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[bookmark: _Toc189569501][bookmark: _Toc189570471]Executive summary:
This essay mainly reflects on my experience after entering the DBA study and the ups and downs and transformations I went through in determining my research topic. The research context and evolution introduce the study of the development of China's pet consumption market, while using consumer value theory to explain the reasons and values of pet consumption. The literature foundation section discusses the characteristics and appropriate applications of consumer value theory and social identity theory, respectively, as well as my reflections on them and the final choices in my research. Meanwhile, social media consumption is also analysed in this part, from the basic characteristics of social media, the development trend to the formation of social media consumption habits, and the future development of social media purchasing of pet-related products. In the methodological framework, I first reviewed the direction and content of my initial research and the reasons why I could not develop my research in the subsequent political study. I then describe the thought process that led me to choose my current research topic. As well as some of the research background. I have also analysed my reasons for switching from a mixed method to a purely qualitative method. In the data collection I have analysed the reasons for choosing social media platforms and the reasons for using one-to-one semi-structure instead of focus groups in qualitative research. The research aim, objective and questions are also in this section. The research aim, objectives and questions are also included in this section. The reflexivity and objectivity section describes why I chose the topic of mergers and acquisitions and the experience of changing the topic; as a millennial pet owner who uses social media to purchase supplies for my pets, I tried to shield myself from my own subjective feelings to ensure that the research was fair and unbiased. The ethical considerations and future implications section analyses the ethical issues that may arise in the study, including issues of privacy, maintaining neutrality, and possible suppression of power in the interviews. The future implications of the study are also discussed.
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[bookmark: _Toc189569502][bookmark: _Toc189570472]Introduction 
During the first year of the DBA program, I experienced the integration of the dual roles of practitioner and academic researcher. The course system is based on Thomas Kuhn's 'paradigm', which emphasizes the explanation of real-world problems through paradigm shifts and the integration of qualitative analysis and quantitative verification to gradually build a systematic research mindset. At the beginning of the study, I focused on stakeholder theory, combining my own professional experience as an investment assistant and my teaching perspective as a university lecturer, and tried to apply stakeholder theory to the study of employee and customer satisfaction in post-merger companies. By interviewing and them, I found that post-M&A satisfaction was directly related to whether or not it affected their interests. This finding forced me to change my research. With the explosive growth of the pet economy and the transformation of consumer behaviour by social media, I observed the divergence of generational differences in pet consumption decisions. Based on real-world trends and academic gaps, I will use qualitative research methods to investigate the impact of social media on the consumer behaviour of pet owners across generations.
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Initially, the research concentrated on the impact of mergers and acquisitions (M&A) on stakeholders. The initial finding was that the extant literature on M&A primarily focuses on accounting data and managers' decision-making. While numerous researchers have explored the domain of employee and customer satisfaction following M&A, the paucity of scholarly endeavours directed towards understanding employee and customer satisfaction post-M&A is remarkable. In the next study, it was found that employees were reluctant to discuss or express their subjective preferences in a limited way(in Appdeix 1). This led to the realisation that there was limited research value in further promoting this topic. In the course of my research, I identified a nascent yet encouraging state of M&A in China's pet industry. This suggests that the industry may be on the cusp of a period of rapid development and consolidation. Further I found the pet related market in China has evolved into a dynamic and influential force in the national economy, undergoing a profound transformation over the past few decades (Xin, 2024). Driven by rapid economic growth, the pet-related consumer market has become a visible part.
The evolution of pet ownership and consumption patterns in Northeast China (Heilongjiang, Jilin, and Liaoning provinces) presents a compelling research context for examining the intersection of social media influence and consumer behaviour. Contemporary research has established robust evidence for the psychosocial benefits of human-animal bonds, demonstrating positive correlations between pet companionship and psychological wellbeing (Bi, 2025)., stress reduction (Janssens, et al., 2020), and sustained mental health outcomes (Bolstad, Porter, Brown, Kennedy, & Nadorff, 2021).
The COVID-19 pandemic crystallized the significance of pet companionship, particularly during periods of restricted social interaction (Bolstad, Porter, Brown, Kennedy, & Nadorff, 2021; Wall, 2020). Research indicates that pets have become integral to family structures (Scoresby, et al., 2021), especially for single-person households seeking companionship. This societal shift has contributed to significant growth in pet-related consumer spending (PRCS) (Liu, Chang, Yang, Li, & Wu, 2024).
The research framework employs Consumption Value Theory (CVT) to examine how social media platforms influence pet-related purchasing decisions across different generational cohorts. While existing literature documents social media's broad impact on consumer behaviour (Ashley & Tuten, 2015), there remains a significant theoretical gap in understanding its specific influence on pet-related consumption patterns within the Chinese cultural context. CVT posits that consumer spending patterns are driven by subjective perceptions and social identity construction (Tan & Chiu, 2024), making it particularly relevant for analysing pet-related consumption, where emotional support and social signalling intersect (Kanat-Maymon, Wolfson, Cohen, & Roth, 2021).
Recent empirical evidence suggests that social media significantly influences purchasing decisions among young Chinese consumers in the pet product market (Wang S. Y., 2024), corroborated by broader studies on social media's impact on consumer behaviour (Alboqami, 2023; Alboqami, 2023). The transition from conducting relevant stakeholder research on mergers and acquisitions to focusing on pet consumption indicates that the research questions posed are problematic when interview subjects are reluctant to discuss the impact of mergers and acquisitions. This suggests that the methodology employed must conform to the research questions. This realisation fundamentally altered my understanding of the value of qualitative research in exploring sensitive topics.
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Consumer Value Theory
Consumer Value Theory focuses on how consumers perceive and evaluate the value of products or services in the consumption decision process (Wagner & Strobl, 2022). The emphasis is on the consumers' own perceived value in the consumption process (Tandon, Kaur, Bhatt, Mäntymäki, & Dhir, 2021). Pet shoppers can project emotions about the pet shop on the purchase (Gunaseelan, Coleman, & Toukhsati, 2013). Pet owners who are willing to pay a high price for their pets are satisfied with the functional attributes and the social value of the products, which is also an affirmation of the value that the consumers themselves bring to their pets (Yuen, Koh, Wong, & Wang, 2023). Although there are still differences between individual consumers and the great influence of information overload and erroneous information (Aïmeur, Amri, & Brassard, 2023), consumers' perception of consumption value is always based on the extraction and summary of personal experience, and there will be commonalities between experience and feeling, thus indirectly obtaining the identity of social groups (Busch, Schütz, Hölker, & Spiller, 2022; Rombach & Dean, 2021). At the same time, consumers' consumption behaviour focuses on products, services or emotional support that can be obtained through consumption (Sneddon, Ye, & Lee, 2022).
