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Recently, encountering the worldwide economic depression all over the
world, companies seek to explore ways that allow them to come back from the
declination. The most usual tool for they to use are the price war and/ or the
short-term heavy promotion. However they may still overlook the true harm
through undertaking the aforementioned means. Brand marketing is similar to
breed a child, which lies on a long-term viewpoint to persist long and possibly
forever.

Brands become anthropomorphized, which metaphors human qualities.
When customers face to a brand, they usually refer to the message perception,
the emotion conveyance, and the act response of the brand to yield the
preference and patronization to the brand. In such a way, the brand and
customer interacts. The brand acquires, depending on the level of
custom-brand relationships, the loyalty of customers. A successful brand can
gain trust and commitment from consumers. In other words, an essential point
for the brand to success is that they must present themselves as old friends.

How can we create a high level of customer-brand relationships? We must



obtain the insight of customers; consequently, during the development stage of
the brand, we must explore the mind stage of the brand so that we can extract
as well as dominate the crucial point. Owing to elevation of customer demand,
the functional appeal can satisfy no more than low-level demands of
customers. The demand of customers drifts from the rational aspect to
emotional ones and further migrates to the experiential aspect of demand. The
traditional marketing is becoming useless in this tide and the marketing is
turning to a new leaf so that we can get the heart of customer.

This project starts from the experiential viewpoint, proceeds to study the
mind step of brand and explore the causal path how they influence the
customer-brand relationships, and finally aim to establish a development
model of customer-brand relationships for marketing academic and practice
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