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interview conducted in 2011. The data was collected with a questionnaire from selected 
online forums between the 21st of August and 21st of September in 2011. The research 
indicates that marketing managers should look more carefully at the tribal groups formed 
around shared passions and find new ways to support those groups and thus build a strong 
relationship between the group members and the brand.  
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(6)1 INTRODUCTION 


1.1 Background of the Study 


Today’s postmodern society consists of a network of tribes created by individuals based on 
 different  shared  values,  secure  emotional  connections,  and  subcultures  (McGee-Coopers, 
 2005). The studies have shown that people are looking at strong brands to connect with this has 
 been  studied  among  sports  fans.  This  strong  tribal  behavior  occurs  in  these  groups  through 
 specific terminology, symbolism, and shared cult meeting places (Dionisio et al., 2008). The 
 members of these groups do not so much evaluate products or services based of their features 
 and benefits, but rather will give much more weight to the symbolic attributes such as trust 
 towards  the  brand  and  based  on  these  symbolic  attributes  they  will  select  which  product  or 
 services they use  (Cova and Cova, 2001). 


There  is  a  consensus  among  researchers  and  practitioners  that  the  importance  of  brand 
 reputation is becoming an increasingly important part of a company’s success and profitability. 


Thus, brand reputation has been indexed in many manager's salaries (Herbig and Milewicz, 
 1995;  Kapferer,  2004).  Highly  reputable  brands  are  likely  to  gain  customer  trust.  A  high 
 reputation  can  strengthen  consumers’  confidence  and  reduce  perceived  risk  when  they  are 
 evaluating brand performance and quality (Fombrum, 1996). 


There has been very little research done that examines how consumers, through brand tribes, 
see and experience the reputation and social impact of brands when forming relationships with 
brands. Currently, most of the published research focuses on consumers that already belong 
knowingly to a particular brand community (Veloutsou and Mountinho, 2009). 



(7)1.2 The objectives and the research problems of the study 


The  purpose  of  this  study  is  to  get  insight  into  how  consumer  tribalism  and  tribal  behavior 
 affects to brand equity and how the connection between these constructs are identified. The 
 objective  is  to  resolve  to  what  extent  consumer  tribal  groups  elements  effect  on  building 
 substantial brand equity. The model proposes group cohesiveness, group conformity, and brand 
 linking values as the key factors contributing to brand equity. The managerial objectives of the 
 study are to emphasize the importance of consumer tribal behavior in brand management.  


The research problem of the study is the following: 


How does tribal relationship influence the brand equity? 


In order to answer the research problem, the following questions need to be resolved: 


What are the essential dimensions of tribal behavior? 


How does tribal behavior differ from another group behavior? 


How do the essential elements of tribal behavior affect brand equity? 



(8)1.3 The Conceptual Framework of the Study 


The study’s framework, which is presented in figure 1, concludes the main concepts of the study 
 as  well  as  their  relationships.  The  research  focuses  on  two  main  sets  of  variables  tribal 
 relationship and brand equity.   


Figure 1: Framework of the study (Aaker, 1995, 1996; Kohli and Leuthesser 2001; Yoo et al., 
 2000; Veloutsou and Mountinho, 2008) 


1.4 Definitions 


This  study  contains  three  main  constructs,  which  are  already  presented  in  the  conceptual 
 framework of the study. These are tribal behavior, brand reputation, and brand equity. In this 
 section, definitions are given to these concepts. 


Brand Equity  


Brand Equity constructs from two sides of the same coin, tangible and intangible half. The other 
half  is  the  brands  value  for  consumers  and  the  other  is  the  tangible  monetary  value  for  the 
company.  For the consumer part brand equity constructs from 4 dimensions and is the sum of 
all these value adding dimensions; brand awareness, brand image, perceived quality and Brand 
loyalty. (Aaker 1991).  



(9)Brand Awareness  


Brand awareness it its most basic can be defined as a very basic level brand knowledge which 
 means  that  individual  is  able  to  recognise  and  recall  the  brand  in  certain  product  category 
 (Hoyer and Brown, 1990, Aaker, 1991). Thus, it is clear that brand awareness is related to the 
 strength of the brand node in individual’s memory. Meaning how easily individual remember 
 the brand (Keller, 1993). Furthermore, Keller (1993) argues that brand awareness is mandatory 
 condition for creation of any brand image. 


Brand Image  


Brand  image  is  one  the  most  important  brand  aspects.  It  can  be  a  mental  picture  of  the 
 company’s  or  brands  offering  (Dobni  ja  Zinkhan,  1990),  Brand  image  is  under  a  constant 
 change and it is important that the image are alound to change with the times. Brand image 
 holds also lot of emotions and carry symbolic meanings that consumers can associate (Padgett 
 ja Allen, 1997). Furthermore, Strong brand image is needed in order to build sustainable brand 
 equity (Keller,1993).  


Brand Loyalty 


Brand  loyalty  has  been  defined  as  a  repeat  purchase  (Ehrenberg,  1988),  preference  (Guest, 
 1994), and commitment (Hawkes, 1994), and as retention and allegiance (Thiele and Mackay, 
 2001). Various definitions of brand loyalty are explained partly because the actual construct of 
 loyalty is highly complex itself (Javalgi and Moberg, 1997).  This paper defines Brand loyalty 
 as an intended behavior related to the product or brand. Furthermore, brand loyalty includes the 
 likelihood of intended support of the product or brand expressed in communicating. 


Perceived Quality 


Zeitheaml (1988) defines perceived quality as “the consumer´s” judgement about a products 
overall excellence or superiority” Zeithaml (1988) indentified perceived quality as a component 
of  brand  value  and  stated  that  it  is  not  the  actual  quality  of  the  products,  but  consumers 
subjective evaluation based on their perception of the brand.  



(10)Consumer Tribes and Tribal Behavior 


Consumer tribes are a group of people emotionally connected by similar consumption values 
 and usage of products and services to create a community and express identity Furthermore, the 
 group is based around various activities, consumption behaviour, and other social interactions 
 on shared values. (Cova, 1997; ref. Mitchell & Imrie, 2011) Subcultures have normally much 
 narrower  connections  with  shared  beliefs,  values  or  customs  compared  to  consumer  tribes, 
 setting them apart from the dominant societal culture (Schiffman et al., 2008; Mitchell & Imrie 
 2011). 


Linking Value 


Consumer tribes value the social aspects of life at the cost of consumption and the use of goods 
 and services (Cova, 1997). Consumers value mainly goods and services that have linking value. 


This includes anything that strengthens a sense of community or promotes a sense of belonging 
 and membership in tribes. A key concept here is the linking value of the product or service 
 (Cova, 1997). Thus, to satisfy their desire for communities, consumer tribes seek products and 
 services less for their use value than for their linking value (Godbout and Caille, 1992; ref. 


Cova, 1997).  


