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Abstract: This article scientifically analyzes the mechanisms for implementing innovative brand
strategies in automotive enterprises and their role in increasing the competitiveness of enterprises.
The main goal of the study is to improve brand management processes in the automotive industry
based on innovative marketing approaches, to identify mechanisms for effectively forming brand
strategies through the use of modern technologies and digital marketing tools. The research process
used systematic analysis, comparative analysis, economic-statistical analysis, and content analysis
methods. The article studies new approaches to the brand management system in the context of the
transformation of brand strategies in the global automotive industry, the introduction of innovative
marketing technologies, and the development of the electric vehicle segment. In particular, the
processes of integrating innovative product strategies, digital marketing communications,
marketing approaches based on consumer experience, and sustainable development principles into
brand strategies in automotive enterprises were analyzed. The importance of innovative
technologies and marketing communications in the formation of automotive brand capital was also
scientifically highlighted.

Keywords: Innovative brand strategy, brand management, strategic marketing, innovative
marketing technologies, digital marketing, sustainable development strategy, enterprise
competitiveness.

Introduction

In recent years, the automotive industry has emerged as one of the largest and most
technologically rapidly developing sectors in the world economy, significantly influencing
the development of global industrial production, innovative technologies and marketing
systems. The automotive industry is not limited to the production of vehicles, but is
developing in close connection with modern marketing strategies, brand management,
digital technologies and innovative development processes. Especially in the context of
increasing global competition, automobile manufacturing companies are paying special
attention to the formation of brand strategies based on innovative approaches and their
integration with marketing and technological development strategies [1]. Therefore, the
study of mechanisms for implementing innovative brand strategies in automotive
enterprises is one of the current scientific directions of modern marketing theory and
strategic management.

In recent years, the global automotive industry has undergone significant changes
under the influence of a number of global economic and technological factors. Although
production volumes decreased during the pandemic, the global automotive market has
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gradually begun to recover in recent years. At the same time, the process of introducing
innovative technologies in the automotive industry has accelerated. In particular, the rapid
development of the electric vehicle segment has led to the transformation of brand
strategies in the automotive industry. According to the International Energy Agency, in
2024, global sales of electric vehicles will exceed 17 million units, accounting for more than
20% of global car sales. At the same time, the growth rate of electric vehicle sales is very
high, and the number of additional electric vehicles sold in 2024 alone was greater than the
total sales in 2020. According to forecasts, by 2026, electric vehicle sales are expected to
exceed 20 million units, which is encouraging automakers to further improve their
innovative marketing and brand strategies [2]. In the modern automotive industry, brand
strategy is emerging as an important element of a company’s strategic development.
Automakers are seeking to increase brand equity by developing innovative products,
implementing digital marketing technologies, and implementing marketing strategies
based on the principles of environmental sustainability. Today, many automotive
companies are developing their brand strategies by integrating electric vehicles, smart
mobility systems, artificial intelligence technologies, and digital services. Such approaches
serve to increase the value of automotive brands in the minds of consumers and create a
sustainable competitive advantage for companies in the global market. The process of
implementing innovative brand strategies in the automotive industry is also directly
related to changes in consumer behavior. Today’s consumers pay great attention not only
to technical indicators, but also to brand image, innovative technologies, environmental
safety and quality of service when choosing a car. Therefore, automobile companies pay
special attention to formulating brand strategies in accordance with consumer needs and
developing marketing communications based on innovative technologies [3]. As a result,
the integration process between marketing strategy, product innovation and brand
management in the automotive industry is increasing.

This table highlights the main factors influencing the formation of an innovative
brand strategy in the automotive industry. According to the table, technological
innovations, market competition, consumer needs, and digital transformation processes
are important determinants of the development of an innovative brand strategy. In
particular, the development of electric vehicles and intelligent transport technologies
serves to form an innovative image of automotive brands. At the same time, increased
competition in the global automotive market encourages companies to introduce new
marketing approaches. While changing consumer needs create the need to improve
marketing strategies, digital transformation processes allow for the modernization of the
brand management system and the effective organization of marketing communications.
As a result, the combination of these factors serves to successfully form an innovative
brand strategy in the automotive industry.

