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ABSTRACT 
 

Iconic brand is a new topic in the field of branding that has started to attract researchers’ 

attentions; yet, it is still mostly discussed in the non-academic field. Brand community is 

also an evolving topic in marketing. These two new concepts are the focuses of this 

research. 

The main subject of this research is to explore the componential factors of iconic brand and 

brand community and the influences of the former ones on the latter ones. Even though 

there are few books and articles related to iconic brand, so far no quantitative research has 

been conducted. Thus, in this study, quantitative method is used to explore the 

componential factors of iconic brand. The same method is applied to brand community as 

well to explore the impacts of iconic brand on brand community. This research also 

accounts for a fact that cultural differences of the three countries (Sweden, Taiwan, and 

Vietnam) may affect respondents’ perceptions on the factors of iconic brand and brand 

community, as well as the impact levels between them.  

This study starts with examining the relevant literatures of branding, iconic brand, brand 

community, and cultural aspects of branding. Then, the hypotheses and research model are 

proposed based on theories. Questionnaires are distributed to Swedish, Taiwanese, and 

Vietnamese respondents in accordance with convenience sampling and snowball sampling. 

A total collection of 486 accepted questionnaires (which includes 171 questionnaires from 

Sweden, 163 ones from Taiwan, and 152 ones from Vietnam) is coded and analyzed by 

using SPSS and AMOS. Factor Analysis (EFA and CFA) and Cronbach’s Alpha are used to 

test the measurement reliability and consistency. Together with them, other statistical 

techniques, such as ANOVA and SEM (Structural Equation Modeling) are employed to test 

the proposed hypotheses. Semi-structured interviews are then conducted, based on the 

results of quantitative analysis, with six dynamic consumers from the three countries to 

explore further the cultural differences for the topic in Sweden, Taiwan, and Vietnam. 

The results show that iconic brand has three componential factors: brand personality, brand 

myth, and brand storytelling, while brand community has two factors: brand loyalty and 

emotional attachment to brand community. Also, the findings reveal that brand personality 

has the most positive impacts on brand loyalty while brand storytelling has the lowest 

positive impact on brand loyalty. Other impacts of iconic brand’s factors on brand 

community’s factors are positively moderate. Furthermore, both quantitative and qualitative 

results confirm the hypotheses of cultural differences in respondents’ perceptions (in the 

three countries) on iconic brand’s factors, brand community’s factors, and the positive 

impact levels between them.  

 

 

Keywords: iconic brand, brand community, brand personality, myth, storytelling, brand 

loyalty, emotional attachment, cultural differences. 
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GLOSSARY 
 

 

Cultural 

branding 

A set of empirical strategic principles for achieving an iconic brand. In 

this model, communications are considered as the key tool for 

constructing customer values. Customers purchase the products to 

experience the communicated stories. 

Iconic brand A brand that achieves the status of an icon in consumers’ society at a 

cultural level. An iconic brand does not only reflect people and the time 

they live, but also offer myths that support to resolve the society’s 

contradictions. More than that, an iconic brand can be a channel for 

consumers to express their desires and relieve the social anxiety. 

Brand 

community 

A group of loyal consumers who exchange their opinions about the 

brand in any kind of form: forums/clubs formed by customers, 

forums/clubs formed by companies… It can be a virtual or physical 

community of the brand. 

Brand 

personality 

Distinctive traits of a brand which are associated with human 

characteristics. 

Myth A story which can resolve cultural contradictions and evolve with the 

corresponding culture. 

Storytelling A way of telling story that helps with brand positioning; having four 

elements: well-outlined story, authenticity, skepticism, and charismatic 

aesthetic. 
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“Great brand is a story that’s never completely told. A brand is a metaphorical story that 

connects with something very deep – a fundamental appreciation of mythology. Stories 

create the emotional context people need to locate themselves in a larger experience.”  

 

Scott Bedbury, Worldwide Advertising Director at Nike.
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CHAPTER 1: INTRODUCTION 

1.1. Problem background 

It has been talked for many years that branding is the better way to generate values for 

companies. Aaker (2010, p.12) states that building a brand is a long-term project that 

facilitates a brand to be stable and less vulnerable. Brands like Harley-Davidson, Apple, 

and Coca Cola last long since they have strong brand power (Aaker, 2010, p.12; Holt, 

2004, p.26-27). The power of these brands seems to be a result of some special branding 

processes which make these brands unique and distinct from other brands. Thus, the 

question is that what makes those brands different from other brands. This question 

becomes the starting point of this study. While the authors of this study research on relevant 

literatures, the term “iconic brand” shows up.  

Before mentioning about iconic brand, this study starts with the definition of a cultural 

icon. A cultural icon is defined as a symbol, a name, or a person that is recognized and 

represents an object or concept with grand cultural meanings for a broad cultural group. 

Cultural icons have important roles in the society through many aspects of human life: 

entertainment, journalism, politics, advertising and so on. People identify themselves 

through their emotional attachment to cultural icons (Holt, 2004, p.1-2). In accordance with 

this definition, Steve Jobs can be considered as a cultural icon because he is a symbol of 

talent, success, and creativity. People are inspired by Steve Jobs to get over certain limits to 

conquer the world. As such, people, who think Steve Jobs as an icon, identify themselves as 

ones that can contribute their best qualifications for the success.  

Iconic brand is a brand that has characteristics of an icon (Holt, 2004, p.3-6). Roll (2005, 

p.96 & 120) also states that, the two basics of brands are: physical product and intangible 

descriptions; in which, intangible descriptions are referred as emotional associations (such 

as brand loyalty) of the brand which is more powerful and long lasting. Iconic brands 

achieve the brand loyalty through providing customers with identity values and myths 

which aim at addressing the collective anxieties and cultural desires with using mass media 

as a tool. Iconic brands even serve as cultural activists that inspire people to think 

themselves differently with courage (Holt, 2004, p.6-7 & 9). Based on these statements, 

Apple can be a truly iconic brand because it provides consumers with the best functional 

products and myths of Steve Jobs, its talent co-founder. When using Apple’s products, 

consumers have a strong emotional attachment to the brand since a thirst of being 

successful in the modern competitive society seems to be satisfied by the myths of Steve 

Jobs. Moreover, iconic brands do not emerge suddenly; they evolve through time and with 

time. The stories of how Coca Cola and Harley-Davidson become iconic brand are 

presented as followed in order to give readers better understanding of what are iconic 

brands and how they are formed.  

The brand story of Coca Cola began around 50’s. Coca Cola was medicine for coldness at 

the very beginning; then it was used as hangover cure. The important point of Coca Cola to 

become iconic brand was World War II. At that time, Coca Cola represented the war efforts 

of American myth – the collective feeling of national solidarity. It was an identity that 

http://en.wikipedia.org/wiki/Symbol
http://en.wikipedia.org/wiki/Name
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Americans found in Coca Cola, an unchallengeable patriotic expression of the new 

American way of life. Thereafter, Coca Cola attached its emotional bond with John Lennon 

and Mean Joe Greene as the social challenge changed. By doing this, Coca Cola kept 

catching the essential spirit of time and revived year after year (Holt, 2004, p.22-27). 

Hence, a potent myth of identity which stands for American ideals was built. Coca Cola 

adjusted the myth as the society changed. This is how Coca Cola is seen as an iconic brand: 

Coca Cola developed emotional bonds that connected with the right identity myth, thus 

customers find a strong emotional attachment to this brand (Latour & Zinkhan, 2010, 

p.328-329).  

Harley-Davidson Company (HDC) almost went bankrupt in early 80’s; yet, it found a way 

to recreate myth and change through time had brought it back to live. Now, Harley is 

considered one of the living iconic brands with the myth that no one else can copy (Holt, 

2004, p.151-187). Harley’s success was due to its way of finding brand identity myth. 

During the 60’s to early 70’s, Harley was the icon of lower-class white males which was 

matched with the identity anxieties. In late 70’s, Harley was iconic for man-of-action 

gunfighter; till the early 90’s, it stood for the myth of older and wealthier middle-class 

male. After that, Harley’s myth shifted from outlaw to reactionary gunfighter then as men 

of action. In Harley’s case, it did not only change with the society but also tries to co-

authorize the myth. That is the reason why Harley was and is successful as iconic brand 

back in the 90’s and now (Slattery, 2008, p.109). 

Not only these American brands (Apple, Coca Cola, and Harley-Davidson) are considered 

as iconic brands, every country has its own iconic brands that make the local citizens proud 

of the brands. IKEA is a pride of Swedish people and appreciated as an icon in their eyes 

since it embeds a myth of Swedish style in doing business; in which, IKEA focuses on the 

simplicity, values of employees, and managerial philosophy of humanity and social 

orientation (Godelier, 2007, p.4). In Taiwan, HTC, an electronics brand, obtains the 

Taiwanese’ emotional attachment to the brand because it cherishes a myth of Taiwanese 

culture and history in which Taiwanese were immigrants from China to a new place with a 

belief that they would be successful for what they tried hard. Thus, HTC is Taiwanese’ icon 

of effort and success. Meanwhile, in another Asian country – Vietnam, Trung Nguyen, a 

local tea and coffee brand, broadcasts the myths of Vietnamese culture through its “fairy 

tea house” in which Vietnamese are thought to be sophisticated in food and drinking. When 

using the products of Trung Nguyen, Vietnamese people feel that they are using the best tea 

and coffee on the earth and proud of their food culture (Roll, 2005, p.108). This helps them 

to have feelings of getting over the stresses in their daily life with much competitiveness. 

As such, every brand becomes an iconic brand if it constructs appropriate myths that help 

their audiences to address some anxieties in their life and work, no matter whether it is a 

global or local brand. Global iconic brands have to identify the universal myths that 

communicate the meaningful cultural concepts to their global consumers; whereas, local 

iconic brands must think of myths that aim at resolving the local or national anxieties of 

their consumers. Iconic brands hold the customers’ loyalty for a long term since it creates 

emotional relationships between the brands and customers (Latour & Zinkhan, 2010, p.335-

336; Aaker, 2007, p.13). More than that, an important result of building iconic brands is the 

formation of brand communities around the brands (Holt, 2004, p.149-151; Roll, 2010). 

Brand community is defined as a virtual or physical group of actively loyal consumers 
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formed by consumers or companies to help its members to exchange their ideas about the 

brands. Members of a brand community share common rituals and traditions which make 

them to have strong relationships with each other and highly emotional connections to the 

brands; and this makes them distinctive with others outside the community (Muniz & 

O'Guinn, 2001, p.412; Bender, 1978, p.145). Fournier and Lee (2009, p.106) state that 

brand community is a business strategy that focuses on getting closer to the customers and 

benefits the business as a whole. Thus, it is possible to claim that brand communities are 

formed without geographical limitations and customers can freely initiate or join brand 

communities. A brand community does not only help the customers get more information 

about the brand’s products or services, but also supports marketing practitioners to improve 

the brand through understanding clearer about their customers’ interests and desires. The 

brands, such as Harley-Davidson, Apple, Nike, or Coca Cola, maintain their iconic status 

through creating the identity myths and change the myths over the time based on the ideas 

exchanged by members of brand communities (Holt, 2004, p.140-151). 

It is clearly to state that achieving a status of icon, a brand benefits much from its 

consumers. All companies would like to establish their brands as cultural icons in the 

public consciousness. However, it is not an easy task to make a brand to become an icon. 

Many companies failed in attempting to position their brands as iconic brands (Roll, 2010). 

Even huge brands, such as Coca Cola or Harley-Davidson, suffered from failures in the past 

when they could not identify an appropriate cultural symbol that they should represent for 

their consumers (Holt, 2004, p.14-38). Coming back with above examples of Swedish 

brand (IKEA), Taiwanese (HTC), and Vietnamese brand (Trung Nguyen); they might not 

become cultural icons in their customers’ eyes if they just focused on the functions of their 

products or services. As mentioned, they all embrace the myths that broadcast the cultural 

signification to their customers and bring them feelings that they can get over social 

anxieties by absorbing the cultural messages supplied by the brands. Yet, it raises a 

question that if only myths can make a brand become an icon. Aside from myths, is there 

any other factor that contributes to an iconic brand? How can an iconic brand hold its 

consumers’ loyalty? 

1.2. Problem discussion 

In order to become a cultural icon, a brand must firstly have a strong background; that 

means it must be run in profitable ways and well-driven operations. Yet, these are just basic 

requirements; they are not the factors to transform a brand to become an iconic brand (Roll, 

2010). Herskovitz and Crystal (2010, p.21) believe that a strong and distinctive personality 

can help a brand to perform as an icon. Brand personality can differentiate a brand from the 

others (Aaker, 1996); however, brand personality theories focus on the personal 

characteristics of brand, such as sincerity, excellence, competence, sophistication, and 

ruggedness (Aaker, 1997, p.351) rather than concentrate on social or cultural anxieties that 

the consumers encounter in their life. A brand becomes a cultural icon if it represents a 

cultural symbol and addresses the cultural contradictions happening in the current society 

of the customers (Holt, 2004, p.6-10; Roll, 2005, p.108). In order to do this, marketing 

practitioners must invest their efforts in creating appropriate identity myths and storytelling. 

Identity myths provide the customer feelings of resolving their social anxieties while a 
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good storytelling works on attracting the customers’ attentions to the brand’s myths (Holt, 

2004, p.52-65; Roll, 2010).  

Brand communities are normally formed around iconic brands by their customers or 

companies. Brand communities are groups of loyal consumers of the brand’s products or 

services; thus, an iconic brand can hold the consumers’ loyalty through taking care of brand 

communities. It is possible to state that brand loyalty is an important factor that contributes 

to the establishment of brand communities. Aside from embracing consumers’ loyalty, 

brand communities can also help to build and improve the consumers’ emotional 

attachments to the communities and the brand (Muniz & O'Guinn, 2001, p.412). Yet, brand 

communities of an iconic brand can be automatically disbanded by their members if the 

brand loses its status as an icon (Holt, 2004, p.150). That means when an ionic cannot 

identify and construct its appropriate componential factors, which can be identity myths, 

brand storytelling or brand personality as mentioned above, it can have negative impacts on 

the establishment of brand communities. In this case, it may also lose their consumers’ 

loyalty and emotional attachment to the brand.  

Due to the importance of iconic brand and brand community as mentioned above, it is 

necessary to study about their componential factors and the impacts of iconic brand on 

brand community. The results can give worthy recommendations for marketing 

practitioners to which factors they should focus their efforts to make a brand become an 

iconic brand. Besides, marketing practitioners can also be told which factors that they 

should take care to improve the componential factors of brand community. 

Because the authors of this study come from Taiwan and Vietnam and are living in 

Sweden, it is meaningful to conduct a comparison of cultural differences in these countries 

for the topic. Besides, there is a lack of previous researches of cultural comparison, so that, 

this study decides to involve in this issue. Mooij and Hofstede (2010, p.86) state that 

consumers from different cultures react differently to marketing strategies. Hofstede (2001) 

builds the Hofstede model which identifies five dimensions of cultural differences among 

countries: power distance (PDI), individualism/collectivism (IDV), masculinity/femininity 

(MAS), uncertainty avoidance (UAI), and long-term/short-term orientation (LTO). The 

meanings of these dimensions are presented in details in Chapter 3. The indexes of these 

five dimensions for Sweden, Taiwan, and Vietnam are shown in the figure 1.1: 

 

Figure 1.1: Indexes of five dimensions of cultural differences among Sweden, Taiwan, 

and Vietnam (Source: Hofstede, 2012, www.geert-hofstede.com) 
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Figure 1.1 presents that Taiwan and Vietnam have close scores which are quite different 

from Sweden in four dimensions: PDI, IDV, MAS, and LTO. This can be explained by the 

reason that Taiwan and Vietnam are Asian countries while Sweden is a European country. 

