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Abstract

The meaning of brand is being expanded from brand id
entity which distinguish goods or services from other bra
nds to brand experience according to the increasing impo
rtance of brand-consumer relationship. This paper focuse
s on establishing the concept of brand experience throug
h conceptual study such as literature study on the theorie
s about brand and experience. In particular, we studied o
n the concept of brand experience through the researches
of the experience theories such as John Dewey’s Experi
mental Philosophy, Joseph B. Pine II and James H. Gilmo
re’s Experience Economy, Bernd H. Schmitt’s Experienti
al Marketing. Brand experience is conceptualized as proc
ess and results of the holistic experiences: consumer’s in
ternal responses evoked by brand-related stimuli that are
part of a brand’s design and identity, communications, an
d environments. Brand experience(BX) is comprehensive
concept that it is included all of the user experience(UX)
such as product experience, customer experience(CX) suc
h as shopping or service experience. In this research, bra
nd experience have 5 dimensions; Sensory Perception, Fe
eling & Emotions, Intellectual Cognition, Behavior, Social
Relationship. The each dimension of brand experience ca
n be extended directly or indirectly in branding environm
ent through elements of various experiences. Also, the ex
periences through interaction with consumers will be a st
rategic tool to create consumer-brand relationships and v

alue co—creation.
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. A Tgolzl Alda dRoj(Joseph B. Pine
II and James H. Gilmore)e] 7Z3 7#] o]& ®
U EBernd H Schmitt)e] 23 viAY o] &<
3 HA= Ao @3k o]EH

Al 3 Aol M= FAE Sojeke] nlal

2.1. 28 =(Brand)

n ol A R 3 (AMA, 1980)9l] maw Bas=i=
HefjAp B el ko] AlsFolvd Azl A
S Folsta o|3s AAAES] AFelut A
28F AP AZ or® wEolxl o] E(Name),
£0)(Term), AE(Symbol), YA (Design) FE+
ol5¢] AAR AHeojHrtd o} (Aaker, 191)&
va= 719, A, 2HAE B8 54 4
Fosh= 7HXE, o] 5(Name), Zil(Logo), 4H
(Symbol), 5243 (Trademark), Z3(Package) &
S 7ol ALY AlFE He AHIAE ZAARe}
Apab7] flel AMgete AAER AOHthd) o]
g3 4o FETKotler, 199)=  ‘Tixtd
(Design)'& EFAIA vzt Al AlFoluh Ar] 2
o 3 HEES IoHor w=E oz HgL
b mg A (Keller, 2000 BH=g 574 A
ZQA7F AALe AES EF ARG ApEE] 9
o FHoR AFI AuaE Esh] fle) Bl
= W (Name), 218} A (Logo & Symbol), &
EAx ol 7|2 E(Character), €& (Slogan), H=

(Jingle) 53 28 942 ¥3el= Aoz Aols

2)

v ulA R E 3] (AMA:  American Marketing  Association),
(http://www.ama.org).

3) David Aaker, "Managing Brand Equity : Capitalizing on the

value of a brand Name; , New York : Free Press, 1991, pp.

7, 39, 61, 110.

4) Philip Kotler, "Marketing Management(8th Edition); , New

Jersey : Prentice Hall, 1994, pp.444 - 445.
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1.(noun) @ the process of doing and seeing
things and of having things happen to you
(o A= AMHZ sHALL ) dE. @ skil
or knowledge that you get by doing
something: (XIAZ} 7|58 47 =l=) 28
Experience ® the length of time that you have spent | Merriam
%o ZHelH3) doing something (such as a particular job) | Webster

of st M2 B AlZo] 8T} 53], B (eldoR oiske ot ARKAE/ZE. | (2014)
_ _ 2 (transitive verb) (O to do or see (something)
M=o F=3 A HAo| o] An|Apele] s or have (something) happen to you, %1,
_ _ _ _ ZEsict @ to feel or be affected by
285 So Ay &3 o5 Tl AnAtet B (sometping),( Mk 248, ArE L2g)
- N e Lo|ct,
A= IAE PSSt 35 JHRE AESH] 9 22 B S 8 OAN(ERZ
_ e ey | 20 ST 72 o @UMEE)S
3 =2o] Fgajr} mme| g5 = 02 Sonas ol stz
s ()22 ZEHA)E XA a8
- 2 A B SHEE 08288 | 2g
a9 i v (««mr = 0 AelER), @ 58 v
2.2. Z&(Experience) ) | [EEE S C 2EES. 0 5 2013
201, A8l AN Mo JE[Ea AN (L) 2 (EE)
Erfahiung | 21ZH0] ofl Ciatol] chsh 242t = X2 | =ap
7k £9] oloprlete Aol dole 1 (@3 | =gol olal e 2ol olalsel A8 | zof
= o 224 71E Zoz ANl HE =2iy
Aol F&aln Y olule] tepgo dHor S9N Ereis | Seinf izlel Bsoz, Fua Ay | 59
(®E) | 22 Lies| ®el Holel Fak Zof REs | AR
o= 2 % glE Y3t oA Bolt g | 010
5) Kevin L. Keller, "Strategic Brand Management(3rd edition) , <E 1> Zofl 2ret AR FHeof vl

Prentice Hall, 2007, p.36.
6) David Aaker, 'Building Strong Brands, , New York : The
Free Press, 1996, p.68.

