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ABSTRACT 
 

 Purpose: Building and sustaining consumer-brand relationships have become the center 

of focus for organizations around the world. Traditional marketing has laid great 

importance in building such relationships however the role of brand experience and brand 

identification in building consumer-brand relationships have not been addressed 

thoroughly. This study was conducted to examine how the different elements of brand 

experience influence in building consumer brand relationship through the mediating role of 

brand identification between brand experience and consumer brand relationship 

dimensions.  
 

 Design/Methodology/Approach: Primary data was collected in three months’ time 

through surveys from regular gym goers of Lahore, Pakistan resulting in 100 valid usable 

responses which were later used for PLS-SEM analysis.  
 

 Findings: The findings revealed that brand experience dimensions significantly 

impact the consumer brand relationship dimensions (satisfaction, loyalty & trust) the 

findings also revealed that brand experience positively influences brand identification. 

Brand identification emerged as a mediator between the elements of brand experience 

and consumer brand relationship dimensions revealing that brand identification has a 

positive effect on consumer brand relationship.  
 

 Originality/Value: This research adds to the existing work of brand experience and 

consumer brand relationship through the mediating effect of brand identification.  
 

 Practical Implications: This research comes with its valuable practical implications 

for the management, and marketers aimed at the creation and implementation of such 

marketing and branding strategies that are useful to achieve positive brand experiences, 

brand identification and build strong consumer brand relationships  
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 Fournier (1998) defined consumer brand relationship as a psychological bond 

between a consumer and a brand. This concept was brought to the academic world in 

1990-1999 and ever since it has been a vital area of study in marketing. Marketing is not 

only a transactional process, but it is also based on building relationships (Cayolla et al., 

2020). Many past studies have revealed the importance of CBR; CBR affects the 

profitability of the company (Reichheld et al., 2000), it may also be useful in reducing the 

company’s marketing costs, attract new consumers and increase the equity and customer 

loyalty towards the brand (Smit et al., 2007). 
 

 Consumer brand relationship is a vital variable in the marketing literature, particularly 

when consumers see brands like persons with whom they can deal, interact, connect, talk 

and build a strong relationship (Kaufmann et al., 2019). This is important since such 

relationships can have both a positive and negative affect with respect to brand attitudes, 

assessment, and purchase and repurchase intentions, brand loyalty and word of mouth 

(Ahn and Back, 2020). Therefore, it is important for marketers to find and create 

innovative ways, techniques and tools that will enable them to build and improve 

consumer brand relationship.  
 

 In the past, several concepts, theories and perspectives have emerged to explain and 

understand a consumer’s relationship with a brand, for example, brand attachment (Louis 

and Lombart, 2010), brand authenticity (Fritz et al., 2017), brand commitment 

(Ramaseshan and Stein, 2014), brand love (Albert and Merunka, 2013), brand loyalty (Su 

and Tong, 2015), and brand trust (Mollinilo et al., 2017). 
 

 In recent years a greater focus on personal health has given a rise to the fitness craze. 

This rise as a result has significantly influenced the level of competitiveness amongst the 

fitness industry. History takes us back to the 1970s where a global transformation in the 

fitness industry was witnessed and in the present era it continues to transform rapidly 

(Johansson & Andreasson, 2016). This rapid expansion is due to the consumer who gives 

great importance to their well-being and are more concerned about how they look 

(Markula, 1997). It is such an industry which lays great emphasis on the overall state of 

an individual’s body and over the years the US has seen an increasing growth in this 

industry (Johansson & Andreasson, 2016). This growth however is not possible without 

the continuous support of existing customers (Hurley, 2004).  
 

 In order to achieve increased sales and enhanced loyalty (Elbedweihy et al., 2016) 

marketers have laid their focus on creating strong and effective consumer brand 

relationships (D. A. Aaker & Joachimsthaler, 2000). Previous studies have extensively 

focused on research where consumers develop various kinds of relationships with brands 

(J. Aaker et al., 2004).  For the purpose of explaining this relationship between a 

consumer and a brand, diversified models, theories and constructs have been introduced, 

however, research shows that this relationship has a positive influence on various kinds 

of consumer behaviors such as loyalty and word of mouth (Albert & Merunka, 2013; 

Hudson et al., 2016; Loureiro et al., 2012). As a result, organizations are discovering 

various different means in order to create such favorable relations with customers 

(Veloutsou & Moutinho, 2009). Recent studies have suggested that brand identification 

and brand experience play a vital role in identifying and developing such consumer brand 

relationships (Brakus, Schmitt, & Zarantonello, 2009; Belén del Río, Vázquez & Iglesias, 

https://www.emerald.com/insight/search?q=A.%20Bel%C3%A9n%20del%20R%C3%ADo
https://www.emerald.com/insight/search?q=Rodolfo%20V%C3%A1zquez
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2001; Iglesias et al., 2011; Kim et al.,  2001; Nysveen et al.,  2013; Tuškej et al., 2013). 
 

 Earlier studies have given great emphasis to emotional experience or relate 

experience (Richins, 1997; Yoo et al., 1998) or relate experience (Muniz & O'guinn, 

2001), however the present study broadly comprises of  sensations, behavioral and 

affective elements, and intellectual elements of brand experience. Secondly, past studies 

have witnessed the importance of how brand identification plays its role (Lam et al., 

2013), however its impact on creating and sustaining a relationship between a consumer 

and brand has not been extensively examined. Customer brand identification is an 

important phenomenon since it leads to a wide range of consumer brand relationship 

constructs like trust, commitment, brand loyalty and brand love (Alnawas & Altarifi, 

2016; Casidy, Wymer, & O'Cass, 2018; Rather, 2018; Rather & Hollebeek, 2019; So, 

King, Sparks, & Wang, 2013). It is important to mention that it is expected of a consumer 

to develop various types of relations with a service or product brand this is because of the 

fact that these relationships vary with respect to relationship quality and interpersonal 

complexity (Mosley, 2007). Despite the vast research on consumer brand relationships, 

limited studies have examined the ways the customer develops and maintains a 

relationship for a service brand (Brakus et al., 2009). The ultimate purpose of the current 

study is to examine the role of brand experience and brand identification in building 

consumer brand relationship in the fitness industry of Pakistan.  

 

A Pakistani Perspective 

 Out of the total world population, Pakistan’s population equals to 2.83% and is the 5th 

country to list in the population of countries. Based on the latest United Nations data the 

current population of Pakistan is 223,338,315 (UN data). Due to increasing population 

growth, growing urbanization, pollution and rapid changes in the lifestyle of people, the 

national health security is vulnerable in Pakistan. Apart from these current challenges to 

the health system, the situation has been aggravated by the ongoing pandemic (COVID-

19) and the already vulnerable healthcare infrastructure has been badly affected by this 

pandemic. Due to the pandemic social distancing was initiated which resulted in a 

lockdown in order to stop social activities. This badly affected the physical activity of the 

people and in Pakistan physical activity is confined to parks and gyms.  
 

