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ABSTRACT
This research based on each construction surface (Perceived Quality; Brand Resonance; Brand Relationship ) , the theory and the
literature carries on draws the entire research construction, establishes the hypothesis under the rationale, the penetration research
hypothesis does for the solution and the confirmation research question and an purpose. The findings hoped for can give the brand
resonance and the following researcher has the further idea and the ponder route. In the research operation, the sample of testing
were cosmetics consumer who has using international masculine cosmetics. There are two kinds of questionnaire. One is the paper
questionnaire, the other one is network questionnaire. And samples the area for Taiwan and China area, the discharge way was by
snowball type to carry on. Will carry on the Independent-sample T test analysis in the questionnaire part. Its purpose will use to
examine the sampling area and questionnaire type whether were not difference for the result. There are Describable Analysis; Factor
Analysis; Reliability Analysis; Correlation Analysis; Regression and Hierarchical Regression Analysis in data analysis. Mainly first
penetrates the correlation analysis to carry on the relevant result between the construction surface to present, then carries on the
regression analysis confirmation hypothesis to deduce whether supposed. Hierarchical Regression Analysis was mainly used to
confirm the intervening variable (Brand Resonance) existence in research. Finally, result of each research analysis will provide the
correlation management practice to lie between and the following researcher trifle contribution and the reference. Enable the brand
subject to have the further progress and the discovery
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