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[Abstract]

This study proposes a brand experience marketing strategy that leverages media facades integrating ICT technologies with art
and digital media. As the standardization and oversupply of technologies grow, the significance of brand differentiation and
experiential marketing—capable of forming emotional and sensory connections with consumers—becomes increasingly important.
Media facades are emerging as an effective medium for achieving this purpose. Drawing on Bernd H. Schmitt’s five strategic
experience modules (Sense, Feel, Think, Act, and Relate) and five interaction design elements (Words, Visual, Time, Space, and
Interaction), this study analyzed representative cases. The analysis reveals that the emphasized interaction design elements vary
depending on the experience type, providing strategic insights for designing brand experiences that align with specific brand
characteristics. By structuring the relationship between experience types and interaction elements, this study offers practical

strategies for differentiated brand engagement and enhanced consumer immersion.
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Table 1. Characteristics of traditional marketing and
experiential marketing[6]

Category Traditional marketing Experiential marketing
Product features and .
Focus ) Customer experience
customer benefits
Narrowly defined to Holistic experiences
Scope products and occurring in actual
competition consumption contexts
View of the . . Emotional and
Rational decision—-maker ) -
Customer rational being
Marketing Analytical, quantitative, Diverse,
Tools & language—centered multi-faceted marketing
Methods marketing
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Table 2. Strategic Experiential Modules(SEMs) by Bernd H.

Schmitt[6]
Type Description
Sense Stimulates the five senses to provide aesthetic and
Sensory experiences
Evokes positive emotions like joy and pride to create
Feel ) . :
emotional connections with the brand
. Encourages creative thinking and delivers unique
Think .
messages for brand recognition
Act Promotes active participation and experiences that
influence lifestyle
Integrates all aspects to connect the self with others
Relate ;
and culture, encouraging self-enhancement

Brand Stimulation

v

Reaction

““@

Shared Experience

Holistic

Experience

(Process
+ Result)

Individual Experience

v

Result

38 1. H #0|E(Bernd H. Schmitt) 2| Sx|1& /&
Fig. 1. Holistic Experience by Bernd H. Schmitt
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Fig. 2. Trends in global OOH & DOOH advertising
expenditure (2017-2023)[8]
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‘ Interactive Media Facade

Project Media Facade
Video Projection Kinetic
content mapping Media

Light-transmitting
type

"Installatinr;“‘
\_method /
/

LED Media Facade
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~
\

[ Technology |

LED display
J/

N ‘

Direct attachment
type

[ Type D'f:;':""

J8 3. 0|C|o{IpAtEe] 7| A 72
Fig. 3. Media facade technology type classification
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Table 3. Researchers' definitions of interaction design

Scholar Summary of concept

Interaction occurs between two or more
people, or between humans and digital
devices such as computers or
smartphones.

D. Saffer[8]

Emphasizes non—material
communication based on context rather
than physical expression or verbal
delivery.

B. 0. Choi &
K. C. No [9]

Defines interaction broadly to include
emotional and empathetic exchanges not
only between people but also between
humans and their environments.

S. W. Yoo[10]

Views interaction as a broad social
phenomenon including language,
institutions, media, and services,
considering both physical and
psychological factors.

C. A Jin[11]

Describes interaction as a cognitive
process that leads to shared
understanding and influences behavior
through recognition and emotional
engagement.

S. M. Hwang[12]

E 4., QAEHMC|XRlo] M2 (KA Hal)
Table 4. Interaction design components (research
organization)

E. Lenz, S.

Components | D. Saffer[8] | K. Silver[13] Diefenbach, and

M. Hassenzahl[14]
Words [ J [ J [ J
Visual [ [ J [ J
Time [ [ J [ J
Space [ ] [ ) [ ]

Texture [ ]

Force [ ]
Interaction [ ] [ ] [ ]
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Table 5. The interaction design components of this study

Interaction design components
Words | Visual

‘ Time ‘ Space |Interaction
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N ETE AGEE EEA U9 571 aat AgeH)
9ol 57b §39 A2, B4, A, B%, WA sl
e BAT A BAER TAIe] S Folsksin.

