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Abstract - The study is descriptive in nature have taken in consideration the two different dimensions of branding as brand 
equity and brand experience. The extensive literature review in this area leads to the research problem as to measure the 
customer perception on the brand equity and brand experience of Carrefour store. For the purpose of solving the research 
problem, following research objectives formulated as to find the consumer perception on brand equity of Carrefour store, to 
find the consumer perception on brand experience of Carrefour store, to know the factors important for the acceptance of 
brand equity and brand experience of Carrefour store. Further a well-planned research methodology presented for the study 
where the demographic variable data get analyzed as percentage and frequency. The statistical technique of t- test used to 
with the test value 4 for the higher level of testing for the acceptance of items. Data collected through a structured 
questionnaire and tested for reliability value as well. Analysis presented in a tabular format for the better understanding of 
the concept taken in this study. Finally the conclusion drawn on the basis of data analysis that except one factor as fifteenth 
item “This brand results in bodily experiences”, all other factors have been accepted with the strong support. 
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I. INTRODUCTION 
 
The American Marketing Association (AMA) defines 
a brand as a "name, term, sign, symbol, or design, or 
a combination of them, intended to identify the goods 
and services of one seller or a group of sellers and to 
differentiate them from those of competitors". These 
different components of a brand that identify and 
differentiate it can be called brand elements. 
Consumers associate the product with the brand 
through these brand elements; this is a psychological 
response. If they are removed from a product, only 
the physiological response to the product remains. 
Branding is a fundamental concept within the 
marketing discipline. Branding has become so strong 
that hardly anything goes unbranded, even fruits and 
vegetables. Consumers view a brand as an important 
part of a product, and branding can add value to a 
product. The difference between a brand and a 
commodity can be summed up in the phrase 'added 
values'. Marketing strategy is often considered the 
most important means of establishing brand equity. 
Over the years, a large number of studies have 
explored how various marketing mix elements affect 
brand equity. However, most of those studies were 
conducted in the United States or other Western 
countries, so their findings may not be generalizable 
to market without empirical testing. This study, in 
contrast, uses the established Brand Equity Creation 
Model to examine the relationship between marketing 
activities and brand equity for imported clothing 
brands in the Chinese market. Brand equity is the 
incremental utility and value added to a product by its 
brand name. This paper intends to present both a 
conceptual analysis of brand experience and a brand 
experience scale. This is done by observation of 
factors which influence the buying decision of 

lingerie buyers in the Pune market. Lingerie buyers 
were taken as objects of study predominantly because 
of the complex nature of the product itself and 
secondly because of cultural/social issue it. This 
paper tries to examine the brand experience with 
other brand research, the development of a brand 
experience scale must go hand-in-hand with 
conceptual development of the construct itself. Most 
of the research done on this subject focuses on the 
product specific utility that brands offer to the 
consumers. However when consumers shop for 
products they do not select one brand over another 
just by the functions and the utility it offers to them 
but also because brand related stimuli like brand 
color, shapes, signage, mascots, store environment, 
packaging etc., which evokes a response or feeling 
that can be categorized as brand experience.  
Researchers have catalogued the apparent effects of 
various marketing efforts and market conditions on 
brand equity.” For example, Simon and Sullivan 
(1993) listed advertising expenditures, sales force and 
marketing research expenditures, age of the brand, 
advertising share, order of entry, and product 
portfolio as sources of brand equity. Other marketing 
activities, such as the use of public relations (Aaker, 
1991), warranties (Boulding and Kirmani, 1993), 
slogans or jingles, symbols, and packages (Aaker, 
1991), have also been proposed. According to Keller 
(2002), several marketing communications (e.g., 
advertising, promotion, event marketing/sponsorship, 
and public relations) have positive effects on brand 
equity. He further suggests that different marketing 
activities have different contributions. Advertising, 
for example, is often the central element of a 
marketing communications program to create brand 
equity. Most studies exploring the relationship 
between marketing efforts and brand equity building 
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have focused on US customers. Conducting a study at 
a major state university in the United States, argued 
that store image had a positive relationship with the 
perceived quality of the brand, and frequent price 
promotions would adversely affect a brand’s 
perceived quality. Researchers showed that offering a 
promotion was found to enhance brand switching 
with the analysis of household purchasing data in the 
United States. Based on a sample of US women, 
Kirmani and Wright (1989) suggested that consumers 
might infer brand quality from perceived advertising 
spending. Raj (1985) used data from the Target 
Group Index report in the United States to investigate 
the relationship between market penetration and 
brand loyalty and found that a brand’s popularity 
(market share) was positively correlated with loyalty 
to it. Employing different student samples from an 
American university, Cobb-Walgren, Ruble, and 
Donthu (1995) found that the brand with the higher 
advertising budget yielded a substantially higher level 
of brand equity. Similar studies have been conducted 
in other Western countries. Dreze and Hussherr’s 
study (2003) examined the effectiveness of Internet 
advertising by surveying Internet users in France 
finding that banner ads were an effective marketing 
tool because they could significantly improve brand 
recognition and awareness.  
 
