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“FAjgel] Eol7bd Wi M=o 9l A
A =ARAL. v aaseE #9171
z9, ARl aga gof & BEE el
o 9= AAH HAMFUT A7t 7 ]v‘f—’d%
st s W, Ae AV 7Y FAY A
Az S5y (Lindstrom 2005a;
%N & 2006, p.20).
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EAY ZRaFe ARrPdst gAY AlE
o% i“&ﬂi She WENE ohel el
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A gk 74, LGAAR= 20099 1099
xka ago] MK2 HIEELHIZH LG
W Cafe'E 7B48k3laL, 20099 109 A=
AetARIEHI 4= SKE2#Ee] ‘T Room’
S AEeE Pk e HAuAZR A=
(ELLE)= 2009 119%5-E] eeleA 3D =

14 2FQ atZINES  29317] A2
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A2t Brakus, Schmitt, and Zarantonello
2009; Holbrook and Hirschman 1982;
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T A A7IE7] AEEItHBrakus et al.



2009; Zarantonello et al. 2007).
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Pine and Gilmore

Ao Z(experience economy)
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BA=o A4 AP AH AE fed
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WA 4= QT Brakus et al. 2009).
2HAEONAl Bill=e] FAA AdES A
2 AFs7] /8l Schmitt(2003)= Al
;A 971, aEa AEA ARY
o] HefA AgHbs AAFT. 242
Asulole] g FAAew Awrd e
2 A, AFAELE BdsT) dss
sz 7154, 4¥

X_—],
(Schmitt 2003). A|+=74%L
é—% w3, AETHE A %}’S}ﬂl 2= =
e

tlo

o |o

2]aL *diEOH sAAQ dFS WAA Ao
(Hoch and Deighton 1989; Hoch 2002;
Hoch and Ha 1986). &4, ¢33 #9171+
HAE ¥AAYS SxadA dds] ¢
g HeFy AegaroltkBellizzi and Hite 1992;
Schmitt  2003; Veryzer and Hutchinson
1998). BRI= Aol 7]wkgl dykw]a xpa s
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(o] A, A5 2009).
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L A S R T R I = B
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TFolon, ek e el Bl
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Unnava, and Motgomery 2009). °]+= Y%
B disf S Fe dEe st o
n] GA=o] 9l7] wiiEo]tiKim, Morris, and
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et al. 2006; Yim. Tse, and Chan 2008). &
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HKPark and Maclnnis 2006).
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7bd 3 BAEe] PEH AP vAas of3t
o] @)olA, b)EA, 183 o)Al
oll ZAAQ] J3S WA Aol
7H 4 BAl=e] A A BA= o=
o] e, b)EA, 18] o)Ak}

ol A G v Stk

2

3.2.2 BAE o3} BAE B WA

BHE oz} Ay Ve dFES Hds
9 HAl= oz AnsRE g5stal 9l
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al. 2006; Yim, Tse, and Chan 2008). °fz}
of TAZE FAE AR T BH=eke] 3
A7F A= A AMA e =Rk
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¥ 7]9ke] |tHKim et al. 2008). webA of

<Brand Experience>

<Brand Attachment>
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Does Brand Experience Affect
Consumer's Emotional Attachments?

Lee, Jieun®

Jeon, Jooeon™*

Yoon, Jaeyoung***

Abstracts

Brand experience has received much attention from considerable marketing research.
When consumers consume and use brands, they are exposed to various specific
brand-related stimuli. These brand-related stimuli include brand identity and brand
communications(e.g., colors, shapes, designs, slogans, mascots, brand characters)
components. Brakus, Schmitt, and Zarantonello(2009) conceptualized brand experience as
subjective and internal consumer responses evoked by brand-related stimuli. They
demonstrated that brand experience can be broken down into four dimensions(sensory,
affective, intellectual, and behavioral).

Because experiences result from stimulations and lead to pleasurable outcomes, we
expect consumers to want to repeat theses experiences. That is, brand experiences, stored
in consumer memory, should affect brand loyalty. Consumers with positive experiences
should be more likely to buy a brand again and less likely to buy an alternative
brand(Fournier 1998; Oliver 1997).

Brand attachment, one of dimensions of the consumer-brand relationship, is defined as an
emotional bond to the specific brand(Thomson, Maclnnis, and Park 2005). Brand attachment
1s target-specific bond between the consumer and the specific brand. Thus, strong
attachment is attended by a rich set of schema that link the brand to the consumer.
Previous researches propose that brand attachments should affect consumers' commitment
to the brand.

*  Associate Professor, College of Business Administration, Chung—Ang University
«x  Ph. D. Candidate, College of Business Administration, Chung—Ang University
wx:x Master Candidate, College of Business Administration, Chung-Ang University
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Brand experience differs from affective construct such as brand attachment. Brand
attachment is based on interaction between a consumer and the brand. In contrast, brand
experience occurs whenever there is a direct and indirect interaction with the brand.
Furthermore, brand experience is not an emotional relationship concept. Brakus et al.(2009)
suggest that brand experience may result in brand attachment.

This study aims to distinguish brand experience dimensions and investigate the effects of
brand experience on brand attachment and brand commitment. We test research problems
with data from 265 customers having brand experiences in various product categories by
using multiple regression and structural equation model.

The empirical results can be summarized as follows. First, the paths from affective,
behavior, and intellectual experience to the brand attachment were found to be positively
significant whereas the effect of sensory experience to brand attachment was not
supported. In the consumer literature, sensory experiences for consumers are often equated
with aesthetic pleasure. Over time, these pleasure experiences can affect consumer
satisfaction. However, sensory pleasures are not linked to attachment such as consumers'
strong emotional bond(.e., hot affect). These empirical results confirms the results of
previous studies. Second, brand attachment including passion and connection influences
brand commitment positively but affection does not influence brand commitment. In
marketing context, consumers with brand attachment have intention to have a willingness to
stay with the relationship. The results also imply that consumers' emotional attachment is
characterized by a set of brand experience dimensions and consumers who are emotionally
attached to the brand are committed.

The findings of this research contribute to develop differences between brand experience
and brand attachment and to provide practical implications on the brand experience
management. Recently, many brand managers have focused on short-term view. According
to this study, we suggest that effective brand experience management requires taking a

long—term view of marketing decisions.

Key words: Brand Experience, Brand Attachment, Brand Commitment
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