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Abstract The present study aimed to investigate the relationships among consumers personality trait,
brand tribalism, and brand commitment through brand trust and perceived switching cost. Data were
collected from a convenience sample of three-hundred and ninety-four undergraduate students at a
large Korean university. The participants consisted of 54.1% female (N = 213) and 45.9% male (N = 181).
The results indicated that extraversion, conscientiousness, and emotional stability traits are directly
related to brand tribalism. Also, brand commitment was directly associated with brand tribalism, brand
trust, and perceived switching cost. In particular, our results showed the relationship between brand
tribalism and brand commitment was mediated by brand trust, but not perceived switching cost.
Therefore, our findings suggest that strong emotional connection of brand tribes may increase

perceived switching costs and, consequently, affect brand commitment.
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Table 1. Correlations and Descriptive Statistics
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=138, t=2.431, p<.05), AAIFH4(8=.179, t=3.087,
p{01)2 BAHE Egtolde]Eat Fougt BAE et
o, /Ndet 5482 foulsA] ekgkthztt B
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1 2 3 4 5 6 7 8 9

1. Openness .696

2. Conscientiousness 160" 751

3. Extraversion 246" 3837 819

4. Agreeableness -136" 1090 an” 695

5. Emotional stability 162" 386" 401 305" 781

6. Brand tribalism .050 160" 142" 014 -.045 855

7. Brand trust 098 193™ .099 043 .040 628" 854

8. Switching cost -.037 003 035 -.073 -.068 -.062 -7 757

9. Brand commitment 071 1457 417 -.022 .006 6057 5617 -196" 742
Mean(SD) 3.27(67) | 348(52) | 3.32(65) | 3.40(64) | 321(69) | 2.80(48) | 2.90(53) | 3.68(64) | 2.52(62)

o €05, “p €01, "p €001

Note. Diagonals are Cronbach alpha(a) coefficients
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Table 2. Path Analysis Results

Nerables eraen e t i
Openness .022 .037 423
Conscientiousness 170 051 3.068"
Brand tribalism Extraversion 138 .042 2431 .056
Agreeableness .033 .040 .631
Emotional stability 179 041 3.087"
Brand trust 628 043 16.017" 395
Switching cost Brand tribalism -.062 .067 -1.238 .004
Brand trust 272 .057 5553
Brand commitment Switching cost =124 .037 -3.246" 430
Brand tribalism 429 063 8.754™"
Goodness—of-fit chi-square=33.468 (p=.006), RMSEA=.053, IFI=.975, TLI=.943, CFI=.975, NFI=.954

"0 €05, “p €01, "p €001

Table 3. Regression Results of Parallel Mediation

Brand trust(M+) Switching cost(My) Brand commitment(Y)

B SE 1/95%Cl SE 1/95%Cl B SE t/95%Cl
Brand tribalism(X) 695 043 15.997™ -.082 067 -1.237 550 063 8715
Brand trust(M1) 315 058 5451
Switching cost(M,) -120 038 -3.186"
Total effect 779 052 15.052""
'B”:(‘)'t‘z‘t::as;i;t 222 050 | 118, 317 013 | -010,.046 | .22 066 019, 279
'S”if‘c}gtfe“ 241 43 | 75619 011 7=1.150
Goodness-of—fit R?=.435, F(3,390)=99.944""

"o €05, "p <01, Tp <001

Note. B=Unstandardized coefficient, SE=Standardized error, Mi=Mediator 1, M,=Mediator 2

p<.001), Hah= AlFA(8=.272, t=5.553, p<.001), A
Z+El [AH]-8(8=-.124, t=-3.246, p<.01) ZFo] 25}
PR JFE W AoF Ytk HAHE £
oigh A8, A7k Ag]E, Eeto|de|Eo] AYEd
43.0%=% G0 =2 FEolrh

4.3 HHC ME|Hu HeH|IE
Table 32 SPSS 3|HE4 Macrog
A= gm 22t dengo] HEujEs 2
Wt
| Bgo] AGRHR)S 43.5%= ETHFe 300=99.944,
p<.001). FAIH o R AuHE, Bt E9Jof tigh Bl
= EgtoldE|&(B=.550, t=8.715, p<.001)3} BH= A
#4(B=.315, t=5.451, p<001), AEHL(B=-.120,
t=-3.186, p<(.01) B2%F |9u|gt A ads 2} &
H BlE Z9Jof digt BHE A=(M) A=

