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& FAfretHA An e EARE =717] wEolth
2 dA4E Schmitt(1999)¢] “d=F2a AlY  EE(Strategic Experiential Modules:
SEMs) oA 27l" #Z2b4 A" (Sense), #AA  AdFeel), AAA AF
(Think), &&4 AA(Act), #A4 A (Relate)®] FTAZ AF o8& vtgo
2 el BAl= ARUE o] &AEe AP A= Fololw, oy g 574
FEe FTAA Aol ZHA-BAE= HA mA= FEFHE ojug xo]rt
= g ATEY AE AHEHA BAEE e
oy Afe diidol obd aniztet BAEE BEY AAR JEEsie] &
= et AFEo] 3 HAHBlackston, 1991; Fournier,
A= FJA 5o Aol 2= o ZH(brand attatchment)
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1. A& v}A Y (Experiential Marketing)
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=, Aol E THolE oW AR A Al AR Fo ke AES FI
dojtr}, Au)2=7F F3gof AFoletyl A2 <174 Ad(memorable) & <]t}
A= APE 7|9 AujzoteE e FEoR 3 8 FR Ao A
w7kA rEo] 2 F o R AN[ATE Fodts Fite] JHXE Fojshe AoR
et R = 574 o] 9 tH(Pine and Gillmore, 1999).

A 7IRELS 7 vHR HE 2 AlFe] AvlEe B97)9 oln Ay B
A=s T3l Y FE A=t AFS FEeke d 23S wF Utk
538 AFnA”RAA A Hst= Av[Abe] APJS LB 2xw AeHow W
Aake Aol ofugt 71held mAe APFE fFEde 5 AFE B A
HrHAL e, 2004). LA @3] AlFe] S AFo] F= o) ddt
© AR EYE A XS Aoy e ASsta vhes FA ol MM
E 7Id@th 71E AEHQ wAR A LHAES oA FiAAS
3 AAsE7] wiEel AlEe] 5A(feature)olt H < (benefit)oll S-S FUth

gy FHE 5o &S o)A Tl At B oohyP AAAR] 2vWE F
3l ruistar AHlehE Aol T AL At olH g FAel wel AHAE

14+

o] dH < FAlOl A FRAQ JAAAAR HFeE APrAG] T
Ast7] A Askdvk(el 8, A, 2002; 3 €, 2000).

xﬂswr AEL W53 golm AFATIA ALEH L AW HEHo R o

2 ouE AT Jrhe FHE AVIHR UTh 2S00 Al vl

ﬂ‘é.% 54 didte] AxAela AAMHA HF o3 Zojeta ko, o

h R4 9y
A8(2003)2 oW e HHHom Fojsta HEgdor TAITIL sl
718 31 Robinette 5(2003)> 574 A3 &v|ap kol 7244 2=, AH, A

wghshes JAHAAM HERdTRAL skl
J

o

Schmitt(1999, 2003)= AFel 7154 Bl opd Amzte] A Al w3
B gols B FAH Aol LuAEolA AdHolol HH A FAw}
ool Atk sttt ol @ FAH AP AuAEe] AFL sulshs )
Aol W@ Alze Q43 A wE Fu 5 4744 546 eja] e
g sk olel W@ APuiAEel FAH AP 5L ol )
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A ARl 71%S WolH MAL-EXAR) o 77hs 74, Aba gl
aFate] AR AR ATEEA BAEE Fret 540 v oo Fu
oz FA4 ARL Adar) dd BE wARH ARUAL axsol o
Fet gl A A G HEol LFATHLAA, 2002)

A WA 5 2uAES ol B ol gL FAH £A
Agelo @ek F 2ulAEe o4 AHS s Ko el FF A

y =l (e} v =2 Ll
3hc},

Y AA EFS AFEH viAEY WHEe] EAXola AFHoln AojFA
A Ay gy AFuiARE e Wy =4 ogeta o440 dEHE =Y
W ok ool AgupAR Y A5 Wy AAl 7= Aoy AS AEF
AEAQ Wy W ofyet A|Zb-olal 77FAQl Wi Eo] UV E Skt

