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Abstract - Corporate taglines are often perceived merely as marketing tools; however, within strategic management, taglines 

play a crucial role in conveying a company’s vision and fostering sustainable growth. Shanghai Kaiquan Pump, as a global 

manufacturing firm, integrates sustainability values into its business strategy through the effective use of its tagline. This study 

employs a qualitative case study methodology, collecting data via document analysis, in-depth interviews, and observation. 

Findings reveal that the tagline functions not only as an external communication tool but also as an internal strategic guide that 

strengthens the company’s commitment to innovation and sustainability. These results underscore the importance of integrating 

taglines into the formulation and implementation of sustainable strategies, while simultaneously enhancing corporate image in 

the global market. This research contributes novel insights into the strategic role of taglines in sustainable business management, 

offering valuable reference for other firms aiming to optimize strategic communication for long-term growth. 

 

Keywords: Tagline, Strategic Management, Sustainable Growth, Shanghai Kaiquan Pump 

 

1. INTRODUCTION 
 

In today’s increasingly competitive and dynamic global business landscape, companies are required not only to 

innovate in products and services but also to integrate sustainability values into their corporate strategies. One 

strategic element often overlooked yet significant in shaping a company’s image and direction is the tagline. As a 

concise statement representing a company’s core values and vision, the tagline holds potential as a strategic 

management tool that reinforces the firm’s commitment to sustainable growth. In this context, the influence of a 

tagline extends beyond marketing or branding to become a vital component in the formulation and implementation 

of long-term business strategies. 

1) Background: The Role of Taglines in Business Strategy and Sustainable Growth 

In a competitive global business environment, companies must not only develop quality products and 

services but also effectively communicate their values and vision to diverse stakeholders. An important yet 

frequently underestimated communication tool is the tagline—a brief statement encapsulating the 

company’s identity and strategic purpose. Beyond being a marketing slogan, taglines can serve as strategic 

management instruments supporting long-term visions, including sustainable growth. Integrating taglines 

into corporate strategy can strengthen both internal and external commitments to sustainability values and 

guide the implementation of business policies aligned with these goals. 

2) The Importance of Sustainable Growth in the Manufacturing Industry 

Manufacturing, as a backbone of the global economy, faces immense pressure to enhance efficiency while 

minimizing negative environmental and social impacts. The concept of sustainable growth is crucial in this 

sector, traditionally known for its significant environmental footprint. Manufacturing firms like Shanghai 

Kaiquan Pump must balance achieving business objectives with environmental and social responsibilities. 

Therefore, sustainable growth is not only an ethical imperative but also a vital business strategy to ensure 

continuity and competitiveness in the global market. 

3) Research Gap: Limited Studies on Taglines from Strategic Management and Sustainability 

Perspectives 

While taglines have long been used as marketing communication tools, academic research examining their 

function within strategic management and sustainable growth contexts remains scarce. Most existing 

literature focuses on branding and communication aspects without exploring how taglines can be integral to 

business strategies driving sustainability. This gap highlights the need for studies investigating the 

relationship between tagline usage and companies’ efforts to implement sustainable growth principles, 

especially in global manufacturing firms like Shanghai Kaiquan Pump. 

4) Research Objectives and Questions 

This study aims to analyze how taglines are utilized within strategic management frameworks to support 

Shanghai Kaiquan Pump’s vision of sustainable growth. The main research questions include: 

• How is the tagline integrated into the formulation and implementation of the company’s sustainable 

growth strategies? 

• What role does the tagline play in reinforcing value and vision communication internally and 

externally? 

Through a qualitative case study of Shanghai Kaiquan Pump, this research seeks to reveal the strategic 

relationship between tagline use and sustainability achievement in the manufacturing industry context. 
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5) Significance of the Study 

This study contributes significantly to academic understanding of taglines as strategic tools that transcend 

marketing functions to reinforce a company’s vision and sustainability values. Practically, its findings are 

expected to guide managers and corporate leaders in optimizing tagline use to support sustainable growth 

strategies, particularly within complex manufacturing industries. Thus, the research is relevant to 

advancing strategic management theory and offers tangible implications for business practices oriented 

towards a greener, more responsible future. 