Croup Cohesiveness  


Cohesiveness  can  be  defined  as  degree  to  which  each  members  of  a  group  are  attracted  to 
 another member and the how they value the group membership (Solomon et al., 2002), “the 
 overall level of attraction towards the group” (Evans et al., 2006) which can be equated with 
 loyalty (Argyle, 1969). It is this factor of cohesiveness, which makes a group something more 
 than a mere collection of individuals; it evolves feelings of belongingness and integrity and 
 develops as the group fulfils the interpersonal needs of its members. (Evans et al., 2006) Since 
 it’s more difficult for individuals to relate to larger groups of people, smaller groups normally 
 have  higher  cohesiveness.  As  the  value  of  being  a  group  member  rises  so  in  individuals’ 


personal preferences. So does the likelihood of the groups having higher influence over devoted 
members consumption decisions. (Solomon et al., 2002) 



(11)Group Conformity 


Many purchases are subject to group pressure as consumer try to buy products that others want 
 them to have, that they think will make others accept, approve or envy them, or because they 
 have  learned  something  important  about  the  product  from  others  Therefore,  also  group 
 membership involves the individual in the acceptance of a degree of conformity and that the 
 group itself evolves norms of behavior which specify the ideal patterns of behavior to which 
 members should conform. (Evans et al., 2006; Foxall et al., 1998; ref. Shukor, 2011) Therefore, 
 the study of group effects is a study of human conformity (Foxall et al., 1998). Conformity may 
 be defined as a “change in behavior or belief towards a group as a result of real or imagined 
 group pressure” (Kiesler and Kiesler, 1969).  


1.5 Preliminary literature review 


The most recent literature considers brand equity as a relational market-based asset because it 
exists outside the firm and resides in the relationships of final users with brands (Falkenberg, 
1996; Hooley et al., 2005; Srivastava et al., 1998, 2001; ref. Delgado-Ballester & Hernandez-
Espallardo,  2008).  In  literature  many  authors  have  developed  various  brand  equity  models 
having deferent constructs and dimensions. Keller (1993) introduced a brand equity model in 
which the focus is to provide a unique point of view as to what brand equity is and how it should 
best be built, measured and managed. Keller’s (1993) model approaches brand equity from the 
consumers  perspective  arguing  that  understanding  the  needs  and  wants  of  consumers  and 
devising products and programs to satisfy them are at the heart of successful marketing. Aaker 
(1995,  1996)  suggests  that  brand  equity  is  a  set  of  assets  that  are  brand  awareness,  brand 
identity, perceived quality and brand loyalty, which forms from the associations attached to the 
brand.  Furthermore  Aaker  (1996)  propose  that  management  of  brand  equity  involves 
investment to create and enhance these assets. Furthermore, Yoo et al. (2000) extend Aaker’s 
(1996) model by proposing that the brand equity construct shows how individual dimensions 
are related to and how they contribute to brand equity. Model suggests that brand equity can be 
created, maintained and expanded by strengthening the dimensions of brand equity. Kohli and 
Leuthesser (2001) develop their own model in purpose to highlight the essential elements of 
brand equity. They argued that brand equity rest on a solid foundation of brand vision and brand 



(12)identity. Thus, from this solid foundation brand knowledge can be built, which includes brand 
 awareness and brand image. This ultimately leads to superior performance in the form of brand 
 equity. Keller’s (2003) model composes of brand building tools and objectives such as greater 
 loyalty.  Model  emphasizes  about  choosing  the  right  brand  elements  like  brand  name,  logo, 
 symbols and slogans. 


Cova (1995) argued that postmodern consumers values more the social link to one or several 
 communities of reference, giving meaning to their lives at the cost of consumption and the use 
 of goods and services. Since that many researchers have studied this type of extended view 
 beyond  the  traditional  marketing  and  found  that  consumers  form  variously  labeled  as  sub-
 cultures of consumption (Kates, 2002; Schouten and McAlexander, 1995; ref. Mitchell & Imrie, 
 2011),  tribes  (Cova,  1997),  cultures  of  consumption  (Kozinets,  2001),  brand  communities 
 (Muniz and O’Guinn, 2001), and consumption microcultures (Thompson and Troester, 2002; 


ref.  Mitchell  &  Imrie,  2011)  these  micro-social  consumer  groups  comprise  a  heterogenous 
 network of people united by shared emotions and experience around a brand (Cova and Cova, 
 2002; ref. Mitchell & Imrie, 2011). 


Already in 1973, Boorstin argued that shared consumption symbols were one of the main ways 
 helping  to  defined  and  identify  an  individual’s  group  membership.  Maffesoli  (1996;  ref. 


Mitchell and lmrie, 2011) established that consumer social identities and consumption choices 
 shift  according  to  situational  and  lifestyle  factors.    Further  emphasizing  Cova's  (1995;  ref. 


Mitchell and lmrie, 2011) findings that an individual may belong to multiple tribes at the same 
 time to express different aspects of their identity.  


Whereas  Cova  (1997)  called  it  as  “unifying  value”  when  branded  consumer  products  made 
indivuduals coexisting easier trhough the shared lifestyle values it provided. Cova and Cova 
(2002) Argued that there is growing movement of moder day consumer collectives that could 
be described as individuals finally freeing themselves from all the social norms and restrictions 
by starting a counter movement ro recalibrate their social universe. In todays consumer-oriented 
society, these types of structural changes formulate around tribal brands which delivers endless 
stream for image reconstruction. One can argue that tis kind of product and brand symbolism 
creates a totally new universe for the tribes to roam on. (Ostergaard and Jantzen, 2000) 



(13)Cova (1997) suggested tribes as a more temporary form of social grouping based around shared 
 identification with the brand. Like communities, these neo-tribes prospered on shared passions 
 and experience towards the brand but differing in theabsencet of formal rules or homogeneity 
 of  behavior.  There  have  been  multiple  researchers  studying  different  types  informal  and 
 temporary  time  and  place  related  communities  such  as  weekend  rave  cultures  (Goulding, 
 Shankar and Elliot 2000). Periodic farmes market communities (Mcgrath, et al., 1993) and jeep 
 brandfest. (McAlexander et al., 2002; ref. Haugtvedt et al., 2018)   


Kozinets  (2002)  studied  the  hypercommunity  as  a  temporary  but  well-organised  and  caring 
 community form when studying the Burning Man project that well knows anti-market festival 
 in  California.  In  their  article  Veloutsou  and  Mountinho  (2009)  argued  that  too  much  of  the 
 previous studies have been focused only on the luxury brands where consumers are more likely 
 to be highly involved with brands since the high amount of monetary investment. These brands 
 can be anything from sailing yachts to jewelry. The argued that there should be more attempts 
 to analyze brands and products aimed for mass consumer markets.  


1.7 Delimitations, research method, and Structure of the study 


The research is limited only to an online-based survey by email and through selected online 
 forums. Also, it does not cover all the elements of the brand relationships. Concentrating only 
 to brand reputation and tribal behavior. Study’s framework will be empirically tested by means 
 of a survey. The subjects will be partly conducted by email with a technique of snowball sample. 


This sampling technique relies on the researcher’s ability to locate an initial set of respondents 
 with desired characteristics. This method has its limitations, but since the lack of suitable email 
 registers and financial support, it is an appropriate way to conduct the survey. The questionnaire 
 is also going to be published in several discussion forums in Internet. 


The organisation of the research falls into the theoretical and empirical parts. The theory part is 
divided  into  three  main  chapters.  The  first  chapter  is  concerned  with  the  constructs  and 
dimensions  of  brand  equity.  The  second  chapter  discusses  the  determinants  of  brand 
relationships. Within this broad theme, the study considers the components of consumer tribal 
behaviour  and  brand  reputation.  Third  chapter  gives  an  overview  of  the  case  brand  and  the 
current market environment. The empirical part presents the questionnaire. The results of the 



(14)questionnaire are analyzed using several statistical methods. Finally, the main findings of the 
 study will be reported, and avenues for further research suggested. 