Social Identity Theory
Social Identity Theory (SIT) emphasises that individuals will categorise themselves into specific social groups in order to seek identity in society (van den Scott, 2023). People can change their behaviours and attitudes for the sense of identity, so that they are closer to the group image. In this study, identity theory is applied to people's consumption behaviour in order to articulate the commonality of self and groups with the power of discourse in social media, thus achieving the identification of identity in social media (Perry, Mandy, Hull, & Cage, 2022; Farivar & Wang, 2022; Turel & Osatuyi, 2023). Although SIT can explain some of the consumption behaviour of pet owners. But there are differences between people. Individual consumer behaviour can vary significantly due to the combined effects of economic conditions, cultural background and personal values. At the same time, advertisements, reviews or interactions with other people on social media can have a further influence on the consumption behaviour of pets (Latif, et al., 2021). Compared to CVT, the limitation of SIT to individual research is an important reason why I do not choose it.
Social Media consumption
Social media refers to an online platform that is based on Internet technology and offers users the opportunity to create, share and communicate. The popularity of social media has not only changed the way in how consumers obtain information but also affected their consumption habits and purchase decision process (Infante & Mardikaningsih, 2022). Consumer behaviour on social media is influenced by a variety of factors (Pop, Săplăcan, Dabija, & Alt, 2022), including social media-specific information encounters and vertical marketing, in addition to traditional needs and interests (Onofrei, Filieri, & Kennedy, 2022). These changes have different implications for consumers of different ages (Sundararaj & Rejeesh, 2021; Palalic, Ramadani, Mariam Gilani, Gërguri-Rashiti, & Dana, 2021). The development of the pet industry is reflected in the number of content updates on social media and the boom in pet-related markets (Hadoop, 2024). Generation Z is highly dependent on social media, which is also their main channel for information (Kuncoro & Kusumawati, 2021). They are more likely to be influenced by the content of the platform and are more likely to express their wishes and interact on social media (Thangavel, Pathak, & Chandra, 2022). Pet consumption also tends to match their personalised and fashionable characteristics. More young Gen Z consumers view pets as family members and pay attention to their health and quality of life. Although millennials were not born with the internet, they were exposed to social media in the early days of its establishment and grew up with social media, which is reflected in their consumption behaviour, which is partly influenced by social media but also accompanied by more rational purchasing decisions (Pornsrimate & Khamwon, 2021). Their pet consumption behaviour is more focused on practicality and quality, which is reflected in their focus on the value for money of pet products and services (Carrozza, 2021). In contrast, Gen X differs significantly from the previous two generations. They are more conservative in their social media consumption. Although they can learn about products through social media, they are limited in their purchases. They are more likely to buy offline and on the recommendation of family and friends around them and pay attention to the value for money of related products (Zhang, Wei, Rathjens, & Zheng, 2023). What's more, consumers of different ages differ in the social media platforms they choose to use. This difference can have an impact on the marketing strategy of products on the different platforms (Myers, Sen, Syrdal, & Woodroof, The impact of Persuasion knowledge cues on social media engagement: a look at pet influencer marketing, 2024).
The key features are interactivity, immediacy and community of user content. Topics within the same community are more likely to attract similar people. Social media has become an important platform for the dissemination of information (Muhammed & Mathew, 2022). It allows for the rapid transfer of product information and direct interaction and feedback with consumers. At the same time, information on social media can expand product types and increase unplanned consumption, and positive interaction and group identification can also increase the desire to consume (Wang, Wang, Lin, & Abdullat, 2021). At the same time, social media is also constantly improving consumers' usage and then turning into buying habits by forming usage habits (Jacobson & Chang, 2018). However, after a period of development, the study found that there are differences in the transformation of usage habits into consumption habits. These differences are most pronounced among older age groups. Most of them are already in the habit of using social media to spend their free time, but when faced with a consumption choice, they tend to choose offline consumption rather than social media. This difference is not seen in the younger age group.
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Initially, I planned to use the mixed methods approach to conduct my research. Using qualitative methods to explore the aspirations of consumers of different ages when spending on pets, including food necessities and non-necessities such as clothing and daily necessities (Dawadi, Shrestha, & Giri, 2021). Why are they prepared to pay for pets? Further research into the extent to which the way they shop on social media influences their behaviour when spending on pets was expected to reveal common characteristics at each age from the individual accounts. In order to analyse the relationship between social media shopping and pet spending among consumers of different ages, a wider range of data was collected using quantitative methods (Joo, Jo, Jo, Choi, & Yoon, 2024). However, as I collected more research reports on China's pet industry, I found that the quantitative analysis was almost fully covered in the reports (Hadoop, 2024), and there was no further need for me to conduct more research. Analysing the total consumption of the pet market, the main pet categories in the pet market are still the appearance and the dog, and the trend bar chart is provided to intuitively understand the past and current trend of the pet market (PetHadoop, 2022). The report details the composition of pet owners at different ages. As shown in the graph, from 2020 to 2023, young people born after 1990 will take the main position and those born after 1980 will take the minor position (Hadoop, 2024). These two age groups together account for 70% of pet owners. In addition to the age of the pet owner, the report also includes the pet owner's educational background, income, urban distribution, pet rearing habits, pet rearing pain points, living habits, internet preference, consumption habits and other data, including pet food consumption, pet supplies consumption, medical consumption and service consumption. Relevant reports almost cover the data portrait of pet owners in large and medium-sized cities in China (Myers, Sen, Syrdal, & Woodroof, The impact of Persuasion knowledge cues on social media engagement: a look at pet influencer marketing, 2024). It is virtually impossible to improve the quality and accuracy of this data using human force. It is worth noting that the report tries to use numbers to show the pet economy, pet owners and all related content, but we cannot get deeper information from the data, such as the reasons behind the choice of pet ownership, the experience of pet ownership, or the more in-depth age-specific investigation based on what kind of emotions are willing to spend on pets.
Figure 1Proportion of pet owners by age group 2020-2023 (Hadoop, 2024)
Ultimately, I decided to use a qualitative research approach, focusing less on the commercial value of pet ownership and more on the emotions that different consumers feel about spending money on their pets. It is hoped that the research findings can be used to develop pet products and services more accurately and to protect the rights and interests of consumers of all ages and the welfare of pets.
