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Abstract.

While countries have taken 18 -115 years to transition from “aging” to “aged” society,
Thailand is taking only 20 years, the fastest and earliest developing country to become an aged
society. The signal is that the aging population is expected to grow a significant role in the
marketing communications academic and the associated business sector. However, problems
related to brand communication still occur with the elderly consumer, so the brand experience
communication is important for building emotional bonds to creating a strong brand attachment
between elderly consumers and brands. The purpose of this study is to the understanding of
concepts related to the brand experience. To be used as a part to study Brand Experience
Communication of the Elderly in Thailand. The study uses a qualitative research methodology.
Through documentary research and synthesize 21 related research paper from 2103 to 2018.
Results have shown that Experience is going on when consumers search for a product, buy and
use the service. The consumer experience can be divided into 1) Product experience, such as in
the automotive industry, luxury goods. 2) Consumption experiences such as visits to museums
and travel. 3) Experiencing touches with various stimuli related to brands, such as special
events, product placement and 4) Shopping experience and service, such as library services,
The hotel industry respectively. In summary, the brand experience can occur in many
dimensions. It can happen throughout the Customer Journey.
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1. Introduction

Thailand and the aged society

Thailand is expected that this year (2019) will be the first time that the number of elderly
people (60 years of age or older) will be greater than the population of children (under 15 years)
and are entering the aged society in the year 2024 - 2025. The rapid change in population
structure affecting the challenges in determining the direction to develop various countries.
Whether it is the development of competition and economic growth, Urban development for the
quality of life of the population, Health and medical development, Financial Planning and
including the exchange of knowledge of the population of all ages for the development of skills
and adapt to the changes that are the situation.

The United Nations (UN) states that during the years 2001 - 2100 will be the decade of the
elderly which each country enters the aging society varies according to the environment of each
place, such as economic growth medical development and food nutrition (Department of Older
Persons, 2015; Chutarat Sangthong, 2017; Sukhothai Thammathirat Open University, n.d.) said
that access to this increasingly aging society affects the quality of life of the population as a
whole and is an important social phenomenon that all sectors need to prepare for urgent
response.

In addition, Thailand is also the first country. In Southeast Asia that enters the elderly society,
there is an opportunity to develop new products and services to support the aging society.
Therefore, when neighboring countries step into the elderly society demand for products and
services that have been developed to be able to generate revenue for the country (TDRI, 2019).
Including changing the marketing paradigm aimed at consumers today marketing
communicators at both academic and professional levels must keep up with changes and can
develop knowledge for marketing communication or brand communication to be able to create
and manage the brand effectively at the same time.

The study of the elderly

Over the past several years, the research strategy for the elderly and age society (2013 - 2016)
in Thailand has received more serious attention. However, research is aimed at medical, public
health, economy, wisdom society, the elderly products, designing a building that is conducive
to the elderly and creating a model for caring for the elderly in various areas. Which has not
identified the importance of research studies in various aspects of communication will be the
bridge of connects in the development of knowledge, create understanding to make a
relationship, create some attitudes or behavioral changes between the elderly and all sectors in
society.

By surveying the elderly population in Thailand from the National Statistical Office (2014)
found that the majority of the elderly in Thailand are in the early age (60 - 69 years) to 56
percent of all elderly, middle age (age 70 - 79 years), 30 percent and ages Late (age 80 years
and over) 14 percent, respectively. And the survey of educational status of the elderly from the
census and the elderly survey in Thailand also shows that the older generation has higher
education and the elderly will live a long time and opportunity to live longer in society.
Therefore, the reason that the elderly themselves need to be aware of the rapidly changing world
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and deserve to be educated skills development in various fields (Innovation and Creativity
Administration Office, 2013) and the promotion of quality of life in all aspects continuously
throughout life.

When studying the spending behavior of the elderly in the past by the Office of Small and
Medium Enterprises Promotion (OSMEP) (2014), it was found that the expenses of the elderly
are divided into two major groups: 1) health expenses and 2) recreation expenses. Because the
elderly today have an attitude towards giving priority to living a better life both physically and
mentally. Affecting the expansion of products and services for the elderly (OKMD, 2015). The
elderly behavior in each age group has different characteristics. Development in various fields
in order to meet the needs of elderly consumers in each group, it is a factor that every sector
must pay much attention (Kasikorn Research Center, 2017).

The elderly consumer group has become a larger and more attractive marketing target. The
study of the elderly consumers deeply to find various aspects related to the brand experience
perspective to lead to the development of effective marketing communication in the context of
different elderly appropriately and developed in parallel with social development as well as the
development of various forms of products and services for the elderly in Thai society is
therefore interesting.

