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ABSTRACT

An Exploratory study on Dimensions of Brand Experience through
Digital Signage

Kim, Kun Pyo
Sr. Account Director, Promition Strategy Team, DAEHONG

Lee, Chong Min
Professor, School of communication, Kookmin University

The purpose of the study was to investigate in depth the relationship between
digital signage and brand experience in terms of pragmatic media. The study first
examined their perception to digital signage by industry signage specialists,
advertising agency practitioners plus local college students, and derived further
dimensions of their brand experience through digital signage.

The study results would be summarized as follows: First, there has been a change
in the concept of interactive digital signage nowadays. It should convey not only
the information but also emotional empathy to consumers. Second, consumers’
needs to seek information do not necessarily lead to increasing their motivation to
use digital signage, probably due to the popularity of smart phones, Third, a
dimension of consumers’intellectual experience to “killer contents’providing
consumers with the most appropriate information in time and place was newly
founded. Fourth, it was founded that consumers keep a hierarchical perception
structure of sensory experience, emotional experience through digital signage.
Fifth, the role scope of digital signage role was founded to be expanded with the
respect of brand campaigning strategy.

Key words : Digital signage, Brand experience, interactive, contents
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