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INTRODUCTION
Relevance. The development of economic globalization and high-tech has driven the demand for an international perspective in the implementation of brand strategies. Enterprises need to possess global thinking and strategies to adapt to the constantly changing global market environment. Brand strategy is a business strategy for enterprises to achieve different profits and values with brand as their core competitiveness. It is a necessary condition for enterprises to achieve rapid development. The scientific implementation of brand strategy is the key to the success of enterprise brand strategy. With the acceleration of globalization, the construction of multinational brands has become even more important. The development of high-tech has brought about new media and communication channels, and brand strategies need to fully utilize and adapt to these new channels to effectively communicate and interact with global consumers. International cooperation and joint ventures have become an important way of brand strategy, and cultural differences and localization strategies are also key considerations in the formulation and implementation of brand strategy. This article takes the comprehensive framework of BYD's international brand strategy as the research object, and reviews how BYD has grown into the number one brand of Chinese automobiles and the global champion of new energy passenger vehicle sales over the past 30 years through the implementation of brand strategy.
Analysis of recent research and publications. The branding policy becomes of increasing interest of scholars, which represent both academic and policy-making areas. The most influential publications include works of Aker D., Holton A, Gertner D., Lucarelli A., Eshuis J., Keller K., Lu Y., Kavaratzis M., Klijn E., Brown B., Ewing M., Braun E. These authors contributed to a development of concepts of brand management for different type of markets. Among Ukrainian authors there are researchers, who studies the development of branding, like Vlasenko O., Haivoronska I., Kardash L., Moroz Yu., Robul Yu., Starostina A.  
Connection of the qualification project with scientific projects, plans, and topics. The qualification certificate was issued at the Department of Marketing and Business Administration of Odesa I. I. Mechnikov National University. The scientific research plan in the process of state budget topic is “Marketing systems and managerial technologies under conditions of multilayer convergence” (State registration office 0120U102481, 2020-2024).
The practical significance of this study lies in analyzing the integration of different international cultures, free competition and barrier protection, corporate and national strategies, as well as new trends in the implementation of international brand strategies through typical practical cases of Chinese enterprises, in order to deeply explore the implementation of brand strategies and summarize scientific methods and experiences for enterprises to learn from.

The structure of this article is determined by the goal and order of solving the task. This article consists of an introduction, three chapters, conclusion, and references.
Goal and tasks. The purpose of the research is to define brand strategy formulation principles of Chinese companies.
Achievement of the goal of qualification project has led to the necessity of setting and solving the following tasks:

· study the theoretical basis of basis of brand management;

– analysis of the modern branding instruments;

– developing framework for brand management development;

– carry out analytical research of international aspects of brand management;

– overview the case of brand development by BYD corporation;

– propose support measures for brand development.

The object of the study is the branding development policies in Chinese companies.

The subject tof the study is the theoretical, methodical, and practical aspects of branding management framework in Chinese companies.

Research methods. The work uses general scientific methods of systematization, classification, and evaluation, and systematic methods as well as analytical methods including comparative analysis. Structural method was used to define key elements of the research topic. Bibliographic research helped to formulate the key assumptions.
The basis of the qualification level were provisions from the scientific publications on brand management, web resources, reporting data of the company.
Results approval and publication. The materials of the qualification project were represented on the Round table "Actual social, economic and legal problems of the development of Ukraine and its regions" (October 6, 2023, Odesa). According to the results of the assessment, a presentation was prepared. 

Structure and scope of work. The work consists of introduction, three chapters, conclusions, list of reference (62 positions). The total amount of qualification project is 97 pages. The work includes 4 tables and 12 figures.

In the first chapter, the theoretical foundations of branding management in the context of international perspective were studied. In the second chapter, an analytical study of the branding management system of an enterprise was conducted. In the third chapter, the support for branding strategy was elaborated.
CHAPTER 1. 
BRANDING STRATEGY DEVELOPMENT AND IMPLEMENTATION: A THEORETICAL OVERVIEW

1.1 Key definitions in brand strategy: goals, tools, and structure

To study the formulation and implementation of brand strategy, it is first necessary to clarify the sources and definitions of brand and brand strategy concepts. Secondly, based on the development of brand strategy theory, it is necessary to gain insight into the development trend of brand strategy from an international perspective [35]. Finally, it is necessary to analyze the methodological framework for formulating and implementing brand strategy.
This section cites a large number of literature and summarizes the concepts and definitions proposed by different scholars on what brand strategy is and how it operates, attempting to streamline the development and evolution of brand strategy theory.
From an etymological perspective, the term "brand" originates from the ancient Scandinavian word "brand" [26], meaning "burning" and extending to "branding". Originally, it referred to the medieval imprint on horses, cows, sheep, and other livestock to distinguish different livestock owners (Figure 1-1).
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Figure 1-1 Branding on Livestock [3]
There are various viewpoints on the origin of brands in the academic community both domestically and internationally. Professors such as Kevin Lane Keller from the United States [25], Yamaki Toshio from Japan, and Zhu Lei from China have all found that from a historical perspective, brands originated from pottery symbols depicting ancient civilizations such as prehistoric China, ancient Greece, and Rome. The pottery of the Banpo clan in China and the pottery of the Liangzhu culture can be seen with carved symbol marks [34]. This mark has been found on ancient Chinese porcelain, pottery pots unearthed from ancient Greece and Rome, and Indian goods from 1300 BC [33]. 
The "White Rabbit" copper plate of the "Liu Family Kung Fu Needle Shop" unearthed in Jinan, Shandong is the earliest brand in China. According to calculations, this brand should have been born in 1127, which is the end of the Northern Song Dynasty, and is the earliest printed advertising object in the world to date (Figure 1-2).
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Figure 1-2: The "White Rabbit" Bronze Plate of the "Liu Family Kung Fu Needle Shop" during the Northern Song Dynasty in China [32]
Brands emerged in Europe in the 13th century AD. At that time, European guilds were prevalent, with jewelry and jade merchants, woolen weavers, leather merchants, and others forming their own guilds. Members were required to use certain marks on their products, and individual craftsmen and merchants were also required to sign their own marks on the products, with the aim of supervising product quality and maintaining the guild's monopoly on the outside world The act of counterfeiting others' products shall be investigated. In the 14th century, Europe had laws that imposed hanging on journalists who forged alcohol labels.
In 1950, legendary figure David Ogilvy in the advertising and media industry first proposed the concept of a brand (Figure 1-3). In 1955, Burleigh B. Gardner and Sidney J. Levy published an article titled "The Product and the Brand" in the Harvard Business Review, marking the beginning of modern brand research. After decades of development, there are numerous literature on brand definition, but most of them can be classified as semiotics, image theory, and relationship theory.
1. Semiotics

In 1986, Philip Kotler, the "father of modern marketing" in the United States, proposed the theory of brand identification (brand identification) [28]. The CIS (company identification system) proposed at the enterprise application level is still a necessary option for enterprises. The traditional marketing theory represented by it believes that, A brand is a name, term, mark, symbol, or pattern, or a combination of these elements, used to identify the product (or service) of a certain (or group of) consumer and distinguish it from the product (or service) of a competitor. The American Marketing Association (AMA) defines a brand as It is a name, term, symbol, symbol, or design used to identify a product or group of services, as well as its combination, to distinguish it from other competing products or services. American advertising scholar William F. Arens wrote in his book" Contemporary Advertising Studies, A brand was once defined as a combination of words, names, symbols, or designs that indicate a product and its origin and distinguish it from similar products. Kevin Lane Keller also emphasized in his book "Strategic Brand Management" that "a brand is the characteristic that distinguishes a product from other products. 
By analyzing representative definitions, it can be seen that semiotics emphasizes that a brand is a process of producing symbols such as brand name, terminology, symbols, or designs, and their combinations, forming a differentiated identification and competition process for a product or service. 
2. Image theory

David Ogilvy, the definer of image theory, believes that "a brand is a complex symbol that is an intangible sum of brand attributes, name, packaging, price, history, reputation, and advertising methods [12], The so-called brand refers to the concept of distinguishing a certain product or service from other similar products or services. A brand also includes the overall image of consumers when they see a product or service, the characteristics of the media conveyed, the experience of consumers, the meaning and ideas, and so on
The perspective of image theory is that brand image is not inherent in a product, but rather the quality, price, history, and other factors that consumers associate with the product. This concept holds that every advertisement should be a long-term investment in the entire brand. Therefore, every brand and product should develop and project an image. The image is conveyed to customers and potential customers through various promotional techniques, especially advertising.