Constructivism approach to identify generational consumption patterns, select 5-10 consumers in each generation to conduct one-to-one semi-structured interviews to discuss their pet consumption behaviour on social media and obtain more in-depth communication (Quan, Kim, Baah, Kim, & Han, 2024), in particular regarding the consumption decision-making process and influencing factors (Zhang, Li, Dong, Di, & Ding, 2023). The interview content was analysed in text form and the thematic content and keywords related to the study were extracted (Christou, 2022). For example: pet consumption, consumption motivation, information acquisition channels, brand trust, etc.
Constructivism is defined as a theoretical framework that posits the notion that the world is constructed by individuals according to their experiences and perceptions. The most efficient method of gaining insight into an individual's perceptions is to engage them in a deep conversation on a set topic (Fosnot, 2013; Denicolo, Bradley-Cole, & Long, 2016; Ederoclite, Villano, & Castro, 2025). The shift from quantitative mergers and acquisitions research to qualitative consumer behaviour analysis reflects the realisation that consumer behaviour needs to be analysed more deeply than the traditional summary of data. Numbers can quantify the volume, frequency or preferences of different generations, but digital data alone cannot understand the complex emotions involved in intergenerational pet consumption behaviours and decisions. In addition to data analysis, we need to use qualitative methods to capture the emotional and cultural connections behind the numbers. In the pilot study, it was found that employees were reluctant to discuss the impact of mergers and acquisitions (M&A) in public spaces, preferring instead to focus on their own career development. This finding revealed the limitations of the original approach and assumptions about data accessibility. Following this experience, there was a significant change in understanding of interview dynamics. Consequently, a paradigm shift occurred in the design of the research. This was marked by a shift towards semi-structured interviews, a methodological framework that facilitates in-depth exploration while ensuring the welfare and comfort of the participants. This strategic decision drew upon the lessons learned from the challenges encountered during the M&A pilot study.
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For social media platforms, I prefer Douyin, which is widely used by Chinese people, Xiaohongshu, which is popular among young people, and Kuaishou, which is widely used in Northeast China (Zhu, Wei, & Wei, 2024; Liu Q. , 2023). I will select representative consumers as respondents and divide them into three categories according to their age (1965-1979,1980-1994,1995-2007). This classification is based on China's population structure and the age of pet owners (Liu J. , 2022). 
The main reasons for not using focus groups in the study are as follows. In particular, the number of participants in a focus group is limited (Marques, et al., 2021), and the results from small and medium-sized samples of focus groups may not be representative of the overall situation of the whole age group (Bashara, 2024). At the same time, the focus group allows everyone in the group to hear each other's answers. It may happen that the participant who is willing to talk dominates the direction of the answer and the others find it difficult to get a word in, or they may abandon their answers to appear more social and choose to endorse the views of the other members of the group (Chen, 2021). Other interview questions may involve participants' personal experiences, and some participants may not want other group members to know their experiences, so they may choose to fake or not fully tell the truth about their experiences. Such results cannot fully reflect the true thoughts of all participants, nor can they guarantee the accuracy and fairness of the study. At the same time, the focus group requires all participants to attend the visit at the same time, so it is difficult to recruit members who can form the same group and coordinate participants' schedules, which cannot guarantee the fluent progress of the study. 
Semi-structured interviews are a method of qualitative analysis that can provide more concrete content in understanding personal experiences of pet consumption across generations. The focus group was abandoned due to potential peer pressure, but the use of a multi-stage interview process, exploratory dialogue and specific structural content discussion of the research can be conducive to maintaining the authenticity of the content while improving the richness of the data (Adeoye‐Olatunde & Olenik, 2021). Semi-structured in-depth interviews were conducted. Before the interview. The interview questions were sent to the respondents. Ask me if there's anything I don't want to answer. Content of the question. Ensuring the interviewee's right to know. Focus groups are not selected. The reason for this is that in groups of similar age, respondents may withhold or embellish their answers because of the answers given by others. This cannot guarantee the authenticity of the data collected and that the answers fully reflect the true thoughts of the respondents and themselves (Henriksen, Englander, & Nordgaard, 202). After collecting the data, we will integrate the people of different ages together to analyse the consumption motivations, information acquisition channels, brand trust and other aspects of this age group, and compare and analyse the answers of respondents of other ages to understand the influence of different ages on social media use and pet purchase decision making.
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[bookmark: _Toc189570478]Research Aim
This research aims to contribute to theoretical understanding of social media's role in shaping pet-related consumption across generations in Northeast China, addressing significant gaps in current literature while maintaining methodological rigor and analytical depth.
The researcher acknowledges potential bias from personal experience as a pet owner and social media consumer, necessitating careful reflexive practice (Alvesson & Sköldberg, 2017) to maintain analytical objectivity throughout the research process.
[bookmark: _Toc189569508][bookmark: _Toc189570479]Research Objectives 
To identify the drivers of increasing pet economy and the difference among pet owners.
To explore the impact on social media shaping the pet-related consumer market.
To understand the impact of different social media on pet consumer behaviour.
[bookmark: _Toc189569509][bookmark: _Toc189570480]Research Questions
What drivers pet economy which cost more in different pet owners?
How the pet owners choose the social media and select the pet-related consumer products?
What is the engagement relationship between pet consumer behaviour on social media?
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I start my DBA course at the beginning of February 2024. I choose Mergers and Acquisitions as my research topic because I have done the similar work in my first job. My first job was as an assistant in the investment department of a small private equity company. At that time, the main task was to select small and medium-sized companies that could be listed on the stock exchange and to carry out preliminary research. If the company's business had development prospects and currently needed financial support, we would visit the company on site and provide both capital and resource support. The resource part of this involves getting the two companies to merge and then completing the integration. This period of work experience led me to believe that the two companies could merge and the management we approached were happy to do so. Later, when I was lecturing on the subject at universities, I also analysed various M&A cases from a management perspective, and I continued to be interested in this economic event until I decided to make M&A the subject of my DBA research. I needed to find a gap in the current research on mergers and acquisitions and I noticed that most of the research on mergers and acquisitions focuses on the financial performance of managers or post-merger companies. There is little research on the attitudes of employees, customers, suppliers and other stakeholders towards M&A. At the time, I was excited to make this discovery the goal of my research. But things changed during the polite study in semester two, I noticed that the employee did not like to tell the real things about the M&A, they focus on their own career development. This leads my research into a dead end. It is hard to touch the reality that academic research requires. Then my purpose changes to social media, which most Chinese people use to spend their leisure time. After several years of development, social media is transforming into a new retail platform.
