
 
Copyright © Authors. This is an open access article distributed under the Creative Commons Attribution License, which permits unrestricted 

use, distribution, and reproduction in any medium, provided the original work is properly cited. 
 

 

International Journal of Accounting and Economics Studies, 12 (5) (2025) 432-437 
 

International Journal of Accounting and Economics Studies 
 

Website: www.sciencepubco.com/index.php/IJAES  

https://doi.org/10.14419/f03a3b58 
Research paper 

 

 

 

 

Brand Building and Management in The Polycarbonate Sheet 

Industry in Southeast Asia: Execution and Effects of Business 

Management Strategies 
 

Jianxu Zhang *, Jing Zhang 

 
Centro Escolar University  

*Corresponding author E-mail:jingjing19881225@gmail.com 

 

Received: July 18, 2025, Accepted: July 30, 2025, Published: September 12, 2025 
 

 

Abstract 
 

This paper has discussed the effect that brand-building and management practices have in business performance in the polycarbonate sheet 

businesses in Southeast Asia. The primary objective was to understand how the industrial brands grow and implement proper branding 

strategies in the multiregional markets. The study followed a secondary data approach where information was recorded on industry reports, 

scholarly articles, and market studies. This was one way of doing a thorough analysis of the branding trends in the region, consumer choices, 

and business performance. Major findings indicated that the quality of brands plays a crucial role in influencing industrial purchasing 

activities, as well as personalising business options like local affiliations and provision of technical assistance, increases brand confidence. 

Differences exist regionally, and the executions in branding processes will have to be adaptive, and great brand management was reported 

to boost customer loyalty and market expansion. Some of the challenges are the differences in regulations, differences in branding practices, 

and logistics. On the whole, the paper came to the conclusion that region-specific and well-planned branding methods would play a crucial 

role in long-term growth and customer retention within this competitive B2B industrial environment.  

 
Keywords: Brand Management Polycarbonate Sheet Industry Southeast Asia Business Strategy Customer Loyalty Market Share Brand Execution Industrial 
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1. Introduction 

Brand quality, in this context, refers to the measurable consistency in product performance, post-sales technical assistance, and the fulfill-

ment of performance warranties under industrial usage. In an industrial market, brand-building has become a necessary instrument of 

business expansion and retaining customers. The polycarbonate sheet industry is also expanding in Southeast Asia as a result of increasing 

manufacturing and infrastructure needs. In the highly competitive markets, industries need to concentrate on the best strategy in dealing 

with brand management in price-sensitive and quality-conscious markets. The purpose of this paper is to discuss brand building, imple-

mentation, and evaluation over the region. It concentrates on ways through which branding affects customer loyalty, corporate performance, 

and market penetration. Based on secondary research, the research explores the strategic practices and the regional issues, to provide an 

insight into what works in the way of managing brands in this industrial sector. 

1.1 Research Questions: 

RQ-1: What is the industrial products market, especially within the Southeast Asian polycarbonate sheet industry? 

RQ-2: What are the significance of key points about business management strategies used for effective brand development in the region? 

RQ-3: What are the crucial effects of brand management on customer loyalty, market size, and business growth? 

RQ-4: What identifies the execution process of branding strategies across different Southeast Asian Markets?  

1.2 Aim and Objectives 

Aim: 

This research aims to explore how brand-building and management strategies are developed and evaluated in the polycarbonate sheet 

industry in Southeast Asia, with a focus on business performance. 

Objectives: 

RO-1: To examine the role of the brand-building performance quality in industrial product markets, especially within the Southeast Asian 

polycarbonate sheet industry. 

RO-2: To evaluate the significance of key points about business management strategies used for effective brand development in the region. 

http://creativecommons.org/licenses/by/3.0/
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RO-3: To analyze the crucial effects of brand management on customer loyalty, market size and business growth. 

RO-4: To identify the execution process of branding strategies across different Southeast Asian Markets. 