3. Relationship Theory

In 1992, Max Blackstone proposed the concept of brand relationships, Believing that "brand relationship is a complex process of cognition, emotion, and behavior between consumers and the brand, and brand relationship is a logical extension of brand personality; a brand is like an individual with personality traits [52]. To understand the relationship between the brand and consumers, enterprises should not only consider consumers' attitudes and behaviors towards the brand, but also consider the brand's attitudes and behaviors towards consumers Don Schultz, the founder of integrated marketing communication theory in the United States, believes that "a brand is not just a name or a symbol or a graphic, it is reflected in the relationship with consumers." David A. Aaker believes that, A brand is something with a long journey. It is the feeling and experience that consumers experience when they come into contact with a brand, and the relationship between products, services, and consumers that constantly accumulate and change. In 1998, American scholar Susan Fournier proposed the "consumer brand relationship" theory, which concretized the paradigm of brand domain relationships, She laid the theoretical foundation for the "consumer brand relationship" with the core of "Brand Relationship Quality" (BRQ) [39].
Summarize the proposition of the above relationship theory, emphasizing that a brand is a product or service, a differentiated symbol system attached to it, and the relationship between consumers. As the latest stage of brand theory research, the academic community has not yet formed a consensus on the definition of brand relationship. From existing literature, domestic and foreign scholars' research on brand relationships mainly focuses on four areas: relationship subjects, relationship quality, relationship process, and relationship rules.
A brand refers to a collection of logos, names, symbols, or designs that represent a specific product or service in the market. It represents the image, reputation, and value proposition of a company or organization, and is the cognitive and emotional connection of consumers towards products or services.
The general process of brand development can be summarized as the following stages.
(1) Brand identification stage: At this stage, the brand is just entering the market and consumers are not familiar with it. A brand needs to establish its own identity and name, and enhance its visibility and exposure through advertising, marketing activities, and other means, so that consumers can identify and remember the brand.
(2) Brand awareness stage: With the promotion and market penetration of the brand, consumers begin to have a certain understanding of the brand. At this stage, brands need to strengthen communication with target consumers, introduce the characteristics, advantages, and value propositions of products or services, so that consumers can understand and trust the brand.
(3) Brand preference stage: When consumers compare multiple brands, they may choose a specific brand based on their own needs and preferences. At this stage, brands need to establish their value and advantages through continuous product innovation, quality assurance, and interaction with consumers, further enhancing consumer recognition and loyalty to the brand.
(4) Brand loyalty stage: When consumers develop loyalty and trust in the brand, they will continue to choose the brand's products or services and actively recommend them to others. At this stage, brands need to continuously maintain and strengthen their relationships with loyal consumers, enhancing consumer loyalty through personalized services, communication, and reward mechanisms.
(5) Brand expansion stage: After establishing a stable market position for the brand, enterprises can consider brand expansion and diversified development. This may include launching new product lines, entering new market areas, or collaborating with other brands. In the process of brand expansion, enterprises need to maintain their adherence to the core values of the brand while flexibly adapting to the requirements of different markets [22].
The concept of brand strategy has been contributed by multiple scholars and professionals in history. The following are some representative figures and their viewpoints.
(1) Neil Borden: In his 1964 paper The Concept of the Marketing Mix, Neil Borden first mentioned the concept of "brand strategy". He defined brand strategy as "a way for an organization to develop and integrate various marketing activities," and focused on aspects such as brand image, brand value dissemination, and brand loyalty.
(2) Philip Kotler: Philip Kotler emphasized the importance of a brand and defined it as "the overall perception and evaluation of a product or service by customers". He believes that brand strategy needs to establish effective connections with target markets and consumers, and achieve market competitive advantages through brand positioning, brand commitment, and brand management.
(3) David Ogilvy: In his 1983 book Ogilvy on Advertising, David Ogilvy proposed the Brand Equity Model, emphasizing the importance of brand value. He believes that brand strategy needs to focus on the construction and appreciation of brand assets, shaping and managing the brand through aspects such as brand awareness, brand image, brand association, and brand loyalty.
(4) Kevin Keller: Kevin Keller is another well-known brand management expert. He proposed the concept of the Brand Ladder Model in his 1993 book "Strategic Brand Management: Building, Measuring, and Managing Brand Equity", emphasizing the position and relevance of brands in the consumer psyche. He believes that brand strategy needs to achieve competitive advantage by continuously establishing and enhancing brand perception and relevance [24].
The contributions of these scholars and professionals have led to the gradual development and improvement of the theory and practice of brand strategy. They emphasized the importance of different aspects such as brand image, brand value, brand assets, and brand association in brand strategy, providing theoretical basis and practical guidance for enterprises to formulate and implement effective brand strategies.
David A. Aaker, an authoritative expert in the field of brand management, believes in his book Building Strong Brands (2012) that brand strategy is a long-term planning and decision-making process aimed at establishing and managing brand assets to achieve ideal relationships with target markets and create economic and social value for enterprises [3]. Jean No ë l Kapperer, a French brand management expert, provided his own definition of brand strategy in his book The New Strategic Brand Management: Advanced Insights and Strategic Thinking (2012). He describes brand strategy as a continuous and comprehensive process that involves brand positioning, differentiation, dissemination, and protection, in order to achieve the goal of a company's long-term competitive advantage and market position. Kevin Lane Keller, one of the international leaders in the field of brand research, defined brand strategy in his book Strategic Brand Management: Building, Measuring, and Managing Brand Equity (2013). He describes brand strategy as a systematic and comprehensive approach aimed at establishing, shaping, and managing brands to create and provide unique value to consumers, and to maintain a competitive advantage in the market for a long time.
The works of these renowned scholars provide a rich theoretical framework and practical guidance for the field of brand strategy. The author of this article combines the theories of these scholars and corporate practice to believe that brand strategy is a series of processes of long-term planning and decision-making for enterprises, aimed at establishing, shaping, and managing brands to establish brand awareness and value in the minds of consumers. It involves aspects such as brand goals, tools, and structure. In order to ensure the long-term stable development of a brand in a fiercely competitive market environment, brand strategy needs to comprehensively consider factors such as market trends, competitors, consumer needs, and corporate resources.
In brand strategy, goals, tools, and structure are three key factors that are crucial for developing and executing a successful brand strategy.
(1) Goal: In brand strategy, goal refers to the long-term goals and vision that a company or brand hopes to achieve. These goals can include increasing market share, increasing brand awareness, increasing brand loyalty, or establishing special emotional connections with the target market. The setting of goals should be clear, measurable, and consistent with the overall strategy of the enterprise, thereby providing clear direction and direction for brand strategy.
(2) Tools: Tools refer to various strategies and means used in brand strategy to achieve brand goals. These tools can include brand positioning, differentiation strategies, brand communication, product development, channel selection, and pricing strategies. Different tools can be selected and combined based on the specific needs and market environment of the brand to support the implementation of brand strategy [18].
(3) Structure: Structure refers to the organizational and management structure of brand strategy. This includes decision-making levels, leaders, team organization, and processes. An effective brand strategy structure should ensure that the strategic process and decision-making are efficient and coordinated, while also matching the overall organizational structure and culture.
When formulating a brand strategy, enterprises need to comprehensively consider these three key factors and ensure consistency and coordination between them to create and maintain a competitive and valuable brand.
The success of brand strategy is based on a deep understanding of consumer needs and behavioral patterns. Enterprises need to obtain information about consumer needs, purchasing behavior, and attitudes through various research methods, and develop brand strategies based on this information. In addition, a good brand strategy requires continuous monitoring and adjustment of the market and internal environment, as well as close interaction and communication with consumers, in order to enable the brand to maintain a long-term competitive advantage and market position [60].
Brand strategy is a series of long-term plans and decisions formulated by enterprises in market competition, aimed at shaping and managing brands, establishing and strengthening brand awareness and value in the minds of consumers. Brand strategy needs to consider aspects such as brand value proposition, brand positioning, brand identification, brand communication, brand expansion, and brand protection, and be achieved through in-depth understanding of consumer needs and behavioral patterns.
After World War II, science and technology achieved tremendous development. Petroleum and atomic energy were extensively utilized, and the unprecedented development of electronic technology led to a significant increase in social productivity, changes in industrial structure, and the production of a large number of goods. At the same time, a large number of people are flocking to cities, and the scale of production and consumption is expanding at the same time. With the fierce market competition, brands are only one of the products of competition.
Looking back on the more than 30 years from 1955 to 1986, brand practice went through multiple stages such as "brand identification", "brand image", "separation of brand and product", and "three-dimensional structure of brand concept". By the 1980s, due to the particularly strong effect of "brand is a leverage of capital", a large-scale wave of mergers and acquisitions swept the world, and a huge premium phenomenon constantly appeared in the mergers and acquisitions of brand enterprises. Before the 1980s, the bidding price for corporate mergers and acquisitions generally did not exceed 5 times the company's assets. After 1980, when acquiring brand enterprises, the bidding price could actually reach more than 25 times the (book) assets. In 1988, Swiss food company Nestle acquired British candy company Rowntree Mackintosh for a total of over $1 billion, with the acquisition price exceeding six times its financial book value. In 1988, the wave of mergers and acquisitions in the United States reached its peak (with annual M&A finance reaching $350 billion). That year, the American Academy of Marketing Sciences proposed the concept of brand equity to reflect the valuation and premium brought by brand ownership to the company. Brand equity became the most important research direction in the field of marketing [16].
On the one hand, the business community does feel that brands have a potential huge value-added effect, and on the other hand, how to confirm whether and why brands have intangible assets? Especially, how to reasonably measure and calculate this brand's intangible assets? These are all new issues highlighted in the financial M&A market, which lacked scientific analysis and answers at the time. In order to navigate this new business situation, the business community urgently needs the help of academia (Table 1-1).
David A. Aaker, a marketing strategy professor at the Hass School of Business at the University of California, Berkeley, was the first to open the door to brand equity theory, marking the entry of brand research into the "modern brand theory" stage. His book 'Managing Brand Equity' published in 1991 indicates that its basic perspective is brand capitalization, which is the starting point and foothold of modern brand theory. 
His proposed Aaker Model (Figures 1-3) identifies five elements that constitute brand assets: Brand Loyalty, Brand Awareness, Perceived Quality, Brand Associations, and other proprietary assets such as patents and channel relationships.

Table 1-1
Nine Milestones of Modern Brand Thought
	Serial Number
	Milestone Name
	Representative
	Character Core Expression

	1
	Brand Identity
	J.N.Kapferer
	The brand self defining system of 'who am I'

	2
	Brand Image (1955)
	S.J.Levy 
	The earliest independent value of a brand

	3
	Brand 3D Concept (1986)
	C.W.Park
	The spatial structure of brand development

	4
	Brand Equity (1988)
Ake Five Star Model (1991)
	D.Aaker
	The first cornerstone of modern brand theory

	5
	Brand Personality (1997)
	J.Aaker 
	The beginning of brand personification

	6
	Customer Based Brand Equity (1993)

Strategic Brand Management (1998)
	K.L.Keller
	Modern Brand Theory and Strategy Based on Customer Perspective

	7
	Brand Relations (1998)
	S.Fournier 
	From Brand Self to Brand Relationships

	8
	Brand Experience (2000-2009)
	B.H.Schmitt 
	Develop customer brand experience management

	9
	Brand Community (2001)
	A.M.Muniz
	Evolving from 'My Brand' to 'Our Brand'


Source: developed by author
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Figure 1-5. Aaker Model. Source: [2]
Simply put, modern brand theory is built on two cornerstones, one is "brand equity" and the other is "brand strategy". Or rather, because of these two points, modern brand theory distinguishes itself from tradition and forms a modern structure and system. So, from "brand" to "brand assets", from "tactics" to "strategy", are the two watershed points that distinguish "modern" from "traditional".

Professor Jean No ë l Kapperer first proposed the academic concept of "strategic brand management" and published the English book "Les Marques, capital de l'entreprise" with the same name in 1992. In the preface of this book, he pointed out that "the 1980s were a landmark turning point in the concept of brand".

1. Unique Sales Proposition (USP) Theory
When the market is in short supply, enterprises do not need brand strategy, and how to produce more quickly, efficiently, and economically is the core of enterprise management. But with the development of social production, new technologies are constantly being developed, and the supply of products is increasing. A considerable number of enterprises have increased their inventory, resulting in oversupply in the market. At this time, the famous American advertiser and marketing expert Russell Reeves of the 1950s proposed the unique selling proposition (USP) theory, which is regarded as an innovative idea in the advertising industry [15]. This brand strategy approach emphasizes spreading the unique selling points of the product itself, using a strong selling point to sell quickly and best, and establishing a brand with unique personality.

USP refers to the unique characteristics or advantages of a product or service compared to its competitors. Reeves believes that a successful advertising campaign must clearly convey the unique selling points of the product or service, distinguish it from other competitors, attract consumers' attention, and stimulate purchasing desire. This concept became his core idea and had a widespread impact in the industry.