 

2. LITERATURE REVIEW 
 

This section examines the theoretical and conceptual foundations relevant to understanding the role of taglines 

in strategic management and sustainable growth. The discussion covers core concepts of strategic management, the 

function of taglines in corporate strategy, principles of sustainability, as well as the industry context and profile of 

Shanghai Kaiquan Pump. 

 

Strategic Management and Branding: Concepts and Related Theories 

Strategic management involves the formulation, implementation, and evaluation of decisions that enable an 

organization to achieve its long-term objectives (Wheelen& Hunger, 2017). In the contemporary context, strategy 

not only focuses on competitive advantage but also on creating sustainable economic, social, and environmental 

value. Branding, as part of corporate strategy, plays a crucial role in shaping perceptions, loyalty, and market 

differentiation (Kapferer, 2012). Branding elements such as company names, logos, and taglines contribute to the 

strategic perception formed in the minds of customers and other stakeholders. Within the strategic management 

framework, branding is not merely a marketing activity but an expression of the company’s values, vision, and 

overall strategic direction. 

 

The Role of Taglines in Corporate Strategy: Definition, Function, and Previous Studies 

A tagline is a brief phrase reflecting a brand’s core values, mission, or promise. Theoretically, taglines serve as 

a bridge between corporate identity and public perception (Keller, 2008). Effective taglines can create strong 

associations, reinforce positioning, and enhance brand recall in consumers’ minds (Delattre et al., 2015). Prior 

studies have examined taglines from linguistic, rhetorical, and marketing perspectives (Baumgartner, 2017); 

however, few have deeply investigated how taglines can be strategically utilized to communicate a company’s 

commitment to values such as sustainability. In strategic management contexts, taglines can function as internal 

communication tools that unify organizational culture while simultaneously serving as external messages signaling 

the company’s strategic direction to the public and stakeholders. 

 

Sustainable Growth: Definition, Dimensions, and Its Relationship with Business Strategy 

Sustainable growth refers to a company’s ability to develop economically without compromising 

environmental integrity and social well-being (Elkington, 1997). The three main pillars of sustainable growth 

encompass economic, social, and environmental dimensions that must be integrated into corporate strategy. 

Sustainable strategies emphasize long-term value creation, reduction of environmental risks, and social 

responsibility toward communities and the workforce (Porter & Kramer, 2011). Within this framework, 

communicating sustainability strategies becomes essential. Taglines conveying sustainability messages can 

strengthen public perceptions of corporate commitment and promote organizational behaviors aligned with those 

values. 

 

Pump Industry Case and Shanghai Kaiquan Pump: Brief Profile and Relevance 

The pump industry is a vital segment of manufacturing, supporting infrastructure, construction, energy, and 

water management sectors. Shanghai Kaiquan Pump Group Co., Ltd. is a leading pump manufacturer in China, with 

business networks spanning Asia, Europe, and the Middle East. Established in 1995, the company is renowned for 

its strong R&D investments, smart system integration, and focus on energy efficiency. Its tagline—“Leading the 

Rise of China’s Pump Industry”—reflects strategic ambition and industrial nationalism. This tagline not only serves 

as a vision statement but also represents the company’s strategic direction to build sustainable growth through 

innovation, energy efficiency, and contribution to national industrial development. Examining Shanghai Kaiquan 

Pump provides concrete context for understanding how taglines operate as managerial elements supporting long-

term sustainability goals within the manufacturing industry. 

 

3. RESEARCH METHODOLOGY 
 

This section outlines the methodological approach employed to explore the strategic role of taglines in 

supporting the vision of sustainable growth at Shanghai Kaiquan Pump. It details the research type, data collection 

and analysis techniques, as well as the measures taken to ensure the validity and reliability of the findings. 
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Research Approach 

This study adopts a qualitative approach, justified by its capacity to facilitate an in-depth exploration of the 

meanings, strategies, and contextual use of taglines in supporting the company’s sustainable growth vision. 

Qualitative research offers flexibility in understanding strategic and symbolic processes that are not readily 

quantifiable, allowing for narrative and interpretive insights into the phenomena under study. The primary focus is 

to understand how and why taglines are positioned as integral components of corporate management strategy, 

particularly within the sustainability context of the manufacturing industry. 

