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ABSTRACT

This study reconstructed the relationships of brand experiences, brand trust, brand familiarity on brand attachment,
and to investigate the " Make-Up ; community marketing, and examine the causal dual mediating effect of brand familiarity
and brand attachment. Modifications to former questionnaires were made to meet the purposes of this study. A quantitative
survey was conducted and totally 278 questionnaires were collected. SPSS and SmartPLS were used to examine the model
stability and validity and hypothesis and four types of mediation models. Research findings suggested the following: (1)
Brand experiences had significant positive impacts on brand familiarity, brand attachment and brand trust. (2) Brand
familiarity and brand attachment had significant positive impacts on brand trust. (3) Brand familiarity and brand

attachment had causal dual mediating effects on the relationship between brand experiences and brand trust. In summary,
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by SPSS clustering method, community marketing practices were recommended.

Keyword: brand experiences, brand trust, brand familiarity, brand attachment, community marketing
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