 A competitive environment exists in Pakistan where many growing fitness arenas, 

wellness programs have emerged physically as well on social media. The gym culture in 

Pakistan is still in its growing phase and over the years Pakistan has witnessed an 

increasing interest towards health and fitness from almost every strata of the society. 

Gyms not only provide its customers a platform of work out, but it also helps in reducing 

stress and depression. This increase of interest is also due to the doctors who have played 

a vital role in advising patients to exercise regularly irrespective of their age. With many 

options available to the consumer, it has made room for a competitive environment 

amongst the fitness sector of Pakistan.  

 

2. THEORETICAL CONTEXT AND HYPOTHESES DEVELOPMENT 
 

2.1 Consumer Brand Relationship 

 For any marketing or brand management, the ultimate goal is to develop a powerful 

relation amongst a brand and a consumer (Aaker, 1997). This relationship can be referred 
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as the exchange of mutual values between a consumer and a brand, which over a period 

of time grows for a particular product or brand, when more value is added to it or the 

existing value is given more strength (R. Smith, 1998). Many authors have argued that 

consumer brand relationship is a voluntary or enforced connection between a consumer 

and a brand (Blackston, 2000; Foumier, 1994). However,  consumer brand relationship 

theory is built on the grounds similar to that an individual develops different forms of 

relations with various individuals once interacted with (Keller, 2012). This interaction or 

communication between the consumer and a brand leads to the development of an active 

consumer brand relationship which as a result enables the brand to become an active 

partner for the consumer (D. A. Aaker, 1996).  
 

 Marketing is not only a transactional process, but it is also based on building 

relationships (Cayolla et al., 2020). Over the years great emphasis has been given to 

relational marketing as compared to transactional marketing (Berry, 1995; Fournier, 

1998; Gummesson, 1996). Companies have realized that a meaningful and strong 

consumer brand relationship comes with many advantages. However, this relationship 

can be of many types since it depends on how personal the relation is considered to be 

(Aggarwal, 2004). This is further argued that the number of ways in which a brand plays 

its part in a person’s identity, values and goals is consumer brand relationship (Fournier, 

1998; McAlexander, Schouten, & Koenig, 2002). Many past studies have revealed the 

importance of CBR; CBR affects the profitability of the company (Reichheld et al., 

2000), it may also be useful in reducing the company’s marketing costs, attract new 

consumers, and increase the equity and customer loyalty towards the brand (Smit et al., 

2007). Previous studies have shown the vital role of consumer brand relation and its 

influence on consumer’s attitudes towards a brand, brand evaluation, repurchase 

intention, purchase intention, and loyalty with the brand (Aggarwal, 2004; Blackston, 

1993; Park et al., 2002; S.-Y. Park & Lee, 2005; Ryu & Han, 2009). A strong relationship 

has also been witnessed in the service sector since customer brand interactions can be 

managed with many available options (Franzen, 1999). Service providers put in a lot of 

effort and resources to strengthen their relationships with customers. However, there is 

inadequate literature examining the various elements of brand experience in the fitness 

industry. 
 

 Consumer-brand relationship enables a smooth communication between a buyer and a 

seller (Schultz & Schultz, 2004) but also enables the consumer to relate with the brand 

(Fetscherin, Boulanger, Gonçalves Filho, & Souki, 2014; Pawle & Cooper, 2006). A 

previous study revealed  that such relationships are bound to develop such strong 

emotional connections amongst a consumer and a brand that when the particular brand is 

not available at a store, the store loyal customer can switch the store (Verbeke, Farris, & 

Thurik, 1998). The significance of fundamental marketing variables in creating and 

sustaining consumer brand relationships have been emphasized in previous research like 

brand identification (Tuškej et al., 2013), and consumer experience (Chang & Chieng, 

2006), but there is limited research that studies the relation between brand identification 

and experience with consumer-brand relationship.  
 

 It is therefore important to study the combined role of brand identification and brand 

experience in developing consumer brand relationship which is strong. This importance 

can be understood by the fact that brand experience measures the behavior of a customer 
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more holistically in comparison with other marketing variables like brand image, 

personality or attitudes (S. Smith & Wheeler, 2002). As identified by Brakus et al. (2009) 

that brand experience is a comprehensive interaction between a consumer and a brand. 

Whereas on the other side brand identification relates to the individuality of a consumer 

(Kuenzel & Halliday, 2008). Brand identification may play a vital role in examining the 

numerous elements of consumer brand relationships (Bhattacharya, Rao, & Glynn, 1995; 

Del Rio et al., 2001; Kim et al., 2001).  
 

 In branding, brand identification and experience are evolving concepts (Brakus et al., 

2009; Kuenzel & Halliday, 2008), and their mutual role in building consumer brand 

relationship needs to be studied in more depths. Therefore, based on this review of 

literature, it is of significant value to examine the importance of brand identification and 

experience and its influence in developing consumer brand relations for a services brand.  

 

2.2 Brand Experience 

 People look for sensory and intellectual simulations along with pleasure, which led to 

the development of the concept of brand experience (Brakus et al., 2009; Hirschman & 

Holbrook, 1982). Brand experiences lead to brand related associations (Keller, 1993). 

Brand experience has been conceived as “subjective, internal consumer responses 

(sensations, feelings, and cognitions), and behavioral responses evoked by brand-related 

stimuli that are part of a brand’s design and identity, packaging, communications, and 

environments” (Brakus et al., 2009).  
 

 Previous studies have revealed that brand experiences lead to favorable consumer 

consequences such as a strong brand personality association, customer satisfaction and 

brand loyalty (Brakus et al., 2009). Every individual has its own distinctive experience as 

a result of the interaction made which may be in the form of product experience, service 

or shopping experience, consumer experience and brand experience (Hoch, 2002; Kerin 

et al., 1992, Gentile et al., 2007; Brakus et al., 2009). 
 

 This current work is built on the research conducted by Brakus et al., (2009) where 

brand experience is divided into four elements: sensations, behavioral and affective 

dimensions, and intellectual. Sensory dimension includes the all those bodily experiences 

that are experienced by a consumer through the characteristics of a brand (Hwang & 

Hyun, 2012). As laid down by Brakus et al. (2009) that a consumer’s senses are aroused 

by touch, vision, hearing and smell. However, it is argued that these sensorial experiences 

may include aesthetic designs and themes (Hultén, 2011). Affective elements of brand 

experience consist of the individual experiences of a consumer with respect to their 

feelings and opinions (Hwang & Hyun, 2012). This experience varies amongst 

consumers; some may perceive a brand positively and some may perceive it negatively 

(Kang, Manthiou, Sumarjan, & Tang, 2017). The behavioral dimension represents the 

bodily experiences and physical actions that a consumer engages in order to experience a 

particular brand (Kang et al., 2017; Wang, 2014). Lastly, intellectual experiences 

represent the events that induce consumer’s thoughts and curiosity (Schmitt, 1999). 

