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Abstract

In today’s fiercely competitive automotive market, brand marketing plays a crucial role in the sur-
vival and development of automotive companies. This paper focuses on A Automobile Company and
conducts in-depth research on its brand marketing strategy. Using methods such as literature anal-
ysis and field research, it analyzes the current status of A Automobile Company’s brand marketing
and identifies some problems, including low core R&D capabilities and service quality, incom-
plete pricing system, and limited marketing channels. In response to these issues, the paper applies
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relevant theories and methods of brand marketing, combined with market research and industry
analysis, to propose a series of targeted and actionable improvement strategies. This includes im-
proving the core R&D capabilities and after-sales service quality of automobiles, reasonably posi-
tioning automobile sales prices, and expanding automobile sales channels. This study not only pro-
vides useful references for the brand marketing of A Automobile Company, but also provides in-
sights for other automobile enterprises in brand marketing.
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