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ABSTRACT

This research takes the Star Cruises as the research objective, it aims at examining the relationships between the brand commitment

and the brand loyalty with strategic experiential modules. This study bases on the five sense experiences of experiential modules, and

analysed with the brand commitment which is devided into two categories, brand affect, and brand trust. Meanwhile, those two

categories are applied as the intermediary variable in the research. As a result, the findings are stated as followed: 1. This study

demonstrates that there is a significant correlation between brand experience and brand commitment. 2. The findings show that

brand commitment and brand loyalty have considerable linkage. 3. This study investigates that the relationship between strategic

experiential modules and brand loyalty is significant.
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