Media Facade Case
Brand Experience Marketing Type

% :

Interaction Design Elements

< Time )

Interaction

O3 4. 2 o719 o|C|o{TrE BAMA TH A
Fig. 4. Analytical design components of this study

B 6. = o179 n|C|o{otAtE MEel 7E Ha|
Table 6. A summary of the media facade experiences of this

study
) Country
Type Brand Media facade ) Year
(city)
Seongsu Korea
DIOR Concept Store (Seoul) 2022
Sense
LOUIS Media First UK 2023
VUITTON Harrods facade (London)
_ Times Square 3D USA
o Coca-cola | o tic billboard | (New York) | 2217
ee
Disney world USA
DISNEY Cinderella castle (Orlando) 2021
Dolce Gusto Korea
Nescafe Art Collaboration (Seoul) 2016
Think Burj Khalif UAE
urj Khalifa
SAMSUNG Galaxy S9 (Dubai) 2018
’ Star can AR Korea
Heineken Visual Art (Seoul) 2014
Act P
ina
NIKE RUN THE WORLD (Shanghai) 2018
Mercedes— AMG SEOUL Korea 2021
Benz Brand Center (Seoul)
Relate 2022 SEQUL LIGHT K
orea
KIA DDP (Seou) | 2022
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1) 7 (Sense) 73
» DIOR “Seongsu Concept Store”
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Table 7. Analysis of interaction design elements of DIOR
Media Facade

Seongsu concept store

Words -
Dior's brand identity, lyrical
Visual landscape, canage pattern,
flowers, and fireworks are
expressed in various colors
Running time Four Dior heritage contents
Time play in sequence for 1 minute
17:00~22:00 30 seconds
Location
A place where MZ generation
Space 302-11 works. Located in
P Seongsu—don 2-ga, | sgongsu-dong, the first Dior
Seongdong-gu, House at 30 Montaigne, Paris
Seoul
Experience aesthetic beauty through aesthetic
Interaction elements, feeling the glamorous and grand
atmosphere and luxurious brand image

o|C|ojutAt=o] MEOHHE REE ALSAL QI ECAtel FH A 4

 LOUIS VUITTON “Media First Harrods facade”

FolHlE A A Q] o}E| AE FARn} ofgo]ele] BEL
A 1073E 718, 9= A9 slel=(Harrods) #1814
ool mrjojAt=E FESIGIT) I TRAEE Hlso}
de7te] YA B, BA=o] Fofd oA vds 3
7oz AdshE 00H Asele] dskoz At 1]
t]o]mab=i= FApaLe] B3 A2 ‘E I} L E(polka dot) OFE
A=E AZske oAz ET FazE AEion,
o] @4 glo] 2EgEy 7wte] A4 Yjg gl BEY A
NE AT A= EFI A5, F1EE, 7144 349
S BAEe] S A7 2 2349 191712 Ao}
gk 27709) el ghis Wk o)W AAlE @
tojshl Hale] nFae gt ol 4P A
2ol Al 7H2HA o ' et o] S8l FolHlE Bil=
o] Ak oA S sk LRl Al okg- A
(Wow factor) 41 ¢] V4] 43S Aleaialvt.

& o]
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Table 8. Analysis of interaction design elements of
LOUIS VUITTON Media Facade

Media first harrods facade

Words -
A graphic representation
) of the storytelling of Yayoi
Visual Kusama's Polka Dot Art
using various colors
Running time lIt's artist KusamaA
collaboration with this,
. polka dot artwork with
Time :
17:00~21:00 polka dots, is constantly
moving to media art
content
Location The outer wall of the
- - 200-year—old Harrows
Space Knightsbridge, department store, famous
P London, England, for its landmarks in
Brompton Road, London, England, with 27
87-135 windows installed
Visual expression of Louis Vuitton's vision and energy
Interaction | with artistic and creative concepts to induce beauty
and sensual experiences