For the index of uncertainty avoidance (UAI), Sweden and Vietnam have the similar scores 

and lower than Taiwan. This means, Swedish and Vietnamese are more willing to accept 

the uncertainties and try new things than Taiwanese. In overall, the three countries have 

differences in culture for all five dimensions; therefore, this study will use all these indexes, 

if applicable, to compare the cultural differences among the countries for the topic. 

1.3. Knowledge gap 

There are three reasons that explain why this topic (about iconic brand and brand 

community) is worthy being conducted in Sweden, Taiwan, and Vietnam. Firstly, in spite 

of its importance to marketing efforts, iconic brand is a quite new to academic research. 

There is a very limited quantity of previous researches which focus on iconic brand, such 

as: Holt (2004), Harquail (2006), or Latour & Zinkhan (2010); some other authors just 

mention iconic brand generally to support for their studies. It can be due to the reason that 

iconic brand is still a practical term employed by marketing practitioners rather than an 

academic material for researchers. Yet, in accordance with the development of branding 

which respects the consumers’ social and cultural values, iconic brand should be put in a 

more suitable position in terms of marketing academy. Secondly, there is an absence of 

study in identifications of the componential factors of iconic brand and brand community as 

well as the impacts of iconic brand on brand community. Thirdly, there is no study found in 

this topic with the comparison of cultural differences among the three countries: Sweden, 

Taiwan, and Vietnam; thus, researchers of this study are the pioneers on this topic 

regarding cross-cultural comparison. Companies should build strong brands that succeed in 

all markets regardless of the cultural differences; yet, the language and cultural barriers 

exist (Aaker & Joachimsthaler, 1999, p.138). This study is conducted with a cross-cultural 

comparison to identify whether the cultural and language differences can cause the 

consumers’ different assessments of iconic brand and brand community in the three 

countries. 

Moreover, the USA Marketing Science Institute (MSI) publicizes a list of marketing 

research priorities 2010-2012 including eight main topics. This study can cover some 

aspects of these topics and hope to add some new knowledge for the area of marketing. For 

example, in the second topic, MSI suggests that researchers should prefer the studies in 

customer engagement, and marketing actions that influence shopper behavior. Customer 

engagement is how customers involve with the brand and corporate beyond the purchase 

with word-of-mouth, customer-to-customer interaction, recommendations and so on (MSI, 

2010, p.4). As mentioned above, an iconic brand provides customers with identity myths 

that resolve their social anxieties and help to hold customers’ brand loyalty as well as create 

their emotional attachment through the formation of brand communities around the brand. 

This can be considered as an effective way to influence shoppers because an iconic brand 

can help to detach customers from being emotionally painful with social stresses and 

contradictions (Roll, 2005, p.121). Yet, no conceptual framework has been built. Therefore, 

this research attempts to build the conceptual framework of iconic brand regarding its 

impacts on brand community. In the fifth topic, leveraging new media, marketing 
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communications and marketing matrix and value creation are the sub areas (MSI, 2010, 

p.7). Internet is considered popular way of communication tool currently. However, 

popular culture should be seen as new communicating tool as well for that it has effects on 

people globally. For example, Lady Gaga, as an icon, spreads her influence everywhere all 

over the world. Many fan communities (fan clubs) are formed in different countries to 

support her. An iconic brand should have the same communicational power with the 

building of brand communities around the brand. Nonetheless, there is no empirical 

research with measurements and conceptual frameworks of the communicating power of 

iconic brand and brand community. Thus, this study attempts to develop the measurements 

for the factors that attribute to iconic brand and brand community based on consumers’ 

perceptions. 

1.4. Research objectives and questions 

In brief, this study is conducted to obtain the following objectives: 

 Identifying the possible componential factors attributing to iconic brand and brand 

community. 

 Exploring the impacts of iconic brand’s componential factors on brand community’s 

factors. 

 Comparing the differences in assessments of iconic brand’s factors and community 

brand’s factors as well as the impacts of iconic brand’s factors on brand 

community’s factors given by consumers in Sweden, Taiwan, and Vietnam.  

 Raising some recommendations for marketing practitioners to make their brands to 

become iconic brands and hold the consumers’ loyalty in the approach of cultural 

branding. 

 Setting a cornerstone for further studies in iconic brand and its impacts on brand 

community.  

In order to achieve the above research objectives, the following questions will be answered 

during the study: 

 Which componential factors are possible to attribute to iconic brand and brand 

community? 

 How strong do the iconic brand’s factors impact the brand community’ factors (if 

applicable)? 

 Do Swedish, Taiwanese, and Vietnamese consumers evaluate differently the 

componential factors of iconic brand and brand community as well as the impacts of 

the former ones on the latter ones? 

1.5. Expected contributions 

To marketing practitioners: The results of this study are expected to provide practical 

marketers with useful recommendations for the building of an iconic brand and holding the 

loyal customers around the brand. 

To marketing academics: This study will provide contributions to the marketing academy 

in the context that there is an absence of research being involved in iconic brand and its 
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impact on brand community. Based on previous theories, this study develops a new set of 

measurements for iconic brand and brand community as well as a new theoretical 

framework for their relationships. 

To the authors: As students of Umeå School of Business and Economics, it is a great 

chance for the authors to learn new knowledge about iconic brand, brand community as 

well as the cultural differences among the countries.  

1.6.  Research delimitation 

This study is conducted in accordance with the framework of a master thesis at Umeå 

School of Business and Economics. This study is conducted based on the consumer 

perspective with the respondents who already used products or services of an iconic brand 

and also joined its brand communities in Sweden, Taiwan, and Vietnam. Due to the time 

constraint, the respondents are chosen according to convenience sampling and snowball 

sampling which are presented in details in Chapter 4. 

1.7. Research structure  

The contents of this study are presented in seven chapters with the structure shown in the 

following figure: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.2: The research structure (Source: The authors) 
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CHAPTER 2: RESEARCH METHODOLOGY 

2.1.   Introduction  

There are various types of business research; all of them may need research methodology to 

help clarify the research question and how should the research be designed and conducted 

as well as the data collection and analysis (Wu, 2008, p.70-71). In order to make the 

structure easy to understand, research onion is borrowed from Saunders, Lewis, and 

Thornhill’s (2009, p.108) to present the research methodology structure. The adapted 

research onion is showed in figure 2.1 to make a summary of research philosophy, research 

approach, and type as well as research strategy.  

 

Figure 2.1: Adapted Research Onion for this study (Source: Adapted from Saunders et 

al., 2009, p.108) 

2.2.   Research philosophy 

Research philosophy is the systematical way of understanding how the research is 

designed, approached, and how the data is collected and analyzed (Blumberg, Cooper, & 

Schinder, 2005, p.18; Bryman & Bell, 2007, p.4-5). Ontology which stands for the nature 

of reality, and epistemology which focuses on the constitute of knowledge, should be 

discussed in the research philosophy (Collis & Hussey, 2009, p.59). In this research, the 

chosen ontology is objectivism while the selected epistemology is positivism. These 

Philosophy: objectivism and 
positivism 

Research approach: deductive 

Research type: exploratory 
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assumptions guide the research design to be well-structured. The detail of each assumption 

is discussed in the following. 

2.2.1. Ontological assumption 

The ontological consideration is about whether social entities are considered objective or 

socially constructed; in other words, objectivism, or constructivism. Objectivism states that 

social reality is independent and objective; social phenomena and the meaning behind are 

not affected by social actors. Researchers and their minds are also independent from social 

reality. Constructivism, also called subjectivism, express the opposite that social entities are 

constructed and continuously revised. Therefore, the subjective meanings of actors are 

important while interpreting the motive and meaning of actions (Bryman & Bell, 2007, 

p.22-23; Saunders et al, 2009, p.111; Sarantakos, 1998, p.40).  

In this research, objectivism is applied. The topic of this research is to study the factors of 

iconic brand and brand community and the impacts that iconic brand has on brand 

community. The factors and impacts exist already and will not change as well as the 

cultural differences among Sweden, Taiwan, and Vietnam.  

2.2.2. Epistemological assumption  

Epistemological position is the principles and procedures of the study. There are two 

epistemologies: positivism and interpretivism. Positivism applies natural science methods 

in social study. In accordance, reality exists objectively out there. That is to say, no 

subjective value should be involved. Besides, knowledge should be either based on the 

facts collected or hypothesis tested. On the contrary, interpretivism appreciates the 

diverseness between people and natural science objects. Thus, researchers’ subjective 

opinions on the social action are crucial (Bryman & Bell, 2007, p.16-19).  

Regarding the topic of this study, positivism should be the epistemological position taken. 

The aim of this study is to find out the impact iconic brand has toward brand community 

based on consumer’s opinion instead of interpreting consumer’s decision on that. In other 

words, the reality which exists already should be the focus of this research. Also, during the 

data collection and analysis, no subjective opinions from researchers should be imposed; 

researchers should be neutral and objective to this study (Blumberg et al., 2005, p.18-19; 

Sarantakos, 1998, p.40; Saunder et al., 2009, p.111, p.114). 

In this research, self-completion questionnaires are distributed which allowed the 

respondent to conduct the questionnaire without intervention from the researchers; the 

research is conducted in value-free manner. Hypotheses, questions in the questionnaire and 

the semi-structured interviews are based on existing theories and researches. Collected data 

are used to test hypotheses proposed. As the reasons stated, positivism is the 

epistemological assumption should be applied.  

2.3.   Research approach  

Inductive and deductive approaches are two ways of conducting scientific research. 

Deductive approach based on existing theory and using empirical evidences to test 
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hypotheses. On the opposite, inductive approach develops new theories from empirical 

observation and collecting primary data. Criticism of deductive approach states that 

deductive approach has less connection to the reality while inductive approach gets 

criticized that the observation is specific which cannot be used as general law. Yet, the 

existing theory helps identify relationship between variables under deductive approach 

whereas inductive approach makes modifying existing theories or generate new theories 

possible (Shiu, Hair, Bush, & Ortinau, 2009, p.277-278; Bryman & Bell, 2007, p.11-13; 

Wu, 2008, p.36; Davis, 2004, p.53; Blumberg et al, 2005, p.22-24). 

Nonetheless, in practical, both inductive and deductive together are considered better 

approach. It is showed in figure 2.2; deductive and inductive approaches are interactive and 

affect each other (Shiu et al 2009, p.278; Wu, 2008, p.26).  

 

Figure 2.2: Scientific Circle (Source: Wu, 2008, p.26) 

The deductive approach is suitable for this study because hypotheses of this research base 

on existing theories; intention of this research is to find out the relationships between the 

chosen theories instead of building new theories. This study begins with examining brand-

related theories to obtain knowledge about the empirical findings in previous researches as 

well as the theoretical background. Research model and hypotheses are proposed based on 

existing knowledge and theories. Next, questions in the questionnaire and semi-structured 

interview are prepared. The process is consistent with deductive approach showed in figure 

2.3. First, existing theories are reviewed and hypotheses are formed. After data collection 

and analysis, findings are presented. According to the findings, hypotheses are either 

accepted or rejected which might lead to the revision of theory. 
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Figure 2.3: Process of Deduction (Source: Bryman & Bell, 2007, p.11) 

Even though it is hard to have clear cut between inductive and deductive approaches, it is 

needed to determine which approach is the main approach. As showed in the figure 2.2, 

deduction and induction are in the same circle only different stages, which affected by each 

other. As mentioned above, deductive approach is the main approach in this research.  

2.4.   The type of research  

Types of research explain the methods and main idea of the research. The three types of 

research are exploratory, descriptive, and causal (Wu, 2008, p.84; Churchill & Iacobucci, 

2005, p.75).  

The relationships between these three types of research are show in the figure 2.4. The 

relationships between these three types of research are conjunctive and interactive (Wu, 

2008, p.84). Exploratory research is used mainly at new topic or preliminary research. It is 

often that researcher is not familiar with the research topic or there is less related 

knowledge available. Thus, exploratory research helps to refine the research topic and come 

up with well-defined topic and research objectives (Wu, 2000, p.85; Churchill & Iacobucci, 

2005, p.75; Zikmund & Babin, 2007, p.61). Descriptive research focuses on the four Ws 

and two Hs (who, what, when, and where; how and how much) while causal research 

concerns about causal relations and effects on variables (Wu, 2008, p.89; Zikmund & 

Babin, 2007, p.53-54; Blumberg et al, 2005, p.130).  

Iconic brand has been mentioned often in practical marketing; yet, there no academic 

research on this specific topic. Besides, there is neither concrete theory nor research to 

1. Theory 

2. Hypothesis 

3. Data Collection 

4. Findings 

5. Hypotheses confirmed or rejected  

6. Revision of theory 



 
12 

support that iconic brand has impacts on brand community. Moreover, the goal of this 

research is to compare the cultural effects regarding the impact level iconic brand has on 

brand community. A comparison among Sweden, Taiwan, and Vietnam has never been 

conduct before. Therefore, exploratory research is the best fit to this research topic. 

Existing literature focuses on brand personality, brand community, and iconic brand. 

However, there are limited researches and knowledge about the impacts and the 

comparison of different cultures. Thus, an exploratory research on iconic brand and brand 

community regarding cultural differences is the center of this research. Hypothesis 

proposed is based on current theories and literature; data is collected by self-questionnaire 

both paper-form and online survey.  

As indicated in figure 2.4, three types of researches relate and affect each other. Thus, this 

research, as an exploratory research, might help to form descriptive and causal researches 

of similar topic. Also, there might be possible causal explanation in the hypotheses 

mentioned in Chapter 3.  

 

Figure 2.4:  Relationships between research types (Source: Chunrchill & Lacobucci, 

2005, p.75) 

2.5.    Research strategy  

Based on research philosophy, research type, research approach, resource, and knowledge 

available, research strategy could be divided into qualitative and quantitative researches 

(Wu, 2008, p.91). Quantitative research often involves positivism and objectivism. 

Deductive approach is applied to narrow down the research topic and using numbers as 

support of the hypotheses (Wu, 2008, p.91-92; Collis & Hussey, 2009, p.58; Bryman & 

Bell, 2007, p.154). On the contrary, qualitative research concentrates on the cultural 

meaning and subjective observation. Qualitative research entails interpretivist to understand 

the social world and constructionist that suggests the outcomes of interactions between 

indicators (Bryman & Bell, 2007, p.402; Wu, 2008, p.93-94).  

Regarding the characteristics of this research, quantitative research is a good fit. 

Quantitative research could be analyzed by the statistical methods and supported by 
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numbers. One of the focuses on this research is to compare the results on cultural 

differences; another focus is to test the impact level iconic brand has on brand community. 

Quantitative research is designed to identify and describe the relationships between 

variables which should be the strategy applied in this research (Wu, 2008, p.92; Garner, 

Wagner, & Kawulich, 2009, p.62).  

Validity indicates whether the research is trustworthy whereas reliability means consistency 

of the research. When a research is reliable, the results will not change when the 

measurements or tools change; whereas, as a research is valid, the concept could be tested 

by the variables and indicators (Wu, 2008, p.92; Bryman & Bell, 2007, p.162-165). In order 

to reach reliability and validity, questions are based on grounded theories and literature 

while pre-test is conducted which will be explained thoroughly in Chapter 4.  

