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Abstract

The increasingly fierce international competition has put forward new requirements for the brand
construction of small and medium-sized enterprises. The B2B model of cross-border e-commerce has
brought opportunities for the brand construction of small and medium-sized enterprises, which has
positive significance for the upgrading of the value chain, the improvement of dynamic capabilities
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and the play of ecological effects. However, at present, small and medium-sized enterprises are faced
with realistic difficulties in the limited resources, brand homogenization and platform dependency.
In response to the problems faced, we should give play to the advantages of resource leverage, anchor
the differentiated positioning of the brand, and promote the construction of the brand ecology, so
as to promote the high-quality development of the brand construction of small and medium-sized
enterprises.
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