®

Check for
updates

Improving the Loyalty in the Digitalization of the Brand
for theNational Pharmaceutical Brand Image

Mengyao Yul > ", Sazrinee binti Zainal Abidin', Changhua He' 2, Yue Ma"2, Jun
Zheng?

"Faculty of Design and Architecture, Universiti Putra Malaysia, Serdang Selangor Darul Ehsan,
Malaysia
Faculty of Arts and Media, Yunnan College of business management, Yunnan, China

E-mail mengyaoyu0525@gmail.com; sazrinee@upm.edu.my;
gs62159@student.upm.edu.my; Mayueupm@l63.com;
21010417@gg.com

Abstract. This study aims to improve the loyalty of digital natives in the digital-
ization of the brand by constructing an innovation model for a national pharma-
ceutical brand image. This study uses Literature review to understand the current
demand for identify the digitalization of the brand and the national pharmaceuti-
cal brand image. Later it uses Case Study to analyze the factors of how national
pharmaceutical brand images could construct an innovation model in the digital-
ization of the brand. Results of the study would include a background under-
standing of the current demand for national pharmaceutical brand images. Cate-
gorize the national pharmaceutical brand image and find the best way to digitize
the brand. Results of the study would include a background understanding of the
current demand for national pharmaceutical brand images. Categorize the na-
tional pharmaceutical brand image andfind the best way to digitize the brand.

In addition, the expected outcome will document the background description
of the national pharmaceutical brand image. Through the analysis of latent fea-
ture variables and latent categorical variables, it recommends finding the best
method for brand digitization. Identifying the potentialfor digitalizing the brand
culture variables required construction(variable) for the construct construction
model. The study contributes to the model for increasing the loyaltyof digital
natives by building a strategic development of the national pharmaceutical brand
image.

Keywords: national pharmaceutical brand image, the digitalization of the
brand, constructing aninnovation model,the loyalty of digital natives

1 INTRODUCTION

The development of the national pharmaceutical brand image is slow, and some have
even died out in the era of commodification. To adapt to the growth of the modern
market and meet the preferences of digital natives, national brands need to digitize their
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image of a national brand to improve their loyalty to brands. In the digitization of na-
tional pharmaceutical brands, digital graphics, colors, or communication forms directly
affect consumers' perception of the brand. We explore color's cognitive role in deter-
mining brand perception.! Explore innovative models of consumer loyalty involving
attitudinal and behavioral loyalty to brands. 2> They are achieving new inheritance of
traditional brands to promote the sustainable legacy of conventional brands. The spe-
cific timeline is as follows: the development of brands, the development of pharmaceu-
tical brands, and the development of digitalization. Around 1853, time-honored brands
had established one after another. However, China's protection of time-honored brands
began in 2003, with more than 1,600 time-honored brands certified. It has a long history
and has a brand inherited from generation to generation. The sustainable development
of national pharmaceutical brands must adapt to the visual and emotional needs of the
new generation of digital native consumers. It was fully integrated into their digital
lives.

1.1  Problem Statement

The development of the national pharmaceutical brand image is slow, and some have
even died out. Toadapt to the growth of the modern market and meet the preferences of
young people, national brands need to digitize their image of a national brand to im-
prove the loyalty of digital brands. There is a need to enhance the digitalization of the
national pharmaceutical brand image to improve the loyalty of digital natives with con-
struct innovation model construction.

1.2 The Main Research Question and in Sub-Question this Study

How to improve the loyalty of digital natives in the digitalization of the brand by con-
structing an innovation model for the national pharmaceutical brand image?

1)What is the current demand for a national pharmaceutical brand image?

2) What is the digitalization of the brand for the national pharmaceutical brand im-
age?

3)How national pharmaceutical brand images could construct an innovation model
in the digitalization ofthe brand?

1.3  In short, the Research Objectives have been Formulated

To understand the current demand for national pharmaceutical brand images. To iden-
tify the digitalization of the brand for a national pharmaceutical brand image. To ana-
lyze how national pharmaceutical brand images could construct an innovation model
in the digitalization of the brand. To develop a model that the digitalization of the brand
could improve the loyalty of digital natives by constructing an innovation model for a
national pharmaceutical brand image.
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2 LITERATURE REVIEW

In order to study the construction of the innovative model of the visual image of the
national pharmaceutical brand, the literature review method can use to summarize and
analyze the current literature, accumulate theoretical knowledge, and build a theoretical
framework.

