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The Theoretical Analysis and Countermeasures Research on the Brand Marketing
Wang Yuhua
Business School, Shantou University, Shantou 515063, China

Abstract: Brand marketing has risen widely in the world, and it becomes an indispensable marketing tool for multinational
corporations. In the process of brand marketing implementation, China should pay attention to set up the correct brand
marketing concept; construct the common interests” foundation of enterprises and consumers. Through the innovation to enhance
brand competition ability; extend reasonably the brand range; comprehensively use various marketing means; and lay emphasis
on protecting the brand.
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