VIIK 339.138
DOI 10.47367/0021-3497_2025_3_43

BUILDING TEXTILE BRAND EQUITY THROUGH EXPERIENTIAL MARKETING
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This study examines the impact of experiential marketing strategies on the for-
mation and enhancement of brand equity within the textile industry. Recognizing
the limitations of traditional marketing in fostering long-term consumer engage-
ment, the research explores how immersive, multi-sensory, and interactive brand
experiences influence key dimensions of brand equity: brand awareness, perceived
quality, emotional engagement, and brand loyalty. Utilizing a controlled experi-
mental design, data were collected from 500 textile consumers across four major
textile-producing regions: Iraq, India, Vietham, and Turkey. Participants were di-
vided into control and experimental groups, with the latter exposed to experiential
interventions such as virtual fabric try-ons, brand storytelling, and in-store sensory
environments. The findings demonstrate significant improvements in all four di-
mensions for participants who engaged with the experiential marketing strategies,
with the most substantial gains observed in emotional engagement and perceived
quality. The results indicate that experiential methods promote emotion-based and
cognition-based brand relationships, which, in turn, lead to the development of
strong brand equity. The research study provides empirical insights in favour of
advancing experiential approaches to strategic marketing models in textile industry.

Ilpusnasan ozpanuyenus mpaouyuoOHHO20 MAPKEMUH2A 8 COOCUCMEUU 00120~
CPOYHOMY 806]1€4eHUI0 nompedumereil, AGMopvl CHUMAIOmM AKmMyaibHbIM 6Hedpe-
HUue cmpamezuil MapKemuHza Ha 0CHOBe ONbIMaA 01 POPMUPOBAHUA U YKPENIEHUS
Kanumana Opendoa 8 mMeKCmuibHoU npomviuiiennocmu. /lannoe uccinedosanue
usyuaem, Kaxk UMMEPCUGHDbLH, MYJIbMUCEHCOPHbIL W UHMEPAKMUGHbII ONnblm
Openoa e1usem Ha Kirouesvle U3MEPEHUA €20 NOMPeOUMeIbCKO YEHHOCHU: Y3HA-
6aemMocmp, 60CHPUHUMAEMOE KAYECME0, IMOUUOHATIbHYIO 606/1€4EHHOCHb U J10-
anvHocms K opendy. Ilpoananuszupoeanvt oannvie om 500 nompedumeneit mex-
CMUBbHOU NPOOYKUUU 6 Yemblpex pecuoHax npouszeoocmea mexcmuna: Hpake,
Hnouu, Bovemname u Typyuu. Yuacmuuku 0viiu pazoeneHvl Ha KOHMPOTbHYIO U
IKCNEPUMEHMAIbHYIO ZPYNNbl, NpUYEM NOCIEeOHAA N008ep2anach 3IKCnepumMeH-
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MAanbHLIM 6030€UCMEUAM 6 npouecce NOKYNKU, MAKUM KAK 0eMOHCMPAyUus eup-
MYanbHbIX NPUMEPOK MKAHell, PAcCKa3vléanue UcCmopuil openoa u 83aumooei-
cmeue ¢ CeHCOPHOoU cpedoil 6 mazasune. Pezynomamur demoncmpupyrom 3naqu-
mesibHble YIYUUIeHUA 6CeX Yemblpex noKazameJeil nompeoumenbCKoil yeHHoCmu
Openoa y yuacmuukos, KOmopbwle 63aumooeiiCmeosaniu co CmpameZuamu mapKe-
MUH2a HA OCHO8E ONbIMA, NPU IMOM HaAUDOJIee CyujecmeenHble YayyueHus Haor-
0auCch 6 IMOUUOHAILHOU 606/1€HEHHOCIU U 60CNPUHUMAEMOM Kadecmee. Pe3ynb-
mamosl NOKA3A1U, YMO IKCHEPUMEHMATIbHbIE MEMOObl CROCOOCHEYIOM IMOUUO-
HAbHOMY 6ocCnpuUAmMUIO0 Openda, Ymo, é c60l0 04epedsb, NPUEOOUM K YEEIUUEHUIO
nompebdumenvckoi yennocmu o0penoa. Hccnedosanue noouepkuseaem nojib3zy
6HEOPEHUA MAPKEeMUH2A HA OCHOGE ONbLIMA 6 CMpamecuyecKue MapKemuHzoeole
Mooenu 8 meKCMUIbHOU NPOMbIULIIEHHOCHU.

