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Abstract. This study investigates the evolution of brand equity models in
relationship with the notions of brand experience, experient-based marketing and
customer experience through a conceptual analysis methodology. In the
competitive marketplace of today, brand equity has become an important factor
in determining success and constitutes more than product quality with a focus on
emotional, sensory and cognitive responses that consumers have toward brands.
Immersion marketing Practices Immersive and interactive consumer
experiences are experiential, and facilitate emotional bond with consumers, such
practices help in enhancing brand equity. Brand experience refers to the
perceptions and reactions formed through direct and indirect contacts with a
brand, which has significant influence on customer loyalty and brand equity.
Customer experience, the sum of a customer’s interactions with a brand,
including everything from discovery to purchase through service and how they
tell others about the product or service is recognised as an important mediator
between branding experience and experiential marketing on brand equity. Based
on the frameworks of other authors, and while referring to Keller’s Customer-
Based Brand Equity (CBBE) theory as a conceptual prism, this paper has
developed an integrative framework that highlights the importance of generating
relevant experiences throughout all touchpoints. The findings offer both
academic and practical insights for businesses aiming to optimize their marketing
strategies and strengthen their brand equity in an increasingly dynamic
marketplace.

Keywords: Brand Equity, Brand Experience, Experiential Marketing, Customer
Experience, Customer-Based Brand Equity (CBBE), Brand Loyalty, Marketing
Strategy.

Introduction

The era of increasingly competitive globalization has made brand equity one of

the main indicators that determine the success of a brand in the market. Strong brand
equity not only increases consumer appeal but also provides significant added value by
helping businesses build long-term relationships with their customers [1] This
phenomenon is becoming increasingly relevant as consumers' expectations of their
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experience when talking to brands increase. Modern consumers judge products not only
by their quality, but also by their emotional, sensory and cognitive experiences during
the process of communication [2]

This phenomenon can be observed in real life at Pakuwon Mall, one of the
largest shopping malls in Yogyakarta, which is a competitive arena for various well-
known brands to build their equity through a memorable customer experience. Many
bars at Pakuwon Mall now not only focus on sales promotion or product displays, but
also create an immersive brand experience. For example, some fashion and food brands
present interactive space concepts, thematic decorations, and personalization services
designed to strengthen the brand image in the minds of consumers. In addition,
activities such as pop-up stores, collaborative art exhibitions, and lifestyle events
involving influencers also increase the emotional appeal to the brand.

However, the problem that arises is that there are still many companies that have
not maximized the potential of experiential marketing and brand experience to create
an immersive customer experience. In fact, experiential marketing has proven to be one
of the effective marketing strategies in building an emotional connection between
brands and customers [3]. Empirical studies, such as those carried out by [4] shows that
brand experience plays an important role in increasing brand equity. But research [5]
found different outcomes, i.e. Brand Experience did not have a significant impact on
Brand Equity. In addition, some previous studies have only focused on the direct
relationship between experiential marketing and brand experience with brand equity,
without paying attention to the mediating role of customer experience.

The customer experience, a brand’s multifaceted consumer touch points, is the
focal point to how effectively experiential marketing and brand experience builds
brand equity. Whenever companies deliver consistent, relevant and natural experiences
across channels brands will be perceived more favourably by consumers [6]. This not
only increases customer loyalty, but also strengthens the brand image in the market.
However, without a deep understanding of how experiential marketing and brand
experience can support each other through customer experience, companies risk
missing out on opportunities to optimize the potential of their marketing strategies.

Research gap This is the basis for conducting further studies to understand how
experiential marketing and brand experience can support each other through customer
experience to significantly increase brand equity. With the theory-based approach of
Customer-Based Brand Equity (CBBE) introduced by Keller, this research offers a new
scientific and practical contribution. This theory emphasizes that brand equity is built
through consumers' responses to brands, which are based on the experiences they gain
[7]. Thus, the model of this study not only clarifies the direct connection but
investigates the role of Customer Experience as mediating factor in experiential
marketing-brand experience and brand equity.

The CBBE theory-based model offers a holistic view and provides a framework
to better understand the relationship that exists among experiential marketing, brand
experience and customer experience. For instance, experiential marketing aims to
provide consumers with the unique and exciting experiences through activities which
engage senses, emotion and intellect. Otherwise, brand experience represents overall
impressions about the brand that consumers derive from various direct and indirect
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encounters with the brand. Combining these two aspects together, through the focal
point of customer experience, companies can cultivate a more unified and unforgettable
customer experience — one that also maximizes overall brand value.

