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Abstract: In the early 1990s, marketing literature largely overlooked the notion of brand community. According to a few studies, the idea 
started to gain traction in academia. The brand community, according to these writers, is "a technical, non-geographically limited community 

cantered on a structured collection of social relations among brand admirers." Many industries in Sri Lanka's building materials market, which 
are already at the end of their life cycles, do not expect to increase profits by attracting new customers. Almost all construction materials are 
made in the region. Modern industrial factories manufacture cement, cables, pipes, paints, and tiles, among other things. Finally, it stresses the 
need for a systematic analysis of how brand tribe characteristics in industrial market segments influence brand-related attitudes and brand trust 
on word of mouth intention, as well as a practice void. These studies look at a variety of characteristics, including knowledge quality, system 
quality, engagement, involvement, and rewording. However, the majority of such studies have focused on brand tribe, their dedication to word 
of mouth, and their typical behaviours. Some of them have looked into the effects of brand tribe involvement in various industries. Furthermore, 
the researcher discovered that current hypotheses are unable to offer adequate solutions to meet the needs of businesses that  use brand tribalism 

as a relationship marketing tool. It demonstrates that there is still a theoretical void. Meanwhile, the researcher logically argues that existing 
empirical studies have failed to provide adequate solutions to the problems posed in Sri Lanka's electrical building materials market. As a result, 
the researcher concludes that further research is needed on “The impact of brand tribe characteristics on relational outcomes  such as  word of 
mouth, while examining the mediating effect of brand trust in the Sri Lankan electrical building materials sector,” . The research carried as a 
quantitative study. The study's sample size will be 80 participants, and the researcher used stratified sampling as the study's sampling method. 
Finally however the data analysis shows that by considering the facts that reliability is consistent, F values are significant, Beta values are good 
data explain variance, and R squares are realistic. All the hypotheses are supported and the interaction hypothesis is rejected or the null 
hypothesis is accepted. 
 

Key words: community, marketing, tribes, commercial initiatives, growth potential. 

 
1. Background of the Study 

The academic and practical marketing literatures' intense 

interest in and commitment to the brand community is 

reflected in the culture of science fiction and fantasy 

consumption (Muniz & Schau, 2005). According to Muniz 

and O'Guinn's investigation, the concept acquired traction in 

academia. Muniz and O'Guinn (2001) define the brand 

community as "a professional, non-geographically limited 

society built on an organized network of social connections 
between brand followers." A brand community, on the other 

hand, is a group of people who share a shared interest in a 

certain brand. Extensive research into the brand community, 

such as that undertaken on Apple's Macintosh (Belk & 

Tumbat, 2005; Muniz & Schau, 2005). Differentiation of 

products and services has long been lauded as a technique of 

attaining a competitive edge in marketing philosophy. In a 

nutshell, the researcher believes that comparable concepts 

such as brand community, brand tribalism, and brand cult are 

used in relationship marketing in Sri Lanka's building 

material industry in order to increase brand equity for relevant 
enterprises. Since Muniz and O'Guinn's (2001) study 

introduced and defined brand community in the industry, the 

phrase has gained significant popularity in the literature. 

Muniz and O'Guinn coined the phrase brand community in 

1995 at the ACR's 25th annual conference in Minneapolis, 

and were acknowledged 12 years later with the 2007 

Thompson Scientific Impact Award for Brand Community, 

which was one of the top twenty most referenced publications 

in economics and business. At the turn of the twenty-first 

century, "the concept of brand community occupies a critical 

position" and must be considered (Muniz and O'Guinn, 
2001).As a result, brand tribes or tribalism may have evolved 

from brand communities (Cova & Cova, 2002). Brand 

tribalism is a term that refers to people's inclination to make 

purchases based on shared brand values. Customers are not 

the only members of a brand tribe; promoters and believers 

are also included. Brand tribes are capable of collaborating on 

postmodern commercial initiatives. Tribes, on the other hand, 

are developed within brand communities where members 

subscribe to particular spiritual or religious concepts that are 

also generated through ethnocentric ideas (Taute and Sierra, 

2014). In other words, Taute and Sierra (2014) asserted that a 
tribe's defense, social structure, segmentation, and sense of 

community all contribute to its definition. As  the case here, 
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brand tribes are conceptually similar to denied terms of basic 

tribalism, in which individuals are permitted to express their 

ideas and thoughts about the brands they admire, and in which 

the individuals' extensive expressions are frequently 

homogeneous, thereby establishing a common platform for 

exchanging ideas, values, and emotions. Brand advocacy and 
word of mouth are two key consequences of brand tribalism, 

which has boosted the profitability of countless businesses 

and brands (Taute and Sierra, 2014). Consumer tribes that 

advocate for brands are viewed as critical assets by brand 

managers (Goulding et al., 2013). 

Brand tribalism is a relatively new idea in both the public and 

private sectors, with limited impact on the relevant industry. 
Consumer tribes are distinct from historical tribes in that they 

have established a new social order based on separate and 
specialized values (Cova & Cova, 2002). Brand Tribes differ 

from subcultures in that their relationships are considerably 
stronger, with shared ideals, values, and rituals that set them 

apart from the dominant social culture (Schiffman, Bednal, 
O'Cass, Paladino, Ward, & Kanuk, 2008). A brand 

community is developed to promote a particular brand or 
product (Brownlie, Hewer, & Treanor, 2007). This group 

connection is motivated by a desire for positive 
distinctiveness from other social groupings (Madrigal, 2002), 

and one of the most significant parts of this identification is 
the rituals members share, such as pilgrimages, club behavior, 

and brand consumption (Dionsio, Leal, & Moutinho, 2008). 
In today's marketing climate, Sri Lanka is focusing brand 

tribes and brand communities receive scant attention in 
branding strategies, and previously, it was assumed that these 

types of communities existed primarily on online platforms 
such as websites and social media. It is which all commands 

an exceptionally high level of customer loyalty and virtually 
evangelical followers who are devoted to them; similarly, 

these devoted followers identify with it and display their 
commitment in a number of visible ways (Ragas & Bueno 

2002). Additionally, despite the fact that many of these brands 
are not market leaders (Koay & Hernandez Eriksson 2006), 

they have a significant impact on purchasing decisions and 
have become a vital part of their customers' lives (Ragas & 