Marketing communication with the elderly

At present, consumers have many choices and are more skilled in receiving information.
From using modern technology not even the elderly who are ready to search and investigate
products and services that what they need. With the opportunity to change their mind to support
a brand that can meet more needs. Brand management with a standpoint and different from
other competitors is an important strategy in business operations. Especially "Creating a brand
experience™" that attracts consumers when receiving positive experiences, resulting in an
emotional bond and an attentive attitude including creating and maintaining a strong
relationship between the consumer and the brand as well as creating brand loyalty in the future.

From the study of the origin of the brand experience, it was found that there was a connection
with the brand communication. Creating a brand experience is one strategy that has been
developed from the concept of integrated marketing communication as well. Which is often
related to the subject of the communication and marketing communication channels in various
forms including understanding consumer behavior in order to increase the ability to reach
consumers in new contexts and the communication that occurs is all about communicating and
presenting content about the brand that is meaningful to all consumers or recipients.

The study of the process of creating emotional relationships among consumers towards the
brand both brand awareness and obtaining information from the brand, respect, friendship, trust,
and brand loyalty to search and develop branded communication experiences. Especially in the
elderly consumer group which has become an important target market (Kasikorn Research
Center, 2018) and growing into the largest market in the future therefore being a source of
attention to educators and trying to integrate marketing communication knowledge and various
knowledge. That will create useful knowledge with consistency and efficiency to be applied.
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2. Brand Experience Concept

Now, the building brand experience comes to it's important to realize the one size doesn't fit
all. Every organization and brand are unique, so the process of building brand experience cannot
be expressed through a universal law (Darren Coleman, 2018) and consumers have more
specific segmentation. The purpose of this study is to the understanding of concepts related to
the brand experience. To be used as a part to study “Brand Experience Communication of the
Elderly” in Thailand.

Methods and Data Collection

My analysis is based on a qualitative study with document analysis method. The study
process is conducted by reviewing concepts, theories, and literature related to the brand
experience. The search strategy in the EBSCOhost database, which is a study published through
academic journals that have been certified before publication related to branding (Marketing)
and appearing in the database between 2013 — 2018. Search terms used in the Business source
complete and Communication and Mass Media complete databases, including "(brand and
experience)", together with various documents or publications associated.

Study Selection

The researcher selects the relevant research from the Title, Abstract and then selects the
original article (Full text) with the criteria for selecting the research that clearly indicates the
importance. Following the Experiential Marketing concept for the development of branding in
a variety of contexts. There is a total of 63 items and there are articles that have passed the
selection criteria to be reviewed for 21 articles which will be analyzed with various documents
or publications associated.

Data Collection and Data Analysis

The researcher analyzes the content to be consistent with the issues to be studied in order to
understand the brand experience concepts and will be used as a guideline for creating further
study instruments. The analysis of the data is based on the main points found in the data obtained
from the study of the documents. From there, various issues were considered to be divided into
sub-issues. And presenting data analysis results.

Results and Discussion

The study of brand experience comes from a combination of concepts from a variety of
fields. Whether it is marketing psychology, philosophy, and management, which has received
more and more attention in marketing education (branding) because the study shows that the
brand experience is an important strategy for building long-term relationships with consumers
(Khan & Rahman, 2015). It also reflects the essence of brand management from a different
perspective than in the past. Which means that the brand recognizes the interesting experience
to consumers in every opportunity that consumers will interact with the brand. With reasons
from Nowadays, consumers simply don't want products and services that are qualified or
valuable to meet their needs but there is an expectation that the brand will be able to make a
difference, stimulate and attract attention by creating a sense of sincerity within the mind
(Schmitt, 2009).
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Khan & Rahman (2015) argues that brand education and experience are largely based on the
"Perception” of people who have the goal of understanding consumers or their target customers.
That is specific and there is depth in the mind as well as being suitable for the study context to
lead to the creation of brand management strategies create and communicate brand experience
effectively. This shows that in accordance with the results of the study, it was found that the
most published academic articles were selected using the highest qualitative method of study.
Because it is a method of research that is appropriate for in-depth study of feelings experiences
and situations that must be analyzed, interpreted according to the context or in particular cases
before leading to studies that can create generalized conclusions. Although in the later stages of
education efforts to find a concrete brand experience and can be measured even more since the
study to find dimension and measure of the brand experience by Brakus and research team in
2009. Therefore, the results of the study found various issues and important to create
understanding about the brand experience concept as follows.