Keywords: experiential marketing; brand equity; textile industry; consumer
engagement; perceived quality; brand loyalty; sensory branding.

KiarueBble cioBa: MAapKETHUHT, OCHOBAHHBIH Ha OIIbITC; HCHHOCTH ﬁpeH):[a;
TEKCTUWIbHAA NPOMBIINIJICHHOCTL; BOBJICYCHUE HOTpeﬁﬂTEHeﬁ; BOCIIPUHUMAEMOC

Ka4e€CTBO, JOSJIbHOCTDb K 6peH11y; CeHCOPHbIﬁ 6peHZ[I/IHl".

Introduction

The modern textile industry has made
strong brand identity to the foundation of a sus-
tainable competitive advantage. But with the
world market increasingly saturated and con-
sumer expectations higher than ever before, tra-
ditional means of marketing have frequently
failed to create brand loyalty which lasts. One
method that is certainly gaining more and more
attention is experiential marketing— an immer-
sive and interactive approach focused on creat-
ing emotional connections between consumers
and brands [1].

Experiential marketing is about creating
memorable, emotion-based experiences which
connect more directly with consumers than
traditional promotional methods. Experiential
strategies seek to move beyond discussing
product attributes and instead inspire emo-
tions, tell great stories, and create experiences
that allow people to engage. This is especially
useful for textile brands, who can focus on the
uniqueness of their heritage, the nature of the
quality and craftsmanship, rather than it being
just a product, turning it into an emotional ex-
perience. With experiential marketing methods
being applied everywhere from interactive
fashion shows and pop-up events to virtual re-
ality showcases and personalized customer en-
gagements, it gives companies a chance to
stand out in a competitive world [2].

Hence, the notion of brand equity has been
an important foundation for the development
of the punditry of experiential marketing.
Brand equity is the value a brand adds to its
products and services based on consumer per-
ceptions, loyalty and emotional attachment [7].
Amidst this, the brand equity is extremely im-
pactful in influencing consumer choices in a
textile market where the differences between
the fabrics are not only slight but also subjec-
tive. Implementing experiential marketing
campaigns can help textile brands solidify con-
sumer impressions, enhance brand familiarity,
and increase consumer loyalty, which can ele-
vate their market position overall [3].

Experiential marketing has a strong poten-
tial to garner good results in the textile industry
for various reasons, one of the being its ability
to reach consumers at a personal level. Con-
sumers today are more knowledgeable and
critical than ever. They look for authenticity,
appreciate authenticity, and are attracted to
brands that show they genuinely care about
their customers. Through experiential market-
ing, textile brands can convey their primary
values and identity in more than just product
and revenue-led advertisements. The practical
exercise could be a workshop hosted by a
brand on how to produce sustainable textiles
for example, so that the participants are able
to experience the quality and craftsmanship
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that goes into the product themselves. This
mutually beneficial relationship not only
builds trust and loyalty but also strengthens the
brand image and position it as a leader in its
market [4].

The experimental marketing provides a
great opportunity for textile brands to project
innovations and creativity as well. This indus-
try is inherently creative, and by embracing
experiential campaigns brands can reinforce
their design expertise, material innovation and
sustainability best practice. These factors ap-
peal to eco-conscious consumers while provid-
ing another avenue of differentiation between
the brand and its competitors, whose market-
ing strategies lean on traditional channels. By
offering distinct products, textile firms can de-
velop a dedicated clientele that appreciates
their unique offerings and returns to them fre-
quently [5].