Schmitt(1999) & ‘A &2 e R E(Strategic Experiential Modules:SEMs)' &
Fal AFveAE ol ZE AAS e AF viAR A=Y Ede] 7ES

mtEst Atk B S22 AFS F A 84w BHA a3 A4S 57k

o
2 Rl nAs AP BEHES Gk 1k AAEe] nAs 47

HolAu HAN Ade &8l 2t APS 57HA oz EFsdnh o o
A7HA Aol Fd2 AAE AA(Sense), #HAA A A Feel), AAH Ad

(Think), &4 A& (Act), #AA A Relate) 22 45 len ol 7
Zte] Aol x3kE ol FH FAH Aol 9“*515}1 B 9tk

A AR Az Az, S, v, 574 5 23S Asste] aAEd
AaH AdE T HAHow vleHolw Wy g4 %35 98 7ol
Sagt olgfd Bal=e] AA AP nAE FYstar AlFel HAE gt
At Bakel AF BA=E AHstely] 9l o] &€t olHg 7S TF
A vA"RE BA=s} AFS Sl Anjae Agse TS AEAI A &
W, A A AFelv Aujzel tigh ) 7HXE AlEsloF stH, 74E S4
of Wrgate AMES §7I8F AlACk gk F) Aol A AFoly AMH|=E A

kX717 SlskAY FelE SAA7]7] s A A AEstE TR E AE
at7] 913k Al Wiete] wh=A] o @ sfrh(Zokel, 2009). Bitner(1992)& 3H2t
A AR s T3 WSS SUgste] AAFH R S GFS v A,
BRAAZTE AFoly MRS AdsteleE d v F8F HES il B

21t} Hagvedt$} Patrick(2008)2 B #l=2 old Fotg njgzx w8 7+7t
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A Ader Bdzel AdubAel oAy BAle JigS A= dH Ao F

87] 918 1w Aol FuleAdgel G WA LuAEe] =43 3
Aol mpstad s glelrh olE SsiAE oW Aol ojud 54 AL
FUE S QEAE clsfsior sty gl £t ool Folstels LnlAte
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AAA AL An AR stodg AFolY A ze s 7]Ee] 7HA 2 Y9
A S AFZSEE Frste] Fusta FRAQ AILE FEE WEE 3
ojth. o]F Bl ool HRFAAN vzt dFol 2HE Fo LAt
NS FEdhE Aotk olgg AXH AP avAEe] 7ol 7wl b
§ BA=E oA9A AXsta e et FrFE e TH(Schmitt, 1999).
T3 XA AP B tie AdA] FEE FEshe FAA Apael ¥
MAQ F2S FxstE FHd Alng AP rH(Schmitt, 1999). o] 23k gl
Abarel A AlaE B =Y g a4, =g, SvE AFste xRl
AaLE FR% T A F Aol JFH oz o] FojxH Bzl i A4 2}
go] @ygstyo] A A-BAE BA FFo] FAAQ FFES WA A Hri(e]A
o AFA, &A1, 2010). Chen?} Wells(1999)= £}l Ato]Eo] tat e E7}
22l IAbolE shA o] f83 A ER 8" S duis A4S AAEa HE
g JAske AR Al A9 g

P54 AP 20 5 FF AA 2HE Fau 2@zl AHHolu
HFARJA HES F SAAA AFH FgolZrEYd, FIALEES HAFoR
A A s TeEA e d EXE Fuh Hawkins 5(1992)2 AH]#1e]
S0 HE 58 Bl Ful 2 AndEel oS wAw o] thA] go]Z s
Efdel] F&FS vk stHA doatgAdel dis] AFstdh zhale] gheo]Z
Bl S Zdsta yehdly] flste] el ZaEed s whdshs A A BAEE
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tHKeller, 2008; Schmitt, 1999). &A1& A
=7e A HE FAAYeR A AddA AlFtE o] An|x}-

