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ABSTRACT

The consequence of fast progress of science and circulation of information, the marketing has become a globalized market. In fact of

drastic competitions from the market, a better competitive advantages is necessary for an enterprise to mark its own place. In the

present world, the brand is used to manifest or identify products or services of supplier, and is protected by law. Otherwise, the brand

also can be sold, bought or rent making it an important property of enterprises. Today, brand isn’t only “a name, a word, a sign,

a symbol, or any other character”, but also a bridge between products or services of producers and suppliers. And brand possesses

exclusive patent permanently. The brand equity capacitates an enterprise to promote its establish a trustful purchase decision, and to

elevate consumer’s satisfaction. In the mean time, a good circulation has formed because of the value of enterprise itself as well as

the feedback of consumer’s satisfaction about the value. Branding is a kind of business activity, which costs an enterprise many

years to disseminate its ideal and brand name. All successful enterprises cost years to investigate brand character and maintain its

brand image. Beside, the best effect of branding comes from good implementation of integrated strategies of marketing mix. The

branding’s success wins the consumer’s recognition so as to increase the benefit of an enterprise promoting its competition of

continuous management.
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