One of the most important benefits of ex-
perience marketing is the ability to gain con-
sumer insights. By engaging directly with the
consumer through interactive events, textile
brands gain first-hand insight into their audi-
ence’s tastes, behaviors and expectations. Re-
tail data analytics can help companies identify
trends and patterns in customer behavior. The
insights gained from experiential campaigns
therefore create a feedback loop that constantly
feeds and drives a brand’s position in the mar-
ket [6].

As brands look for ways to stand out and
create lasting impressions, experiential mar-
keting has turned into a popular method. By
creating memorable, emotional consumer ex-
periences, businesses seek to deepen their con-
nections with target markets [8, 9]. These
brands can therefore create deeper emotional
connections with their clients via events, inter-
active campaigns and digital activations,
which ultimately strengthens brand loyalty and
equity [10].

Additionally, experiential marketing reso-
nates with the changing expectations of mod-
ern consumers who seek authenticity and
deeper engagement. Modern consumers are far
more cynical when faced with standard adver-
tising practices and the brands who readily
provide transparency, sustainability, and au-

thentic engagement appeal to them more. Tex-
tile brands should explore experiential market-
ing along with their positioning as a powerful
way to showcase their heritage, craftsmanship,
and ethical practices. Indeed, improved con-
sumer trust, word-of-mouth advocacy, and en-
hanced repeat purchases stem from real-time
interactions and personalized experiences [11,
12].

Even though it is clear that experiential
marketing has its advantages, the specific pro-
cesses of involvement in which experiential
marketing affects brands in the textile industry
are still underexplored. Experiential cam-
paigns have since infiltrated multiple indus-
tries, but the importance of visual and tactile
experience in the textile sector cultivates spe-
cific potentials and hurdles. There is a need to
study how experiential engagement can trans-
late into brand equity measures like favorable
perceptions, awareness and consumer loyalty.
At the same time, this review identifies a gap
in research on the topic of brand equity en-
hancement through experiential marketing
strategies specifically for textile brands while
suggesting a path forward that will serve as
useful guidelines for brands aiming to succeed
in a highly competitive market environment.

Methodology

The study design was guided by combina-
tions of frameworks used in past works on ex-
periential marketing in the apparel and textile
domains [1, 2, 5], focusing on the isolation of
psychological and perceptual components that
were expanding during shifts in brand equity.

A systematic random sampling method was
applied to select 500 participants from four re-
gions — Al-Rafidain (Iraq), Bombay (India),
Hanoi (Vietnam), and Bursa (Turkey) —to en-
sure representative insights across textile con-
sumer segments. The selection process-main-
tained balance across urban-rural, gender, age
group, and income level stratifications. The
minimum required sample size was validated
through power analysis for a medium effect
size (f>=0.15), o = 0.05, and statistical power =
0.95.

Data collection was performed through
structured online surveys and in-person inter-
views, using a questionnaire developed in ac-

Ne 3 (417) TEXHOJIOI'MSI TEKCTUJIBHOM ITPOMBIIIJIEHHOCTH 2025 45



cordance with empirical studies on experien-
tial and emotional branding in textile con-
sumption [3, 5, 12].

A two-group pretest-posttest control group
design was employed. Participants were ran-
domly assigned to either:

e Treatment Group (G1): Engaged in in-
teractive marketing events including VR-en-
hanced fabric try-ons, scent-based ambient
branding, and digital co-creation platforms.

e Control Group (Go): Exposed to tradi-
tional advertisements, printed catalogs, and
standard sales promotions.

The response variable, Brand Equity (),
was defined as a second-order latent construct,
composed of four first-order latent dimen-
sions:

« Brand Awareness (1,)

o Perceived Quality (n,)

« Emotional Engagement (n5)

e Brand Loyalty (n,)

The measurement for participant iii and
construct j was denoted:

Xij = Am;+ €, (1)

where x;; observed item response, A; standard-
ized factor loading for indicator j, n; latent
variable (e.g., n,= perceived quality), €;;
measurement error.

