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1998 3 28

UCC

12%



( 2001)

2000 2 1
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coffee tasting
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B. H. Schmitt (1999). Experiential marketing. New
York: The Free Press, 13.
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B. H. Schmitt (1999). Experiential marketing.
New Y ork: The Free Press, 26.
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(content analysis)
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(
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Q14
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Q16

Q17
Q18
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Q4
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Q8
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2002 3

3-1
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18

13
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3/27
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3/30

4/3

4/6

4/6
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4/8

4/8

4/9

4/9

4/10

4/10

4/10

4/13

4/13
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(statistical package for the social science)

30 30 15
20-29  60% 30-39  30%
6.7% 20 3.3%
26.7% 23.3%
33.3% 13.3% 4-1
30-39
4-1
15 50
15 50
30 100.0
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20 1 3.3
20 -29 18 60.0
30 -39 30.0
40 -49 6.7
50 0
30 100.0

() 0 0
() 6.7
26.7

0.0

13 433

7 233

30 100.0

1 36.7

3.3

2 6.7

10 333

0

0

6.7

4 13.3

30 100
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Kassarjian (1977)
(appropriate unit of analysis)
(content analysis)

(A and B) 26
830 4-2
A B
225 605
42 26
Q1 2 0 2
Q2 41 39
Q3 28 11 17
Q4 26 10 16
Q5 36 28
Q6 41 32
Q7 33 29
Q8 41 11 30
Q9 40 11 29
Q10 42 14 28
Q11 31 11 20
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Q26 17 4 13

830 225 605




(Kassarjian, 1977)

Schmitt (1999)
Schmitt (1999)
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1 2.
( ) 3. 4
5 6. 7
9
6 1 2. 3
4 5, 6 6
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) ( )
6 1 (
) 2 3. ( ) 4
(
) 6. (
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1. (surprise
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2.

(intrigue

) 3.
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28 ( 93.3%) 2
6.7%) 4-3
4-3
28 93.3%
2 2 6.7%
20%
15.1%
13.3%
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(D02)
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