The USP theory includes the following elements.
(1) Uniqueness: USP should have a clear difference from its competitors to highlight the uniqueness of the product or service.
(2) Value: USP should be able to provide consumers with valuable solutions to meet their needs or solve problems.
(3) Proveability: USP should be able to demonstrate its effectiveness through objective data, cases, or experiments.
(4) Attraction: USP should have sufficient attractiveness to arouse consumer interest and encourage them to choose a brand.
Ruther Reeves proposed an advertising philosophy centered around USP, emphasizing the following points [30].
(1) Concise and clear communication: Advertising should convey the USP of the product or service in a concise and concise manner, so that consumers can quickly understand.
(2) Focus and consistency: Advertising should focus on the USP of the product or service, maintain consistency in the dissemination of information, and avoid distractions.
(3) Frequent repetition and memory: Advertising should frequently convey USP, so that consumers can remember and connect with the brand.
Ted Bates&Company, an American marketing company led by Ruther Reeves, successfully utilized the USP theory and created some famous advertising campaigns. For example, the Michigan Apple Growers Association's advertising slogan "One apple a day, keep the doctor away from me." successfully conveyed the USP by highlighting the health benefits of apples; The advertising slogan for M&M chocolate beans is "only soluble in the mouth, not in the hands", targeting the only chocolate beans in the US market wrapped in candy at that time, using this unique feature to impress consumers.
The USP theory proposed by Ruther Reeves regards the unique selling points of a product or service as the core of advertising strategy and marketing, emphasizing the transmission of uniqueness, value, and attractiveness. This theory has had a significant impact on the development of brand strategy and advertising creativity, and is still widely applied to this day.

2. Brand Image (BI) Theory

Technology updates quickly, and competitors imitate quickly, making it increasingly difficult to identify differences in products or differences that are not what consumers care about or need. Gradually, consumers are being "educated" by homogenized products. They no longer care about the functionality of the product as they used to, but pursue emotional value beyond its functional needs. In response to this marketing environment, David Ogilvy proposed the BI (Brand Image) brand image theory around 1960, providing important guidance for brand building and marketing strategies.
The BI brand image theory refers to shaping and managing the brand's image, reputation, and reputation in the minds of consumers through advertising and promotional activities, in order to attract consumers' purchases. Ogilvy believes that a successful brand should have a clear and positive image that can stand out in the fierce market competition.
The BI theory includes the following elements.
(1) Bold personality: The brand image should have distinct personality and unique characteristics to attract consumers' attention and recognition.
(2) Honesty and reliability: Brands should establish an honest and reliable image in the market by providing high-quality and reliable products or services to build trust.
(3) Unique value proposition: The brand image should highlight the unique value of the product or service, emphasizing its differences from competitors.
(4) Emotional resonance: Conveying emotional value through brand image, causing resonance and emotional connection among consumers.
(5) Consistency: The brand image should maintain consistency in various aspects such as advertising, packaging, and promotion to establish a stable image recognition.
David Ogvey believes that brand building should include the following strategies.
(1) Brand positioning: Determine the brand's position and differentiation advantages in the target market, clarify the target audience and convey the core information.
(2) Creative advertising: Communicate the core concept and image of the brand through creative advertising to attract consumers' interest and attention.
(3) Brand management: Manage brand image through advertising, marketing activities, and public relations, maintaining consistency and continuous brand value transmission.
(4) Brand expansion: Utilize brand image and reputation to expand into new product or service areas, increase market share and brand premium.
Ogilvy&Mather, led by David Ogilvy, has created many iconic advertising campaigns, such as FedEx's "Carriage Express" and "Mengniu True Fruit Granules". These advertisements have successfully increased market awareness and consumer loyalty by shaping a unique and positive brand image.
David Ogvey's BI brand image theory emphasizes shaping and managing the brand's image and reputation in the minds of consumers through advertising and promotional activities. This theory provides important ideas and methods for brand building and marketing strategies, and is of great significance for brand differentiation and market competition.

3. Theory of Enterprise Identification System (CIS)

The development process of Corporate Identity System (CIS) theory can be traced back to the early 1960s, when the earliest concept of CIS began to emerge. The importance of visual identity and image management was raised during this period and began to attract the attention of scholars and entrepreneurs.
In 1965, Swiss scholar Walter Margulies proposed the concept of "Corporate Identification". He emphasized the importance of corporate identity and defined it as the specific performance of the enterprise on both internal and external interfaces. In the 1970s, the concept of enterprise identification systems further developed and gained widespread application and research. During this period, many related theories and models were proposed, such as corporate image theory, organizational identity theory, etc [36].
In the 1980s, Philip Kotler and Jean Claude Usunier conducted in-depth research on enterprise identification systems and proposed relevant theoretical frameworks.
In the 1990s, the research focus of enterprise identification systems began to shift towards practical applications. Many large enterprises are actively building and managing their own corporate identity systems to shape a unique brand image.
Since the beginning of the 21st century, with the development of globalization and digitization, the role of enterprise identification systems in marketing and brand management has become increasingly important. The emergence of the Internet and social media has provided new channels and platforms for the dissemination of corporate identity systems.
The enterprise identification system refers to the ways and methods in which an enterprise conveys its unique image, values, and culture both externally and internally. The CIS enterprise identification system usually includes three aspects: MI concept recognition, BI behavior recognition, and VI visual recognition (Figure 1-5). Externally, it is the scale of enterprise identification, and internally, it is the internal cohesion of the enterprise. The CIS theory aims to help companies establish a strong brand image and establish emotional and cognitive connections with target audiences.
[image: image4.png]™

vi

(Vision Indentity)

Mi

(Mind Indentity)

Bl

(Behaviour Indentity)

/ CIs

(Corporate Identity
System)




Figure 1-5 CIS Enterprise Identification System. Source: [49]
The CIS theory includes the following elements.

(1) Enterprise logo: includes identifiable elements such as enterprise name, trademark, logo, graphics, and images, used to represent the personality and identity of the enterprise.

(2) Corporate communication: including advertising, public relations, sales promotion and other communication methods, used to convey the core values, mission, and vision of the enterprise.

(3) Corporate behavior: This includes aspects such as corporate culture, employee attitudes, and behavior to showcase the values and ethical standards of the company.

(4) Corporate image: The perception and impression of a company by external observers is the comprehensive result of the company's identification system.

The CIS theory suggests that brand building should include the following strategies.

(1) Define the mission, vision, and core values of the enterprise, and provide strategic direction for its image.

(2) Develop enterprise identity elements such as names, trademarks, logos, etc. to ensure consistency with the enterprise identity.

(3) Design communication materials that align with the company's style and brand positioning, such as advertisements, brochures, etc.

(4) Cultivate the alignment between employees and corporate culture and values, making them important disseminators of corporate image.

(5) Continuously monitor and adjust the enterprise identification system to adapt to changes in the market and target audience.

Coca Cola's CIS theory has been widely applied globally and has achieved great commercial success. Through its unique corporate logo, slogan, and advertising, it has successfully established a positive, young, and optimistic brand image. This image is closely related to happiness, friendship, and social connections in the minds of consumers.

The theory of Enterprise Identification System (CIS) emphasizes that enterprises establish a unique corporate identity through image management. This theory emphasizes the importance of elements such as corporate identity, communication, behavior, and image, and provides specific strategies for building a corporate identity system. Enterprises can use CIS theory to shape a positive brand image, establish emotional connections with target audiences, and enhance market competitiveness.
1.2 International Perspective on Brand Strategy: Trends and Implications

Here we introduce the international development of brand strategy, global brand value evaluation institutions and indicators, specific characteristics of global brands, as well as the main challenges in moving brands internationally, and the specific characteristics of brands from an international perspective.
The development of brand strategy internationally has gone through stages such as export orientation, global integration, localization strategy, social responsibility and sustainable development, digitalization and technology driven, as well as consumer experience and participation.

1. Export oriented stage

In the early 20th century, with the globalization of trade, some companies began to export their products to other countries. The main feature of the export oriented stage is that enterprises export their products to foreign markets and compete through low prices and high quality. At this stage, the main focus is on product quality and price, and brand awareness is relatively weak. Enterprises have not truly realized the potential of the brand. After World War II, developed countries began to attach importance to the international market, organizing marketing activities according to the needs of different countries, and establishing their own reputation in the international market.

2. Localization stage in multiple countries

Although global integration is a trend, localization strategies are equally important. The main feature of the localization stage in multiple countries is that enterprises begin to pay attention to local culture, market, consumer needs, laws and regulations, and other factors. Through localization strategies, they achieve global brand positioning, such as product localization, marketing localization, and brand localization. Enterprises adjust their brand image and positioning based on local market and cultural characteristics to adapt to the development and needs of the local market. With the intensification of competition in the global market, enterprises are beginning to realize the importance of localization strategies. Localization strategies can better meet the needs of local consumers and establish emotional connections with them.

3. Global integration stage

With the advancement of globalization, the boundary between the market and consumers is gradually disappearing, and enterprises need to integrate their brand strategy into a whole to ensure brand unity and consistency on a global scale. This means that enterprises need to maintain consistency in brand image and core values between different countries and regions, establish consistent and coherent brands among different countries and regions by sharing resources and experiences, and achieve the benefits of global integration. The main feature of the global integration stage is that enterprises manage and operate their brands globally, including strategies such as brand integration, unified market communication, and global resource integration, in order to achieve a brand strategy of global integration.

4. Social responsibility and sustainable development stage

From an international perspective, brand strategy needs to focus on social responsibility and sustainable development. Consumers have increasingly high demands for corporate ethics and social responsibility, and companies need to consider environmental protection, social welfare, and other factors in their brand strategy to achieve sustainable development and win consumer support. The main feature of the social responsibility and sustainable development stage is that companies incorporate social responsibility and sustainable development into their brand strategies, emphasizing environmental protection, social welfare, and commercial sustainability [37].

5. Digitalization and technology driven stage

Digitalization and technological progress have a significant impact on the international perspective of brand strategy. By utilizing digital technology and internet platforms, enterprises can better disseminate brand information, expand markets, and achieve direct interaction with consumers. Technology driven also provides enterprises with opportunities for innovation and personalized customization.

The main feature of the digital and technology driven stage is that enterprises utilize digital technology and technological innovation to drive brand expansion and development in the international market. Specific strategies include brand digital transformation, data-driven decision-making, cross-border e-commerce, and the use of virtual and augmented reality technologies to create immersive shopping and brand experiences for consumers, enhancing interactivity and personalization.

6. Consumer Experience and Participation Stage

In the international market, consumer experience and participation have become increasingly important. Consumers' expectations for a brand are not just about the product itself, but also about the purchasing process, after-sales service, and interactive experience with the brand. Therefore, brand strategy needs to focus on creating a positive consumer experience, promoting consumer participation and loyalty enhancement.