Bueno 2002). Brand cults are defined as brands that generate 
a cult-like following among a relatively small group of 

people. These are not only brand fans; they are as loyal to the 
brand as cult members are to their leader (Belk and Tumbat, 

2005 ). Their products are in high demand, and fans wait 

months, if not years, for the release of the next one. In the 
meantime, they use social media to communicate their 

passion for the brand and recruit new evangelists.  Harley-
Davidson (McAlexandra et al.,2002) Apple, Star Trek, WWE, 

IKEA, Starbucks, Crossfit, Krispy Kreme, Red Bull, 
Volkswagen, and Beetle are just a few of the most famous 

companies in the world that set the bar for cult brands. 
According to the researcher, it is vital to refer to "brand 

communities or tribes" while constructing a measure of these 
occurrences (Veloutso and Moutinho ,2009).  While brand 

tribalism has not been studied in Sri Lanka, studies on the 
Harley Davidson's Harley Owners' Group (HOG) demonstrate 

that membership in this brand tribe enhances members' 
enthusiasm for the Harley brand, thereby enhancing their 

brand loyalty (Fournier et al. , 2009). On the other side, 
interaction, rewording, and integration are qualities of a 

community or tribe that have an effect on relational outcomes. 
While brand tribalism has been studied in a variety of 

industries, it has not been examined empirically in the Sri 
Lankan context. 

1.1 The Electrical and Electronics Building Material 

Sector in Sri Lanka: Growth Potential 

Many businesses towards the end of their life-cycles are 

unlikely to increase revenue through new customer 

acquisition. Nonetheless, the pursuit of new revenue streams 

has gotten a lot of attention. As a result, these leading firms 
and industries make a determined effort to lure existing 

clients to increase their purchases, initially focused on brand 

conversion rates. Both of their efforts are geared at increasing 

consumer loyalty, which results in positive behaviors such as 

consumers purchasing positive word of mouth to influence the 

client bases of competitors and cross-selling (Verhoef, 

Franses & Hoekstra, 2002). According to a 2019 report from 

Sri Lanka's Central Bank, the Industrial Sector accounts for 

28% of the country's GDP and accounts for 8% of the 

construction industry (CBSL, 2019). The key elements 

attributed to this sector's rise are an increase in the availability 

of middle-income housing, a decline in borrowing rates, and 
the growth of urbanization (www.oxfordbusinessgroup.com). 

Industrial plants of the modern era produce a diverse range of 

products, including cement, cables, pipes, paints, and tiles. 

However, all commodities are made locally, and the majority 

of them operate in an oligopolistic market. As a result, the 

majority of manufacturing companies concentrate their efforts 

on increasing their market share through various marketing 

methods, ultimately establishing brand equity. 

In reality, Sri Lanka's electrical and electronic materials 

industry is thought to be quite competitive, particularly in 

areas such as wire cable and electrical and electronic fittings. 
(Research Consultancy Beuro, 2018 ). Munasinghe and 

Disanayaka (2017) found that five well-known cable brands 

dominate the market: ACL Cables, Kelani Cables, Sierra 

Cables, Ruhunu Cables, and Orange Cables. The market 

leaders are ACL, Kelani, and Sierra, with Kelani and ACL 

accounting for over 68% of the market and both being 

publicly traded on Sri Lanka's Colombo Stock Exchange 

(Government Imports Statistics "Data One," 2019). Currently, 

the total market share is Rs. 45 billion each year (Government 

Imports Statistics "Data One," 2019). Cable firms, which 

account for 28% of total electrical work, also produce or trade 

the majority of electrical and electronic fittings. (Research 
Consultancy Beuro , 2018 ). Additionally, it is considered that 

mediators and opinion leaders (such as electricians) have a 

significant impact on the purchase of electrical and 

technological gadgets (Disanayake, 2015). Due to the fact that 

all manufacturers must adhere to Sri Lankan quality 

standards, they strive to differentiate their products and 

devote more resources to brand marketing activities through a 

range of tactics, including investing in above-the-line rather 

than below-the-line expenses (Disanayake, 2015). It's difficult 

to develop loyal clientele in both B2B and B2C markets. The 

business seeks to recruit loyal customers by focusing on the 
organization's long-term viability and implementing a variety 

of measures aimed at building a community of loyal customer 

organizations or brands through brand equity (Keller, 2003). 

While there are several research on industrial products in Sri 

Lanka, there are comparatively few on brand-related behavior 

and efficiency (Dissanayake, 2015; Gunawardane, 

Munasinghe, & Dissanayake, 2016). Electricians are crucial 

in the procurement of electrical components used in the 

construction of residential structures (Kelani Cables PLC 

Market Evaluation Report, 2018). Distributors and dealers 

perform a similar function in terms of decision-making, but 
electricians are more powerful (Kelani Cables PLC Market 



 

33 

 

International Journal of Multidisciplinary Academic Research 

Evaluation Report, 2018). Although public opinion leaders in 

Sri Lanka's industry were contacted to verify their influence 

on purchasing managers, electrical engineers, and consultants' 

purchasing decisions, it was determined that they had a 

considerable influence. Electricians were also included, but 

their impact was little (Munasinghe & Disanayake, 2017). 
Additionally, they discovered that opinion leaders influence 

how consumers behave in markets while acquiring products, 

services, and commodities. Technical consultations are used 

to purchase cables and associated electrical and electronic 

equipment as a result of the company's high-tech heritage. For 

example, an electrician may refer to the cable's diameter, 

kind, and length, as well as the brand of electrical and 

electronic fittings. It was shown that 38% of electricians 

persuaded consumers to purchase cable and related electrical 

and electronic fittings manufactured by the manufacturers 

they suggested (Research and Consulting Bureau Market 

Finding Report, 2018). The majority of cable producers have 
formed brand tribes, such as Electricians' Clubs, to boost the 

effectiveness of their brand. The ACL Electricians' Club 

currently has over 18,500 members, while the KCL brand 

tribe has more than 16,400, the Seirra Cables brand tribe has 

more than 5,500, the Kevilton Electrical brand tribe has more 

than 6,500, and the Orange Electrics brand tribe has more 

than 12,300. Meanwhile, in locations such as Rathnapura, 

Embilipitya, Vuniya, and Jaffna, a few brand tribes have 

arisen independently. Members of this type of brand tribe, on 

the other hand, operate autonomously and actively in the 

industry. 
 