7) A%<, Op.cit., pp.55-58.
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2) mtol 2412t 2 20{(Pine Il & Gimore)el ZE ZH| EAE L A RS ougth wH A Tk
‘738 A A (Experience Economy)'®] AlthE o1 Y52 Ao d4d gt ANEEE QAE 1)

5k 19l 2419k ZEo|(Pine II & Gilmore, 1998)+= shzlo® Zrslels Wrlo®E AFS AlFsit)
FE TMAE Eol7] flg e BAE] 9l olxd, A3 AA oA FLF AL 7Y
BHE FFORE ki, AR AlFe] AAA F2 A2y A3E sk B8 T ojye} &
=348 7HAAA d&y HEFo] He s W Hizbel Al X848E 7HAAL 2 AES ekl
As7] feie Ak AlFold AR e A 7198 2= QEE ok stl= Aolt) o]AL A
olgt= THE Eﬂﬁﬁot gobar Fskdch 9l Aol At of} XA S s

Arol= AYS <2y 2>9 o] WHHSINME = 59 WAL de= %PM‘]‘S}”%,

(Entertainment) 78’ ‘n%A(Educational) 72, 44 A= olm| st
‘&4 = 3)(Escapist) 2%, U]x—i 733 (Esthetic)’ i B 4 9tk
A7HA] 39S A BTk
3) #H 0| E(Bernd H. Schmitt)2| A& oiA g
& (Absorption) v E(Schmitt, 1999)8 402 sh= 49 v}
Aol 54 1EF ABA WAl wAel
wecroee | msn sl @AE = wel Agel FAE T A
(Entertainment) (Educational) Z}*E}Eﬂ/ﬂ ﬁ@g_ /\];é];ﬁ'?_ 7gxﬂ %]_%—, 037:"“5]—04
235 ol %13 2o SRS A TR f80 ARe Agetd ®
(Passive i (Active
Participation) Participation) %% %S‘)ir/]_ _[TD]EL—‘: ‘78_@_'):51 iﬂz‘);—]' E%(SEMS),
0j= 1Al S B3 ZZ(Sense), 74 (Feel), A(Think),
(Esthetic) (Escapist) B _ :
S(Act), #A(Relate)®] A= AAlsta, 43
FEe @ 7 Ao AYomw A%EA g
S emmersion) 5 oo ERHOR o] ToiE HAle] Adow
<2 2> Pine & Gilmore2| 471x| Z&e| 78 ‘ZA4 738 (Holistic Experience)’®] 713& #|A]
o SATHIS)
Rl 24ef ARl Ao F3 FolA
HolE A8 2748 /1% Ade] guE A3
= > 2= = i SHX A (Holistic Experience)
7 Eastel wEel Uit Aoz, 24t 9 =
o = o w o - Holxol AN 23t= 37E ZYy e
9A AT 84 Be 1Al AL oua,
_ Hz #A QIX|(Thi S L
WA AL dEElHEE S Aol A ZHSense) (Feel) |(Think) (Act) H(Relate)
349 Bolrh AR, Aug AAFn A4 <E. 4> Sotmite] 2 A 28
U 58S PIATE wFH o[HEd = HEEA|
ZHE ) o & A i h= 3]
4749 o} Aask) A wAREe @A il <5dm“)fo A, ? I
} e Experiential Grid)’& &2, 24, A, &, &
So] skl E]1E Al Fofshe Aow ADGJ e Al Sl AG A
A X & A5 o) 3] 3 A= =1
nAEe A0S A B B e st e sl Ae e e
B} N 3 B} ExPros H 71l AR ol4d, ofe
B ek 94 YL sl oy g ooy e HEE A7V R,
]3 = Ol H ) ; =1] ) § W) E O| %
o i BT 2 e 1 ol HE, AE FE LAY, 87, PolE,
QAL FTEl= RE y)odo] Huly =S ¥
b @70 A9 obd g vAA won, F e el ndg wes
_ slelt}16) R E(Schmitt)= BEHEES FAEEX
B3¢ e o uE Fa g e St S s R
15) Bernd H. Schmitt, Experiential Marketing, Journal of
14) Joseph Pine II and James H. Gilmore, Welcome to the Marketing Management, 15(1-3), 1999, pp.53-67.
Experience Economy, Harvard Business Review, July - 16) Bernd H.Schmitt, Experiential Marketing : How to Get
August 1998, pp.102-103. Customers to Sense, Feel, Think, Act, Relate to Your
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o ololdlEE N AW AzAmMe] Adow Holland, 2013183 <13, 4>s} o] “A@e| A}