The main feature of the consumer experience and participation stage is that enterprises improve brand loyalty and market share by creating attractive consumer experiences and promoting consumer engagement. Specific strategies include personalized marketing, social media interaction, immersive experience, and user generated content (UGC) engagement.
In the future, with the development of society, it may enter a new era of brand strategy, and its brand value proposition will increasingly meet the needs of consumers [24].
With the development of economic globalization, competition among enterprises from different countries and regions has become more intense. Brand value, as the core standard for measuring intangible assets and soft power of enterprises, is the most precious intangible asset of enterprises and an important resource for enterprises to participate in global competition. There is currently no unified standard for the quantitative evaluation of brand value internationally. Global authoritative brand value evaluation institutions include BrandZ, Brand Finance, GYbrand, Interbrand, and World Brand Lab. There are some differences in the definition and evaluation indicators of brand value among these five global brand value evaluation institutions (Table 1-2).
Table 1-2
Comparison of Five Global Brand Value Evaluation Institutions

	Category
	BrandZ
	Brand Finance
	GYbrand
	Interbrand
	World Brand Lab

	Establishment date of the institution
	1973
	1996
	2017
	1974
	2003

	City where the headquarters are located
	UK London
	UK London
	China Guangzhou
	UK London
	USA New York

	Date of first posting
	2006
	2007
	2020
	2000
	2004

	2021 Launch Date
	June 21st
	January 26th
	December 1st
	October 20th
	December 7th

	Number of brands on the list
	Top 100
	Top 500
	Top 500
	Top 100
	Top 500

	Overseas revenue requirements
	×
	×
	×
	√
	×

	Long term profitability requirements
	×
	×
	×
	√
	×

	Calculate financial performance
	√
	√
	√
	√
	×

	Announce brand value
	√
	√
	√
	√
	×

	Main evaluation indicators
	Financial performance

Brand Contribution
	Brand Strength Index

Brand franchise rate

Brand revenue
	Brand strength

Brand Contribution

Financial performance
	Financial performance

Brand Effort

Brand strength
	Market share

Brand loyalty

Global leadership

	Top 10 brands on the 2021 list (unit: 100 million US dollars)
	Amazon
	6838.52
	Apple
	2633.75
	Apple
	3105.39
	Apple
	4082.51
	Google
	—

	
	Apple
	6119.97
	Amazon
	2541.88
	Amazon
	2944.52
	Amazon
	2492.49
	Amazon
	—

	
	Google
	4579.98
	Google
	1912.15
	Google
	2366.13
	Microsoft
	2101.91
	Microsoft
	—

	
	Microsoft
	4102.71
	Microsoft
	1404.35
	Microsoft
	1848.86
	Google
	1968.11
	Apple
	—

	
	tencent
	2409.31
	Samsung
	1026.23
	Samsung
	1100.94
	Samsung
	746.35
	Wal Mart
	—

	
	Facebook
	2267.44
	Wal Mart
	931.85
	Facebook
	1041.4
	Delicious
	574.88
	The United States
	—

	
	Alibaba
	1969.12
	Facebook
	814.76
	Wal Mart
	983.65
	Coca Cola“
	541.07
	Telephone Telegram
	—

	
	Visa
	1912.85
	ICBC
	727.88
	ICBC
	769.08
	Toyota
	508.66
	McDonald's
	—

	
	McDonald's
	1549.21
	Verizon
	688.89
	tencent
	697.71
	Benz
	458.65
	Benz
	—

	
	Mastercard
	1128.76
	WeChat
	679.02
	Toyota
	672.27
	McDonald's
	441.83
	Toyota
	—


Source: [31]
This section takes the Brand Finance evaluation agency as an example to briefly describe the brand evaluation process, evaluation indicators, and global brand value ranking.

Brand Finance, headquartered in London, UK, is a globally renowned corporate brand evaluation and strategic consulting company. Since preparing the global brand value ranking in 2007, it has been released annually and is widely recognized by major listed companies for its professionalism and independence. Brand Finance has nearly 30 offices and subsidiaries worldwide, distributed in major economies on five continents, to ensure its long-term and sustainable service quality and precise grasp of its countries and regions. Brand Finance conducts value calculations and evaluations for approximately 10000 brands across different regions and industries worldwide every year, and publishes brand rankings in the media to enhance the public perception of these brands, explore the usage needs of financial scenarios, and make them valuable business assets that need to be properly managed and invested.

Brand Finance estimates future revenue attributable to patent use by calculating a brand's franchise rate, in order to achieve "brand value", which is the net economic benefits that licensors can obtain through brand licensing in the open market (Figure 1-6).
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Figure 1-6. Brand Finance Brand Value Evaluation Theoretical Model

Source: [19]
The Brand Finance brand evaluation process and evaluation indicators include the following aspects.

(1) Calculate brand strength using a balanced scorecard that evaluates marketing investments, stakeholder assets, and performance metrics. Brand strength is represented by the Brand Strength Index (BSI) score, which ranges from 0 to 100.

(2) Determine the range of franchise rates for each industry, reflecting the importance of the brand in purchasing decisions. For example, the rates in the luxury goods industry are relatively high, while the rates in the mining industry are relatively low.

(3) Calculate franchise rate: By combining the brand strength index and franchise rate range, obtain the franchise rate for the brand. For example, if the brand franchise rate range for a certain industry is 0-5%, and the brand strength index for a brand is 80, then the usage rate for that brand in a certain industry is 4%.

(4) Determine brand specific revenue by estimating the proportion of parent company revenue attributable to the brand.

(5) Use a function of historical revenue, market analyst forecasts, and economic growth rate to determine the specific revenue of the predicted brand.

(6) Derive brand revenue by combining patent tax rates and projected revenue.

(7) Brand income is discounted to net present value after tax, which is equal to brand value.

Brand Finance has an independent brand value evaluation system (Figure 1-7), which is trusted by global capital market investors, financial institutions, and companies seeking to enhance their brand value due to its rigorous computing technology and compliance with ISO standards.
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Figure 1-7. Brand Finance's Independent Brand Value Evaluation System

On January 26, 2022, Brand Finance released the "2022 Global Brand Value 500". Apple won the world's most valuable brand title with a record brand valuation of $355 billion (Figure 1-8), WeChat won the world's strongest brand title, Huawei returned to the top ten global brands, and BYD became the fastest growing brand value among Chinese automotive brands (Figure 1-9). US and Chinese brands continue to dominate the Global Brand Finance 500, with over two-thirds of the brand value ranking coming from these two countries.
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Figure 1-8 Brand Finance's Top 10 Most Valuable Brands in the World in 2022
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Figure 1-9. Brand Finance: Top 10 Global Brands with Fastest Value Growth in 2022. Source: [57]/
The characteristic of a global brand is to establish a widely recognized and highly valued brand image in the international market. From the international perspective of brand strategy, the characteristics of global brands can be summarized in the following aspects.

1. Unified brand image
Global brands must maintain a consistent brand image and positioning in different countries and regions. Global brands typically adopt a unified brand positioning and image across different markets, maintaining consistency in logo, slogan, and product packaging. This helps consumers identify and trust brands in different countries and regions. For example, the Coca Cola brand logo and packaging have undergone over a hundred years of development, reflecting the unity and change of the brand image 
2. High quality and consistency
Regardless of which country and region, whether it is a product or service, consumers can expect similar experiences and quality standards. This requires the establishment and implementation of global standards in brand design, marketing communication, product development, and services. For example, Coca Cola has maintained a unified quality and taste in every corner of the world for a hundred years, maintaining the love of people around the world, and ultimately becoming the totem of hard currency and popular culture of the century/
3. Cross cultural adaptability

Even if a brand can maintain a high degree of consistency globally, global brands need to have cross-cultural adaptability, be able to understand and meet the needs and preferences of consumers in different cultural backgrounds. This may involve adjusting product formulas, design styles, packaging languages, and other aspects, requiring appropriate localization adjustments based on different countries and cultural backgrounds. Brand localization can include conforming to local cultural customs, translating promotional language, adjusting product specifications, and adjusting prices. For example, American fast food brands McDonald's and KFC mainly sell hamburger and fried chicken, but in order to do as the Romans do in China, they also sell some food that meets the Chinese taste: Congee and deep-fried dough sticks. McDonald's new deep-fried dough sticks are not only popular with Chinese, but also many Americans.
4. Global market strategy

Global brands are typically led by a management team with a global perspective and leadership capabilities. These managers need to have the ability to communicate and collaborate across cultures, and be able to coordinate teams and resources from different regions on a global scale. Global brands adopt a holistic market strategy in the international market, while also requiring good brand resilience to respond to different market demands and changes. This requires brands to have sufficient flexibility and adaptability, and be able to adjust their brand strategy and direction in a timely manner based on market feedback and changes.

5. Social responsibility and sustainable development

Global brands bear certain responsibilities in terms of social responsibility and sustainable development. They pay attention to issues such as environmental protection, social welfare, and employee welfare, and actively take measures to improve social and environmental impacts. Global brands need to have a good brand reputation and be able to win the trust and praise of consumers worldwide. Building brand reputation requires support through innovation, social responsibility, and excellent quality.

6. Global Supply Chain Management

Global brands have high visibility and recognition in the international market. After years of market promotion and establishment, these brands have become one of the top choices in the minds of consumers. Global brands ensure product quality and reliability by establishing cross-border supply chain networks. They will collaborate with global suppliers and partners to ensure timely delivery and compliance with standards.

The international development of brand strategy is a strategic planning process for an enterprise to expand its business in the international market based on its brand value and competitive advantage. Here are some key points [10].

1. Market research and positioning

Before implementing brand strategy in the international market, enterprises need to conduct sufficient market research to understand the cultural differences, consumer needs, and competitive environment of the target market. Based on the research results, companies can adjust their brand positioning and determine target audiences suitable for the international market.

2. Unified brand image

In the international market, companies need to ensure the consistency of their brand image across different countries and regions. This includes the unification of elements such as brand name, logo, and slogan, so that consumers can have a clear understanding of the brand.

3. Localization strategy

Although a unified brand image is important, companies also need to implement localization strategies based on the characteristics of different markets. This means that companies may need to adjust product characteristics, packaging, pricing, and marketing activities to adapt to local consumer preferences and cultural differences.

4. Channel Cooperation and Distribution

Establishing good relationships with local channel partners is crucial in the international market. Partners can help businesses better understand the local market and drive product sales and distribution. Enterprises should choose partners that align with their brand values and strategic goals.

5. Brand Communication and Promotion

The successful development of a brand in the international market requires effective communication and promotion strategies. This may include various channels and means such as advertising, public relations activities, and social media marketing. Enterprises need to choose appropriate communication methods based on the characteristics of the target market and consumer behavior habits.

6. Quality Management and Service Experience

The international market competition is fierce, and enterprises need to win the trust and loyalty of consumers by providing high-quality products and services. Quality management and customer satisfaction are key to the sustainable development of a brand.

1.3 Methodology framework for developing and implementing brand strategy
Here, we introduce the process of strategic implementation, covering all stages, and demonstrate the changes and challenges that exist in the process.

The methodological framework for developing and implementing a brand strategy involves multiple stages, from setting brand goals to analyzing the market and audience, to brand positioning, image building, brand promotion, managing brand experience, and monitoring and evaluation.

1. Define brand goals and vision

The first step in developing a brand strategy is to clarify the brand's long-term goals and vision. Brand goals refer to the specific goals and strategic directions for the future development of a brand, while brand vision describes the ideal state and long-term goals pursued by the brand. When setting brand goals and vision, it is necessary to consider factors such as the brand's core competitive advantage, target audience needs, and market trends. These settings will provide guidance for the selection and decision-making of subsequent brand strategies [17].