2. CONSTRUCT AND DIMENSIONS OF BRAND EQUITY 


Brand is the most important asset for many businesses (Kim and Kim, 2004). Therefore, it is 
 evident  that  building  a  strong  brand  becomes  the  main  objective  for  companies  (Delgado-
 Ballester and Munuera-Aleman, 2005). Furthermore, Keller (1998) stated that brand equity is 
 an essential part of building a strong brand. Thus, brand equity has been one of the key topics 
 in marketing in recent years, and it has become essential for brand managers to understand how 
 to measure brand equity (Buil et al., 2008; Ambler, 2003). 


2.1 Conceptualizing Brand Equity 


Despite the availability of numerous definitions, there is little consensus on what exactly brand 
 equity stands for (Park and Srinivasan, 1994; ref. Pappu et al., 2005). Nor there is a general 
 agreement  among  researchers  at  the  conceptual  level  about  what  brand  equity  comprises. 


Although brand equity can be defined from a variety of perspectives, generally the definition 
 can  be  broadly  classified  into  two  categories.  First  perspective  views  brand  equity  from  a 
 financial perspective (Brasco, 1988; Mahajan et al., 1990; Shocker and Weitz, 1988; Simon and 
 Sullivan,  1993,  1).  Second  perspective  views  brand  equity  from  marketing  decision-making 
 context (Aaker, 1991; Kamakura and Russell, 1993; Keller, 1993; Rangaswamy et al., 1993). 


Thus,  the  former  stress  the  value  of  a  brand  to  the  firm  and  is  based  on  the  incremental 
 discounted future cash flows. Latter define brand equity as the value of a brand to the consumer. 


Furthermore, within the marketing literature the consumer-based brand equity can be divided 
 into two dimensions: consumer perception and consumer behavior. Former comprises brand 
 awareness,  brand  associations,  perceived  quality  and  brand  image.  Latter  consists  such 
 dimensions as brand loyalty and willingness to pay price premium (Aaker, 1991; Keller, 1993; 


Kim  and  Kim,  2004;  Yoo  et  al.  2000).  Mackay  et  al.  (1997)  stated  that  when  reflecting 
marketing perspective, brand equity is referred to as consumer-based brand equity. Marketing 
approach refers to the added value of the brand to the consumer. (Pappu et, al., 2005) 



(15)Cobb-Walgren et al. (1995) were the pioneering researchers to measure consumer-based brand 
 equity based on the conceptualization of Aaker (1991) and Keller (1993). These researchers’ 


frameworks  conceptualized  consumer-based  brand  equity  as  a  set  of  four  dimensions. 


(Haugtvedt et al., 2018) Keller’s (1993) model focuses on brand knowledge and involves two 
 components: brand awareness and brand image. Keller (1993 p.8) defined brand equity as: 


“The differential effect of brand knowledge on consumer response to the marketing of a brand.” 


“The set of associations and behaviors on the part of the brand’s customers, channel members 
 and parent corporation that permits the brand to earn greater volume or greater margins than 
 it  could  without  the  brand  name  and  that  gives  the  brand  a  strong,  sustainable  and 
 differentiated advantage over competitors” (Keller, 1998 P. 43). 


By contrast, Aaker (1991, P.15) provides one of the most generally accepted and comprehensive 
 definitions of brand equity:  


“A set of brand assets and liabilities linked to a brand, its name and symbol, that add to or 
 subtract  from  the  value  provided  by  a  product  or  service  to  a  firm  and/or  to  that  firm’s 
 customers” 


Blackston  (1995)  referred  brand  equity  as  brand  value  and  brand  meaning,  where  brand 
 meaning implies brand saliency, brand associations, and brand personality, and where brand 
 value is the outcome of managing the brand meaning. (Blackston, 1995; ref. Haugtvedt et al., 
 2018) All these definitions imply that brand equity is the incremental value of a product due to 
 the brand name. Furthermore, although Aaker (1991) and Keller (1993) conceptualized brand 
 equity  differently,  both  authors  defined  brand  equity  from  a  consumer-based  and  memory-
 based associations. 


Brand equity has received a great deal of attention from scholars in the past two decades, the 
main  effort  being  conceptualizing  brand  equity.  Understandably,  the  added  value  the  brand 
brings is hardly a simple issue. Hence despite the numerous definitions there is little consensus 
about  the  concept  itself.  But  this  also  means  that  companies  have  potential  of  getting 
competitive advantage by offering something unique to the customer. Furthermore, review of 
the  existing  marketing  literature  reveals  that  researchers  have  found  positive  correlations 



(16)between brand equity and company’s performance (Aaker, 1996; Park and Srinivasan, 1994) 
 and that building a strong brand and brand equity provides a number of possible benefits to 
 companies.  For  example,  high  brand  equity  levels  are  known  to  lead  to  higher  consumer 
 preferences and purchase intentions (Cobb-Walgren et al., 1995), determines the extendability 
 of  a  brand  name,  cheaper  product  line  extension,  brand  licensing  opportunities  (Keller  and 
 Aaker, 1992; Rangaswamy et al., 1993), earlier market penetration (Robertson, 1993). It also 
 increases the effectiveness of marketing communication, decrease vulnerability to competitive 
 marketing action, and willingness to pay price premium (Barwise, 1993; Farquhar et al., 1991; 


Keller, 1993; Simon and Sullivan, 1993; Smith and Park, 1992). Leading to greater sales and 
 market shares (Hooley et al., 2005; Park and Srinivasan, 1994; ref. Mitchell & Imrie, 2011) and 
 thus  also  to  larger  profit  margins  (Kim  and  Kim,  2004).  Furthermore,  companies  with  high 
 brand equity are also known to have high stock returns (Aaker and Jakobson, 1994). Therefore, 
 its value as an asset is reflected in superior financial performance (Farquhar, 1989; ref. Mitchell 


& Imrie, 2011) and provides sustainable competitive advantages to companies (Bharadwaj et 
 al., 1993; ref. Mitchell & Imrie, 2011). Hence, in light of the existing literature it is safe to 
 assume that strong brand equity creates value for the company, as well as for the customer.  


2.2 Effects of Brand Equity 


Scholars also suggest that managers should already consider the possible affect on brand equity 
 when planning their marketing measures. Thus, research have shown that marketing decisions 
 and conditions have impact on brand equity. For example, Aaker (1991) list slogans, symbols, 
 packages,  and  public  relations;  company  image,  country  of  origin,  and  promotional  events 
 (Keller, 1993); and brand-naming strategy (Keller et al., 1998). According to Yoo et al. (2000) 
 brand-name investments should be directed to build brand equity dimensions such as brand 
 image, brand awareness, brand loyalty, and perceived quality. Managers Should build strong 
 brands in an effort to form an emotional bond with consumers by creating a distinctive and 
 personal  way  to  interact  and  communicate  with  consumers.  Furthermore,  managers  should 
 encourage  their  employees  to  incorporate  the  core  message  of  the  brand  so  that  they  can 
 communicate it clearly to customers (Berry, 2000). 


The brand building process can be examined from the brand management side and from the 
consumer side. Brand managers control the processes of developing a vision, identity, and brand 



(17)values,  where  consumer  controls  the  forming  of  associations,  images  and  perceiving  usage 
 situations.  (McEnally  and  de  Chernatony,  1999)  Therefore,  understanding  the  concept  and 
 underlying dimensions of brand equity is important, but without proper brand management the 
 success of the company cannot be affected. Muller and Woods (1994), for example, stressed 
 brand  management  rather  than  product  management  in  building  a  strong  brand.  They 
 emphasized the clear concept, dependability of brand name, and development of brand image. 