2]
B3 AnAE BAEE AAl ALg] 23] 9 %QE

o |
_&L_l,
2

R

vzt - BAE AT BAE9 xuart AR As oFsta gttE A
Askell BAl=o] oigk Axat A A2l F, AFE A, E5HE] e KR Bl
=7k s 7Hthe vgakdHolal FA @A e Au et Balsete] #

o}
A, o]X-&, 2002; Fournier, 1998). %3} Blackston(1991)&
AE 2uztel BAE ko] YElUE QA A A, sg.zxq

Bge) wEE EPEy e By At VHFQ02)S LB

S BAE 20As BASA B5E QPN AR FERA Oﬂ@% —
WA 4ERge Anz FRE Ao s, 2t ndasst g A
B4 BUE s Avd s 29 4 H9e B B

th o] sha] 5(2004)2 HIA-B A= A Sy iﬂ]x}g} v
| T8 dds sdsiy, Ba=e] g Aus
A oo s Bl AL Fofste] whA il
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= d4AH JddyHT A AG7HA wpA" ol F
d o7 o5 AWt oy AvA-BAE AAE F
e olv(meaning)tt = 2H(context), Z# 1L UA](tempo-
rality)oll ot 7ldste] E& AT 5 AA A HHinde, 1995).
AAle B3 A+ Belk(1983)9] A-follA F@dtch 1=
e &

A3t AFEO B BAZ HEUA Aokt Aol AU 9t AFE
Folm o] 248 TH L2ES AoNES o T FaW Shetu o
gtk Q1zrel B4 AE 5o 2fEde] HAS A&How BgozH Aot
gagsol ks sk ol u% I ER

1741, 1999). o] % Blackstone(1993)<
ATto] o] AFYAA AHA At . 2=
2} glEel 714 digk ex= 7H

e BAE AHsHA Bl e &
o YAEE= FaAgolet Fostatt. ol WS FAgtE AFUAelA
O|E S TLFtoE AWA-EUE AAE WkFsta = Folth

AR A-BAE AAE G Aolal FEAolal AHeA wt== Zlo] 4wt
~BHE BAe A Adolth. Fournier(1994)& o213k Anja-H A= 7 o
gt dA s At o] FoF AFte] HAIFQ TsdE AASEA T o
% o]lgd ATE vlg o2 Fournier(1998)= AW A& Fufshi= AlF 3 B2l
= b A HollA JiA FojdAE Deva dAsglon, A a-Bal
= #AA9 A3 4703 (Brand Relationship Quality: BRQ)S txldd o g =
dato] AAA B AL - A A o F, FEA A ALDA - AAA Ad e 67
A s AAEA LT, 157k 9] Anjat Bale #Ao F3S Al
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. © AYg 2= #Ae] Aot Al oW gt

el AR AFAE B AR BANA TS AdFE ol #AAS
ZHA At FAl A AbREtE tid Y A EIS A B AAE =
7NA frk olgEA 5EF Bs=d ek Al A g S =7A Hd
2 giot Bal=ste] vurt ofEg A Ha, 1 A= e A FIS &
Hete d44 A4S $A480=2 =74 a3 435 FaA7e 2347 o
M A7 HHE ALES S8 A

il
=
s
)
]
o,
e
rJ
w
@,
T
(@)
@]
j=)
)
(@)
@
=
@]
1)
o,
e &
o,
rr



o

gl sl FA4 Aol Au-RAS WA % BA= Y, Bhe B e 3G 167

7} A&EE 2397 vebdnk A, AFS o #(interdependence) o] th. o] = & )
A} e AEHET AR ﬂioﬂ FHFS Farows A (Johnson and
Carl, 1989)3t= Aoz ole]dt Fao|E2 Anxtet BHAlle A Ho] Eo}
2tk o]y g Aeo)Ee Bills /\}%Oﬂ fet B4 2Ads SAHSE ARER