1.2 Research Problem 

According to the data above, key electrical material sector 

products such as wiring cables and electrical and electronic 

fittings contribute more than Rs 130 billion to the national 

gross domestic product (GDP) each year (ACL,KCL and 

Sierra Annual Reports, 2020 and Data one,2019 ). Sri Lanka's 

industrial marketing initiatives, according to the researcher, 

focused on middlemen and developed opinion leaders. 

Electrical contractors have initiated promotional activities 

through their brand tribes, which includes producers of wiring 

cables and electrical and electronic fittings, in order to 
establish a comprehensive brand association strategy for 

reaching end customers. When combined, these measures 

demonstrate the return on marketing investment. There are 

few empirical research on Sri Lankan brands that assess the 

performance of brand building operations and stimulus 

measures done in a variety of areas, including the service 

industry (Dissanayake, 2015; Gunawardane et al, 2016). 

Additionally, marketing techniques appear to be fairly wide in 

the Sri Lankan cable industry, comprising brand rivalry and 

brand association activities, as well as relationship marketing 

with electricians. Simultaneously, it was discovered that four 
consumer categories within the industrial sector brand spent 

around Rs 4.3 billion on Above the line (ATL) items in 2017 

(Munasinghe and Disanayake, 2017), demonstrating the 

performance importance of Sri Lankan industrial brands. As a 

result, Gunawardane et al. (2016) recommend that future 

research in the field of industrial goods should focus on the 

effect of brand communication strategies on brand-related and 

brand assessment behaviors. Additionally, it paves the way 

for future study on the indirect and direct influence of 

intermediaries and opinion leaders on consumer and brand-

related behavior (Munasinghe and Disanayake, 2017; Market 
Research Report of Kelani Cables PLC, 2018). For example, 

it is asserted that the Sri Lankan industrial market is one of 

the situations in which empirical study is required to establish 

the efficacy of marketing efforts in relation to long-term 

brand tribe behaviors. While post-evaluations are rare in Sri 

Lanka's cable industry, a significant trend toward competitive 

marketing and brand equity creation has evolved 
(Munasinghe & Dissanayake,2017). On the other hand, the 

majority of electrical material manufacturers and traders 

develop their intermediaries and opinion leaders through a 

variety of programs grouped around the brand community 

umbrella. To have an effect on the industrial market, 

managers must establish a causal relationship between the 

customer's brand tribal characteristic and the effect of 

marketing incentive activities on members' relational 

outcomes and long-term brand partnerships. According to the 

study, this is bad to the brand since businesses rely on third 

parties too heavily and because a member of the brand tribe 

may defect to a competitor due to stronger incentives or 
advantages. As a result, academics emphasize the existence of 

a barrier between research and practice, while highlighting the 

critical role of scientifically supported management 

implications. The major purpose of this study is to perform a 

theoretical and empirical evaluation of brand tribes' influence, 

with a particular emphasis on their relationship results in the 

Sri Lankan electrical material sector. However, the researcher 

discovered that no one has looked at this contested topic. 

Finally, it highlights the research gap in the critical need to 

properly analyze how brand tribes influence relationship 

outcomes through brand trust in the electrical material sector, 
which is critical knowledge for defining marketing returns on 

investments (MROI).Most of the industry product suppliers 

invest considerable money on brand tribe development 

activities but they do not have measurement on the return 

from that investment as well as they do not have any idea on 

what area to be needed to focus much as a priority to get more 

results. The study's unit will be tribe members that are 

engaged in their respective electrical material brand tribes, 

such as electricians clubs and brand tribes that function on an 

island-wide scale as part of the wider brand community. 

 

1.3 The Study's Importance 
The electrical materials industry in Sri Lanka is the subject of 

this study, as it is a significant production and trading sector 

in the country. On the other hand, this study provides new 

analytical insights for marketers investing in brand 

advertising and relationship development strategies. 

Additionally, this study examines the effect of brand tribe 

characteristics on the results of brand relationships in Sri 

Lanka's electrical and electronic materials industry. As 

previously stated, the researcher believes that the market is 

experiencing both a skills shortage and a practice gap. Indeed, 

the researcher noticed an influence of brand tribe on relational 
outcomes such as members' intention to disseminate the news, 

as well as mediating effects on brand trust in Sri Lanka's 

electrical and electronic building materials industry. 

Additionally, this research is beneficial for managers in Sri 

Lanka's electrical materials business who are considering and 

implementing brand tribe activities. Major electrical material 

manufacturers, such as wiring cables and electrical and 

electronic fittings, are currently paying over Rs 130 million 

on community branding activities (Annual Report of KCL, 

2020; Annual Report of ACL , 2020; Annual Report of Sierra 

Cables , 2020; Financial Report of Orange Cooperation, 2020; 
Financial Report of Kevilton Electrical , 2020 ). Additionally, 
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this study found that its uniqueness improved brand tribes' 

motivation to promote their brands in Sri Lanka's electrical 

materials market, hence mediating brand trust. This is an 

incredible opportunity to do research in a critical sector and to 

provide scientific information to industry (Jang et al. ,2008). 

The primary focus is on the theoretical contribution and 
empirical justification established regarding brand tribes and 

their effect on the word of mouth of brand tribe members. 

Numerous scholars have examined brand tribalism in a 

variety of industries, but none have examined it in the 

industrial electrical material industry. As a result, empirical 

research is required to give practitioners with further 

knowledge into a variety of marketplaces and scenario 

situations (Jang et al. , 2008). Additionally, the research 

examines methods for developing management definitions 

that aid in brand development and closure. Finally, the study 

findings can be used to re-examine the key indicators of the 

brand tribe building strategy and reallocate funds to 
experiment with new marketing tactics in order to improve 

brand tribe outcomes for members. The study contributes 

considerably to theory by analyzing the mediating influence 

of brand trust, a practical issue that arises from the connection 

between commitment trust and social identity theories. 

