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Abstract

The main aim of the present study is to identify the antecedent and consequence elements of the concept of
brand tribalism and then analyze them using the fuzzy cognitive mapping method. In terms of the purpose and
method of gathering the data, the current research is applied and descriptive-survey, and in terms of typology, it
is among mixed studies with a qualitative and quantitative approach in the deductive-inductive paradigm. The
statistical population of the research is experts familiar with the subject, 25 of whom were selected based on the
principle of theoretical adequacy and using the targeted sampling method. In the qualitative part of the research,
semi-structured interviews, and in the quantitative part, a questionnaire were used. The validity and reliability of
the questionnaire were determined by using the CVR coefficient, the Kappa-Cohen test, retest reliability, and
content validity. In the qualitative phase, the qualitative data obtained from the interview using MAXQDA
software and the coding method were analyzed. Then, in the quantitative part of the research, using the FCM
method, a fuzzy map of brand tribalism was presented and the most important antecedent and consequent factors
of brand tribalism were identified. The research findings confirm that brand loyalty, brand promotion, and
marketing evangelism are effective factors in brand tribalism. In addition, brand love, brand affiliation, and
hedonic value are the most important consequences of brand tribalism.

Introduction
Rapid changes create a new world where information is transferred quickly and people are culturally closer to
each other (Abeysekera, 2021). Based on this, due to cultural proximity and the fluid flow of information, most
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markets have matured. For this reason, new customers are difficult to get, so organizations are in great need of
new marketing strategies that have the most effectiveness with the lowest cost (Sadeghi & Arab-Nejad, 2015).
One of the most recent concepts in the field of marketing is brand tribalism, which refers to an effective
customer-oriented social advertising strategy (Tsiotsou, 2013). In the world of marketing, the discussion of brand
tribalism is a big challenge for companies, because the process of creating brand tribalism involves creating a
network of people who are interested in the brand, communicate with each other, and as a result, share their
feelings and opinions about the brand among members of a group or tribe (Dionisio et al., 2008). Brand tribalism
allows group members to share their personal experiences and feelings related to the brand (Taute & Sierra,
2014). According to the definition by Muniz and O'Guinn (2001), brand tribalism refers to a social entity that
reflects the role and position of brands in the daily life of customers, and it is considered a way to connect the
customer to the brand and the customer to the customer. In addition to what has been said, in advertising
platforms such as Instagram and various virtual networks, due to having the option to join advertising groups,
using the benefits of brand tribalism has become an important necessity in today's very competitive market.
Therefore, according to what has been said, the present research aims to determine, firstly, the factors that cause
brand tribalism, and secondly, the most important consequences of using the concept of brand tribalism in the
marketing plans of companies.

Methodology

In terms of method, this research is mixed based on a qualitative and quantitative research design. The
current research is classified as survey research from the point of view of its practical purpose and in terms of the
data collection method. The statistical population of this research is experts familiar with the subject under study,
25 of them have been selected as sample members using the purposeful sampling method based on the principle
of theoretical saturation. The sample members are university professors, human resource managers, and
marketing managers of textile and Zagros Posh companies, which are active as two large and active companies
in the field of clothing. The tool for collecting information is an interview in the qualitative part and a
questionnaire in the quantitative part. In this way, qualitative data were first collected using the opinions of 25
experts and up to the point of theoretical saturation of information, and then they were analyzed with Maxqda
software and content analysis and coding method. The validity and reliability of the data collection tool have
been confirmed in the interview section using the content validity ratio and the Kappa-Cohen test and in the
questionnaire section using the content validity and retest reliability. In the next step, quantitative data were
analyzed using the fuzzy cognitive mapping method. Cognitive maps are oriented graphics for representing
causal relationships between several objects or concepts. In other words, fuzzy cognitive maps with system
descriptions by modeling signs of causality that indicate a positive or negative relationship derived from fuzzy
values and the sequence and hierarchy of cause and effect relationships can be a guide for analysts and decision-
makers to an easy, accurate, and comprehensive understanding of complex systems.

Findings

The findings of the present research are based on the analysis of antecedent and consequent elements of the
concept of brand tribalism and their prioritization. Based on the results obtained from the qualitative part of the
study, the identified antecedents of brand tribalism are hedonic value, social prestige value, special brand value,
value-creating activities, common feelings, common prejudices, brand dependence, brand love, collective
identification, and brand discourse power. Also, the identified consequences are brand tribalism, brand support,
word-of-mouth advertising, brand loyalty, brand trust, evangelistic marketing, increasing competitiveness and
market share, appropriate positioning and positive customer mentality, brand promotion, improvement of brand
social power, and brand association.

Conclusions

The results of the research in the quantitative part showed that among the antecedent factors of brand
tribalism, brand love with indegree 11/91, outdegree 11/31, and centrality 23/22 has been identified as the most
important factor among the antecedent factors, and after that hedonic value, brand dependence and special value
of the brand were identified as other important factors, respectively. Also, among the consequences of brand
tribalism, brand loyalty with indegree 10.98, outdegree 11.45, and centrality 23.76 was identified as the most
important determinant of brand tribalism. Next, evangelism marketing, brand promotion, and brand support were
identified as other important consequences of brand tribalism.

Keywords: Brand Love, Brand Bias, Tribalism, Brand Tribalism, Fuzzy Cognitive Map.
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Table 1: Fuzzy like 5 Likert numbers

SR o T gio L) b3 s N Sl ko
(v er 0 /Y0) (e /YO /D) /Y /0 /YD) (/0 /NG Y) G /Vo N Y) é&é}'ﬁ LY

3 sl Ly Laadd 3o 31 oS, (1" (55 5ome
L diloes (0) 5 (F) o(F) lad g 5
Outcy = k=1 Wik )
Inecy = k=1 Wi ()

Cenicy = Inicy + Out(cy ©®)

Ja (b g by 0018 o 1pll U g0

(S 3 0155 0 asia ) eyt e 19
SIS o o5 5me et 5 6 pdy b 8 b
(Cmlg)s b padina 55 aslh 5 Jdou fal e
S ST Il 5 4 edaTCesay (slaosls JUist |
3 o gy Joe ol S s 3l

2. Indegree
3. Centrality
4. Gephi

(2019) Khajeh & Shahbandarzadeh : zww

L (=105l polopleil ip e U> w0
J— 9 SIS (Sl (5995 3 oSkl
Sl ol Mo e 53 1SR s (g o
& onlad (oaldel an e (55 sl 4 S
e gy Sl eslisal L s ot ot 54 5203

3D S Oy il Sllee 5 Laily, 5 50

n ® O @
i=1 al Ay A
A= i ( m u) ")
n
+2 +
W = W )

O3 O, as—is iy 4> 0

ALY 9 8 2oy WU b B (60105 45T
Oalsplasit 3 ey Laddtae il plas” 2 (5595%
Ol o 9135656 s Slo OuaT s 4 5 5l

e Ls (s 5 6y b o b 18 5

1. Outdegree



\Fe Y Ql:..‘.a.\f (Fa) o‘ll'-"l oyleds Lt}b oyl er.}j':.w Ju (s db_)bb QLE._J!:J/\“'

Son 9 Al ¥

ESET-TOWICSPI LT A

ol Y Jsd=> 5 RS u:o—LJuCA:w S asl

dg0i Slael JSLhcuresr S ST 39:T Jgu
Table 2: Examples of members' demographic characteristics
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Table 3: Coding of antecedent and consequent factors of brand tribalism
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Table 4: Fuzzy relationship matrix
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Table 5: Influence capacity influence power and central index
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Figure 1: Fuzzy cognitive map of factors
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