Consumers are more likely to recall a brand with intellectual appeal. 
 

 Brand experience is considered to be one of the most complete concepts since both 

the consumer and a non-consumer can go through brand experiences (Zarantonello & 
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Schmitt, 2010). Such experiences lead to brand satisfaction and brand loyalty (Marinova 

et al., 2008). Previous studies included various sectors like airlines (Lin, 2015), coffee 

houses (Choi & Hyun, 2017). There has been no research in the fitness industry which 

will be covered in the present study.  

 

2.3 Brand Experience & Consumer Brand Relationship 

 Past studies have revealed the vital role played by brand experience consumer 

behavior and have discussed about the different impacts of brand experiences. Studies 

have revealed that brand experiences have a significant influence on brand attachment 

and brand awareness (Cleff, Lin, & Walter, 2014), brand commitment (Das et al., 2019), 

brand trust (Kang et al., 2017; Rahman, 2014), customer satisfaction (Brakus et al., 2009; 

Khan & Rahman, 2015), and brand loyalty (Nysveen et al., 2013) 
 

 Both individual and collective experiences influence consumer brand relationship 

(Chang & Chieng, 2006). Brakus et al. (2009) in their study developed a framework of 

brand experience and this framework tested the impact of different elements of BE on 

vital elements of CBR, loyalty & satisfaction. In a study conducted by Nysveen et al. 

(2013), the same elements of brand experience revealed to be significant in impacting 

brand loyal and brand satisfaction for a service brand, as proposed by Brakus et al. 

(2009). This study also revealed that the relational element proved to be a driver for 

brand loyalty and brand satisfaction. Pleasurable outcomes are generated through 

distinctive and beneficial brand experiences, it is therefore anticipated that an individual 

is expected to form a lasting association with a brand because of recurring experiences.  
 

H1: Brand experience dimensions have a significant influence on consumer brand 

relationship dimensions (satisfaction, loyalty & trust) 

 

2.4 Brand Identification 

 Social identification theory (Tajfel & Turner, 1986) form the basis of brand 

identification. “Social identity theory is a social psychological analysis of how 

individuals see themselves and others in a social context (Korte, 2007).” In social identity 

theory, a person recognizes themselves as a part of the society (Kim et al., 2001). Every 

individual has the tendency of classifying oneself as a member of different social groups 

like ethnicity, gender or organization (Bhattacharya & Sen, 2003). This is known as self-

categorization theory, this theory suggests that behaviors and attitudes of a person 

depends on the category to which they belong (Solnet, 2006). Similarly, consumer brand 

identification is a unique form of social identification. Here brands are considered to be 

an important social category which consumers can identify with (Bhattacharya & Sen, 

2003). Therefore, the social identity of an individual is defined by oneself by purchasing 

or consuming a particular brand.  
 

 A brand can play an important role in achieving the needs and goals of self-identity 

for a consumer since they carry symbolic messages (Donavan et al., 2004; Lam et al., 

2013). Brand identification is a concept in which an individual can relate with a brand 

according to their perceptions of oneness with the particular brand (Stokburger et al., 

2012). On the other hand, in brand identification “consumers share the same self-

definitional attributes with a brand” (Lam, Ahearne, Hu, & Schillewaert, 2010). 

According to this definition every brand has a different distinctiveness, and this 
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distinctive feature of a brand empowers an individual in creating a relationship with the 

brand. Therefore, a customer will more likely identify with a brand which enables them 

to build and develop their social identity (Holt, 2005). Keeping this in view, the current 

research forms its basis on the study of Stokburger et al. (2012) who argue that the social 

benefits attached to a brand lead to brand identification. However, there is limited 

research on brand identification as a predictor to consumer brand relationship and needs 

to be examined.  

 

2.5 Brand Identification & Consumer Brand Relationship 

 Previous studies have broadly examined the predecessors and outcomes of brand 

identification (Ahearne et al.,  2005). However, individuals are more likely to show 

strong positive behaviors towards a brand with which they can strongly identify with 

(Stokburger et al., 2012). In addition to this it is argued that enhancing brand 

identification can affect the perceptions, cognitions and brand evaluations of a consumer, 

which as a result leads to brand loyalty and brand commitment (Underwood, Bond, Baer, 

& Practice, 2001). According to a study by Bhattacharya & Sen (2003) it is suggested 

that when a customer identifies with a brand, they are likely to recommend it and 

influences their purchase intentions.  
 

 Therefore, it is put forth that a consumer who strongly identifies with a specific brand 

will depict increased levels of consumer brand relationship. Furthermore, brand 

identification has been extensively studied in various services areas but there is a lack of 

research that examines the impact of brand identification on consumer brand relationship 

with respect to service brand.  
 

H2: Brand identification has a significant impact on consumer-brand relationship 

dimensions (satisfaction, loyalty & trust) 

 

2.6 Brand Experience, Brand Identification & Consumer Brand Relationship  

 Brand experiences can arise through the direct consumption of a particular brand, but 

brand experience can also occur indirectly when a consumer is exposed to brand 

advertisement and other means of market communications (Brakus et al., 2009). Needless 

to say that an individual will greatly identify with a brand they have had several 

individual experiences with (Sen et al., 2015). Every brand delivers a different experience 

to the consumer. A brand may fail to position itself positively in a consumer’s memory 

despite of its regular use (C. W. Park et al., 2010) and on the other hand a brand which is 

not frequently used may succeed to enable a sense of affiliation towards it which as a 

result leads to the long term relationship with the consumer (Arnould & Price, 1993). Due 

to its intangible nature brand experience is much more crucial within the context of the 

service industry (Crane, Kerin, & Hartley, 2007). Such experiences become an influential 

element of creating brand evaluations, which leads to brand experiences contribution in 

developing consumer brand identification (Grace & O'Cass, 2004). As confirmed by Lin 

(2015) that the strength of a consumer’s brand experiences develops brand identification.  
 

 Brand consumption through experiential view is one of the most comprehensive ways 

to comprehend the relation between a brand and a consumer (Carlson et al., 2009). It is 

the initial relation between a brand and a consumer, which eventually leads to consumer 
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brand interactions. A positive experience forms an identification between the consumer 

and the brand and also develops a sense of community (Jones & Runyan, 2013).  
 

 The current study suggests that favorable brand experiences lead to favorable brand 

identification when the needs of the consumers are fulfilled, which as a result builds a 

strong emotional connection between the brand and consumer. The perceptions of 

consumers vary in terms of the different cues they experience while using a service 

brand, the intensity of these experiences on brand identification however is different due 

to the differences in experiences. In earlier research, the relation between brand 

experience and brand identification have been thoroughly researched (Stokburger et al., 

2012), however, the influence of brand experience elements in developing consumer 

brand relationship with the mediation role of brand identification have been barely 

examined.  
 