Through this approach, this research seeks to answer the conceptual and
practical challenges in building sustainable brand equity. Thus, this research is not only
academically relevant, but also provides practical insights that can be applied by
companies in developing more effective marketing strategies. Companies can leverage
the results of this research to design more strategic experiential marketing programs,
manage brand experiences more effectively, and create superior customer experiences.

Moreover, this study also has significant managerial implications for brand
managers and marketers since it suggests the importance of carefully aligning
experiential marketing with both brand experience and customer experience. This
synergy can be implemented through common strategic actions that may include
integration of customer experience design, value based management on consumer touch
points and brand communication strategy in line with the company's values and
identity. In view of such conditions, the research findings provide academicians with
the necessary knowledge and guidelines for firms to effectively gain a competitive
edge in an emerging complex digital future.

In addition to these elements, organizations must continually take into account
evolving consumer wants and desires if they are to continue generating brand value
over time. This requires a readiness to be flexible in their approach to marketing for the
here and now, as well as one that considers long-term relationships of trust and loyalty.
"Companies with a more integrated, data-led approach to analytics can gain critical
insights into areas such as customer retention and uncover new opportunities for
competitive advantage." Thus, this investigation is an important contribution to
connecting theory and practice when developing resilient and contemporary brand
equity within a dynamic global context.

2 Literature Review

2.1 Customer-Based Brand Equity (CBBE)

Customer-Based Brand Equity Theory (CBBE) put forward by [8] emphasizing
that the strength of a brand lies in the consumer's response to marketing, which is
formed through the knowledge and associations of the brand stored in their memory. In
this context, brand experience is an important factor that includes sensory, affective,
intellectual, and behavioral dimensions, which affect consumer satisfaction and loyalty
[9]. In line with the CBBE framework, a positive consumer experience, whether
sourced from interactions with brands or from experience-based marketing strategies,
will strengthen brand equity through increased perceptions of quality, trust, and loyalty.
Thus, the relationships shown in this research model reflect the basic logic that effective
customer experience management can be the main bridge in building sustainable brand
equity.

2.2 Brand Experience

Brand Experience is a consumer perception when being in touch, both
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indirectly and directly with a brand. Brand Experience is a multidimensional construct
which covers the sensory, affective, cognitive and behavioural responses that engender
from their encounter with different brand stimuli (product design, visual identity,
package) while interacting with any of these five elements (marketing
communications,product design,layout of retail stores,environment if sales atmosphere
)[10]. The present research demonstrates that brand experience has a direct and indirect
effect on consumer satisfaction and loyalty by linking to brand personality.

Phenomenologically, the brand experience goes beyond relational usage and
encompasses the individual’s subjective feeling of what sense the brand is conveying
at various touch points both consciously and unconsciously [11]. Every contact
(advertising, product design and customer service) is helping create consumer
perception of the brand [10]. Hence, brand experience is an interpretative process in
that consumers derive the meaning and emotional attachment with the brand through
experiences.

More importantly, positive brand experience can enhance the level of perceived
brand authenticity that leads to greater levels of consumer loyalty in terms of repeat
purchase intention, word-of-mouth recommendations and price premium intentions.
Research from [12], indicating that the brand experience*s dimensions, particularly in
its sensory and intellectual dimension, significantly affect the consumers™ perceived
authenticity of a brand, and this subsequently mediates between consumer loyalty to
brand experience.

2.3  Experiential Marketing

Experiential marketing, also called engagement marketing, is the use of an event
to promote a product or service Experiential Marketing refers to actually using most
of the five senses being available in currently increasing multimedia channels. The
approach is to engineer emotional, physical and intellectual stimulus through
immersive sensory manipulation and tangible/active involvement in order to create
lasting positive enchantment and forge memorable connections between individuals
(particularly consumers) and brand identities [13]. Experiential marketing has been
found to enhance brand image and purchase intentions, by activating the emotional
engagement of consumers, as well as to generate spillover effects, which can reinforce
a good impression about the retailer or location where the experience occurs [13].

