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The Impact of Brand Crisis Disclosure on Consumer Brand Attitude
—RBased on Crisis-relevancy Perspective

YANG Fang . YU Mingyang
(Antai School of Economy and Management, Shanghai Jiao Tong University, Shanghai 200030, China)

Abstract: It takes lots of money and time for enterprises to build a honourable brand, while just a crisis is
enough to destroy a century brand. Given this, we studied the impact of brand crisis disclosure on consum-
er attitude based on crisis-relevancy perspective. The results of the 2 experiments proved that, as to high-
relevancy brand crisis, it was more positive to brand attitude ( brand cognition, brand emotion, purchase
intention ) for self-disclosure compared with third-party disclosure. In addition, perceived brand reliability
mediated this interactive effect. These results facilitate enterprises to establish sound internal information
communication mechanism and provide reference for CSRC to improve the information disclosure system of
listed companies.
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