H3: Brand experience significantly influences brand identification, and it mediates 

the relation between brand experience and consumer brand relationship 

(satisfaction, loyalty & trust) 

 

 
 

Figure 1: Research Framework 

 

3. METHODOLOGY 
 

3.1 Sample Design & Data Collection 

 Primary data was collected in three months’ time from regular gym goers of Lahore, 

Pakistan. Through self-administered questionnaire and by using a convenience sampling 

method, 120 participants completed the questionnaires, and 100 valid responses were 

then used for PLS-SEM analysis.  

 

3.2 Questionnaire and Pre-Test 

 All the constructs were measured by adapting previously developed scales. The scale 

for brand experience included 11 items since it has four dimensions as developed by 

Brakus et al. (2009). 5 items were adapted from Stokburger-Sauer et al. (2012) to 

measure brand identification. In order to measure consumer brand relationship a total of 

11 items were adapted since it has three dimensions: brand satisfaction, brand loyalty and 

trust. Brand satisfaction scales were adapted from the study of Drennan et al. (2015), 

brand loyalty was measured using 4 items (Chen, 2013), finally 4 items were adopted to 

Brand 

Identification 

Brand  

Experience 

 

Sensory 

Affective 

Behavioral 

Intellectual 

Consumer Brand 

Relationship 

 

Satisfaction 

Loyalty 

Trust 
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measure trust (Morgan & Hunt, 1994). A 5-item scale was used to measure all the 

constructs (1 = strongly disagree; 5 = strongly agree).  
 

 The validity of the questionnaire was performed through content validity where 

questionnaire was sent to gym managers who specialize in marketing in the fitness 

industry. Some amendments were made after their review and suggestions. A pilot study 

was also conducted in which 40 respondents participated.  

 

4. FINDINGS 
 

 PLS-SEM was used in the current study to test the proposed hypothesis. This was 

done by using Smart PLS 3 because it is commonly used and it is known to be a modern 

analysis technique in all the sectors, especially in the fitness industry. PLS-SEM is a 

constructive technique for testing the constructs, structural modeling and estimation of 

constructs. Another reason to choose this method was that it was easier and as compared 

to AMOS there is no restriction with respect to sample size and the issues of data 

normality. In the end, the PLS algorithms and bootstrapping method were run to find the 

factor loadings for the purpose of construct validity and reliability. Similarly, Path 

analysis was run to test the significance of the hypotheses. This included measurement 

model assessment and then structural model assessment.  

 

4.1 Measurement Model Assessment  

 The measurement model was assessed, and convergent validity was tested by using 

the factor loadings, CR and AVE. As shown in Table 1 and Figure 2, except for a few 

values, all the indicators met the recommended value of 0.60. All values of composite 

reliability (CR) except for 1 value met the recommended value of 0.70. Similarly, the 

average variance extract (AVE) for all constructs expecting for 1 value met the 

recommended values of 0.50. Three indicators that had a lower factor loading, i.e., <0.50 

were deleted. Similarly, in order to assess discriminant validity of the measurement, 

HTMT (Heterotrait-Monotrait Ratio) was run as shown in Table 2. All the values are less 

than 0.90 therefore this confirmed the discriminant validity. Therefore, it can be 

concluded that no problem of discriminant validity exists in the current study.  
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Table 1 

Convergent Validity 

Constructs Items Loadings Alpha CR AVE 

Brand Experience BE1 0.793 0.552 0.541 0.379 
 BE10 -0.294    

 BE11 0.536    

 BE2 0.85    

 BE3 -0.433    

 BE4 0.655    

 BE6 0.723    

Brand Identification BE8 -0.412    

 BI1 0.85 0.873 0.909 0.669 
 BI2 0.654    

 BI3 0.828    

 BI4 0.873    

 BI5 0.862    

Consumer Brand Relationship CBR1 0.899 0.953 0.96 0.686 
 CBR10 0.726    

 CBR11 0.698    

 CBR2 0.872    

 CBR3 0.87    

 CBR4 0.869    

 CBR5 0.859    

 CBR6 0.902    

 CBR7 0.843    

 CBR8 0.817    

 CBR9 0.724    

 

Table 2 

HTMT Ratio 

 Brand  

Experience 

Brand 

Identification 

Consumer Brand 

Relationship 

Brand Experience    

Brand Identification 0.831   

Consumer Brand 

Relationship 
0.755 0.779  
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Figure 2: Measurement Model Assessment 

 

4.2 Structural Model Assessment 

 SEM was run to estimate the hypotheses after the reliability and validity was 

confirmed by evaluating the measurement model. Path analysis was run in which t-values 

and p-values were computed in order to check the model along with the relationships, 

whether they are significant or not. These values confirmed whether the hypotheses were 

supported or not. For this purpose, bootstrapping technique was run in Smart PLS 3. As 

shown in Table 3 and Figure 3, brand experience significantly and positively influenced 

brand identification (β = 0.708, t = 14.601; LL = 0.609, UL = 0.777), therefore H1 is 

supported. Brand experience significantly and positively influences consumer brand 

relationship (β = 0.345, t = 3.621; LL = 0.164, UL = 0.483), therefore H2 is also 

supported. Similarly, brand identification has a significant and positive influence on 

consumer brand relationship (β = 0.468, t = 5.215; LL = 0.327, UL = 0.604), therefore 

H3 is also supported.  
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Table 3 

Path Analysis 

 Relationships Beta S.D 
T 

Statistics 
L.L U.L 

P 

Values 
Decision 

H1 
Brand Experience 

-> Brand Identification 
0.708 0.049 14.601 0.609 0.777 0 Supported 

H2 

Brand Experience 

-> Consumer Brand  

Relationship 

0.345 0.095 3.621 0.164 0.483 0 Supported 

H3 

Brand Identification 

-> Consumer Brand  

Relationship 

0.468 0.09 5.215 0.327 0.604 0 Supported 

 

 

 

Figure 3: Structural Model Assesssment 

 

5. DISCUSSION 
 

 The major purpose of this study was to examine how brand experience dimensions 

(sensory, affective, behavioral, and intellectual) influence in building strong consumer 

brand relationships. Due to a competitive environment, it has become vital for companies 
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to retain their customers and to develop such strategies that not only develop but also 

maintain such relationships with their customers. This current study makes its 

contribution in the research of consumer-brand relationship and brand experiences; 

firstly, how brand experiences can develop and maintain a relationship between a 

consumer and a brand, secondly, the mediating effect of brand identification was also 

examined. The study revealed that the different elements of brand experiences have a 

significant impact on consumer-brand relationships through the mediating role of brand 

identification.  