2.1 National Pharmaceutical Brand Image

Among the many factors in the national pharmaceutical brand development process,
the visual research of national brand image is more important. Research in academia
mainly studies two aspects. Research in academia mainly studies two aspects: The nos-
talgia strategy to associate the brand story, brand culture, and national pharmaceutical
brand image awakens consumers' memory and revives the brand tradition. Strengthen
products and services, sales channels, and brand communication by constructing a na-
tional pharmaceutical brand innovation strategy. The innovation aims to expand brand
awareness and change brand image. China's time-honored brands' new inheritance of
traditional brands is influenced by the mediation mechanism of reaction, cognition, and
emotion through the path. 3 Rediscovering the corporate image of time-honored brands'
resources reshapes the corporate image of time-honored brands. It has specific practical
significance for the time-honored brands and the development of local culture. Starting
from the theory of corporate image design, collect and sort out the development process,
operation status, and future development plan of traditional, time-honored brands, and
understand the general environment and background of the development of Chinese
traditional, time-honored brands. Moreover, compare the current situation and pro-
spects with the historical process and management of foreign old-brand enterprises.
Rebranding emphasizes reshaping the brand image of time-honored brands by changing
brand attributes. Consumers' motivations and perceptions of participating in operators'
brand activities constitute the determinants of their attitudes and behavioral loyalty to
operators.*

2.2 The Digitalization of the Brand

Digitization is a new way of building relationships between brands and consumers and
consumer behavior. Brand digitalization can better promote brand building and brand
display. At the same time, companies' promotions and brand positioning are increas-
ingly reliant on digital communications.. The construction of brand community can
promote consumers' identification with brand community, which has a direct impact on
enhancing consumers' brand loyalty. Research shows that brand community identifica-
tion adequately mediates the relationship between brand identification and consumer
behavior toward the brand..>
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2.3  Improving the Loyalty of Digital Natives

Numbers have become a standard part of everyday life for digital natives born after
1980. A good brand experience (sensory, emotional, behavioral and intellectual) con-
tributes to brand satisfaction. For building a strategic framework for the digital dimen-
sion of the brand, enhance the digital native sensory brand experience, and enhance the
loyalty of digital natives and national traditional brands.

3 RESEARCH METHODOLOGY

The study uses a hybrid approach, the case study approach, to answer how to develop
a model. Combine the national medicine time-honored brands with brand digitalization
to enhance the loyalty of digital aborigines to the time-honored medicine brands.

3.1 Exploratory of Case Study Based on Theoretical Preposition

Therefore, as an essential part of the framework for reshaping the image of time-hon-
ored pharmaceutical brands, an in-depth understanding of the digital aborigines' pref-
erences andconsumption habits combined with brand digitalization can improve the
digital aborigines' goodwilland loyalty to national pharmaceutical brand images. Three
critical processes will be involved. 1. Constructing a strategic framework in cultural
dimensions. 2. Methods and strategies for brand digitalization. 3. purchase intention
and actual behavior to promote national brand image loyalty. China time-honed phar-
maceutical brand (2006) (involved eight brands).

According to Yin (2016. p.115). " The use of multiple sources of evidence in case
studies allows an investigator to address a broader range of historical and behavioral
issues. In the digital media environment of this study, I obtained more information
about the brand image of ethnic medicine according to the interviews and research of
digital aborigines and cultural-related departments.

Stage 1 - Stage 2 - Stage3 — Stage 4

iterature Review : N Repor

Safiniéss Thematic analysis: Theoretical Result
General knowledge of the value and 10 uastions for. discasstn wit s :;“milica ri:l:n:swim o,

national pharmaceutical brand image
S national pharmaceutical brand 2. Generating Initial codes
SNegeTs: 3. Searching for themes

Review the previous studies on brand | In-depth qualitative interviews:ll 4. Review themes
extension and cultural dimensions, | brand image designers, expertsfl 5. Defining and naming ey e
digitalization of the brand, digital | and digital natives. themes esult an ussion,

2 Knowledge contribution,
m:‘::;:::;;;:‘:;d:: value, and P — 6. Producing the report Tha bnefite of lesriting
- digital natives, the process of
brand image Criteria for interpreting
Review the previous studies on the finding

function and characteristics of national
pharmaceutical brand image, the | Multiple case study research 4-step validation

brand value of the national ‘Construct validity / Internal Conclusion and design

Experimental workshop for validity guideline

research group: drawing and | External validity / Reliability
designing tasks

pharmaceutical brand image.

