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Enter prise’ s Core Competitiveness and Brand Srategies

——Take Private Enterprises as the Main Object

SU Jing' , ZHAO Peng’
(1. Economics & Business Administration Institute, Yanshan Universty ,Qinhuangdao 066004 , China;
2. Humanities & Law Institute, Yanshan Universty ,Qinhuangdao 066004 , China)

Abstract :In order to survive and achieve sustainable development in the severe market competi-
tion, the enterprise in China must cultivate the core competence in the value chain of their own,i.e.
to form the competitiveness power of enterprises.Brand is the direct embodiment of the core competi-
tiveness ,but the enterprise still face the brand criss,especially the private enterprise. Soitisveryim-
portant to build the core competitiveness and achieve brand strategy for private enterprise.
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