 

5.1 Practical Implications, Limitations and Future Research Directions 

 This study comes with its valuable practical implications for the management, and 

marketers for the creation and implementation of such marketing and branding strategies 

that are useful to achieve positive brand experiences, brand identification and build 

strong consumer brand relationships. This study comes with its certain limitations. The 

data was collected from gym goers of Lahore by using convenience sampling. Therefore, 

future research can include data from different cities of Pakistan. The generalization is 

limited to Pakistan, this can be further examined in different countries. This study 

examined the impact of brand experience in developing consumer brand relationship 

through the mediating role of BI, future research can be conducted by included this 

model in different cultures, the predictors of brand experiences and brand identification 

can also be examined.  

 

5.2 Conclusion 

 This study has been conducted to examine how various brand experience dimensions 

influence consumer brand relationship dimensions with the mediating role of BI between 

BE dimensions and CBR dimensions that were unnoticed in the previous studies. The 

findings revealed that BE dimensions have a significant impact on consumer brand 

relationship dimensions (satisfaction, loyalty & trust) the findings also revealed that 

brand experience also positively influences brand identification. Brand identification 

emerged as a mediator between the elements of BE and CBR dimensions revealing that 

BI has a significant impact on consumer brand relationship. Future research can be 

conducted by included this model in different cultures, the predictors of brand 

experiences and brand identification can also be examined. 

 

REFERENCES 
 

1. Aaker, D.A. (1996). Measuring brand equity across products and markets. 

California Management Review, 38(3), 102-120. 

2. Aaker, D.A. and Joachimsthaler, E. (2000). The brand relationship spectrum: The 

key to the brand architecture challenge. California Management Review, 42(4),  

8-23.  

3. Aaker, J., Fournier, S. and Brasel, S.A. (2004). When good brands do bad. Journal 

of Consumer Research, 31(1), 1-16.  

4. Aaker, J.L. (1997). Dimensions of brand personality. Journal of Marketing 

Research, 34(3), 347-356.  

5. Aggarwal, P. (2004). The effects of brand relationship norms on consumer attitudes 

and behavior. Journal of Consumer Research, 31(1), 87-101.  



Brand Experience and Consumer Brand Relationship:… 328 

6. Ahearne, M., Bhattacharya, C.B. and Gruen, T. (2005). Antecedents and 

consequences of customer-company identification: Expanding the role of 

relationship marketing. Journal of Applied Psychology, 90(3), 574-585. 

7. Ahn, J. and Back, K.J. (2020). The structural effects of affective and cognitive 

elaboration in formation of customer–brand relationship. The Service Industries 

Journal, 40(3-4), 226-242. 

8. Albert, N. and Merunka, D. (2013). The role of brand love in consumer-brand 

relationships. Journal of Consumer Marketing, 30(3), 258-266. 

9. Alnawas, I. and Altarifi, S. (2016). Exploring the role of brand identification and 

brand love in generating higher levels of brand loyalty. Journal of Vacation 

Marketing, 22(2), 111-128.  

10. Arnould, E.J. and Price, L.L. (1993). River magic: Extraordinary experience and the 

extended service encounter. Journal of Consumer Research, 20(1), 24-45. 

11. Barnes, S.J., Mattsson, J. and Sørensen, F. (2014). Destination brand experience and 

visitor behavior: Testing a scale in the tourism context. Annals of Tourism 

Research, 48, 121-139.  

12. Belaid, S. and Behi, A.T. (2011). The role of attachment in building consumer-

brand relationships: An empirical investigation in the utilitarian consumption 

context. Journal of Product & Brand Management, 20(1), 37-47. 

13. Belén del Río, A., Vázquez, R. and Iglesias, V. (2001). The effects of brand 

associations on consumer response. Journal of Consumer Marketing, 18(5), 410-

425. 

14. Bergami, M. and Bagozzi, R.P. (2000). Self-categorization, affective commitment 

and group self-esteem as distinct aspects of social identity in the organization. 

British Journal of Social Psychology, 39(4), 555-577. 

15. Berry, L.L. (1995). Relationship marketing of services—growing interest, emerging 

perspectives. Journal of the Academy of Marketing Science, 23(4), 236-245.  

16. Bhattacharya, C.B. and Sen, S. (2003). Consumer–company identification: A 

framework for understanding consumers’ relationships with companies. Journal of 

Marketing, 67(2), 76-88.  

17. Bhattacharya, C.B., Rao, H. and Glynn, M.A. (1995). Understanding the bond of 

identification: An investigation of its correlates among art museum members. 

Journal of Marketing, 59(4), 46-57.  

18. Blackston, M. (1993). Beyond brand personality: building brand relationships. In 

David A. Aaker and Alexander L. Biel (Eds.) Brand equity and advertising: 

Advertising’s role in building strong brands, (pp 113-124), Psychology Press. 

19. Blackston, M. (2000). Observations: Building brand equity by managing the brand's 

relationships. Journal of Advertising Research, 40(6), 101-105.  

20. Brakus, J.J., Schmitt, B.H. and Zarantonello, L. (2009). Brand experience: what is 

it? How is it measured? Does it affect loyalty? Journal of Marketing, 73(3), 52-68.  

21. Brodie, R.J., Whittome, J.R. and Brush, G.J. (2009). Investigating the service brand: 

A customer value perspective. Journal of Business Research, 62(3), 345-355.  

22. Brown, T.J., Barry, T.E., Dacin, P.A. and Gunst, R.F. (2005). Spreading the word: 

Investigating antecedents of consumers’ positive word-of-mouth intentions and 

behaviors in a retailing context. Journal of the Academy of Marketing Science, 

33(2), 123-138. 

https://www.emerald.com/insight/search?q=A.%20Bel%C3%A9n%20del%20R%C3%ADo
https://www.emerald.com/insight/search?q=Rodolfo%20V%C3%A1zquez
https://www.emerald.com/insight/search?q=V%C3%ADctor%20Iglesias
https://www.emerald.com/insight/publication/issn/0736-3761
http://www.psypress.com/9781317759836


Aqeela Babar et al. 329 

23. Carlson, B.D., Donavan, D.T. and Cumiskey, K.J. (2009). Consumer‐brand 

relationships in sport: brand personality and identification. International Journal of 

Retail & Distribution Management, 37(4), 370-384. 

24. Carroll, B.A. and Ahuvia, A. C. (2006). Some antecedents and outcomes of brand 

love. Marketing letters, 17(2), 79-89.  

25. Casidy, R., Wymer, W. and O'Cass, A. (2018). Enhancing hotel brand performance 

through fostering brand relationship orientation in the minds of consumers. Tourism 

Management, 66, 72-84. 

26. Cayolla R., Loureiro S., Reis J.L. (2020). Fournier (BRQ) Versus Rusbult (IM): Is 

Love Really Important in Consumer-Brand Relationship? In: Rocha Á., Reis J., 

Peter M., Bogdanović Z. (Eds.) Marketing and Smart Technologies. Smart 

Innovation, Systems and Technologies, (pp. 341-349) Springer, Singapore.  