 

Research Design 

A single case study design is employed, with Shanghai Kaiquan Pump Group Co., Ltd. as the unit of analysis. 

The case study method was chosen because it allows for rich contextual analysis of organizational dynamics, 

internal structure, and the interaction between strategic communication and sustainability objectives. Shanghai 

Kaiquan Pump was selected due to its consistent commitment to innovation, energy efficiency, sustainable growth, 

and its explicit corporate tagline. 

 

Data Collection Techniques 

Data were collected using four main methods: 

1) In-depth semi-structured interviews with senior managers, marketing staff, and sustainability department 

personnel, guided by protocols developed from the research objectives. 

2) Document analysis, including reviews of annual reports, corporate strategies, brand guidelines, and internal 

documents related to tagline communication and sustainability. 

3) Observations of the company’s communication activities across digital platforms such as official websites, 

social media, industry exhibitions, and sustainability forums. 

4) Secondary data sourced from relevant journal articles, industry reports, and prior studies to provide 

additional perspectives and benchmark Shanghai Kaiquan Pump’s practices against broader manufacturing 

sector norms. 

 

Data Analysis Techniques 

Data were analyzed using content analysis and discourse analysis to identify symbolic meanings, message 

structures, and embedded values within the tagline. The process was complemented by thematic coding to 

categorize emerging patterns related to the integration of the tagline with sustainable growth strategies. Analysis was 

iterative and supported by software tools such as NVivo to enhance coding accuracy and efficiency. 

 

4. VALIDITY AND RELIABILITY 
 

To ensure validity, the study applied source triangulation by cross-verifying data from interviews, documents, 

observations, and secondary sources to achieve a consistent and comprehensive understanding. Member checking 

was also conducted by sharing preliminary findings with key informants to avoid misinterpretation. Reliability was 

maintained through an audit trail—a systematic documentation of all data collection and analysis procedures—and 

by standardizing interview and coding protocols. 

This methodology was designed to provide a trustworthy and in-depth understanding of how taglines function 

strategically in supporting Shanghai Kaiquan Pump’s vision of sustainable growth, offering both theoretical and 

practical contributions to the strategic management literature. 

 

5. RESULTS AND DISCUSSION 

 
This section presents the key findings from the case study of Shanghai Kaiquan Pump concerning the use of its 

tagline within the context of strategic management and sustainable growth. The analysis focuses on how the tagline 

is implemented, its strategic significance, its impact on stakeholders, and its alignment with relevant theories and 

prior literature. 

 

1). Description of Tagline Usage at Shanghai Kaiquan Pump 

Shanghai Kaiquan Pump employs the tagline “Leading the Rise of China’s Pump Industry,” explicitly 

reflecting its ambition for industry leadership and national industrial revival. This tagline regularly appears in 

marketing materials, annual reports, websites, and product brochures. Beyond external communication, it is 

embedded in internal strategy formulation, brand guidelines, and employee training, indicating its integral role 

within the company’s strategic narrative. 

 

2). Tagline as a Representation of Sustainable Growth Vision 

Discourse analysis reveals that the tagline conveys a broader message—not only industry leadership but a 

transformation grounded in innovation and sustainability. The term “Rise” implies progressive, continuous 
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development, while “China’s Pump Industry” signifies national responsibility for strengthening industrial assets. 

This aligns with the economic, social, and environmental pillars foundational to sustainable growth. Thus, the 

tagline functions as a symbol of sustainability strategy rather than merely a branding tool. 

 

3). Relationship Between Tagline, Management Strategy, and Corporate Policies 

The tagline is not standalone but integrated into the company’s strategic management framework. For instance, 

the corporate vision highlights keywords such as “technological innovation,” “energy efficiency,” and “social 

responsibility.” The tagline acts as a strategic identity reminder that unites various policies, including: 

• Sustainable investments in R&D for energy-efficient technologies. 

• Implementation of environmentally friendly operational standards. 

• Engagement in corporate social initiatives and local community training programs. 

Senior management indicated that the tagline helps align the growth vision with long-term policy 

directions. 

 

4).  Impact of Tagline on Internal and External Perceptions 

• Internal (Employees): Interviews with managers and staff reveal that the tagline strengthens corporate pride 

and reinforces organizational identity. Several respondents noted that the tagline guides daily decision-

making and motivates alignment with the sustainability mission. 