of DHED
olgg nae
S et

95% Al Fzte] 0o] Z=|R] FokAITKEHEHA 118,
AeHA 317), BHE Ag]E(M)9] FEaEIH= 95%
A1Z]7H 00] =T ERHA -.010, 43HA .046). °]
o Z} uj7iRiQle] ATl thigh Sobel ATAE B
W, BHE A4 AR E |9u|oblan(Z=5.619,
p<.001), %82 Fojujstr] gk ZRog Ueyitt
(Z=1.150, py.05). WetA] BHE Al=1/d2 HAHE Et

oldeETt BAE 29 719 WAS Ads vk
Aoz Uepton, A7kE AL & 719 AL

s e Aom st



B HEMCE MEAD} K|ZHE MEH|R0| MjNED}

159

59 DAL EdfoluEe A, HY U Ak
Q19| ARBAE Wl 1A sl & A7) Ak Bl
© EgfolgeEe A9 4AST e A9 >
glom, tobh BAE Beo] 4-7bgH 0 Jee F
& Ao= et

Ao HAS EcfolHeEe ASld YEYD
£ 275H= 71219 Aol WgElARH13), Tl A
A AAQle] At BAE EdfoldeEe) WA e
A9 s Ao gink. et 2 elyo) vk o)
Aoluk AV, AH PR e Tfel HAEo]
BE Edfo el YAl slofshe Fast WalY
2 Bolx vk 53] AS 4EozAol el
0313 AAHoE AgHA dyut ARY 2 4]
3Hilo] 7%t BA0] AlgEe] BAE Ecfolnrt g 7}
540] Erhe 2 AARI v, o2 oz Asl
Ao R BREe 5740 aiks JHow o
3 Ao Uehgr). ol ofuhi ko] Ad ofeky
oL} 54T 2L Exo] AuluetolA] Holz} v gol
TP 57 BAe) @ A8HA) % 4 ek
L2 Al 410 Bl 919 8-S A
ol ¥ Fithe olghd I 78
olc}. Tt YAE AT} BAE Evto el

o
ok

Nt
_%
L

gl

o

)

1

oft
e
s 4
=,

oM 10 oy mr
re
-
N
B
N,
i
X
i)
rr
)
2
>
j)l
ol
re
-
1o
olol
=)
fru
Fo

i)
L ol o
ﬂE rl _LlN..
l]I‘ EKIENJ }}'ﬂ: OIN
g min
l_g Iz mfo
2 0n 8
> @
=
Iz
£
(r
>,
M,
oX,
o
T
1,
n
m

=

Ir
PR
4
X
u)
30
£
)
fr
|
£
(mr
2
i)
oX
)
|
£
[
il

g9t 4% 2 BAE 299 TAES WAL 4 9
TATHE(18,2417 Wt o] Tk, W A
H1§-2 BAs Efol sy B 2ol

=Y = =

uifelA] o Ao & Uehded), ol

rr

i Lo &2
o P L7
)

e

;l
Al

i

ouEe A5H AL Sk B

4A4 ik Fdstar kTl ol

A2 ESfo|EEoA BRE ofgo] T AL

1

n =
i)
N
1o
ol
=
oX,
X
)
Jo
e
)
e}
fols
X
fu
:Od’

r X |z
¢
n

o o N (mopk Iy

1o
oN
v

z &
o*o re
o & ok [
et

)

Hir

)
B
N
)
)

ols

F],F
18

ol

|

ol

‘I’F
=,

i

iy
H
Iz
)
[
(m

eolu5o] 15 W] A
TR B ojgolt AL

o o oo o (T

SN
T
=
8
%
=)

(0]
0

oL
I
o XN o

o

Hy
F__,%

gy
wa, M yo
1

il
jiA)

@ 1
s
to 12 o
i)
%
rr

¢
re

lot
[
=)
N

o

ol

:E

ol

>,

o

|z

)

[ Jpe
)
_O|L

rJ

2

rJ
g
i

O

<

R
U o
)

e

! 0o
o o [T

AT % BARE SHEEL EgololA] H3Ho]
355 A8lE vEYIC] 94 7181 Hoig B

qlom, FEH0% BAE WS SR A 73]
78 % 9 ol

5.2 91719| H3HY

£ @7 B 2ot HES ALk At
Yiohd AdoR HAE Eetoldezd KikE TRyl
TR Mol Sle} ik THolE theat 2L Alev
2 etk B, 2 o] BEL oistioR uE B4
7 BAES 79 BAFAALE TRt ASH BAE
So] 42 ojsishe Zlol BV Sk wet
A 3% A7t BEO| ASH AMERS Tl 7
ool HAE Efolelse] Avtslo] 7lolsl|E 7]
deich. S, 70 REEH0] wet FA7 BAES
Fyo2 thRglot, A BHE Edtelut g4e A
Bl e AbSlA] WEQAG ARUER WG 4 9
A ofis olEos it uehy 2FedTe] Fa
3 ol4r0] SRz HAE Eejolns} @Yo 37k
2Mel S AR e FEEE E4S 24 ol
W gde BAE AFUE: e dekd $44 A
THET} HEAE Hele Aolehy ot niuos B
AT Edfo|nso] 4ASUNS Agaglow ey
A5k, AA] HAE Edfo¥EL o e ABLAC,
BRAE AY, A71ED, Ao o] 3k 4 glon
= 5t JE o2 Bgo] e Fekat AT

