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Abstract 

The importance of branding in the marketing domain is pivotal for business performance, especially in the 

contemporary marketing era. Thus, brand managers are increasingly focussing on enhancing the brand attractiveness 

and using innovative practices to satisfy the customer needs. One of the important constructs for the brand 

attractiveness is brand experience. Brand experience consists of sensory, affective, behavioural and intellectual 

components. Brand experience is at the focal point for both marketers and academicians over the last decade. 

Research has shown the importance of pleasing experiences for attaining a number of firm objectives such as 

satisfied customers which ultimately builds brand loyalty. And as such, experiences need to be improved and 

managed to indulge consumers effectively. Brand experiences for consumers can also serve as an important gateway 

for engaging customers. Consumption is very much related to the experience. Each brand brings it to their 

consumers through interaction or touch points such as through products, services, advertisement, promotions etc. 

Every customer contact with a brand provides some kind of experience which remains in customer’s memory. All 

these interactions need to be managed for a better and indulging experience for their customers. These experiences 

should be thrilling, satisfying and enjoyable for the customers which can build strong customer-brand relationship. 

This research study has made an important attempt to examine the role of brand experience in influencing the 

customer brand engagement within the online shopping domain. The study has employed the SEM (structural 

equation modelling) technique for testing the hypothesized relationships. 250 respondents were targeted and 215 

functional responses were used for data analysis. The study results indicate that all four elements of the brand 

experience influence the customer brand engagement.   
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