The introduction of innovative brand strategies in the automotive industry is also
associated with changes in the structure of the global market. Today, China, the USA, the
European Union countries, and South Korea are the leading manufacturers in the global
automotive market. In particular, China is the world leader in the production and sale of
electric vehicles, with more than 11 million electric vehicles sold in the country in 2024 [4].
Such results confirm the important role of innovative technologies and brand strategies in
the automotive industry in ensuring global competitiveness.

The automotive industry of Uzbekistan is also one of the industries that has been
developing rapidly in recent years. According to statistics, in 2024, more than 402 thousand
cars were sold in the country, and the automotive market is one of the important segments
of the national economy. According to the results of 2025, sales of new passenger cars
amounted to about 370 thousand units, and the volume of the automotive market
continued to grow. In addition, in the first eleven months of 2025, more than 379 thousand
cars were sold in the country [5]. At the same time, in 2025, more than 457 thousand
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passenger cars were produced at the country’s automotive industry enterprises, which
indicates that the share of the automotive industry in the national economy is increasing.

These processes indicate the need to introduce innovative brand strategies, develop
marketing communications, and expand the use of digital marketing technologies in the
automotive industry of Uzbekistan. In this regard, the scientific study of the mechanisms
for implementing innovative brand strategies at automotive enterprises, the analysis of
international experience and their adaptation to the development of the national
automotive industry are of great scientific and practical importance.

Review of relevant literature. Today, the importance of brand strategies in ensuring
the competitiveness of enterprises is significantly increasing. Especially in high-tech
industries such as the automotive industry, the implementation of innovative brand
strategies allows enterprises to strengthen their stable position in the market, increase
consumer confidence and achieve an advantage in global competition. Therefore, many
scientists working in the areas of marketing, strategic management and innovative
development are scientifically studying the theoretical foundations of brand strategy, its
economic efficiency and mechanisms for its implementation.

The theoretical foundations of brand strategy are widely covered in foreign scientific
literature. In particular, British marketing scientist L. Chernatony interprets brand strategy
as a strategic marketing instrument that serves to form the identity of a company and
develop long-term relationships with consumers. In his research, the brand is considered
an important intangible asset in addition to the tangible assets of the company. According
to the scientist, in order to effectively implement a brand strategy, a company must
harmoniously form its corporate values, innovative activities, and the value proposition
offered to consumers [6].

French scholar J. Kapferer emphasizes the importance of the harmony between
corporate identity and brand image in the formation of brand strategy. The “Brand Identity
Prism” model he developed includes six main components of the brand - physics (product
characteristics), personality, culture, attitude, reflection and self-awareness. Kapferer
argues that when a brand strategy is built on the integration of these elements, a company
gains a strong competitive advantage in the market [7]. This is especially important in the
automotive industry, where technological innovation and design are key components of
brand identity.

Another researcher, D. Holt, has conducted in-depth scientific research on the
cultural significance of brands and their place in the minds of consumers. He believes that
in modern conditions, successful brands are associated not only with product quality, but
also with social and cultural values. According to Holt’s concept of “cultural branding”,
strong brands reflect the social identity of consumers and establish emotional connections
with them [8]. In the automotive industry, some brands have also been formed as symbols
of innovative technologies, environmental responsibility, or a premium lifestyle.

Another foreign scholar is B. Schmitt, who developed the concept of “experiential
marketing.” According to Schmitt, a modern brand strategy should not only be based on
product features, but also meet the emotional and experiential needs of consumers. His
approach is particularly relevant to the automotive industry, where car brands often shape
a distinctive image in the minds of consumers through driver experience, design
aesthetics, and technological innovation [9].

Scientists from the CIS countries are also studying the issues of forming and
developing brand strategies in industrial enterprises. For example, Russian marketing
researcher A. Chumikov considers the brand as a central element of an enterprise’s
communication strategy. In his opinion, brand strategy is implemented through the
integration of marketing communications, PR activities and advertising policy [10]. In this
process, the enterprise needs to build the social image of its brand and create an effective
communication system with consumers.
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Another Russian scientist, V. Perciya, emphasizes the importance of the strategic
planning process in developing a brand strategy. In his opinion, brand development
should be inextricably linked to the overall business strategy of the enterprise. Perciya
identifies brand positioning, target audience identification, and effective brand
communications as the main elements of brand strategy [11].