 

2. Literature Review 

2.1 Brand Community, Brand Tribalism and Brand Tribe 

Characteristics 

At the moment, firms utilize a variety of techniques to retain 

clients inspired and committed to their own brand. 
Relationship marketing is a technique for developing and 

maintaining long-term relationships with consumers. It is a 

strategy that leverages company resources, contemporary 

marketing trends, and effective interpersonal interactions 

(Laroche, Habibi, Richard & Sankaranarayanan, 2012). 

Clearly, developing and maintaining meaningful relationships 

with people is not always simple. Customer and brand 

communities help to build these bonds, while also offering as 

a solution for integrating and serving customers. The 

relationship with the brand entails performing critical brand 

duties, sharing information, preserving the brand's story and 

culture, and providing customer service (Muniz and O'Guinn, 
2001). The brand community is critical for developing long-

term and meaningful interactions with individuals 

(McAlexander et al., 2002), as well as for boosting loyalty 

and other brand relationship outcomes. A brand tribe is 

defined as "a network of sociocultural micro groups whose 

members share strong emotional bonds, a common 

subculture, and a common vision of life" (Veloutsou and 

Moutinho, 2009). A brand cult may be separated from a tribe 

or community in this sense by the perceived purity of the 

brand and the cult members' religious commitment (Taute and 

Sierra, 2014).  According to this line of research, tribes are 
any group of individuals that share an affinity for a particular 

brand or product and utilize that affinity to create their own 

separate culture complete with myths, values, rituals, 

language, and hierarchy (Cova and Pace, 2006; Taute et al., 

2014). Thus, Sri Lankan electrical material companies 

pioneered a relatively new concept, brand tribalism, among 

their key stakeholders, such as electricians, who form a 

cohesive tribe. As a result, numerous firms adopt the same 

technique of engaging electricians clubs in a variety of 

activities in order to increase brand loyalty, advocacy and 

word of mouth. Additionally, it can help deepen ties to a 
larger community through social networks (especially online) 

while fostering a sense of self-identity within tribal members. 

In a postmodern sense, the term "tribe" refers to an 

individual's return to pre-industrial values such as religiosity, 

a local sense of community, a fusion of value systems, and a 

shared ethnocentrism (Cova, 1997; Cova and Cova, 2001). 

.Additionally, this tribal conduct is associated with club 
behavior, which refers to the development and characteristics 

of optimal production and consumption groups, as well as 

their persistence in a range of competitive environments 

(Hochman, Pines & Thisse, 1995).Consumers get a sense of 

belonging to a group when they adopt a brand and are 

inclined to engage in word-of-mouth or behavioral intention 

marketing (Mitchell and Imrie, 2011).According to Cova 

(1997), consumers are most satisfied with brands when they 

share them with others, implying identity sharing. Tribes 

demonstrate tribal beliefs through the purchase of similar 

brand products and the expression of a shared interest, 

resulting in the formation of a "parallel social universe" 
(subculture) with its own  (Cova and Pace, 2006). In 

compared to market segments, brand tribes are more diverse 

in terms of demographics and geography, and so lack shared 

qualities (Cova, 1997).Thus, this literature suggests that 

communities and tribes are not theoretically distinct 

constructs; rather, the constructs can be distinguished by their 

degree of adhesion (Belk and Tumbat, 2005).Various 

procedures have been developed and implemented to increase 

relational outcomes. Most of rewards  plans are focused on 

customer features and economic benefits (such as price 

discounts, coupons, mileage plans, etc.). However, though 
these types of membership plans are necessary, they are not 

sufficient to meet the following conditions and at the same 

time improve customer loyalty in many aspects (Gustafsson et 

al., 2005). 

When it comes to the brand tribe, the researchers found that 

brand is an important  stimulus of brand community or tribe 

participation (Dholakia et al., 2004).  First, they can be 

important sources of market information. tribe members 

usually possess a lot of product knowledge, discuss new 

product introductions, functionalities of the product, 

marketing campaigns, or can even have ideas for new product 

development (Fülleret al., 2008). Second, brand tribes are 
often considered as distinct market segments that are 

addressed with specific marketing initiatives (Bagozzi& 

Dholakia,2002). Third, brand tribes can play an important role 

in fostering brand relationships, as their members are strongly 

committed to the brand and can become brand advocates 

(Algesheimer, 2005). The main goals of brand tribe 

participation are functionality and enjoyment.  No matter 

which goal you set before participating, the influence of the 

brand tribe on private life has always been growth, such as 

through actual product purchases and consumption, or form 

opinions on brands or products. Although the dynamics and 
the consequences of brand tribes have been examined in some 

depth, an understanding of the individuallevel antecedents of 

brand tribe participation has been insufficient. 

When it comes to the brand tribe the researchers discovered 

that brand is a significant motivator for engagement (Dholakia 

et al., 2004). Identification, based on the Social Identity 

Theory (SIT), and integration, defined and operationalized in 

the McAlexander et al. (2002) study, are well-established 

ideas in the brand community literature. Bagozzi and 

Dholakia (2006) argue that as one's social identity with the 

brand tribe grows and participation in group activities 
increases, a greater involvement with the brand occurs, which 
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should facilitate the assimilation of the brand's images into 

one's identity, and they predict that ongoing activities within 

the brand community will confirm and strengthen the 

consumer's bond with the brand. To begin, they can serve as 

valuable sources of market knowledge. Members of the tribe 

typically have extensive product knowledge, discuss new 
product releases, product functionality, marketing campaigns, 

and may even have recommendations for future product 

development (Füller et al., 2008). Second, brand tribe are 

frequently viewed as discrete market groups that require 

targeted marketing efforts (Bagozzi & Dholakia, 2002). 

Thirdly, brand communities can be critical in developing 

brand relationships, as its members are often fervent 

supporters of the company and can serve as brand advocates 

(Algesheimer, 2005). Participating in brand tribe is primarily 

about functionality and enjoyment. Regardless of the 

objective for participation, the brand tribe's influence on 

private life has always been growing, whether through actual 
product purchases and consumption or the formation of 

opinions on brands or products. While the dynamics and 

repercussions of brand tribes have been extensively studied, a 

knowledge of the antecedents of brand tribe membership at 

the person level has been lacking. There are three critical 

interactions that influence consumer behavior in brand 

communities: customer to brand, customer to customer, and 

customer to community (Muniz & O'Guinn, 2001). 