From a scientific point of view, experiential marketing is a paradigm shift from
traditional marketing which focuses on product’s characteristics and benefits to an
approach that reads consumption through cognitive, affective and behavioral
dimensions. In reality, this met [14]. Thus, experiential marketing not only creates fun
and memorable interactions, but also strengthens the brand image and encourages more
loyal and positive consumer behavior towards the products and services offered [14].

2.4  Customer Experience

Customer Experience (CX) is a holistic construct that consists of customer’s
cognitive, emotional, sensory, social and behavioral responses to stimuli as a result of
his or her diverse exposures to the brand over the course of their journey as consumers
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[15]. Customer experience is a customer's response to different touch-points that take
place before, during and after the purchase process from direct or indirect interactions
with the company[15] These perceptions are multidimensional and can be influenced
by customer expectation, service quality, and brand image [16].

But, on the other hand, the customer experience (CX) is way beyond a rational
or need and benefits driven behovior to a product, service relationship -- it includes
results of feelings and happenings with brands. All these encounters will add up to the
consumer attitude of your brand overall [16] stressing that customer experience
embraces the customer's non cognative and affective response to the stimulus
generated by the boycott of an organization offering, across the span of time Walk-
Through related to a goodservice proprosed by campaigns during campaignaire.

For today’s marketing, customer experience has become one of the most
important elements that affect customer loyalty and repurchase behaviors. This
customer journey is also an innovative factor that influences the satisfaction of
consumers with a company. It has been found that firms can achieve enhanced
customer engagement and operation efficiency as the result of continuous customer
experience (CE) design and improvement [15].

2.5 Brand Equity

Brand equity is a strategic concept and the added value that a brand confers to a
product or service, in the eyes of an organisation's customers and employees and other
stakeholders, as determined by its perception, loyalty and institutional
image/recognition. That is, a brand can represent an asset to the firm in long-term
perspective such as not only the functional quality of product but also values attached
on such as emotional and symbolic value in which all become sources of competitive
advantage [17]. Research by [17] also emphasizes the role that symbolic benefits of
brands will play with consumers and how closely they are associated with the more
tangible sensory expression and feelings of attachment on the part of consumers. This
bond represents the connection between brand and self-concept of the consumer,
which reinforces loyalty and commitment to the brand. Thus, brand equity is not only
formed from product quality, but also from the symbolic and emotional values felt by
consumers.

In addition, research by [18] Develop an identity-based brand equity model that
integrates internal and external perspectives. This model emphasizes that brand equity
is a significant intangible asset, which is made up of consumer perception and brand
trustworthiness. By following this route, businesses are able to better manage their
brand equity by having the company's values at play in all facets of the business and
social interactions between them and consumers [18]. Generally, brand equity as an
enduring asset is not just the functional characteristics of a product. It constitutes a
feeling and symbolic relationship existing between a brand and consumer, which is
derived from the experiences, identities, beliefs and values transmitted by the brand.
This broad-based view of brand equity helps companies develop a sustainable
competitive advantage in the marketplace..
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3 Methodology

This study uses a conceptual approach to clarify theoretical constructs and
develop new interpretations based on existing literature [19]. According to [20], a
systematic review assists in revealing research voids and developing models for
empirical study. The literature review is incorporated to meet the research aims,
enabling a better grasp of the connections between important concepts. The result of
this method is a framework to guide future empirical research. The purpose of this
framework is to answer a few important questions: (1) Does brand experience have a
significant positive effect on brand equity? (2) Does experiential marketing have a
significant positive effect on brand equity? (3) Does brand experience have a significant
positive effect on customer experience?(4) Does experiential marketing have a
significant positive effect on customer experience?(5)Does customer experience have
a significant positive effect on brand equity?

4. Results & Discussion

4.1 The Influence of Brand Experience on Brand Equity

Brand Experience refers to the series of emotional, cognitive, sensory, and
behavioral interactions that consumers feel during interaction with a brand [9]. [21]
defines Brand Experience as the consumer's internal subjective response to the stimuli
associated with the brand, including the brand's design, identity, packaging,
communication, and environment, which includes four main dimensions: sensory,
affective, intellectual, and behavioral.

In the context of modern marketing, brand experience is no longer only about
product quality, but also how elements such as packaging, advertising, after-sales
service, and brand storytelling can create a deep impression that increases brand value
in the eyes of consumers. Study [3] It shows that sensory brand experience and
consumer engagement directly and indirectly affect brand equity through cognitive,
emotional, and behavioral consumer brand engagement.

