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Abstract

In the 21st century, enterprises have paid much attention to and
attached great importance to brands. In order to own strong brands,
enterprises have tried their best, and brand mergers and acquisitions are
favored by many enterprises. However, acquisition is only the first step to
acquire brand equity, and how to maintain and enhance brand value is more
critical, which is also a problem faced by most enterprises. Volvo cars has
long been known for its Nordic luxury cars, and its brand value core is
environmental protection, safety and quality. However, whether geely can
continue and improve the core competitiveness of Volvo after acquiring

Volvo cars remains to be seen.

This article through to the Volvo car brand induction and collation of
data, analysis of the current situation of Volvo cars in the Chinese market
marketing, through the use of marketing, management and consumption
psychology to find Volvo cars in China, the problems existing in the
marketing strategy, marketing strategy for Volvo cars in the Chinese market
problems, put forward concrete implement the marketing plan can be born, at
the same time give Volvo cars in the Chinese market marketing strategy to

guarantee scheme.
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