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30/09/2025 With the modern dynamic and competitive business environment, the relationships between
Revised: brand equity, customer experience as well as long-term market sustainability have become of
07/10/2025 paramount strategic concerns of organisations. This paper focuses on how customer experience
Accepted: is a critical antecedent of brand equity and how advantageous brand equity can be conducive to
22/10/2025 long term competitive advantage and market sustainability. The paper provides a synthesis of
Published: the research on customer-based brand equity, customer engagement and global practices in
30/10/2025 sustainable branding through an integrative theoretical review of literature published in the

period 2015 to 2025. The results reveal that there are three main linkages to consider: (1)
customer experience positively affects brand equity by increasing customer satisfaction,
perceived value and emotional attachment; (2) brand equity positively affects market
sustainability by increasing customer trust, loyalty, and resistance to competition; and (3)
sustainability orientation moderates existing relationships. The suggestion is to provide a
conceptual framework, which implies both theoretical and managerial impacts on future

approaches to branding.
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INTRODUCTION:

Given the competitive and ever-changing global
business environment, businesses have been vigorously
working towards establishing long-term relations with
their customers and at the same time maintaining
economic, social, and environmental sustainability.
Brand equity and customer experience have emerged as
the focus in ensuring definite balance is achieved. Brand
equity is the kind of intangible value than a brand can
bring to a product or service that affects consumer
preference, consumer loyalty, and purchase behavior
(Aaker, 1991; Keller, 1993). It is an indication of the
power of a brand in the market and the emotional values
that are formed in the minds of buyers. Meanwhile,
customer experience (CX) refers to the totality of
customer experiences and the sum of the interactions and
emotions that a customer goes through when purchasing
a brand (Lemon & Verhoef, 2016). Biggest
improvement in positive experiences results in
improvement of satisfaction, loyalty and advocacy,
which are essential in strong brand equity.

The increase in societal concern on sustainability has
redefined the art of marketing. A business is now being
influenced more and more to incorporate the part of their

branding strategies focused on social responsibility,
environmental management, and stakeholder values
(Kotler, 2011; Chabowski et al., 2019). Consequently,
brand equity and customer experience interplay is no
longer limited to financial attainment expectations of
long term market sustainability (that focuses on brand
relevancy, customer trust and responsible participation
to change requirements), but also to changing markets.
Besides promoting customer loyalty, sustainable brands
also help to achieve a wider social and environmental
development (Peattie and Belz, 2020).

In spite of the enormous scholarly development,
scattered studies have not reviewed any systematic
research on the interaction between customer experience
and brand equity and its impact on the sustainable
market performances. The majority of the available
literature deals with these constructs separately brand
equity in marketing performance and customer
experience in service quality and relation management
spheres. An existing knowledge gap remains on how
experiential and emotional aspects of CX lead to
maintaining brand value in the long-term. Moreover,
brand equity processes that help maintain sustainable
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performance of a market in the long term are not fully
explored.

The proposed research will fill this gap by incorporating
the views of academic literature on brand management,
as well as on customer experience and sustainability. It
suggests that the customer experience is an median
antecedent of the brand equity formation, and brand
equity is a mediating process that causes the point of
intersection between the experience and long term
market sustainability. Through integrative literature
review approach, this paper has developed a conceptual
expression that can facilitate enlightenment. these
connections as well as give strategic implications to the
researchers and practitioners who are interested in
promoting sustainable branding practices.

2. Objectives of the Study

The main aim of the study is to theorize the relationships,
which exist dynamically between brand equity,
customer experience (CX) and the sustainability of the
market in the long-term under modern and sustainability
themed marketing settings. With a growing role of
sustainability in consumer preference formation and
competitive positioning, the research seeks to give an in-
depth insight into the contribution of the two constructs
towards long-lasting competitive advantage.

General Objective

To explore how the combination of brand equity,
customer experience and long-term sustainability in the
market is observed as well as to suggest integrated
framework through which the relationships among the
factors and their joint effectiveness to organizational
success and customer loyalty can be exhibited.

Specific Objectives

1. Toanalyse the theoretical foundations of brand
equity and customer experience within
sustainability-driven markets.

2. To identify the role of customer experience as
a key antecedent influencing consumer
perception of brand value, trust, and loyalty.

3. To assess the mediating effect of brand equity
between customer experience and sustainable
market performance.

4, To evaluate how sustainability-oriented
business practices enhance both brand equity
and customer experience outcomes.

5. To propose a conceptual model illustrating the
synergistic relationship among these constructs
for long-term market competitiveness.