II. LITERATURE REVIEW 
 
In a world where consumers are getting increasingly 
sophisticated and have the means and resources 
enabling them to compare various brand attributes, 
decision making towards choosing one brand is 
getting increasingly complex. They can buy whatever 
they want from wherever at whatever price from 
hundreds of suppliers. So how does a brand stay 
afloat? How can a brand stay in the consumers head, 
so that they return to it again and again? Our views 
about life are shaped by, our personal positive and 
negative experiences. Brands today believe in 
creating those positive experiences while interacting 
with the consumers. If they ensure that the 
experiences are engaging, surprising, beneficial and 
consistent they have a greater chance of staying on 
top of the consumers head. Brand experience can thus 
be defined as feelings, sensations, subjective thoughts 
which are evoked in the consumers mind, by the 
brand design, colors, packaging, store environment 
and brand communication. With a Canadian student 
sample, found that the country of corporate 
ownership appears to have a powerful influence on 
consumers’ perception of brand quality, and therefore 
emphasizing country-of-origin information in 
marketing activities can help improve the evaluations 
of brand image.  
A successful management of brand assets must 
consider all aspects of the product strategy and 
marketing mix. In response to the call for a "systems 
view" of relationships between selected marketing 

mix elements and the creation of brand equity, Yoo, 
Donthu, and Lee (2000) built a Brand Equity 
Creation Process model to explore how marketing 
actions increased or decreased brand equity. As the 
first of this kind, their study provided a good starting 
point for further research on the marketing 
activities/brand equity linkage. Two years later, Yoo 
and Donthu (2002) conducted a cross-cultural study 
to test the generalizability of Yoo et al.’s Brand 
Equity Creation Process model with a South Korean 
sample. Dawar and Parker (1994) evaluated whether 
the use of brand, price, retailer reputation, and 
physical product appearance as signals of quality are 
marketing universals for consumer products, and 
found that some behaviors are likely to be universal 
whereas others are not. A survey by Policy of general 
Chinese consumers indicated that the respondents had 
very positive attitudes toward advertising compared 
to consumers in the West. Ferle and Lee (2002) 
obtained a similar finding. Upon investigating 
consumer response to sales promotions in three 
developing markets, Huff and Alden (1998) argued 
that despite the geographic and cultural proximity of 
Taiwan, Thailand, and Malaysia, significant 
differences existed in consumer responsiveness to 
different sales promotions. They suggested that 
managers should take care to understand how cultural 
and economic differences may influence consumers’ 
response to marketing strategies.  
Kaynak, Kucukemiroglu, and Ozturk (1998) further 
suggested that in the international arena, the 
effectiveness of promotional activities differs among 
countries due to national and/or regional variations in 
the socioeconomic, technological, competitive and 
legal-political environments. So price sensitivity, 
promotion responsiveness, advertising, store image, 
and other activities all may differ according to the 
country involved. According to Keller (2002) the 
differences in response to marketing activity might 
also be reflected in differences in consumer behavior 
and decision-making. Therefore, in developing a 
worldwide competitive strategy for brands, the 
successful strategy should be “Plan globally and act 
locally,” wherein activities such as product design are 
conducted at a global level and marketing and other 
transnational activities are customized at home. There 
is an experience gap today, as the consumers are 
getting increasingly disgruntled and dissatisfied as 
brands are unable to live up to their expectations. An 
emerging perspective in brand research is controlling 
consumers’ brand experiences to enhance brand 
positioning (Keller, 2008). Such experiences occur 
during consumers’ search for and purchase of 
products, service delivery, and consumption (Brakus, 
Schmitt, & Zarantonello, 2009). Experiential 
marketing communicates product features and 
benefits and connects it to unique and interesting 
experiences that impact consumer satisfaction 
(Keller, 2008, p. 188). Consumer satisfaction is 
defined as a global evaluation or a state of feelings 
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toward a product or service (Olsen, Wilcox, & 
Olsson, 2005), an emotional response to service 
attributes and service information and the immediate 
reaction to dimensions that include attributes and 
processes (Spreng, MacKenzie, & Olshavsky, 1996). 
The concept of customer experience, which has 
attracted attention from academia and business, has 
been used as a theoretical approach to seamlessly 
combine people’s feelings and psychology into the 
making of product brands. Furthermore, the concept 
of the experience economy helps researchers 
understand product and brand successes that cannot 
be explained by traditional marketing theory 
(Nagasawa, 2008). 
 
