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Thought of Liquor Brands and Market

HU Cheng LI Dong GUO Hong and HU Yong-song
Food & Fermentation Engineering Research Institute of Sichuan University Chengdu Sichuan 610064 China

Abstract Market competition is brand competition in nature. Every brand would experience four different stages of birth

growth ma-
ture and decline. Therefore

different brand strategies should be carried out in different stage to enhance brand status

integrate brands
and preserve brand vitality. Product quality cultural charm of the brand

and the spirit value are important base for brand establish-
ment brand development and implement of brand strategy. Tran. by YUE Yang
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