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2w, A2dd
theory)2> B=u 7]Gell gk A=7 43
Aol oigh 2pEE JREA @AM7F 59
F24s aATle Alad 9gs I
EUKKirmani & Rao, 2000). TA] @), Hal=
NZsh WS e HasHg $4sthe
A Anold 4o w9 v 23
AR AZE 9L PAAACHEdem e
al., 2006, Gammoh, Voss, & Chakraborty, 2006;
Loureiro, 2017). Webr BAE= A= 7]EF

0] E(signaling

Mo |
ol

S
=

= hd

g Fv, FAAL, de A9, BANEY A
T 5 avidel wgAs Ay waHd
(Back & King, 2011). FAFSHA|, AlFEFthar A
7245k BAEE g2 Bz v 7t4 uz

A 7o) Fal(Erdem et al., 2002), 714 WE
el gk Wgo] woh o wet 3t
AFA B0 Tk Anlzte] Hlg A& oA}
£ =72 71 thNetemeyer et al., 2004).
AAR ] BRolA, LHAERHE 37
o FAFol Aol & ), A} v
& FAAE oFE FHesolm A7H
aA BAL WA E Eole 2HOE U}
A =l HFournier, 1998; Morgan & Hunt, 1994).
58 wAssl aug A G7E FEA
l W, 2HA-HAE he] fojd
foz Age 298 %9
FHHAZ wE 3K Veloutsou, 2015;
Chaudhuri & Holbrook, 2001).
Bl Age AR A wE 74l
o Ade WFSAT, Tk TR AT 7
59 FHE FME o]Fo WkElior &

__lE'—_
Yannopoulou, 2007). 187} Atz o g FH=
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I
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=
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(Matzler, Pichler, Fiiller, & Mooradian, 2011;

Dessart, Veloutsou, & Morgan-Thomas, 2015).
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Ross & Harradine, 2010), ©]9} Z& FH=H&H F
7l BERE EftolHgo] Fehs WA
719 st HollA ME FEEREE %
=ChSierra et al,, 2016; Goulding et al., 2009).
AR Lee 5014 SPA BI;ME Ago] #
718o] A 7px|¢} HEHIL FAH4Y F&
g 23re] "doka Eylon, FEF 52015
& AFH Ao #H=H JEA7L SPA BAl=
of tigh 737 Anlet SN HAE wil
st Fstnh Ak, Bl Egio]
HEyE ATeA s BAETE FF ARH
<], A o dE A= TAE FHee
ZHAp St Fekstal Apots s
et A4S Ad AoZ HFE7] wiio]
THCarroll & Ahuvia, 2006). 3jA B =] sk
AHZ AF)A Ruane$} Wallace(2015)E B2
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Cova, 2002).

(Veloutsou & Moutinho, 2009).
SPA B9 A JXE FE Z
4 Z2Eo9 WEs B dojd F Sled,

SRR BAETE Aol FeheAE 2
Z

Adoz ARY W BE A% A
A= thNikhashemi et al., 2019). HalE A g
|

=
o] WAHAE AT WA Fad 24
2 2291

A9

e EdlolHe ALHS lsia A
AA dAdizk 40 71998 Aol oA
FHE0], HAE EgoliE BA=ES A
o tjdo] ofet =t 9 {39 tFoE
B7) B7d, AR oz AL TS AT
e Bz Y3 ®vo 23 Efo|dyE
< =¥ & Atk EZL Das 52019 Hll
= AFo] Bz Ui G IFS T
A 29 A4dta wiled, 4489 &
#7F Egfolre] T8 £A49 sivgte A
A BARE AYe EgteldyEs IAste
F9 99102 7M=L
4, BAE Edtolurt AXH filE ut
2oz A3 A4s Fste HoA &
Hizte] A whs-o BUE Egto]lH ol FHA

et al, 2017). A4 WS ofF, Abe, G, 7
goldd, Y T U¥

2 Ued = sl

Batra et al, 2012), ¥ A= T FA
A 77 HAE EgjolH o] Ry
WH SA% 9Fs Fu Egto|He] ALF
4 dug 338 Aoz et mebd
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ek 34 AMGEA7he EgfolB e B4 @