III. RESEARCH PROBLEM 
 
In order to generate meaningful research results in 
examining consumer attitudes toward the marketing 
strategies of multinationals, proposed theoretical 
frameworks and findings from previous studies were 
analyzed and a modified model was developed. The 
formulated the proposal of brand equity, defined as a 
set of assets and liabilities linked to a brand that 
creates value for both customers and the firm. The set 
of assets and liabilities could be usefully grouped into 
five categories: brand loyalty, brand awareness, 
perceived quality, brand association, and other brand 
proprietary assets. Research also suggests that each 
brand equity dimension can be achieved by a variety 
of marketing strategies. Consumer experiences occur 
during consumer’s search for and purchase of 
products, service delivery, and consumption. 
Consumer experience can combine people’s feelings 
and psychology with product attributes to build 
and/or enhance brand equity. The present research 
observes the research problem as to measure the 
customer perception on the brand equity and brand 
experience of Carrefour store.  
 
IV. RESEARCH OBJECTIVE 
 
 To find the solution for the research problem 

stated above following research objectives 
formulated are 

 To find the consumer perception on brand equity 
of Carrefour store. 

 To find the consumer perception on brand 
experience of Carrefour store. 

 To know the factors important for the acceptance 
of brand equity and brand experience of 
Carrefour store. 

 
V. RESEARCH METHODOLOGY 
 
The primary focus of the study presented here is to 
examine the relationships between brand equity and 
brand experience of Carrefour store in Kurdistan 
market. A secondary purpose is to examine different 
effects of brand equity on brand experience, such as 

the differences between price promotions and non-
price promotions. The purpose of this part is to detail 
the methodological approach of the study and, in so 
doing, present the findings from the reliability testing 
of the instrument, along with data collection 
procedures. The study is based on primary data 
collected through the structured questionnaire visiting 
the respondents who are the user of Carrefour store. 
The total sixteen items included in instrument for 
measurement. Altogether 275 respondents get 
incorporated in this study as the qualified respondents 
providing the valid data. Statistical techniques like 
frequency and percentage got presented to have the 
clear picture of presentation of population 
distribution. Reliability test and t-test further 
performed with the data collected. The statistical 
package SPSS has been used for analysis. All 
interpretation and findings explained and presented 
further. 
 
