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Abstract

In November 2016, the two institutions formed the “ International Brand
Evaluation Research Center” , which initiated a systematic research on the Chinese
and foreign brand evaluation system. Amnnual Report on Evaluation of Self-owned
Brands in China (2018) is the significant outcome of this research.

This report includes six parts. Based on the analysis of famous brand lists at
home and abroad, the general report analyzes the current situation of the
development of both the international brands and self-owned brands in China, also
analyzes the problems, opportunities, challenges and trends faced by self~owned
brands in China, aiming to help readers comprehensively and objectively
understand the development of self-owned brands in China, and provide decision-
making basis for self-owned brand enterprises in China to develop brand strategy.

Drawing on the unified standards, the reference part of this report analyzes
and interprets the six mainstream brand evaluation systems in the world and helps
readers understand the western brand values and the business logic behind the brand
rankings, providing a new perspective for us to understand and learn from the
world brand evaluation rules.

For the first time, the evaluation part combs the historical context of the
development of self~-owned brand evaluation in China, and classifies it according to
government leadership, trade associations and social organizations, academic
research institutions and commercial service institutions. This part mainly
introduces the self-owned brand evaluation standard system in China which has
been put into practice, providing guidance for peer review and promoting the
construction of the evaluation standard system. It is proposed that we should make
more efforts to establish self-owned brand evaluation standard system in China to
meet the needs of different industries.

The industry part of this report introduces the application of different evaluation
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criteria systems in different industries, involving automobile brands, chain brands and
digital brands. Most of the brand evaluation standards are the research results of
brand evaluation projects funded by national or local foundations.

In the case part, we select four brands for study, that is China State
Construction, Lenovo, Xibei and MINISO. Although with their own characteristics,
these four cases all show that the brand enterprises take their product, image,
communication, supply chain, intellectual property and capital operation as a complete
brand value chain to manage systematically, thus generate and release their brand value.

The appendices contain relevant regulations and rules, namely The Rules on
Determination and Protection of Well-known Trademarks, Regulations on the Determination
of Chinese Time —honored Brands ( Draft for Comments) , Provisions on the Geographical
Indications Products, Rules for the Protection of Geographical Indications Products, Brand
Valuation: Requirements for monetary brand valuation, Brand Value: Vocabulary.

This report firstly presents the brand index as the core of a national brand
strategic management system, pointing out the principles and paths to build the
brand index, which must be based on the national strategy of brand leading
upgrading of supply and demand structure, on the perspective of global brand value
chain and on the financial policies of leading capital to flow from virtual capital
market to real economy. The index also must aim at promoting brand transactions,
rely on big data as technical support, based on the value consensus between brand
stakeholders and create trust mechanisms for sharing.

Establishing Chinese independent brand evaluation system with international
influence and discourse power is a national brand policy. It is necessary to reach
consensus among stakeholders, such as countries, regions, industries, enterprises,
financial institutions, research institutions and media, to make a concerted effort to
realize the national brand strategic goal, which is to promote the establishment of a
global unified brand evaluation system and enhance China’s international discourse

power in brand evaluation.

Keywords: Selt-owned Brands; Evaluation Standard; Brand Index
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