AAAY, 3484 A ke BIE Eeo]
HeEE 52 AWk
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9l Badrinarayanan 5(2014)& 2T}l 7-]]
GENEAE UeE @ ATl E
7b Tl omeh el Aol T4
92 Rolg: AL ulgoh &l Tauteg}
Sierra(2014)2] Aol A HHE Effo|dHEE

arsoe ) o gz, 55
Edfolne] AS|E S foige] F44
938 F= Fo &4l ngth o)

Ot 22 A7 243
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ol \k glow,
o1 BAE EdoldzFo] Bl
S UEE AH o) gme] Aoz IF
= U s w2 WEhA,
Esmacilpour(2015)9] 4% HA=
o Ad anEge B
Ao e aas
B A3 SPA HIU= wigoa 19 #¥
@ AZkE o) 291719k AzkE HAs 2
TE vzHclez pgdith oA ?i Y
o], W &971=

Taute

2010; Jalil et al, 2016), ] 7IXE w7z

T TS F= WdoltkdIAE T,

2015; Arrigo, 2018). wabr H =
o] BAEE T3 F o= Aol #H=
2 7 wige] E917lel ola wiAE &
Ve ASZ oFHt} gubzoz v £
7le &HIA RS ASste] AHARPE 9
A2 Fete Abolo] I TEo] HEF
fedhe dFos 2FE F UtkDonova &
Rossiter, 1982; Ballantine et al., 2015). ~Lof] u}g}
A BHe #AAELS W 29719 241
£ &HIAF el AZdske Badd d=o
2 AHAE Ftea =gt

A Parsons2011)= A v ge] 7zt A=
o] &3] PAe} FeAgate] 74 B AT
o] 98Ee Fr}= AL 8FE I, Francioni S
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% & o] th(Veloutsou, 2015; Morgan & Hunt,
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3= vuy Z A O]O‘/]-(eg Back &
King, 2011; Loureiro, 2017), HI: = EzZ}o]H o}

F449 Wl oEA A8sEAE Ao
0

WH7h BAl= °H7'—%‘7Jr 449 474101]/\1 ur
HAckar F4EHET, Loureito 5(2012)2 of 2
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Z mAEE RS U3l v gk £33 He
Dwivedi, Nayeem, 2 Murshed(2018)E H ;M=
A E7E Zud AF g AP 744
A& oAkl BAE Wizt B33, Khan
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Zro) 93-S Fohal He B E(eg, Japutra
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2, 259, el A, HaMo] ok 90%E A
stk AFHEE o]F, A4, AR, QIE,
3}, G A% ADo] 93.1%9, 7JEKARY, vt
ol AE 7t 6.9%ATh

SHAEC] &HlY| AEste HIES W
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Az FEs] 7 44 9L B4 A3,
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on, 53 YAE H:(1=xds 1%A ot
s=rl-¢- IHhE AREEGATE ol 39
A% A4(Cronbach a)& .85t

g9, Bl Egtolde|Ee] Adgwcle
Aol AZEA], AAAY, BAE PME 23
St} Aol R A7FXE Ruane®} Wallace(2015)2]
ATl AREEH 47 EEE 53 BFE HE
(=738 2% g}, s=mj-¢- IHhE A
shatt. el e vk AS AREShe
offF Hass Uo WF Aots FHITh,
‘o] B O Aol UE o974 e
Ao Y =k Foltk © e Al
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224 88 Brakus 5(2009)0] 7§23 3573
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EEf& E%E BrME HA5eE SPA HAE
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o] HFA g i was AL s7 #
s 53 HAE H=a=Hds %A ¢
s=mj-¢- ZHEThE ARESIATh o5 #F9
i HeE BAE BAY 3AH A7t A
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= 34 BlEE UE VIE A s, 8
2Pl @k, WA BT Solitk o5
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FTEH
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AFo A AR 87 &3S B AfuiEle] df=2.11, RMSEA=.058, RMR=.040, IFI=.87,