6. To identify research gaps and provide future
directions for empirical validation across
different industries and cultural settings.

Rationale for the Objectives

These objectives will be designed to fill the knowledge
gap in marketing literature in which brand equity,
customer experience, and sustainability have largely
been examined in seclusion. Combining these constructs
into one theoretical conceptual map allows the study to
enhance the theoretical knowledge and provide practical

advice to firms that undertake the task of creating
profitable, ethical, and resilient brands. Moreover, the
current study corresponds to the sustainability concerns
in the world, especially to the United Nations
Sustainable Development Goals (SDGs) connected to
responsible consumption, innovation, and sustainable
development of the industry.

RESEARCH METHODOLOGY

The study will be based on the integrative literature
review research method of qualitative nature to analyze
the theoretical and empirical frames between brand
equity, customer experience, and long-term market
sustainability. Integrative review approach is especially
distinct to integrate the multiple points of view of
scholarly position and formulate notion-systems on
brand new interdisciplinary issues (Snyder, 2019). It
allows determining the patterns, knowledge gaps, and
connection links that might be missed by individual
empirical studies.

Research Design

The review design adopted was structured, which
entailed the methodical selection, appraisal and
assembly of peer reviewed journal articles posted
between 2015 and 2025. Both conceptual and empirical
research was consulted to come up with an all rounded
idea of the constructs. The study aimed to establish the
major dimensions of brand equity, experience
marketing, and sustainability in the modern business
settings.

Data Sources and Search Strategy

e Data were gathered from reputable academic
databases, including Scopus, Web of Science,
Emerald Insight, ScienceDirect, and Google
Scholar.  The search involved keyword
combinations  using  Boolean  operators
(AND/OR), including:

e “Brand equity,” “customer  experience,”
“sustainable marketing,”

e  “Market sustainability,” “brand trust,” “consumer
engagement,”
and “brand performance.”

e The initial search yielded over 150 relevant
studies. After screening based on relevance,
scope, and academic rigor, 65 articles were
included for detailed examination.

Inclusion and Exclusion Criteria

e Inclusion Criteria:

e  Peer-reviewed journal publications (2015-2025).

e Focus on brand equity, customer experience, or
market sustainability.

e  Provide conceptual or empirical insights related to
sustainability or branding performance.

e Exclusion Criteria:

e Articles limited to operational marketing without
theoretical relevance.

e Non-English publications or inaccessible full-text
studies.
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e  Opinion-based, non-academic, or low-credibility
sources.

Data Analysis and Synthesis
Thematic content analysis was employed to categorize
recurring concepts and insights (Braun & Clarke, 2019).
The analysis identified four major thematic clusters:
e Theoretical foundations of brand equity and
customer experience
e The mediating role of brand equity in
sustainability outcomes
e  Customer experience as a driver of brand trust and
loyalty
e Evolution of sustainable branding frameworks
e Conceptual mapping was further applied to
illustrate the causal flow:
Customer Experience — Brand Equity — Market
Sustainability
These synthesized findings form the foundation of
the proposed conceptual framework.

Validity and Reliability

To enhance validity, multiple academic databases were
used as they decreased the effects of publication bias and
also through the source triangulation and cross-analysis.
Reliability was also embraced since similar search
protocols, inclusion criteria and coding processes were
observed consistently during the review. This
consistency of the conceptual framework was ensured
through the correspondence of the emerging themes to
already existing theories on branding and sustainability
in literature.

LITERATURE REVIEW

The brand equity, customer experience and market
sustainability literature has significantly developed
throughout the last three decades. In this section, the
researcher draws together the previous research and the
current research to form theoretical connections among
these constructs.

e Brand Equity

Brand equity is the perceived worth on products and
services of brand. To construct the conceptualization of
brand equity, Aaker (1991) relied on the set of assets and
liabilities that relate to the symbol or name of a brand in
relation to adding and subtracting value to both
customers and firms. This view was subsequently
developed by Keller (1993), who introduced Customer-
Based Brand Equity (CBBE) model, which focuses on
the consumer perceptions as the determinant of brand
value.

The study of brand equity has been expanded in recent
research to cover the relational level and the
sustainability level. Yoo and Donthu (2020) emphasize
that equity is reinforced by such dimensions as
awareness and loyalty but also the authenticity and
ethical orientation. Correspondingly, Iglesias and Ind
(2020) coined the term of conscious brand co-creation
that implies a situation in which the stakeholders

participate in the branding process jointly by engaging
in responsible relationships.