Group membership was binary:

D = { 1 ifi € G, (Treatment), @)
"7 1o ifi € G, (Control).

Structural Equation Modeling (SEM) was
used to estimate the relationships between ex-
periential marketing and the dimensions of
brand equity. The second-order SEM model
was constructed as:

n=Tré{+d, ©)
M

where n = Zi vector of first-order latent
Na

variables, & second-order latent variable
(brand equity), T vector of structural coeffi-
cients, ¢ residual vector.

Measurement errors were assumed to fol-
low:

€ ~ N(0,0¢),{ ~ N(0,¥). 4)

Model identification was confirmed by sat-
isfying the t-rule for minimum degrees of free-
dom:

=P8R —q, )
where p number of observed variables, g num-
ber of parameters to estimate.

To ensure the internal consistency and con-
struct validity of the scale, a multi-step valida-
tion process was conducted using reliability
coefficients and confirmatory factor analysis
(CFA). The CFA measurement model fol-
lowed:

x=An+56 , (6)

where A matrix of factor loadings, n vector of
latent constructs, & vector of measurement er-
rors.

Reliability metrics included:

e Cronbach’s Alpha (a):

k-1

a=—-
1+(k-1) -7

, (7)
where k number of items, ¥ mean inter-item
correlation.

o Composite Reliability (CR):

_ w2
CR = Saerzer ®

e Average Variance Extracted (AVE):

LA
AVE = e 9)

An initial pilot study (n = 50) was con-
ducted among textile consumers from Al-Rafi-
dain and Basra Linen Co. to refine the ques-
tionnaire. Responses were analyzed for item
clarity, floor/ceiling effects, and item-total cor-
relations. Items with low communalities
(< 0.40) were revised or excluded [2, 16, 17].
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Table 1

Validation Procedure Outcome Action Taken Post-Test Reliability
Pilot Testing Moderate ambiguity in 6 items Semantic revision a.=0.89
Data Entry Cross-Validation | 100% match with source forms No adjustments needed a=0.90
CFA Diagnostics Good model fit (RMSEA < 0.07) | Retained 4-factor structure CR>0.85
Internal Consistency All o> 0.85 Retained all constructs Final o =0.92

The study adhered to ethical research prac-
tices approved by the Cihan University Re-
search Ethics Committee. Participants were
briefed on data use, anonymity, and the option
to withdraw at any point. Data were encrypted
and stored in compliance with GDPR-based in-
stitutional data protection protocols [5, 6].

Results

This section presents the empirical out-
comes of the intervention, detailing how expe-
riential marketing influenced core components
of brand equity among textile consumers. The
analysis follows the latent dimensions defined
in the methodology and includes both pre- and
post-intervention comparisons. The findings
are based on observed responses across four
textile companies: Al-Rafidain Textiles (Iraq),
Bombay Cotton Mills (India), Hanoi Denim

Ltd. (Vietnam), and Bursa Textile Works (Tur-
key), providing both statistical robustness and
geographic relevance.

Brand awareness is how well and remem-
ber a brand when given multiple situations. In
this study, it recorded metrics for both un-
aided brand mention and aided recognition.
The treatment group experimental marketing
strategies consisted of visual installations, in-
teractive QR-based promotions, and personal-
ized product discovery stations. These activi-
ties were meant to leave long-lasting cogni-
tive trademarks. Fig. 1 presents the brand
awareness metrics before and after interven-
tion, including differences in mean values, di-
versity, and score distribution in the sample
pool.

