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ABSTRACT

ABSTRACT

In 2009, State Tobacco Monopoly Administration lodged the basic guideline and
strategic mission of “upper level of cigarette” and, taking “532” and “461” as industry
brand development target, comprehensively promoted the change of the industry
development mode. Facing new circumstance, there are not only strategic
opportunities, but also unprecedented competition pressure faced by
“SEPTWOLVES” cigarette brand. It is necessary for this brand to re-positioning,
re-upgrading and re-developing.

At the present time, the important mission for development of “SEPTWOLVES”
brand is to change the low to middle end brand position, and to cultivate new products
that can provide more profit for retailers and more value for consumers. Therefore, we
propose to make new high end products with influence, premium and driving.

First of all, the article analyzes brand position of “SEPTWOLVES” cigarette as
viewed from theory and, through illustration of premise of brand position, basic
principle and start point of brand position, and brand position strategies of the
enterprises in different competition status, summarizes the cultural position of
“SEPTWOLVES”(Tong Xian) brand. Secondly, combining with theoretical analysis
of brand position, the article deeply examines the problem existing in development of
“SEPTWOLVES” brand and comprehensively analyzes the position of target market,
geographic market and competitive products combining with internal and external
environment of brand development. Finally, combining with the current status of
development of “SEPTWOLVES”(Tong Xian) brand, the article sets high end
cigarette brand with influence, premium and driving as the development target for
“SEPTWOLVES” (Tong Xian) brand and lodges market challenger strategy,

differentiation strategy and brand value chain strategy for achieving the target.
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