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ABSTRACT (@A
rand tribalism can be considered as a rketing concept having a great challenge for

marketers in today’s business environments. A process of the brand tribalism is to build a
brand as a tribe that consumers e a gommon interest, reciprocal relationship, enjoy the
same brand, and create their o cultdre that has symbolic expression, shared values and
rituals within the group. The brand trjoa onsists of 5 dimensions: 1) degree of fit with lifestyle,
2) passion in life, 3) reference group=acceptance, 4) social visibility of brand, and 5) collective memory.
Recent research indicates that the ibalism is one of the principal mechanism for creating brand
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2. IWIWUSRS1dUAT (Brand Tribalism)
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