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Abstract

In 2006, Ministry of Commerce of the People’s Republic of China started to
implement “the Project of Revitalizing Chinese Old Brand Enterprises” and released the
first list of Chinese Old Brand Enterprises. In 2011, the second list of Chinese Old
Brand Enterprises was released in order to promote their development. According to
China’s Ministry of Commerce, Chinese Old Brand Enterprises are those inherit
Chinese traditional culture and bear unique techniques, products, and services in their
operations. These enterprises, labeled with distinctive ‘historical character, enjoy high
reputation and wide recognition. Why these enterprises can survive? Because of their
intangible cultural heritage, brand equity or cultural deposit? Will they survive in the
future?

In this book, the authors claim that high reputations, brand equity and cultural
elements these enterprises bear can be recognized as their core competence that has
helped their survival in the past. Nowadays, in order to maintain a constant
development, it would wise for them to integrate their core competence into their
operations systematically and adopt value chain management. At the same time, a clear
sense of their core competence, development strategies, core business optimization
would be of help to improve their core competence. In a word, sustainable
development of Old Brand Enterprises lies in the improvement of value chain
management based on their core competence.

As the first blue book on Old Brand Enterprises, this book introduced the
development of Old Brand Enterprises in recent years (2008-2011) with authors from
various institutes, including Chinese Academy of Social Sciences, Ministry of
Commerce of the People’s Republic of China, universities, research institutes and
enterprises. The whole book contains 6 parts and an appendix: part 1 included one
general report and three comparative reports; part 2 summarized the development of
Old Brand Enterprises in 8 regions, including Beijing Municipality, Tianjin
Municipality, Shanghai Municipality, Chongging Municipality, Yunnan Province,
Liaoning Province, Zhejiang Province and Guangzhou Province ; part 3 looked into Old

Brand Enterprises in 4 industries, including condiment industry, medicine industry,



catering industry, and clothing and shoes industry; part 4 analyzing Old Brand
Enterprises from 7 different perspectives of competitiveness, social responsibility,
informatization, innovation of techniques, relationship with governments and corporate
governance, etc; part 5 showed case studies on 14 old brand enterprises; part 6
recorded several leaders of old brand enterprises. The appendix included two lists ( the
first list and the second list) of Chinese Old Brand Enterprises.
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