2) 773(Feel) #3

» Coca—cola “Times Square 3D robotic billboard”

F7-Eehe 8 WalE ElaFol 2 EjlaFo] W

9 9Ho] MAl Hzxe] 3D 23X HWRE=21 ‘3D Robotic
Billboard' & T53to] AFE BHA= viAR S Agsiick
alld PltjefspAkE= 1,760709] HE. ~ad o e A
a1 71ulE tjaFe o=, /P FHIF SHA 0 R $4o]
v JAAQ i Frl=e} Adtd EYE vt FXE T
H3oitt o] A28l LED 71&3 7]AlEste] ZA3E e
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Table 9. Analysis of interaction design elements of Coca-cola
Media Facade

Times Square 3D robotic billboard

Words Get Ready! / 3 2 1 / SHARE AN ICE COLD Coke
/ Share your moment in Times Square #shareacoke
“i| A 2D media that blends with
/| @ moving cube—shaped wall,
Visual a red color associated with
the symbol of Coca—Cola,
and a graphic representation
of carbonic acid
Running time Media exposure related to
) Coca—Cola brand in Times
Time
All time Squarq, center of the
entertainment industry
Location The exterior wall of 1,760
moving cube—shaped
Space Broadwayl, buildings in Times Square,
New York City, New York, which is the center
NY 10036 of the world's most floating
2 Times Square population
3D Robot Billboard Kinetic Media delivers emotional
Interaction value by inducing amazing experiences, joyful
feelings and intimacy with familiar brands

» Disney “Disney world Cinderella Castle”

20214, g2y e vis E22h SWE 9] v=y
dedA A 507dS 73] el Aldiher Aol
‘Happily Ever After’gh= o vlt]o] oAl = 3-8 A 18]
th dlg ZRlze Z2AE 1, EEE], dolA &t 2
¥ FeE, t=y ofjyelde] i 4 AHHES
o7 FAE 58 odatolt). ‘Happily Ever After’sf
= A vy ofjywoldo] Hahk= 3t o wAIA|
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It} o] HjojAl=E o] 7115 S 237 Jlof T
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Table 10. Analysis of interaction design elements of Disney
Media Facade

Disney world Cinderella Castle

Words -
Matching highlight scenes
and characters from Disney
Visual animation with Disneyost,
graphical representation
using various colors
Running time Media consisting of Disney
characters and highlight
Time scenes from animation runs
20:00~20:15 for 15 minutes every evening
from 8pm
Location The exterior wall of the
Space The United States, bluildinglwith the motif Of
Florida, Orlando, Disney Cinderella Castle in
Disney World Disney World
. A magical world inspires dreams in children and
Interaction o . :
nostalgia in adults, conveying emotional value

B 1. WAFHH o|C|o{ZpAt= QIEZAMC|RIR) QA7 A
Table 11. Analysis of interaction design elements of Nescafe
Media Facade

Dolce Gusto Art Collaboration

Words -
A graphic that depicts Stelia
products and coffee capsules
Visual designed to be inspired by
coffee drops and expresses
them in various colors
Running time Nescafe Dolce Gusto media
Time 19:00 / 20:00 art plays hourly with parallel
/21:00 / 22:00 AR experiences
Location

Seoul Square’s brown
ceramic facade near Seoul
Station includes an AR
experience zone

Space 416 Hangang—daero,
Jung—gu, Seoul,
Seoul Square

Engage with the brand’s design tech via media
facades, and experience its innovation through AR
and coffee tasting

Interaction

3) QIA(Think) 3

» Nescafe “Dolce Gusto Art Collaboration”

20169, vz7HlE HeATHL EATAE ~dEo}
(Stelia)' ¢} ‘=& (Drop)’ 2] =%+ Elx}‘ﬂ A= 7S 7]