Nevertheless, there are some critiques concerning quantitative research. Objective 

measurements of the variables and their interrelations are the focus of quantitative research 

which is considered superficial and negligent of the interaction and interpretation between 

variables and the society (Wu, 2008, p.92; Bryman & Bell, 2007, p. 174; Sarantakos, 1998, 

p.43). Considering this research topic is to examine iconic brand and brand community 

based on what consumers think and feel, quantitative research alone can only provide 

statistic correlations but not the deeper meaning. Therefore, in order to understand the 

mechanism behind, follow-up interviews are conducted. After the questionnaires were 

analyzed, volunteer respondents from each country are interviewed. These interviews are 

among respondents, society, and cultures differences possible.  

Qualitative and quantitative researches are suitable for different research topics, 

philosophy, and approaches. A mixed-method is applies to make this research benefit most 

and control the limitation to the least. Qualitative research could supplement quantitative 

results with underlying meaning; at the same time, numbers could back qualitative 

explanation up (Wu, 2008, p.94-95; Bryman & Bell, 2007, p.648-649). In particular, factors 

of iconic brand and brand community are related to how consumers think and feel which is 

considered complicated, as well as the cross culture comparison. Thus, both quantitative 

and qualitative researches are applied to have proper explanations.  

2.6.   Choice of theory 

Literature review is the basis of every research for that literature provides researchers with 

theoretical, conceptual, historical, methodological, and integrative information of the 

research field as well as a self-study review for the researchers (Wu, 2008, p.138-140; 

Bryman & Bell, 2007, p.94). Besides, literature shows what and how already been done in 

the research field as well as the results. Moreover, literature read also shows how familiar 

the research is with the study and considered criteria for readers to assess the quality of the 

research. Literature shows the connection between current study and past researches; also, 

it help with identify the research focus and stimulate new research direction (Wu, 2008, 

p.138; Bryman & Bell, 2007, p. 95; Blumberg et al, 2005, p.155-156). A thorough review 

on literature leads to better choice of theories which helps the research carry out properly.  

The originate thought about this research is to research on iconic brand. However, iconic 

brand is rather new in the branding research field. Thus, a more general research on brand 

is conducted. With further digging into literatures, a more concentrated research direction is 
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identified: the main focuses of the literature are iconic brand and brand community; relating 

sub-subjects are brand identification and brand personality; cultural theory is also included.   

In order to reach the credibility of literature, trusted sources should be chosen. Literature 

from the Internet such as Wikipedia might not be a reliable source; Google scholar and the 

database of Umeå University are more trustworthy (Collis & Hussey, 2009, p.93). Thus, 

literature used in the study is from solid source as Umeå University database, especially 

EBSCO (Business Source Premier). It is also crucial to continue the literature search 

throughout the whole process of researching to ensure the consistency, focus, as well as 

credibility of the research.  

The Table 2.1 shows that number of hits by the key words selected from both EBSCO and 

Google scholar. 

Key words Number of hits on 

EBSCO 

Number of hits on Google 

scholar 

Brand 254,411 2,080,000 

Brand function 3,908 1,630,000 

Brand identification 3,961 708,000 

Iconic brand 574 28,500 

Branding models 1,038 171,000 

Brand personality 1,720 279,000 

Identity myths 125 292,000 

Storytelling 1,801 250,000 

Brand community 5,342 871,000 

Cultural Branding 418 155,000 

Table 2.1: Key words for search literature sources (Source: The authors) 

 *Among them, this study uses 103 in total which includes articles, books, and webpages. 

2.7.   Criticism of theory 

Branding in marketing research has been popular in either practical or academic fields; the 

hit of key word search are enormous both in EBSCO and Google scholar. This could be 

good and bad for researchers in this field; the advantage is that more complete knowledge 

and theories are available while disadvantage is too much information could be hard to 

concentrate on specific topic. Other than that, one of the focuses of this research is iconic 

brand which is rather new topic in the research fields. There is less existing literature 

available for researchers to gather; 574 hits come up when searching in EBSCO whereas 

iconic brand is only minor part in the literature. Further, the impacts iconic brand has on 

brand community as well as the cross-cultural comparison are less studied before telling 

from the hit results.  

This research involves in marketing, consumer behavior, and cultural differences; thus, the 

articles used are from scientific journals in relating fields. In the marketing related journals 

are “Journal of International Marketing”, “Journal of Marketing”, “Journal of Marketing 

Research”, “Journal of Academic Marketing Science”, “ Measurement& Analysis for 
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Marketing”, and “International Journal of Marketing Research”; journals in management 

fields are “Management Review”, “Journal of Management Systems”, and “Academy of 

Management Review”. There are also journals in mixed fields such as “Journal of Brand 

Management”, “Journal of Marketing Management”, and “Journal of Marketing and 

Communication”. Some are in the psychology fields, for example, “Journal of Applied 

Psychology”, “Journal of Social Psychology”, and “Personality & Social Psychology 

Bulletin”. Other marketing related journals are “Journal of Consumer Research” and 

“International Journal of Advertising”. Journals in more general fields are “Harvard 

Business Review” and “Journal of Business Research”.  

As mentioned earlier, there are many articles relating to brand (254,411 hits on EBSCO), 

Davies and Chun (2003) has the most integrated study on it. Aaker (1991, 2007) and Aaker 

(1997) also are important papers in the field of branding. Regarding the iconic brand field, 

Holt (2004), Roll (2010) and Harquail (2006) contributes more. As for the brand 

community, Bender (1978), Muniz and O’Guinn (2001), Arora (2009), and Fournier and 

Lee (2009) are the important ones. In the cultural analysis aspect, Hofstede (2003), Cayla 

and Arnould (2008), and Mooij and Hofstede (2010) are the most mentioned. As for the 

comparison between Sweden, Taiwan, and Vietnam, there is no research conducted yet 

which is in accordance with what mentioned earlier that this research is exploratory in the 

cultural difference comparison.  

2.8.    Ethical considerations 

The authors of this study follow strictly ethical principles to make sure that there is no 

ethical problem happening to the respondents. It is suggested that researchers must take 

care of the following ethical issues carefully: lacking informed consent, invading privacy, 

being harm to participants, and being deceptive (Bryman & Bell, 2007, p.132; Ghauri & 

Gronhaug, 2010, p.21).  

Firstly, lack of informed consent is a problem caused when researchers do not inform the 

respondents about the relevant information of the researches. This makes the results of the 

researches bias and unreliable (Fisher, 2010, p.74). This research prevents this kind of 

problem through providing respondent with all necessary information about the research so 

that they can decide if they are willing to join. Respondents can easily find the purposes of 

this research which are included in the introduction of questionnaires delivered to them. 

Next, the issues of invading privacy and being harm to participants are even taken care 

more seriously. Invasion of privacy happens when respondents recognize that their privacy 

rights are compromised for the researches’ sakes (Bryman & Bell, 2007, p.139). In this 

research, privacy rights of respondents are entirely respected. For Swedish respondents, the 

authors of this research ask their permissions to deliver questionnaires to them directly, and 

then they feel free to finish the questionnaires at any time they want. The authors do not ask 

them to answer the questionnaires quickly or in any certain time interval. For Taiwanese 

and Vietnamese respondents, the addresses of online survey are sent to them by email and 

electronic messages so that they choose suitable time to answer the questionnaires by 

themselves. Interviewees are also informed about the research sufficiently. The authors also 

ask their permissions for recording the interviews, and they totally have the rights to stop 

the voice recorder whenever they want. All these respondents have the rights to quit the 
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research at any time before the results of the research are published. Moreover, collected 

data from respondents are analyzed and presented in form of statistical data. No private 

information of respondents is declared or published in the research. Anonymity is used as a 

rule for all data treatment. The respondents are not asked to give their confidential 

information such as name or email address. Thus, this research assures that there is no 

physical or mental harm occurring to the respondents when participating in this research.  

Finally, deception is the other ethical problem that this research takes into careful 

consideration. Deception happens in case researchers interpret their research as something 

different from what it should be (Bryman & Bell, 2007, p.141). In this research, the authors 

strictly respect the accuracy of data collection, data analysis, and result declaration. This 

research employs suitable methods for its whole process which are recommended by 

reliable writers in methodology. Collected data are used only for research purposes, not for 

any private sake. The research results are based on the collected data truthfully without any 

data modification to obtain the desired objectives.  
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CHAPTER 3: LITERATURE REVIEW 

3.1 Introduction 

As mentioned in the previous chapters, this study aims at identifying the componential 

factors of iconic brand and brand community as well as the impacts of iconic brand on 

brand community. Therefore, the literature review will focus on theories of iconic brand, 

brand community, their componential factors, and the impacts of iconic brand and brand 

community. However, before mentioning these terms, an overview of branding which 

includes brand’s functions, brand identification, and branding models, is introduced to 

supply the readers with a general understanding about branding. This study also compares 

the assessments of the main concepts of iconic brand, brand community and the impacts of 

iconic brand on brand community given by three groups of respondent in terms of 

nationality; thus, cultural aspects of branding are presented to set a background for the 

comparison. Finally, a research model with hypotheses is created and used as a theoretical 

framework for this study. The structure of this literature review is shown as in the following 

figure: 

 

  

   

   

 

 

 

 

Figure 3.1: Structure of Literature Review (Source: the authors) 

3.2 Overview of branding 

In this part, general concepts, such as: brand functions, brand identification, and branding 

models are presented to give the background for further theories of iconic brand and brand 

community which are introduced in later parts. 

3.2.1 Brand and brand’s functions 

Brand is everywhere in life; people talk and hear about it all the time. Yet, when people talk 

about brand, they know vaguely what they refer to. The original meaning of brand is 
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something or someone’s identification mark (Davies & Chun, 2003, p.49). Kim (1992, 

p.66) states that the meaning of the brand is more of the concept that consumers have 

toward the brand. Crimp (1990, cited by Davies & Chun, 2003, p.50) also states that market 

awareness of the brand by current and potential customers should be seen as assets. A brand 

is considered strong when people can recall the brand name (Davies & Chun, 2003, p.50).  

Three types of metaphors of brand are recognized by Davies and Chun (2003, p.56); they 

are brand as differentiating mark, brand as person and brand as asset. Brand as 

differentiating mark means brands are name, symbol, or logo that can be recognized by 

consumers. When seeing brand as a person, it indicates that brand has personality, and 

relationships can be built between consumers and brand. That is to say, there can be royalty 

involved. To add on brand royalty, the intangible value of the brand exists. Last but not 

least, brand can be seen as an asset, which means brand has value financially and can be 

seen as investment. Except for the brand metaphors, brand has two main functions from 

consumer’s point of view. The function of the brand will be discussed in the following.  

Brand has multi-functions for both companies and consumers. Here, the focus is the brand 

function for consumers. Consumers are willing to provide price premium for that they 

believe brands provide crucial information in their purchasing process (Fischer, Völckner, 

& Sattler, 2010, p.823-824). Yet, because of the culture difference, how consumers 

perceive the information may be different (Hofstede, 2003). Brand meanings are embedded 

with culture and social norms. For example, using a LV bag may mean classic in culture 

but cheesy in another one. According to Fischer, Völckner and Sattler (2010, p.826), there 

are two functions can be presumed across different cultures: risk reduction function and 

social demonstration function. 

Risk Reduction Function: Nowadays, there are enormous options for consumers while 

making purchasing decisions. Brands do not only help consumers to access to information 

quickly but also help consumers to reduce the risk of making purchasing decisions. 

Consumers can extract information about the brand or products from past knowledge and 

experiences (Zhang & Sood, 2002, cited by Fischer et al, 2010, p.826). With brand 

knowledge and brand specific characteristics, consumers can have clear ideas about the 

product and service and have logical expectations regarding the function and benefits 

(Fischer et al, 2010, p.826). Therefore, brands help consumers reduce the risk while making 

purchasing decisions (Davies & Chun, 2003, p.58). 

Social Demonstration Function: Consumers apply brands as self-symbols or signals to 

others (Fischer et al, 2010, p.826). In terms, consumers choose brands either to show others 

who they are or assure themselves who they are. Brand is an object that allows consumers 

to see whom they are through the brand (Levy, 1959, p.117). Other than showing 

themselves who they are, even more important, brands can be used to show other people 

who they are or who they want to be (Escalas & Bettman, 2005, p.378). For example, 

people who use Apple products are sending signals to others to tell that they are not the 

normal PC people but the fashion Mac people. However, the function of presenting self and 

presenting to others are interactive (Grubb & Grathwohl, 1967, p.22-27). The social 

meaning of brand is alive and evolves with the culture and society. Consumers can define 

themselves by using a brand or find their social status by using a brand. 
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In summary, brand has different meanings, values, and functions. Beyond what is 

mentioned earlier, brand can be also used as a strategy from the company side (Aaker, 

2007, p.9). Yet, since the focus of this research is on how consumers perceive the iconic 

brand and brand community, in the following sections of literature review, the viewpoints 

from consumers are taken care. The next part will present how a brand can be identified by 

consumers. 

3.2.2 Brand identification 

The process of how a consumer identifies a brand is similar to how a person identifies 

another person. The theoretical concept of brand identification is from social identity theory 

(Kuenzel & Halliday, 2010, p.174; Brewer, 1991, p.478; Ashforth & Mael, 1989, p.25). 

Identification serves to fulfill consumer’s need for social identity and self-identification 

(Ahearne, Bhattacharya, & Gruen, 2005, p.574). In other words, consumers see a brand as 

an extension of themselves (Kuenzel & Halliday, 2010, p.168). Thus, brand identification 

can serve as extension of consumers. Scott and Lane (2000, p.44) state that people need to 

seek identification if they are not in a group. This can be able to extend to the situation of 

brand identification as well. If consumers are not in the brand group, then they seek some 

kind of identification. That is to say, consumers try to find their self-identification through 

brand identification. Once consumers can identify themselves with a certain group, say the 

brand, and then the social identification will take place (Kuenzel & Halliday, 2010, p.169).  

Brand identification, according to Bergami and Bagozzi (2000, p.557), is consumers’ 

ability to identify a specific brand in comparison with other brands. In related to what are 

mentioned previously, once consumers identify the brand, they can somehow see 

themselves through the brand. These can be considered as social and emotional bonds 

between the brand and consumers. The emotional bonds happen when consumers see 

themselves through the brand; whereas, the social bonds happen when consumers believe 

others see them through the brand they use or they have a sense of belongingness through 

using the brand. Once consumers identify themselves with a brand, they are less likely to 

switch to other brands; hence, brand loyalty is the result of brand identification (Kuenzel & 

Halliday, 2010, p.168). 

As such, a brand is identified by its consumers through the way in which the consumers 

have a feeling of belonging to a group expressing their self-identification. Identified brand 

can hold the consumer’s loyalty through emotional and social bonds between the brand and 

its consumers. These statements are useful for this study and discussed more in details in 

the part of brand community. The next section will come up with branding models which 

have already been established during the time. 
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3.2.3 Branding models 

During the time, managers and researchers have developed many kinds of branding models. 

Holt (2004, p.13-38) argues that there are four types of branding models built from 1970s 

to the present: mind-share branding (1970s), emotional branding (1990s), viral branding 

(recent time), and cultural branding (new approach); in which, the first three models are 

known as conventional models and account for most of today’s branding activities. Mind-

share branding model implies that a brand must possess a simple and concentrated position 

in the prospect’s mind, for example: a benefit fixed with the product category, to be 

successful in the competitive market (Ries & Trout, 1980, cited by Holt, 2004, p.15). 