REFERENCES

[1]1 R. Batra, A. Ahuvia & R. P. Bagozzi. (2012). Brand love.
Journal of Marketing, 76(2), 1-16.
DOI : 10.1509/jm.09.0339

[2] H. H. Huang & V. W. Mitchell. (2014). The role of
imagination and brand personification in brand
relationships. Psychology & Marketing, 31(1), 38-47.
DOI : 10.1002/mar.20673

[3] C. Ashley & T. Tuten. (2015). Creative strategies in
social media marketing: An exploratory study of
branded social content and consumer engagement.
Psychology & Marketing, 32(1), 15-27.



160 sI=g8istsl=2x| X118 M6z

(4]

(5]

(0]

(71

(8

[0l

(10]

(11]

(12]

(13]

[14]

(15]

DOI : 10.1002/mar.20761

B. D. Carlson, T. A. Suter & T. J. Brown. (2008). Social
versus psychological brand community: The role of
psychological sense of brand community. Journal of
Business Research, 61(4), 284-291.
DOI : 10.1016/j.jbusres.2007.06.022

K. H. Cho & H. S. Bae. (2017). Convergence study of
the in-flight meal quality on customer satisfaction,
brand image and brand loyalty in airlines. Journal of
Korea Convergence Society, 8(12). 3174-327.

DOI : 10.15027/JKCS.2017.8.12.317

B. Cova & V. Cova. (2002). Tribal marketing: The
tribalisation of society and its impact on the conduct
of marketing. Furopean Journal of Marketing, 36(5/6).
595-620.

DOI : 10.1108/03090560210423023

J. J. Sierra, V. A. Badrinarayanan & H. Taute. (2016).
Explaining behavior in brand communities: A sequential
model of attachment, tribalism, and self-esteem.
Computers in Human Behavior, 55, 626-632.

DOI : 10.1016/j.chb.2015.10.009

C. Veloutsou & L. Moutinho. (2009). Brand relationships
through brand reputation and brand tribalism. Journal
of Business Research, 62(3), 314-322.

DOI : 10.1016/j.jbusres.2008.05.010

B. Cova & A. Shankar. (2012). Tribal marketing, in L.
Penazola, N. Toulouse & L. M. Visconti. (Eds),
Marketing management. A cultural perspective.
London and New York: Routledge, 178-193.

H. A. Taute, J. J. Sierra, L. L. Carter & A. A. Maher.
(2017). A sequential process of brand tribalism, brand
pride and brand attitude to explain purchase
intention: A cross-continent replication study. Journal
of Product & Brand Management, 26(3), 239-250.
DOI : 10.1108/JPBM-08-2016-1289

F. Esmaeilpour. (2015). The role of functional and
symbolic brand associations on brand loyalty. Journal
of Fashion Marketing and Management, 19(4),
467-484.

DOI : 10.1108/JFMM-02-2015-0011

S. M. C. Loureiro & H. R. Kaufmann. (2016). Luxury
values as drivers for affective commitment: The case
of luxury car tribes. Cogent Business & Management,
3(1) 1-13.

DOI : 10.1080/23311975.2016.1171192

L. Ruane & E. Wallace. (2015). Brand tribalism and
self-expressive brands: Social influences and brand
outcomes. Journal of Product & Brand Management,
24(4), 333-348.

DOI : 10.1108/JPBM-07-2014-0656

R. R. McCrae & P. T. Costa, Jr. (2007). Brief version of
the NEO-PI-3. Journal of Individual Differences, 28(3),
116-128.

DOI : 10.1027/1614-0001.28.3.116

P. T. Costa, Jr. & R. R. McCrae. (1992). Revised NEO

[16]

[17]

[18]

(191

[20]

[21]

[22]

[23]

[24]

[25]

[26]

personality inventory and NEO five-factor inventory
professional manual. Odessa, FI: Psychological
Assessment Resources.

L. Bove & B. Mitzifiris. (2007). Personality traits and
the process of store loyalty in a transactional prone
context. Journal of Services Marketing, 21(7). 507-519.
DOI : 10.1108/08876040710824861

L. Dunn & D. W. Dahl. (2012). Self-threat and product
failure: How internal attributions of blame affect
consumer complaining behavior. Journal of Marketing
Research, 49(5), 670-681.

