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ABSTRACT
The research is aimed at Giant brand community, gathering materials by commu-nity engagement and interviewing. The focus is on
the functions to the whole commu-nity of target customers and the human relationship between customers. In the research, we find
out the best way to attach the brand community is to rely on the human relationship. The boundary of the brand community is not
clear. Be-sides, brand community identification was aroused chronologically. As a result, the brand community is not necessary for
the brand owner, and it’ s not absolutely benefi-cial for brand owner. In contrast, marketer is the winner. To sum up, we hope that
the results and the suggestion this research provided could be a great help for the manager of the brand community.
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