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Abstract

In the era of digital economy, the field of business practice has attached great importance
to the construction of brand ecosystem, which provides strong support for the sustainable
development of brands. Practice shows that the more singular the brand system, the easier it is
to withdraw from the market with the influence of external factors such as market conditions,
policy conditions, and technological changes; The more complex the brand system, the more
the brand can withstand changes in market conditions over a large range, and even extreme
situations where the market changes dramatically. This is mainly due to the internal operating
mechanisms of the brand ecosystem, such as self-differentiation, self-adaptation, and
self-healing, which ensure the sustainability of brand development. In addition, from the
perspective of practice, although the construction of brand ecosystem has become a trend, the
academic research on the formation process mechanism of brand ecosystem is relatively
backward, and most of the current research is still at the level of "seeing flowers in the fog",
especially the systematic research on the formation process of brand ecosystem is still very
lacking. The essence of the formation process of the brand ecosystem is the process of
continuous upgrading of the brand and strengthening the development of cooperation with the
outside, and there will be some inevitable conflicts and contradictions at each stage, such as
the utilization and exploration of technology, market, channels, resources, etc., and the deep
integration and sharing of various participants, etc., and the solution of these problems has put
forward new requirements for the ability of enterprises. When an enterprise is faced with a
dynamic and complex scenario, it can be used as an ambidextrous ability to resolve internal
and external conflicts. In addition, ambidextrous capabilities have also proven to be an
effective new perspective for exploring organizational strategy upgrades, and enterprises with
ambidextrous capabilities can better cope with environmental upheavals, thereby helping
organizations achieve strategic renewal. The formation process of the brand ecosystem is a
process of upgrading the organizational strategy. Therefore, ambidextrous capability is a new
theoretical perspective when studying the formation process of brand ecosystem. Based on
this, this paper analyzes the brand development process of Renhe Group from 1998 to the
present, and discusses the formation process mechanism of the brand ecosystem from the
perspective of ambidextrous capabilities. The specific research questions are divided into:
What is the process of the formation of the brand ecosystem? How does the ambidextrous

capability and resource allocation of enterprises evolve in the process of forming a brand
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Abstract

ecosystem? How does the interaction of enterprise ambidextrous capability and resource
allocation affect the formation of brand ecosystem?

In order to answer the above research questions, this thesis reviews the literature on
brand growth, resource allocation, brand ecosystem and ambidextrous capability, and uses an
exploratory single case study method to deconstruct the formation process and mechanism of
brand ecosystem from the perspective of ambidextrous capability. The conclusions of this
thesis are as follows: (1) The brand ecosystem is essentially a closed-loop open ecosystem
based on digital technology platforms, close cooperation between multiple stakeholders, and
coordinated development of brand groups; (2) The formation process of the brand ecosystem
can be divided into the product brand cultivation stage focusing on market breakthrough, the
brand development stage focusing on the perfect industrial chain, and the brand ecosystem
formation stage focusing on value co-creation. (3) At different stages of the formation of the
brand ecosystem, the ambidextrous ability of the enterprise has successively undergone
changes in the exploration and utilization ability of market utilization ability, supplemented
by technology exploration ability, supplemented by technology utilization ability, and then
balanced value co-creation, and the way of resource allocation has also undergone patchwork,
integration and concerted changes.

This thesis not only enriches the research on brand ecosystem, but also promotes the
development of ambidextrous capability theory to a certain extent. At the same time, this
thesis also has certain practical significance for the research on specific enterprises, and

provides some inspiration for enterprises building brand ecosystems.
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