In sustainability perspective, brand equity is a long term
strategic asset which boosts resilience and competitive
stability (Dwivedi et al., 2020).

e  Customer Experience

Customer experience (CX) has become one of the
prevailing trends in marketing and service management.
According to Lemon and Verhoff (2016), CX is the
combination of cognitive, emotional, sensory, and social
reactions of the consumers with all touchpoints of the
customer journey. Excellence experiences contribute to
satisfaction, brand loyalty, and advocacy, which result in
the long-term profitability (Verhoeff et al., 2021).

Empirical research indicates that immersive and
personalized experiences have a major impact on the
perceived brand value (Brakus, Schmitt, and
Zarantonello, 2020). CX is also being perceived as the
pillar of relationships marketing with focus on emotional
bonding and not transactional effectiveness. Besides, the
studies relate CX to sustainability, since buyers are
significantly responding to brands providing sustainable
experiences (environmentally and socially) (Khan and
Fatma, 2020).

Therefore, customer experience is a determinant of
brand loyalty as well as establishes consumer judgments
of the moral and environmental uprightness of a brand.

e Long-Term Market Sustainability

Market sustainability is the ability of a firm to preserve
competition advantage and remain economically,
socially, and environmentally responsible (Kotler, 2011,
Peattie and Belz, 2020). Sustainable branding is thus not
limited to the economic performance but it touches on
the stakeholder well being and environmental
management.

Companies that incorporate sustainability as a part of
their identity have more reputation and customer trust
(Chabowski et al., 2019). Furthermore, the digital
transformation enhances responsibility and openness,
which expedite the necessity to develop sustainable
value creation (Rust and Huang, 2019)..

Interrelationships Among Constructs

Customer experience and brand equity associate with
sustainability in a symbiotic as opposed to a linear
manner. Positive experience reinforces perceived brand
authenticity and desirability thus increasing the brand
equity (Schmitt, 2012; Lemon and Verhoef, 2016). Good
brand equity will, in its turn, allow maintaining customer
loyalty and responsible consumption patterns (Dwivedi
et al., 2020).

This creates a reinforcing cycle:
e  Meaningful Experiences — Strong Brand Equity
— Sustainable Market Performance
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e Iglesias and Ind (2020) further assert that
sustainability-driven ~ co-creation  enhances
stakeholder involvement and long-term relational
value.

Identified Research Gaps

e Albeit there are studies that have been carried out
on each of the constructs individually, not many
have tried to integrate CX, brand equity and
sustainability in a single theoretical framework.
The mediating influence of brand equity on the
CX and sustainability outcomes is particularly
under-researched across the industries and
cultures.

e  Thus, this paper suggests a conceptual framework
that associates these constructs to further the
research on this field as well as managerial
decision making.

DISCUSSION AND IMPLICATIONS

The results highlight an active interdependence between
customer experience, brand equity and market
sustainability in the long term, as the basis of a strategic
foundation of competitive and socially responsible brand
management.

e The Interplay Between Brand Equity and
Customer Experience

The consideration reveals that customer experience is
not only a result of the marketing but the major
contributor to the brand equity. The presence of positive
consistent experiences in all touchpoints leads to
emotional excitement, satisfaction, and loyalty; which
are essential elements of brand equity (Brakus, Schmitt,
and Zarantonello, 2020; Lemon and Verhoef, 2016).

The conversation is also not restricted to the domain of
transaction. Cognitive and affective associations with
the brand when customers have positive experiences
with a brand through ethical and personalized and
memorable interaction lead to increased perceived value
of the brand (Khan and Fatma, 2020). This supports the
assumption by Aaker (1991) that brand equity is in the
hearts and minds of the consumers. In this way, the
effective management of the customer experience is
helpful in the aggregation of both tangible and intangible
brand assets.

e Brand Equity as a Mediator of Sustainable Market
Behavior

Brand equity is a very important mediator in the market
sustainability and customer experience. Companies with
a well-developed brand equity due to good customer
experience stand in a better position to have a steady
demand and a stable market share (Keller, 1993;
Dwivedi et al., 2020).

Besides, sustainability has ceased to be a sideshow, but
it is the middle of the consumer decision making. Brands
that are high-equity and incorporate the principles of
sustainability are more resilient, trusted by stakeholders,
and advocative (Iglesias and Ind, 2020). These brands

have a chance to use their equity so that they can
advocate ethical drinking habits, which ultimately can
become a solution of corresponding the profitability
with social and environmental objectives.

