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Brand experience and product usage situations: relationship between usage
situations, cognitive structure of usage situations, situational involvement, and

brand experience.
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The purpose of this research is to reveal that the effect of usage situations on
brand experience which is experiential marketing outcome. Three studies are examined and reveal two
findings. (1) Some usage situations positively affect brand experience across product class and brands.
(2) A part of cognitive structure of the usage situations positively affects brand experience through
situational involvement. From these results, experiential marketing of product brands have two keys.
First, marketers should target the usage situation lead to brand experience. Second, if existing usage
situations of the brand are non-effective usage situations, marketers should vary cognitive structure of
the brand’ s usage situations into cognitive structure of effective usage situations.
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