DEE £ 54 AAE AR(=98 1 =52 Uehhth AnHez ke SEe
97 o 5=l aRhE ASHA 5 oh]AW 989 BYo] 58T W £EAL
ARy AZNA @ ) BFHCAEN BRE Jehie, 2ael aavel £33 ASE
A of® FHRE BN FHS AR PR seoldor FEF 2dTEE BT
7N e AgSTh Bl Azt e (@ EgtoldEe] 2as Mol 5ol
AUE FEV, Wb BN HAST, 002 thk e 47 AREAR 77~

] B 83 7HAAE 77~85, BAME A 54~.87,
Aoy Solth ol FFY 2= AF AT Y= 64~74, 7 Y= 73~86, 2

(Cronbach @)= 853t} = A gr 56~87, A" W 297
54~82, A7t BAE 2% 54~799] W
2AuY Y oTed 2
B9, 1004 wxol, Z FAYe Bt
B Ad3s Bis Efto|HeE 4419 = Haveraged variance extracted: AVE)S] H
olgd FxRIS BUNT, AZY P E A AN 902 BE 0% 235 &
z

A71sF Az A= Wi EdE defelr] & FHEHYES HJAL 7 AVE Fe 74
i 9l

g3 9 13} g ATEFL ARAAT.  Ad e FRAFRG QYA 27 Ve
JBH FEEFY BHe] P, HPAT] 1 FEF AHEIEE FAsHTHEornel &
A HEE ZART ANYS AT A Larker, 198D,
B AMOS 2308 ol83) AWFEMS dF  EPRFS AL ekt F, o2 7
Seld QARAS 4T, WE L 7 WA sfobar] 5 AMOS 2508 |83
HYwE s AzEds NGt 4 a9d dus
FAH QRN F e YA B ol8Re ANFE HFFE Qo] vy
o7 olEusel RFHE ARG AeHAe AW, FFY FA TR Fe A
W, 2R3 RYE AFE 474 OMN/ 9 25 AT Tes 2 499
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Uust / BUS oz

Wrg oledht Az A9eT B
Hoz Az

Whicclaw, 1990). 2R &e] Rdzge A
sERe Agdsn, BEY AR WS
o ozl HRE ASE WA A =
g Aze g Belslsh Azd nas A
Ao GFALAE Folrs] 9s) Sbss
23.09] 3]FAEA MacroZ 0] 83 FEXEF
AZ=500001 <3 ThEvl)
283} 31(Preacher & Hayes, 2008), 7HH & 3}+=
22733 Sobel HSAIS 7 s 43T

5} 9 ThLiang, Lawrence, Bennett, &

1= & O
RS

SIb AHIXF SHAC| A SPA THE BHE 2

1o AAE] Yok 3 1A Ho]
7F Aol M= 0204 S8=
Ao g FotE Tt

2~
F

o A= Ak

oy HAgx AFES o|EF FREH
G353 IS e THchi-square=98.37,
p<.01; RMSEA=.113, RMR=.032, IFI=.90,
NFI=.88, CFI=.90). ¥ 20X HXo] HIH=
Egto]d gFo M3l Aolx AR
T3HAIF=24, p<.00D), TAAFEEIAT
=12, p<.09), BA= HAMEZIAF=32,
p<00)E EF FAZOE fFou]atlal, o]

So] AwER)E 31.1% 70Tk

1. mele] AEAE 9 7|EEAR
1 2 3 4 5 6 7 8 9
1. Aol &7 93
2. 724 42 .88
3. BHE AA 517 44" 90
4. B E Eglo|daE 457 377 507 .79
5. AZtE wjF 29)7) 157 .09 207 16" 91
6. BAE A 477 38" 47 58 3™ .89
il 377 38" 41T 53T 21" 497 93
8. Aj-wH 397 41T 407 49T 19" 50T 447 91
9. BAE A3 Jgr 14" -.08 120 a7 02 -23" 07 14 92
B 3.035  3.137  3.137 2772 3.686 2.884 3.104 3417  3.672
ETHA 621 593 693 443 545 527 597 581 586

