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ABSTRACT

Brand experience is still an exploratory area, and despite the increase in the research on it, there are
still many challenges in defining the relationships between online and offline experiences, and how both
can affect the brand equity of the organization. This chapter addresses a relationship between the in-
store brand experience, online brand experience, customer satisfaction, and brand equity according to
a new study that combined these four constructs together and compares its results with previous stud-
ies. Some researchers have presented the relationship between brand experience and brand equity in
stores, and others have examined this relationship in the online environment. However, the effect of a
combination of online and offline brand experience on brand equity together has not been found in one
study. Consequently, the aim of this chapter is to present interesting findings from a study carried out
in Egypt on the effect of online and offline brand experience on brand Equity.

INTRODUCTION

In the current era of digitalization, the market is changing at an exceptional pace. Customer tastes are
changing faster than they used to be. Therefore, Customer experience is more important than ever. Not
only physical experience, but also digital experience. Long time ago, it was known that customers like
to go shopping for many reasons, one of them is to enjoy the store’s atmosphere. The atmosphere of the
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store plays a crucial role in its success. But now it has been observed that customers like to shop online
too, and even may prefer online shopping on physical one, especially if the store is branded. Brands
are living entities that drive business organizations in the modern era, (Beig & Nika, 2022). Customers
associate with their brands not only because of the products that the brands provide to them but also
because of the experience they get and that remains in their memory (Keller, 1993). Customers are
emotionally and mentally attached to their favorite brands and always expect to get the best from these
brands (Kim & Sullivan, 2019). As well as they expect whole integrated experience from the branded
stores for the online and offline environments to fulfill their expectations and even exceed it. On the
other hand, branded retailers are interested in building brand equity as it is considered one of the most
valuable intangible assets. Therefore, stakeholders of these branded retails invest a lot of money, time,
and technology to improve the brand experience at all touch points of their customers to increases the
level of customer satisfaction and thus affects the brand equity in a positive way. In recent years, the
dimensions and consequences of brand experience have been recognized in the literature in physical
stores such as the study for Brakus et al., (2009); Khan & Fatma, (2017); Shukla et al., (2022). Also
dimensions and consequences of brand experience in online platform were highlighted by Rose et al.,
(2012); Bhattacharya et al., (2019); Yunpeng & Khan, (2021). Most of the previous articles studied
either the relationships between the in-store brand experience and its consequences, or the relationships
between the online brand experience and its consequences separately. However, the combination of the
in-store brand experience and the online brand experience was not studied together in one study and
none of the studies offers an integrated view of all of these constructs — instore brand experience, online
brand experience, customer satisfaction and brand equity - in a single framework. Thus, a new study is
carried out to answer the following questions:

Does the presence of both brand experiences -online and offline- affect the brand equity differently
than the presence of only one of them? Which one of the online experience or the in-store experience
has more impact on brand equity? Should customer satisfaction be a mediator between this relation-
ship — brand experience and brand equity? Or it can be a direct relation? And lastly, what is the effect
of online experience on the in-store experience?

This book chapter mainly examines the effect of online and offline brand experience on brand equity.
For this purpose, this book chapter section will consist of the title’s introduction, background, main focus
of the chapter, solutions and recommendations, future research directions, and conclusion.

BACKGROUND

The concept of experience appears in the marketing literature through varied expressions such as con-
sumption experience by (Holbrook & Hirschman, 1982), service experience (Michael K. Hui, 1991),
shopping experience (Kerin, 1992), product experience (Hoch, 2002), consumer experience (Tsai,
2005), customer experience (Schmitt B., 1999), and brand experience (Brakus et al., 2009). Although
the term customer experience has been widely used in the past two decades, the term brand experience
by Brakus is the broadest and most comprehensive, where it meets the needs of customers even before
they become customers (Schmitt B., 2009). Zarantonello & Schmitt argue that brand experience is con-
sidered the umbrella term of experience (2010). Since the remaining terms refer to specific part, such
as offerings which related to service/product experience, or specific phases in the consumer life cycle
such as shopping experience. The concept of brand experience has also recently started to spread in

186



19 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/the-effect-of-online-and-offline-brand-experience-
on-brand-equity/315208

Related Content

Database Marketing Process Supported by Ontologies: An Oil Company Distribution Network

Case Study
Filipe Mota Pinto (2012). E-Marketing: Concepts, Methodologies, Tools, and Applications (pp. 259-282).

www.irma-international.org/chapter/database-marketing-process-supported-ontologies/66602

The Pathos and Logos Affecting Online Purchasing Behavior: The Mediating Role of Logos
Vishal Verma, Swati Anandand Kushendra Mishra (2020). International Journal of Online Marketing (pp.
41-56).

www.irma-international.org/article/the-pathos-and-logos-affecting-online-purchasing-behavior/263045

Choice of National Brand vs. Private Label “Me-Too” New Products in a Multicultural Context:
Understanding Consumer Innovativeness

Ménica Gémez-Suarezand Carmen Abril (2020). Global Branding: Breakthroughs in Research and Practice
(pp. 243-269).
www.irma-international.org/chapter/choice-of-national-brand-vs-private-label-me-too-new-products-in-a-multicultural-
context/231789

Manufacturing Industry of the ATU Gagauzia (Republic of Moldova): Marketing Analysis of the
Unexplored Opportunities

Svetlana Ghenova (2019). International Journal of Marketing and Sales Education (pp. 12-28).
www.irma-international.org/article/manufacturing-industry-of-the-atu-gagauzia-republic-of-moldova/251211

Mobile Marketing: The Imminent Predominance of the Smartphone

Alpana M. Desaiand Edward Forrest (2013). E-Marketing in Developed and Developing Countries:
Emerging Practices (pp. 97-115).
www.irma-international.org/chapter/mobile-marketing-imminent-predominance-smartphone/77053



http://www.igi-global.com/chapter/the-effect-of-online-and-offline-brand-experience-on-brand-equity/315208
http://www.igi-global.com/chapter/the-effect-of-online-and-offline-brand-experience-on-brand-equity/315208
http://www.irma-international.org/chapter/database-marketing-process-supported-ontologies/66602
http://www.irma-international.org/article/the-pathos-and-logos-affecting-online-purchasing-behavior/263045
http://www.irma-international.org/chapter/choice-of-national-brand-vs-private-label-me-too-new-products-in-a-multicultural-context/231789
http://www.irma-international.org/chapter/choice-of-national-brand-vs-private-label-me-too-new-products-in-a-multicultural-context/231789
http://www.irma-international.org/article/manufacturing-industry-of-the-atu-gagauzia-republic-of-moldova/251211
http://www.irma-international.org/chapter/mobile-marketing-imminent-predominance-smartphone/77053

