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Abstract

New energy vehicles are increasingly becoming a powerful pillar in the development of the auto-
motive industry in today’s society, and have important driving significance for countries and re-
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gions around the world to achieve green transformation towards carbon neutrality and peak car-
bon emissions. Developing new energy is an important part of building a modern industrial sys-
tem in China, and the automotive industry based on new energy has become a new driving force
for development. As a major producer and seller of new energy vehicles, China’s development trend
of new energy vehicles is rapid, with numerous new energy vehicle brands emerging. Product com-
petition is particularly fierce, and BYD stands out among many new energy vehicle brands, occu-
pying an important share in the global market. Therefore, based on the 4P theory, this paper ana-
lyzes the current situation and marketing difficulties of BYD’s new energy vehicle marketing strate-
gy, and proposes practical and feasible suggestions for optimizing BYD’s new energy vehicle mar-
keting strategy according to the above analysis.

Keywords

New Energy Vehicles, BYD, 4P Theory, Marketing Strategies

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. AIRBEEEENX
1.1. AIRER

B FEE R 2SR IR « AT WIDRMAE B 7R A DR, PRI ER] 7 AR A, (ERIE
Fe2ei 100 REREBAREEE, I FTHER I RSB AR, SR NS A A 77 A HER 5K el
IR A AT B AR BRI AL 3, N\ SRINBEIR M e e B4, IRV AT WA . DR Lo
REVRIT W SO AL P A 2 2T bR, (5% R AT X #Sy 4yt 7 1 A7 R REVRI 4 M R FRE R B
SO, DA B BRI (AR G RE R ARG A B B, —SEXER MG TR TEEASIR
RTINS (A 1), DU PSR REII R A R . SO BT I B JE, BT IRZIIH &
TSI AR A, T VR D SR BRI A B B 4R, 2023 4 S BB O T 5 T4
WA, BT R, f H I ET BRI IS B SRS A AT 7E R B 2 S AU A o

Table 1. The world’s major countries plan the end of sales of traditional cars (compiled according to the policies issued by
each country)
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Table 2. BYD “Dynasty” series products (data from BYD’s official website)
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Table 3. BYD “Ocean” series products (data from BYD’s official website)
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Table 4. Price list of “Dynasty” series cars (data from BYD’s official website)
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Table 5. “Ocean” series car price list (data from BYD’s official website)
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Figure 1. Top five domestic new energy vehicle manufacturers in terms of market share in 2023 (according to the data of the
China Passenger Car Association)
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