AbgHET U ‘?MH% 29 1(comm1tment)°]r/} O]Eﬁf} ZJe e figk nAa=
= g =

|

(brand partner quahty)olr/‘r ol =
The] o gk iH]Z} o] H7}7t RES

371 el AvA-BHE 7He] #AAE F& FEIFYL Y
3. Bd= oz (Attatchment) ¥ H A= & (Commitment)

B = o 2H(Brand Attatchment)S Hal=¢9}o] #r|2 ol A5 28 LoA] I
A AAY FUIAAZ LvjAet 2d= 7Ho] o FAAE T AAYA 7E
o dgre Fgel Ao

2 A
Ba=ete] AAE HAHsteE /i . H] 27
Heof s 54 Aldel zte BEA #HAA TR el wol A
of o} an[A-H A= ke F7]A0 FEHAE ALt AT AU
ofof AM|A-HWE Zhof| o] FojX = F7]A0 Ho g #AE AYsty] 9
AT Ade] =9E dedo] AVIEWA BAE ozt tigh A7 AlFHE S
= F/HE



168 # gt Wb sE H#30% H15%

BAe of 2 AM|A7E FrufEtal ARESEaL e BAll=of A EHFQl A AE
S F3 BT upx] A 7Rk Abghel dis) =7l AAA foiad 4
7S JAE AEHES 3t (Keller, 2003).

Ball#} Tasaki(1992)= 54 i3 2&n]z2p7ke) %xﬂ%}% HAE Adsr] ¢
al ofZF S =Yt 1= Aol A7) JiE S FASA BHA 77§
af AfEs AbEste BE7E ofFrolek ottt A Aol Au|AbE o
W 54 Bdes A3 F5AEs otiA dAE P dEYR Qs
UTh ol REYRA B wA9 Ho wpa Bl FAAOR =) st
5dd A4S MUt AE Aolo mep Bl ofFo] Arw depxit
(A2 5, 2004). Thomson & (2004)2 Aav|ztel Hal =3t A7 #AE

Aiaty] 93k g or BAal= oS Aotal
Thomson, Maclnnis, and Park(2005)& A2H|AE Q] Aldolu I T3 2
A Fol #AVE AEEHAA BWHEo| ofzEm o]elg B

< AA Aol
deop AEH4 HAE Tal IR AAMA ALY S A= v
A Abgoly des F3 =edohar el o9 o] Am|xrE Bal=of
3 ofFs FASHA HW s Bz figh B & ofyel Bal=e ok
SR AAA #AE T AvAet Bl Afojo] wAstE Hal= of &
FFS FA Aok

BH= E<9](Brand Commitment)e AH[A7F B =9 &5 AAS A&2 0
2 fFA AT BA Aol FAARD dEo|Aolth(QtEE F, 2009). o] g
Hae 592 Bl digh Al ofFs yRto® dfto] oW BHalso}
A7 AR #AE AHFHoZE FASE = gAE u|goh(E s 9], 2009)

Fournier(1998)&= E A= &9 HAdHof F7|H #AAE A7 fg
gromr v FZo] ZstA o] FoAH FFowE BA=ofo] HAE A&
Al71E = oA Z olojxittal sttt oWl 54 BT FstA EdE &AM
= 0e A4 Bd=e oy mAE Aol e ®st7t gA o] FolA A &
=1t} (Raju, Unnava, and Motgomery, 2009). o]+ ¥ Ba=od] tis] An|x}
ol A% gE T3 BE=rF ojn] A H 7] ool vH(Kim, Morris, and
Swait, 2008). 2= BH= =YL =4 SFHS @ /fdes & gich
BAETE S W 54 BA= FujE dAHA FAstE A SH
A7 =" da EYdsteE HEFH WS TZEE 7hd ol (Fournier,

1994).