Kazakh economist N. Nurlanova, studying the integration of innovative
development and marketing strategies in industrial enterprises, emphasizes that brand
strategy is inextricably linked to innovative activities. In his opinion, technological
innovation and product innovation of the enterprise play an important role in the
formation of brand image. Especially in the automotive industry, new technologies,
environmental standards and digital systems are important factors in increasing brand
value [12].

In his scientific works, the Uzbek economist B. Khodiev extensively discusses the
importance of marketing strategies in increasing the competitiveness of enterprises in the
national economy. The scientist noted that brand strategy plays an important role in
increasing the export potential of the enterprise, its recognition in international markets
and strengthening its investment attractiveness [13]. Therefore, the introduction of
innovative marketing approaches and the formation of strong national brands in industrial
enterprises is an important strategic task.

The analysis of the above scientific studies shows that brand strategy is an important
strategic factor in ensuring the competitiveness of the enterprise. While foreign scientists
have developed theoretical approaches based mainly on brand identity, brand culture and
consumer experience, CIS and domestic researchers have focused on studying the practical
aspects of implementing brand strategy in industrial enterprises. However, existing
scientific studies have not sufficiently covered the study of the mechanisms for
implementing innovative brand strategies in automotive enterprises as a complex system.

Therefore, this study is aimed at scientifically substantiating the mechanisms for
implementing innovative brand strategies in automotive enterprises and identifying areas
for their improvement, and serves to fill the existing scientific gaps in this area.

Research methodology

In this study, a comprehensive scientific methodology was used to study the
mechanisms of implementing innovative brand strategies in automotive enterprises and
determine their impact on the competitiveness of enterprises. The research process used
the methods of a systematic approach, comparative analysis, economic and statistical
analysis, content analysis, and scientific generalization. In particular, innovative
marketing strategies and brand management systems of leading companies operating in
the global automotive industry were studied on the basis of comparative analysis.

Analysis and results

The analysis of the mechanisms of implementing innovative brand strategies in
automotive enterprises shows that in recent years, the brand management system in the
global automotive market has been fundamentally changing based on innovative
marketing technologies, digital transformation, and the principles of environmental
sustainability. In the context of global competition, automobile companies are striving to
increase brand equity by producing innovative products, modernizing marketing
communications, and implementing strategies focused on consumer experience.
Therefore, innovative brand strategies are considered not only a part of marketing
activities, but also an important element of the company’s overall strategic development.

Analysis of the global automotive market shows that the automotive industry has
undergone a rapid transformation over the past five years. In 2024, global automobile sales
amounted to 74.6 million units, an increase over the previous year. In the following years,
the market continued to recover, and by 2026, global automobile sales were close to 80
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million units, and according to long-term forecasts, they are expected to approach 90
million units by 2030 [14]. This growth is creating new opportunities for the development
of innovative marketing and branding strategies in the automotive industry.

Analysis shows that the implementation of innovative brand strategies in the
automotive industry is being carried out in the following main areas:

Firstly, innovative product strategy. In recent years, the development of electric cars,
hybrid cars and intelligent transportation technologies has served to form an innovative
image of automotive brands. In particular, China is the world leader in the production of
electric cars, with 16.5 million electric cars sold in the country in 2025. This encourages
automotive companies to integrate innovative technologies into their marketing strategies.

Secondly, digital marketing strategies. In recent years, automotive companies have
been actively using digital platforms in their marketing activities. The development of
online sales systems, mobile applications, virtual showrooms and marketing
communications through social networks has served to increase the level of recognition of
automotive brands in the global market. Such approaches allow companies to establish
direct contact with customers and more accurately study their needs.

Thirdly, sustainable development and ecological marketing strategies. Against the
backdrop of global environmental problems, automotive companies are paying special
attention to the production of environmentally friendly vehicles. The development of
electric cars, hydrogen-powered vehicles, and energy-efficient technologies is becoming
one of the important directions of brand strategy. This allows companies to increase
consumer confidence by forming an environmentally responsible brand image.

