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This research has two primary objectives: to analyze and confirm the components of brand
tribalism in the context of Apple product consumers in Thailand, and to examine the model fit of a
causal model analyzing the influence of brand equity on brand loyalty with brand tribalism as a
mediating variable and media exposure as a moderating variable. This quantitative study collected
data from a sample of 600 Apple product users in Thailand who have experience using and
demonstrate preference for Apple products.

The results of the first-order confirmatory factor analysis for brand tribalism revealed that
the variables of shared values and beliefs, community participation, brand advocacy, and behavioral
engagement exhibited standardized regression coefficients (B) ranging from 0.591 to 0.938,
confirming that these indicators can effectively reflect the latent variable. The measurement
instruments demonstrated adequate statistical quality in terms of both internal reliability and
content validity. Furthermore, the second-order confirmatory factor analysis results indicated that
the brand tribalism model comprises these four components, with shared values and beliefs
(B=O.975) having the greatest influence on brand tribalism. The model explained 61.30-95.10% of

the variance and demonstrated acceptable model fit indices, confirming that the brand tribalism



model is consistent with empirical data and can be effectively measured through these four
components.

Regarding the structural equation modeling (SEM) analysis to examine causal
relationships, the four latent variables—brand equity, brand tribalism, media exposure, and brand
loyalty—demonstrated reliability and convergent validity according to established criteria. The
structural model analysis revealed that brand equity has a significant positive direct effect on brand
loyalty (B=0.655). Additionally, brand tribalism serves as a significant mediating variable that
transmits the influence of brand equity to brand loyalty. Importantly, media exposure functions as
a moderating variable that enhances the positive relationship between brand equity and brand
loyalty, with the relationship becoming stronger when consumers have high levels of media
exposure. The developed model achieved a coefficient of determination (R?) for brand loyalty of
0.843, indicating that all variables can explain 84.30% of the variance in brand loyalty.

These research findings help confirm the importance of brand equity, the role of brand
tribalism, and media exposure in creating brand loyalty within the context of Thai consumers. This
is particularly beneficial for marketers, brand managers, and academics in developing effective

marketing strategies for brand building.



