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Abstract

With the development of internet, the relationship between the firms and
customers is becoming more and more transparent. Internet improves the
efficiency of information express as well as cuts down the information wall in
market. Enterprises can get information of competitor from internet, and customer
can better learn the brand, products and service of the firms. However, the
transparency of information causes huge challenge for firms, building trust
between customers and firms becomes the main source to achieve Sustainable
competitive advantage. Firms need to establish trust with customers in order to
activate customer attachment. Thus, it is of vital importance to explore the factors
that determine customer trust. Meanwhile, as technology continues to evolve,
little difference is provided among commodities of the same category. More firms
are relying on brand design to win customers. Thus, it is worth exploring how
brands affect customers’ trust and purchases.

Based on the through concrete literature review, this paper proposes that
brand experience is one of the most important factors which lead to brand trust.
And brand experience is hybrids by affective and rational dimensions. This paper
also proposes that brand emotional experience affects brand emotional trust more
and brand rational experience affects brand rational trust than brand emotional
experience more. Beyond that, brand attachment mediates the relationship
between brand emotional experience and brand emotional trust, and product
attachment mediates the relationship between brand rational experience and brand
rational trust.

Then, to test this model, we construct three studies. The first study focuses
on categorizing brands and established industry pool and brand pool which can be
used by following Study Two and Study Three. We first search the literature and
discuss relevant industry and brand. After this stage, we investigate these brands
through online investigation platform and gain 219 questionnaires. We then
conduct the second investigation based on advices form experts and receive 208
questionnaires and build industry and brand pool we needed. We separate these
brands into two categories, one is the emotional experiencing brand and the other

IS rational experiencing brand.



Study two is a qualitative research based on open-ended questionnaires, the
results indicate that brand trust is mixed up by two dimensions, which are rational
trust and emotional trust. We received 80 valid questionnaires. Based on grounded
theory, we analyze data and design questionnaires according to the 8 parts derived
from qualitative data.

Study three was a combination of pre-investigation and large scale
questionnaires investigation, which helps examined the 6 hypothesis. Firstly, we
examined the adaption of measurement with pre-test questionnaires. Secondly, we
examined the quality of the data through validity test and reliability test as well as
correlation analysis with large scale questionnaires. Then we run regression
analysis to test these hypotheses.

We conclude that: (1) Brand experience is positively related to brand trust.
From this perspective, the better the brand experience is, the better the brand trust
is. (2) Brand experience is an experience that is blundered by ration and emotion
elements. This kind of experience affects brand attachment, product attachment
and brand trust through dual effect. (3) Brand attachment and product attachment
are both mediators: brand attachment mediates the relationship between brand
emotional experience and brand emotional trust, and product attachment mediates
the relationship between brand rational experience andbrand ratonal trust. (4)
Brand trust is rebuilt into two dimensions by this study. This research confirms
that brand trust includes consumer cognitive trust and emotional trust. Brand
cognitive trust consists of brand positioning perception, brand social recognition,
brand information and brand demand; while brand emotional trust consists of
brand love, brand emotional recognition, brand obsession and brand emotional

demand.

Key Words: Brand Experience; Brand Attachment; Product Attachment;
Brand Trust
CLC: C936
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