Fourth, a marketing strategy based on consumer experience. Modern automotive
companies pay special attention to the use of customer-oriented strategies in their
marketing activities. Service services, warranty systems, digital services, and car
personalization options are important elements of brand strategy [15]. Such an approach
serves to increase customer loyalty and strengthen brand trust.

Analysis of the Picture 1. effectiveness of innovative brand strategies shows that
companies are achieving sustainable competitive advantage in the global market by
ensuring integration between marketing strategy, product innovation, and brand
management. For example, in recent years, many automakers have actively entered the
electric vehicle segment and are developing new brand positioning strategies based on

innovative technologies. This allows companies to capture new market segments and
strengthen their position in the global market.
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Picture 1. Mechanisms for implementing an innovative brand strategy in the

automotive industry.
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This scheme shows the process of implementing innovative brand strategies step by
step. First, a preparatory stage is carried out by analyzing the market and determining
brand identity. At the next stage, innovative strategies are formed, including innovative
products, digital marketing and environmental strategies. After that, the developed
strategies are put into practice and promoted through marketing communications. At the
end of the process, the results are evaluated through the monitoring and analysis stage
and the strategy is improved. As a result, brand equity increases and the competitiveness
of the enterprise in the market increases.

The Table 1. automotive industry of Uzbekistan is also one of the industries that has
been developing rapidly in recent years. According to statistics, in 2025, 457.9 thousand
passenger cars were produced at the country’s automotive industry enterprises, which was
an increase of 6.7 percent compared to 2024. At the same time, in 2025, sales of new cars in
the country approached 370 thousand units, and the volume of the automobile market
increased by 5.2 percent. In addition, in the first eleven months of 2025, more than 379
thousand cars were sold in the country.

Table 1. Factors shaping an innovative brand strategy in the automotive industry.

No Factor Description Strategic importance
Technological Electric cars and smart . . .
1 . . . . Creates an innovative brand image
Innovation transportation technologies
s Global automotive market Encourages the development of

2 Market competition .
competition brand strategy
Customer demand for modern .

3 Consumer needs . Formulates marketing strategy
vehicles

Digital Digital marketing and service
4 & & & Modernizes brand management

transformation systems

These indicators indicate the increasing competition in the Uzbek automotive market
and the need to implement innovative marketing and brand strategies. Therefore, local
automotive enterprises will have the opportunity to increase the international
competitiveness of the national automotive industry by developing innovative brand
strategies, widely implementing digital marketing technologies, and integrating global
marketing experiences into their activities.

Conclusions and suggestions

Within the framework of this study, the mechanisms for implementing innovative
brand strategies at automotive enterprises were scientifically analyzed and the importance
of this process in increasing the competitiveness of enterprises was studied. The results of
the study show that in the modern automotive industry, combining brand strategy with
innovative marketing approaches is an important strategic factor in increasing the
efficiency of companies' activities, strengthening brand equity, and forming consumer
loyalty. In particular, technological innovations, digital transformation, and increasing
demands for environmental sustainability in the global automotive market are
encouraging automobile manufacturers to reformulate their brand strategies based on
innovative approaches.

The study revealed that the mechanisms for implementing innovative brand
strategies in the automotive industry are determined by several important factors. First,
the development of an innovative product strategy plays an important role in
strengthening the market position of automotive brands. The introduction of electric cars,
hybrid vehicles, and smart mobility technologies allows companies to form an innovative
brand image. Second, the use of digital marketing technologies serves to increase the level
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of recognition of automotive brands in the global market. Online trading platforms, social
media marketing, and digital services allow companies to effectively communicate with
consumers. Third, the development of ecological marketing strategies plays an important
role in shaping the socially responsible image of automotive brands. In general, the
implementation of innovative brand strategies in automotive enterprises is one of the
important strategic factors ensuring the sustainable development of enterprises in modern
market conditions. The implementation of innovative marketing approaches, digital
technologies, and brand strategies based on the principles of ecological sustainability will
further increase the competitiveness of automotive companies in the global market.
Therefore, in the future, the development of innovative brand strategies in the automotive
industry, the improvement of the marketing management system, and the introduction of
new marketing technologies will remain one of the important areas of scientific research.
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