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Position of Brand Positioning in Marketing Strategy
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Abstract: With the development of the times, enterprises are facing more and more fierce market competition. Under the impact of
market economic environment and market competition at home and abroad, enterprises need to accurately position their own brands
and expand their influence as much as possible. At present, there are many types of services with high similarity in China. There are
serious homogenization competition problems and many factors affecting consumer behavior. The competition in marketing has
become the main way of competition among enterprises. If enterprises want to achieve sustainable, stable and long-term development,
they need to clarify the needs of consumers, accurately position their own brand, implement brand strategy, improve the trust of little
ninja and improve the popularity of their own brand through scientific and reasonable marketing.
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