Therefore,  measuring  brand  equity  is  utmost  importance  in  marketing  management,  and  it 
 should not be overlooked as it builds the base for effective brand management. However, there 
 is no consensus in the literature how to manage brand equity and discussion around it is often 
 broad.  According  to  Keller  (2003),  effective  brand  equity  management  requires  proactive 
 strategies designed to maintain and improve brand equity. Thus, managers should take a long-
 term perspective in their decision making.   


2.3 Models and the underlying dimensions of brand equity 


Depending on the chosen perspective many authors have very different views on the dimensions 
 of what constitute brand equity and thus there are various of models of explaining these. In this 
 part the most relevant models for this research are introduced in order to get comprehensive 
 understanding of the constructs of brand equity and build foundation for the framework of this 
 particular research.  


 Brand equity has been the focus of number of studies, aiming to get better understanding of 
 the underlying attitudes and components behind brand equity. As great number of conducted 
 studies have focused either on the consumer perceptions of the brand, such as perceived quality, 
 associations  or  awareness  or  consumer  behavior,  such  as  brand  loyalty  and  paying  price 
 premiums. According to Mackay et al. (1997) this approach is referred to as customer-based 
 brand equity. Both Aaker (1996) and Keller (1993) used the term customer-based equity to refer 
 to brand equity.  


Keller (1993) defined brand equity as “the effects of brand knowledge on consumer response 
to  the  marketing  of  a  brand”.  According  to  Keller  brand  knowledge  consisted  of  two 
dimensions- brand awareness and brand image. as show in the figure 2 below. Furthermore, 
various customer-based brand equity models will be discussed, taking into account the effects 



(18)of the dimensions of these brand knowledge, brand loyalty and consumer reaction in product 
 pricem promotion and various distribution strategies.  


Figure 2. Brand Equity Model by Keller (1993) 


According to Aaker (1991) brand equity is a set of assets that are brand name awareness, brand 
 loyalty, perceived quality and brand identity and other proprietary brand assets such as patents, 
 trademarks, and channel relationship. These dimensions form the associations attached to the 
 brand as shown in the firuge 3.  


Figure 3. Brand Equity Assets by Aaker (1991) 



(19)These same dimensions are the foundation also for Aaker’s later model where he describes how 
 in  brand  equity  each  dimension  creates  value  to  the  customer  and  to  the  firm  in  variety  of 
 different ways. Figure 4 show how dimensions create value according to Aaker (1996a).  


Figure 4. Brand Equity Model by Aaker (1996) 



(20)According to Kotler and Keller (2006), the most important factors in brand equity are customer 
 brand awareness, customer attitude, towards the brand, and customer perception of brand ethics. 


However, Faircloth et al. (2001) argued that customer attitude does not directly affect brand 
 equity rather the effect is shown to be indirect through brand image. When evaluating brand 
 equity from a consumer perspective, the four most important dimensions are brand awareness, 
 brand  associations,  perceived  quality  and  brand  loyalty  (Pappu  et  al.  2005).  The  same 
 dimensions were suggested by Aaker and Joachimsthaler (2000) and these assets have been 
 additionally tested and verified by scholars such as Yoo et al. (2000); Atilgan et al. (2005); 


Pappu et al. (2005). Next these fundamental dimensions of brand equity will be examined and 
 explained in more detail.  


Figure 5. Brand Equity Dimensions by Aaker and Joachimsthaler (2000) 


2.3.1 Brand Awareness 


Brand awareness can be viewed as basic level of brand knowledge that involves the ability of 
 a potential buyer to recognize or recall that a brand is a member of certain product category 
 (Hoyer  and  Brown  1990,  Aaker,  1991).  Percy  and  Rossiter  (1992)  emphasize  that  brand 
 recognition and brand recall should be considered as two separate types of brand awareness 
 (Figure 6). Keller (1993) discriminates recognition and recall by saying that brand recognition 
 requires that consumers correctly distinguish the brand as having been seen or heard previously, 
 and  brand  recall  requires  that  consumer  correctly  generates  the  brand  from  memory. 


Accordingly, whether to use recognition or recall measurement depends on the situation. In the 
 situations where the brands are not present, an appropriate measure is recall, and in contrast, 
 recognition is useful measurement of brand awareness at the point of purchase (Holden, 1993; 


Percy and Rossiter, 1992). For this study’s purposes, the latter measure is more important as 
energy drink shopping takes place in supermarkets or other point of purchase places, where 



(21)shoppers are able to view the products and to recognize the brands. Percy and Rossiter (1992) 
 note that an identification of the brand name is not always required because a visual image often 
 stimulates a respond to the brand. In this study Battery energy drink was chosen as the case 
 brand. Accordingly, recall of the “plus or +B symbol” is not necessarily required because brand 
 awareness may proceed through brand recognition.  


Figure 6. Brand awareness by Percy and Rossiter (1992) 


Preceding studies have indicated that consumers are aware of endorsement symbols and have 
 acknowledge the importance of brand awareness for the use of endorsement symbols (Noakes 
 and Crawford, 1991; Rayner et al., 2001; Reid et al., 2001). Their studies indicated a strong 
 association between logo awareness and its use. However, it should not be directly assumed 
 that  brand  awareness  would  have  direct  impact  on  use  of  brand  logo  or  symbol.  Instead, 
 awareness should be considered to have impact on consumers’ attitudes since without knowing 
 the  brand  one  cannot  form  any  image  about  it.  Furthermore,  it  should  be  noted  that  the 
 awareness of the brand logo or symbol does not automatically mean that consumer would use 
 the symbol when shopping. (Rayner et al., 2001) 


2.3.2 Brand Image 


Brand image is described as the consumer’s mental picture of offering (Dobni and Zinkhan, 
1990), or as the overall impression made on the minds of the public about the firm (Barich and 
Kotler,  1991;  Dichter,  1985).  Brand  image  is  related  to  various  physical  and  behavioral 
attributes, and also includes symbolic meanings which consumers associate with the specific 
attributes of the products or service, such as brand name, tradition, ideology and the impression 
of quality (Padgett and Allen, 1997). Furthermore, image refers to strong favorable and unique 
brand associations in memory, which result in perceived quality, a positive attitude and overall 
positive  affect  (Keller,  2003).  According  to  Kennedy  (1977)  image  has  two  principal 
components: The functional and the emotional. Thus, image can be seen as the representation 
of brand in the consumer’s mind that is linked to an offering (Dobni and Zinkham, 1990), or a 



(22)set  of  perceptions  about  the  brand  the  consumer  forms  as  reflected  by  brand  associations 
 (Keller, 1993). The brand associations may be described in terms of attributes, benefits and 
 attitudes, which are based on consumers experiences with the brand (Keller, 2003).  Hence, it 
 can be defined as “the reasoned or emotional perceptions consumers attach to specific brands” 


(Low and Lamb, 2000). 


Dobni and Zinkhan (1990) summarize the different perspectives of the brand image as follows:  


“Brand image is the concept of a brand that is held by the users of the brand.” 


“Brand  image  is  largely  a  subjective  and  perceptual  phenomenon  that  is  formed 
 through the interpretation of users, whether reasoned or emotional.” 


