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The Research on Brand Crisiscause,based on the Perspectives of the Life Cycle of Brand

XU An-xin
(College of Bussness Management ,Huagiao Univertsity ,Quanzhou Fujian 362021 ,China)

Abstract : The Chinese enterprise brand passes through the nearly 30years, at present frequently erupts the brand crisis, the brand develop-
ment criss habit. This article attempts from the brand life cycle angle of view analys's enterprise brand criss to produce the mechanism, favor
the enterprise guard and the processng brand criss Thisarticlefirst explained the brand life cycle, next analyzed has produced the mechanism
based on the brand life cycle angle of view brand criss, finaly elaborated produced the mechanism based on the brand life cycle angle of view
brand cris s to the enterprise brand cris s management enlightenment.
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