As a cat owner（unfortunately, I lost him when I am writing this part）, I would like to get some information from social media, such as rednote, Douyin, etc. A pet influencer I like the most sold the same item she uses for her own cat. This is the first time I am buying through social media. It provides a different atmosphere from other digital business platforms. Then I shared my experience with others and as an example in my class. While they already use social media as their first option in online shopping. Combined with my shopping experience, I decided to look deeply into pet owners' shopping behaviour, which is changing in different generations since the social media development rapidly. I have to admit that this shift has required me to change my approach. Because now my research is not only about the company, the company data and the people who work for the company, but also about the company's customers, and I divide the customers into different groups and analyse their consumer behaviour. The weak correlation with companies and the subjectivity of consumer behaviour requires me to rethink my research method to ensure it is fair and researchable.
As a young person who often uses social media, I will often search for the content I want on social media and use social media as the main channel to obtain information. This may lead me to overvalue the importance of social media in my research. And because I am a pet owner myself, I may have assumed that the people I interviewed loved pets and were willing to see them as an important part of their lives, like family members or friends. While it's clear that not everyone uses or trusts social media feeds, there are also people who don't like pets or just see them as animals.
I admit that, because of my cat, I have deep-seated assumptions about the emotional importance of pet ownership. I believe that pets are my family and friends. They can provide me with emotional comfort and support, and I am willing to pay more than they need to live. And my friends who have pets have the same attitude, and my friends who don't have pets don't find it incomprehensible to have pets as friends and family, or to buy non-essential or expensive pet food. Such an atmosphere can make me more aware of the importance of the emotional significance of pets and people. At the same time, as a millennial who has been using social media for a long time, I think I have a certain ability to judge social media consumption and to presume the positions of others. My experiences and positions need to be insulated in the process of data collection and analysis. Even writing a log after each participant's interview can help me to remember the attitudes and positions of the interviewees without being influenced by their own positions. In particular, when interpreting the views of respondents with a large age difference from me on pet consumption, it is necessary to guarantee their true will and accurate expression of their views.
The subject of my research focuses on pet consumption behaviour on social media between different generations. As a young person, I understand that it can be difficult to understand the consumer psychology and behaviour of older pet owners. And a shift in their social media shopping behaviour. By recognising the differences with my research subjects, I was able to understand what I had in common with them. Based on my own experience, I will better understand young pet owners' emotions towards their pets and their willingness and behaviour to spend money on their pets. There are also similarities with older pet owners. Our willingness to have pets for companionship and to spend money and time on pets is the basis for generating consumer behaviour.
My research background initially focused on the field of mergers and acquisitions (M&A). However, the pilot study revealed a key problem: the hypothesis concerning the willingness of stakeholders to engage in discussions about organisational change was invalid. This finding prompted a re-examination and critical reflection on my position and assumptions regarding research accessibility. The present research topic is derived from personal experiences as a millennial pet owner using social media platforms. While this standpoint undoubtedly offers invaluable insights, it is imperative to exercise caution to avoid the personal experience of the researcher obfuscating the authentic perspectives of the study participants, particularly during the analysis of responses across different generational groups.
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The first is safeguarding respondents' private information. Sharing information about pets or consumer behaviour on social media can easily reveal their financial status, living habits, consumer habits and other content they may not want to share. Therefore, you should respect respondents' wishes and protect their privacy.
The second is to be respectful and neutral. On social media, people's consumption behaviour is easily influenced by advertisements and recommendations from internet celebrities. If the above content is mentioned in the study, it is necessary to avoid the behaviour that induces consumption and at the same time respect the consumption habits of each respondent and their consumption choices. When it comes to cheating in consumption, researchers need to ensure the fairness and impartiality of the research process with an objective and neutral attitude.
In addition to the points, ethical considerations must also consider the power dynamics between researchers and participants, especially in the study of generational differences, where one party with a higher social status may exert invisible pressure on the other party, thereby preventing the latter from expressing their views in full. Researchers can ensure that all participants are treated equally, provide them with feedback on the results of the study, and request that they confirm whether the notes accurately reflected their original views. Furthermore, the right of participants to withdraw from the study was reserved, with the objective of reducing their psychological stress.
There are two main issues regarding the potential future implications of the findings.
First, the research findings may influence the production and marketing strategies of social media platforms for pet consumers, enabling relevant producers to develop pet products and services more accurately. Promote the pet industry segmentation, better and more professional provision of pet related products this service.
Second, the results of the study may lead companies to target pet owners of different ages to induce consumption and simply pursue the maximisation of commercial benefits, ignoring the sense of responsibility for the emotional connection between pets and pet owners, as well as pet safety and welfare.
[bookmark: _Toc189569512][bookmark: _Toc189570483]Summary and conclusions
The inception of this research endeavour entailed the initial exploration of stakeholder satisfaction in the aftermath of mergers, complemented by an investigation into the generational transition in social media consumption patterns. As both a pet owner and a social media consumer, this area proved instrumental in shaping the trajectory of my research. The findings of this study imparted invaluable insights into the feasibility of research and the significance of participant involvement. My theoretical framework underwent a progression from stakeholder theory to consumer value theory, driven by the recognition of the necessity to comprehend how diverse generations approach social media consumption. In the context of individual behaviour, consumption is fundamentally determined by the individual's assessment of the value of consumption products, which exhibits both social commonality and individual uniqueness. This adaptation exemplifies the iterative nature of doctoral research and underscores the necessity to persistently address emergent research challenges. Furthermore, doctoral research topics are predominantly informed by researchers' personal experiences, which can provide research motivation, a research background, and resource support. Being acquainted with, and even deriving pleasure from, one's research topic is a crucial aspect of doctoral students' research, fostering their ability to successfully complete their research endeavours.
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Employee 1
Interviewer: Hello, how did you choose the real estate industry in your employment?