Brand Experience dimension

From reviewing the concept of brand experience related to brands and consumers, it is found
that in many academic studies, there are different or similar experiences. Whether it is the study
of Brakus et al (2009), Gentile et al (2007), Schmitt (1999), Pine and Gilmore (1999) and is
used as a concept in the study of academics to test, search and extend the knowledge related to
many brands. When finding that consumers today are willing to pay or invest in order to acquire
"Experience of happiness" rather than just making a purchase for a reasonable price and product
attributes (Brakus et al., 2009; Schmitt, 2009). Especially the happiness from the experience
that consumers receive with others often connect relationships, memories, and feelings to those
who share experiences longer than the memories that have on things.

The basic concept related to this experience has been used to drive the "Experience
Economy”. By Joseph B.Pine and Jame H. Gilmore (1998) said that businesses need to create
things that can transform into memories for consumers. That memory will become a product in
another form called 'experience’ and this experience must be a structure because it must be a
real thing from the presentation through products and services, no matter when the opportunity
to connect with consumers in a private and memorable manner. Something that organizations
and brands must step into this change in order to create value for their brand sustainably.
Therefore, the brand experience dimension will consist of 5 important dimensions including:

1. Sense Experience

The sensory experience involves creating the brand experience by stimulating consumer
awareness through senses, including vision, exposure, hearing, taste, and smell. It can lead to
an immersive and exciting experience (Schmitt, 1999). This dimension is accepted in the
concept of Brakus et al (2009), Gentile et al (2007), Holbrook and Hirschman (1982) and Pine
and Gilmore (1999). Examples of brand experience through senses such as decoration and
atmosphere creation (sound, light, temperature, smell), product variety, both appearance, source
and raw materials used in production facilities, cleanliness, etc. (Chen & Haley, 2014; Cho et
al., 2015; Dennis et al., 2013; Ditoiu et al., 2014; Donlan & Crowther, 2014; Granot et al., 2013;
Lazzi et al., 2016; Lee et al., 2015; Manthiou et al., 2016; Singh & Ovsak, 2013; Shieh & Lai,
2017; Tsui-Yii Shin, 2015).

2. Feel Experience
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The feel experience is a combination of both emotional and emotional experiences of
consumers. A dimension of brand experience that can be buttoned or stimulated by emotions
and positively affects the brand's connection (Schmitt, 1999). This emotional response of
consumers is an important component of the consumption experience (Gentile et al., 2007,
Holbrook & Hirschman, 1982; Pine and Gilmore, 1999). Whether it is an impression feeling
happy about joining, using the service or using the product. Feelings that have received great
attention from the staff or brand employees. A distinct form of product and service type, place
decoration, employee uniform as well as being a reliable professional which affects consumer
brand identity (Bhandari, 2016; Cho et al., 2015; Dennis et al., 2013; Donlan & Crowther, 2014;
Furey et ai., 2014; Lee et al., 2015; Manhas & Dogra, 2013; Manthiou et al., 2016; Pillai &
George, 2015; Rahman et al., 2015; Rahman, 2014; Sahin et al., 2013; Singh & Ovsak, 2013;
Shieh & Lai, 2017; Taillard et al., 2014; Tsui-Yii Shin, 2015).

3. Intellectual Experience

The idea or cognitive experience is to create a brand experience by attracting the attention
of the consumer's intelligence into an experience that consists of creativity and imagination
(Brakus et al., 2009; Holt, 1995; Schmitt, 1999); As well as stimulating curiosity for consumers.
Which the brand experience in this dimension results in more consumer participation in creating
a memorable experience and developing a relationship between the consumer and the brand
(Hoch, 2002) such as responding to consumer needs, the ability to provide details and advice
on products and services, safety standards, the brand has skilled and professional personnel.
Including the products and services that are of value suitable for the price, etc. (Dennis et al.,
2013; Furey et ai., 2014; Lazzi et al., 2016; Manthiou et al., 2016; Pillai & George, 2015;
Rahman et al., 2015; Sahin et al., 2013; Singh & Ovsak, 2013; Shieh & Lai, 2017; Tsui-Yii
Shin, 2015).