Fig. 1. Research workflow flow (self-drawn picture)

National medicine brand is a dynamic concept. National time-honored brands have
a history of the first half of the year, and their development is constantly changing.
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Through interviews and surveys with digital aborigines, relevant government cultural
communication departments, and enterprise managers. Case studies integrate multiple
cases to organize and analyze such issues. It can demonstrate through four construction
validations (as mentioned in the LDT table), internal validation, external validation,
and reliability validation.

This study involves three major processes, as shown below. PHASE 2 Methods and
strategies for brand digitalization. In the second stage, case study and data collection
with pharmaceutical brands Pre-testing interview questions. Open-ended interview:
Brand managers, consumers, cultural and genetic propaganda departments. Unit of
Analysis: Eight time-honored pharmaceutical brands. An in-depth discussion with the
consumers. There are two expected outputs in this stage: the components process of
constructing an innovation model in the digitization of the brand, Output4: Recommen-
dation of guidelines for developing the strategic national pharmaceutical brand image
to improve the loyalty of digital natives. Refer to the linking data to the theory table in
the appendix. PHASE 3 purchase intention and actual behavior to promote national
pharmaceutical brand image loyalty. After completing the first and second stages, this
study needs to find an effective innovation model.

| How to improve the loyalty of digital | Constructing an innovation model in brand extension and cultural = Time-honored Pharmaceutical

natives in the digitali of the | di ions with a digital m enhances Brand (2006) Tong ren tang
brand by a construct innovation | igital native sensory brand (digital Strategies )
| model for the national | experience. It could influence pur:hase intention and actual
pharmamutlcal brand image? behavlur to pre oyalty.
-Books -Purchase intention of The factors Focus Group Observation Recommendation for
1.Promote - digital natives Influencing digital  Discussion products  developing the strategic
brand Magazin -Actual behavior of digital natives(Personal  Observational national phar | brand
loyalty e natives characteristics, case study image to improve the loyalty of
-Papers -The visual needs of digital cultural Statistical digital natives.
-Digital natives characteristics, analysis
natives -Digital natives in different Social characteristics)
regions and occupations
2. a digital -Books -Digital marketing -basic knowledge  literature and State Critical components for the
media - Digital media -approach to extract collection validation digitalization of the brand in the
strategy  Magazin -Online brand communities patterns case study productivity process.
-the sensory brand
-Papers experience of digital natives
3. national -Books -Brand extension current situation of literature and Comparati - Identification of the elements
pharmaceu-Papers -Cultural dimensions national collection ve analysis Observation of national pharmaceutical
tical brand -Social  -Type and color pharmaceutical products  brand image.
image experien -Graphic meaning brand cognition -State
ce analysis

Fig. 2. EXPLORATORY RESEARCH OF CASE STUDY (self-drawn picture)

Select the method of qualitative analysis. Annotate, label, select, and summarize the
obtained information. At this stage, in the selected area. Moreover, evaluate and demon-
strate the expected model. PHASE 4 Reporting Conclusion. The fourth stage is mainly
to summarize the deficiencies and verify the data. The results of this study lay the foun-
dation for the expected model development. Interpretation: Explaining what the analy-
sis may mean and its themes. Model validation, describing potential bias. The valida-
tion process will go through 4 steps of Design Test validation usingthe case study tactic
for four design tests (Yin, 2018). Methods followed and subjective conclusions: con-
clusion and future Recommendation.
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3.2  Data Analysis

I will use Qualitative and quantitative data analysis tools such as Atlas and SPSS for
analysis. Descriptive and comparative data analysis. We compare the results and find-
ings from various sourcesto determine the best way for the digital strategy of the na-
tional medicine time-honored brand. The evidence will be organized and presented in
a discussion table. The research results will help improve the digital development strat-
egy of building time-honored brands and enhance the digital natives' favorability and
loyalty to time-honored brands.

3.3  Unit of Analysis

China Time-honored Pharmaceutical Brand (2006) (involved two brands: Tong ren tang,
Yunnan Baiyao. The individual and focus group interviews, as well as surveys, will be
carried out with the selected respondents from the relevant departments of the eight
national pharmaceutical brand images,as well as the relevant departments of the devel-
opment of traditional culture, conducted detailed interviews and investigations.