Score
W

N

= Pre-Intervention

Cl 95%
[2.95-3.35 - 3.92-4.32]

Post-Intervention

5.00

Mean Score

Standard Deviation

Maximum Score Minimum Score

The mean brand awareness score increased
by 0.97 points following the intervention, indi-
cating significantly enhanced recognition. The
confidence interval shift to a higher range con-
firms statistical reliability. The reduction in
standard deviation suggests decreased variabil-
ity in responses, implying a more consistent
positive perception across participants. The
minimum score improved from 2.00 to 3.00,
highlighting uplift even among previously un-
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aware consumers. Maximum values also im-
proved, showing that experiential tools effec-
tively reinforced the brand message. Collec-
tively, this evidences experiential marketing’s
role in cognitively embedding brand presence.

Perceived quality denotes the consumer’s
assessment of product excellence, material du-
rability, and overall manufacturing value. In
this context, it was influenced by direct prod-
uct interactions, such as touch-based fabric as-
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sessment stations, augmented reality visualiza-
tions of production processes, and in-store
video tours of weaving facilities. These im-
mersive experiences were central to reposi-
tioning the textile brands as premium, con-

sistent, and reliable. The fig. 2 below summa-
rizes the transition in perceived quality met-
rics, reflecting perceptual shifts before and af-
ter exposure to the experiential marketing en-
vironment.

mmm Pre-Intervention

C1 95%

Score

N

"

0.72

[2.75-3.15 -~ 4.05-4.45]

Post-Intervention

5.00

3.50

Mean Score Standard Deviation

Maximum Score Minimum Score

Fig.2

Following the intervention, the average
perceived quality score increased by 1.30
points. This upward shift reflects a reassess-
ment of product craftsmanship, particularly in
regions where prior quality skepticism existed.
The minimum score improved sharply, with
the lowest pre-intervention perception of 2.10
rising to 3.50 post-intervention, suggesting
that even the most critical respondents
acknowledged improvements. Standard devia-
tion declined, supporting consistency in qual-
ity perception across consumer segments. The
post-intervention confidence interval further
validates this advancement. The experiential

elements appear to have effectively demon-
strated the technical quality of textiles.
Emotional engagement captures the affec-
tive connection between consumers and the
brand, including emotional recall, brand empa-
thy, and alignment with values. The interven-
tions here focused on emotional storytelling,
consumer co-creation events, and interactive
exhibitions of brand heritage (e.g., family-
owned looms or sustainability pledges). These
elements were essential in establishing not just
recognition or quality perception, but emo-
tional affinity. The fig. 3 outlines the descrip-
tive statistical movement in emotional engage-
ment before and after experiential exposure.

mmm Pre-Intervention

Cl195%
[2.58-2.98 - 4.42-4.82]

Post-Intervention

3.60

Mean Score Standard Deviation

Maximum Score Minimum Score

Fig. 3
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The average emotional engagement score
experienced a considerable gain of 1.84 points,
representing the most substantial shift across
all constructs. This confirms the effectiveness
of emotionally immersive content and brand
storytelling. The score distribution tightened,
indicating uniform engagement improve-
ments. A dramatic change in the minimum
score from 1.80 to 3.60 reveals that even those
with no prior emotional resonance now felt
connected. The maximum score also increased
to the upper limit, indicating full emotional
alignment in a subset of participants. These

findings underscore affective immersion as a
catalyst for engagement.

Brand loyalty indicates a consumer’s be-
havioral commitment, encompassing repeat
purchase intention, brand advocacy, and re-
sistance to competitors. Loyalty was tested
through projected repurchase scenarios, brand-
switch simulations, and willingness-to-recom-
mend statements. Experiential marketing tools
included loyalty rewards through event partic-
ipation, customer testimonials, and behind-the-
scenes brand operations. The fig. 4 evaluates
loyalty score changes after exposure to the ex-
periential environment.

