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ABSTRACT

As a kind of valuable invisible assets of enterprises,band’ s
fanction has been known by researcher of theory and manager of enterprise.
Notion of brand molding, brand assets managing and brand international-
lization has entered mind of manager and been applied in practice, and
many enterprises do not hesitate to spend a great deal of money in brand
molding of enterprise and product. How to promote brand growing up rapidly
and healthily is a focus to national and international scholars. In recent
years, the research on stages of brand growth has broken through. At the
same time, Notion of integrated marketing communication is received by
enterprise, especially, it is inevitable choice that integrated marketing
communication promote band of enterprise grow up and promote brand
value. But the theory system is faulty and recent research on integrated
branding is limited in brand management, few people realise the relation
between brand growth and integrating. Integrated branding of enterprise
should base on stage of brand growth to deside objective,rout and
factor. Otherwise, it is hard to get a good resultand healthy growth of
brand.

Based on research of predecessor,the paper does demonstration
research combining practice of our country.the paper constitutes
enterprise action—information communication integrated matrix,
constitutes a model of brand growth and integration, research branding
integrated strategy in various stages of brand growth, and does case
reseach through collecting data and investigation on the spot. The purpose
of this paper solves these question:there is relation and law between
brand growth and branding integrated, the purpose, path and factors of
branding integrated should be based on stage of brand growth, the action
of management and marketing of enterprise should be consistent with inside
and outside circumstance, enterprise realizes unification between
consistency of enterprise action and consistency of information
communication, and which promotes healthy growth of brand and maximizes
effect of brand marketing.

First of all, the paper reviews present national and international
theories of brand growth, integrated marketing communication, and brand
integrated strategy which is the base of this paper. Proceeding from stages
of brand growth, the paper makes the hepotheses that enterprise takes
various integrated measurement according to stage of brand growth.
Secondly, from the two points of view, demanding effect of branding
integrated and marketing signal effect, the paper analizes the benefit
from branding integrated. Branding integrated action can enlarge product
demand, reduce product demand elasticity, and avoid becoming superficial
brand;Branding integrated strategy can correct market information of

I



product, solve question of market mulfunction, make information that
customers get more comprehensive, and promote information communication
of brand more effectively.Part three of this paper discusses the stages
of brand growth. The standard of partitioning stage of brand growth is
propulsive process or step of brand strategy, and the four stages of brand
growth is gestation stage, naissance stage, growth stage and autumn, and
analyzes the character of various stages of brand growth.Based on the
stage partition of brand growth , and on consistency of enterprise action
and consistency of information communication, this paper brings forward
the model of brand growth and integration, and discusses the route of brand
growth and integration.Part four of the paper concretely analyzes the
idiographic branding integrated strategy of various stages of corportion
brand growth. Part four of the paper, taking Guizhou Shenqi group for
example, analyzes positively growth and integration of enterprise
brand. After analyzes the correspond branding integrated strategy in
various stages of brand growth of Guizhou Shenqi group, the part compares
it with the model of brand growth and integration, demonstrates the
consistency of strategy of brand growth in various stages, and tables some
proposals to solve question about integrated strategy in the course of
brand growth.

On the base of qualitative analysis, the paper combines qualitative
analysis with quantitative analysis, combines transverse analysis with
portrait analysis,and combines positive analysis with criterion
analysis..

Innovation of the paper is constructing matrix model of enterprise
and information integrated communication and partion brand integration
of enterprise into four forms, validating internal relation between the
stage of brand growth and the form of brand integration,and that
enterprise should take different strategys of brand integration in
various stages of brand growth.

Key words:Brand Gowth; Integrated Branding; Integrated

Strategy
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BRI REGT SRR RE. RIE. BB AHAS, BEMER
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e FERNBIRMEEN I HL, EARMELZTHREL, B4R RMZFHRZIR
GRS, SWHEANTRERAL VAR AT A EE TR ER. TR
FlJe, XL [a] A DAY SR R Al 5 E d R RS AN RI BT B LA g R A% L, X
ARSI R BERETEEEBS, ATEA@ERZ X, SRR
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s ANl G EE A R RKH R B S5, WTTERMEHNER, #—
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P77 i KB L 8RR (Goodyear) MREE, BT M RAI T
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BEHERERMAEHNERNER. 80 SEEENER. ARERENNRE
B P BANE B AR I R .

B B Xt A W K BB S AU T OO AT, B FURR R KR ELA] LA Ar A
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ST SERRRAE R R K B 4 - IR K BER R SR K M Bt B m A&
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R A Al 47 R R HEHE RO AR T BD B 42 R AR 43 D AR R B SZB B L A R A
KB, SRR IE Y B SRR R, RN T B i,
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WX AR BRSO RE R, B RESTITEE 5 R R MR
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BARKE, Xt AMEBKITIA EBEETERERKERE (BrBE) iR
KIS, (BT 5 R A & AN B B SRR B 5030 R A5 R

TS Al BREBKIMBIED]. Hri AT 1999, (12).
SHH RNA. BREBKNSHE]. HRBEEASAR, 2001, (1)

Yo 4FKT. SRR AFER]. SWHIR, 2003, (23).

S KO, ERBORKSEHRD]. BERELREEHLHER, 2006, 4.
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1.2.2 BEEHEHRER

OB ERE (integrated marketing communication, f&I#R IMC ) i £
20 tH4 80 FMREEE R BAERKMN. 1992 F, 2EHFE —HEEEHEBTE (¥
EEHER) aXEEH, (FERE FAMMRABLNEERILRFHRTET /KK
MR ERBR R, FEEESEHEBRELCEXRN —MHTmrEHE
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