p <05, 7p <01

Note. Diagonals are averaged variance extracted (AVE) coefficients.
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T 2. PxREEAMo| A1}
FT&HA =Y Suandardized t R?
Estimates
7ok & 71| 24 433"
BI= EfojdyF A4A 3 12 232" 311
HA= AA 32 578"
A48 g E9471 16 296" 026
BAE Effolde|E
BAE A 58 13.04™ 340
BT EgfoldeE 30 535"
AT & Azt W 9710 .07 1.42 314
HHE AT 31 5577
BT EgfoldeE 36 6.49™
T A28 g 97 10 2.08" 336
BIE AZe 26 4777
BAE EgoldE -05 71
B AS % Azt g 971 .08 1.54 067
BAE AZe -23 343"
e
p <05, "p <.01, p <.001
Tk Hale EgolduEe A" wiF oY EGEEESAT=36, p<o0l), AZH H
BEA7N(EF3AG=.16, p<0DS} AZH B W= NHS(FEF3AG=26, p<.001), AZH
= Mm@ ESAF=158, p<oohel #F¢  wF EAVNEESAF=10, p<.05) EF
gk GFs FAI, AZ4E BAE AEE A IS T ¢, BAE AS 9
of AWFe 34025 A" W 9971 ol dis), AdE BAE= NFHEE JFHol
®R*=2.6%)° W3] w9 =2 HolAth AFu)  FA YEPR W EFSAIF=-23, p<.001), B
oz til, HAE Effo]HIFETIAST A= EfeldyEy 4" wF BVe
=30, p<.00D)3} AZtE BA= AEEE3  SAXHOE FooiA FUthdd wFEsHAlT
AlF=31 p<.00D)T FAFSZ Fo3t vk, =05, ET8HAF=.08, EF p>.05. A
Azt w7 E971= AT Gl & dF skl Slof, Bale EgtoldEs, A%
= FA g AR YeEEtEFEIHST @ W #9971, AZdE Bis Algxe A
=.07, p>.05). 74 x| A9, BA= Egy  wWHHFE A4 A 33.6%, AT 314%F E
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AzkE W 290719 AzE Bds 2z
o) demiase 28] 9,
9} Hayes2008)%] 3]71iE4] MacroE  ©]-8-3f
95% AT FASAT AT S
U3t AR A= % 39, FH Qo
gt A R 4o, HAE A% x| o
St A= F 5ol 244 AAIEY AT

HA 30 yehd wkek o), SHHUAX)
I o HIM,, Mool &f g Al 0% A
HL 313%2 U5 THE56=37.15, p<.001).
FAHo R BAE EffoldEe AzH
A E$71B=.20, t=3.02, p<.0l) B AZH H
N AN E(B=.72, t=13.67, p<.001)9} 21

Preacher

F 3. 7o olofl chEt BlHEA 2ot

st / HHE E2I0[H2 S0t AH[XL S

Ao| B 5= o3

SPA THM

SR, ATl ozl foju|st aFE
thB=.38, t=5.01, p<.001). &3} B
T AT ozt fFog AL AJeH
(B=.35, t=5.43, p<.001), AZE wjF E7
= AT Y=ok AHAHQ #HHo] glnt
(B=.07, t=133, ns). "Wi7|&FY st
95% /\]Q HE}\E{J/HJ—] ﬁJJr z]ﬂ;]
LIS fﬂﬂ—t— AE T 05 E?‘ﬁ}ﬂ 7K}
A -.012, A3HA .045), XZE
T= 7 0 A % }W%}t‘&ﬁﬂ .141,

FEHAl 360). 32 WEol| A, Sobel 75|l A
2+ v 291719 ade fFoshA &
RO i Z=1.73, ns), AZH BHZ ANITE=
- Fo g ASE UEHTthZ=5.23, p<.001).
A A ZHE ufd E9)7]e] vz E e
ofuatr] FRARE AztE B AEe
vic EgfoldyEd AT & 719 ¥
AE fFouletA mi7ishks Ao2 sfAHrt

HA

Wk

o
A3¢

M1 o
i

dorr o

Azke W 2971 B A3E Al ol
My M) YY)
B SE t/95%Cl B SE t/95%Cl B SE t/95%CI
BAE EgoldyEHX) 20 .07 302" 72 05 1367 38 08 5017
A48 w7 EH7IM) .07 05 1.33
BAE AZEM,) 35 07 543
Total effect .65 .06 10.17"
Indirect effect: -012, 141, .149,
.01 .01 26 .06 27 .06
Bootstrapping .045 .360 369
Indirect effect: 7= 7=
02 01 26 .05
Sobel Test 1.73 5.23