Hate] A& et A&xFo] HUE QHd mtojuiil=

Fd=E AW At ‘The modern art of coffee’S T2

1278



gk o] TRAES= AlF HARle deiddt Bz Ve
S A1ZEREE nAlE ARl e g, An) whgol A Jrhe gk
e vl gt AvRles 2eEd 2y os Pt
SFlt. @2 ARl "o} AEI A & S
Aoz FHE FGE SAAEAR) AT} A7)
® o] QS BAo] Enkd g S8l 7P| AvE A
8325, ol8 AE YR wdshs FES AvHes
A BIE FES AE Aoz A A4 e o
& Azte] AT, 2 AW, wAl ojuA] S5 Fal B
o) Al ojux|e} 75 E stk fEdlel =
A A&l A 28E o] ARl HAE Yed) Bl

Folgat NS 5
57 S A4 UAQS BEFFoRM, nase] et
Q1% A=} 204 oful) FAol 71013k Aol

* SAMSUNG “Burj Khalifa Galaxy S9”

20184 AP AAE ofgtelnel= Fujold] A% A
AuF A% y22 Pejnt 9o Zofy vjolaeEg
Fa WA S9 B4 V9 Fa AS AN A%
REEREE TR
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= 7R ETRS, MBI, Biso] So Y 94 A9
2% Fo BYES 0L AR AAE vl st @7
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2B F3E B SUA
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Table 12. Analysis of interaction design elements of
SAMSUNG Media Facade

Burj Khalifa Galaxy S9
0123456789 / Galaxy S9 / The Camera. /

Words | eimagined. / Introducing the all new / SAMSUNG
A graphic that uses the blue
color representing Samsung

Visual to convey the new Galaxy S9

logo and the message the
brand wants to convey

Galaxy S9 logo graphics,
media art content, and
messages to be delivered
sequentially for 3 minutes

Running time

Time 2018.03.02.~03.03
(5 times in 2 days)

Location The exterior walls of glass
Dubai, aluminum curtain wall in the
Space | United Arab Emirates, media faoadg and exp'erienc.e
1 Sheikh Mohammed | Zone space installed in Burj
bin Rashid Blvd — Khalifa, the world's tallest
Downtown spire—shaped building
Experience Samsung’s technology through media
Interaction facades and product zones, offering surprise and

convenience

o|ClofoAt=2] MBS FEE ARSAL B HC|RIRl FE A Z4

o= AP H Hol FAe vy T2E
o). o] Al vl 714 ARE frEshe], 22
HlaE TUlR HAE WAAE Fos FA, AF 7
5o AR ARS Bal nAS Nsl BAEE 2304
2 o Ed 22 vicloshibe vhAY Al A8,

4) F=(Act) 73

* Heineken “Star can AR Visual Art”

20143, slo]dl#AS ‘New Can’ EAZ 7| dste] A&
A AE2Fo] g & mitjo]gAt=e} S A(AR)
S §3e Bl= AF 792121 Star Can AR Visual Art&
Atk s njtjo] el sto|dlAle] Bal= ZQl
a9, dE, 59 slolEet A 841, A, M 4 5
718184 sl o2 gste] AlZHA o ® AES YAE vF

2

¥ 13. sto[4|Zl o|C|o{ TALE QIE{AMC|RIRl R ARA
Table 13. Analysis of Interaction design elements of
Heineken Media Facade

Star can AR Visual Art

Words -
Geometric visual art using
Visual brand colors and symbols
like stars, cans, and lids
Running time Brown—tiled Seoul Square
Time 20:30 / 21:30 facade with adjacent AR
/ 22:30 / 23:30 experience zone
Location )
40-second AR media art
Space 416 Hangang-daero, using brand colors and
Jung-gu, Seoul, symbols in geometric forms
Seoul Square
Giant—scale, colorful digital media visual art,
Interaction | 3D augmented reality technology to induce interactive
interaction to experience new cans in advance

+ NIKE “RUN THE WORLD”

20184, Yol7)= A =L 243} Nike Epic React A2
g3, Adsto]l MIEZAIE]l| AX]E tiE A ur] o]t
285k QIEAE|E A3 7]l RUN THE WORLDE
3Ioitt. o] ZRAEE H AAl 1671504 TA] H7E
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Table 14. Analysis of interaction design elements of NIKE
Media Facade