2. Target audience and market analysis

It is crucial to understand the needs, preferences, and behaviors of the target audience before formulating a brand strategy. Through in-depth target audience research, a deeper understanding of their demographic characteristics, consumption habits, purchasing behavior, and other aspects can be obtained. In addition, conducting market analysis is also essential. This includes analyzing competitors, observing market trends, and exploring potential market opportunities. This information will help develop more targeted and differentiated brand strategies.

3. Brand positioning

Brand positioning refers to determining the brand's position in the minds of the target audience, distinguishing it from competitors, and providing a unique value proposition. By understanding the needs of the target audience and the positioning of competitors, brands can choose positioning strategies that are suitable for themselves, such as positioning based on product characteristics, price, quality, and other aspects. The purpose of positioning is to establish a unique brand impression among the target audience, enabling them to have a positive cognitive and emotional connection to the brand.

4. Establish brand identity and image

The establishment of brand identity and image is a crucial part of brand strategy. This includes selecting elements such as brand name, logo, slogan, color, and sound, conveying the core values and personality of the brand through these elements, and establishing strong connections in the consumer mind. Establishing a unique and consistent brand image can help improve brand recognition and recognition, and strengthen the emotional connection between the brand and its target audience.

5. Developing brand values and awareness

Once the brand identification and image are established, it is necessary to enhance the target audience's perception of the brand and its value through activities such as brand promotion, advertising, and market communication. This can be achieved through various channels and media, such as television advertising, social media, online and offline activities, etc. The key is to ensure that the brand's communication information is consistent with the brand positioning and image, and can arouse the interest and resonance of the target audience.

6. Manage brand experience

Brand experience is the process of contact and interaction between consumers and the brand. In order to provide a consistent brand experience, brands need to manage and control the delivery of products or services, ensuring that consumers can experience the value and personality conveyed by the brand during the purchase and use process. In addition, the brand experience also includes after-sales service related to the brand, user experience design, and interaction with consumers.

7. Monitoring and Evaluation

Monitoring and evaluation are key steps in the implementation of brand strategy. Regularly monitor the brand's influence, popularity, satisfaction, and other indicators, and evaluate the effectiveness of the brand strategy. This can be done through methods such as market research, consumer feedback, and brand value evaluation. Based on monitoring and evaluation results, timely adjust and optimize brand strategy to ensure the sustainable development and success of the brand.

The formulation and implementation of brand strategy is a dynamic process, facing constantly changing market environments and consumer demands. Here are some possible changes and challenges.
(1) Technological development and digital transformation: With the advancement of technology and the popularization of the Internet, brand strategies need to adapt to the development trends of the digital era, fully utilizing emerging channels such as the Internet and social media for brand promotion and dissemination.
(2) Diversified target audience: The target audience is becoming increasingly diverse, and brand strategy requires precise positioning and personalized dissemination to meet the needs and preferences of different groups.
(3) Intensified competition and market saturation: Market competition is becoming increasingly fierce, and brands need to find differentiated competitive advantages and flexibly adjust their brand strategies to adapt to market changes.
(4) Changes in consumer demand: Consumers' expectations and needs for brands are also constantly evolving, and brands need to timely insight into new consumer needs and flexibly adjust products and services to meet these needs.
(5) Brand reputation management: Maintaining a good brand reputation is an important task in the implementation of brand strategy. Enterprises need to actively manage brand relationships, crisis public relations, and social responsibility to protect brand image and reputation.
CHAPTER 2
KEY FACTORS FOR IMPLEMENTING BRAND STRATEGY IN THE INTERNATIONAL MARKET
2.1 Market Analysis and Brand Positioning
This chapter explores the key factors for implementing brand strategy in the international market, including market analysis, brand positioning, brand asset development, brand promotion, etc. By analyzing these key factors and analyzing the practice of Chinese brands entering the international market, we explore the methods and strategies for implementing brand strategy.
How do international brands choose market positioning? The key factors in implementing brand strategy in the international market include market analysis and brand positioning. Market analysis is to understand important information such as the international market environment, consumer demand, and competitors, while brand positioning is to determine the positioning strategy of international brands in the target market based on market analysis results.
Market analysis is a key step in the process of brand strategy formulation, which helps enterprises understand the environment, demand, and competitive situation of the target market, and provides a basis for brand positioning and marketing decisions. The following are the key elements of market analysis.
1. Target market selection

In the international market, choosing the appropriate target market is crucial. The selection of target market needs to consider the following factors.

(1) Market size and growth rate: Evaluate the size and growth potential of markets in different countries or regions, and select markets with development prospects.
(2) Target audience needs: Understand the cultural background, consumption habits, and purchasing behavior of the target audience, and choose a market that matches the product or service.
(3) Competitor analysis: Analyze the competitive advantages and market share of competitors in different markets, and select markets that are relatively weaker than competitors.
Market analysis can be conducted through methods such as market research, data analysis, and professional consulting. Among them, market research is a commonly used method that can obtain empirical data about the market environment and consumer demand through questionnaire surveys, in-depth interviews, observations, and other means.

2. Analysis of Culture and Market Environment

It is necessary to conduct in-depth analysis of the culture and market environment of the target market before entering the international market. The analysis of culture and market environment involves the following content.

(1) Cultural differences: Understand the cultural background, values, social customs, etc. of the target market to avoid cross-cultural misunderstandings and inappropriate marketing activities.
(2) Law and Policy: Understand the laws, policies, and relevant regulations of the target market to ensure the legality and compliance of products or services.
(3) Economic environment: Assess the economic status, consumption capacity, and purchasing power of the target market, providing a basis for pricing and market promotion strategies [14].
Cultural and market environment analysis helps companies understand the business environment and consumer behavior characteristics of the target market, thereby better adapting to market demand and formulating corresponding brand strategies.

3. Competitor Analysis

Understanding the competitive strategy and market position of competitors in the target market is an important reference for formulating brand strategies. Competitor analysis includes the following content.

(1) Market share and positioning: Evaluate competitors' market share and brand positioning in the target market, and find their own differentiated competitive advantages.

(2) Product comparison: Analyze the characteristics, functions, and innovation level of competitors' products, and determine the advantages and improvement space of one's own products.

(3) Market channels and promotion strategies: Understand the sales channels and promotion strategies of competitors to develop corresponding channels and promotion strategies.

By analyzing competitors, enterprises can understand the competitive situation in the market and develop more competitive brand strategies.

Brand positioning is the image and characteristics established by a brand in the target market, which helps companies distinguish themselves from competitors and meet the needs of consumers.

1. Market positioning selection strategy

The market positioning of international brands requires comprehensive consideration of factors such as the culture of the target market, consumer demand, and competitors [45]. The following are some common strategies for international brands to choose market positioning.

(1) Differentiated positioning: By emphasizing the unique characteristics of a product or service, differentiation is formed with competitors to meet the special needs of the target audience.

(2) Low cost positioning: With price advantage as the core competitive advantage, targeting consumers who pursue economic benefits.

(3) High end positioning: positioning products or services as a high-end market, emphasizing quality, luxury, and uniqueness to attract consumers who pursue high-quality consumer experiences.

When choosing market positioning, enterprises need to comprehensively consider factors such as product characteristics, target consumer demand, competitor situation, and market size to find the most suitable positioning strategy for themselves.

2. Development of brand positioning strategy

Before determining market positioning, it is necessary to conduct sufficient market analysis to understand the needs of the target market and the situation of competitors. Based on market analysis results, the specific steps to develop a brand positioning strategy are as follows [51].

(1) Determine brand goals: Clarify the long-term goals of the brand, including market share, brand awareness, consumer satisfaction, and other aspects.

(2) Analyze the target audience: Understand the characteristics, needs, and purchasing behavior of the target audience to determine the matching brand image and positioning.

(3) Competitor analysis: Evaluate the brand positioning and market position of competitors, and identify the differentiated advantages of one's own brand.

(4) Develop positioning strategy: Based on the analysis results, determine the differentiated positioning of the brand in the target market, emphasizing uniqueness and advantages.

The formulation of brand positioning strategy needs to be combined with market analysis, target audience needs, and competitor situations to make judgments and decisions to ensure that the brand can achieve success in the target market.

In summary, market analysis and brand positioning are key factors in implementing brand strategies in the international market. Market analysis helps enterprises understand the environment, demand, and competitive situation of the target market, while brand positioning is based on market analysis results to determine the positioning strategy of the brand in the target market. Through in-depth market analysis and scientific brand positioning, enterprises can better adapt to the international market and differentiate themselves from competitors, winning consumer recognition and loyalty.

2.2 Brand Asset Development Methods
One of the key factors in implementing brand strategy in the international market is the method of brand asset development. Brand assets refer to the brand related resources, reputation, and value that an enterprise possesses in the market. By fully utilizing brand assets, enterprises can create competitive brands, thereby bringing more profits and growth opportunities to the enterprise. How to make a brand work and bring profits? We will consider all elements of brand assets or brand value and demonstrate how the company manages these elements
Brand assets are an important competitive advantage and source of value creation for enterprises in the market. The following is the importance of brand equity.
(1) Increase brand awareness: Brand assets can help businesses increase brand awareness and recognition, making it easier for consumers to identify and choose their products or services.
(2) Building brand image: Through good brand asset management, enterprises can create specific brand images, such as high quality, innovation, reliability, etc., in order to attract and maintain consumer loyalty.
(3) Enhance brand trust: Brand assets can establish consumers' trust and favorability towards the brand, making them more willing to purchase and recommend the company's products or services.
(4) Improving competitiveness: Effective management of brand assets can enable enterprises to stand out in fiercely competitive markets, gain more market share and competitive advantage.

In order to fully leverage the role of brand assets, enterprises need to take a series of development and management measures. Brand asset development and management include determining brand goals and strategies, establishing brand identity and visual recognition systems, managing brand reputation, managing brand experience, conducting brand co marketing, and managing brand social media [34].

1. Determine brand goals and strategies

In the process of brand asset development, enterprises need to clarify the long-term goals and development strategies of the brand. This includes determining the brand's core value proposition, target consumer group, market positioning, etc. to ensure brand consistency and sustainable development.

The determination of brand goals and strategies requires comprehensive consideration of factors such as market environment, enterprise resources, and competitors. Enterprises should clarify their brand positioning and differentiation advantages, and develop corresponding marketing strategies, such as market promotion, product innovation, channel expansion, etc [13].

2. Brand identification and visual recognition system

Brand identity and visual recognition system are important components of brand assets. They include elements such as a company's trademark, name, logo, color, font, etc., which visually convey the brand's image and value. Enterprises need to establish a unified identification and recognition system, and apply it consistently on various media and channels.

The design of the brand identity and visual recognition system should align with the brand positioning and resonate with the target consumer group. At the same time, enterprises also need to ensure the legality and uniqueness of their identification and recognition systems to protect the rights and interests of brand assets.

3. Brand reputation management

Brand reputation is an important component of brand assets, which can be shaped and maintained through effective reputation management. Enterprises should establish a good corporate image, provide high-quality products or services, establish reliability and trust among consumers, and promptly handle complaints and crisis events to maintain the stability and sustainable development of brand reputation.

