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Abstract 

Brand measurement from several perspectives has become one of the most important 
topics for marketers. One of those perspectives is the concept developed as brand experience. 
Experiences in marketing occur when consumers search for products, when they shop them 
and receive service, and when they consume them. Brand experience is conceptualized as 
subjective consumer responses that are evoked by specific experiential attributes (Brakus, 
Schmitt and Zarantonello, 2009)   

Mankind´s nature is polisensorial, the external stimulation exercises over more than 
one sense explaining the sensorial conjunction that has its origin in the integration area of the 
brain, where all the stimulus messages converge and produces the performance order. 
Furthermore every product or service has an intrinsic impact on the five senses.  Sensorial 
elements can contribute to create an experience of imaginative purchase that inspires 
association with pleasant situations (Gobé, 2005). Paying attention to Multisensory supports 
the brand with emotional engagement with customers, and creates a unique image that cannot 
be replicated easily by competitors (Barajas, 2008). Based on this argument, if marketing uses 
Multisensory strategies the experience will turn into supreme.  A Supreme sensory experience 
is about smelling, listening, looking, tasting and touching at the same time and it constitute 
the natural way of connection with individuals in a crucial holistic path (Hulten, Broweus and 
Van Dijk, 2009).  

In a bid to combine both perspectives (brand experience and multisensory strategies) 
this article proposes a theoretical framework which provides relevant information that allows 
extend the brand experience scale with the inclusion of multisensory expressions. According 
to the framework, the key mission of experience is to create a bond between consumer and 
brand.  This bond should produce emotional reactions that make the consumer stay with the 
brand in a long term. Considering that senses are the entrance of the information that produces 
experience in human beings and by nature it is a multidimensional process, it seems logical 
that one of the dimensions of brand experience should be the multisensory expression.  As 
such, brand experience scale could be measured as a union of consumer’s behavior, affective, 
intellectual and multisensory experiences in a new extended scale. 
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