Participation in Harley Davidson's Harley Owners' Group 

(HOG) improves members' enthusiasm for the Harley brand, 

enhancing their brand commitment (Fournier et al., 2009), 
and converting members into evangelists. Members boost 

information exchange within the community (Brown et al., 

2003), provide support for one another, and communicate 

about the product (Herstatt & Sander, 2004).  

 

2.2 Word of Mouth Intention 

Additionally, research undertaken by authors such as Morgan 

and Hunt (1994) and McAlexander (2002) indicates that word 

of mouth, branding, and the existence of a brand can boost a 

community's brand loyalty. However, regardless of the 

company, brand interaction, tribalism research, and 

relationship marketing are still lacking. As a result, this 
contact can aid in the resolution of numerous linked concepts 

and critical relationship driving concerns (Popp and 

Woratschek, 2017). Thus, a succession of influences appears 

to exist: the brand tribe may inspire brand love, and brand 

love may help build brand loyalty, advocacy, and word of 

mouth. According to Maisam and Mahsa (2016), word of 

mouth refers to the exchange of products and services 

between individuals in addition to the company's product or 

service advertisement and the brand tribe's relational 

consequences. One critical issue is that these interactions are 

held between individuals who earn almost little profit from 
convincing others to utilize the product. WOM is also defined 

as a communicator and receiver, with the receiver gaining 

insight into the brand, product, or service through non-

commercial perceptions. In any event, if WOM does not 

directly benefit the speaker economically, it cannot be 

considered an advertising strategy. 

 

2.3 Brand trust of the Members 

Members' psychological ties to a community and belief in the 

relationship's significance are referred to as brand  

commitment (Kim et al., 2008; Morgan and Hunt, 1994). The 
commitment trust hypothesis is a critical aspect in any long-

term relationship (Kim et al., 2008; Morgan and Hunt, 1994). 

They also argue that commitment is a motivating factor 

(Wenger & Snyder , 2000). Commitment is classified as 

either attitudinal or behavioral by the researcher. 

Additionally, emotional commitment to a tribe typically 

results in a strong sense of tribe membership. According to 
the researcher, commitment will include each member's 

attitude and beliefs toward the tribe, which may help forecast 

the members' actual behavior in the tribe. When they establish 

a relationship between the brand and the tribe, individuals 

typically have a strong sense of brand recognition, self-

identity, and satisfaction with the brand, which all contribute 

to their commitment to the brand and tribe.   They discovered 

a stronger positive association between brand trust and word 

of mouth than there is between constructive complaints and 

intention to repurchase. 

Morgan and Hunt (1994) assert that successful relationship 

marketing requires both commitment and trust. Clearly, trust 
is a critical component of collaborative connections with 

customers in business marketing. In general, trust refers to the 

willingness to rely on a party based on beliefs about that 

party's characteristics and behavior in the face of risk; 

whereas brand trust refers to the willingness to rely on a brand 

based on beliefs about that brand despite the risk or 

uncertainty associated with that brand (Becerra and 

Korgaonkar, 2011).  To summarize, brand trust has been 

extensively studied in consumer behavioral research in 

relation to brand-related behaviors and brand evaluation 

views. Additionally, this article discusses the relationship 
between brand trust and the aforementioned theoretical 

mechanism.When it comes to the relationship outcomes of 

brand tribe such as word of mouth, numerous variables have 

been explored by various writers, with some of them having a 

beneficial effect on the brand tribe and its brand trust. 

However, based on prior study, the researcher has identified 

one key component to discuss in this research: word of 

mouth. Notably, the social interactions among members of the 

brand tribe significantly develop and enhance consumers' 

relationships with the central brand (Algesheimer et al. , 

2005; Bagozzi, & Dholakia, 2006). There is a distinction 

between trust and loyalty; hence, commitments result in 
loyalty (Morgan and Hunt, 1994). 

 

2.4 Theoretical Gap Identification 

Social identity theory (Tajfel and Turner, 1985) elucidates 

how and why people get identity from their perceived group 

membership. On the other side, community members have a 

diminished desire to retreat from the community or to expand 

their involvement in social activities. There is no theory or 

theoretical model that can provide a solution to the situation. 

Though numerous academics have emphasized the critical 

role of member participation in determining a member's 
loyalty. According to social identity theory, when an 

individual views himself as a member of a group, he or she 

gains self-esteem and takes acts consistent with the group's 

identity assumptions (Shih et al.,1999). Morgan and Hunt's 

well-known commitment-trust theory of relationship 

marketing serves as the framework for this research (1994). 

Morgan and Hunt established in their key article that 

"relationship marketing," or the act of establishing, growing, 

and sustaining effective social exchanges, constitutes a sea 

change in marketing theory and practice. The data indicate 

that trust is the most important determinant of consumer 
loyalty. As a result, Morgan and Hunt's (1994) commitment 
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trust theory has been employed in empirical investigations to 

demonstrate that brand trust is a critical component of brand 

meaning establishment (Gunawardane et al. ,2016; 

Koththagoda & Dissanayake, 2017). However, the author 

employed a variety of theories, but the majority of them failed 

to provide a viable answer to the defined study problem or to 
accomplish the objectives. As a result, the authors suggest 

that there is a theoretical void and a need to design a model to 

solve the research challenge. 

 

3. Methodology 

3.1 Conceptual Framework 

Source: Developed by the Author based on Literature & 

Theoretical Models Adopted 

 

 
 

3.2 Hypothesis Development 

H1: Brand tribe Characteristics of Participation significantly 

influence word of mouth intention. 

H2: Brand tribe Characteristics of Interaction significantly 

influence word of mouth intention 

H3: Brand tribe Characteristics of Quality of Information 

influence word of mouth intention 

H4: Brand tribe Characteristics of Rewords influence word of 
mouth intention 

Base on the literature review, researcher claim the said 

hypothesis addressing to empirical gaps and theoretical 

supports. This hypothesis bring the activity attendant issues 

dominate in high involvement product categories including 

Sri Lankan electrical materials sector (Muniz  &  O’Guinn, 

2001; Matzler; Munasinghe & Dissanayake,2017;Market 

Research  Report of Kelani Cables, 2018).This research looks 

at five major aspects of the  brand tribes, information  quality,   

interaction,  rewards and participation . The first two 

attributes have been shown to have a significant impact on 
members' satisfaction and loyalty to the association 

(Zeithaml, Berry, & Parasuraman, 1996) . In order to increase 

customer commitment to communication, the author 

McWilliam stresses the value of engagement (McWilliam, 

2000). According to Sheth and Parvatlyar, a monetary 

incentive for useful group knowledge will increase tribe 

participation (Sheth& Parvatlyar, 1995). As a result, the 

above hypothesis are formulated, organizations now use a 

variety of strategies to keep consumers motivated and 

invested in their products. Relationship marketing is a tool 

that aims to build and sustain long-term relationships with 

customers and is seen as a strategic resource for businesses, as 
well as a trend toward modern marketing and good 

relationships. According to Coelho and Bairrada (2018)  

studies on brand tribes relational outcomes such as word of 

mouth. 