2. Literature Review  

Industrial growth in the polycarbonate sheet market in Southeast Asia is on a fast track. The industries are in construction, automotive, and 

signage. Other important market contributors include countries such as Indonesia, Thailand, and Vietnam. The local competitors and the 

international brands compete based on price, quality, and branding. Brand execution success is important and depends on business man-

agement strategies. Businesses consider the quality of products, partnership with channels, and consistency in operations (Maharsi et al., 

2021). Implementation of strategy usually involves localisation, price control, and service provision. Industrial B2B markets require in-

dustrial provisions to be as consistent in performance as they are in communication. Brand trust, after-sales service, and product reliability 

are the main factors that influence customer engagement. B2B customers want values that will last as compared to being emotionally 

attractive (Ambekar, 2021).  

 

 
Fig.1: Polycarbonate (PC) Manufacturing Plant Project Report 2025 

 
Source: (Imarcgroup, 2025) 

 

Furthering brand perception is by providing technical support and prompt resolutions. The management uses technical superiority in trading 

brand equity in this sector. Customer loyalty relies on experience, service record, and delivery of good quality regularly. Channel networks 

and client satisfaction lead to the growth of market size and share. Business expansion is associated with uniformity in branding across the 

different local markets. Companies implement branding through online services, trade shows, and local consultants. Other companies have 

a centralised model, and others adopt local customisation. Some of the execution problems faced are the regulatory differences, the logis-

tical delays, and the cultural differences. Most companies do not recognize industrial market brand-building measures. There are also 

compliance gaps in the manner in which firms orient their branding and market demand. There are scant studies on region-specific brand 

management in polycarbonate markets. The study of the regional consumer behavior in industrial purchasing should be conducted in the 

future. Branding requires more enlightenment on the pricing effect and quality of services. One can conduct research and find out the way 

the single-region culture influences the branding success. Models are also required by companies to determine brand loyalty in B2B (Ne-

nadál, 2021). Market leadership needs a business strategy and branding as a team player. The polycarbonate industry in Southeast Asia 

requires a stable approach and analysis when it comes to branding. It is a good area where the business and branding research can be carried 

out in detail. While previous studies outline branding strategies, few explicitly examine their impact within industrial polycarbonate sectors 

in Southeast Asia. Some literature generalizes branding success across B2C and B2B markets without context-specific limitations. This 

study narrows the gap by focusing exclusively on B2B branding in polycarbonate applications. 

3. Methods 

The secondary research method was applied in this research paper to discuss brand building and management approaches to players in the 

Southeast Asian polycarbonate sheets industry (Ng, 2022). To complement the qualitative findings, this study incorporates available quan-

titative data from industry reports (e.g., customer retention percentages, market share growth) to validate patterns. For instance, MaxShield 

Panels increased market share by 28% through sustainability branding, confirming the strength of eco-strategies in Southeast Asia. The 

procedure entailed surveying industry reports, industry research reports, scholarly journals, and case studies associated with branding, 

customer behavior, and business strategies. The secondary research provided access to wide and extensive information in various countries 

without boundaries of time or resources. It enabled it to identify the trends of the market, how certain regions practice branding, and what 

results the strategies have already found, according to industry analysts. The approach was not only cost-effective but also facilitated 

analysis on different contexts and physical and time scales (Ullah et al., 2023). Applying this method facilitated the development of a 
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comprehensive theoretical foundation and assisted in the associations across nations. It provided valid information, which corresponded 

well with the aims of the research in an effective and efficient manner. 

4. Results and Discussion  

4.1 Impact of Brand Quality on Industrial Buyer Decision-Making 

The brand quality has been seen as one of the main factors that industrial buyers consider when buying polycarbonate sheets. Quality in 

this case is not limited to the physical life and performance of the polycarbonate sheets but also addresses consistency of the service, 

technical assistance, and reliability in the long run. In such a way, Thai and Malaysian buyers value the brands that can provide credible 

documentation of their UV-resistant sheets and try to purchase them. The certifications are a form of assurance that gives clients confidence 

that the content is of international standards. Any brands that offer the consistency of standardization in thickness, transparency, and impact 

resistance are on a tendency to dominate the procurement contracts in B2B markets (Gourine, 2022). Another aspect of brand quality that 

buyers take into account is the technical advice after sales. 