27. Chang, P.L. and Chieng, M.H. (2006). Building consumer–brand relationship: A 

cross-cultural experiential view. Psychology & Marketing, 23(11), 927-959.  

28. Chen, Y.S. (2013). Towards green loyalty: driving from green perceived value, 

green satisfaction, and green trust. Sustainable Development, 21(5), 294-308. 

29. Choi, Y.G. and Hyun, S.S. (2017). Relationships between brand experiences, 

personality traits, prestige, relationship quality, and loyalty: An empirical analysis 

of coffeehouse brands. International Journal of Contemporary Hospitality 

Management, 9(4), 1185-1202. 

30. Cleff, T., Lin, I.C. and Walter, N. (2014). Can You Feel It?-The Effect of Brand 

Experience on Brand Equity. IUP Journal of Brand Management, 11(2), 7-27.  

31. Das, G., Agarwal, J., Malhotra, N.K. and Varshneya, G. (2019). Does brand 

experience translate into brand commitment?: A mediated-moderation model of 

brand passion and perceived brand ethicality. Journal of Business Research, 95, 

479-490.  

32. Ding, C.G. and Tseng, T.H. (2015). On the relationships among brand experience, 

hedonic emotions, and brand equity. European Journal of Marketing, 49(7/8), 994-

1015. 

33. Donavan, D.T., Brown, T.J. and Mowen, J.C. (2004). Internal benefits of service-

worker customer orientation: Job satisfaction, commitment, and organizational 

citizenship behaviors. Journal of Marketing, 68(1), 128-146. 

34. Drennan, J., Bianchi, C., Cacho-Elizondo, S., Louriero, S., Guibert, N. and Proud, 

W. (2015). Examining the role of wine brand love on brand loyalty: A multi-

country comparison. International Journal of Hospitality Management, 49, 47-55. 

35. Dukerich, J.M., Golden, B.R. and Shortell, S.M. (2002). Beauty is in the eye of the 

beholder: The impact of organizational identification, identity, and image on the 

cooperative behaviors of physicians. Administrative Science Quarterly, 47(3), 507-

533. 

36. Elbedweihy, A.M., Jayawardhena, C., Elsharnouby, M.H. and Elsharnouby, T.H. 

(2016). Customer relationship building: The role of brand attractiveness and 

consumer–brand identification. Journal of Business Research, 69(8), 2901-2910.  

37. Esch, F.R., Langner, T., Schmitt, B.H. and Geus, P. (2006). Are brands forever? 

How brand knowledge and relationships affect current and future purchases. 

Journal of Product & Brand Management, 15(2), 98-105 

https://www.emerald.com/insight/search?q=Cherng%20G.%20Ding
https://www.emerald.com/insight/search?q=Timmy%20H.%20Tseng
https://www.emerald.com/insight/publication/issn/0309-0566


Brand Experience and Consumer Brand Relationship:… 330 

38. Fetscherin, M., Boulanger, M., Gonçalves Filho, C. and Souki, G.Q. (2014). The 

effect of product category on consumer brand relationships. Journal of Product & 

Brand Management, 23(2), 78-89. 

39. Foumier, S. (1994). A consumer-brand relationship framework for strategy brand 

management. Unpublished Doctoral Dissertation, University of Florida.  

40. Fournier, S. (1998). Consumers and their brands: Developing relationship theory in 

consumer research. Journal of Consumer Research, 24(4), 343-373.  

41. Francisco-Maffezzolli, E.C., Semprebon, E. and Prado, P.H.M. (2014). Construing 

loyalty through brand experience: The mediating role of brand relationship quality. 

Journal of Brand Management, 21(5), 446-458.  

42. Franzen, G. (1999). Brands & advertising: How advertising effectiveness influences 

brand equity: Admap. 

43. Fritz, K., Schoenmueller, V. and Bruhn, M. (2017). Authenticity in branding – 

exploring antecedents and consequences of brand authenticity. European Journal of 

Marketing, 51(2), 324-348. 

44. Gentile, C., Spiller, N. and Noci, G. (2007). How to sustain the customer 

experience:: An overview of experience components that co-create value with the 

customer. European Management Journal, 25(5), 395-410.  

45. Grace, D. and O'Cass, A. (2004). Examining service experiences and post-

consumption evaluations. Journal of Services Marketing, 18(6), 450-461.  

46. Gummesson, E. (1996). Relationship marketing and imaginary organizations: A 

synthesis. European Journal of marketing, 30(2), 31-44. 

47. Hirschman, E.C. and Holbrook, M.B. (1982). The experiential aspects of 

consumption: Consumer fantasies, feelings, and fun. Journal of Consumer 

Research, 9(2), 132-140.  

48. Hoch, S.J. (2002). Product experience is seductive. Journal of Consumer Research, 

29(3), 448-454.  

49. Holt, D.B. (2005). How societies desire brands: Using cultural theory to explain 

brand symbolism. In  S. Ratneshwar, David Glen Mick (Eds.) Inside consumption: 

Consumer Motives, Goals, and Desires (pp. 295-313). Routledge. 

50. Huang, C.C. (2017). The impacts of brand experiences on brand loyalty: mediators 

of brand love and trust. Management Decision, 55(5), 915-934. 

51. Hudson, S., Huang, L., Roth, M.S. and Madden, T.J. (2016). The influence of social 

media interactions on consumer–brand relationships: A three-country study of brand 

perceptions and marketing behaviors. International Journal of Research in 

Marketing, 33(1), 27-41.  

52. Hultén, B. (2011). Sensory marketing: the multi-sensory brand-experience concept. 

European Business Review, 23(3), 256-273. 

53. Hurley, T. (2004). Managing customer retention in the health and fitness industry: 

A case of neglect. Irish Marketing Review, 17(1/2), 23-29.  

54. Hwang, J. and Hyun, S.S. (2012). The antecedents and consequences of brand 

prestige in luxury restaurants. Asia Pacific Journal of Tourism Research, 17(6), 

656-683.  

55. Iglesias, O., Singh, J.J. and Batista-Foguet, J.M. (2011). The role of brand 

experience and affective commitment in determining brand loyalty. Journal of 

Brand Management, 18(8), 570-582.  

https://www.emerald.com/insight/search?q=Debra%20Grace
https://www.emerald.com/insight/search?q=Aron%20O%27Cass
https://www.emerald.com/insight/publication/issn/0887-6045


Aqeela Babar et al. 331 

56. Johansson, T. and Andreasson, J. (2016). The gym and the beach: Globalization, 

situated bodies, and Australian fitness. Journal of Contemporary Ethnography, 

45(2), 143-167.  

