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Abstract

With the rapid growth of the global economy and large-scale development of natural resources, non
renewable resources are facing the risk of depletion. In order to address the energy crisis and
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achieve sustainable development strategies, countries have increased their investment in the new
energy industry. BYD, as a leading domestic enterprise in pure electric buses and hybrid cars, has
become a globally renowned automotive brand with its unique product positioning and technolog-
ical advantages. How should BYD’s new energy vehicles stand out among various brand promotion
strategies of competitors and develop efficient brand marketing strategies to promote the continu-
ous progress of the new energy vehicle industry. This article mainly discusses how enterprises
should choose appropriate brand marketing strategies based on different market demands in the
process of brand marketing. We hope that through this research, valuable references can be pro-
vided for the brand marketing development of BYD’s new energy vehicles, and useful references
can be provided for the brand marketing strategies of other domestic independent brands in the
new energy vehicle market.
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