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Abstract

The “Report on the Development of Chinese Brand Strategy” is founded on
the values of two important documents: “Suggestions on promoting independent
innovation, to build Chinese brand power, to safeguard national economic
security” and “Suggestions on further promoting independent innovation, to build
Chinese brand power, to safeguard national economic security” , which was co-
signed by Chen Guangya, Yang Shengming, Zhang Xiaoshan, Wu Jiapei, Wang
Tongsan and many other academicians of the Chinese Academy of Sciences and
Chinese Academy of Engineering and member of the Chinese Academy of Social
Sciences. Under the guidance of central authorities’ important instructions, the
report is conducted by the China Brand Strategic Planning Institute as an annual
research program, with features of integration, industrial, and topicality.

The report is divided into six chapters with regard to the status quo of the
development of Chinese brand strategy between 2015 and 2016. The first chapter
is the general report, which reviews the development of Chinese brand during the
period of 12" five-year plan, and made an assay of time features and strategic
opportunities; the second chapter is the monographic study, which deployed
analysis around the current hot spot issues including national temperament, brand
connotation, brand attribute, brand competitiveness evaluation and brand value;
the third chapter is the industrial development, which successively elaborates and
analyzes the present situation of brand development including consumer goods,
industrial products, electronic information industry, culture media, service
industry, and circulation industry, and puts forward policy suggestions; the fourth
chapter is the strategic research, which makes comparison of major countries’
brand strategy, and analytical studies of the evolution of Chinese brand strategy;
the fifth chapter is the general suggestions, which bring up development proposals

and priorities from three levels, i. e. the government, enterprises, and professional
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institutions; the sixth chapter is case studies, which supportéd reference cases
through four dimensions; brand temperament of the nation, institutional
environment, merging strategy, and artisan spirit.

The report set a precedent in examine the institutional and economic
environment of Chinese brand building, from a broader perspective of national
economic security; and explored the inner structure, factors and formation
mechanism of brand strategy, from an academic point of view. It has also
summarized the situation and experience of Chinese brand development, and
focuses on comparing between Chinese and foreign brand strategy, while closely
combined with the practice of 13" five-year plan and supply-side structural reforms.

The Chinese economy has entered a state of new normal, with characteristics
of growth slowdown, structural upgraded and cultivating new engines. This is a
crucial stage of economic transformation and upgrading, the traditional pattern is
being broken, whereas a new growth force has not come to birth. As the second
largest economy in the world, how to promote Chinese economic development by
the rapid growth of aggregate-value shift to intensive growth represented by brand,
and how to effectively enhance the national brand competitiveness, strengthening
the national image by famous brands in the game process of the global economic

integration and regional economic integration, is the key subject of this report.
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