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Abstract
New energy vehicles have enormous potential for development in the international market as a stra-
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tegic emerging industry to cope with energy shortages and excessive carbon emissions. It is partic-
ularly necessary to rapidly expand the international market share of China’s new energy vehicles
and enhance the international marketing capabilities of Chinese new energy vehicle enterprises.
Taking the international marketing situation of new energy vehicles from HarmonyOS and Xiaomi
as examples, this study analyzes the international marketing dynamic capabilities of China’s new
energy vehicles. Research has found that both HarmonyOS and Xiaomi Auto have demonstrated
strong international marketing capabilities in the field of new energy vehicles, but there are some
differences in their marketing advantages. Xiaomi Auto focuses on online marketing, user partici-
pation, and cost control; Hongmeng Zhixing emphasizes global brand influence, technological inno-
vation and quality assurance, as well as cross-border cooperation and ecological synergy. These ad-
vantages make both of them highly competitive in the field of new energy vehicles.
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Figure 1. Formation and dimensions of international marketing dynamic capabilities
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Table 1. Performance of corporate marketing resources and capabilities in cross-departmental processes
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Table 2. Results of word frequency analysis of international marketing materials for sample products
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Table 3. Classification results of international marketing characteristics of sample companies
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Table 4. Frequency percentage analysis of sample enterprise characteristic words by category
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