Employee 1: I majored in civil engineering in university, and then when we were employed, we said that the real estate industry was a better industry at first, because it was still in its increasing trend, and we said that we earned a lot of money and had a good position at that time, and there was no better place to go. Going to the real estate industry was the best choice. So, I chose the real estate industry to go to work.

Interviewer: So how long have you worked in the real estate industry? Can you briefly describe your responsibilities or work in the company?

Employee 1: Well, I'm a real estate designer. I've been working for more than three years, and then my main job is to do some preliminary design work. In fact, at first, I had a sense of identity with this job, because after all, as a designer, I saw many real estate buildings one by one, and I designed them one by one, and I still felt quite proud.

Interviewer: What about your company soon? There are related M&A activities; So as an employee, how did you first learn about the company's M&A activities? What are your initial thoughts and feelings after knowing?

Employee 1: Well, as an employee of the company, in fact, mergers and acquisitions have a great direct impact on us. So, at the very beginning, we were colleagues, and we have been discussing this matter with each other since we learned about it. I just feel how this matter will affect each other, whether it will change in the future, whether it will be laid off or reduced in salary or what other changes will be made. However, after the company finally made an announcement, in fact, our work is the actual work content, and then the work intensity has not changed much. That's about it.

Interviewer: Then can you describe any direct changes in your job responsibilities or workload after the announcement of the merger?

Employee 1: Well, first, in terms of job responsibilities, in our previous work unit, we belonged to a kind of work that was to do a whole engineering design project independently. Just like, for example, a design project came today, and I am responsible for the whole project myself. From the early data collection to the drawing design, the communication with the owner and even the final settlement and finishing work are all done by ourselves. But now it belongs to the more detailed management of the company, and each of us only needs to be responsible for the first stage of work, and there will be a unified project manager to control all of us. For example, now I am only responsible for the first stage of the middle drawing design; I don't need to do anything like the previous data collection or the subsequent settlement and filing drawings. In fact, the most direct impact is that the amount of work is smaller, but it is more detailed and more demanding.

Interviewer: That is to say, after the merger, your work is divided into some modular contents.

Employee 1: Well, yes, but one more thing is that there are many things that need to be docked in our work now. There are pre-majors, post-majors and some corresponding leaders. However, there will be some problems that cause communication between majors to be more troublesome and difficult to connect. It may be because after all, there are many majors involved, and my information needs to consider the professional content in front of me and the professional content behind me, which makes it more difficult at work. Then, coupled with the more detailed requirements of the leaders, the amount of work is less but more difficult.

Interviewer: Then how do you describe some changes in corporate culture before and after the merger? Or can you provide some concrete examples to help explain it?

Employee 1: Well, before, we belonged to a small company. And now it belongs to a relatively large group to acquire it. In the previous work, our work was relatively loose, and the leadership's control over us was relatively relaxed and free. Just like before, when we came to work, we might be late for a while after 9 o'clock, and the leaders wouldn't say much. But I can't do it now. Now if I don't punch in at the right time, I may have to deduct money or be criticized, even after work. As far as the whole working hours are concerned, it has changed a lot from before. Because now it is necessary to punch in and out at a fixed time every day, well, this is the biggest change for us. But one more thing is that the reward and punishment mechanism has become reasonable. Just like before, there may be some people who didn't work, but came late every day and left early, and then earned a lot of money. This is unfair to the people who work. But now it's different. At present, all systems in the company are reasonable, and things are done in detail. Well, there are detailed calculation methods for who has done how much work and how much money has been earned. In fact, it is fair to say that it is different from before, that is, although everyone works together, some people earn more and others earn less, but those who may earn more work less, which makes us feel particularly unbalanced, but it is really gone now.

Interviewer: That is to say, before and after the merger, the company culture has changed to some extent. So, do you think this change is generally more acceptable to you or is it facing a big conflict?

Employee 1: I think this is more acceptable. In fact, it is a good thing, just like the reward and punishment mechanism and salary I just mentioned. In the past, I thought that our previous company was particularly unreasonable, that is, why did you give so much money to people who didn't work? Although he is a long-time worker in the company, it can't be said that just because of these work time problems, we are new here, especially because I worked for a short time, that is, I did a lot of work but didn't earn as much money as those old people. But they obviously don't work! This is what makes me think, that is, everything really needs a clear rules and regulations to manage. This thing is that I think it is good for us after being merged, and it is really improving. This matter is, uh, a really good thing for our bottom staff.

Interviewer: Then some employees may choose to leave voluntarily after the announcement of merger and acquisition, so you chose to stay in the company and continue working, right?

Employee 1: Right, right, right.

Interviewer: So, what influenced you to make this decision to stay?

Employee 1: Well, as I said just now, I entered this company and the real estate design industry after I graduated from college, and then actually, if I suddenly change industries and companies, I feel quite scared. Well, first, the real estate industry in China is not very prosperous now, and it is not necessarily better for me to enter other real estate companies now. And, um there is nothing particularly good about salary and work. Then, in fact, we are now merged by big companies, and the work is actually more stable, and then the management system is more detailed; And then what I earned, didn't decrease, which I think is good. Then, if you switch to other industries, it is more difficult to enter. Can't you say that you are going to make kebabs to support your family when you are less than 30 years old? This can't be! That is to say, the current work unit has given us better treatment. In fact, we are still worried about being fired, that is, being laid off. This is not the case. In fact, we are very happy and have never thought about leaving this company.

Interviewer: Well, what about the merger? The merger of two companies may bring new colleagues or new leaders. So how does this merger affect the relationship between you and your colleagues and leaders? You can use some concrete examples to help illustrate it.