‘BAs AYS 7z o]Z(Experience Cycle) S AAsFATE  AREA}9}
A 7 Qe EA ] ofgh A8A} A H(UX) 2} 2ol
" A HZ 4EHEXPros) 9} A8 TAHL E3 Bx FAEY TS ouja=
W, & v & N AS = w3l sdo] A
IR ARTL I IL Vs 2 ARCOH olF wF Eeshz A 2]
— o] ARE F3 o]Folxl AdE HIA= THAE A
dJeke BAE FEEY Adez Folai.
ZHd (Feel) - =

: i Strategic Planning T 1 A3 AJo]lF MUEE B AL ALgx A3
2% (Think) | of M A Hoc As rowm

M ‘ —Experience Marketing— (_UX)_)J__' f’“(CX)_)“ A= AR BX) <]
YS(Ac) swo] ‘AHgel Ae) A (Experience Ecosystem)

2| (Relate) 7 V ﬂ V‘ 7‘ | W : :Ei —C—%]/KC_)] _(:Sl_]:]'v]_’— _H;_O]—T;].'lg)

<3l 3> Schmitte] ZeH 12|= 2d

AHYEYS oHlE  BE
&

B E FEBX)2 -

0|3l
(know)

3.1, UX, CX, BX g2l H|1
AL Ba=rE At “*LPE % KRl Hic
A HAY ARe Alestr] s T8 4
FolAt}, . HEAx, H rE, ﬂo} Z}%E%‘i
(J. Brakus, Bernd Schmitt, Lia Zarantonello, 2009)

b

- . (learn)
= AFE AY, 2B Y, 4 A ) Me[A(sevice)
wate] BAl= A JhdS olobr] itk AlE —
738l (Product Experience)& AR|A7} AE-S B4 ?a(purclgfé;ike)
ata grhel] BwHA SAshks Ao, &% & <38, 4> Holandel Z# Alo|2
AH) 2 733 (Shopping & Service Experience)<
wje] Zajdel Ao} Fujele] ere W= 32 Eei= ZHe| 7y Yo
ZAdolt), AnH] 7 ¥(Consumption Experience)< Bl Aol Ful AFo] wiAE = 9
Aws ARESIAY AvlstiaA Y= ﬁﬁqo]“% 3 AlTEE Aol digh w0 R AAo|AY 7t
H#l= 73 (Brand Experience)2 Ha#l=9} & FolAY Addgle] dojd wf AY]el] HItstAY
Aol oA Bk o @ik Wt o3l ] wHste 9o A3z 43 g =oE
o, 211, ARRI(Signage), 714 S} o] HA= A= AZE ARE Bl HAH o] o]FolA
ofo]dIEIE] QA9 WA o] glom Bl Ik AIgATFAEY] dFE EdiE UX, CX
= 49 olue BAl=et e A= AHA) BX¢] /i e] HlaE S, BEiE A Hi=
o] FAola WAIARI Whg-o] A=A dojut oF HEE A5 aHRbe] FaAola Al
= Ao® ®WoIThID Hhgo] AgEA doju=s AoR, Billsel
Fok Bals Ay #ete] 1#o] EM=(Gray dE 54 AFel oJsix doju= AEe A4
(Process) ¥} A3 (Result) = Aol¥ty 2= 73
Company and Brands, New York: The Free Press, 1999, & AnAp) AES "@ASt AN B H7)E)

p.219.

7) J. Brakus, Bernd H. Schmitt and Lia Zarantonello, Brand
Experience : What Is It? How Is It Measured? Does It 18) Gray Holland, (http://www.grayholland.com/experience-chai
Affect Loyalty?, "Journal of Marketing; , 73(May)2009, pp. n), 2013. 2.

52-68. 19) #Azk<, Opuit., pp.76-78.
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g7l wujgoz o
d, aHATH AES
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EB D

T&2| B2HA 2l009) | SEQ013) JHgel H|m
HE 48 AR BE | AH|XHARERYZL HIES
UX (Product (User EFMBIT TARH 210 Bot
Experience) Experience) | HZHA dsh= HH
4E- M| A HE HZo|Lt Mu|A ofEe|
(Shopping & o | =EM EHOILL ol
service Experience) | L = | oRRE| dekg gk HY
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Experience) LIEf= A8
e e | DA S A0
BX sae A9 _l(_B_ d°‘=' AH|Rfe| Fab&o|T LAY
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