 

H5: Brand tribe Characteristics significantly influence Brand 

trust. 

Brand trust has been investigated as a mediating variable that 
influences on brand tribe characteristics. On the other hand 

on-line brand tribes are classified by Kang as either user or 

company initiated (Kang, 2004). Muniz and O'Guinn, 

proposes that group members’ attitudes toward the 

community are influenced by who the host is (Muniz and 

O'Guinn, 2001 ) . In fact unwillingness to engage in group 

operations, so participants will occasionally participate in the 

community to obtain required facilities. As a result, the 

mechanism of operation of such a society may not be the 

same as one that is entirely voluntary.The impact of brand 

tribe characteristics on the tribe in particular. A tribe founded 

by a company may have a lower level of engagement than a 
tribe founded by individuals. A Brand tribe that is solely 

driven by customer demand. As a mediator variable, brand 

trust is added, and the below hypothesis is proposed. 

 

H6: Brand trust significantly impacts on word of mouth 

intention 

Customers’ constructive actions, such as positive word-of-

mouth, are influenced by commitment as a psychological 

connection (Bettencourt, 1997). Customers who are 

effectively loyal to a service provider connect with the 

company's mission and values, and as a result, they are 
involved in the company's expansion. As a consequence, 

proactive practices such as positive word-of-mouth are 

demonstrated. In other words, consumers’ active word-of-

mouth is fueled by their sense of belonging to a brand tribe. 

Several research on organizational engagement has shown 

that trust has an important impact on positive word-of-mouth. 

Committed workers, according to Gummess (2002), serve as 

"part-time marketers" in attracting potential customers.  

 

3.2 Research Design 

Since the researcher plans to use clear questions to collect 

data from the target sample, and the data collected from 
certain population, therefore, the choice of research method 

quantitative research in descriptive design. The IBM SPSS 20 

software used as the quantitative statistical program in this 

study because social science studies rely heavily on it for 

successful data analysis methods.The study's target population 

is members of the brand tribe who work in the Sri Lankan 

electrical materials industry as an electricians. As a result, the 

researcher considers the target population to be brand tribe 

members that have purchased or influenced the purchase of 

electrical products over the last year, the sample size for the 

study will be 80 participants.As a result, the researcher used 
stratified sampling as the study's sampling process. 

 

4 Data Analysis and Findings 

4.1 Demographic Factor Analysis 

The demographic profile of the respondents is shown in Table 

1. Among the 80 respondents, all of whom are male, the 

majority stated industrial experience between ten and twenty 

years (n=38, 37.2%). Majority of the participants (n=85, 85%) 

were married. Concerning education, the largest group had 

only completed O/L (n=34, 33.7%), followed by those who 

held an NVQ certificate (n=19, 18.8%) 
. 
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Table 1: Demographics of the sample (n=80) 

 

Variable N Percentage 

Gender   

Male 80 98% 

Marital Status   

Single 14 17.30% 

Married 66 81.50% 

Education Level   

Up to Grade 11 10 12.30% 

Passed O/L 30 37% 

Passed A/L 10 12.30% 

Certified /Diploma Level 17 21% 

NVQ 3 and above 12 14.80% 

Worked as a Electrician   

5.1-10 Years 13 16% 

10.1-20 Years 28 34.60% 

20.1-30 Years 19 23.50% 

More than 30 Years 17 21% 

 

The table 2 shows that how reliability coefficient on the each 

variables which is for survey instrument that use Likert type 

response sets. Cronbach’s alpha coefficient ranges over 0.90 
with the high value denoting increased reliability. Among the  

above variables, brand loyalty and repurchase are highest 

alpha value0.969 and 0.975 respectively. Finally conclude 

that all the data set is consistent for further analysis. 

 
Table 2: Reliability Test 

 

Variables Cronbach’s Alpha No of Items 

Tribe Participation 0.906 3 

Tribe Interaction 0.853 3 

Information Quality 0.908 3 

Rewards 0.957 3 

Word of Mouth Intention 0.939 3 

Brand Trust 0.967 5 

 

The below table 3 summarizes the results of two well-known 

normality tests, the Kolmogorov-Smirnov and the Shapiro-

Wilk. While the Shapiro-Wilk Test is better appropriate for 

small sample sizes (80 samples), it is also capable of handling 

larger sample sizes. As a result, the author utilized the 

Shapiro-Wilk test to determine normalcy numerically. 

As illustrated in the preceding table, both independent and 

dependent variables deviate significantly from a normal 
distribution. If the Shapiro-Wilk Test Sig. the result is more 

than 0.05, the data is considered normal. If it is less than 0.05, 

the data deviate significantly from the normal distribution.

 

Table 3: Tests of Normality 
      

 
 

According to the above spapiro wilk test , there is no normal 

distribution of the data set P < 0.05, hence can not be analyse 

the data as parametric test. Further need to do the analysis as 

non parametric test .But data set can be transformed by using 

inverse distribution function method to covert the parametric 

test. 

 
Table 4: Tests of Normality after data transformation 

 

 
 

As per the above table 4.4  shapiro wilk test shows that 
participation and interaction are more than 0.05 of its P value 

and rewards is very close to the 0.05, but word of mouth 

variable data set is not normal distribution at all. However 

few variables has shown that normal distribution, hence the 

analysis will be doing as parametric test. 