Brand reputation management requires companies to focus on word-of-mouth marketing, actively participate in social media and online platform interactions, pay attention to consumer feedback, and respond and solve problems in a timely manner. In addition, enterprises also need to establish good relationships with stakeholders such as employees, suppliers, partners, etc. to enhance brand reputation and sustainable development [27].

4. Brand Experience Management

Brand experience is the perception and emotional experience of consumers interacting with the brand, which is crucial for the development of brand assets. Enterprises need to design and manage all touchpoints related to the brand from a consumer perspective, such as product design, shopping environment, customer service, etc., to provide a consistent and positive brand experience.

Brand experience management requires companies to focus on consumer insight, understand their needs and expectations, and design differentiation based on different channels and scenarios. At the same time, enterprises also need to train and manage employees, making them an important force in brand communication and able to provide satisfactory service experiences [42].

5. Brand joint marketing

Brand joint marketing is a strategy of promoting multiple brands in collaboration, which helps to increase brand awareness, expand influence, and expand the market. Enterprises can collaborate with other related or complementary brands to jointly promote, share resources, and provide value-added services to enhance the influence and value of brand assets.

Brand joint marketing requires companies to find suitable partners and establish long-term stable cooperative relationships. In joint marketing activities, enterprises need to ensure consistency in brand image and value, and achieve common marketing goals by integrating the resources and advantages of both parties.

6. Brand Social Media Management

With the rise of social media, the image and reputation of a brand on social media are crucial for brand assets. Enterprises need to actively participate in social media and interact and communicate with consumers to establish a close connection between brands and consumers.

Brand social media management requires companies to develop clear social media strategies and create and disseminate targeted content based on different platforms and user characteristics. At the same time, enterprises also need to closely monitor feedback and comments on social media, and respond and handle them in a timely manner to protect brand image and maintain the value of brand assets.
2.3 International Brand Promotion Strategy
One of the key factors in implementing brand strategy in the international market is the international brand promotion strategy. Brand promotion is an important tool for creating and promoting brand image, increasing brand awareness, and promoting sales growth. In this section, we will explore the strategies for promoting Chinese brands in the international market?
With the rapid development of China's economy and the improvement of its international status, more and more Chinese brands are seeking to enter the international market. However, Chinese brands face a series of challenges in the international market, such as low brand awareness, unclear brand image, and fierce international competition. Therefore, developing effective promotion strategies is the key to the success of Chinese brands in the international market.

1. Identify target markets and audience groups

Before formulating international promotion strategies, Chinese brands need to clarify their target markets and audience groups. Different markets and audiences have different cultures, values, and consumption habits, so corresponding promotion strategies need to be developed according to the situation.

Chinese brands can understand their target market and audience through market research, consumer insights, and competitor analysis. When selecting a target market, priority can be given to regions with similar cultures or already possessing a certain level of understanding and recognition.

For example, the Haier brand in China, based on the advantages of domestic industrial workers and the huge demand for white goods in the international market, targets white goods products as the target market. In 1997, Haier's white home appliance products officially entered the international market at the World Home Appliances Expo in Cologne, Germany. Haier's refrigerators and washing machines became the first batch of Chinese world famous brand products. As of 2022, China has grown a large number of internationally renowned brands in a wide range of international markets such as consumer electronics, clothing, e-commerce, food, and automobiles (Figure 2-1). According to the report "Top Brand 2022 World Brand 500", a total of 122 Chinese enterprises have been selected as one of the world's top 500 brands, with the number of brands listed second only to the United States, accounting for 24.4% of the total, and a total value of 5662.333 billion US dollars.
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Figure 2-1. China has grown a large number of Fortune 500 brands. Source: [49]
2. Establishing an international brand image

International brand image is an important asset of Chinese brands in the international market. In promotion strategies, Chinese brands need to carefully shape a brand image that aligns with the target market and audience group.

The brand image should match the core characteristics of the product or service and resonate with the cultural background and consumer needs of the target market. Chinese brands can showcase their brand image by designing logos, packaging, advertising, and promotional materials.

In addition, the establishment of brand image is closely related to national economic and foreign policies. In October 2023, the 10th China Enterprise Global Image Summit Forum was held in Beijing and released the Global Survey Report on China Enterprise Image 2022. The report pointed out that 45% of the respondents believed that Chinese enterprises could bring positive impacts to the local economy, and respondents from BRICS countries and the "the Belt and Road" countries more recognized that Chinese enterprises "bring advanced technology" and "bring new capital investment". Obviously, the establishment of a good image of Chinese enterprises has benefited to a large extent from BRICS cooperation and the "the Belt and Road" initiative.

3. Diversified promotion channels

In the international market, Chinese brands need to utilize diverse promotion channels to enhance brand awareness and influence. In addition to traditional advertising, television, radio, and print media, Chinese brands can also use channels such as the internet, social media, and online markets for promotion.

The internet and social media have become important promotion tools worldwide. By establishing official brand websites and social media accounts, Chinese brands can directly interact with international audiences and disseminate brand stories, product information, and promotional activities.

For example, at the beginning of 2019, CSCEC Financial Media Center Egypt Branch was established. Relying on the Egypt Branch, CSCEC enterprises relocated their overseas communication positions. Focusing on Egypt, they launched seven overseas social media platforms, including Facebook, Twitter, Instagram, YouTube, LinkedIn accounts in English and Arabic, and TikTok, WeChat official account in English and Arabic, targeting audiences in North Africa, the Middle East and Islamic regions, Not only does it use social media to spread corporate brand culture and enhance brand communication, but it also pays attention to spreading traditional Chinese culture from a corporate perspective, establishing a good brand image of Chinese architecture in the hearts of the Egyptian people (Figure 2-2).
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Figure 2-2 One of the social media communication platforms established by the Egyptian branch center. Source [53]
4. Market positioning and differentiated competition

In the international market, Chinese brands need to accurately position themselves and differentiate themselves from their competitors. Market positioning can help Chinese brands find their position in the target market, determine the target consumer group and competitive strategy.

Chinese brands can use their own characteristics and advantages to engage in differentiated competition, creating a unique brand image and product value. By providing high-quality products or services, innovative design and technology, competitive prices, and excellent after-sales service, Chinese brands can stand out in the international market.

On November 15, 2018, the first high-speed railway on the African continent, the Danka high-speed railway, was opened to traffic. On October 2, 2023, the first high-speed railway in Southeast Asia, the Yawan high-speed railway, was opened to traffic. With the continuous opening of high-speed rail projects in China that utilize Chinese technical standards and equipment overseas. China's high-speed rail is changing people's perception of commuting around the world and becoming another representative of differentiated competition for Chinese brands entering the international market.

5. Brand Collaboration and Brand Ambassador

Chinese brands can collaborate with internationally renowned brands to jointly promote their products and brand image. By collaborating with multinational corporations, international organizations, and well-known individuals, Chinese brands can leverage their extensive resources and influence to enhance brand awareness and credibility.

In addition, Chinese brands can also invite internationally renowned individuals as brand ambassadors to endorse their products and brand image. Brand ambassadors can gain more attention and recognition for Chinese brands through their own image and influence.

CHAPTER 3
COMPREHENSIVE FRAMEWORK OF INTERNATIONAL BRAND STRATEGY
3.1 BYD Brand Overview and Brand Strategy Analysis 

This chapter will analyze the comprehensive framework of BYD's brand strategy in China as a case study.

The comprehensive framework of international brand strategy is a complex and comprehensive process. Here, we will explore how brand positioning, market selection, product development and innovation, brand image shaping, and promotion channels can help establish a brand?

BYD Co., Ltd. (referred to as "BYD") was established in February 1995 and is headquartered in Shenzhen, Guangdong Province, China. The company currently has over 220000 employees, spanning four major industries: automobiles, rail transit, new energy, and electronics. It is listed in Hong Kong and Shenzhen, China, with revenue (Table 3-1) and market value exceeding 100 billion yuan. BYD is committed to promoting sustainable development of human society through technological innovation, and helping to achieve the goal of "carbon peaking and carbon neutrality".
Table 3-1 
BYD's total operating revenue for the years 2011 to 2022

	Year
	Total operating income (RMB 100 million)
	Year-on-year growth (%)

	2022
	4241.00
	96.2

	2021
	2161.00
	38.02

	2020
	1566.00
	22.59

	2019
	1277.00
	-1.781

	2018
	1301.00
	22.79

	2017
	1059.00
	2.363

	2017
	739.30
	1.559

	2016
	1035.00
	29.32

	2015
	800.10
	37.48

	2014
	582.00
	10.09

	2013
	528.60
	12.83

	2012
	468.50
	-4.045

	2011
	488.80
	0.781


Source: [46]

In 2015, BYD won the first award for the new energy industry since the establishment of the United Nations in 70 years - the "United Nations Special Energy Award". In 2017, BYD continued to be Fortune Magazine's "Most Admired Chinese Company" and ranked fifth, ranking first in the automotive industry. In 2020, BYD became one of the top 100 most valuable Chinese brands in the 2020 BrandZ automotive industry and has been the champion of the most valuable Chinese brand in the automotive industry for six consecutive years. BYD has mastered the core technologies of the entire industry chain of new energy vehicles, including batteries, motors, and electronic controls. From independent innovation to comprehensive open innovation, it continues to lead the global transformation of new energy vehicles. In 2022, BYD Motors sold a total of 1.869 million vehicles worldwide, an increase of 152.5% year-on-year. Among them, the sales of new energy vehicles reached 1.863 million, an increase of 208.6% year-on-year, ranking first in the global sales of new energy vehicles. It has entered the automotive power markets such as Japan and Germany, as well as emerging markets such as Thailand and Brazil, with operating footprints covering 6 continents, more than 70 countries and regions, and more than 400 cities worldwide.

Brand strategy is one of the key factors in establishing an internationally renowned brand. BYD consolidates its position in the international market through a series of brand strategies.

1. Brand positioning

Brand positioning is one of the keys to success in the international market. Brand positioning includes determining the core values, target audience, differentiation, and other aspects of the brand. The choice of brand positioning needs to consider the needs of target consumers, competitive environment, and the core capabilities of the company. The brand positioning determines BYD's position and unique selling points in the minds of consumers.

BYD has adopted two important strategies in brand positioning: environmental protection and technological innovation. BYD's brand positioning is centered around "leading technology, environmental protection, and energy conservation", targeting the younger consumer group as the main target audience, while highlighting its advantages in electric vehicles. By integrating environmental protection concepts into product development, BYD has created a brand image of "green travel", emphasizing the environmental characteristics of its electric vehicle products. At the same time, BYD also focuses on technological innovation, continuously researching and introducing advanced technology and intelligent functions to meet consumers' demands for high-quality and intelligent products. In addition, BYD also focuses on differentiated positioning of different models, such as positioning its Qin hybrid model as a high-end hybrid energy-saving vehicle.