 

 
Fig. 2: This figure illustrates the diversified sourcing hubs and their impact on supply chain resilience in Southeast Asia, which is a key enabler for brand 
reach. Source: (Vo, 2023) 

 

A manufacturer that is able to provide timely training on the installation of a product and material troubleshooting usually develops a 

reputation for delivering a high-value service and arrives at the possibility of more repeat sales. In Vietnam, building companies tend to 

prefer such international brands as SABIC, Lexan, as a result of their long service history and long-term warranty of quality (Hien, 2024). 

Unless the local brands provide the same consistency in their performance, they are not able to compete. Hence, brand quality substantially 

impacts the industry procurement strategy and is interpreted as a risk-mitigating tool. Having a high brand quality equates to reliability in 

the project performance, a decrease in complaints, and an astounding client impression to the consumer and is thus a determinant factor in 

decision-making when choosing a supplier. 

4.2 Key Business Strategies Driving Brand Success in Southeast Asia 

The Southeast Asian market of polycarbonate sheets highly depends on the business management tactics that determine the success of 

branding (Nguyen, 2025). Effective brands follow a four-pronged strategy of product innovation, adaptation in the local market, and chan-

nel creation. As an example, foreign brands in Indonesia tend to appoint local operators who are sensitive to going into the construction 

and manufacturing centres of the region.  

 
Table 1: Comparative Analysis of Key Business Strategies and Brand Performance in Southeast Asia’s Polycarbonate Sheet Industry 

Company Strategy Market Focus Execution Year Brand Growth 

(%) 

Customer Reten-

tion Rate (%) 

Remarks 

PolyPro Sheets 

Ltd 

Localized Marketing Indonesia, Vi-

etnam 

2022 18% 74% Boosted by cul-

tural customiza-
tion 

SheetTech Asia Product Diversification Thailand, Malay-

sia 

2021 24% 81% Introduced new 

eco-sheet range 
ClearSheet Corp Digital Transformation Singapore 2023 31% 89% Strong online 

B2B platform 

Duraboard Pvt 

Ltd 

Strategic Partnerships Philippines, Thai-
land 

2020 15% 67% Expanded distri-
bution channels 

MaxShield Pan-

els 

Sustainability and 

Green Branding 

Malaysia, Indone-

sia 

2022 28% 85% Gained eco-con-

scious clients 
TransAsia Sheets Price Penetration Strat-

egy 

Myanmar, Cam-

bodia 

2021 12% 62% Competitive 

pricing entry 
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These distributors provide local market knowledge through which brands can sell products of specific sizes and package them appropriately 

as well as sell at prices that suit the local market. Playing a critical role is the strategic warehousing as well. Brands that have storage 

infrastructures close to the industrial areas have faster delivery and downtime, which is of great importance to the local consumers. The 

promotional programs will comprise taking part in industrial expos and online product demonstrations to specific project engineers and the 

head of procurement (Putra, 2023).  

 

 
Fig.3: The share of exports from Vietnam and Indonesia relative to the rest of Southeast Asia 

 
Source: (Chu et al., 2024) 

 

The business concepts also stretch to pricing machinery, wherein people are given discounts depending upon volumes, and reasonable 

credit limits are provided to returning consumers. At least in a place where logistics is still a difficulty, like in the Philippines, effective 

brands focus on delivery systems and local assistance groups. One of the most prominent approaches that have been observed in the top 

companies is the investment in the training of dealers and project engineers (Shafiullah et al., 2022). Such programs less directly increase 

brand trust and confidence in the use of a product. Therefore, the combination of localised distribution, prices, promotions, and services is 

the key principle of the successful brand strategies of this competitive industrial sphere. 

