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(Abstract) :

As a contact point with consumers, brand space
provides a high-quality direct brand experience and is
recognized as one of the representative brand
communication elements in the market 3.0 environment
where brand image heavily depends on experience.

This study is aimed at examining the significance of
brand space as a brand experience space at a service
level to deliver the brand image and appeal to
consumer’s sensibility and to review the cases limited to
the bank service space. In particular, this study is aimed
at using style strategy and experience elements in order
to help improve the brand relationships with consumers
through the analysis of the uses of domestic/overseas
representative styles and experience elements. This study
also hopes to propose strategic directions that may
contribute to brand value.

For the style analysis, this study focused on the
theme usage method, major style components and style
perception. With respect to the experience element, this
study used Scmitt's basic framework for analysis
including the sub-categories of aesthetic, symbolic,
educational and experience-amusing characteristics of
Pine, Gilmore and Al Lieberman, and Pat Esgate based
on the Strategic Experience Modules (SEMs). As a
result, this study confirmed that it is required to integrate
the theme direction, major style components and
perception and experience elements to effectively use the
brand space. Based on these results, this study
proposed the Holistic Brand Experience Model. The
findings and empirical analyses in this study have the
implication that they may suggest an effective future
direction in brand space design strategies.

(Keyword)

Brand Space, Style, Experience Elements.
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