“Brand image is not inherent in the technical, functional or physical concerns of the 
 product or brand. Rather, it is affected and molded by marketing activities, by context 
 variables, and by characteristics of the perceiver. “ 


The functional component is related to concrete characteristics that can be easily measured, 
 while the emotional component is related to the psychological dimensions that are manifested 
 in  the  feelings  and  attitudes  towards  a  company.  Therefore,  image  is  the  result  of  a 
 comprehensive process by which the consumers compares and contrasts the various attributes 
 of firms. This is confirmed by Kotler (2003), who states, that developing a set of brand belief 
 by consumers about where each brand stands accordingly to various attributes is important. The 
 set  of  beliefs  about  a  brand  eventually  comprises  the  brand  image.  (Kotler,  2003;  ref.  Han, 
 2007)   


An  image  is  a  synthesis  presented  to  the  consumers  of  all  the  various  brand  messages,  for 
 example brand name, visual symbols, attributes, products, events and advertising. Thus, brand 
 image is established via media signals such as printed marketing communication material and 
 the  image  results  from  decoding  a  message,  extracting  meaning,  and  interpreting  signs. 


(Nandan, 2005; ref. Han, 2007) 


As indicated previously, brand image can be defined as a reflection of brand associations and 
perceptions  (Keller,  2006).  Furthermore,  the  research  indicates  that  brand  image  is  more 



(23)specifically shaped by six associations and variables namely strength, uniqueness, expectations, 
 perceptions, experiences and evaluations of the brand.  


Strength: the strength of a brand image is determined by the magnitude and complexity 
 of  the  brand  identity  signals  to  which  the  consumers  are  exposed,  as  well  as  the 
 complexity of the processing of the signals (Keller, 2003; ref. Han, 2007). 


Uniqueness:  it  is  important  that  consumers  are  able  to  identify  unique,  meaningful 
 attributes of the brand in order to ensure brand preference and to provide a competitive 
 advantage (Keller, 2003; ref. Han, 2007).  


Expectations:  The  expectations  are  often  formed  based  on  consumers  physical  and 
 mental image of the brand or product. Physical attributes such as features, and perceived 
 quality are based on visual inspections of the product whereas mental expectations are 
 based more on the company marketing and review from other consumers.  (Smith, 2003) 


Perceptions and associations: Building a strong brand perception requires that the brand 
 reaches the consumers and are able to create awareness and perception to the receivers 
 that brand offers innovative, unique high-quality products and services. (Keller, 2003; 


ref, Han, 2007; Van Gelder, 2003; Nilson ja Surrey, 1998) 


Experiences:  These  includes  all  the  encounters  with  consumer  and  the  brand  or 
 product.  Past  user  experiences  are  significant  factor  when  consumers  are  making 
 purchase decision.  (Keller, 2003; Nilson and Surrey, 1998) 


Evaluations: Consumer evaluations are based of all the knowledge consumer have and 
 can  obtain  about  the  brand  image,  product  or  service  during  the  purchase  process. 


Consumers evaluate both the functionality but also emotional and symbolic attributes. 


(Coop, 2004; Keller, 2003) 


A positive image is created by marketing communication programs that link strong, favorable 
 and unique associations of the brand to the relevant receiver of the brand (Keller, 2003; ref. 


Han, 2007). Furthermore, Kapferer (1998) argues that individuals develop a product image of 



(24)identity signals given on the basis of the physical characteristics of the brand and the message 
 conveyed to the marketing model. The consumer is seen as the “recipient” of brand identity, 
 engaging in intellectual development to embrace the brand as a self-image (Kapferer, 1998). 


The image refers to the way in which these groups decode all the signals emanating from the 
 products, services and communication covered be the brand (Kapferer, 2004; ref. Han, 2007)). 


A brand is thus a sort of identification model, that identifies the tribe, and its members.  


Building a brand image is a long process that can be enhanced by technological breakthroughs 
 and  unexpected  achievements  or,  conversely,  destroyed  by  ingnoring  the  needs  and 
 expectations  of  the  various  consumer  and  affiliate  groups  who  interacting  with  the  brand 
 (Dichter, 1985; Milewicz & Herbig, 1994).  


2.3.3 Brand Loyalty 


Aaker (1991) defines brand loyalty as “the attachment that a customer has to a brand”. Brand 
 loyalty  can  be  conceptualized  based  on  a  behavioral  perspective,  which  emphasizes  repeat 
 purchase.  Rossiter  and  Percy  (1987)  argued  that  brand  loyalty  is  often  characterized  by  a 
 favorable attitude towards a brand and repeated purchases of the same brand over time. Oliver 
 (1997) emphasized the behavioral dimensions of brand loyalty and defined as “a deeply held 
 commitment to rebuy or repatronize a preferred product or service consistently in the future, 
 despite  situational  influences  and  marketing  efforts  having  the  potential  to  cause  switching 
 behavior”.    Brand  loyalty  is  also  conceptualized  based  on  an  attitudinal  perspective,  which 
 includes a commitment in terms of some unique values associated with the brand (Chaudhuri 
 and Holbrook, 2001). Yoo and Donthu (2001) stated that attitudinal perspective, brand loyalty 
 can  be  defined  as  “the  tendency  to  be  loyal  to  a  focal  brand,  which  is  demonstrated  by  the 
 intention to buy the brand as a primary choice”. 


According to Grover and Srinivasan (1992) loyal consumers respond more favorably to a brand 
than unfaithful or switching consumers. Therefore, brand loyalty routinely causes consumers 
to purchase a brand and oppose switching to another brand. However, while the definition of 
the label issue based on a behavioral perspective highlights the consumers true loyalty to the 
brand, which is reflected in purchasing decisions, definitions based on attitudinal perspectives 
highlight consumer intentions to be loyal to the brand. 



(25)Brand loyalty is indisputably at the core of any brand’s value. Without customer being loyal to 
 the brand, the firm would ultimately have little to gain from building brand equity. Customer 
 satisfaction is of great importance in developing a brand, and without it no loyalty will follow. 


Hence, brand is not only valuable to the company but also gives value to the customer, acting 
 as a source of consumer-based brand equity. Therefore, to the extent that consumers are loyal 
 to the brand, brand equity will increase. (Kim et al., 2003)  


2.3.4 Perceived Quality 


Zeithaml  (1988)  defines  perceived  quality  as  “the  consumer’s  judgment  about  a  products 
 overall excellence or superiority”. Zeithaml (1988) identifies perceived quality as a component 
 of  brand  value  and  stated  that  it  is  not  the  actual  quality  of  the  product,  but  consumers’ 


subjective  evaluations  based  on  their  perception  of  the  brand.  Thus,  perceived  quality  is  an 
 important  dimension  of  brand  equity.  According  to  Zeithaml  (1988)  several  aspects  might 
 influence  the  consumer’s  subjective  judgment  of  quality  such  as  consumption  situations, 
 personal experiences with the brand and unique needs. Perceived quality also provides value to 
 the consumers by providing them with a reason to buy and by differentiating the brand from 
 competing  brands.  Therefore,  high  perceived  quality  would  drive  a  consumer  to  choose  the 
 brand  with  higher  perceived  quality  over  other  competing  brands.  Furthermore,  Yoo  et  al. 


(2000) stated, “to the degree that brand quality is perceived by consumers, brand equity will 
 increase”.  


2.4 Measuring Brand Equity 


Good brand and market portfolio management begins with achieving a common performance 
 metric (Aaker, 1995). Therefore, it has become necessary for brand managers to understand 
 how brand equity is measured (Ambler, 2003; ref. Chawudhury, 2012). Furthermore, measuring 
 continuously  brand  equity  is  vital  because  its  strategic  value  guides  marketing  strategy, 
 supporting tactical decisions making and providing a basis for assessing brand extendibility 
 (Ailawadi et al., 2003; ref. Chawudhury, 2012). 