VI. DATA ANALYSIS 
 
Reliability Statics 

Cronbach's Alpha N of Items 
.944 16 

 
Demographical Data 

Parameter Frequency Percent 
Gender Male 178 64.7 

Female 97 35.3 
Age 16 Years-25 

Years 
197 71.6 

26 Years -35 
Years 

72 26.2 

36 Years -45 
Years 

6 2.2 

Marital 
Status 

Single 221 80.4 
Married 54 19.6 

Education Secondary 4 1.5 
Intermediate 151 54.9 
Graduate 120 43.6 

Family 
Income/ 
Month 

Up to $1000 79 28.7 
$ 1001 - 
$2000 

152 55.3 

$ 2001 - 
$3000 

36 13.1 

$3001 - 
$4000 

8 2.9 

Profession Student 142 51.6 
Private 
Employee 

93 33.8 

Govt. 
Employee 

10 3.6 

Business 30 10.9 
 
Items Data 

Parameter Frequency Percent 
It makes 
sense to buy 

Strongly 
Disagree 

18 6.5 
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APPLE 
instead of 
any other 
brand, even 
if they are 
the same 

Disagree 29 10.5 
Neutral 105 38.2 
Agree 83 30.2 
Strongly 
Agree 40 14.5 

Even if 
another 
brand has 
the same 
features as 
APPLE, I 
would 
prefer to 
buy APPLE 

Strongly 
Disagree 

11 4.0 

Disagree 27 9.8 
Neutral 111 40.4 
Agree 86 31.3 
Strongly 
Agree 40 14.5 

If there is 
another 
brand as 
good as 
APPLE, I 
prefer to 
buy APPLE 

Strongly 
Disagree 

15 5.5 

Disagree 23 8.4 
Neutral 104 37.8 
Agree 72 26.2 
Strongly 
Agree 

61 22.2 

If another 
brand is not 
different 
from 
APPLE in 
any way, it 
seems 
smarter to 
purchase 
APPLE 

Strongly 
Disagree 

11 4.0 

Disagree 46 16.7 
Neutral 69 25.1 
Agree 111 40.4 
Strongly 
Agree 

38 13.8 

I find this 
brand 
interesting 
in a sensory 
way 

Strongly 
Disagree 

15 5.5 

Disagree 13 4.7 
Neutral 75 27.3 
Agree 102 37.1 
Strongly 
Agree 

70 25.5 

This brand 
makes a 
strong 
impression 
on my 
visual sense 
or other 
senses 

Strongly 
Disagree 

15 5.5 

Disagree 4 1.5 
Neutral 84 30.5 
Agree 106 38.5 
Strongly 
Agree 66 24.0 

This brand 
has appeal 
to my 
senses 

Strongly 
Disagree 

8 2.9 

Disagree 17 6.2 
Neutral 96 34.9 
Agree 84 30.5 
Strongly 
Agree 

70 25.5 

This brand 
induces 
feelings and 
sentiments 

Strongly 
Disagree 

14 5.1 

Disagree 26 9.5 
Neutral 66 24.0 
Agree 111 40.4 

Strongly 
Agree 

58 21.1 

I have 
strong 
emotions for 
this brand 

Strongly 
Disagree 

4 1.5 

Disagree 45 16.4 
Neutral 58 21.1 
Agree 99 36.0 
Strongly 
Agree 

69 25.1 

This brand 
is an 
emotional 
brand 

Strongly 
Disagree 

4 1.5 

Disagree 20 7.3 
Neutral 70 25.5 
Agree 118 42.9 
Strongly 
Agree 

63 22.9 

This brand 
stimulates 
my curiosity 
and problem 
solving 

Strongly 
Disagree 

10 3.6 

Disagree 13 4.7 
Neutral 71 25.8 
Agree 100 36.4 
Strongly 
Agree 

81 29.5 

I engage in 
a lot of 
thinking 
when I 
encounter 
this brand 

Strongly 
Disagree 

11 4.0 

Disagree 12 4.4 
Neutral 75 27.3 
Agree 88 32.0 
Strongly 
Agree 

89 32.4 

This brand 
makes me 
think 

Strongly 
Disagree 

11 4.0 

Disagree 29 10.5 
Neutral 55 20.0 
Agree 81 29.5 
Strongly 
Agree 

99 36.0 

I engage in 
physical 
actions and 
behaviors 
when I use 
this brand 

Strongly 
Disagree 

11 4.0 

Disagree 18 6.5 
Neutral 72 26.2 
Agree 79 28.7 
Strongly 
Agree 

95 34.5 

This brand 
results in 
bodily 
experiences 

Strongly 
Disagree 

4 1.5 

Disagree 31 11.3 
Neutral 60 21.8 
Agree 80 29.1 
Strongly 
Agree 

100 36.4 

This brand 
is action 
oriented 

Strongly 
Disagree 

4 1.5 

Disagree 25 9.1 
Neutral 71 25.8 
Agree 78 28.4 
Strongly 
Agree 

97 35.3 
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One-Sample t- Test 
Parameters Test Value = 4 

t df 
Sig. (2-
tailed) 