4. Act Experience

The action experience focuses on the brand experience that occurs with consumers in a
physical way. Therefore, creating activities in various ways Therefore is an important tool in
attracting consumers. Due to the experience, entertainment and fun can create interest for
consumers who want to escape from the truth (Pine & Gilmore, 1999) and consistent with the
study of Dubé and Lebel’s (2003) about the happiness structure that emphasizes the physical
experience that can make people feel happy. The experience of action, able to respond to the
needs of consumers' activities there are forms of products and services that are consistent with
the lifestyle of consumers. The experience of this brand resulting from this action has an effect
on the repurchase (Chen & Haley, 2014; Donlan & Crowther, 2014; Lee et al., 2015; Manthiou
et al., 2016; Sahin, 2013; Shieh & Lai, 2017).

5. Relate Experience
Relate experiences can occur when consumers connect with others through social
experiences. From the desire to develop themselves so that others perceive self positive
(Schmitt, 1999). The value that consumers will receive in the sense of Holt (1995) is called the
Social World, which can be described as being a pleasure to interact with others (Dubé and
Lebel ', 2003; Gentile et al., 2007). In addition, the brand experience in the relevant experience
dimension is also related to the brand, service type. Because it can help predict consumer
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satisfaction and loyalty (Nysveen et al., 2012), as well as brand experience from this relevant
experience, will result in consumers telling the experience gained from the product and services
recommend to others (Furey et ai., 2014; Granot et al., 2013; Lazzi et al., 2016; Manhas &
Dogra, 2013; Rahman, 2014; Rahman et al., 2015; Sahin., 2013; Shieh & Lai, 2017).

When consumers experience the brand experience, it will cause "Spark by brand™ that occurs
within the consumer's mind and directly affects the brand interaction (Brakus et al., 2009).
Although the brand experience is the same that does not mean that every consumer will feel or
respond to the brand in the same way. In each consumer have different feelings because
resulting in consumers having expressions of feelings, opinions, and behaviors different from
the brands. Somethings related to that experience are subjective. Qualitative method for study
in consumer for a niche market is very interesting.

The Brand Experience Effective

Brand experience communication that consistent brand communication objectives by
communicating through different experience dimensions able to create communication
effectiveness and affect different consumers as follows:

Table 1: The Brand Experience Effective

Origin of brand experience Advantage from the brand experience

Brand association through the introduction of new
brand experiences by allowing consumers to
participate through specific activities. An opportunity
for the brand to be able to communicate. The brand to
create awareness, increase sales for the brand and
create experiences for consumers to be impressed with
the brand for a long time.

Event Marketing
(Donlan & Croether, 2014; Lee et al., 2015)

Allowing consumers to experience brand identity in
every period of time when dealing with the brand,
especially the 'point of sale', that many studies believe
is a brand contact point. The most effective this brand
contact point affects behavior, purchase intention,
attitude, trust, the satisfaction that consumers have on
the brand.

Communication that can connect brand characteristics
when consumers contact the brand through a simple
brand touch point from brand names, purchase orders,
application forms, tax invoices or other things. That is
used to communicate with consumers that cause
branding during the purchase process or interaction
between all services and has a huge impact on
satisfaction to the loyalty of consumers towards the
brand.

Brand Contact

(Bhandari & Saakshi, 2016; Chen & Haley,
2014; Cho et al., 2015; Manhas et al., 2013;
Manthiou et al., 2016; Pallai & George,2015;
Rahman et al., 2015; Sigh & Amber, 2013;
Taillard et al., 2014)

Brand-relate Stimuli

(Cho et al., 2015; Furey et al., 2014; Lazzi et
al., 2016; Mahabubur, 2014; Rahman &
TsuiYii Shin, 2015; Shieh & Lai, 2017)
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The communication pattern of this brand experience is
more prominent and popular. Because the results from
stories that draw attention to consumers through
stories will bring knowledge and affect the minds of
consumers in a positive way. Storytelling makes
people obsessed and easily recognize the brand, as
well as the experience that occurs with consumers will
create a connection to the relationship that occurs with
the brand as well.

Storytelling
(Granot et al., 2013)

Word of Mouth The brand experience caused by WOM has a positive

(Rahman et al., 2015; Sahin et al., 2013; impact on the emotional reactions of consumers. And

Taillard et al., 2014) this recognition will be a key driver to authenticity
and trust.

Source: Literature Review by Author

In addition, in many studies (Bhandari & Saakshi, 2016; Chen and Haley, 2014; Taillard et
al., 2014) shows the benefits of creating an online brand experience that is believed to increase
the effectiveness of awareness. And affect the trust in the brand that is an important factor in
creating consumer engagement with the brand. Moreover, In the context of social media,
participation in connecting the real world to consumers and influencing the real world of current
marketing two-way control and interactive communication via social networks creates a more
positive experience. Influence the quality of the relationship between the brand and the
consumer as well as a tool that supports other marketing communication strategies to be more
effective as well.