The  challenge  for  many  managers  is  to  develop  credible  and  sensitive  measures  of  brand 
strength that supplement financial measures with brand asset measures. In his article Measuring 
Brand Equity Across the Products and Markets Aaker (1996) stated that well-developed and 



(26)accepted financial measures such as sales, cost, margins, profits, and ROA tend to be short term 
 and inadequate to provide enough incentive for investment in brand building. (Aaker, 1996) 
 Furthermore, author argues that when brand objectives and programs are guided by both types’ 


financial measures and brand asset measures, the incentive structure becomes more balanced, 
 and it becomes more feasible to justify and defend brand-building activities. Aaker proposed 
 the  Brand  Equity  Ten  as  a  point  of  departure  for  an  effort  to  develop  a  set  of  brand  equity 
 measures.  Hence,  the  measures  should  reflect  the  construct  being  measured,  namely,  brand 
 equity and the conceptualization and structure of brand equity should guide the development of 
 the measure set.  The Brand Equity Ten essentially consisting ten sets of measures grouped into 
 five categories, structured and motivated by the four dimensions of brand equity- brand loyalty, 
 perceived  quality,  brand  associations,  and  brand  awareness-also  including  market  behavior 
 measures that could be applied across the markets and products. Moreover, according to Aaker 
 the measures should reflect the asset value of the brand, focus on a sustainable advantage, detect 
 change, reflect constructs that truly drive the market and should be applicable across brands, 
 product categories, and markets. Such brand equity measures will be more general than those 
 used to manage individual brands for which specific measures of functional benefits and brand 
 personality are likely to be more unique. Thus, some modification to fit the context and task at 
 hand  will  often  be  appropriate  because  the  scope  of  affected  decisions  might  be  different. 


(Aaker, 1996)  


In the Brand Equity Ten brand loyalty is a core dimension of brand equity, acting as a barrier 
 to entry, a basis for a price premium, time to respond to competitor innovations, and against 
 price competition. Hence, Aaker (1996) suggests that brand loyalty should be measured by two 
 set  of  sub  dimensions,  price  premium  and  satisfaction.  Price  premium  is  measured  by  the 
 amount the customer is willing to pay for the brand in comparison with the other brand. A brand 
 price premium can be determined by simply asking consumers how much more they would be 
 willing to pay for the brand.  


However,  a  more  sensitive  and  realiable  measure  has  been  developed,  called  joint  analysis, 
which  provides  the  consumer  with  a  set  of  simple  choices.  The  selection  is  then  analyzed 
together  to  determine  the  significance  of  different  dimensions.  However,  marketers  need  to 
know that there are markets where price variation are not significant for legal reasons, such as 
government-controlled pricing. Therefore, some intention-to-buy measurement become more 
relevant. Satisfaction can be defined as people who have used a product or service for certain 



(27)period of time or are imply based on the user’s experience from the customer’s perspective. In 
 services  loyalty  is  often  a  cumulative  result  of  positive  user  experiences  in  the  past  and 
 recommendations. Thus, satisfaction is especially robust measure for service brands.  


Nevertheless, satisfaction and loyalty measures are limited to existing customers and do not 
 apply to non-customers. Because, they do not measure the extent of brand equity outside the 
 regular customer base.  Perceived quality has been shown to be related to price premiums, price 
 elasticities,  brand  usage,  and  earnings  per  share.  (Aaker,  1996)  Furthermore,  Aaker  (1996) 
 suggests that it should be measured by straightforward questions about the perceived quality of 
 the brand in a competitor frame of reference. Furthermore, perceived quality is strongly related 
 to other key brand equity measures. Thus, by providing a surrogate variable for other more 
 specific elements of brand equity.  


Since, the key associations components of brand equity usually involves image dimensions that 
 are unique to a brand or to a product class, brand associations are usually a complex outcome 
 of different encounters between the brand and the customer, and thus Aaker (1996) suggests 
 that  associations  could  be  structured  around  three  broad  categories:  the  brand-as-product 
 (value), the brand-as-person (brand personality) and the brand-as-organization (organizational 
 associations). Aaker (1996) divides brand awareness in six sub sections which are presented 
 here: Recognition (Have the consumer heard of this brand), Recall (which brands from certain 
 product line the consumer can recall), Top-of-Mind (the first-named brand in a recall task), 
 Brand  Dominance  (the  only  brand  recalled),  Brand  Knowledge  (consumer  knows  what  the 
 brand stands for), and Brand Opinion (consumer has a firm opinion about the brand). According 
 to  Aaker  (1996)  the  proper  measurement  depends  on  the  research  method  and  phase  of  the 
 brands lifecycle, for example recall questions can be inconvenient to use in a survey. Therefore, 
 alternative  to  employing  recall  is  the  use  of  brand  knowledge  and  brand  opinion  variables. 


Furthermore, the author stated that if awareness measures focus only on the brand name, an 
 incomplete  picture  could  be  obtained.  Thus,  name  awareness  cannot  be  separated  from 
 familiarity with the brands symbols and visual imagery. Since, awareness levels can often be 
 affected dramatically by cueing symbols and visual imagery. (Aaker, 1996)  


After the division and categorization of the brand equity measures, Aaker (1996) laid the true 
foundation  of  subsequent  brand  equity  measurement  research  by  presenting  the  measures 
themselves. These measures have been widely used in later research with minor modifications, 
and they are the basis of much of the subsequent literature. 



(28)In  their  research,  Yoo  et  al.  (2000)  recognized  three  dimensions  of  brand  equity:  perceived 
 quality, brand loyalty, and brand associations with brand awareness.  


Kim et al. (2003) examined the underlying dimensions of brand equity and the relationship 
 between consumer-based brand equity and the financial performance, suggested that measures 
 consist of the four dimensions of brand loyalty, brand awareness, perceived quality, and brand 
 image. The Appendix 1 contains a summary of scale items.  


Kim et al. (2003) suggested that brand image consists of three dimensions of brand associations: 


their  favorability,  strength,  and  distinctiveness  (Kim  &  Kim,  2004).  Hence,  brand  image 
 requires the development of scale items specific to a product category (Dobni and Zinkhan, 
 1990). The reason for including brand image as a dimension of consumer-based brand equity 
 arises  from  its  important  role  in  determining  the  differential  response  that  makes  up  brand 
 equity (Kim et al., 2003). Therefore, according to the pretest framework suggested by Low and 
 Lamb (2000), Kim et al. (2003) developed different scale items for each category.  


The researchers recapped their study with the brand equity in the service sector, using quick-
 service restaurants with similar results. According to the study, brand awareness is not found 
 to be of as much importance in the brand equity constructs as it is in the financial performance. 


Brand equity as a whole is also found to have a strong correlation with the firms’ performance 
(Kim  and  Kim,  2004).  Both  studies  made  by  these  researchers  utilized  very  specific 
measurements that generally suit only the industry in question. Thus, it can be argued that these 
scales did not function as well as Yoo and Donthu (2001), essentially giving support to their 
formulation  of  brand  equity  measurement.  However,  it  should  be  noted  that  in  both  of  the 
studies the main objective was measure the financial impact of brand equity, not to improve 
scale development.  Pappu et al. (2005) argued that current measurement techniques for brand 
equity suffers from difficulty of distinguishing sufficient distinction between brand associations 
and  brand  awareness.  In  their  study  the  researchers  set  out  to  improve  the  empirical 
measurement of brand equity.  