According table 4.5 to the normality test, each independent 

variable exhibits negative skewness and kurtosis, indicating 
that the data set has a non normal distribution. As a result, it is 

necessary to convert the data set to a normal distribution using 

the following transformation method. However, Participation 

IV x2 is demonstrated to have a skewness of close to one 

which is 0.267 and kurtosis is -0.999. Thus, researchers 

analyze data using these computed variables. 

 
Table 5: Normality test of Participation variable 

 

 
BTCPT1 Participation 

BTCPTX2 

Participation 

BTCPTX3 

Participation 
BTCQT Quality BTCQTX2 Quality 

BTCQTX3 

Quality 

N 
Valid 80 80 80 80 80 80 

Missing 1 1 1 1 1 1 

Skewness -0.346 0.267 0.753 -0.024 0.447 0.879 

Std. Error of Skewness 0.269 0.269 0.269 0.269 0.269 0.269 

Kurtosis -1.022 -0.999 -0.425 -1.546 -1.119 -0.464 

Std. Error of Kurtosis 0.532 0.532 0.532 0.532 0.532 0.532 
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The table 4.6 to the normality test, the independent variable 

Rewords has a negative skewness and kurtosis, indicating that 

the data set is non-normal. As a result, the data set must be 

transformed into a standard distribution using the following 

procedure. However, it is proved that rewards IV x2 have a 

skewness near to one which is left side skewed data set. As a 
result of these created variables, researchers undertake data 

analysis. On the other hand, the Interaction variable exhibits a 

positive skewness of 0.039, indicating that the data set has a 

normal distribution. Indeed, word of mouth variables also 

exhibit negative skewness, necessitating the use of 

transformation procedures to covert the data set. As a result, 

the researcher used the IV x2 calculated variable to conduct 

the analysis, which demonstrates a positive skewness of 
0.428, indicating a left-skewed data set. 

 
Table 6: Normality test of Reward, Interaction and Word of Mouth 

 

 
 

BTCRT 
Rewards 

BTCRTX2 
Rewards 

BTCRTX3 
Rewards 

Brand 
Interaction 

WOMT 
Word of 

Mouth 

WOMTX2 
Word of Mouth 

WOMTX3 
Word of Mouth 

N 
Valid 80 80 80 80 80 80 80 

Missing 1 1 1 1 1 1 1 

Skewness -0.424 0.022 0.391 0.039 -0.039 0.428 0.851 

Std. Error of Skewness 0.269 0.269 0.269 0.269 0.269 0.269 0.269 

Kurtosis -1.277 -1.383 -1.17 -1.228 -1.485 -1.131 -0.391 

Std. Error of Kurtosis 0.532 0.532 0.532 0.532 0.532 0.532 0.532 

 

As a result of these newly formed variables, table 4.7 

indicates that the brand trust variable has a negative skewness 

of -0.042, indicating a non-normal distribution for the data 

set. Indeed, transformation methods are required to covert the 

data set. As a result, the researcher conducted the study using 

the IV x2 computed variable, which has a positive skewness 
of 0.316, suggesting a left-skewed data set. 

 
Table 7: normality test of Brand Trust 

 

  
BTT Brand  

Trust 

BTTX2 Brand  

Trust 

N 
Valid 80 80 

Missing 1 1 

Skewness 
 

-0.042 0.316 

Std. Error of Skewness 
 

0.269 0.269 

Kurtosis 
 

-1.621 -1.416 

Std. Error of Kurtosis 
 

0.532 0.532 

 

4.2. Correlation Analysis 

The researcher investigated the correlation between each 

variable in accordance with the hypotheses. The table 4.8 

demonstrates that the association between participation and 

word of mouth is less than 0.7 >, or 0.023, indicating that 
there is a poor correlation between these two values and that 

the two-tailed figure is not significant (Sin= 0.837). 

 
Table 8: Correlation between participation and word of mouth 

 

  
BTCPTX2 WOMTX2 

BTCPTX2 
Participation 

Pearson 
Correlation 

1 0.023 

Sig. (2-tailed) 
 

0.837 

N 80 80 

WOMTX2 

Word of Mouth 

Pearson 
Correlation 

0.023 1 

Sig. (2-tailed) 0.837 
 

N 80 80 

 

The table 9 examined the relationship between each variable 

in light of the hypothesis. The relationship between quality of 

information and word of mouth is less than 0.7 >, or 0.845, 

suggesting a strong correlation between these two variables 

and a significant two-tailed figure (Sin= 0.000). 

 

Table 9: Correlation between quality of the information and word of 
mouth 

  
BTCQTX2 WOMTX2 

BTCQTX2 
Quality 

Pearson Correlation 1 0.845 

Sig. (2-tailed) 
 

0.000 

N 80 80 

WOMTX2 
Word of 
Mouth 

Pearson Correlation 0.845 1 

Sig. (2-tailed) 0.000 
 

N 80 80 

 

The researcher analyzed the link between each variable in 

light of the hypothesis, as shown in Table 4.10. The 
correlation between rewards and word of mouth is less than 

0.7 >, or 0.099, indicating a low correlation between these 

two variables and a non-significant two-tailed result (Sin= 

0.382). 

 
Table 10: Correlation between rewards and word of mouth 

 

  
BTCRTX2 WOMTX2 

BTCRTX2  
Rewards 

Pearson Correlation 1 0.099 

Sig. (2-tailed) 
 

0.382 

N 80 80 

WOMTX2 Word  
of Mouth 

Pearson Correlation 0.990 1 

Sig. (2-tailed) 0.382 
 

N 80 80 

 

According to the hypotheses, the researcher examined the 
correlations between each variable. The relationship between 

brand trust and word of mouth is less than 0.7 >, or 0.937, 

suggesting a strong correlation between these two values and 

a significant two-tailed figure (Sin= 0.000). 

 
Table 11: Correlation between brand trust and word of mouth 

 

 
  

BTTX2 WOMTX2 

BTTX2 Brand Trust 

Pearson Correlation 1 0.937 

Sig. (2-tailed) 
 

0.000 

N 80 80 

WOMTX2 Word of 
Mouth 

Pearson Correlation 0.937 1 

Sig. (2-tailed) 0.000 
 

N 80 80 
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As shown in Table 4.12, the researcher examined the 

relationship between each variable in light of the hypothesis. 

Correlations between independent variables are less than 0.7 

>, or 0.495, showing a low correlation between these two 

variables and a significant two-tailed result (Sin= 0.000). 

