively promoted in the future. The target 

area of this survey is not very popular, most of the 

respondents are around Jiangsu, Zhejiang, and Shanghai, 

and this range of collection targets may have some 

geographical influence on the collected data. This study 

of brand loyalty is theoretically not only influenced by 

Brand Awareness and Brand Association, but also by 

many other factors, such as brand publicity, which are not 

studied in this paper. Nowadays, the e-shop market has a 

very important influence in China. Customer loyalty to a 

brand can be considered a key factor for brand success. 

This paper provides many ways to help Taobao to 

enhance the user stickiness of its customers. Firstly, 

increasing Brand Awareness and Brand Association of 

the brand makes Taobao a popular choice among e-

shoppers with many brands. Second, Generation Z is 

becoming a major player in the e-marketplace. This study 

investigates the online shopping loyalty of Chinese 

Generation Z to Taobao, and this study had obtained a lot 

of data to support it. Due to the special nature of e-

commerce shopping, in the future, the study will also 

need to study this issue for a long time. Taobao should 

begin to improve its internal services based on the data 

collected, so that Generation Z’s loyalty to Taobao can 

increase. 
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