3.4  Criteria for Interpreting the Findings

More than 70% of people in expert interviews and surveys agreed that the national
pharmaceutical brand's digital strategy helps improve the loyalty of digital natives.

1). The Recommendation of the best method for digitalizing the brand. Required
construction(variable) for construct model. 2). The Theoretical proposition for con-
structing an innovation model in the digitalization of the brand by adding knowledge
flows. 3). Model construction of the digitalization of the brand to improve the loyalty
of digital natives to national pharmaceutical brand images.

3.5 Validation and limitation of study

In this research, the selected brands are mainly from the 8 China Time-honored Phar-
maceutical Brands promulgated in 2006. Digitize these eight time-honored Chinese
medicine brands to enhance the loyalty of digital natives. These three theoretical con-
structs: 1) Constructing a strategic framework in cultural dimensions; 2) Enhances the
digital native sensory brand experience; 3) Promoting national pharmaceutical brand
image loyalty

4 CONCLUSIONS

Around the world, many traditional brands are struggling with their own decline.” It is
enhancing the loyalty of the digital natives to the time-honored pharmaceutical brands
and realizing the sustainable development of the Chinese time-honored pharmaceutical
brands. This study proposes a digital framework for time-honored brands to better cater
to the preferences of the new generation of digital natives. Inheriting traditional Chinese
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medicine theory and integrating digital development strategy, it will continue to inherit
the classics. This proposal will present the literature on national pharmaceutical brand
images, the digitalization of the brand, construct an innovation model, improve the loy-
alty of digital natives.

1) Recommendation of the best method for the digitalization of the brand. 2) Required
construction for constructing the innovation model. 3) Theoretical proposition for con-
structing an innovation model in the digitalization of the brand by adding knowledge
flows. 4) Build model construction of the digitalization of the brand to improve the
loyalty of digital natives to the national pharmaceutical brand image. 5) Recommenda-
tion of guidelines for developing the strategic national pharmaceutical brand image to
improve the loyalty of digital natives.

5 THE BENEFITS OF LEARNING

Brand digitization. Brand identification is a direct consequence of affective mobiliza-
tion in the process of brand experience. Promote the digital development of national
pharmaceutical brands by analyzing today's market and exploring brand digital strat-
egy.

Increase brand loyalty. The research in this paper proposes specific methods and
strategies for digitizing national pharmaceutical brands builds a model that the industry
can refer to and provides theoretical knowledge and methods for improving the loyalty
of digital natives.

Sustainable development. The development of a century-old brand must adapt to
the development of the digital age and promote the sustainable development of national
pharmaceutical brands.

References

1. Mohammed, A. & Rashid, B. (2018) A conceptual model of corporate social responsibility
dimensions, brand image, and customer satisfaction in the Malaysian hotel industry. Faculty
of Administrative Sciences, Taiz University, Taiz, Yemen, 39(2452-3151):
358e364https://doi.org/10.1016/j.kjss.2018.04.001.

2. Makarand, M. &Jonathon, D. &Sandra, S.& Xinran, Lehto. & William, Jaffé. (2017) Inte-
grating country and brand images: Using the product—Country image framework to under-
stand travelers, Tourism Management Perspectives,24(2211- 9736): 139-150.

3. Zhang, S., Yong-Quan., Liu, C.,. & Ruan, W. (2021) A study on China’s time-honored ca-
tering brands: Achieving new inheritance of traditional brands. Journal of Retailing and
Consumer Services.58(0969-6989): 1-14.

4. Fournier, S.1997. Reviving brand loyalty: A reconceptualization within the framework of
consumer-brand relationships. Harvard Business School, Soldiers Field, Boston, MA 02163,
US, 14(0167-8116): 451-472.

5. Liu, Z., Wang, X. & Liu, J. (2019) How digital natives make their self-disclosure decisions:
a cross-cultural comparison. Information Technology & People.32(0959-3845): 538-556.

6. Taylor, T. B. (1998). Better loyalty measurement leads to business solutions. Marketing
News, 32(22).



1670 M. Yu et al.

7. Li, C., Cui, Z., Chen, J., Zhou, N., 2019. Brand revitalization of heritage enterprises for
cultural sustainability in the digital era: a case study in China. Sustainability 11 (6), 1769.

8. Zhang, H., Xu, H., 2019. A structural model of liminal experience in tourism. Tourism Man-
age. 71, 84-98.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.
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