However, this model is blamed to ignore some aspects of branding, such as: emotion and 

relation. Therefore, emotional branding model is built to encourage managers to add 

emotional appeals into their branding attempts, which help to improve emotionally-charged 

relationships with important customers (Fournier, 1998, p.343). With the increase in 

cynicism against mass marketing and the development of the Internet, the other type of 

branding model, viral branding (also known as grass roots and buzz), is born. The viral 

branding model mentions that the factor having the most impacts on the brand creation are 

customers, not the firms. The cynical customers seem to explore the brands by themselves 

instead of paying attention to mass-marketing efforts provided by marketing practitioners 

(Gladwell, 2000, p.132). In this approach, Internet plays a very important role for the 

customers to discover the brands. This approach also rejects many assumptions that 

marketing practitioners used to consider as important things for attracting the customer 

attentions. However, Holt (2004, p.35) confirms that these conventional branding models 

may be useful for building other types of brand, but they do not work for iconic brand. 

Therefore, it is believed to have the other branding model to instruct how to create identity 

myths to achieve iconic brands. Holt (2004, p.13) suggests a set of empirical strategic 

principles for achieving an iconic brand which is called cultural branding model. In this 

model, communications are considered as the key tool for constructing customer values. 

Customers purchase the products to experience the communicated stories. Thus, it is 

possible to state that the product is simply an intermediary through which the brand can tell 

the stories to the customers. A cultural strategy can be effective if it creates a storied 

product. This kind of product must embed unique branded features (mark, design, and so 

on) through which customers can experience identity myths (Holt, 2004, p.13). The 

differences between these four branding models are presented as in Table 3.1. 

In summary, cultural branding is distinctive from other branding models since it focuses on 

myths or stories to create customers’ emotional attachment to the brand. The final purpose 

of this branding model is making a brand to become an icon, called iconic brand. The next 

section is going to present the terms of iconic brand in details.  
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Table 3.1: Comparison of four branding models’ concepts (Source: Holt, 2004, p.14) 

3.3 Iconic brand 

Ionic brand is the focused concept of this study; therefore, its definition as well as 

componential factors will be detailed to show its importance in the field of marketing. 

3.3.1 Definition of iconic brand 

An iconic brand is a brand that an audience identifies as a character through its attributes. 

To create an iconic brand, marketing practitioners usually establish the characteristics that 

their brand needs to have, and after that a character, with a suitable personality and 

biographical storyline, is developed to represent the brand’s characteristics. When an 

audience is aware of the traits that the character is proposed to convey through the brand, 

and then, audience considers the character and the brand as references for each other, the 
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brand obtains the status of an iconic brand (Harquail, 2006, p.1). In an approach of cultural 

branding mentioned above, Holt (2004, p.6-10) claims that iconic brand is a brand that 

achieves the status of an icon in consumers’ society at a cultural level. An iconic brand 

does not only reflect people and the time they live, but also offer myths that support to 

resolve the society’s contradictions. More than that, an iconic brand can be a channel for 

consumers to express their desires and relieve the social anxiety. In terms of iconic brand, 

identity myths play very important role in determining the success of marketing efforts. 

Identity myths can be simple fictions that help to reduce cultural anxieties. Identity myths 

can be the products either of imaginary thoughts or from real world where consumers spend 

their everyday lives. 

There may be other definitions of iconic brand aside from these above definitions. 

However, this study uses these above definitions of iconic brand in which a brand would to 

become an iconic brand, it must establish a suitable personality, create appropriate myths, 

and think of a good way of storytelling to broadcast the myths or stories to its consumers. 

These definitions are considered appropriate since, in practical marketing, many iconic 

brands such as Nike, Apple, or Coca Cola are all involved in unique personality, myths, and 

storytelling to build the relationships between them and their consumers as well as hold 

their loyalty for a long term.  

3.3.2 Componential factors of iconic brand 

Some authors believe that myths and storytelling are key elements for a successful iconic 

brand (Holt, 2004; Roll, 2010) while others consider a brand as icon when it has a 

distinctive personality (Harquail, 2006; Herskovitz & Crystal, 2010; Maehle & Supphellen, 

2011). Therefore, in this part, brand personality, brand myth, and brand storytelling are 

mentioned as the important componential factors of an iconic brand. 

3.3.2.1 Brand personality 

Brand personality has various meanings; the common understanding is the associated 

human characteristics of a brand (Maehle & Supphellen, 2011, p.95). Brand personality can 

be also understood as distinctive traits of a brand. Some authors also call it the persona of a 

brand (Venkateswaran, Muthukrishnan, Geetha & Ananthi, 2011, p.21). According to the 

above, it is possible to consider brand as a human that has characteristics to represent self 

somehow. The personality of a brand can be strong or subtle; no matter what, there will be 

persona to represent the brand. Herskovitz and Crystal (2010, p.21) believe that brand 

personality can be recognized as a real human or human-like stature who performs as a 

kind of brand spokesman or icon. For example, Michael Jordan was the advertising 

endorser of Nike. The image of Michael Jordan was directly transferred to Nike. Thus, it is 

implied that a brand can become icon if it has an appropriate and distinctive personality.  

The origin of brand personality was brought up by Aaker (1997). Five dimensions of brand 

personality were suggested; they are sincerity, excitement, competence, sophistication and 

ruggedness (Aaker, 1997, p.351-353). These five dimensions are distinctive from each 

other and contain several facets (Venkateswaran et al., 2011, p.22; Aaker, 1997, p.351): 

• Sincerity includes down-to-earth, honest, wholesome and cheerful 
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• Excitement represents daring, spirited, imaginative and up-to-date 

• Competence stands for reliable, intelligent and successful 

• Sophistication shows upper-class and charming 

• Ruggedness means outdoorsy and tough 

These characteristics have been proved by researchers that there is correspondence between 

human and brand personality dimensions (Maehle & Supphellen, 2011, p.114). The results 

of Maehle and Supphellen (2011) seem universal and suitable in every culture. However, 

no matter how globalized this world is today, there are still differences among cultures. 

Thus, it should be kept in minds that brand personality can be culture-specific (Aaker, 

Benet-Martinez & Garolera, 2001, p.4).  

Moreover, Freling, Crosno and Henard (2011, p.392) state that a brand has ability to attract 

consumers through brand personality. There are three dimensions which help brand 

personality to attract the consumers: favorability, originality, and clarity.  

• Favorability: is to what extent consumers consider a brand personality as positive 

(Freling et al, 2011, p.394). It is important to understand the evaluative factors of the 

brand personality; evaluative factors are good or bad attributes of products that are 

related to customer satisfaction (Cohen, Fishbein, & Ahtola, 1972, p.456).  

• Originality: is to what extent consumers perceive a brand as new and special from 

other brands of the same products (Freling et al, 2011, p.394). Originality gives 

consumers a chance to choose and purchase over different brands (Keller, 1993, p.22). 

When a brand is original, consumers may feel favorable to the brand which in turn can 

positively influence consumers’ purchasing decisions.  

• Clarity: When a brand is evident and recognizable, it has a clarified brand personality 

(Freling et al, 2011, p.394). When there is clarity, it makes the brand visible to 

consumers (Ittersum, Pennings, Wansink, & Trijp, 2007, p.1177).  

Aaker (1999, cited by Malär, Krohmer, Hoyer, & Nyffenegger, 2011, p.52) uses the 

concept of self-congruence to point out that it is the consistence of consumer’s self identity 

and brand personality. Consumers can feel connected to the brand because of both ideal 

self-congruence (who I would like to be) and actual self-congruence (who I really am). It is 

suggested that both actual and ideal self-congruence have positive effects on emotional 

brand attachment; yet, actual self-congruence has a stronger effects (Malär et al., 2011, 

p.52). In case of iconic brand, the attachment can be influential either base on ideal or 

actual self-congruence. In terms of ideal self-congruence, iconic brand provides a dream, 

better-self or push the limitation for consumers. For example, those who feel connected 

with Nike may believe that using Nike products can help them break their limits and be like 

Michael Jordan. As for the actual-congruence, an example of iconic brand can be Harley-

Davidson. Consumers feel emotionally attached to Harley-Davidson because they feel they 

share the same identity with Harley-Davidson: the white male and gunfighter. In iconic 

brand, there is no saying about which one (ideal or actual self-congruence) can have 

stronger influence; but it seems to be that both of them are influential.  

In brief, brand personality is one of the key componential factors of an iconic brand since it 

can facilitate a brand to achieve iconic status with characteristics of an icon. It creates an 
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emotional connection between consumers and a brand with both ideal and actual self-

congruence. This study considers brand personality as a factor of iconic brand and 

measures it through gauging its eight elements: sincerity, excitement, competence, 

sophistication, ruggedness, favorability, originality, and clarity.  

3.3.2.2 Brand myth 

Roll (2010) believes that a brand must embed suitable myths to achieve iconic status. An 

iconic brand does not seem to compete in product markets, but they tend to work in myth 

markets (Holt, 2004, p.39). An iconic brand offers myths to resolve cultural contradictions 

in the competition and collaboration with other cultural products, such as: films, music, 

television, sports, and books. 

In cultural branding, an iconic brand does not only identify the most suitable myth market, 

but they must also respond quickly to cultural disruptions, and change the targets when 

opportunities strike (Holt, 2004, p.39). Cultural disruptions are caused by occurrences that 

make myth markets destabilized, destroy the values of existing myths and encourage the 

formation of new ones. A successful iconic brand can get over cultural disruptions by 

decoding the new myth markets formed by disruptions and raising new appropriate targets. 

Therefore, brand myths are critical for an iconic brand since they provide guiding aspects 

of past, present, and future (Roll, 2010). Latour and Zinkhan (2010, p.335) claim that 

myths can help to create emotional attachment of consumers to a brand for a long time. 

Consumers feel interested in the myths of a brand and they tend to prefer this brand than 

the others. This implies that myths can help a brand to hold consumers’ loyalty. 

Holt (2004, p.50) argues that iconic brands have recently competed in the Slacker myth 

market in which stresses in jobs and education make many people fall into the condition of 

cultural contradiction. These people are called slackers who feel that “manhood via work is 

a joke”. Slackers are caricatured as purposeless androids that lack the maturity to encounter 

social challenges in work. These slackers rationally invest less energy and less motivation 

in work and education; however, society blames that they are immoral for doing so. This 

tension has produced a tremendous demand for myth products that have the capability of 

reconciling the tension. McKee (2003, p.53) states that great myths making life worth 

living may not be inspired from the rosy side. Instead, the motivation and energy for life 

originate from the dark side - everything that makes people suffer. People strive to fight 

against these negative forces to live more deeply, and more fully. Therefore, it is necessary 

for brands to compete in the myth market to focus on the struggle between expectation and 

reality to remove the difficulty in the modern society. Holt (2004, p.52-53) suggests that for 

today society, myths should focus on the following elements: 

• Doing it yourself: Slackers may not be interested in rule-bound activities or games. 

They tend to do everything by themselves with improvisational moods (Holt, 2004, 

p.52). Iconic brands must inspire them to have the feeling that they themselves can do 

anything that a famous sport-man, a musician, or any other talent can do. For example, 

Nike, with an advertisement of a well-known sport-man who plays sports very 

improvisationally, makes audiences feel that they can also do the game by themselves. 

Instead of listening to Michael Jackson’s CDs, a Coca Cola’s advertisement has the 

same function of telling the audiences that they can make their own CD to become a 
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singer. 

• Breaking stressful social norms: Slacker culture ignores the most respected values 

and norms of a country ideology. It makes a laugh by grossly breaking the norms of 

middle-class society. Slackers are thought to be nihilists who mock at civility rather 

than revolutionize it (Holt, 2004, p.52). Iconic brands should take advantages of this 

slacker’s characteristic by creating myths related to social norms and values which are 

strictly respected to formalize the modern society but they are causing many boring 

and stressful things. 

• Getting over limits: Slackers create a new country ideology with the masculine 

expressions – competing in the most dangerous contests and taking on great risks to 

achieve a melodramatic extreme. For example, in some sports, featured guys strive to 

perform crazily without being afraid of their body harm (Holt, 2004, p.53). Iconic 

brands, in this case, must create some myth products (advertisements, events, video-

clips…) that make the audiences feel that they can get over some limits in their life; 

for example, they can conquer the highest mountain peak, or rescue many people from 

the most merciless terrorists or pirates.  

• Appreciating folk culture with creativity: Slackers tend to reclaim what are 

considered as worthless instead of accepting what corporations have marketed. They 

would like to show corporations that worthless stuff can be upgraded to valuable stuff 

with their creativity and imagination. Thus, iconic brands have to involve in myths 

that embed folk culture and encourage the audience’s creativity (Holt, 2004, p.53). 

The creativity has the special meaningfulness when it makes the life more valuable 

and beautiful from the stuff considered as worthless. 

Although, iconic brands compete in the slacker myth market, it does not mean that they 

focus on satisfying the slackers’ interests. They just strive to offer myths to resolve the 

cultural contradiction in the modern society – stress in work and education. Thus, it is 

possible to state that slacker myth market has created solutions for cultural problems of 

modern life. Everybody can find himself in these kinds of problem and he needs a myth to 

release himself from them.  

As such, a brand which has myths assessed highly by consumers can have a high possibility 

to become an ionic brand. This study employs brand myth as another factor of iconic brand, 

and measures this factor through asking consumers to assess its elements: doing it yourself, 

breaking stressful social, getting over limits, and appreciating folk culture with creativity. 

Although, these elements seem to be more suitable for American culture; yet, with today 

globalization, there are more and more cultural exchanges among countries, so that these 

elements are used for this study to measure brand myth in Sweden, Taiwan, and Vietnam. 

3.3.2.3 Brand storytelling 

Generally, positioning statement is the center of brand strategies. Positioning statements 

mainly include a set of characteristics (benefits, quality, user imagery, and so on…) that 

brands should possess. Besides, positioning statements also embrace the supports for 

stating these characteristics, together with tone or personality by which brand’s prospects 

are spoken out. In cultural branding, it is necessary for positioning statements to create right 
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stories for the brand and remove inappropriate stories (Holt, 2004, p.63). Therefore, it is 

thought that storytelling is the great support for achieving excellent positioning statements 

for a brand. 

Bagozzi and Nataraajan (2010, p.10) discuss about brand–consumer storytelling with the 

idea that marketing should be put at place where people need it to feel happy. A brand, with 

interesting stories, can facilitate consumers to feel happy and this also becomes the focus of 

today’s marketing role (Woodside, 2010, p.533). Storytelling must be considered as key 

factor for branding success in both cases of product brands and company brands because all 

corporate behaviors and communications can be embedded in brands which influence 

customers’ emotions and experiences with the company or product (Herskovitz & Crystal, 

2010, p.21). In terms of cultural branding, storytelling is extremely important in building 

iconic brands since it determines which myths are chosen and how to communicate the 

myths to the audiences. Storytelling must be utilized to ensure that positioning statements 

keep away from irrelevant guidelines that misrepresent and limit what stories can tell for 

the brands (Holt, 2004, p.63). In more details, cultural branding does not accept the mind-

share directives such as: stating too much about the product’s benefits, expressing some 

unnecessary emotions, showing how to use the product in some way, or casting these actors 

because of customers’ favorites. The key point that cultural branding focuses on is that 

positioning statements must employ excellent stories to address a special cultural 

contradiction of the day.  