Furthermore, studies in the hospitality sector show that consumers' direct
interaction with services such as staff friendliness, physical environment, and service
personalization significantly increases the dimensions of brand awareness and loyalty,
which are key components of Brand Equity. Research [22] Found that brand experience
has a strong influence on brand personality, brand satisfaction, and brand loyalty.

Within a methodological framework, this study will use a quantitative design
with a cross-sectional survey, measuring Brand Experience through an adaptation scale
[22] and Brand Equity through Keller's CBBE scale. Regression analysis will test the
strength of Brand Experience's influence on Brand Equity. It is hoped that the results
of the study show a positive and significant influence between Brand Experience and
Brand Equity, thus emphasizing the importance of investing in brand experience
elements to build sustainable brand equity.
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4.2  The Influence of Experiential Marketing on Brand Equity

Experiential Marketing emphasizes the creation of a "moment of truth" where
consumers are not just spectators, but rather obey Feel brand value through interactive
activities, events, or immersive campaigns [23]. This approach focuses on emotional
engagement and experience personalization as a brand differentiation strategy.
Research results [24] It shows that the five dimensions of experiential marketing sense,
feel, think, act, and relate can simultaneously increase experiential value, which further
contributes to consumers' willingness to pay price premiums and brand advocacy.

In addition, the research [25] At tourism destination events, it was found that
positive evaluations of experiential marketing events indirectly increased word-of-
mouth, which is known as one of the main drivers of Brand Equity in the competitive
market. In addition to encouraging emotional engagement, experiential marketing also
plays an important role in shaping cognitive and affective perceptions of brands [26].
When consumers actively engage in strategically designed experiences, such as
interactive product launches, immersive brand events, or campaigns that involve public
participation, they tend to form stronger psychological ties with the brand. This bond
not only increases loyalty, but also strengthens the dimension of brand association and
perception of quality two crucial elements in the Customer-Based Brand Equity
(CBBE) framework developed by Keller. Thus, experiential marketing not only creates
pleasant memories, but also affects the cognitive and affective dimensions that are the
foundation of brand equity.

This approach is even more timely in the digital era with customers demanding
relevant, personal, and meaningful experiences. Recent studies [27] indicate that
personalization of experiential marketing activities, for example using augmented
reality (AR) technology and consumergenerated data in interactions, has an important
influence on customer engagement and experience value. This is relevant for raising
repeat purchase intention, brand advocacy and the perception of brand supremacy over
rivals. Thus, experiential marketing is the strategic marketing response to manage and
leverage for both enhancing consumers' experienced value and brand equity..

4.3  The Influence of Brand Experience on Customer Experience

Brand Experience not only impacts brand perception, but also affects the overall
Customer Experience (CX) [28]. As consumers experience a strong brand experience,
their expectations for subsequent interactions with the company will rise to a higher
level [29]. This creates a new standard in consumer relationships with brands that drive
deeper loyalty and engagement. In recent studies [30], it was found that the hedonic
and ethical dimensions of Brand Experience are able to increase consumer motivation
to actively participate and interact in the company's digital channels. These interactions
enrich the overall Customer Experience and help companies build more personalized
and relevant relationships with their customers.

Furthermore, research on personalized touchpoints confirms that personalized
brand experiences, such as artificial intelligence (Al)-based product recommendations,
are able to strengthen the cognitive and emotional aspects of Customer Experience [31],
[32]. This approach creates a smoother and more satisfying customer journey, which
ultimately strengthens Brand Equity [33]. It is hoped that the results of the study show
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a positive and significant influence between Brand Experience and Customer
Experience quality, thus emphasizing the importance of brands designing consistent
experiences at every touchpoint. This approach is essential for building a cohesive
brand experience and strengthening customer loyalty in the long run.

4.4  The Influence of Experiential Marketing on Customer Experience

Experiential Marketing, through the concept of S—O-R (Stimulus—Organism—
Response), emphasizes the stimulation of consumers' senses and emotions to create
deep cognitive and affective responses [34]. It is believed to shape consumer
perceptions and attitudes before, during, and after interactions with brands. Experiential
framework-based S—O-R research found that stimuli in the form of visual, audio, and
tactile elements in marketing activation significantly affect the organism (internal state)
of consumers, which has an impact on Customer Experience and offline store
satisfaction [35].