Employee 1: Well, first, let's talk about leadership, that is, our previous unit belonged to that company with few people but many leaders. That is, we may face our own leaders alone, the director of the department, and then the middle-level business manager, anyway, there are all kinds of such leaders. It's just that there are more leaders. But now that we have been merged by a bigger group, we, the designers at the bottom, have less contact with leaders. That is, there will only be some direct superior leaders to lead all our staff. However, as before, because of the contact with the leaders, that is, the company had more contact with the direct leaders, and the relationship was better. This kind of thing is easier to handle. But now, there is an obvious relationship between the superior and the subordinate because the company is relatively large, and the rules and regulations are relatively strict. And the leadership will no longer be the same as before, and everything will be what it should be, and it will become difficult. Between colleagues, as before, because there were fewer of us, between colleagues, we were all good friends, and we had a good time. But now, everyone doesn't have much contact with each other except at work. At work, everyone talks about their own things and even has some contradictions. The relationship has become worse. Well, for example, like before, before our league building would be, for example, leading colleagues to go out for dinner or play together, and there were many such things; But up to now, at most, it is said that the company organizes some sports meetings, and everyone is forced to sign up and participate in some such boring things, so there is no contact between others.

Interviewer: Do you think this change will make you feel comfortable, or do you think the original relationship will make you feel more comfortable?

Employee 1: Well, each one has its own advantages. Um, as before I am happier at work; But up to now, it can only be said that it may be bad for private relationships, but it is, uh, better at work. Because we had a good relationship before, there might be some work that he should do, so I was embarrassed to tell him, so I helped him. But now it won't. Whoever belongs to it will do it, and whoever does it will do it. There will be no such problems as the increase in his workload because he kept his mouth shut in private.

Interviewer: What do you think will happen to your satisfaction with the overall job change or the change of responsibilities after the merger? There is also whether your work motivation will fluctuate or be affected by the merger?

Employee 1: Overall, I think this is better and more satisfactory than before. Because it's a big company after all, first, it's more stable, so I don't have to think about these things in the short term, such as layoffs or unstable work; Then the motivation is not as positive as before. Because like before, we oversaw a large project ourselves, and if we did a good job, we could earn more money. Then, the whole project was also promoted by us, and everything was in our own charge. But now, now it's equivalent to, uh, someone in front of us, someone behind us, and then we work fast, and we won't earn as much as we have. It's better to work slowly. Then I can finish these things again when others really urge us not to confess in the early stage, and so can I later. Because everyone is like this, maybe everyone will be like this when they get to a big company. Overall, the motivation is really not as good as before, but it is really better than before.

Interviewer: OK, so in the short-term or long-term perspective, what impact does M&A have on your job security or career prospects?

Employee 1: Well, first, in the short term, I think it is quite good. Joining a big group makes me feel that working now is easier, and then, uh, more and more reliable. Yeah, but in the long run, I don't think this is a good thing. Because, after all, the merger of the previous units makes me worry about the future, that is, if the current units are also merged, won't it be dangerous for us then? And mentioned that China’s the real estate industry, and it has been in a declining stage. It is possible that some large industrial companies will often collapse. For example, what Evergrande was before. These industry giants are dying, and maybe a group like ours may not be able to carry it through. Currently, I am really worried about psychology. That is, if one day, especially after middle age, I really lose my job when I say I must raise children and support my family, then I may be more desperate. Because when you wait until you are in your 40 s to find a job, there may really be no good place to go. So, in the long run, I think I'm still worried.

Interviewer: Let's get back to work. Did the company provide some support or help employees understand the whole merger process during the merger process?

Employee 1: Well, there are some, but not many, that is, I think what the company does this is not very good. It  just held a meeting with us and issued an announcement telling us what happened in the company, that is; to put it bluntly, he told us, the company has been merged, but you haven't been fired. Do whatever you have to do. But in fact, for all our staff, it is necessary to give it to us a detailed process, that is, to clarify this matter. That is, for example, at that time, before we entered the new unit, we had no idea that the future was the whole work content, work intensity or other things. Then even to put it bluntly, even the salary was not clear. It was only after everything was over and the contract was signed that the salary was made clear to us. Well, there is also the fact that for the new unit, he didn't give us some of the most obvious policies, even before the merger, all of us didn't have a detailed statement about whether to stay or not. We didn't know these things until the final merger was over. At that time, I felt that these things were all in a daze, and then they became a new group.

Interviewer: That is to say, when you support the company or help employees understand the merger process, you think the effectiveness of his measures is limited.

Employee 1: Right. Because I think the leader may not have considered the most direct feelings of our bottom employees. Maybe this matter and our decision have little influence on us. In fact, we are at the mercy of chess pieces. It's not up to us to decide, so he didn't discuss it with us, he just notified us directly. These things really have no effect. Because to put it bluntly, it is the same whether you tell us or not, just inform us that there are these things in place, and that is really an ineffective communication.

Interviewer: So, from the employee's point of view, what changes do you think the company can make to improve your recognition of this measure with such a support or process announcement?

Employee 1: I think there are many things they can do here. Just like at the beginning, when we passed this matter on privately, the company could have just put this matter earlier, that is, even with an announcement, or a department leader told everyone about it. And explain some of the most basic contents to us, so we won't have to discuss this matter privately. That is, at least you can tell us, whether we will be fired, whether the work content will change, and then that's all. First, I wish I could tell us the basic personal problems, but they didn't give us a detailed notice. Then there is actually, of course, M&A. Well, we don't even know what M&A means at first. Is the company completely gone? Is that we all quit, or is it just that the company name has changed after being acquired, but the nature of the company has not changed? There is no detailed introduction at all. I think this company can do a detailed publicity meeting and do some PPT to let all of us understand. Then it will be much better, and we won't say that we are afraid to discuss this matter in private every day.

Interviewer: That is to say, as an employee, you still want to know more about the details of the company's merger and acquisition, including the company's future development prospects, and so on. No matter whether it is macro or micro, you hope to have this right to know.

Employee 1: Right. Of course, I said I really hope we have the right to know. Although we can't decide this matter, at least let us know and let us have some judgment on our future. We can stay if we want, and we can stay if we don't want. Then, what kind of identity are we in after the merger? Is the position better than it being now, or is it not as good as it is now? In fact, we really should be given a statement.

Interviewer: That is to say, you are still concerned about the feeling that you are ignored in the process of merger and acquisition.

Employee 1: Right, right, right.

Interviewer: That is to say, you think it is neglected?

Employee 1: Indeed. I feel neglected. As far as the company doesn't care about these feelings of our employees.

Interviewer: Then can you describe some other organisational culture challenges or misunderstandings observed before or after the merger?