Woodside (2010, p.535) believe that a good storytelling should deal with scarce resources, 

difficult decisions, despite risks, and uncovered truths. Great storytellers should know how 

to deal with the conflicts between people’s subjective expectation and cruel reality. 

Whereas, Holt (2004, p.64) argue that an excellent storytelling comes from a great cultural 

brief which has a good outlined story, authentic myth, and charismatic type of 

communication. The important elements of a good storytelling are presented as the 

following: 

• Well-outlined story: For an iconic brand, creative ideas (such as: myths, stories, and 

so on) represent the brand’s proposed functions in the culture rather than being simply 

tools to deliver benefits. Marketing managers should strictly involve themselves in 

dealing with these issues to have a good myth treatment – a suitable outlined story for 

the myth to resolve some cultural contradiction (Holt, 2004, p.64). Otherwise, other 

competitive organizations can take place their functions in the culture with a more 

appropriate brand’s strategy. 

• Authenticity: Brand myths should be extracted from sources of the populist worlds 

which are perceived as authenticity by audiences. Populist worlds are defined as 

autonomous places where human’s actions are thought to be guided by intrinsic 

values, not by money or power (Holt, 2004, p.11). Some organizations failed to 

construct their brand due to unbelievable myths that they strived to tell the audiences. 

Holt (2004, p.65) suggests that the authenticity of myths can be achieved when a brand 

provides two following qualities: literacy and fidelity. All populist worlds possess 

their own cultural codes with special idioms and idiosyncrasy. Literacy is obtained 

when a brand can present an understanding of these cultural codes. Whereas, fidelity 

can be earned when a brand ignores the broad-based popularity and invest in the 

distinctive ethos of populist worlds. 
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• Skepticism: Authenticity is a trait that all myths should follow. However, it is also 

important to grab the attention and curiosity of audiences when brands tell the myths. 

Thus, it is suggested that a story making skepticism for the audiences should be 

created. Since the skeptic normally tries to find the difference between text and subtext 

of the story, and usually efforts to learn what is actually happening. The skeptic 

searches for the truth below the surface of life, supposing that the real thoughts and 

feelings of organizations or individuals are usually unexpressed (McKee, 2003, p.54).  

• Charismatic aesthetic: An iconic brand must embed the charismatic communication 

of myths to get audiences’ attentions. Charismatic aesthetic is a distinctive and 

persuasive style representing the populist world from which a brand speaks of its 

myths (Holt, 2004, p.65). An iconic brand acts in the same way as a wonderful 

politician or socialist does to convince the audiences’ hearts and beliefs. 

In summary, an iconic brand can create successful myths if it employs an appropriately 

outlined story for myths, makes sure the myths coming from authentic materials of populist 

worlds, attracts people’s attention by creating certain curiosity, and leads a charismatic 

communication for myths. A successful storytelling can build a community of protagonists 

whose desire are satisfied and help a brand get over antagonistic forces (Woodside, 2010, 

p.536). Thus, this study considers brand storytelling as an important componential factor of 

iconic brand. Brand storytelling, in this study, is identified based on its four elements: well-

outlined story, authenticity, skepticism, and charismatic aesthetic.  

3.3.2.4 Summary for componential factors of iconic brand 

As mentioned above, in this study, iconic brand is proposed to embrace three componential 

factors: brand personality, brand myth and brand storytelling. The variables (elements) of 

these factors are summarized as in the following table: 

Componential Factors  Variables 

Brand Personality 

 
 Sincerity 

 Excitement 

 Competence  

 Sophistication 

 Ruggedness 

 Favorability 

 Originality 

 Clarity 

Brand Myth 

 
 Doing it yourself 

 Breaking stressful social norms 

 Getting over limits 

 Appreciating folk culture with creativity 

Brand Storytelling 

 
 Well-outlined story 

 Authenticity 

 Skepticism 

 Charismatic aesthetic 

Table 3.2: Componential factors of iconic brand (Source: The authors) 
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Aside from iconic brand, brand community is also a focus of this study because it aims at 

exploring the componential factors of iconic brand and brand community and the impacts 

of iconic brand on brand community. Thus, the next section will present in details of brand 

community including: definition, benefits, and componential factors of a brand community. 

3.4 Brand Community 

When customers are in the relationship with an iconic brand, they have a relationship of 

intimacy, loyalty, and so on. In another words, loyalty is created from the emotional 

relationship between the iconic brand and customers. The reason why customers are loyal 

to an iconic brand can be explained by a latent social mechanism - the social network, 

where customers are in, makes the loyalty possible (Holt, 204, p.149-153). Roll (2010) 

states that an important result of building an iconic brand is the formation of brand 

community. Brand community is a gathering of active loyalists, users of a brand who are 

dedicated, reliable, and almost adoring. Brand community includes members who practice 

rituals and traditions to perpetuate the community's shared history. The details of brand 

community are mentioned in the following parts. 

3.4.1 Definition of brand community 

There are various ways to define by previous researches. Here we provide some examples. 

According to Muniz and O'Guinn (2001, p.412), brand community is a special, non-

geographically restricted community that builds on a set of social relations based on the 

admiration of a brand. Bender (1978, p.145) states that brand community is a network built 

on bonds of mutual and emotional relation. McAlexander, Schouten and Koenig (2002, 

p.38) define brand community from a customer-experiential perspective, saying it is a net 

of relationships including customers. The important relationships in the net are the 

relationships between customers and the brand, customers and the firm, customers and the 

product in use, and customers and other customers. Arora (2009, p.15) generalizes other 

researchers’ opinions and states that brand community is a group of active, instigating, and 

loyal customers. In general, researches support the idea that brand community is the social 

group that its members share common features (Heere, Walker, Yoshida, Ko, Jordan, & 

James, 2011, p.409).  

Brand community can either be customer initiated or company initiated, summarized by 

Arora (2009, p.13). When talking about how it is formed, brand community can be virtual 

or non-virtual. No matter how or what type the brand community is, it exists everywhere. 

Customers can join a brand community without others’ approval (Thompson & Sinha, 2008, 

p.66). In the current fast changing world, customers try to find a sense of connection and 

belonging (Fournier & Lee, 2009, p.105). People have the tendency to define themselves by 

the group they belong to. Participation in the group increases people’s self identity (Hogg 

& Dominic, 2003). There are various brands for customers to choose. Choosing among too 

many choices is actually tiring. Brand community provides not only more information 

about the brand for customers; yet, better, brand community creates values and brings 

benefits to the brand. Thus, a brand community can help its members suffer less from 

making decisions and it can generate benefits for the company. 
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In brief, this study uses the definition for brand community synthesized from these above 

theories in which brand community is a group of loyal consumers who exchange their 

opinions about the brand in any kind of form initiated by consumers or company; it can be 

a virtual or physical community of a brand. Benefits of a brand community are introduced 

in the next part. 

3.4.2 Benefits of brand community 

Porter (1990, cited by Arora, 2009, p.7) that companies need to choose among the generic 

strategies to succeed; the generic strategies are cost leadership, differentiation, and focus. 

Brand community can be considered as a kind of differentiation. The reason is that, among 

all the brands, how can one brand stand out? The way is to create connections and 

relationships. Fournier and Lee (2009, p.106-110) state that there are some benefits about 

brand community that makes it worthy for company to approach: 

• Brand community is a business strategy: it is a higher level of strategy that focuses on 

getting closer to the customers and benefits the business as a whole. 

• Brand community exists to serve people: brand community used to be considered as a 

tool to serve the business. Yet, the true purpose is to serve people - customers and 

people in the business.  

• Engineering the community will make the brand stronger: brand community has 

shared goals and values to unify members. 

• Conflicts make brand community thrive: innovative ideas and genuine suggestions are 

created from conflicts. 

• Involvement of the members makes brand community stronger: a good cycle of 

dedication to the brand. 

As such, a brand community can benefit not only for the brand, but also for consumers and 

other company’s stakeholders. For the reasons mentioned above, brand community is 

worthy for marketing practitioners to invest their resources and efforts to achieve marketing 

excellences.  

3.4.3 Componential factors of brand community 

Brand community is a rather new concept in branding; yet, it has attracted researchers’ and 

managers’ attentions for its ability to develop brand loyalty (Arora, 2009, p.15; Heere et al, 

2011, p.420). Consumers create value through participation in the brand community since 

this participation holds consumers’ loyalty and commitment to the brand (Schau, Muñiz & 

Arnould, 2009, p.38; Muniz & O'Guinn, 2001, p.425; Arora, 2009, p.7). Besides, 

consumers joining in the brand community can prevent the company from pressure of 

competing. The reason is that participating in the brand community can reduce customers’ 

willingness to adopt other brands (Thompson & Sinha, 2008, p.78). In this way, there is 

collective value created within the brand community (Schau et al, 2009, p.30). Therefore, 

this study considers brand loyalty is an indispensable factor of brand community. Besides, 

the psychological attachment to brand community and the desire to contribute to brand’s 
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success are also proposed to be the componential factors of brand community. Details will 

be discussed in the following. 

3.4.3.1 Brand loyalty 

Brand community is a way for companies to enable a strong bond between customers and 

the brand. This kind of bond can further enhance the brand loyalty (Arora, 2009, p.16). A 

strong brand community raises consumers’ loyalty (Fournier & Lee, 2009, p.109).There are 

six dimensions of brand loyalty (Aaker, 1996, p.105-108; Jang, Olfman, Ko, Koh & Kim, 

2008, p.62-63; Gerald, 2009, p.33):  

• Willingness to purchase: When a brand is in customers’ pruchase list and customers 

have the intention to buy products or services of this brand, there is willingness to 

purchase. When there is willingness to purchase, the brand has the basis for brand 

loyalty for that customers are willing to purchase this brand’s products or services. 

• Price premium: The amount of money or effort that customers are willing to pay more 

for a brand compare to other brand is the price premium. The price premium should be 

compared with a competitor or a group of specific competitors; yet, a group of 

competitors is a better comparison for that generalization of the product category. 

• Satisfaction rate: How satisfied customers feel regarding the product or service is 

satisfaction rate. It is the measurement from customers’ view. 

• Switch cost is also called replacement cost. Switch cost is accounted for the time 

needed to be familiar with products or services or the monetary cost of switching a 

supporting system. Besides, there can also be emotional cost of switching. Especially, 

in iconic brand and brand community, the braking-up of emotional bond should be 

considered switch cost as well. The emotional lost is consumers’ focus here. 

• Preference over brand is a way to evaluate a brand name which indicates that there is 

brand loyalty existing. When there is preference over brand, companies can have 

marginal value that can be extracted from sales or market share. 

• Commitment to brand: Consumers are emotionally committed to a brand. Brand 

commitment and preference are often binding together for that they are both 

emotionally attached to the brand. 

These six dimensions are the degree of consumer’s emotional attitudes regarding the brand 

(Aaker, 1991, cited by Jang et al, 2008, p.62). It is important for companies to have loyal 

emotional association with customers which can become the sustainable competitive 

advantage of companies (Martesen & Gronholdt, 2004, cited by Arora, 2009, p.8). Once a 

brand community is formed, its members can have loyalty toward the brand. When brand 

loyalty exists, customers’ willingness to purchase will increase, companies can charge more 

as price premium, customers’ satisfaction rate of the brand will increase as well as the 

switch costs. Consumers will prefer the brand and have commitment to the brand. In this 

way, a brand community can increase the brand loyalty; as a result, consumers will stay 

with the brand and willing to pay more for the brand.  

This study uses six elements: willingness to purchase, price premium, satisfaction rate, 

switch cost, preference over brand, and commitment to brand as variables to measure brand 
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loyalty. As such, a brand has strong customers’ loyalty if it has high assessments from 

customers for these six elements.  

3.4.3.2 Psychological attachment to brand community 

For existence of community, members must have a shared feeling of belonging (Weber, 

1978, cited by Muniz & O’Guinn, 2001, p.413); this kind of belonging can be regarded as 

social and emotional support from the group. Brand community provides these kinds of 

support to its members. The social support provided by brand community increases the 

personal investment of the consumers’ consumption in the brand and its products 

(McAlexander et al, 2002, p.50). According to Fournier and Lee (2009, p.111), consumers 

are actually more interested in the social links in the brand affiliation. For example, new 

consumers of a brand community get knowledge, information, and social approval from the 

expertise and veterans in the community while the veterans feel respected for their role as 

leaders. Brand community brings benefits to both new comers and experienced members 

(McAlexander et al, 2002, p.42).  

The extents of members’ psychological attachment to a community and their belief in 

values of relationships in the community are called community commitments. If members 

or customers of the brand community are strongly committed, they are more likely to 

interact with others in the community by sharing common goals and values in the brand 

community. Community participation has influences on brand commitments while 

commitments act as mediator between antecedents and behavioral outcomes (Kim, Choi, 

Qualls, & Han, 2008, p.427). Thus, it can be speculated that active participation in the 

brand community infers higher brand commitment which can influence consumers’ 

purchasing behaviors. Muniz & O'Guinn (2001, p.427) express that a strong brand 

community can facilitate socially embedded and entrenched brand commitments. Then, it 

can be assumed that with loyal brand commitments, more purchasing behaviors of the 

customers toward the brand can occur.  

The core concept of psychological attachment to a brand community can be narrowed down 

to two core points (Muniz & O'Guinn, 2001, p.418-421) as the following: 

• Consciousness of a kind: Members of a brand community have feelings of being 

emotionally connected to the brand and even more connected to other members in the 

community. For the consciousness of a kind, there also exists a concept of social and 

emotional support among members of brand community. In another words, these 

members can have feelings of being socially and emotionally supported by the brand 

community that they participate in. With the belongingness, members tend to have 

common goals and values. 

• Shared rituals and traditions: By sharing rituals and traditions, the meaning of a 

brand community is created, transmitted, and made beyond the community. It can be 

reached by sharing brand stories. Storytelling is significant way of creating and 

keeping brand community alive. Plus, sharing brand stories is a crucial process to 

reinforce the consciousness between brand community and customers. The telling and 

retelling of the stories eventually become myths of the brand community which 

represents strong connections of the community and its members. 



 
32 

In brief, members’ psychological attachment to a brand community is a result of their 

participation in the community. Thus, a strong brand community must have strong 

members’ psychological attachment to it. This study employs psychological attachment as a 

componential factor of brand community. In order to measure this factor, this study 

measures its two components: consciousness of a kind, and shared rituals and traditions. 

3.4.3.3 Desire to contribute to brand’s success 

McAlexander et al. (2002, p.51) state that customers desire to contribute to the brand’s 

success when they are highly integrated and emotionally invested in the brand. Thompson 

and Sinha (2008, p.67) also say that high level of participation in the brand community can 

increase the in-group bias and boost the like-hood of adopting products or services of the 

preferred brand. That is to say, when the relationships in brand community are more 

internalized in customers’ life experience, customers are more loyal to the brand 

(McAlexander et al, 2002, p.48). Then, they will have more desire to contribute to brand’s 

success if they are more loyal to the brand. 

Muniz and O'Guinn (2001, p.424) decribe shortly this concept as a sense of moral 

responsibility that a consumer may have when being a member of a brand community: 

• Sense of moral responsibility: it is a member’s feeling of duty to the community and 

other members in the community.  

When customers are in the brand community, they usually feel they have a sense of moral 

responsibility to the community. Customers may extend their brand commitments to 

change purchasing behaviors. Furthermore, customers can contribute to the brand’s success 

desperately. These consumers tend to contribute to the community through being willing to 

help others (in or out of the community) to have more information about the brand. They 

also support the others to use the products or services of the brand. They always act as loyal 

fans of the brand and really have a desire to see the success of the brand. 

