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Abstract

In a mature market like recent Japanese economy, “experiential marketing” has received
attention. In this paper, we investigate concepts and frameworks of experiential marketing for the
purpose of understating of SEMs that Schmitt presents. The result shows that the five modules of
SEMs are based on cognitive science frameworks, “modularity of the mind” and “embodied cognition.”
The modules of SEMs are types of customer experiences, not types of values. These understandings
of SEMs help us effectively use SEMs as a tool of marketing efforts.
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Experiences are private events that occur in response to some stimulation (e.g., as provided by

marketing efforts before and after purchase). (Schmitt 1999, p.60)
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