 
Table 12: Correlation between independent variables and brand trust 

 

  
IVT1 WOMTX2 

IVT1 

Pearson Correlation 1 0.495 

Sig. (2-tailed) 
 

0.000 

N 80 80 

WOMTX2 

Pearson Correlation 0.495 1 

Sig. (2-tailed) 0.000 
 

N 80 80 

 

4.3 Regression Analysis 

The table 4.13, shows that R square values are participation 

(0.230), interaction (0.811), quality of the information (0.845) 

and rewards (0.937) which is model fit between 93% to 

23%.Therefore, there is a low figure on participation variable 

revisit and need to be investigated. On the other hand 
regression model statistically significant with 0.000 three 

variables which are interaction, quality of the information and 

rewards, on the other hand participation statistically not 

significant .  

 
Table 13: Regression Model 

 

Variable Model Participation Interaction Quality Rewards 

Word of  

Mouth 
R 0.230 0.811 0.845 0.937 

 
R Square 0.001 0.658 0.714 0.848 

 
A jested R -0.012 0.654 0.710 0.837 

 
Square     

 
Significant F 0.387 0.000 0.000 0.000 

 
According to the preceding table 4.13, there are two 
parameters needed to interpret such as F and Significant. This 
significant value is connected with an extremely small p-value 
(0.000). These values are used to determine whether or not the 
independent variables predict the dependent variable 
accurately. The p-value is compared to the < 0.05 and, if the 
difference is less than 0.05, it can be concluded that "Yes, the 
independent variables predict the dependent variable 
consistently." It might be said that the group of factors can be 
utilized to predict the dependent variable with high 
confidence. If the p-value is greater than 0.05, it indicates that 
there is no statistically significant link between the 
independent factors and the dependent variable, or that the 
independent variables do not dependably predict the 
dependent variable. It is worth noting that this is a statistically 
significant association between all factors. Interaction , 
quality of the information and rewards  are statistically 
significant with p values 0.000 and participation is not 
significant. 
According to the table 4.14, ANOVA statistics shows that 

participation is not statistically significant, but interaction , 

quality of the information and reward are statistically 

significant. 

 
Table 14: ANOVA Analysis 

 

ANOVA      

Variable Model Participation Interaction Quality Rewards 

Word of  

Mouth 
F 0.043 150.050 194.660 0.771 

 
Significant 0.837 0.000 0.000 0.382 

According to the below table 4.15, coefficient Beta values are 

between  0.023 to 0.847 which is evidenced that good data 

explain variance with over 2 % to 85%.Interaction , quality of 

the information are statistically significant with p values 

0.000 and participation and rewards not significant. 

 
Table 15: Coefficient 

 

Variable Model Participation Interaction Quality Rewards 

Word of  
Mouth 

Beta 0.023 0.811 0.547 0.099 

 
t 0.206 12.235 13.932 0.878 

 
Significant 0.837 0.000 0.000 0.382 

 
The Sobel test is used to determine the influence of MV on 

the mediation effect between IV and DV. Three values are 

returned by the Sobel test: the test statistic, the standard error, 

and the p-value. It shows that if the p-value is less than the 

value of 0.05, then the mediation effect is significant. 

According to the aforementioned data set, brand trust has a 95 

percent confidence level of P value 0.05, which is 0.5379 for 

the sobel test as a mediator and it is not significant.  

 
Table 16: Hypothesis Test 

 

 
Independent 

Variable 
Dependent Variable Hypothesis 

H1 Participation Word of Mouth Not Supported 

H2 Interaction Word of Mouth Supported 

H3 Quality of Information Word of Mouth Supported 

H4 Rewards Word of Mouth Not Supported 

H5 
Brand Tribe 

Characteristics 
Brand Trust Not Supported 

H6 Brand Trust Word of Mouth Supported 

 
However, by considering the above facts that reliability is 

consistent, F values are significant, Beta values are good data 

explain variance, and R squares are realistic except 

participation and mediator variables such as brand trust. All 

the hypotheses are supported and the participation and word 

of mouth hypothesis, rewards and word of mouth hypothesis 

,brand tribe characteristics and brand trust hypothesis are 

rejected or the null hypothesis is accepted. 

 

4.4 Limitation of the Study 

The study's scope was limited to the Sri Lankan electrical and 
electronics building materials industry, with the goal of 

determining how brand tribe characteristics   influence it’s 

relational outcomes, with brand trust acting as a mediator. On 

the other side, with a sample size of 80, it will use quantitative 

analysis in a descriptive design. As a result, it reveals several 

key areas relevant to brand for expertise, practice, and 

managerial contributions. In addition, the research was linked 

to theoretical differences, and contributions were made in the 

areas of brand tribe  and brand trust as a result. However, 

further research is encouraged to explore the impact of the 

brand tribalism on brand relationship behaviour, taking into 

account the study's limitations and research gaps. 

 

5. Discussion and Conclusion 

As discussed above, within the Sri Lankan building materials 

sector most of the key suppliers have developed their brand 

tribe to enhance their word of mouth intention in order to 

achieve repurchase and retain their existing customers. In fact, 

though they allocate a sizeable budget and invest substantial 

money on brand tribe building activities, they do not have any 
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proper evaluation and measurement on the results of their 

investments. Further, the researcher argues that logically there 

is a practice gap which is yet to be found by empirical studies 

on the discussed problem in this context. According to the 

researcher, he reviewed and argued critically on more 

previous research articles and literature to find a solution to 
the problem. However, most of the researches have been 

studied on brand tribalism, brand commitment on brand 

loyalty and its characteristic behavior. Some of them have 

studied the impact of consumer engagement in different 

industries. Further, the researcher identified that existing 

theories cannot provide any proper solutions to fulfill the 

requirements of the companies which are using brand 

communities as a relationship marketing tool. It shows that 

there is a theoretical gap as well. In the meantime, the 

researcher logically argues that the existing empirical studies 

have not provided any proper solutions to the problem 

discussed in the electrical building materials sector in Sri 
Lanka. Therefore, the researcher justifies that further research 

should be carried out on “The impact of brand tribe 

characteristics on word of mouth intention  examining the 

mediating effect of brand trust in the Sri Lankan electrical 

building materials sector” and that this is a re searchable area. 
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