Goodness-of-fit

R’= 313, F(4,326)=37.15""

p <.05, "p <.01, *p <.001

Note. B=Unstandardized coefficient, SE=Standardized error, M;=Mediator 1, M,=Mediator 2
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S2AE[SEIR]: AH[A} - BT

#7tg)

Wy 2917]
M)

TA o

(Y2

B SE t/95%Cl B SE t/95%Cl B SE t/95%CI
BIE Ego]dyEHX) 20 07 3.02" 72052 13.647° 47 .08 617"
AZE w7 971y 1005 1.94
BA= AZEM) 31 07 468
Total effect 71 .06 11.19""
Indirect effect: .001, .109, 128,
.02 .01 22 .06 24 .06
Bootstrapping 061 338 358
Indirect effect: 7= 7=
03 .02 . 23 05
Sobel Test 1.97 4.63

Goodness-of-fit

R*=.337, F(4,326)=41.45

p <.05, "p <.01, *p <.001

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

Azke g 3971 = AgE nI= A or
M) M) (Y3)
B SE t/95%Cl B SE t/95%Cl B SE t/95%CI
Bt Ego]Ha&X) 20 07 3.027 72 05 1367 -19 07 266
A48 w7 EH7IMy) 09 .06 1.54
BHE AR EM,) -28 .08 -3.66™
Total effect -.19 .07 266"
Indirect effect: -.003, -319, -.301,
.018 .02 -.20 .06 -.18
Bootstrapping .060 -.093 -.073
Indirect effect: 7= 7=
011 01 18 .06
Sobel Test .82 -3.30
Goodness-of-fit R*=.062, F(4,326)=5.39""

p <05, Tp <.01, Tp <.001

Note. B=Unstandardized coefficient, SE=Standardized error, M;=Mediator 1, M,=Mediator 2
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F Ao Hzol, 7 oo i =
AXF wiZfEAM, Mol ofFh A

7)
W A T = WA B
A AQFOLHB=.01, t=1.94, ns), AZH H
= AYEE SAHCE fFon|stiithB=231,
t=4.68, p<.001). 95% AZF]FF] REXET
3 232 29, 49 g 2979 A7
g HAE A RE A7) 0g £
S ektkA1Zbe v 29171, skkAl ool

A3HA 061, AZH BAZ AT 315HA
109, A}3HA 338). Sobel 7AEX9] AL Z
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The Relationship between Brand Tribalism and consumer loyalty:
A model of SPA Fashion Brands

Byunghwa Yang

Dept. of Psychology, Kangwon National University

The purpose of the current study was to examine the relationship between tribalism and consumer’s
loyalty through SPA brands. Also, it considers mediation effects of perceived store atmosphere and
perceived brand trust on the connection of tribalism and loyalty. There are few empirical evidences about
the theoretical model that predicts antecedents and outcomes of the bottom-up brand tribes. Data were
collected from 331 students who enrolled introductory courses of a large Korean University. Structural
equation modeling and the multiple mediation analysis using regression were used to analyze the research
model. Results showed that brand tribalism was directly related to the intentions of repurchase and
word-of-mouth, but not the intention to brand switching. Also, the results indicated that the perceived
store atmosphere was only associated with word-of-mouth, whereas the perceived brand trust was
associated with three loyalty measures of intentions of repurchased, word-of-mouth, and brand switching.
In addition, the relationship between brand tribalism and intention to word-of-mouth was multiply
mediated by the perceived store atmosphere and the perceived brand trust. On the other hand, the
relationship between tribalism and intention to repurchase and the relationship between tribalism and
intention to brand switching were only mediated by the perceived brand trust. The findings of this study
suggest that brand management should consider tribe marketing, indicating that provides social connection

and hedonic value to non-luxurious brand tribes who belong to younger consumer segmentation.

Key words : Brand tribe, SPA brand, Sore atmosphere, Brand trust, Consumer loyalty
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