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Abstract:

The aim of this study was to investigate the effect of brand experience on purchasing
desire with the role of commitment of social networks brand communities and brand attitude.
A five-choice Likert questionnaire was used to collect data. To measure the validity of the
content, the content validity ratio was used and all the obtained ratios were above 0.49. To
measure the reliability, Cronbach and Split alpha coefficient was used with the help of SPSS
software and the obtained coefficients were higher than 0.7. The results indicate that the
measuring instruments have good validity and reliability. Data were then analyzed through
factor analysis, path analysis and hierarchical regression using lizrel software. The results
showed that the experience of information affects the commitment of social media brand
communities. Entertainment experience affects the commitment of social media brand
communities. Group experience affects the commitment of social media brand communities.
Social influence. Commitment of brand communities Social networks affect brand attitude.
Brand attitude affects the desire to buy.

Keywords: brand experience, commitment of brand communities, brand attitude, willingness
to buy
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