57. Jones, R.P. and Runyan, R.C. (2013). Brand experience and brand implications in a 

multi-channel setting. The International Review of Retail, Distribution and 

Consumer Research, 23(3), 265-290. 

58. Kang, J., Manthiou, A., Sumarjan, N. and Tang, L. (2017). An investigation of 

brand experience on brand attachment, knowledge, and trust in the lodging industry. 

Journal of Hospitality Marketing & Management, 26(1), 1-22.  

59. Kaufmann, H.R., Filho, C.G., Silva, C.R.E. and Monteiro, P.R.R. (2019). 

Consumer-brand relationship development in the automotive market: an integrative 

model. International Journal of Automotive Technology and Management, 19(3-4), 

21-340. 

60. Keller, K.L. (1993). Conceptualizing, measuring, and managing customer-based 

brand equity. Journal of Marketing, 57(1), 1-22.  

61. Keller, K.L. (2012). Understanding the richness of brand relationships: Research 

dialogue on brands as intentional agents. Journal of Consumer Psychology, 22(2), 

186-190.  

62. Kerin, R.A., Jain, A. and Howard, D.J. (1992). Store shopping experience and 

consumer price-quality-value perceptions. Journal of Retailing, 68(4), 376-397.  

63. Khan, I. and Rahman, Z. (2015). Brand experience formation mechanism and  

its possible outcomes: A theoretical framework. The Marketing Review, 15(2),  

239-259.  

64. Kim, C.K., Han, D. and Park, S.B. (2001). The effect of brand personality and brand 

identification on brand loyalty: Applying the theory of social identification. 

Japanese Psychological Research, 43(4), 195-206.  

65. Klein, J.F., Falk, T., Esch, F.R. and Gloukhovtsev, A. (2016). Linking pop-up brand 

stores to brand experience and word of mouth: The case of luxury retail. Journal of 

Business Research, 69(12), 5761-5767.  

66. Korte, R.F. (2007). A review of social identity theory with implications for training 

and development. Journal of European Industrial Training, 31(3), 166-180. 

67. Kuenzel, S. and Halliday, S.V. (2008). Investigating antecedents and consequences 

of brand identification. Journal of Product & Brand Management, 17(5), 293-304. 

68. Lam, S.K., Ahearne, M., Hu, Y. and Schillewaert, N. (2010). Resistance to brand 

switching when a radically new brand is introduced: A social identity theory 

perspective. Journal of Marketing, 74(6), 128-146. 

69. Lam, S.K., Ahearne, M., Mullins, R., Hayati, B. and Schillewaert, N. (2013). 

Exploring the dynamics of antecedents to consumer–brand identification with a new 

brand. Journal of the Academy of Marketing Science, 41(2), 234-252.  

70. Lin, Y.H. (2015). Innovative brand experience's influence on brand equity and 

brand satisfaction. Journal of Business Research, 68(11), 2254-2259.  

71. Louis, D. and Lombart, C. (2010). Impact of brand personality on three major 

relational consequences (trust, attachment, and commitment to the brand). Journal 

of Product & Brand Management, 19(2), 114-130. 

72. Loureiro, S.M.C., Ruediger, K.H. and Demetris, V. (2012). Brand emotional 

connection and loyalty. Journal of Brand Management, 20(1), 13-27.  

https://www.emerald.com/insight/search?q=Russell%20F.%20Korte
https://www.emerald.com/insight/publication/issn/0309-0590


Brand Experience and Consumer Brand Relationship:… 332 

73. Mael, F. and Ashforth, B.E. (1992). Alumni and their alma mater: A partial test of 

the reformulated model of organizational identification. Journal of Organizational 

Behavior, 13(2), 103-123. 

74. Marinova, D., Ye, J. and Singh, J. (2008). Do frontline mechanisms matter? Impact 

of quality and productivity orientations on unit revenue, efficiency, and customer 

satisfaction. Journal of Marketing, 72(2), 28-45.  

75. Markula, P. (1997). Are fit people healthy? Health, exercise, active living and the 

body in fitness discourse. Waikato Journal of Education, 3, 21-40. 

76. McAlexander, J.H., Schouten, J.W. and Koenig, H.F. (2002). Building brand 

community. Journal of Marketing, 66(1), 38-54.  

77. Merrilees, B. (2016). Interactive brand experience pathways to customer-brand 

engagement and value co-creation. Journal of Product & Brand Management, 

25(5), 402-408. 

78. Mirsafian, H., Dóczi, T. and Mohamadinejad, A. (2014). Attitude of Iranian female 

university students to sport and exercise. Iranian studies, 47(6), 951-966.  

79. Molinillo, S., Japutra, A., Nguyen, B. and Chen, C.H.S. (2017). Responsible brands 

vs active brands? An examination of brand personality on brand awareness, brand 

trust, and brand loyalty. Marketing Intelligence & Planning, 35(2), 166-179. 

80. Morgan, R.M. and Hunt, S.D. (1994). The commitment-trust theory of relationship 

marketing. Journal of Marketing, 58(3), 20-38. 

81. Mosley, R.W. (2007). Customer experience, organisational culture and the 

employer brand. Journal of Brand Management, 15(2), 123-134.  

82. Muniz, A.M. and O'guinn, T.C. (2001). Brand community. Journal of Consumer 

Research, 27(4), 412-432.  

83. Nysveen, H., Pedersen, P.E. and Skard, S. (2013). Brand experiences in service 

organizations: Exploring the individual effects of brand experience dimensions. 

Journal of Brand Management, 20(5), 404-423.  

84. Palmer, A., Koenig-Lewis, N. and Asaad, Y. (2016). Brand identification in higher 

education: A conditional process analysis. Journal of Business Research, 69(8), 

3033-3040. 

85. Park, C.W., MacInnis, D.J., Priester, J., Eisingerich, A.B. and Iacobucci, D. (2010). 

Brand attachment and brand attitude strength: Conceptual and empirical 

differentiation of two critical brand equity drivers. Journal of Marketing, 74(6),  

1-17. 

86. Park, J.-W., Kim, K.-H. and Kim, J. (2002). Acceptance of brand extensions: 

Interactive influences of product category similarity, typicality of claimed benefits, 

and brand relationship quality, in NA - Advances in Consumer Research Volume 29, 

eds. Susan M. Broniarczyk and Kent Nakamoto, Valdosta, GA: Association for 

Consumer Research, Pages 190-198. 

87. Park, S.-Y. and Lee, E.M. (2005). Congruence between brand personality and self-

image, and the mediating roles of satisfaction and consumer-brand relationship on 

brand loyalty, in AP - Asia Pacific Advances in Consumer Research Volume 6, eds. 

Yong-Uon Ha and Youjae Yi, Duluth, MN: Association for Consumer Research, 

Pages 39-45. 