(29)3.  TRIBALISM  AND  TRIBAL  BEHAVIOR  IN  CONSUMPTION  AND  CONSUMER 
 COMMUNITIES 


In  general,  groups  are  people  who  influence  an  individual’s  cognitions  and  behaviors 
 (Moskowitz et al., 2005). Several types of reference groups have been delineated, including 
 formal and informal, primary and secondary, and membership, aspirational, and dissociative 
 groups.  First,  several  of  the  distinctions  can  be  combined  to  better  describe  specific  groups 
 (Moskowitz et al., 2005). Second, while distinctions between all of these groups are useful, 
 consumer behavioral research has focused on two primaries informal, group peers and family. 


Third issues of major importance to marketing concerning reference-group influence include: 


(1) What types of influence do reference-group exert on individuals? (2) How does reference 
 group  influence  vary  across  products  and  brands  and  (3)  How  does  the  group  cohesiveness 
 affect individual’s behavior? (Moskowitz et al., 2005) 


The aim of this chapter is to identify the essential elements of tribalism and tribal behavior and 
 develop hypotheses for their relationships with brand equity.  


3.1 Identifying Consumer Tribalism and Tribal Brands 


Consumer groups formed around a single brand are known in general as brand tribes or brand 
 communities (Cova and Pace, 2006). The term “brand community” is also an inadequate means 
 of describing a tribe. A brand community is established to support a particular brand (Brownlie 
 et al., 2007; Burg-Woodman and Brace-Govan, 2007; ref. Mitchell & Imrie, 2011). Subcultures 
 have normally much narrower connections with shared beliefs, values or customs compared to 
 consumer tribes, setting them apart from the dominant societal culture (Schiffman et al., 2008; 


ref. Mitchell & Imrie, 2011). The difference between these concepts in the literature are not 
 always clear and often confused.  


There is a strong connection between brand, individual identity and culture. A brand community 
is  a  consumer  community  that  consists  of  an  emotional  attachment  to  a  product  or  a  brand 
(Muninz  and  O’Guinn,  2001).  Significant  difference  between  traditional  brands  and  tribal 
brands is the amount of support tribal brands dedicate to their consumers rather than trying to 
establish dominance over them like more traditional brands. By doing so, brands are able to 
break  down  the  wall  between  markets,  consumers  and  societies.  Strong  tribal  brands  often 
evolve around products or services that have clearly stated and strong shared values with their 



(30)followers.  They are the emotional result of personalization over time. The tribal brand creation 
 process involves thousands of social interactions of customers with different aspects of their 
 favourite  brand,  and  over  time,  the  social  look  that  makes  up  the  tribal  brand  is  achieved 
 (Moutinho et al., 2007). Thus, it can be seen that symbolic meanings are essential part of tribal 
 brands and next those will be examined in more detail. 


3.1.1 Symbolism 


Researchesr have found that certain brands contain symbolic attributes and their consumption 
 depends more on their social significance than their functionality. The product symbol therefore 
 means what the brand means and what linking value it provides to the consumer. (Levy, 1959; 


Elliot, 1999).  


individuals use products and brands to build and maintain relationships with the group and their 
 identity  (Elliot  and  Wattanasuwan,  1998).  Because  the  symbolic  value  of  labeled  consumer 
 goods is able to provide the necessary unifying value to consumers (Belk, 1988; Solomon, 1983; 


Leight and Gabel, 1992). Studies show that individuals send signals to other individuals through 
 their consumption behavior. In addition, they also interpret other actions through these signals 
 (Holman, 1980; Belk et al., 1982). How well these processes are performed depends on the 
 signals  used  from  individuals’  data  (McCracken  and  Roth,  1989).  These  messages  are 
 successfully conveyed only if the symbolism of the offer is socially recognized (Grubb and 
 Grathwohl, 1967). It is therefore clear that individuals use symbolic meaning to express what 
 their status and identity are compared to other members of society. 


Consumers  often  choose  their  clothing  more  often  for  symbolic  consumption  rather  than 
functionality such as protecting themselves from the elements (Hyatt, 1992), making consumers 
more  likely  to  choose  and  use  clothing  brands  that  are  socially  visible  to  others  in  order  to 
convey the preferred message of their identity to others (Hwan Lee, 1990). Clothing is a socially 
consumed  product  group  with  strong  social  norms  that  influence  an  individual  behavior 
(Bourne, 1957). Furthermore, clothing is important since it signifies a wide range of aspects of 
the nature of people who wear it, their musical tastes, social roles, occupation, lifestyle, group 
membership and personality (Hawkings et al., 2001). Clothing market is dominated by major 
brands but there are functional and even design similarities among these. It seems rational that 
clothing branding and imagery have meanings and symbolize different values for consumers. 



(31)Furthermore, symbolism includes messages that individuals convey to others. Individuals can 
 convey these messages either consciously or completely unconsciously. Different groups also 
 interpret messages differently, so the desired message is not always delivered to the recipient 
 in  the  desired  way.  For  example,  consumers  communicate  with  similar  clothes  or  by  using 
 similar symbols in their clothes when they want to inform others of them belonging to a certain 
 group. The importance of this is emphasized when an individual meets new people. (Hawkings 
 et al., 2001) 


Symbolic  representation  is  related  to  aesthetic  or  image  enhancement.  For  example,  the 
 durability  of  a  sport  jacket  is  part  of  an  instrumental  performance,  while  style  represents  a 
 symbolic  performance.  Clothing  seems  to  perform  five  main  functions:  protecting  from  the 
 environment, increasing sexual attraction, aesthetic and sensual satisfaction, the status indicator 
 and expanding self-image. Except for the protection from environment these functions are all 
 dimensions of symbolic performance. (Hawkings et al., 2001) Swan and Combs (1976) studied 
 the relationship between performance expectation, actual performance, and satisfaction with 
 clothing purchases and argued based on their findings that, dissatisfaction is caused by a failure 
 of instrumental performance, while complete satisfaction also require the symbolic functions to 
 perform at or above the expected levels. Thus, it can be argued that symbolic consumption act 
 as important function in order to achieve brand loyalty. 


“Consumers  in  a  role  transition,  have  a  symbolic  characterisrics  of  goods  that  help  them  to 
 perform the desired role (Leight and Gabel, 1992). Such transition could be for an example 
 starting a new hobby or job. Ambiguity and uncertainty about their role lead to symbolic buying 
 behavior  (Hawkings  et  al.,  2001).  The  degree  of  visibility  of  the  product  also  affects  the 
 communication of self-identity message through consumption symbols. As product visibility 
 increases, an individual’s own choices are more likely to depend on the consumption choices 
 of socially significant others (Hwan Lee, 1990).  Therefore, it is important for individuals to 
 find out how other people in their social group interpret the meaning of certain products and 
 brands  (Ligas  and  Cotte,  1999).  Individuals  can  then  use  the  symbolic  content  of  selected 
 consumption objects to reflect their belonging or connection to a particular social group (Elliot 
 and Wattanasuwan, 1998). On the other hand, consumers can also avoid certain products on the 
 basis of their symbolic meaning if they don’t want to be affiliated to certain groups (Elliot, 
 1999; Hogg, 1998). 