This study shows that consumption of products, services and purchasing experience all of
this combined is a brand experience. Which can be said "Brand experience" is closely linked to
consumer journeys and will have a huge impact on consumer behavior (Brakus et al., 2009;
Hoolbrook, 2000; Pine & Gilmore, 1998; Schmitt, 1999). The key issues in linking to the brand
experience are consistent with Bernd H.Schmitt (2003) guidelines covering all three aspects:

1) The Product Experience

The product is the main focal for the customer experience. Because this product will first
indicate the important features of the product. However, having a high level of usage is not
enough to support brand decisions or attracting attention from consumers. Therefore, the
experience that consumers will receive along with the product or service will result in
impressive consumer experience with the brand.

2) The Look and Feel

Various looks and feelings around the product also known as the brand identity is another
important aspect of the brand experience. Consumers do not want to recognize just the features
of the product anymore. And looking at the product overview since the brand name, various
symbols, packaging. And many other buying channels whether it is a store, point of sale, or
even on the internet. The importance of the look and feel that creates this brand experience
shows that the brand can offer various experiences. Can be anywhere that can reach consumers.
3) Experiential Communications

This experiential communication is based on a paradigm in the context that is relevant to
the customer. That is creating the appropriate communication model that is primarily based on
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consumer needs and specific forms of communication are often combined with other marketing
communication tools to increase the effectiveness of brand experience communication.

Figure 1: The Three key aspects of the Brand Experience

The Look and Feel

The Product Experiential
Experience Communications

\ /
—

Source: Customer Experience Management. (Schmitt, 2003).

From these three key aspects, it shows that the brand experience is one of the strategies of
brand communication that emphasizes access from direct interaction with consumers through
emotion-related elements to create good memories. By specifying the source or method of
creating important brand experiences through communication both offline and online. The
effectiveness of the brand experience will create the impression and satisfaction that consumers
have towards the brand to the brand loyalty as well as reflecting the identity and personality of
consumers as well.

In the study of Sopark Panichpapiboon (2014), it was stated that the key factors that can
strengthen the brand depend on the linking of what the brand communicates with consumers.
And consumers feel that they are important or related to themselves. Therefore, the brand
experience for good brand communication should be chosen to connect to what consumers
desire (Desirability), as well as the brand that will be successful, must be able to differentiate
connected which will result in consumers deciding that brand (Keller, 2008).

3. Conclusion

The results of this study show that the key issues that should be studied first are "consumers"
because this subjective or individual study will lead to findings that are more specific to the
group. Each consumer group has its own unique characteristics thus research to find the brand
experience communication of the elderly will be consistent with the experiential marketing
communication strategy based on the perception of the target consumer (Schmitt, 1999). In
order to determine the approach and strategies for communicating brand experiences through
various marketing communication tools as well as the design of events and environments. That
inspires and increase feelings various sensory experiences with efficiency.
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The experience that passes the dimension, brand experience in various forms. Is a process
that can create value between brands and consumers and that experience depends on the
individual consumer. Hulten (2011) said that the sensory-related brand experience should be
developed However, that experience is a complex phenomenon and needs to be explained from
many perspectives through a holistic approach.

The aim of two important brand experience concepts: Consumer Satisfaction and Brand
Loyalty from a literature review related to Khan and Rahman's brand experience (2015) Study
the direction and development of brand experience concepts shows that it is consistent with that
Drucker (1954) mentioned in The Practice of Management book, "There is only one purpose of
a business: to create a customer.”. Similar to the marketing objectives, the key is to create a
valuable experience for consumers. And being a good business will affect consumers' feelings
to the level of "Loyalty" and ready to continue to support the brand of the business even when
paying higher prices.

This study will lead to a study of additional literature review to design the conceptual
framework for research and design the research methodology that is appropriate for the context
in which the study will continue. By defining the meaning of "Brand experience
communication”: the means of brand communication that is based on the experience of the
sensory perceptions, feelings, cognition, actions that consumers can participate in on their own,
and experience in the consumer social interaction.

Brand, is the leader of various experiences meaningful to consumers in any way allowing
consumers to experience the identity of the brand at the same time, whether it is branding,
packaging, environment, and communication through various throughout the journey of
consumers both directly and indirectly. Starting from the process before making a purchase
buying decision and after purchasing or using products and services. Brand Experience
Communication has an important objective to allow consumers to interact with the brand and
respond to the brand in a positive direction.
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