DOI : 10.1509/jmr.11.0169

K. Matzler, E. Pichler, J. Filler & T. A. Mooradian.
(2011). Personality, person-brand fit, and brand
community: An investigation of individuals, brands,
and brand communities. Journal of Marketing
Management, 27(9-10), 874-890.

DOI : 10.1080/0267257X.2010.543634

B. Yang. (2013). The role of switching barriers and
personality traits on the link between customer
loyalty and complaining behavior. Korean Journal of
Consumer and Advertising Psychology, 14(1), 129-153.
DOI : 10.21074/kjlcap.2013.14.1.129

A. Chaudhuri & M. B. Holbrook. (2001). The chain of
effects from brand trust and brand affect to brand
performance: The role of brand loyalty. Journal of
Marketing, 65(2), 81-93.

DOI : 10.1509/jmkg.65.2.81.18255

. Khan & M. Fatma. (2017). Antecedents and
outcomes of brand experience: An empirical study.
Journal of Brand Management, 24(5). 439-452.

DOI : 10.1057/s41262-017-0040-x

C. Veloutsou. (2015). Brand evaluation, satisfaction
and trust as predictors of brand loyalty: The
mediator-moderator effect of brand relationships.
Journal of Consumer Marketing, 32(6), 405-421.

DOI : 10.1108/JCM-02-2014-0878

S. M. C. Loureiro, K. H. Ruediger & V. Demetris.
(2012). Brand emotional connection and loyalty.
Journal of Brand Management, 20(1), 13-27.

DOI : 10.1057/bm.2012.3

J. H. Liu, M. North & C. Li. (2017). Relationship
building through reputation and tribalism on
companies’ facebook pages. Internet Research, 27(5),
114-11609.

DOI : 10.1108/IntR-03-2016-0078

R. L. Oliver. (1999). Whence consumer loyalty? Journal
of Marketing, 63(Special Issues), 33-44.
DOI : 10.1177/00222429990634s105

O. Iglesias, S. Markovic & J. Rialp. (2019). How does
sensory brand experience influence brand equity?
Considering the roles of customer satisfaction,
customer affective commitment, and employee
empathy. Journal of Business Research, 96, 343-354.
DOI : 10.1016/j.jbusres.2018.05.043



SHSE HUC Eaj0HRlE, BUE S99

2tgl %

i

H|9| 72t

161

[27] S. Y. Lam & V. Shankar. (2014). Asymmetries in the
effects of drivers of brand loyalty between early and
late adopters and across technology generations.
Journal of Interactive Marketing, 28(1), 26-42.

DOI : 10.1016/j.intmar.2013.06.004

[28] C. Ranaweera & J. Prabhu. (2003). The influence of
satisfaction, trust and switching barriers on customer
retention in a continuous purchasing setting.
International Journal of Service Industry Management,
14(4), 374-395.

DOI : 10.1108/09564230310489231

[291 R. M. Morgan & S. D. Hunt. (1994). The
commitment-trust theory of relationship marketing.
Journal of Marketing, 58(3), 20-38.

DOI : 10.1177/002224299405800302

[30] A. Poushneh & A. Z. Vasquez-Parraga. (2019).
Emotional bonds with technology: The impact of
customer readiness on upgrade intention, brand
loyalty, and affective commitment through mediation
impact of customer value. Journal of Theoretical and
Applied Electronic Commerce Research, 14(2), 90-105.
DOI : 10.4067/S0718-18762019000200108

[31] K. J. Preacher & A. F. Hayes. (2008). Asymptotic and
resampling strategies for assessing and comparing
indirect effects in multiple mediator models. Behavior
Research Methods, 40(3), 879-891.

DOI : 10.3758/BRM.40.3.879

[32]1 A. F. Hayes. (2015). An index and test of linear
moderated  mediation.  Multivariate  Behavioral
Research, 50(1), 1-22.

DOI : 10.1080/00273171.2014.962683

Z| Z4(Gun Choi) [BHY3|2]
- 20139 39 @ ZAoista A2elalE
StAD

20194 39 ~ @A) : Zecota 4]
S AApg
o} 1 S8y, BN

- E-Mail : gunny9914@naver.com

i)

& H sHByung-Hwa Yang) ERER)
19984 89 : FYeiekL Aelskaler
)

120124 39 ~ @4 : FAchetaL o)
st wo

- FHAEOL AR, FHATRY
=

pu

- E-Mail : byang@kanwon.ac.kr