2. Market Selection

In the international market, BYD has selected some potential markets as its key development areas. BYD had already started entering the international market as early as 2007, and its entry model mainly includes strategic alliances and investment in factory construction, both of which are on par. The export model serves as a strong supplement. Firstly, expand in neighboring Asian markets, such as Southeast Asia and the Middle East, and gradually enter the European and American markets. BYD has adopted a diversified strategy in its international market selection. They are currently expanding their markets globally, including Europe, North America, and Asia. When selecting a market, BYD will consider the local policy environment, consumer demand, and competition situation, and formulate corresponding market entry strategies. By conducting in-depth research on the target market, BYD can better meet the needs of local consumers and gain an advantage in fierce competition[55].

3. Product Development and Innovation

Product development is a crucial part of international brand strategy. BYD has achieved great success in the field of electric vehicles, thanks to its investment and innovation in product development. BYD has 69000 R&D personnel and 11 research institutes, and has applied for over 40000 patents globally, with over 28000 authorized patents. On average, it applies for 19 patents and receives 15 authorized patents every day. In 2022 alone, its R&D investment reached 20.223 billion yuan. BYD is committed to creating a brand image of green travel by developing high-quality and high-performance electric vehicle products to meet the needs of consumers.

BYD focuses on technological innovation and intelligent application in the product development process. For example, they continuously improve battery technology, extend the range of electric vehicles, and improve charging time and efficiency. In addition, BYD focuses on the research and development of intelligent functions, providing intelligent driving assistance systems, internet connectivity, and car networking services to enhance the user experience.

BYD focuses on product innovation and continuously launches new products that meet market demand and consumer preferences. The company has technological advantages in the field of electric vehicles, and through continuous improvement and innovation, it has launched new high-performance and high-quality electric models, consolidating its competitive advantage in the new energy vehicle market.

BYD also focuses on the application of intelligence and internet technology, providing consumers with a more intelligent and convenient car experience. Through continuous product innovation, BYD can meet the diverse needs of the international market and enhance the brand's competitiveness and influence.

In recent years, BYD has maintained a strong growth momentum in the global new energy passenger vehicle market. According to global new energy passenger vehicle sales data released by CleanTechnica, from January to July 2023, BYD's new energy passenger vehicle sales exceeded 1.44 million units, with a market share of 20.80%, ranking first with an absolute advantage (Table 3-2). This growth is mainly attributed to the market competitiveness of BYD's products and the continuous launch of new electric vehicles. 
4. Brand image shaping

BYD shapes its brand image through continuous promotion and advertising activities. The company focuses on enhancing the brand's visibility and influence in the international market by sponsoring sports events, collaborating with international celebrities, and participating in international events to expand brand exposure [35].
In addition, BYD also showcases its brand image through product design, packaging, and marketing materials. BYD's electric vehicle design is fashionable and dynamic, reflecting a sense of technology and environmental protection, which helps to enhance the brand's attractiveness and recognition. 
5. Promotion channels

BYD utilizes diverse promotion channels to enhance brand awareness and expand into the international market. They establish partnerships with local distributors and establish sales and service networks in various markets. In Asia, BYD has established 31 stores in Thailand and built electric vehicle manufacturing plants; Launch the Ocean series of models in the Japanese market. In Europe, BYD's sales have grown rapidly in countries such as Norway, Germany, Sweden, and the Netherlands; In Latin America, BYD is highly popular in Brazil, with models such as the Tang EV and Han EV becoming symbols of luxury brands, with sales networks covering 45 cities in Brazil. In addition, BYD has also launched automotive business in regions such as Colombia, Uruguay, and the Bahamas. BYD's success can be attributed to its competitiveness in product quality, performance, and price, as well as preferential policies in cooperation with local governments.

Table 3-2

Top 20 Sales Rankings of Global New Energy Passenger Vehicle Companies from January to July 2023
	Ranking
	Enterprise
	Sales volume from January to July 2023 (vehicles)
	Proportion of sales from January to July 2023

	1
	比亚迪
	BYD
	1,442,768 
	20.80%

	2
	特斯拉
	Tesla
	1,008,208 
	14.53%

	3
	宝马
	BMW
	257,348 
	3.71%

	4
	广汽
	GAC
	254,742 
	3.67%

	5
	大众
	Volkswagen
	253,238 
	3.65%

	6
	上汽通用五菱
	SAIC GM Wuling
	235,421 
	3.39%

	7
	奔驰
	Benz
	195,783 
	2.82%

	8
	理想
	ideal
	174,008 
	2.51%

	9
	长安
	Chang'an
	158,592 
	2.29%

	10
	沃尔沃
	Volvo
	157,945 
	2 28%

	11
	上汽
	SAIC
	142,966 
	2.06%

	12
	起亚
	kIa
	138,768 
	2.00%

	13
	现代
	modern
	138,650 
	2.00%

	14
	吉利
	Geely
	128,818 
	1.86%

	15
	奥迪
	Audi
	128,129 
	1.85%

	16
	吉普
	Jeep
	84,542 
	1.22%

	17
	丰田
	Toyota
	82,085 
	1.18%

	18
	福特
	Ford
	80,973 
	1.17%

	19
	标致
	Peugeot
	78,936 
	1.14%

	20
	蔚来
	Weilai
	75,974 
	1.10%

	TOP20 Total
	5,217,894 
	75.22%

	Other
	1,719,240 
	24.78%

	Global Total
	6,937,134 
	100%


Source: [43]
BYD conducts brand communication and promotion through various channels. They adopt a combination of online and offline methods, including traditional television advertising, print media, outdoor advertising, as well as emerging channels such as online and social media, for product promotion and brand promotion to expand brand influence. BYD has established a brand official website and social media account on the internet to interact with consumers by publishing news, product information, activities, and other content. BYD also actively participates in online markets and e-commerce platforms, conducting online sales and promotion activities. These communication and promotion activities help BYD establish a positive brand image in the international market.
3.2 Marketing Management Organizational Process Supporting Brand Strategy
BYD's international brand marketing strategy will be discussed from the following aspects: brand positioning, market selection, channel expansion, product innovation, and international cooperation. The marketing management organizational process that supports brand strategy is crucial for the success of the enterprise. Below, we will elaborate on how BYD integrates the brand into its marketing strategy and the entire management system.
BYD's brand positioning and target setting mainly include the following aspects.

1. Leading technology

BYD has highlighted its technology leading image in its brand positioning. As a company led by new energy vehicles, BYD has made significant breakthroughs in electric vehicle technology and hybrid technology, possessing independently developed battery technology and electric vehicle technology, and continuously launching innovative products, making it a leader in the new energy field. By emphasizing technological advantages, BYD has established a high-tech and high-quality brand image in the minds of consumers.

2. Environmental protection and energy conservation

BYD regards environmental protection and energy conservation as the core value of its brand positioning. As a manufacturer dedicated to new energy vehicles, BYD provides environmentally friendly solutions to reduce exhaust emissions and reduce traditional oil consumption by promoting electric and hybrid vehicles. BYD has established environmental awareness and sense of responsibility among consumers by emphasizing its environmental characteristics.

3. Younger consumer groups

BYD's target audience is mainly young consumer groups. BYD attaches great importance to the young consumer group in its brand strategy. As early as the early 21st century, it had already laid out its presence in this industry and manufactured the first domestically produced new energy vehicle, the F3DM, in 2008. With the development of time and technology, it successively launched lithium iron phosphate batteries, ternary lithium batteries, blade batteries, E-platform 3.0, DM-i super hybrid technology, iTAC technology, etc., which are increasingly well-known and sought after by young people. BYD has created a young and fashionable brand image through product design and advertising, attracting a large number of young consumers. BYD focuses on aligning with the needs and values of young people, and through various promotional methods such as car rallies, short video promotions, car model anthropomorphic comics, and sponsoring the King of Glory competition, it reaches out to the young people and provides them with products and services with a sense of technology and fashion.

4. Differentiated positioning

BYD differentiates its positioning among different car models. For example, its Qin hybrid model is positioned as a high-end hybrid energy-saving vehicle, emphasizing high performance and environmental characteristics; The e-series electric vehicles focus more on price competitiveness and practicality. Through differentiated positioning, BYD can meet the needs of different consumers and occupy an advantage in various segmented markets.
BYD's brand positioning and target setting include technology leadership, environmental protection and energy conservation, younger consumer groups, and differentiated positioning [61].
BYD disseminates its brand image and core values in the market through advertising, publicity, public relations, and promotions, and conveys brand information to target consumers. BYD emphasizes its environmentally friendly and technologically advanced image in its communication, such as choosing multiple communication channels such as television, radio, outdoor advertising, social media, and offline activities to reach a wider audience and increase brand awareness; Promote environmental protection concepts through projects such as "BYD Green Ecological Tour". In addition, BYD also sponsors and cooperates with multiple well-known sports and cultural events, such as the European Football Championship.
BYD actively seeks international partners to strengthen its competitiveness globally. They collaborate with internationally renowned enterprises to jointly carry out product research and development, technological innovation, and market expansion activities. This international cooperation helps BYD expand its market share and gain more resources and technical support. For example, BYD adopted an innovative promotion strategy when entering the US market. They collaborated with Uber to provide joint testing of e6 electric vehicles for Uber drivers to promote the development of electric taxis. In the European market, BYD and Daimler established a strategic alliance in 2010, jointly establishing a joint venture to promote the brand with Tengshi as the main focus. In 2015, BYD reached a strategic partnership with Alexander Dennis Limited (ADL), the largest bus manufacturer in the UK. In addition, BYD has expanded its visibility and influence in the international market by participating in various industry exhibitions and events, as well as collaborating with local distributors [56].
BYD establishes a good brand experience by providing high-quality products and services. BYD can focus on product design, quality control, after-sales service, and user experience to ensure that consumers have a lasting positive impression of the BYD brand. In addition, BYD can also use a Customer Relationship Management (CRM) system to manage customer relationships and actively interact and communicate with them to establish long-term customer loyalty.
D needs to regularly monitor and evaluate the effectiveness of its brand strategy. Through methods such as market research, consumer feedback, sales data, and brand value evaluation, BYD can understand indicators such as brand recognition, image evaluation, and market share among its target audience. This information can help BYD determine the effectiveness of its brand strategy and adjust its strategy in a timely manner to adapt to market changes.
BYD needs to integrate its brand strategy into the company's overall marketing strategy and management system. BYD can establish a cross departmental brand team responsible for developing and executing brand strategies, and ensuring coordination and cooperation among various departments during the implementation process. In addition, BYD can establish a comprehensive brand management system, including the dissemination of brand values, internal employee training, and incentive mechanisms, to ensure that every employee can become a brand promoter and loyal supporter.
BYD integrates brand strategy into the entire management system in its marketing management organizational process, from brand positioning to brand communication and promotion, to brand experience and relationship management, and finally conducts monitoring and evaluation, which is combined with the company's strategic integration and organizational management. This process helps BYD establish strong brand awareness, enhance market competitiveness, and form a positive brand impression in the minds of consumers.
BYD's international brand management begins with the formulation of brand strategy and positioning. They clearly position themselves as leaders in new energy vehicles and green energy solutions in the global market. BYD continuously improves product quality and performance through investment in research and technological innovation to meet consumers' demands for environmentally friendly and efficient energy. BYD also emphasizes brand differentiation to stand out in the fiercely competitive market. By emphasizing its image of environmental protection and innovation, BYD has successfully positioned its brand as one of the leaders in the new energy vehicle industry.
3.3 Support for Brand Strategy Implementation by Enterprises
How BYD has received support from multiple systems in implementing its brand strategy, including manufacturing, finance, sales, management, and other systems. These systems define BYD's ability to promote its brand in the international market.
BYD's manufacturing system plays a crucial role in the implementation of brand strategy. They continuously improve product quality and performance through technological innovation and lean production to meet consumers' demands for environmental protection and efficient energy. BYD emphasizes the close integration of research and development with manufacturing, giving its products a competitive advantage in technology and reflecting the core value of the brand.
BYD's deep layout and vertical integration of the new energy vehicle industry chain, from upstream raw materials to midstream components and then to downstream vehicles, form a complete closed-loop, and the synergistic effect of the industry chain is significant. Establish five subsidiary companies of the Fodie series, including Fodie Battery, Fodie Power, Fodie Vision, Fodie Technology, and Fodie Mold (Fodie Precision). The key components of the BYD model, such as the three electric system, thermal management, electronics, and chassis system, are all self-developed and produced. BYD has also teamed up with external companies such as Faurecia, Huawei, Toyota, FAW, Horizon, and Momenta to comprehensively expand and deepen cooperation in the field of intelligent electric vehicles, and continuously enhance the company's industrial competitiveness.
BYD has adopted a highly integrated production and manufacturing system in the automotive manufacturing process, which helps to improve product quality, production efficiency, and brand image. BYD's manufacturing system covers the entire production process, from raw material procurement and supply chain management, to component processing and assembly, and ultimately to vehicle production and quality control. Through a highly integrated manufacturing system, BYD can better control the entire manufacturing process, ensuring product consistency and quality.

