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Abstract
Analysis based on the NOW Corpus shows that overseas media’s attention to Chinese new energy
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vehicle (NEV) brands focuses on core dimensions such as technology, performance, environmental
protection, price and service, with an overall positive evaluation. The overseas market layout of
Chinese NEV brands presents obvious regional differences, mainly concentrated in some countries
in Asia and Oceania. There are significant discrepancies in the market expansion progress among
different brands, among which BYD and Li Auto perform particularly prominently. The study finds
that overseas medias highly recognize the technological innovation (e.g., battery technology, intel-
ligent driving), environmental attributes and cost-effectiveness of Chinese NEVs. However, there
remains room for improvement in penetration in the high-end market, brand premium capability
and cross-cultural adaptability. The brand image in this study is the media image constructed by
the discourse of overseas English media, reflecting the cognitive and evaluative tendencies of over-
seas media towards Chinese domestic NEV brands. Overall, the overseas recognition of Chinese NEV
brands continues to rise, but their market share in mainstream European and American markets
and high-end segments is still insufficient, and the construction of overseas media brand image
needs to be further optimized to the Hans standard, which illustrates all the formats.
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Table 1. Semantic analysis of general high-frequency nouns associated with domestic new energy vehicle brands
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Table 2. Semantic analysis of high-frequency adjectives associated with domestic new energy vehicle brands
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Figure 1. Density curves of overseas evaluation per million words for eight major domestic new energy vehicle brands
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