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BRAND EXPERIENCE, BRAND TRIBALISM, AND BRAND LOYALTY:
A CASE OF AMWAY BUSINESS OWNERS IN THAILAND
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Abstract

The study aims to investigate the interrelationship among brand experience, brand tribalism, and brand
loyalty of Amway Business Owners (ABOs) in Khon Kaen, Chiang Mai, and Bangkok, Thailand. The survey
questionnaires were used as a tool to collect the data from 600 ABOs. The data was analyzed through
Structural Equation Modeling (SEM). The study reveals that brand experience, consisting of sensory, affective,
behavioral, and intellectual, has the indirect influence on brand loyalty through the brand tribalism. The results
supported two hypotheses of the study showing 56% explains with brand tribalism, and 52% explains with brand
loyalty.
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