This integrated manufacturing system supports BYD's brand strategy implementation. Firstly, it helps to improve product quality. Through integrated management and strict quality control, BYD can ensure that every car meets high standards of quality requirements, thus shaping a high-quality and reliable brand image. Secondly, integrated manufacturing systems improve production efficiency. BYD has achieved efficient production by optimizing production processes, improving resource utilization, and applying automation technology, thereby better meeting market demand and gaining an advantage in competition [47]. Finally, this manufacturing system also helps to enhance BYD's innovation capabilities. Through integrated research and development and production, BYD can better integrate resources, promote technological innovation and product improvement, and provide competitive new energy vehicle products for the market.

BYD's financial system plays an important role in the implementation of brand strategy. They ensure the reasonable allocation and utilization of funds through effective financial management, and support investment in brand promotion, product research and development, and market expansion. BYD emphasizes financial transparency and enhances investors' recognition of the company's brand value through timely financial reporting and information disclosure.

BYD's financial control system ensures the accuracy and reliability of the company's financial data. BYD has achieved precise management and control of financial data by establishing sound accounting standards and introducing an ERP (Enterprise Resource Planning) system, thereby improving the authenticity and accuracy of financial data and providing reliable data support for subsequent decisions. BYD's risk management system helps the company effectively cope with various risks such as market risk, credit risk, exchange rate risk, etc. BYD's internal control system is an important component of its financial management system. BYD has formed a complete internal control system by establishing an internal audit institution and internal control system, achieving comprehensive supervision and management of various business activities. This provides strong guarantees for the sustainable development, brand value enhancement, and reputation enhancement of the company.

1. Financial support

BYD's financial system may provide stable financial support for the company for activities such as brand promotion, marketing, and product development. This helps to strengthen brand image and improve market competitiveness.

2. Performance evaluation

Through its financial system, BYD is able to evaluate and monitor the performance of its brand strategy. Financial indicators and reports can provide key data such as sales, profit margins, market share, etc. to measure the effectiveness of brand strategy, and make adjustments and optimizations when necessary.

3. Resource allocation

The financial system can help BYD effectively allocate resources to support the implementation of its brand strategy. Through the analysis of financial data and budget control, the company can allocate funds, manpower, and other resources reasonably to ensure that all activities are carried out as planned.

BYD's sales system is crucial for the implementation of brand strategy. They expand market share and provide consumers with a convenient and efficient car purchasing experience by establishing a global sales network. BYD focuses on channel cooperation and sales training, improving the capabilities and service levels of sales channels to ensure brand image consistency and customer satisfaction.

Since BYD announced its "Passenger Car Sail Away" plan in May 2021, its position in the global new energy market has been increasing. In recent years, BYD has continuously accelerated its development in markets such as Europe, Asia Pacific, the Americas, and the Middle East. Its new energy passenger vehicles have been distributed in 55 countries and regions such as Japan, Germany, Australia, Brazil, and the United Arab Emirates. With excellent product quality and performance, BYD has gained widespread recognition from overseas consumers and achieved significant overseas sales performance.

According to data from research firm MarkLines, BYD's global new car sales increased by 96% year-on-year in the first half of 2023, reaching 1.25 million units, surpassing Germany's Mercedes Benz and BMW, and ranking among the top ten global car brand sales.

BYD's sales system provides important support for the implementation of brand strategy by establishing a strong dealer network.

BYD actively develops and expands its dealer network, establishing partnerships with dealers worldwide. The construction and expansion of this dealer network will help BYD implement its brand strategy, including increasing brand awareness, expanding market share, and providing better products and services.

1. Dealer selection and training

The selection and training of BYD dealers are very important to ensure that they represent the value and image of the BYD brand. BYD conducts strict site selection and review with potential partners, and provides professional training, including product knowledge, sales skills, and after-sales service. This helps to ensure that dealers have good product understanding and customer service capabilities, providing consumers with the best purchasing experience.

2. Regional market coverage

BYD has effectively covered regional markets across the globe through cooperation with distributors. BYD's dealer network is spread across different countries and regions, enabling a better understanding of local market demand and consumer preferences. The presence and activities of distributors in various markets provide BYD brand with broader exposure opportunities and support the implementation of brand strategy.

3. Market feedback and cooperation

BYD has established a close cooperative relationship with dealers and collected information through market feedback mechanisms. BYD regularly communicates with dealers to understand market trends, product demands, and consumer feedback. As a bridge between BYD and end consumers, dealers provide valuable market intelligence and can quickly provide feedback on consumer needs. This enables BYD to make corresponding adjustments based on market changes and provide products and services that are more in line with consumer needs.

BYD has provided important support for the implementation of its brand strategy through its digital sales and customer relationship management system.

BYD actively adopts digital sales and customer relationship management systems to improve sales efficiency and customer satisfaction. BYD's digital sales platform provides consumers with functions such as online car purchase, appointment for test drives, and configuration of personalized options, making it convenient for consumers to make car purchase decisions. The customer relationship management system helps BYD establish connections with consumers, track customer needs and feedback, and provide customized services and support.

1. Digital sales platform

BYD's digital sales platform provides consumers with a convenient car purchasing process. Consumers can browse the car model, configuration options, and choose the purchase method (online or offline to the store) on BYD's official website or mobile app, and even make online orders. This digital sales platform not only provides convenience for online car purchases, but also helps BYD track consumer behavior and market demand, and make corresponding product adjustments and optimizations.

2. Customer Relationship Management System

BYD's customer relationship management system helps businesses establish connections with consumers and maintain good communication. Through this system, BYD can record consumers' purchasing history, preferences, and service needs, and establish personalized customer profiles. BYD can provide customized recommendations and suggestions based on consumer needs and preferences, enhancing consumer loyalty and satisfaction with the BYD brand.

3. Data analysis and marketing activities

BYD plays an important role in marketing activities by utilizing the data accumulated through digital sales and customer relationship management systems. BYD can understand market trends and consumer needs by analyzing data such as consumer purchasing behavior and channel preferences, in order to develop more targeted marketing strategies. In addition, BYD can also use this data to carry out personalized marketing activities, improve marketing effectiveness and sales conversion rate.

In addition to manufacturing, finance, and sales systems, BYD's other systems also provide support for brand strategy implementation. For example, the human resource management system ensures that the company has high-quality talents with brand mission and values through recruitment, training, and performance management. The R&D and innovation system provides product technology support and competitive advantage for brand strategy through continuous technological innovation.

In the implementation of BYD's brand strategy, various systems cooperate and support each other to jointly promote the development of the brand. Through the synergy of manufacturing, finance, sales, and other systems, BYD continuously enhances brand value and establishes a good international image.
CONCLUSION
Brand strategy is the core for enterprises to win consumer trust and loyalty in market competition, and is of great significance for the development of enterprises. An excellent brand strategy can help a company gain higher visibility and recognition in the market, enhance its competitiveness in the industry, and enhance its position in the minds of consumers. A successful brand strategy can provide products and services with higher added value, thereby increasing the selling price of the company's products and services and increasing the company's profit margin. A scientific brand strategy can help companies establish long-term consumer loyalty, increase repeat customers and repurchase rates, while reducing customer churn rates and improving customer satisfaction. Efficient brand strategy can help enterprises expand their business scope, increase new product lines and service areas, and further enhance their market competitiveness.

With the acceleration of globalization, more and more international enterprises are beginning to widely apply brand strategies. International enterprises ensure the quality and consistency of their products and services by establishing a global brand image, and strengthen their global market competitiveness. At the same time, in different international markets, international companies will also tailor their brand strategies to local culture and consumer needs, further improving their business performance in the international market. Therefore, the importance of brand strategy for enterprise development has been widely applied in international enterprises.
BYD Corporation in China has achieved great success in implementing its international brand strategy over the past 30 years. There are many successful experiences worth learning from. Firstly, BYD's brand positioning is clear, and BYD Company has always adhered to independent innovation and technological innovation, committed to promoting global sustainable development as its core brand value. At the same time, BYD has also focused on the field of new energy vehicles, forming a unique brand differentiation. Secondly, BYD has invested a large amount of resources in brand building and marketing, and has also invested a large amount of research and development funds in technological innovation, improving product quality and performance, and further enhancing brand value. Thirdly, BYD has strengthened its channel construction in the international market, established a complete sales network and service system, and formed strong brand competitiveness. BYD also vigorously develops e-commerce channels, providing integrated online and offline sales and services to meet the needs of global consumers. Fourthly, BYD implements a localization strategy by launching customized products and services tailored to local market demands in different international markets, further enhancing brand awareness and market share. Fifth, BYD has always adhered to the concept of sustainable development, focused on environmental protection and social responsibility, actively participated in public welfare undertakings, won widespread social recognition and support, and further enhanced brand influence and reputation.
BYD's successful experience has provided important insights for the implementation of brand strategy from an international perspective, including focusing on technological innovation as the core, emphasizing localization strategies, emphasizing channel construction, and paying attention to social responsibility. These experiences can help enterprises enhance brand competitiveness in the international market and achieve sustainable and healthy development.
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