4.08

Scare

0.68

EEm Pre-Intervention

Cl95%
[2.91-3.31 - 3.88-4.28]

Post-Intervention

5.00

4.00

Mean Score

Standard Deviation

Maximum Score Minimum Score

The post-intervention loyalty score rose by
0.97 points. The moderate shift in loyalty im-
plies that while emotional and perceptual gains
were strong, behavioral loyalty builds incre-
mentally. Nevertheless, an increase in the min-
imum score from 2.20 to 3.30 reflects reduced
brand detachment. The consistent improve-
ment in maximum scores and narrowed stand-
ard deviation suggests a firming base of loyal
consumers. Overall, brand loyalty was
strengthened, but in a more measured manner
than awareness or emotional engagement, in-
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dicating loyalty requires sustained brand-con-
sumer interaction.

The composite brand equity index reflects
the aggregated latent score combining aware-
ness, quality, emotional engagement, and loy-
alty. This measure was used to evaluate the ho-
listic impact of the experiential marketing
model. It was calculated from the weighted
contribution of each dimension using standard-
ized latent loadings. The fig. 5 provides com-
parative composite index scores across partic-
ipants in the treatment group.
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Cl95%
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Post-Intervention

Mean Index

Standard Deviation

Maximum Index Minimum Index

The mean composite index rose by 1.26
points, indicating substantial multidimensional
brand equity growth. Standard deviation re-
duced, reflecting less dispersion in overall
brand perception. The minimum score shifted
from 2.10 to 3.50, and the maximum increased
to the full index value of 5.00, implying com-
plete brand conversion in high-exposure par-
ticipants. The confidence interval movement to
a higher range reinforces the statistical validity
of the shift. This confirms the success of expe-
riential marketing in aligning cognitive, emo-
tional, perceptual, and behavioral brand com-
ponents.

Discussion

The findings from this research highlight
that experiential marketing strategies play an
important role in promoting textile brand eq-
uity. All four of the key brand equity dimen-
sions: awareness, perceived quality, emotional
engagement, and loyalty, showed significant
improvements after deploying interactive,
emotionally evocative marketing campaigns.
This means that textile brands have to move
away from standard marketing models and are
challenged to engage consumers with an expe-
rience they want to experience again and again,
and one they'll remember.

One of the most revealing findings is the
huge emotional uptick. After going through
such events as live product demos, virtual re-
ality experiences and hands on workshops,
consumers said their connection to the brand

50

Fig. 5

was stronger. Such insights are consistent with
previous research that have illustrated the ef-
ficacy of emotions in incentivizing customers
to be loyal [18, 19]. Using sensory branding
and storytelling campaigns, brands created
memorable interactions that positioned them
as consumers' preferred choices.

In terms of awareness of the brand, the re-
sults show that turnout has a stronger result
than traditional mass media campaigns. These
higher mean awareness scores highlight the
effectiveness of interactive marketing in grab-
bing consumer attention and increasing
memory recall. This contrasts findings of some
earlier research [17] that state that growth of
awareness is mostly dependent on a high fre-
quency of advertising. In contrast, the present
results indicate that quality, attentional expo-
sure via experiential events can generate
greater and lasting increases in awareness.

Similar movement was noted in perceived
quality, which reinforces the idea that experi-
ential campaigns advance not only the emo-
tional area but also considerations of product
reliability and craftsmanship. This study chal-
lenges articles from previous decades that
tended to treat quality improvements as largely
a product redesign or a manufacturing up-
grade, suggesting that marketing-driven con-
sumer experiences, too, can reshape percep-
tions of quality [20]. This difference is signif-
icant as it enhances insights into how market-
ing tools directly facilitate consumer state-
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ments in ways other than the actual product
features.

Brand loyalty, another major factor, contin-
ued to increase in the months following the in-
tervention. Although traditional models of loy-
alty tend to center around purchase behavior as
an indicator of consumer commitment, this re-
search suggests that the role of experiential
marketing is central to the development of
long-lasting brand loyalty. Through immersive
experiences that touched a chord with consum-
ers, the brand was able to create a sense of
trust and belonging. And it did not just increase
loyalty, but also this strong word-of-mouth
support which is often considered one of the
most important outcomes coming from any
successful marketing campaign [21].