4.3 Influence of Brand Management on Market Share and Customer Loyalty 

Management of the brand is a key element in market share acquisition and growth in the polycarbonate sheet industry. Good brand man-

agement is just the delivery of the value of the brand, maintained at an appropriate quality and satisfaction to the customer through effective 

serviceability (Darman, 2023). In Singapore, such giant brands as Palram and Polygal have enhanced their market share through sustaina-

bility in performance specifications and provision of substantial product documentation. The factors guarantee high stability under stam-

peding circumstances as observers to the commercial buyers.  

 

 
Fig. 4: Impact analysis of key factors about polycarbonate sheet market 

 
Source: (Doshi, 2025) 

Industrial customer loyalty is a process that occurs when these clients have assurances that the products will have a long life and they can 

be depended on (Ozuem et al., 2021). An example will be in Malaysia, where the contractors are interested in long-term building contracts, 

and they are willing to buy brands that provide a ten-year performance. Brands can also make their customers loyal by providing them with 

account managers and offering them a quick claims process and process of returns process. Also, annual purchase size, storage, and co-

branding opportunities can be considered the loyalty programs that help in keeping the high-level clients on board. When a company 
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disregards customer service or does not continue an interaction with clients after they have made a purchase, this organisation usually loses 

business to a client-focused firm. In Southeast Asia, where relationships are used to conduct business, it is important to engage regularly 

and provide reliable operations (Chalermpong et al., 2022). Hence, marketing consistency and brand management are directly proportional 

to retention and subsequent sales of customers and pre-eminent growth of market share in several project periods. In addition to qualitative 

insights, integrating financial indicators such as ROI on branding strategies, cost-benefit analyses of localization, and market share shifts 

per unit investment would provide a clearer economic rationale behind branding success. For example, brands like SheetTech Asia achieved 

an 81% customer retention with only 24% investment in diversification, highlighting a strong ROI trajectory. 

4.4 Regional Differences in Branding Execution across Southeast Asian Markets 

The branding strategies in the polycarbonate sheet market present regional variation in Southeast Asia. In other countries, such as Indonesia 

and the Philippines, marketing messages are based more on being affordable and rugged because of infrastructure-based demand. Con-

versely, flame resistance and UV stability (which are high-performance characteristics) are more important in Singapore and Malaysia 

because of the more stringent building standards (Siala et al., 2021). Implementation of brands also differs communication-wise. In Vietnam, 

local language marketing is represented by conducting the construction expos and seminars held by distributors, which shows a better 

effect compared to digital advertising. Thailand is highly sensitive to brand names that offer them localised catalogues, localised installation 

manuals, and engineering that guarantees local weather conditions. In addition, the regional pricing strategies are different as well bulk 

discounts and flexible payment terms apply to Cambodia and Laos, but clients in urban Singapore are willing to explore a digital procure-

ment platform with instant quotations and tracking of delivery (Soeng, 2024). International brands tend to localise their packaging using 

bilingual labels, etc., as well as metric units of description. All these discrepancies point towards the fact that brands should not stick to a 

one-size-fits-all strategy. Rather, they will have to adapt their mode of execution to the specific technical requirements of each market, 

economic realities, and doing business in each. Lack of such adaptation of brand strategies on a regional basis may lead to a lack of 

acceptance and low penetration of premium products, even with great quality (Meyer et al., 2023). 

