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Abstract

Against the backdrop of intensifying global competition, the brand internationalization paths of
Chinese enterprises have attracted growing attention from academia and industry. Drawing on an
integrated perspective of the Resource-Based View and dynamic capabilities theory, this paper de-
velops an analytical model of “resources-capabilities-paths-resource renewal”. Taking a high-tech
Chinese firm as a typical case, it systematically analyzes how enterprises leverage core resources
including technological resources, brand assets, organizational systems and international talent to
achieve the global evolution of their brands under the guidance of dynamic capabilities, and further
regenerate corporate resources and capabilities. Distinct from conventional studies rooted in mar-
keting or market perspectives, this paper highlights the path-shaping effect of firms’ endogenous
advantages in brand internationalization, and reveals how resource bases and dynamic capabilities
synergistically drive brand evolution and adaptation. The study finds that the brand international-
ization of enterprises exhibits a phased evolutionary trajectory of “collaboration-independence-
ecosystem”, and the interactive mechanism between resources and capabilities serves as a core
driver for building global brand value recognition. This research expands the application scope of
the Resource-Based View in the context of brand internationalization, and also provides a struc-
tured theoretical framework and practical implications for Chinese enterprises pursuing global
brand expansion.
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Figure 1. Theoretical model diagram
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Table 1. Huawei resource analysis
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Figure 2. Construction of the brand internationalization model
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