As such, a strong brand community does not only have highly loyal members with 

psychological attachment to it, but also gather members who have strong desire for 

contribution to the brand’s success. Thus, this study also considers the desire to contribute 

to brand’s success as a componential factor of brand community. This factor is measured 

through the measurement of its element: sense of moral responsibility. 

3.4.3.4 Summary for componential factors of brand community 

As presented in the above theories, in this study, brand community is proposed to possess 

three componential factors: brand loyalty, psychological attachment to brand community, 

and desire to contribute to brand’s success. The following table will summarize these 

factors of brand community and the variables for measuring them. 
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Componential Factors  Variables 

Brand loyalty 

 
 Willingness to purchase 

 Price Premium 

 Satisfaction Rate 

 Switch Cost 

 Preference over brand 

 Commitment to brand 

Psychological attachment to 

brand community 

 

 Consciousness of a kind 

 Shared rituals and traditions 

Desire to contribute to brand’s 

Success 
 Sense of moral responsibility 

Table 3.3: Componential factors of brand community (Source: The authors) 

The next section will present some theories about the impacts of iconic brand on brand 

community. 

3.5 Impacts of iconic brand on brand community 

There are very limited number of previous researches which are involved in examining the 

relationship between iconic brand and brand community. The reason which explains for 

this issue may come from the fact that the iconic brand has not yet attracted attentions of 

many researchers. Instead, iconic brand is a term which is rather than used for practical 

marketing efforts. However, this study strives to explore the impacts of iconic brand on the 

brand community. In more details, this study aims at identifying the impact levels of iconic 

brand’s factors on brand community’s factors. Thus, in this part, the ideas of some authors 

about this issue are presented to have some general theoretical backgrounds of the 

influences of iconic brand on the establishment of brand community. 

Holt (2004, p.149) refers to brand community with a name of social network. Iconic brands 

form a social network around themselves which includes many relationships between the 

consumers. The relationships play very important roles in holding the consumers’ brand 

loyalty. In other words, iconic brand help to create a brand community which keeps the 

consumers staying with the brand for long time. When consumers fall into these 

relationships that means they tend to interact and imitate the each other to support the brand 

with intimacy, reciprocity and loyalty. This is the reason explaining why consumers of 

iconic brand are less likely to switch because they do not want to violate the relationships 

(Holt, 2004, p.150). This implies that iconic brand is prerequisite for building a community 

that loyal consumers are locked inside. However, a brand community can be broken down 

if the brand can neither provide the consumers with myths addressing their current anxieties 

nor respect their world with suitable ways of storytelling (Holt, 2004, p.150). This means 

the factors of iconic brand (brand myths and brand storytelling) can have positive impacts 

on the establishment and the survival of a brand community. In case, marketing 
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practitioners fail in creating suitable myths and conducting appropriate ways of storytelling, 

the consumers can leave the brand community which they used to be involved in. Holt 

(2004) does not mention the impacts of brand personality (the other factor of iconic brand 

as mentioned above) on the brand community; however, in this study, brand personality is 

also proposed to have positive impacts on the factors of brand community. 

Roll (2010) states that an important result of establishing an iconic brand is the formation 

of brand communities. Having the same idea with Holt (2004), Roll (2010) believes that 

brand communities which are formed around an iconic brand are collections of loyal users 

of the brand. There is a special connection between members existing inside a brand 

community and it creates a collective sense among the members that distinguishes them 

with others outside the community of an iconic brand. Because brand communities are 

formed without the constraints of the geographic boundary and their members are 

committed to facilitate the brand in order to achieve the acceptability in the society for long 

term, so that, iconic brands are worthy for marketers to invest their marketing efforts in 

them to build international brand communities in the context of today’s global commerce. 

Brand communities do not only benefit their members through providing them with wider 

information about the brand and other relevant values, but also establish a structural 

relationship between consumers and marketers (Roll, 2010). Therefore, through activities 

of consumers in brand communities, marketing practitioners can follow them to recognize 

their new interests and create the myths embedded with the brand that can make the 

consumers feel happy and address their anxieties that they encounter in the current stressful 

society. As such, these Roll’s viewpoints fit the above Holt’s ideas about the impacts of 

iconic brand on brand community in which the componential factors of iconic brand have 

meaningful influences on the formation and the existence of brand communities.  

This study supports the ideas of Holt (2004) and Roll (2010) by proposing that iconic brand 

impacts positively on brand community. As mentioned in previous parts, iconic brand is 

assumed to have three componential factors including: brand personality, brand myth, and 

brand storytelling; and brand community is assumed to embed three componential factors 

including: brand loyalty, psychological attachment, and desire to contribute to the brand’s 

success. Thus, in this part, this study proposes that the factors of iconic brand have positive 

influences on the factors of brand community. 

3.6 Cultural aspects of branding 

There has been a debate going on about whether culture affects marketing and branding. 

Branding is intellectually and emotionally relationships between consumers and brands; it 

is collective and dynamic (Cayla & Arnould, 2008, p.93, p.105). O'Reilly (2005, p.573) 

also states that marketing and brand are cultural related. That is to say, brands socially 

construct messages which are sent to consumers (O'Reilly, 2005, p.582). In order to 

succeed in the global market, it is crucial to get the social and cultural meaning of the 

markets (Javalgi, Granot, & Alejandro, 2011, p.157). Therefore, knowing the cultural 

difference is required for analyzing iconic brand and brand community in this research 

topic for cross-cultural comparisons. There are many models used to explain the cultural 

effects; yet, the Hofstede's dimensional model of national culture is the most applied one 

(Mooij & Hofstede, 2010, p.85).  



 
35 

Figure 3.2: Cross-cultural advertising (Source: Mooij & Hofstede, 2010, p.86) 

Culture is important for consumers to formulate identity and values. It is also important for 

the social processes which present how people relate to each other emotionally and 

subjectively (Mooij & Hofstede, 2010, p.86). As shown in the figure 3.2, branding is 

affected by the individual mental process as well as the social process. The mental process 

and the social process are both affected by the culture. Thus, branding is under the 

influence of culture as well.  

The Hofstede model points out the five dimensions of cultural differences across countries. 

They are power distance, individualism/collectivism, masculinity/femininity, uncertainty 

avoidance, and long-term/short-term orientation (Mooij & Hofstede, 2010, p.88). Power 

distance means how people accept the situation when power is distributed unequally. In the 

high power distance countries, the social hierarchy is important which is suitable for 

marketing products that can provide social status need. In other words, the brand which a 

consumer uses represents who he or she is. Individualism/collectivism stands for whether 

people value individual or group more. In the more individualism culture, “I-conscious” is 

more cherished while “we-conscious” is important in collectivism culture (Mooij & 

Hofstede, 2010, p.88-89). In the collectivism culture, the need for being in the group is 

higher compare to the individualism culture. When in the group, the sense of belongingness 

and loyalty emerges which can be the case for consumers’ need for joining brand 

community in this study. Also, collective people use less abstract thinking, which leads to 

preference of concrete product features (Mooij & Hofstede, 2010, p.94-95).  

In societies, when the dominant value focuses on achievement and success, it is considered 

masculine. On the opposite, if caring and the quality of life are more cherished, the society 

is more feminine (Mooij & Hofstede, 2010, p.89). In the masculine society, social role is 

more clarified; for example, men should be out working while women should be at home 

taking care of children. This can lead to the same effects as power distance that what people 

use stands for who they are. Uncertainty avoidance means how people treat uncertainty and 

ambiguity which can be explained as the pursuit of truth and belief in professionals (Mooij 

& Hofstede, 2010, p.89). High uncertainty avoidance leads to the reluctant of trying new 

things and may result low innovation. The short-term orientation focuses on personal 

steadiness and pursuit for happiness. On the contrary, long-term orientation is perseverance 
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and seeks for peace in mind (Mooij & Hofstede, 2010, p.90). In the long-term orientation, 

people are willing to invest and expect returns in the future.  

Besides, there are many researches prove that people from various cultures act differently. 

For example, Chinese thinks more relationally and contextually while western people think 

more analytically (Monga & John, 2007, p. 530). Similar situation happens in collective 

and/or high power distance societies: people need information that is interpersonal and 

implicit while in the opposite societies, people acquire information actively through friends 

and media (Mooij & Hofstede, 2010, p.96). In the collective cultures, mostly in Asia, in-

group benefits, family, and harmony are attractive (Han & Shavitt, 1994, p.350). 

Among dimensions of the Hofstede model, power distance, individualism/collectivism, and 

uncertainty avoidance are mostly used to explain the difference in communication (Mooij 

& Hofstede, 2010, p.102). Cross-cultural research often uses individualism and 

collectivism to construct the cultural variability. These three measurements can also be 

used to explain cultural differences in branding and marketing for that branding and 

marketing are ways or communication between companies and consumers. Brands are 

symbolic device that can be used as a communication tool and is socially constructed 

(O'Reilly, 2005, p.585; Cayla & Arnould, 2008, p.187). Consumers have various 

expectations which depend on their geographic, economic, and social backgrounds (Javalgi, 

Granot & Alejandro, 2011, p.167). Because of the different perceptions and expectations, a 

brand can have very different reactions from consumers of different cultures. In this study, 

questionnaires and interviews are conducted with respondents from Sweden, Taiwan, and 

Vietnam; thus, cultural effects on the respondents are expected in the results. Since Taiwan 

and Vietnam are in Asia, respondents are expected to be more of collective and high power 

distance whereas Sweden cherishes a culture which prefers high individualism, low power 

distance, and low uncertainty avoidance (Hofstede, 2012). In order to make the three 

nations cultural differences understandable based on Hofstede’s model, Table 3.4 is 

presented as a summary.   
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 Scores Definition Traits Country 

(Score) 

Power Distance  High • Individuals are not equal 

• The attitude of culture toward 

inequality 

• Lower position people’s 

acceptance on inequality 

• Accept on the hierarchical order being placed 

and no need for further justification 

• Inherited inequality 

• Centralization  

• Subordinates are obedient  

Taiwan (58) 

Vietnam(70) 

Low • Independent  

• Hierarchy for convenience only 

• Equal rights 

• Superiors accessible 

• Decentralized power 

• Less control 

• Communication is direct and participative 

Sweden(31) 

Individualism(High)/  

Collectivism(Low) 

High • The degree of interdependency a 

society maintains among its 

members 

• “I” or “We” 

• Collectivist societies’ people 

belong to “in groups” that take 

care of them in exchange for 

loyalty  

• Preference of loosely-knit social framework 

• Take care of self and immediate families only 

• Mutual advantage 

Sweden(71) 

Low • Important in a close long-term commitment to 

the “member” group (family, extended family 

and extended relationships) 

• Loyalty in collective culture is paramount and 

overrides other social rules and regulations 

• Usually involved with shame and loss of face 

Taiwan (17) 

Vietnam(20) 

Masculinity(High) 

/Femininity (Low) 

High Masculinity 

• Competition, achievement and 

success 

• Want to be the best 

Femininity 

• Caring for others and quality of 

life 

• Liking what you do 

• Assertive and competitive individual behaviors 

• Hard for women to climb up the corporate 

ladders 

• Success oriented and driven 

• Sacrifice family and leisure priorities to work 

 

Low • Working in order to live 

• People value equality, solidarity and quality in 

work lives 

• Conflicts are resolved by compromise and 

Sweden(5) 

Taiwan(45) 

Vietnam(40) 
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negotiation  

• Supportive 

• Involvement in decision making 

*Jante Law, lagom 

Uncertainty Avoidance High • How society deal with fact that 

future can never be known which 

brings anxiety 

• The extent to which members if a 

culture feel threatened by 

ambiguous or unknown situations 

and have created beliefs and 

institutions that try to avoid these  

• Maintain rigid codes of belief and behavior 

• Intolerant of unorthodox behavior and ideas 

• Emotional need for rules 

• Security is important 

• Innovation is resisted 

Taiwan(69) 

Low 
• Practice counts more than principles 

• Deviation from norm is tolerated 

• No more rules than necessary; if ambiguous or 

not working, should be abandoned/changed 

• High flexibility 

• Innovation is not a threat 

Sweden(29) 

Vietnam(30) 

Long-term Orientation Long-

Term 
• Related to the teachings of 

Confucius 

• Interpreted as dealing with 

society’s search for virtue 

• Pragmatic future-oriented 

perspective 

• Able to adapt traditions to a modern context 

(pragmatic) 
Taiwan(87) 

Vietnam(80) 

Short-

term 
• Great respect for traditions 

• Small propensity to save 

• Impatience for achieving quick results 

• Strong concern with establishing truth 

Sweden(20) 

*Lagom: moderation; not too much, not too little, not to noticeable 

  Jante Law: keep people “in place” at all times. It is a fictional law and a Scandinavian concept; people are advised not to see themselves above others. 

Table 3.4: Hofstede’s Cultural Differences on Sweden, Taiwan, and Vietnam. (Source: Hofstede, 2012; adapted by the 

authors) 
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This study bases on theories of previous studies to design the measurements of iconic brand 

and brand community, in which some measurements (in forms of variables) are preferable 

to American culture. However, in today context, American culture is thought to be a 

dominant one and impacts on the other cultures, especially in areas of research. Thus, it is 

acceptable to use these measurements to test consumers’ assessments of iconic brand and 

brand community in Sweden, Taiwan, and Vietnam. Yet, there are certainly cultural 

differences among them, so that, this study proposes that differences in assessments of the 

variables designed for this study can occur among Swedish, Taiwanese, and Vietnamese 

respondents. 

3.7 Hypotheses and Research Model 

As the above literature reviews, it supposes a brand can become iconic if it has distinctive 

brand personality, suitable brand myth, as well as appropriate brand storytelling. Before 

attaching myths into a brand with the support of storytelling, marketers should concentrate 

their marketing efforts on building brand personality. Audiences may be interested in the 

brand myths because they already understand the personality of the brand (Herskovitz & 

Crystal, 2010, p.28). Then, the myths, in their turns, keep the audiences connected to the 

brands for long time because they feel that they can be sympathized with the myths which 

help them to get over the cultural contradictions of the modern life (Holt, 2004, p.39). 

Finally, storytelling plays a key role in communicating the myths and other brands’ stories 

to the audiences. A good storytelling does not only help the brand to catch the audience’ 

attention, but also makes the audience feel happy with the stories (Woodside, 2010, p.533). 

As a result, the audiences are linked to brands by positive emotions and brands become 

icons in their audiences’ eyes. Therefore, the first hypothesis is formed as the below: 

H1: Brand personality, brand myth, and brand storytelling are three componential 

factors of iconic brand.  

In other words, all the elements (variables) that contribute to successful iconic brand should 

be grouped into three main factors which mentioned in H1. This hypothesis will be tested 

by factor analysis with the data is collected from consumer-based questionnaires.  

Brand community is largely virtual community that includes dynamic loyalists and users of 

a brand who are dedicated, reliable, and passionate. Brand community can be achieved by 

the constitution of brand loyalty, psychological attachment, and desire to contribute to the 

brand. The brand loyalty is a prominent trait of brand community which is constantly 

improved due to the strong connection between the brand and its consumers (Arora, 2009, 

p.7). The other trait of brand community is its members’ psychological attachment because 

they all feel that they have common rituals and traditions with the community (Kim et al, 

2008, p.409). The final trait of brand community is its members’ desire of contribution to 

the brand. As members of brand community, they feel more responsible for the brand’s 

success and improve their commitments to the brand (Thompson & Sinha, 2008, p.67). It is 

clearly to state that the brand community cannot be built without these three components. 