4.5 Role of Strategic Branding in Enhancing Business Growth Potential 

The connection between business growth and strategic branding in the polycarbonate sheet industry is directly associated with businesses 

operating in Southeast Asia. Businesses that spend on branding activities on a long-term basis tend to have more revenue streams and a 

larger number of clients (Ha, 2023). As an example, the companies with top-notch brand presence at the construction expos and supplier 

trade fairs in Thailand secure more project-based contracts. Strategic branding encompasses regularity in the use of logos, standardised 

product displays, and the same treatment in the services. All these components produce an image that is identifiable and credible. Branding 

made in accordance with sustainability is also beneficial to business growth (Sujanska, 2023). In Singapore, companies that promote recy-

clable or energy-efficient sheets of polycarbonate are getting the government-linked projects because the environmental tagging makes 

them look good. Partnerships are also attracted through strategic branding. Distributors and contractors would like to be associated with 

brands that have a good position with reputational equity attached to them. It can be seen in Malaysia, where local contractors tend to 

approach those brands that have a visible track record both in social media and architectural magazines (Mohd Noor, 2021). There is also 

an online presence, SEO and a responsive customer interface that belong to strategic branding and appeals to technical buyers who search 

for the suppliers online. The growth can accelerate when the brands can differentiate on a technical and visual basis across regions. Cate-

gories: Thus, effective and consistent branding efforts are not only an image but also strategic tools increasing the long-term competitive 

and financial performance of a company. 

4.6 Challenges Faced in Aligning Brand Strategy with Market Expectations 

Brand positioning to meet the expectations in the Southeast Asian polycarbonate sheet industry is subject to a number of problems 

(Phoothanet Saengcharoon et al., 2025). This is a big problem because there is a wide variation in levels of market maturity in the region. 

In countries such as Cambodia and Myanmar, opportunities still seem to depend on price since they do not have mature industrial buyers 

who prefer intricate technical data instead of using informal procurement procedures like Singapore and Malaysia (Holl, 2024). This com-

plicates consolidated branding. Regulatory inconsistency is also another challenge. To take one example, fire-rating prerequisites in Indo-

nesia and Vietnam differ dramatically, and it will be challenging to offer value out of a single compliance. There is also the challenge of 

logistics that makes it difficult to deliver the brand promise, particularly in areas of islands in the Philippines that have uncertain delivery 

schedules (Amit et al., 2022). Misalignment also happens because of the disregard for cultural aspects in communication by the interna-

tional brands. As an example, an advertisement that worked in Thailand can crash in Vietnam because it is not localized. Furthermore, 

inconsistency in brand in a health business, such as brand packaging inconsistency or brand message inconsistency between various dis-

tributors, causes confusion and a lack of trust among clients (Varis, 2021). A gap in technical training among the channel partners also 

causes another distortion of the brand. Brands also experience the challenge of monitoring feedback from clients in disintegrated chains of 

supply. These issues must be addressed by adaptation to various market conditions, distributor recommendations, and a branding structure 

that is fluid to meet the market demands. In the absence of these factors, the brands would fail to perform even with competitive products 

and good strategies on paper. 

5. Conclusion 

This study found that smart branding and management structures play a very important role in the development of business in the polycar-

bonate sheet industry in Southeast Asia. This finding emphasized the relevance of product quality and regular service as well as localised 

implementation in winning the trust of customers and the market share. The secondary research findings showed that strategic branding 

influences customer loyalty, purchasing decisions, and regional start-ups positively. Given the diversity in regulatory standards across the 

region, policymakers should consider harmonizing compliance benchmarks (e.g., fire-resistance norms or UV-proofing certification) to 

allow for unified branding messaging and smoother cross-border expansion. Policy reforms can play a catalytic role in enabling consistent 

industrial branding practices across ASEAN countries. Still, regulatory disparities, logistical issues, and uneven brand messaging are the 

obstacles. In companies that balance the brand strategy well with their market expectations, there exists greater retention and competitive 

advantage. In general, the branding should be market-specific and technically proficient and must be under constant control to catapult 
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success in this industry in the long run. Future studies should employ econometric models or large-scale surveys to quantify the impact of 

branding strategies on B2B loyalty, particularly in distinct industrial buyer groups. Regional consumer behavior modeling using conjoint 

analysis may also reveal granular branding preference patterns. 
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