Contrasting the previous studies, the cur-
rent results offer a more holistic approach to
the measurement of the effect of experiential
marketing. Most previous studies focused on
individual measures, such as brand awareness
or loyalty [22], without considering the tension
between different aspects of brand equity. The
detailed methodology as well as the inclusion
of composite equity scores within this study
provides a fuller picture of the impact of expe-
riential strategies on overall brand perception.
The study offers actionable insights for mar-
keters aiming to enhance brand health by ex-
amining both the individual metrics and their
collective impact.

Moreover, where past studies focused on
high-tech or luxury brand contexts [23], the
present study generalizes these results to the
textile sector, typically regarded as less incen-
tivized to adopt high-touch marketing strate-
gies. The study proves how universal these
strategies can be, illustrating that experiential
marketing can provide significant rewards for
brands even in highly competitive, commodi-
tized spaces. With a tradition which empha-
sizes aesthetic and craft, the textile industry
can utilize experiential marketing to converse
its uniqueness and heritage in a way which ap-
peals to the modern consumer.

Conclusion

It concludes that experiential marketing has
significant effect to change consumer percep-
tion, engagement and brand loyalty towards
the textile brands. Experiential advertising

techniques create strong sensory and emo-
tional bonds that increase brand associations
and purchase intent, unlike traditional market-
ing tactics.

As textile firms navigate evolving con-
sumer expectations, this study suggests that
immersive brand experiences should be inte-
grated as long-term marketing strategies rather
than occasional campaign tactics.

REFERENCES

1. Muhammad Ibrahim T. and Zahra L. Evaluating
Impact of Experiential Marketing Activities on
Repurchase Intention: Testing Mediating and
Moderating Model on Apparel Industry. Social Science
Review Archives, 2024. 2(2): p. 744...771.

2. Zarina V., Vevere V., Shina I., Baby B. Assessment
of the impacts of experience marketing on the brand
image of textile companies in Latvia. XIX International
May Conference on Strategic Management — IMCSM24
Proceedings - zbornik radova, 2024. 20(1): p. 453...462.

3. Fonseka M.A.S.S. Influence of Social Media
Marketing on Perceived Brand Equity of Fashion
Brands in Sri Lanka. Sri Lanka Journal of Marketing,
2024.

4. Badhwar A. et al. Unraveling Green Marketing
and Greenwashing: A Systematic Review in the Context
of the Fashion and Textiles Industry. Sustainability,
2024. 16, DOI: 10.3390/su16072738.

5. Bramantoko B. and Maridjo H. The Influence of
Experiential Marketing on Customer Loyalty Mediated
by Customer Satisfaction. Journal of World Science,
2024.3(1): p. 93...104.

6. Nogueira S., Durdo M., Pacheco L. et al.
Experiential marketing and purchase intention of
ecotourism  experiences - Z-Generation case.
International Conference on Tourism Research, 2024.
7(1). DOIL: 10.34190/ictr.7.1.2042

7. Shamsi M.A. et al. Sustainable Transition through
Circular Textile Products: An Empirical Study of
Consumers’ Acceptance in India. Sustainability, 2023.
15, DOI: 10.3390/sul51813656.

8. Peng C. et al. A Meta-Analysis of Brand
Extension Success: The Effects of Parent Brand Equity
and Extension Fit. Journal of Marketing, 2023. 87(6): p.
906...927.

9. Mehmiyev F.S., Mammadova H.F., Hasanov B.M.
Influence of Innovative Marketing on Production
Efficiency. Izvestiya Vysshikh Uchebnykh Zavedenii,
Seriya Teknologiya Tekstil'noi Promyshlennosti, 2023.
6(408): p. 21...27

10. Experiential Marketing Strategy And Its
Influence On Brand Identity In The Café Business.
Jurnal Nusantara Aplikasi Manajemen Bisnis, 2023.
8(2): p. 215...227.

11. Harsanto, B. et al. Sustainability Innovation in
the Textile Industry: A  Systematic Review.
Sustainability, 2023. 15, DOI: 10.3390/su15021549.