High brand equity as seen through the managerial lens
ensures a buffer in times of an economic downturn and
a deeper flexibility by staying in tune with the dynamic
consumer needs particularly in locations where it is
constructed  with the scale of environmental
conservation and social responsibility.

e The Role of Customer Experience in Fostering
Sustainability

Customer experience is a sustainability-based strategy
process and product. When companies integrate
sustainable operations in the value propositions, such as
ethical sourcing, transparent operation, and projects of a
circular economy, customers will probably believe that
they are important givers of meaningful attempts to the
overall experience (Peattie and Belz, 2020).

This is in line with the increasing trend to experiential
sustainability, where consumers want the brands to be
responsible at all the points of interaction. Sustainable
CX strengthens emotional trust, resonates relational
connection, and invests in brand commitment in the long
term (Verhoef et al., 2021).

Therefore, organizations need to consider the element of
sustainability when developing experiences instead of
creating a distinct corporate program. This strategy
would have sustainability being a reality to customers
and would boost their loyalty and advocacy.

e  Strategic Implications for Organizations
The interplay among these constructs has critical
implications for both academia and industry:

1. Holistic Branding Strategies: Organizations
should move beyond traditional marketing
metrics and design integrated frameworks that
align brand equity development with customer
experience management and sustainability
objectives.

2. Data-Driven Experience Design: Using Al,
analytics, and personalization technologies can
help brands craft consistent, memorable
experiences that reinforce equity and
demonstrate ethical awareness (Rust & Huang,
2019).

3. Sustainability as a Brand Differentiator:
Embedding  environmental and  social
responsibility within branding strategies not
only strengthens reputation but also ensures
competitive advantage in mature markets.

4. Cross-Functional Collaboration: To achieve
alignment,  marketing,  operations, and
sustainability teams must collaborate to deliver
cohesive experiences that embody the brand’s
values and commitments.

5. Stakeholder Co-Creation: Following Iglesias
and Ind (2020), brands should engage

Advances in Consumer Research

776



How to cite: Mahesh Joshi, et, al. The Interplay Between Brand Equity, Customer Experience, and Long- Term Market Sustainability.

Advances in Consumer Research. 2025;2(5):773-778.
customers and communities in co-creating
sustainable initiatives, thereby transforming
consumers into active brand partners.

e Theoretical Contributions

This paper is valuable to the field of marketing because
it incorporates a combination of three main constructs
including brand equity, customer experience, and
sustainability into a single conceptual framework. It
highlights the mediating role of brand equity in the
connection of the experiential satisfaction with
sustainable performance in the market, building on the
previous models by Keller (1993) and Lemon and
Verhoef (2016).

Moreover, this synopsis places sustainability as one of
the central precursors of long-term brand strength, not as
a marginal one. It values a new concept of brand
management, one that addresses both emotional, ethical
and experiential aspects as way of maintaining
competitive excellence.

e Limitations and Future Research Directions
Although this theoretical study might be highly relevant
in terms of theoretical information, this approach is quite
limited with the help of qualitative literature-based
method. The study does not present any empirical
validation to restrict the generalizability of the findings.
The future should be done through empirical validation
of the proposed framework within a variety of industries
and across different cultural backgrounds by a
quantitative study including a structural equation
modelling methodology or longitudinal study to validate
the causal relationship that was uncovered in the current
study.

More so, other complications that can be dimensioned
are inherent with the speed at which the digital worlds
are changing. The personalization (powered by Al), the
consumer experience across multiple channels, and co-
creation on social media have the potential to most likely
assist in achieving one more understanding of how the
customer experience and brand equity impact each other
as the parts of a sustainable market behavior. The other
implications of global brand management are more
elaborative since a researcher can examine the
generation and geographical variations in responses to
sustainability-oriented brand responses.

CONCLUSION

The paper has identified the need of the most
fundamentally important relationship between brand
equity and the customer experience (CX) and the market
sustainability over the long term. The joint hypotheses
take the theoretical evolution of the argument that good
and valuable customer experience is one of the pushing
factors in brand equity, which consequently results in
sustainable market performance through higher levels of
trust, loyalty and advocacy of customers. When
sustainability is integrated into the brand strategy as well
as the experiential design, the brands are able to build a
reinforcing cycle of value which reinforced

competitiveness, promoting the well-being of the
society.

The conceptual framework created sheds light on the
interdependence of the three dimensions of branding
experiential, relational, and ethical ones. To the
practitioners, the alignment of sustainability initiatives
with customer experience strategies can help the
practitioners to build strong brands that become relevant
in the changing market conditions and also be trusted.

The future research is also advised to empirically assess
the connections found in this framework and further
investigate the role of the ethical practices, emotion
involvement, and digital transformation in relaying
sustainable brand performance.
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