• External (Market and Stakeholders): External stakeholders—including distributors, R&D partners, and 

major clients—perceive the tagline as projecting a professional, innovative, and responsible corporate 

image. They associate it with genuine commitments to quality and environmental stewardship. 

 

5). Comparison with Theory and Previous Studies 

These findings are consistent with strategic branding theories asserting that taglines serve as a communication 

medium for corporate values and positioning (Kapferer, 2012; Keller, 2008). However, prior studies typically 

emphasize taglines as marketing branding tools rather than strategic management elements. This study expands the 

literature by confirming that taglines can act as strategic instruments to communicate and enforce a sustainable 

growth vision—an area relatively underexplored. This supports Delattre et al.’s (2015) conclusion that strong brand 

messages impact firm performance but extends their applicability into sustainability and strategic management 

frameworks. 

 

6). Managerial Implications 

This study offers several practical implications for corporate management: 

• Tagline Integration into Strategy: Companies should regard taglines as strategic instruments beyond mere 

marketing elements, embedding them within corporate vision, policies, and core values. 

• Internal Training: Conduct training and onboarding sessions emphasizing the tagline’s strategic meaning to 

ensure all employees understand and apply it operationally. 

• Consistent Communication: Use the tagline consistently across communication channels—websites, annual 

reports, investor presentations—to reinforce perception and reputation. 

• Impact Evaluation: Companies should regularly assess internal and external perceptions of the tagline via 

surveys, interviews, or media analyses to ensure it continues reflecting corporate values. 

Shanghai Kaiquan Pump’s tagline functions not only as a marketing communication tool but as a strategic 

management instrument reinforcing the vision of sustainable growth. It serves as a binding element connecting 

strategy, policy, internal values, and external image. This study provides important theoretical and practical 

contributions by linking branding instruments with strategic management and sustainability within the context of a 

global manufacturing industry. 

 

6.  CONCLUSION 
 

This section summarizes the main findings of the study regarding the strategic role of the tagline in supporting 

the vision of sustainable growth at Shanghai Kaiquan Pump. The conclusion is structured to address the research 

questions, highlight theoretical and practical contributions, identify study limitations, and offer recommendations for 

future research and management practice. 

 

Summary of Key Findings 

The study reveals that the tagline “Leading the Rise of China’s Pump Industry,” used by Shanghai Kaiquan 

Pump, functions not merely as a marketing slogan but has become an integral part of the management strategy 

aligned with the company’s sustainable growth vision. The tagline is consistently employed in both internal and 

external communications and is reflected in policies related to innovation, energy efficiency, and social 

responsibility. Its usage strengthens organizational identity, strategic direction, and stakeholder perceptions. 
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Answer to Research Questions 

The primary research question regarding how the tagline is integrated into business strategy to support 

sustainable growth is answered by findings that the tagline serves as a narrative symbol communicating corporate 

values, guiding organizational behavior, and reinforcing long-term objectives. The tagline acts as a cohesive link 

between strategic vision, managerial policies, and brand communication directed at employees and external 

stakeholders alike. 

 

Theoretical and Practical Contributions 

Theoretically, this study extends strategic management concepts by demonstrating that a tagline can be 

interpreted as a strategic tool rather than merely a branding element. It fills a gap in the literature by exploring the 

relationship between corporate messaging and the implementation of sustainability strategies. Practically, the 

findings provide guidance for manufacturing firms on leveraging taglines as strategic communication media that 

support sustainability goals. 

 

Study Limitations 

This research is limited to a single case study of a manufacturing company in China, thus generalization to 

other sectors or regions should be approached with caution. Moreover, much of the data derives from public 

documents and a limited number of interviews, which may introduce informant bias or limit comprehensiveness. 

 

Recommendations for Future Research and Managerial Practice 

Future research is recommended to conduct comparative studies across different industries or geographic 

regions to test whether the strategic functions of taglines are universal. Additionally, quantitative methods should be 

developed to measure the direct impact of taglines on sustainability performance and stakeholder perceptions. For 

managers, it is important to consciously design and evaluate taglines as part of corporate strategy aligned with 

sustainability values and organizational culture. 
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