It makes sense to buy 
APPLE instead of 
any other brand, even 
if they are the same 

-10.050 274 .000 

Even if another brand 
has the same features 
as APPLE, I would 
prefer to buy APPLE 

-9.648 274 .000 

If there is another 
brand as good as 
APPLE, I prefer to 
buy APPLE 

-7.400 274 .000 

If another brand is 
not different from 
APPLE in any way, it 
seems smarter to 
purchase APPLE 

-8.968 274 .000 

I find this brand 
interesting in a 
sensory way 

-4.302 274 .000 

This brand makes a 
strong impression on 
my visual sense or 
other senses 

-4.215 274 .000 

This brand has appeal 
to my senses 

-5.008 274 .000 

This brand induces 
feelings and 
sentiments 

-5.726 274 .000 

I have strong 
emotions for this 
brand 

-5.135 274 .000 

This brand is an 
emotional brand 

-3.831 274 .000 

This brand stimulates 
my curiosity and 
problem solving 

-2.714 274 .007 

I engage in a lot of 
thinking when I 
encounter this brand 

-2.461 274 .014 

This brand makes me 
think 

-2.469 274 .014 

I engage in physical 
actions and behaviors 
when I use this brand 

-2.526 274 .012 

This brand results in 
bodily experiences 

-1.910 274 .057 

This brand is action 
oriented 

-2.077 274 .039 

 
FINDINGS AND CONCLUSION 
 
The sixteen items get analyzed based on the 
significant level about the two different dimensions 

of the study named s brand equity and brand 
experience. The first item It makes sense to buy 
APPLE instead of any other brand, even if they are 
the same, the second item Even if another brand has 
the same features as APPLE, I would prefer to buy 
APPLE, the third item If there is another brand as 
good as APPLE, I prefer to buy APPLE, the fourth 
item If another brand is not different from APPLE in 
any way, it seems smarter to purchase APPLE, the 
fifth item I find this brand interesting in a sensory 
way, the sixth item This brand makes a strong 
impression on my visual sense or other senses, the 
seventh item This brand has appeal to my senses, the 
eighth item This brand induces feelings and 
sentiments, ninth item I have strong emotions for this 
brand, the tenth item This brand is an emotional 
brand is highly significant with the value of .000, 
shows that the result can get accepted with the 
highest acceptability in the study. Further the 
eleventh item This brand stimulates my curiosity and 
problem solving has the .007 value of significant, the 
twelfth item I engage in a lot of thinking when I 
encounter this brand has the significant level of .014, 
the thirteenth item This brand makes me think has the 
significant level as .014, the fourteenth item I engage 
in physical actions and behaviors when I use this 
brand has the significant value 0f .012 so these items 
are also accepted in the study but not as efficiently 
like the first group of items explained above. The last 
two items the fifteenth and sixteenth items are this 
brand results in bodily experiences and This brand is 
action oriented having significant values of .057 and 
.039 respectively shows that the fifteenth item cannot 
get associated in the study at all but the sixteenth item 
can get used somehow in this study. 
 
The study can get concluded saying that the study has 
found the solution for the research problem as 
customer perception on brand equity and brand 
experience got measured reaching all objectives 
efficiently. The first research objective could get 
reached with analysis of brand equity items all 
accepted shows, respondents are highly positive and 
accepting the brand equity of Carrefour store. Further 
items measured to reach the second objective, the 
brand experience level of Carrefour store, that too got 
accepted widely but only one item is not supporting 
the concept. The third objective got fulfilled as except 
one item all items are more or less significant making 
the positive feeling on brand experience of Apple. 
Except one factor as fifteenth item “This brand results 
in bodily experiences”, all other factors have been 
accepted with the strong support. 
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