BAE oy mAE 2u #AF AP AFES HIS 2L A=



ofze] A¥ ¥R YeuE Ao B Itk (Park 5, 2006). ol 5A AF
ojuf Aujzel tia] BAl= ofZu = AnAbes o] Hal=eke] BAVE EolAH
4% ol "Ehdy W= #AZE vl fAEE A HEs A s
go] A&He BAZ 08 FAE A 2uAs BAse o FaEE oA
7 jkd® Zlo] Bl ofFo]Eo]y] wjol olHA ofFd Bz o=
A&How PAE fAGAE 2 dAR FEHo] HA= Blo] FAY

m. A2 9 7HadA

2 AFE Schmitt(1999)e] ‘AMeFd Ad R E(Strategic Experiential Modules:
SEMs) ol Al a7he 724 A, 244 Ag, dAH A, 454 Ad, 44
A A FAA AY ol2S wgor 28 BHAx AFYE o] &AL
Aol AAe Fodolm, ojefd 5744 F@ o] FAA Aol mnA-EHA=
Al v A= @S ojud Aolrh 9lom, AuA-HAHE A} BA= of
2, Bl BY o] x4 wAls oA JEtbEAE AFH R e
2} gk},

Schmitt(2003) B =o] that %4 4 xﬂfﬂo iH]X}Q‘r Bas 7he] YA
FHAAE AHA7]= A Aolet Ajbei
2H[AELS S A= A A FuliA A
’\H]X}—E%E AL Bl = of 23t %h_f& KAl I |

kel
T

fru E‘ﬂ
'r’

L

i

o
IS

ob

2009). W N
~HAE Zb o] FolA = AUAQ F3HE BAE T BA= ofFo] JA
# ) (Thomson 5, 2004; JCM, a7, uheol, 2004)3 skSiTh

Axr, A= -4n ) 2ke] #AVE FAH Y] sl E BlEe AH A0 A
o] & ofof apm, Aujte} BHAl=Ze] A&HQl HEAEE T B
ofzE F Ag ety HT 2 XES FAHoE BAE JHIE A
thFet dsabgo] oo s EwstA o] FolA L low, o]F B3 JHE
o]-§3t= Au Aol AR T A W ol LMol Bl Zho] 3
b AN R EsHA o] FoA o Atk o] 2EdlE FI HA= AP
2HA-BAE AAE FAstL AHAA BA= ofF B oojye}l BAll= ofF
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B oA gl AELS Schmitt(1999)7F 2718 2= A3 5704 #39
A A, XA A, JAAH AY, A A, AL AFS 2F AE
& 4 9da HAs oy Hals Elo] Wi sleAdo] HHoR = AFE
S HAAs A ATk 3 Fournier(1994)= AujA-B A= AA = 7] %<l
B BAE B AnA-EAHE fAe] ZH o] bt AH o R o] Fol Aok
ghebar skt ofel 7E exekdl AU vl 289 AFUEE A 2E
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Abstract

The Effect of the Whole Experience of Online Brand on
the Consumer—Brand Relationship, Brand Attachment and
Brand Commitment : With the Users of Naver Brand Cafe.

Han, Kwang-Seok*

We can divide brand experience in the brand community of online blog
into the following five types: sensuous experience, emotional experience,
cognitive experience, behavioral experience, and relational experience. And
this study is aimed at looking into what differences are among the effects
those five have on the consumer-brand relationship. Also we wanted to
analyse empirically what structural relations this consumer-brand relationship
through the whole experience has with brand attachment and brand
commitment.

The outcome shows that emotional experience, cognitive experience and
relational experience affect the consumer—brand relationship but sensuous
experience and behavioral experience.

And our analysis of what structural relations the consumer-brand
relationship through brand experience has with brand attachment and brand
commitment revealed that the consumer-brand relationship through brand
experience has a direct effect on brand attachment but it doesn’t have on
brand commitment. Brand commitment was confirmed to be affected only
through brand attachment. Finally, this is in agreement with the result of
the precedent study that brand commitment is an effect variable of brand
attachment.

Key Words : Experience Marketing, Brand Experience, Consumer-Brand
Relationship, Brand Attachment, Brand Commitment.

* Assistant Professor, Dept. of Advertising and Public Relations, NamSeoul University,