A recent meta-analysis study shows that experiential motivation and customer
engagement in experiential marketing events significantly improve the emotional and
social dimensions of Customer Experience (CX). Research [36] It found that
consumers' participation in experiential marketing activities, such as pop-up stores,
strengthens their emotional and social engagement with brands, which in turn increases
brand loyalty. This shows that a well-designed experience can form a deeper connection
between consumers and brands.

Further, the research [37] asserts that experience marketing not only affects
customer satisfaction but also has a direct positive impact on customer loyalty. In their
study, it was found that the combination of experience marketing and service quality
significantly increases customer loyalty. This shows that an experiential-focused
marketing approach can be an effective strategy for building long-term relationships
with customers [37].

In addition, the research [38] shows that experiential marketing has a positive
and significant influence on customer loyalty, both directly and through the mediation
of customer satisfaction. The study highlights the importance of creating a satisfying
experience for customers as a strategic step in increasing their loyalty. As such,
companies need to consider integrating experience elements in their marketing
strategies to achieve optimal results.

Based on these findings, it is expected that experience marketing significantly
enriches Customer Experience, especially in affective and social aspects that cannot be
measured transactionally alone. Therefore, organizations need to design marketing
campaigns that are immersive, interactive, and based on consumer active participation.
This effort will not only increase customer satisfaction, but also strengthen the brand's
position in the minds of consumers. Strategically designed experiences at each
touchpoint will foster more lasting emotional loyalty than loyalty formed by rational
incentives alone.

4.5  The Influence of Customer Experience on Brand Equity

Customer Experience (CX) encompasses the totality of consumer perceptions
and responses to every interaction with a company, whether pre, during, or post-
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purchase [39]. CX involves rational (informative), emotional, social, and physical
aspects that together shape the value that consumers perceive [40]. Recent research in
the hospitality industry has found that service performance and personalization of
communication directly increase Customer-Based Brand Equity, especially through
increased brand awareness and perceived quality [41].

Further [42] shows that company visibility and consumer digital engagement
have a mediating effect on the relationship between CX and Brand Equity, where a
satisfactory customer experience strengthens the perception of brand equity. The
expected results show that Customer Experience contributes significantly to the
formation of Brand Equity [43]. This shows that a positive customer experience not
only improves brand perception, but also strengthens the brand's position in the market.
Thus, efforts to improve the quality of customer experience are a long-term investment
that is critical to the sustainability and growth of the brand. Companies that focus on
managing Customer Experience effectively have the opportunity to build loyalty and
sustainable brand value.

Brand
Experience

H1

Brand
Equity

Customer
Experience

H5

H4

Experiential H2

Marketing

Fig. 1. Conceptual framework

The framework of this study describes the relationship between brand experience,
experiential marketing, customer experience, and brand equity. Conceptually, brand
experience and experiential marketing play a role as the main factors that influence the
formation of customer experience (H3 and H4). The customer experience that is formed
then becomes an important mediation in strengthening brand equity (HS), which
reflects the value of the brand in the eyes of consumers. In addition, brand experience
and experiential marketing also have a direct influence on brand equity (H1 and H2),
which shows that brand experience and experiential marketing strategies not only create
emotional interactions with customers, but also increase the perception of value and
loyalty to the brand as a whole. Thus, this model emphasizes the importance of
customer experience as a strategic bridge between marketing activities and brand
strength building.
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5 Conclusion

This conceptual analysis emphasizes the significant role of brand experience,
experiential marketing, and customer experience in shaping and enhancing brand
equity. Through the theoretical framework of Keller's Customer-Based Brand Equity
(CBBE), the study illustrates how brand experiences and experiential marketing can
directly and indirectly influence brand perception, consumer loyalty, and overall brand
value. The mediation of customer experience is highlighted as a crucial factor in
optimizing these relationships. By effectively managing these elements, brands can
create meaningful connections with consumers, thereby building stronger, more
sustainable brand equity. The research also offers valuable implications for businesses,
suggesting that integrating experiential marketing strategies with a holistic approach to
customer experience can provide a competitive edge in the modern, experience-driven
market. Ultimately, companies that invest in these strategic areas are likely to foster
long-term consumer loyalty and achieve sustained growth in their brand value.
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