Thus, the second hypothesis is proposed as the below: 

H2: Brand loyalty, psychological attachment to brand community, and desire to 

contribute to brand’s success are three componential factors of brand community. 
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In other words, all the elements (variables) that contribute to a brand community should be 

gathered into three main factors which mentioned in H2. This hypothesis is also tested by 

factor analysis with the data is collected from consumer-based questionnaires. 

There are very limited number of previous researches which are involved in the relationship 

between iconic brand and brand community. The reason may be that iconic brand and 

brand community are both new concepts for academic researches. Holt (2004, p.149-151) 

and Roll (2010) believe that iconic brand and brand community are related. Iconic brand 

facilitates its consumers to form groups which can further turn into brand communities. 

This study is in accordance with the statements of these two authors; therefore, the third 

hypothesis is developed as the follow: 

H3: All the componential factors of iconic brand have positive impacts on all the 

componential factors of brand community. 

This hypothesis will be tested by SEM (Structural Equation Modeling) which shows the 

regression indexes between the iconic brand’s factors and the brand community’s factors. 

Mooij and Hofstede (2010, p.86) implies that branding and other marketing activities are 

influenced by cultures. Hofstede (2012) updates the indexes about five dimensions of 

cultural differences across nations on his official website; in which, Sweden has high 

individualism, low power distance, and low uncertainty avoidance; whereas, Taiwan and 

Vietnam tends to cherish cultures of high collectivism, high power distance, and rather 

higher uncertainty avoidance. This study is a consumer-based survey which aims at 

identifying the assessments of iconic brand’s factors and brand community’s factors as well 

as impacts of iconic brand’s factors on brand community’s factors given by multi-cultural 

respondents from Sweden, Taiwan, and Vietnam. Thus, it is expected to find out the 

differences in assessments of these measurements given by these different respondents in 

terms of nationality. The following hypotheses are proposed based the above arguments: 

H4a: There are differences in assessments of the iconic brand’s factors given by three 

groups of respondents in terms of nationality.  

H4b: There are differences in assessments of the brand community’s factors given by 

three groups of respondents in terms of nationality. 

H4c: There are differences in perceptions on the impacts of iconic brand’s factors on 

community’s factors given by three kinds of respondents in terms of nationality. 

Hypotheses H4a and H4b are tested by ANOVA tests to explore the differences in means of 

the factors scored by the three groups of respondents in terms of nationality; whereas, 

Hypotheses H4c are tested based on the considerations of differences among the SEMs 

constructed for the three countries. 
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Based on the above literature reviews and hypotheses, a research model is developed as the 

following figure: 

 

Figure 3.3: Research Model of Iconic Brand and Brand Community (Source: The 

Authors) 

This model seems to be quite new to academic research in terms of branding. Therefore, the 

results of this research are expected to provide contributions to the development of 

branding theories. 
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CHAPTER 4: RESEARCH DESIGN 

4.1 Introduction 

This chapter mainly focuses on the practical methods of data collection and data analysis. 

The chapter begins with explaining why cross-sectional design is considered as suitable 

design for this study. Then, the concepts related to data collection are presented: techniques 

of data collection, data sampling, measurements and questionnaire design, and 

questionnaire pre-test. Next, methods of quantitative data analysis are described with the 

focus on statistical techniques: descriptive statistics, factor analysis, Cronbach’s alpha test, 

and structural equation modeling. Finally, the chapter ends with the quality criteria of 

validity and reliability. The process of data collection and analysis is presented as in the 

figure 4.1. 

 

Figure 4.1: The process of data collection and analysis (Source: The authors) 

4.2 Research design 

Research design serves as a framework for data collection and analysis. Selecting the most 

appropriate research design plays an important role in collecting the required data and 

obtaining the research objectives (Shiu, Hair, Bush & Ortinau, 2009, p.61; Bryman & Bell, 

2007, p.40). Cross-sectional design is the most suitable for this research in comparison to 

case study, experimental and longitudinal design. Experimental design is useful for 

observing the relationship between variables. In experimental design, the differences of two 

groups are identified to discover and clarify a specific issue, in which, one is experimental 

group, and the other is control group (Graziano & Raulin, 2010, p.45). Case study is often 

designed for the analysis of one particular case (Collis & Hussey, 2009, p.82); while 

1 
•Pre-conceptions of research design 

2 
•Data collection (methods, sampling, questionnaire and measurements, pretest) 

3 
•Quantitative data analysis 

4 
•Semi-structured interviews 

5 
•Findings and discussion 
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longitudinal design is suitable for examining the changes and providing the casual impacts 

over time (Graziano & Raulin, 2010, p.132). In another approach, this research is 

conducted at one single time with the requirement of a relative large sample. This is the 

reason why cross-sectional design is thought to be appropriate for this study.  

A cross-sectional design is utilized to collect data from more than one case at one single 

time. The relationships between variables are then observed by analyzing these collected 

quantitative or quantifiable data (Saunders et al, 2009, p.155; Bryan & Bell, 2007, p.55). 

This research shares the similarity with these attributes when it efforts to collect the data 

from many respondents in Sweden, Taiwan, and Vietnam at the same time. Then, these 

quantitative data are analyzed to examine the componential factors of iconic brand and 

brand community as well as the relationships between them. The qualitative data are also 

collected from some dynamic consumers at one single time to give some more detailed 

explanations about the results of quantitative data analysis.  

Moreover, Bryman and Bell (2007, p.71) state that a cross-sectional design embeds 

different research strategies: both quantitative and qualitative methods. The collection 

methods for quantitative data in a cross-sectional design can be either social survey 

research or structured observation while the typical collection ways of qualitative data can 

be either qualitative interviews or focus groups. In this research, social survey and 

interviews are respectively used for collecting quantitative and qualitative data.  

4.3 Methods of Data Collection  

As mentioned above, this research uses a mixed method: both quantitative and qualitative 

methods to collect the data and obtain the research objectives. In the quantitative method, 

self-completion questionnaire is employed for data collection while semi-structure 

interview is used for collecting qualitative data. The reasons for choosing these methods are 

presented in details as the below. 

Self-completion questionnaire (or self-administered survey) is a technique of data 

collection in which the respondents complete the questionnaire by themselves without the 

presence of an interviewer (Shiu et al., 2009, p.246). This method can bring some 

advantages for researchers. Firstly, questionnaire can help to collect standardized data 

which are then easy to process and analyze, in case the research questions are defined 

clearly. Secondly, the results may not be bias because there is no intervene of the 

interviewers during the time respondents answer the questions (Bryman & Bell, 2007, 

p.241). Thirdly, this is a low-cost technique for data collection (Shiu et al., 2009, p.246). In 

this research, the questions for measurements of iconic brand and brand community are 

defined clearly as well as it is conducted in Sweden, Taiwan, and Vietnam. Therefore, self-

completion questionnaire is the most appropriate technique in this case because it can be 

very costly if face-to-face interviews are conducted, especially when the authors of this 

research are living in Sweden. Furthermore, this can also help the authors to save time 

(Bryman & Bell, 2007, p.241) since hundreds of questionnaires can be delivered to the 

respondents in a batch. Finally, self-completion questionnaires are also more comfortable 

for respondents to present their honest and intuitive responses due to the fact that they do 

not need to provide their true identity (Shiu et al., 2009, p.247; Bryman & Bell, 2007, 

p.242). 
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In the self-completion questionnaire method, Bryman and Bell (2007, p.240) and Saunders 

et al. (2009, p.362) suggest two ways to distribute questionnaires. In the first way, the 

questionnaires are mailed to the respondents, and then, as the questionnaires are finished, 

the respondents are asked to mail them back or return them to a specific person at a specific 

place. In the second way, the questionnaires are delivered directly to the respondents by 

hand, and then, the researchers can collect the questionnaires as soon as the respondents 

finish them. In accordance with the development of Internet technology, Shiu et al. (2009, 

p.250) add another way of self-completion questionnaire method for data collection: online 

survey. Online survey is a survey located on a specific website, the respondents are 

contacted by emails, letters, or messages in which the online address of the survey is 

provided for the respondents to complete the questionnaires, and then, they return the 

questionnaire just by clicking on the submission button. Online survey is more convenient 

for both researchers and respondents in case they are internet users. In this research, 

questionnaires are delivered to the respondents in two ways: sending directly to them by 

hand and asking them to answer the questionnaires through online survey. Respondents in 

Taiwan and Vietnam are emailed and messaged on Facebook to click on an Internet address 

and answer the online survey. These respondents are also asked to send the online survey 

address to their friends and relatives to finish the online questionnaires. Although online 

survey is a convenient technique, it is impossible to know when the respondents response 

the questionnaires. Thus, respondents are chosen based on the close relationships with the 

researchers and frequent emails or messages are sent to remind them about the online 

survey. This helps to ensure the survey can be done on time. For respondents in Sweden, 

questionnaires are directly sent to them by hand in public places such as: university, city 

library, or shopping points where respondents can find seats for reading and answering the 

questionnaires. This method of questionnaire delivery can help to get the responses quickly 

and it is very suitable for the authors of this research to collect data in Sweden because the 

authors are living in Sweden during the time of conducting the research. 

However, in the self-completion survey method, it is difficult to get additional in-depth 

data, because the collected data is limited to the specific questions created initially on the 

survey (Shiu et al., 2009, p.247). Thus, the results of analysis of the quantitative data 

collected by self-completion questionnaires will be enhanced and discussed in-depth by 

some semi-structured interviews with consumers who have experience with an iconic brand 

and join the brand community. Interviews with these consumers provide deeper 

understanding about the quantitative results as well as some additional information that 

cannot be obtained from the questionnaires. Due to the distance constraints, interviews with 

Taiwanese and Vietnamese respondents must be done through Skype where both voice and 

webcam are supported, so that interviewers and interviewees can interact with each other as 

in real face-to-face interviews. For Swedish respondents, direct face-to-face interviews are 

conducted to obtain the qualitative data. These respondents are invited to a quiet and 

comfortable place to ensure that they feel free and pleasant to share their ideas about iconic 

brand and brand community. The interviews are voice-recorded for further analyses. Semi-

structured interviews are less standardized; therefore, interviewers have a chance to 

examine the answers of the respondents carefully by asking them to explain more about 

their responses or add further necessary questions (Saunders et al., 2009, p.320). In semi-

structured interviews, a list of topics and questions are prepared, and then, many others can 

be added due to the flow of the conversation (Bryman & Bell, 2007, p.474). Consequently, 
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richer information of iconic brand and brand community can be achieved through the 

interviews with these experienced consumers. 

To sum up, this research uses both quantitative method (data collected by self-completion 

questionnaires) and qualitative method (data collected by semi-structured interviews). The 

results of quantitative data analysis play an important role in guiding the contents of the 

semi-structured interviews. 

4.4 Data Sampling 

This research aims at exploring the componential factors of iconic brand and brand 

community as well as the relationship between them based on the quantitative data 

collected in Sweden, Taiwan, and Vietnam. Thus, it is suggested to have an acceptable 

large sample size. In quantitative method, when sample size increases, sampling error 

decreases; thus, the reliability of results increases (Bryman & Bell, 2007, p.195; Saunders 

et al., 2009, p.219). However, sample size is determined on the balance of researchers’ 

time, cost and human resources (Saunders et al., 2009, p.212). Hair, Black, Babin, 

Andersion, and Tatham (1998, p.111) recommend that at least 100 responses should be 

obtained in order to fit statistical methods of quantitative data analysis. Thus, about 300 

consumers in each country are contacted to answer the questionnaires, with hope that over 

100 responses are received for each country.  

This research uses convenience sampling and snowball sampling for quantitative data 

collection. In the convenience sampling, researchers select a sample due to its availability 

to them. Convenience sampling helps to obtain a large number of responses in a short time 

(Shiu et al., 2009, p.280). Due to the time constraint of this research and sample 

availability, convenience sampling is employed to choose the respondents in Sweden. It is 

very convenient for the authors of this research, who are living in Sweden, to use this kind 

of sampling to collect data from Swedish respondents. Whereas, in the snowball sampling, 

researchers select a small group of respondents who are involved in the research topic and 

then contact with the others through these people (Bryman & Bell, 2007, p.200).  This type 

of sampling is suitable for collecting data in Taiwan and Vietnam. The authors of this study 

contact with their friends in Taiwan and Vietnam who have already used a product/service 

of an iconic brand and ask them to send the address of online survey to others who have 

also experienced an iconic brand. These people have good relationships with others, so that, 

they can motivate the others to give responses to the online questionnaires quickly. 

Although advantages of convenience sampling and snowball sampling, such as they may 

help to save time and money, these types of sampling have their own disadvantages. 

Bryman and Bell (2007, p.198) argue that these types of non-probability sampling cannot 

help to generalize the findings because it is impossible to know what population the sample 

represents. This issue is considered as a limitation of this study, which is discussed 

furthermore in Chapter 7.  
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Quantitative Method (Questionnaire) 

Qualitative 

Method 

(Interview) 

Number of 

Questionnaires sent 

Number of Expected 

Responses 

Number of 

Interviews 

Sweden 300 Over 100 2 

Taiwan 300 Over 100 2 

Vietnam 300 Over 100 2 

Total 900 Over 300 6 

Table 4.1: Sample size (Source: The authors) 

Table 4.1 presents the numbers of sample size for this study in both quantitative and 

qualitative methods. In quantitative method, convenience sampling and snowball sampling 

may lead to a high rate of response. For example, with 300 questionnaire are delivered to 

Swedish consumers conveniently, over 200 responses can be obtained. However, in this 

study, over 100 responses are expected with the same number of delivered questionnaires 

because the accepted responses must be obtained from the consumers who have 

experienced an iconic brand and joined the brand community. The initial criterion for 

selecting respondents is just that they have already used a product/service of an iconic 

brand. Thus, many responses can be removed out of the selected data if they are obtained 

from consumers who have not ever joined the brand community before. 

As mentioned above, the results of quantitative data analysis are discussed and enhanced by 

some additional and in-depth information from the interviews some dynamic consumers of 

the iconic brand. These people are also joined the activities of the brand community 

enthusiastically. Bryman and Bell (2007, p.497) state that the sample size for interviews is 

not identified and recommended as in quantitative method. The sample size for interviews 

depends on researcher’s resource constraints and researcher’s expectations. In this study, 

data collected from interviews just play a supporting role for results of quantitative data 

analysis; thus, 2 interviewees for each country are decided as appropriate numbers. The 

convenience sampling is chosen for the interviews due to the time constraint of this study. 

The interview for each respondent is conducted separately. The data from the interviews are 

hoped to give some in-depth explanations for the study results, such as the possible 

differences among the cultural responses of the consumers in the three countries. 

4.5 Measurements and Questionnaire Design 

The questionnaire includes measurements in form of questions in order to collect data for 

achieving the research objectives. Ghauri and Gronhaug (2010, p.76) state that there are 

four types of measurement scales: nominal, ordinal, interval, and ratio. Nominal scale is the 

lowest level of measurement and it is used for classifying objects. Ordinal scale is the 

higher level of measurement and it is employed to both purposes: classifying and ranking 

objects in order of magnitude. Interval scale is used to measure a variable in both the order 

and the distance between the values. Interval scale is a numeric scale without a true zero 

point, whereas, ratio scale is an interval scale with a true zero point (Graziano & Raulin, 
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2010, p.71-73). The questionnaire of this research consists of two parts: the first part 

includes personal information; and the second part embeds the questions related to iconic 

brand and brand community.  