88. Pawle, J. and Cooper, P. (2006). Measuring emotion—Lovemarks, the future 

beyond brands. Journal of Advertising Research, 46(1), 38-48.  



Aqeela Babar et al. 333 

89. Rahman, M. (2014). Differentiated brand experience in brand parity through 

branded branding strategy. Journal of Strategic Marketing, 22(7), 603-615.  

90. Ramaseshan, B. and Stein, A. (2014). Connecting the dots between brand 

experience and brand loyalty: The mediating role of brand personality and brand 

relationships. Journal of Brand Management, 21(7), 664-683.  

91. Rasberry, C.N., Lee, S.M., Robin, L., Laris, B., Russell, L.A., Coyle, K.K. and 

Nihiser, A.J. (2011). The association between school-based physical activity, 

including physical education, and academic performance: a systematic review of the 

literature. Preventive Medicine, 52, S10-S20.  

92. Rather, R.A. (2018). Investigating the impact of customer brand identification on 

hospitality brand loyalty: A social identity perspective. Journal of Hospitality 

Marketing & Management, 27(5), 487-513.  

93. Rather, R.A. and Hollebeek, L.D. (2019). Exploring and validating social 

identification and social exchange-based drivers of hospitality customer loyalty. 

International Journal of Contemporary Hospitality Management, 31(3), 1432-1451. 

94. Reichheld, F.F., Markey Jr, R.G. and Hopton, C. (2000). The loyalty effect-the 

relationship between loyalty and profits. European Business Journal, 12(3), 134. 

95. Richins, M.L. (1997). Measuring emotions in the consumption experience. Journal 

of Consumer Research, 24(2), 127-146.  

96. Roswinanto, W. and Strutton, D. (2014). Investigating the advertising antecedents 

to and consequences of brand experience. Journal of Promotion Management, 

20(5), 607-627.  

97. Ryu, G. and Han, J.K. (2009). Word-of-mouth transmission in settings with 

multiple opinions: The impact of other opinions on WOM likelihood and valence. 

Journal of Consumer Psychology, 19(3), 403-415.  

98. Sadrollahi, A., Hosseinian, M., Alavi, N.M., Khalili, Z. and Esalatmanesh, S. 

(2016). Physical activity patterns in the elderly kashan population. Iranian Red 

Crescent Medical Journal, 18(6). e25008. doi: 10.5812/ircmj.25008. 

99. Schmitt, B. (1999). Experiential marketing. Journal of Marketing Management, 

15(1-3), 53-67.  

100. Schultz, D.E. and Schultz, H.F. (2004). Brand babble: Sense and nonsense about 

branding: Thomson/South-Western Mason, OH. 

101. Scott, S.G. and Lane, V.R.. (2000). A stakeholder approach to organizational 

identity. Academy of Management Review, 25(1), 43-62. 

102. Sen, S., Johnson, A.R., Bhattacharya, C. and Wang, J. (2015). Identification and 

attachment in consumer-brand relationships. In Macinnis, D.J. and Park, C.W. 

(Eds.) Brand Meaning Management (Review of Marketing Research, Vol. 12),  

(pp. 151-174), Emerald Group Publishing Limited. 

103. Smit, E., Bronner, F. and Tolboom, M. (2007). Brand relationship quality and its 

value for personal contact. Journal of Business Research, 60(6), 627-633. 

104. Smith, R. (1998). Can you bribe your way to customer loyalty. Frequency marketing 

strategies. Strategic Research Institute, New York.  

105. Smith, S. and Wheeler, J. (2002). Managing the customer experience: Turning 

customers into advocates: Pearson Education. 

https://dx.doi.org/10.5812%2Fircmj.25008


Brand Experience and Consumer Brand Relationship:… 334 

106. So, K.K F., King, C., Sparks, B.A. and Wang, Y. (2013). The influence of customer 

brand identification on hotel brand evaluation and loyalty development. 

International Journal of Hospitality Management, 34, 31-41.  

107. Solnet, D. (2006). Introducing employee social identification to customer 

satisfaction research: A hotel industry study. Managing Service Quality: An 

International Journal, 16(6), 575-594. 

108. Stokburger-Sauer, N., Ratneshwar, S. and Sen, S. (2012). Drivers of consumer–

brand identification. International Journal of Research in Marketing, 29(4),  

406-418. 

109. Stokburger-Sauer, N.E. (2011). The relevance of visitors’ nation brand 

embeddedness and personality congruence for nation brand identification, visit 

intentions and advocacy. Tourism Management, 32(6), 1282-1289. 

110. Su, J. and Tong, X. (2015). Brand personality and brand equity: evidence from the 

sportswear industry. Journal of Product & Brand Management, 24(2), 124-133. 

111. Tajfel, H. and Turner, J.C. (1986). The social identity theory of intergroup 

behaviour (pp. 7–24). In S. Worchel & G. Austin (Eds.), Psychology of Intergroup 

Relations, Nelson-Hall: Chicago. 

112. Thomson, M., MacInnis, D.J. and Park, C.W. (2005). The ties that bind: Measuring 

the strength of consumers’ emotional attachments to brands. Journal of Consumer 

Psychology, 15(1), 77-91.  

113. Tuškej, U., Golob, U. and Podnar, K. (2013). The role of consumer–brand 

identification in building brand relationships. Journal of Business Research, 66(1), 

53-59.  

114. Underwood, R., Bond, E. and Baer, R. (2001). Building service brands via social 

identity: Lessons from the sports marketplace. Journal of Marketing Theory and 

Practice, 9(1), 1-13. 

115. Veloutsou, C. and Moutinho, L. (2009). Brand relationships through brand 

reputation and brand tribalism. Journal of Business Research, 62(3), 314-322.  

116. Verbeke, W., Farris, P. and Thurik, R. (1998). Consumer response to the preferred 

brand out‐of‐stock situation. European Journal of Marketing, 32(11/12), 1008-

1028. 

117. Verhoef, P.C., Lemon, K.N., Parasuraman, A., Roggeveen, A., Tsiros, M. and 

Schlesinger, L.A. (2009). Customer experience creation: Determinants, dynamics 

and management strategies. Journal of Retailing, 85(1), 31-41.  

118. Wang, X. (2014). How to build brand loyalty: facilitated by brand experience. 

Advances in Services Science and Services Information Technology (Set), 52, 31.  

119. Xie, L., Poon, P. and Zhang, W. (2017). Brand experience and customer citizenship 

behavior: the role of brand relationship quality. Journal of Consumer Marketing, 

34(3), 268-280. 

120. Yoo, C., Park, J. and MacInnis, D.J. (1998). Effects of store characteristics and in-

store emotional experiences on store attitude. Journal of Business Research, 42(3), 

253-263.  

121. Zarantonello, L. and Schmitt, B.H. (2010). Using the brand experience scale to 

profile consumers and predict consumer behaviour. Journal of Brand Management, 

17(7), 532-540. 