Ne 3 (417) TEXHOJIOI'MSI TEKCTUJIBHOM ITPOMBIIIJIEHHOCTH 2025 51



12. Druzhinina I.A., Kvach N.M., Generalova A.V.
Using of Digital Technologies to Promote Brands in the
Fashion Industry. lzvestiya Vysshikh Uchebnykh
Zavedenii, Seriya Teknologiya Tekstil'noi Promyshlen-
nosti, 2022. 2(398): p. 299...307

13. Yarosh O.B., Zhavoronkova Z.A. Neuromarket-
ing Aspects of the Promotion of Light Industry Goods
in the Tourist Region. Izvestiya Vysshikh Uchebnykh
Zavedenii, Seriya Teknologiya Tekstil'noi Promyshlen-
nosti, 2022. 4(400): p. 27...36

14. Girard P. Effect of Experiential Marketing on
Customer Engagement and Loyalty in the Tourism
Sector in France. International Journal of Strategic
Marketing Practice, 2024. 6(1): p. 35...46.

15. Panci¢ M., Serdarusi¢ H., Cuéi¢ D. Green
Marketing and Repurchase Intention: Stewardship of
Green Advertisement, Brand Awareness, Brand Equity,
Green Innovativeness, and Brand Innovativeness.
Sustainability, 2023. 15, DOI: 10.3390/sul51612534.

16. Aminudin A., Ina S., and Netty L. Experiential
Marketing and E-Wom Create Brand Loyalty Through
Brand Trust. Jurnal Multidisiplin Madani, 2023. 3(7): p.
1506...1513.

17. Xu W, Jung H., Han J. The Influences of
Experiential Marketing Factors on Brand Trust, Brand
Attachment, and Behavioral Intention: Focused on
Integrated Resort Tourists. Sustainability, 2022. 14,
DOI: 10.3390/su142013000.

18. Destiana F. Pengaruh Social Media Marketing
terhadap Ekuitas Merek dengan Online Experiential
sebagai Variabel Mediasi (Studi pada Konsumen Toko
Busana Cordy Bandar Lampung). Target: Jurnal

Manajemen dan Bisnis, 2022. 4(2).
https://doi.org/10.30812/target.v4i2.2476

19. Chen H. et al. Role of employee loneliness, job
uncertainty and psychological distress in employee-
based brand equity: Mediating role of employee
exhaustion. Frontiers in Public Health, 2022. 10.
https://doi.org/10.3389/fpubh.2022.941106

20. Jiang Q., Deng L., Yang C. The Impact
Mechanism of Consumer’s Initial Visit to an
Automobile 4S Store on Test Drive Intention: Product
Aesthetics, Space Image, Service Quality, and Brand
Image. Behavioral Sciences, 2023. 13, DOI:
10.3390/bs13080673.

21. Chen A.H. and Wu R.Y. Mediating Effect of
Brand Image and Satisfaction on Loyalty through
Experiential Marketing: A Case Study of a Sugar
Heritage Destination. Sustainability, 2022. 14, DOI:
10.3390/sul4127122.

22. Sohaib M., Mlynarski J., Wu R. Building Brand
Equity: The Impact of Brand Experience, Brand Love,
and Brand Engagement—A Case Study of Customers’
Perception of the Apple Brand in China. Sustainability,
2023. 15, DOI: 10.3390/sul5010746.

23. Shamsi M.A. et al. Nexus between
Environmental  Consciousness and  Consumers’
Purchase Intention toward Circular Textile Products in
India: A Moderated-Mediation Approach. Sustain-
ability, 2022. 14, DOI: 10.3390/su142012953.

Pexomennosana 4™ International Conference of
New trends and Smart technology. Baghdad, Iraqg. ITo-
crymmwia 27.05.2025.

52 Ne 3 (417) TEXHOJIOT'MSI TEKCTUJIBHOM [TPOMBIILIJIEHHOCTH 2025