RUN THE WORLD

Words WHAT MAKES THE WORLD GO ROUND?
RUNNING MAKES HE WORLD GO ROUND
A graphic that embodies the
shape of a rotating globe
Visual using colors representing the
earth on a 50—meter
spherical facade
Running time Globally shaped media
Ti content that spins faster as
ime ! |
Runner's runners run faster and spins
running time to the speed of running
Location The exterior wall of a large
Space China, Shanghai, Xu | 50—-meter spherical sculpture
Hui Qu, Xujiahi, 1111 installed in the Metro City
Metro City Plaza Building in Shanghai
) Participants engage with the brand through interactive
Interaction ) : L .
running, reflecting on their impact and lifestyle

5) #A(Relate) 3

» Mercedes—Benz “AMG SEOUL Brand Center”
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Table 15. Analysis of Interaction Design Elements of
Mercedes-Benz Media Facade

AMG SEOUL Brand Center

Words WE LIVE PERFORMANCE
/ THIS IS OUR LEGACY / OPEN / AMG
Images and graphics that
can express AMG are
Visual presented in a trendy way
- with collage techniques using
#WELIVEPERFORMANCE VariOUS COlOrS
Running time Media footage operated at
AMG SEOUL Brand opening ceremony of
Time Center Opening Mercedes Benz AMG SEOUL
Ceremony brand center projects for 1
(2021.09.06.) minute and 30 seconds
Location Lamela facade type building
Space 840 Eonju—ro, exterior wall made of
Gangnam-gu, Seoul | high—gloss stainless steel
Media facades announce the brand center launch,
Interaction fostering connection and belonging among AMG
owners and general customers
 KIA “2022 SEOUL LIGHT DDP”

7]o}l= ‘Movement that inspires’ |2l M2e &£=24
ofg BA=e] AT YRRl dEE Av|Ret T3]
g B¥E AP T3 9 v|o] HA] AgE HAEkS)
Tﬂr DDPellA] 7133+ Opposites United HA|= 7]0}2] ©]=}

Q1 ARl it g Feld IS FAIR g mirof
719 B4 AR, A5t AlEo]l AAEA] Feols B
St Bl= AT vRS dled Aoz Fou FEYE

F 16. 7|0} O|C|0{THALE QIE{AMC|X}Ol 2454
Table 16. Analysis of interaction design elements of KIA
Media Facade

2022 SEOUL LIGHT DDP

Words | Opposites United
‘Opposites United’” expresses
) creative fusion through
Visual

abstract graphics
symbolizing new creation.

Running time Seoul Light 2022 media
Time footage plays nightly for 13
20:30~20:43 minutes from 8:30 p.m.

Location It's about 222m long in front

Space Dongdaemun Design | ©f the DDP space the outer
Plaza, 281 Eulji-ro, |wall of a building on the west

Jung-gu, Seoul side

Media facades enhance brand experience by
conveying design philosophy and fostering cultural
connection and belonging

Interaction
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Table 17. An analysis of the relationship between brand
experience type and interaction design
components
Brand
experience
Interaction type | Sense Feel Think Act Relate
design
components
Words [ ]
Visual ([ J
Time [ ]
Space [ }
Interaction [ ]
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Table 18. Organize delivery value according to type of

experience
Type Communicative Delivery value
Communication that conveys aesthetic )
i Aesthetic
Sense beauty, such as brand image or
value
atmosphere
Feel Communication that shares feelings Emotional
and emotions value
Communication that appeal to
. consumers the advantages and Functional
Think X
convenience of technology—based value
products
Communication that interacts with _
; S Communicative
Act consumers in both directions and
X - value
influences their lifestyle
Communication that contributes to the
formation of socio—cultural . )
. . . Sociopathic
Relate relationships, stimulates a sense of
) . value
belonging and assimilation, and
pursues public interest values
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