Employee 1: Yeah. The first is between two companies, like we used to belong to a small company, but now we belong to a larger group. First, the company's rules and regulations will be more detailed and stricter than before. Just like the reward and punishment system, it was particularly unfair in the previous unit. Just like I said that some old employees can earn a lot of money without doing much work, but now, there are detailed rules and regulations, which are particularly strict. This is a manifestation of the progress of corporate culture belonging to an enterprise. It will not be managed indiscriminately as before, and then it will include things like punching in and out of work, or the management of employees on business trips, or these, uh, communication problems between leaders and subordinates. Like before, leaders and subordinates may be in a friend relationship, but sometimes it is more difficult to handle the work. And the leaders will also have inconsistent management between subordinates and subordinates. It's possible to say that I'm on good terms with my leaders. It's okay if I come late today, and it's okay if I leave early, and then I earn more. But the leader and I are not good, maybe I am difficult to stay. But not now. Because now the management is more detailed and standardized, it won't happen in this kind of thing.

Interviewer: So, do you think this culture between different organisations or enterprises will affect your enthusiasm for work or a result of the whole merger after the merger?

Employee 1: I think it really influenced some of my enthusiasm for work. In fact, at first, because I entered the real estate design industry directly from school. At the beginning, I was full of enthusiasm for this industry. At that time, I felt that I could see that all the buildings I designed were buildings. It can be said that they started from the ground. In fact, they were quite fulfilled and satisfied. Gradually, I may have been working for a long time, and then I have been merged. In fact, I am now in a mechanical working mode. It's what work items are given to me by my superiors, what I need to do in the early stage, and what I need to explain in the later stage are all relatively fixed and rigid things, so I don't need to think about them anymore, and I don't have any sense of accomplishment. Maybe for me now, my work is just a mass of drawings, and my motivation is already insufficient. As far as I am now in a stage of being pushed to work, all things are just simple work contents, and I don't think my work will be the same as before. Now it is completely in a mechanical working mode.

Interviewer: That is to say, it is more difficult for you to get your sense of accomplishment from your work since you experienced the merger.

Employee 1: Well, that's true. This is also caused by the change of our working mode. Right now, I feel like I'm just one part of the assembly line. It's hard to get some enthusiasm from work. I feel like I am, like, a screw in the assembly line, and I can screw it on. I won't be like before, maybe I will be responsible for the whole project. My work is like every piece before, I will consider it carefully, because this matter is my own responsibility, and I will be happy for my work. Now, I can't and can't have my own ideas, because everything has been decided. It is no longer necessary for us to play according to our own ideas. Well, there is really no enthusiasm.

Interviewer: So, will the experience of this merger affect your view of the whole real estate industry?

Employee 1: Actually, the first thing I think about the real estate industry is indeed in a declining trend. The merger and acquisition of our small company is a necessity. Because it is combined with other countries, as far as the changes in these real estate industries in developed countries are concerned, it is inevitable that small companies will be merged or even dissolved. Then I really experienced my personal experience, because although I learned that these things were in recession before, it really didn't happen to me, but now I feel that the real estate industry is getting worse and worse after I have experienced it. This has caused me to be more worried about the future. As I said just now, a long-term prospect of the future is even more worrying. As far as I'm concerned, I'm afraid that one day the whole real estate industry will be laid off like before, that is, we will be laid off collectively and then lose our jobs in the medium term. This feeling will be quite severe at that time.

Interviewer: Do you think M&A will be a broader or common trend in the real estate industry?

Employee 1: Right. I think this must be a broader and longer-term trend. Because it is like combining the examples of several developed countries, it can be seen from the house price, especially the house price. Like in the past, house prices have been rising steadily for more than ten years. But in recent years, house prices have been in a particularly stable stage, and then up to now, house prices have been in a stage of decline, even at a price without a market. In fact, this is the most obvious trend for the real estate industry. Well, it may not be said that it will affect everyone on a large scale, but in fact, that is, in Japan, for example, judging from the trend of these real estates, well, in the future, house prices will first fall, and then the staff will, well, face the fact that they will be laid off in the medium term, which is certain.

Interviewer: So, let's talk about going back to the real estate market in China. The real estate market is in China, it is unique. Including what we think, we must have our own house or home. Then how do you think M&A can affect the broader trend of this industry? Can it have a better development because of our different positioning of the real estate industry?

Employee 1: It's based on the current situation of the real estate in China. First, I think we should look at China in the short term. After all, China people do have some obsession with houses. Everyone will think that I must have my own house before I can settle down in this city and have my own home. It's like getting married now, or every young man or old man thinks that you can't settle down until you have your own house.

Interviewer: Will this obsession affect China people's trend towards the real estate industry in the short term?
Employee 1: Well, there is no big problem in the short term, but in the long term, I think it is still for the future. Real estate must still be in a declining form. Well, yes, and I think there are still some, at least soon the state still needs to issue some more powerful policies to help some small and medium-sized enterprises survive. Because just like our company, it used to feel good, but now it is suddenly merged. Although we have not been laid off, there are many enterprises that may be left without pay or directly dissolved. There are many such situations. But being laid off will affect many industries. Maybe a real estate industry is closed, such as what property, or some other backup industries, which will be affected by a large area. Therefore, I think that the real estate industry should not be depressed in the short term from a national perspective. But it's true that the state has also issued a lot of policies to rescue the market, but it's only effective in the short term. In the long run, I think it is necessary for people who are especially engaged in the real estate industry to predict the future. Give yourself more options for the future, and don't let yourself wait until it is really the winter of the industry, so that you can't do anything. Find yourself some future jobs to do first, and there must be nothing wrong with making more preparations.

Interviewer: OK, so the last question, how do you think this kind of merger and acquisition in the real estate industry will affect these customers or this group who have already bought houses?

Employee 1: Well, this has a greater impact. First, we can say a little, buying a house is like many of them paid money, but they didn't get a house. These people are also because of the downturn in the real estate industry, that is, some of them have paid down payment, but in fact, because the real estate company may be closed, it can be said that there are many big companies, that is, they have obviously bought a house with this common people, but because they are closed, the house cannot be built, and it has become an unfinished building. But currently, the people are directly affected. In fact, such companies are everywhere.

Interviewer: Then, if you like, can you talk about your thoughts more specifically about the impact of the merger and acquisition of real estate companies on customers?