  



(32)In postmodern consumer behavior the image does not represent the product, but the vise-versa 
 (Cova,  1999);  objectivity  provides  space  for  symbolization  (Venkatesh  et  al.,  1993).  The 
 utilization of cult symbolism is inherent to tribal groups; products become social tools serving 
 as means of communication between the individual and his significant references. Consumption 
 manifests  itself  as  value  surrounding  a  common  passion.  (Banister  and  Hogg,  2004;  ref. 


Mitchell & Imria, 2011) In context of action sports, the real links are not only the sacred places 
 they  hold  in  value,  their  equipmentm  the  “secret”  gestures  but  also  the  brands  they  buy.  In 
 addition to hobbies, these are lifestyles that have a big impact on the fashion, entertainment, 
 professional sports and brands overall. (Mountinho et al., 2007). The consuming individual as 
 a tribe member exists beyond the emotional and narcissistic project describe in the consumer 
 research category. The individual is no longer seen as an independent figure trying to gather 
 constantly  more  experiences.  Instead,  consumers  belong  in  tribes,  where  brand  symbolism 
 creates  a  whole  universe  for  tribe.  (Ostergaard  and  Jantzen,  2000;  ref.  Cova  &  Cova  2009) 
 Therefore, the meanings of the symbols are not separate, but are built into the culture of the 
 tribes. They have been selected on the basis of common interpretattions of individuals in the 
 subculture (Cova and Cova, 2002). Communication of symbolic meanings is based on shared 
 language, knowledge and, understanding with others in the social group. purchasing branded 
 products is an important part of adhering to group norms, but also in marking individuality to 
 make them attractive to others in the group (Hawkings et al., 2001). 


3.1.2 Rituals  


Finding a connection between consumtion practices and tribal imagination, starting with the 
 idea that people do not work in a social vacuum by acting only on the impression of advertising 
 effects (Cova, 1997). Thus, when individuals engage in a number of repetitive and apparently 
 simple  behaviors  in  their  daily  lives.  Although  they  look  simply,  these  types  of  repetitive 
 behaviors link us to our physical, temporal, social and cultural environments. The characteristic 
 for rituals is as following: often consist of sequence of well-rehearsed and carefully mastered 
 expressive,  symbolic,  movements  and  action.    Ritual  behavior  is  highly  formal  and  often 
 requires  a  certain  amount  of  drama  and  must  be  approached  with  seriousness  and  intrinsic 
 intensity (Rook, 1985).   


Some important features of a ritual include scripted behavior, the use of artifacts, a serious and 
intense  atmosphere,  an  audience,  evocative  and  stylized  staging,  a  community  of  believing 



(33)participants and symbolic meanings of action (Gainer, 1995). Rituals involve a variety of social 
 and psychological processes, which perform many individual and societal functions (Werner et 
 al., 1988). A significant underlying feature of a ritual is that it can be public or shared with 
 others  in  some  ways  (Gainer,  1995).  An  important  function  of  these  shared  rituals  is  to 
 encourage  and  to  commemorate  a  sense  of  group  cohesiveness  (Werner  et  al.,  1988). 


Furthermore, individuals participate in these rituals in order to maintain the bond of a particular 
 small world (Gainer, 1995). Thus, it serves the function of constructing the relationships of a 
 future social life in a specific small world. Moreover, the social connections are becoming quite 
 explicit nowadays as an increasing number of people are joined together by strong emotional 
 bonds such as the sharing of same tastes, habits intellectual pursuits or participating in events 
 (Maffesoli, 1996). 


As previously shown postmodern tribes do not exist in any other form than the symbolically 
 and ritually demonstrated by their members. In addition, tribes are constantly made to be formed 
 by repeated symbolic rituals of members that last no longer than the appeal of these rituals 
 (Bauman, 1992).  


Belonging to a group is motivated by an individual’s desire to positively distinct from other 
 social groups (Madrigal, 2002). Performing rituals such as gathering tribal artifacts, dressing in 
 group  symbols,  and  visiting  groups  sacred  places  are  an  important  part  of  the  grouop 
 identification and affiliation process (Mountinho et al., 2007). As emotional investment grows 
 scares in public life, it is this emotion and communion of tribes which lead postmodern person 
 to  the  re-integration  of  rituals  and  transcendence  in  everyday  life.  There  are  numerous 
 sociological studies which emphasize the return of rituals, but in a profane and not religious 
 manifestation (Ferrarotti, 1993; Mountinho et al., 2007). This new rituality therefore expresses 
 the creativity of postmodern society and its numerous tribes (Cova, 1997). 


In tribal marketing the main purpose is to consider brands from the perspective of its linking 
value rather than use value (Cova, 1999). Rituals are a tribe’s expression of shared belief and 
social belonging (Segalen, 1998). The meaning ascribed to products and services is often related 
to societal occasions and to social links, and rituals are one of the best collective opportunities 
to affirm, evoke, assign or revise these meanings (Cova, 1997). Moreover, when rejecting the 
materialism and aesthetics of everyday life that characterized our postmodern condition, the 
search for rituals and their integration in the design of brands may play a role in the active 



(34)memory of sacred-seeking society. Therefore, many entrepreneurs today earn their livelihoods 
 from their ability to supply consumers with ritual objects or objects used in the performing 
 rituals.  (Solomon, 1992) Hence, it is more important for a company to know how its brand can 
 support the tribe in its essence than how to provide the product to the consumer. Therefore, 
 tribes rely on rituals to assert its existence and maintain their membership (Cova and Cova, 
 2002). The tribe or at least some of its members gather and perform its rituals in public places 
 of worship or commemoration. There are rituals at large social events and small loval meetings 
 which can be utilized by tribal marketing activities (Cova and Cova, 2002). These spaces are 


“anchoring places” They provide a temporary home to perform tribe members social gatherings. 


These place and associated rituals need to be supported in many ways enabling participants to 
 focus building their emotional bond with the place and other tribe members. Such elements 
 include cult objects, ritual clothing, sacred or ceremonial places, ritual words, idols, icons and 
 sacred images. (Aubert-Gamet and Cova, 1999; ref. Cova & Cova, 2009) Furthermore, when 
 building, long term customer loyalty the tribal approach relies on these rituals and cult sites 
 (Cova and Cova, 2002). According to Prebish (1984) customer loyalty is expressed through a 
 series of formal public and private rituals, which require a symbolic language and space that 
 worshipers consider to be sacred (Prebish, 1984; ref. Cova & Cova, 2009). 


Marketing activities that take place clearly outside the support of tribe are usually targeted at a 
 small number of “tribal sympathizers” who identify with the core members but whom stand out 
 clearly from the “mainstream tribal members” (Cova and Cova, 2002).   


3.2 Sociocultural Dimensions of Consumption and Tribal Behaviour 


Prior  to  1980,  there  was  relatively  little  attention  to  the  socio  cultural  aspects  of  consumer 
 behavior (see Levy and Zaltman, 1975) and most of the research concentrate around three main 
 paradigms: (i) the effects of social class membership on various consumer behaviors, (ii) the 
 influence of consumer psychographics, or lifestyles on purchase attitudes and behaviors, or (iii) 
 the relationship between consumers’ cultural values and similar dependent measures. In early 
 1980s,  consumer  researchers  developed  new  especially  qualitative,  research  methods. 


Ethnographic  field  studies,  projective  techniques  and  individual  in-depth  interviews  were 
among these and began to appear in the academic literature. Providing a whole new perspective 
and understanding of the symbolic meaning of the brands. (Earl and Kemp, 1999) 
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