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ABSTRACT

In recent years, many domestic enterprises have realized the importance of the brand,
the enterprise's brand is an essential factor in the enterprise development, and many
countries have paid attention to the brand consciousness. In recent years, with the
increasingly fierce competition in the market and the increasingly development of the
information process, brand awareness has gradually taken root in the hearts of the people.
In today's Internet age environment, brand crisis is increasingly difficult to avoid, facing
the brand crisis which may appear at any time and any place, if the enterprise is not careful,
it may cause the crisis to appear gradually in each part of the enterprise, forming the chain
reaction of the brand crisis. Based on the research results of literature, this paper takes
domestic enterprise W company as the research object, first analyzes the impact analysis
of w company's brand construction with PEST model, and then analyzes the cause of
enterprise's brand crisis with 4R crisis management theory, this paper discusses the coping
strategies of the enterprises in each stage of the brand crisis management, formulates the
corresponding crisis handling methods, improves the quality of the enterprise crisis
management, and makes the enterprises in the benign development process in the brand
marketing. Finally, the reasons of W company's brand crisis are analyzed, and the
corresponding optimization strategies are formulated and put forward to make the

enterprise development more stable.

Keywords: Brand crisis; networking; Pest Model; marketing strategy
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