Employee 1: I think first, let's say that it is my own house now. Our developer was acquired by other enterprises. As a user, I am worried. If this developer in my home is merged, my first concern is whether our house price will have an impact; Will our property have an impact? The most direct thing for us is that house prices have fallen, or even gone up. Even if it is possible to appreciate, it seems unlikely. So is the property. It may have been better managed in the past, but now it will be faced with the fact that no one manages this thing anymore, which is a particularly direct impact. What matters is that we may still need to buy another house in the future, and there may be more factors to consider at this time. Because now, after all, it has also been acquired, then when we buy it again, will it be because we bought a house of a developer that is not very good, and then in the future, we will be faced with the problem that the house can't be built, and the house price will fall.

Interviewer: So, you think that the real estate development industry will also have some impacts on customers, and these impacts may be negative impacts, which will occupy your worries more.
Employee 1: Hmm, right, because I don't think it's like before China. Decades before, buying a house is earning money, and everyone will not consider the negative problem of buying a house. As before, you may just invest in buying a house and put it in your hand for a few years to earn several times more money than the bank's interest. But not anymore. Now it is possible to say that the house is bought for living. If you don't have these needs for living, you will lose money if you buy it. Even when you want to sell it, you can't sell it. Then, um, like these, in the past, the house had a financial attribute, but now it has completely removed this financial attribute. For ordinary people, there is no need to invest. It is possible to say that the house in your hand can't be sold. This thing is the most direct impact on the people may not consider buying a new house. Perhaps this will have a negative impact on developers. No one can buy a house and real estate developers can't make money.

Interviewer: Do you think that M&A may improve the problems we mentioned just now?

Employee 1: No. I feel that, after the merger, and people will only have a negative impression on this company. Then he must be finished if he is merged, otherwise how could he be merged? The credibility of the enterprise will plummet. And that is, people's views on the house will gradually, well, they will lose that kind of things like those before, that is, the most direct impact is that people used to think that I bought a house because I had fixed assets, and I would never lose this money in my hand. Not now. Maybe I won't buy it. Buying a house now is losing money, so this is the most obvious performance.

Interviewer: Thank you very much for your support in this interview. Thank you.

Note:
The highlight colours are represented the theme-Job satisfaction and motivation
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	Interview Questions
	Key Area
	Research Question
	Rationale
	Literature sources

	1. How long have you been in the real estate industry? Please describe your role at the company.

	Introduction and Background. Understanding of the developing history of participant.
	RQ 2: What are the issues/experiences for employees about M&A?

	This question is designed to understand the participants’ background and experience in real estate industry. It helps to establish their credibility and provides context for their responses.
	(In, 2017)
(Falcone, 2018)
(Tumi, et al., 2022)

	2.How did you initially know the company's M&A activities? What were your initial thoughts and feelings?

	Awareness of the opinion about the M&A.
	RQ 1: How do Chinese real estate employees experience M&A?

	This question tries to explore the employee’s views of the company decide M&A.
	(Coates, 2016)
(Bansal, 2020)
(Gartenberg & Yiu, 2023)

	3.Can you describe any immediate changes in your job responsibilities or workload after the M&A announcement?

	The main factors influence the job motivation.
	RQ 2: What are the issues/experiences for employees about M&A?

	This question is to understand the personal life perspective in organisation change.
	(Chang, et al., 2023)

	4.How did the M&A affect your overall job satisfaction and motivation? Has this changed since the M&A?

	The relationship between job satisfaction and job motivation
	RQ 2: What are the issues/experiences for employees about M&A?

	This question specially concentrating about the motivation in organisation change.
	(Kummer, 2008)
(Naveed, et al., 2011)

	5.How did the M&A affect your relationships with colleagues and leaders? Can you share some specific examples? How would you describe the organisational culture before and after the M&A? Can you provide specific examples of changes?
	The influence on internal change in the organisation from personal view.
	RQ 1: How do Chinese real estate employees experience M&A?

	This question is to seek more management information from the participant.
	(Bansal, 2016)

	6.Can you describe any cultural challenges or misunderstandings you observed during the M&A process?

	The relationship between work atmosphere and the different management structure.

	RQ 1: How do Chinese real estate employees experience M&A?

	This question is to understand the management structure change. Such as communication, relationship with colleagues.
	(Bargeron, et al., 2015)

	7.After the M&A, what factors influenced your decision to stay with the company/ (what factors made you make the decision to leave?)

	Reasons of job satisfaction and job security.
	RQ 2: What are the issues/experiences for employees about M&A?

	This question is to find the job security job satisfaction after M&A.
	(Degbey, et al., 2021)

	8.What support or resources does the company provide to help employees understand the M&A process? How would you rate the effectiveness of these measures?

	The importance of the employees in the M&A process.
	RQ 1: How do Chinese real estate employees experience M&A?

	This question is to find the employees’ position in decision making process.
	(Suorsa, 2022)

	9.From an employee perspective, what do you think the company could have done differently to better manage the M&A process?

	Evaluate the employees’ feelings and satisfaction with the behaviours of the M&A process.
	RQ 1: How do Chinese real estate employees experience M&A?

	This question tries to find the requirement from the employee
	(Chung, et al., 2014)
(Bansal, 2017)

	10.How did the M&A affect your job motivation and career prospects at the company in the short and long term?

	The opinions of the work perspective and the personal attitude on job motivation. 

	RQ 2: What are the issues/experiences for employees about M&A?

	This question is to understand the work perspective in organisation change.
	(Kempton & Sarala, 2021)

	11.How did the M&A experience affect your view of the Chinese real estate industry? Do you see this as a broader trend?

	Knowing the work exception after M&A.
	RQ 1: How do Chinese real estate employees experience M&A?

	This question is to understand the employees’ attitude after M&A.
	(Galpin, 2021)

	12.Given the uniqueness of the Chinese real estate market, how do you think this M&A fits into broader industry trends?

	Confidence in the future of the company and the industry.
	RQ 1: How do Chinese real estate employees experience M&A?

	This question is to understand the work perspective in organisation change.
	(Priyadarshi, et al., 2022)

	13.How do you think M&As have or will impact customers? 

	The affection of customers
	RQ 3: How does M&A affect customers?

	This question is to investigate the factors which customers care about.
	(Dam & Dam, 2021)

	14.Have you observed any changes in customers behaviour or feedback?
	Evaluating the customers’ satisfaction
	RQ 3: How does M&A affect customers?

	This question is to evaluate on the customers influence after M&A.
	(Degbey & Pelto, 2021)
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