In the first part of the questionnaire, respondents are asked to provide their personal 

information, such as: gender, age, and nationality. The respondents are also asked to give 

some general information related to their involvement in iconic brand and brand 

community. For these questions, nominal, and ordinal scale are used to classify and rank 

the information in order of degree. Table 4.2 presents the questions together with 

measurements used in this part as the following: 

Questions Contents Measurements 

Q.1 Classifying the gender of respondents Nominal scale 

Q.2 Classifying the age of respondents in the order of 

magnitude 

Ordinal scale 

Q.3 Classifying the nationality of respondents Nominal scale 

Q.4 Brand is thought to be the most iconic by respondents 

Q.5 If respondents used product/service of the iconic brand 

Q.6 If respondents participated in the brand community 

Table 4.2: Measurements used for personal information (Source: The authors) 

In the second part of the questionnaire, respondents are asked to evaluate the degree of their 

agreement with statements of iconic brand and brand community. The questions in this part 

are created based on the theories of iconic brand and brand community which are 

mentioned in Chapter 3. Iconic brand is hypothesized to consist of three components: brand 

personality, brand myths, and brand storytelling while brand community is assumed to 

embed three factors: brand loyalty, psychological attachment to brand community, and 

desire to contribute to brand’s success. The measurements of brand personality are derived 

from theories of Aaker (1997) and Freling et al. (2011) while the measurements of brand 

myths and are based on the theories of Holt (2004), whereas, the measurements of brand 

storytelling are created based on the theories of Holt (2004) and McKee (2003). Brand 

loyalty is gauged by measurements created on theories of Aaker (1991) while the 

measurements of psychological attachment to brand community, and desire to contribute to 

brand’s success are constructed based on the research of Muniz and O'Guinn (2001).  

This part is the focus of the questionnaire and interval scales are used for the measurements 

because the questionnaire is mainly created to collect quantitative data. In more details, 7-

point Likert scales are used for questions asking respondents to score the statements of 

iconic brand and brand community according to their own ideas. Likert scales, normally 

from 4 to 7 points, are scoring scales which are broadly employed to ask respondents’ 

opinions and attitudes (Fisher, 2010, p.214). Commenting about different points used in 

Likert scales, Leung (2011, p.412) argues that different points (4, 5, 6, or 7 points) do not 

cause major differences in statistical results of data analysis, such as: means, standard 

deviations, item–item correlations, item–total correlations, Cronbach’s alpha, or factor 

loadings. However, Allen and Seaman (2007, p.64) suggest that researchers should use the 

scale as broadly as possible and 7 points should be utilized to obtain the upper limits of 

measurement reliability. Therefore, this research chooses 7-point Likert scales for this part 
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of the questionnaire to increase the reliability of measurements. In 7-point Likert scales, 1 

is the lowest score and it refers to “totally disagree” while 7 is the highest score and it refers 

to “totally agree”. The summary of questionnaire and its measurements for this part are 

presented in the Table 4.3. The detailed questionnaires in English, Chinese, and 

Vietnamese are revealed in the Appendix 4.1, Appendix 4.2, and Appendix 4.3 

respectively. 

Dimensions Componential Factors and 

Variables 

Questions  Theories and 

Measurements 

 

 

 

 

 

 

 

 

 

Iconic Brand 

Brand Personality: 

 Sincerity 

 Excitement 

 Competence  

 Sophistication 

 Ruggedness 

 Favorability 

 Originality 

 Clarity 

 

Q.7 

Q.8 

Q.9 

Q.10 

Q.11 

Q.12 

Q.13 

Q.14 

Adapted from:  

Aaker (1997) and Freling 

et al. (2011) 

 

 

Measurements:  

7-point Likert scale 

(1 = totally disagree,  

 7 = totally agree) 

Brand Myth: 

 Doing it yourself 

 Breaking stressful 

social norms 

 Getting over limits 

 Appreciating folk 

culture with creativity 

 

Q.15-16 

Q.17 

 

Q.18 

Q.19-20 

 

Adapted from:  

Holt (2004) 

 

Measurements:  

7-point Likert scale 

(1 = totally disagree,  

 7 = totally agree) 

Brand Storytelling: 

 Well-outlined story 

 Authenticity 

 Skepticism 

 Charismatic aesthetic 

 

Q.21 

Q.22-23 

Q.24 

Q.25 

 

Adapted from:  

Holt (2004) and  

McKee (2003) 

 

 

Measurements:  

7-point Likert scale 

(1 = totally disagree,  

 7 = totally agree) 

 

 

 

 

 

Brand 

Community 

Brand Loyalty: 

 Willingness to 

purchase 

 Price Premium 

 Satisfaction Rate 

 Switch Cost 

 Preference and 

commitment over 

brand  

 

Q.26 

 

Q.27 

Q.28 

Q.29 

Q.30 

Adapted from:  

Aaker (1991)  

 

 

Measurements:  

7-point Likert scale 

(1 = totally disagree,  

 7 = totally agree) 
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Psychological Attachment to 

Brand community: 

 Consciousness of a 

kind 

 Shared rituals and 

traditions 

 

 

Q.31-33 

 

Q.34 
 

 

Adapted from:  

Muniz and O'Guinn 

(2001) 

 

Measurements:  

7-point Likert scale 

(1 = totally disagree,  

 7 = totally agree) 

Desire to contribute to Brand’s 

Success: 

 Sense of moral 

responsibility  

 

 

Q.35-36 

Adapted from:  

Muniz and O'Guinn 

(2001) 

 

Measurements:  

7-point Likert scale 

(1 = totally disagree,  

 7 = totally agree) 

 

Table 4.3: Summary of contents and measurements of the questionnaire’s main part 

(Source: The authors) 

The questionnaire is designed in three types of languages: English, Chinese, and 

Vietnamese to collect the data from respondents in Sweden, Taiwan, and Vietnam 

respectively. Respondents from Taiwan and Vietnam can easily understand the 

questionnaires designed in their native languages. However, in the case of respondents from 

Sweden, they are given with English questionnaires which are not designed in their own 

language. Yet, this is not a problem because most of Swedish can use English fluently for 

their daily life. Sweden can be considered as a bilingual country because English is the 

mandatory subject in primary education. There are about 85% of grown-up Swedish people 

can speak English (Commission, 2005, p. 4) and around 80% of Swedish pupils must learn 

English in primary education (Eurostat, 2007). 

4.6 Questionnaire Pre-test 

In the data collection, there are pretest and main study. In the pretest section, a small scale 

of testing is conducted to ensure whether the data is collectable, the questionnaire is too 

short or too long, and if there any misunderstanding in the questions. Pretest is used to 

detect mistakes before conducting main study; thus mistakes could be found out and amend 

in advance (Wu, 2008, p.57). 

The questions in the questionnaire are designed based on the theories in literature review. 

After the questionnaire is formed, the supervisor of this thesis gives suggestions regarding 

some theory and structure issues. The second edition of the questionnaire is formed 

according to the suggestions of the supervisor. Since this study is rather new in branding 

and marketing field, there are not many previous researches that could be used as 

references. In order to ensure the validity and reliability, pilot test is conducted. 
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The research is to compare across three different cultures (Sweden, Taiwan, and Vietnam); 

therefore, to make sure respondents of each country understand the questions is important. 

In order to conduct the pilot test, ten respondents from each culture are selected to 

participate in the pilot test. Some respondents from Sweden mention that specific marketing 

terminology is not familiar to them. Thus, in order to make the questionnaire efficient, this 

study defines the main concepts (iconic brand and brand community) in the questionnaire 

between the section of basic information and main questions. The reliability of the 

questionnaire can be assured by reducing the misunderstanding of the terminology. 

Besides, since there are 36 questions in the questionnaire, respondents may feel tired and 

confused. Sub-titles are applied in the questionnaire to guide the respondents about which 

section they are in. In this case, even if respondents lack related marketing knowledge, they 

still know the main idea of the questions and will be able to answer without 

misunderstanding.  

Among respondents in Taiwan and Vietnam, some say that the questions are difficult to 

understand. Some translation issues are detected and corrected. For example, the grammar 

is different in English, Chinese, and Vietnamese. Also, the questions are based on 

American culture mostly, which is very different from Asian cultures. Therefore, some 

concepts do not exist in Taiwanese and Vietnamese cultures. In-depth discussions are 

conducted with iconic brands’ consumers in Taiwan and Vietnam to refine the wording of 

questions in each language. The new questions are tested with ten more people from each 

country to guarantee questions are clear and understandable. 

4.7 Methods of Data Analysis 

The collected data are verified for their validity before being analyzed. The questionnaires 

are removed out of the collected data if they either consist of many missing values or are 

answered by respondents who did not use product or service of the iconic brand and did not 

join the brand community. The valid data are then coded and analyzed by statistical 

techniques which are offered by SPSS and AMOS soft-wares. In order to test the 

hypotheses mentioned in the Chapter 3, the following techniques are employed: Descriptive 

Statistics, Factor Analysis, Cronbach’s Alpha Test, and Structural Equation Modeling 

(SEM). The research objectives can be achieved through the results of accepting or 

rejecting the hypotheses. The details of these statistical techniques are presented as the 

below. 

Descriptive Statistics include basic statistical techniques, such as: mode, median, mean, 

variance, standard deviation, ANOVA, and so on, which are used to depict data with just 

one or two numbers. This makes the analyzers easier to compare groups (Graziano & 

Raulin, 2010, p.132). Thus, this research uses descriptive statistics not only to interpret 

respondents’ background information, but also to compare the differences in evaluations of 

iconic brand’s factors and brand community’s factors given by respondents in different 

countries which are mentioned in the hypotheses H4a and H4b of Chapter 3. Yet, only 

componential variables of iconic brand and brand community selected after the Factor 

Analyses and Crobach’s Alpha Test (which are presented in later parts) are used for these 

descriptive statistics to compare the differences.  
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Factor Analysis is a technique of multivariate statistics that is employed to find out 

underlying factors by summarizing the information embedded in a big number of variables 

into a smaller number of compartments called factors (Shiu et al., 2009, p.630; Ghauri & 

Gronhaug, 2010, p.189). In factor analysis, variables are not divided into dependent and 

independent variables, all variables are analyzed together to explore underlying factors 

which include homogeneous variables with similar characteristics (Shiu et al., 2009, p.630; 

O’Brien, 2007, p.143). EFA (exploratory factor analysis) and CFA (confirmatory factor 

analysis) are two kinds of factor analysis. EFA strives to identify the underlying structure 

of a large amount of variables while CFA is responsible for authenticating the compatibility 

between the factor numbers identified by the analysis and the factor numbers proposed by 

previous theories (Liua & Salvend, 2009, p.506). The authors of this research just 

synthesize theories of the previous studies to propose the componential factors of iconic 

brand and brand community. There are no previous researchers suggesting the factor 

numbers of these concepts. Therefore, in this study, firstly, EFA is used to identify the 

factor numbers formed from a quite large number of variables which are presented in the 

questionnaire (from question 7 to question 36). Then, CFA is used to confirm the numbers 

of factors extracted by EFA. O'Brien (2007, p.142) adds that factor analysis is also useful in 

cutting down variables of the data which do not satisfy the requirements of the analysis. 

Hence, this study employs EFA and CFA to test the hypotheses H1 and H2 mentioned in 

Chapter 3, and to reduce unsuitable variables for further data analysis. 

This research uses SPSS to do the EFA and follows the acceptable rates for the criteria of 

EFA: Factor loadings, KMO, Total variance explained, and Eigen value, which are shown 

in the Table 4.4; whereas, CFA is done by AMOS and follows the criteria of model fit 

which are presented in Table 4.6.  

Criteria in 

EFA 

Definition Acceptable Rate Suggested by 

Factor 

loadings 

Factor loadings are correlations 

of between each item and the 

factor which contains it. 

≥ 0.5 (with the sample size is 

100)  

Hair et al. 

(1998, p.111) 

KMO KMO expresses the suitable 

degree of EFA usage for the 

collected data. 

0.5 ≤ KMO ≤ 1.0  

(with significant level ≤ 

0.005).  

Ali, Zairi and 

Mahat (2006, 

p.16) 

Total variance 

explained 

“Total variance explained” 

refers to the total percentage of 

the variance in the original 

variables that can be explained 

by the number of extracted 

factors. 

≥ 50% Hair et al. 

(1998, p.111) 

Eigen-value Eigen-value for a given factor 

refers to the amount of variance 

in all variables which this factor 

accounts for. 

≥1  

(Eigen-value ≤ 1 implies that 

variance in all variables 

explained by a given factor 

is less than by a single 

variable) 

Leech, Barrett, 

and Morgan 

(2005, p.82) 

Table 4.4: Criteria in EFA used for this research (Source: The authors). 
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Cronbach’s Alpha Test is a statistical technique which is widely used to test the internal 

reliability of numeric measurements (such as: 7-point Likert measurements employed in 

this study). The result of Cronbach’s Alpha Test is normally presented in a form of 

statistical summary that reveals the consistency of a given response sample regarding a set 

of variables (Bryman & Bell, 2007, p.164). In social and behavioral studies, Cronbach’s 

Alpha Test is commonly utilized as an index of measurement reliability (Liu, Wu & 

Zumbo, 2010, p.5). Thus, this study can entirely consider Cronbach’s Alpha Test as a 

suitable technique for verifying the reliability of measurements as this study employs 7-

point Likert measurements and it is a social study. In this case, Cronbach’s Alpha Test is 

used to ensure the measurement reliability of the variables remained after the factor 

analyses done above. Cronbach’s Alpha Test also helps to remove variables that do not 

meet its requirements. Cronbach’s Alpha index is recommended to be at least 0.7 to obtain 

reliable measurements (Nunnally, 1978, p.245). Yet, other researchers argue that 

Cronbach’s Alpha index is also accepted if it is at least 0.6 (Shelby, 2011, p.143). This 

study selects the minimum accepted Cronbach’s Alpha index is 0.6 since the measurements 

of iconic brand and brand community are quite new to the respondents from all the three 

countries.  

Cronbach’s Alpha Test is done by SPSS. This research follows the acceptable rates for the 

criteria of Cronbach’s Alpha Test: Cronbach’s Alpha index, corrected item-total 

correlation, which are shown in the Table 4.5.  

Criteria in 

Cronbach’s Alpha 

Test 

Definition Acceptable Rate Suggested by 

Cronbach’s Alpha 

index  

Cronbach’s Alpha index 

presents an acceptable rate 

of internal reliability of 

measurements. 

≥ 0.6  

(with significant 

level of F test ≤ 

0.05) 

 

Shelby (2011, 

p.143) 

Corrected item-total 

correlation  

Corrected item-total 

correlation is the correlation 

between the score of a given 

variable and the total score 

for all other variables. 

≥ 0.3 

 

Table 4.5: Criteria in Cronbach’s Alpha Test used for this research (Source: The 

authors). 

Structural Equation Modeling (SEM) is a multivariate statistical technique that combines 

both dependence and interdependence techniques. Especially, it integrates factor analysis 

(CFA) and multiple regressions in one structural model (Shiu et al., 2009, p.650). Thus, 

SEM provides a visual model that reflects the interrelationships among the variables as well 

as the factor loadings of variables on the factors that they belong to. Because in SEM, 

factor analysis technique embedded is CFA, not EFA, variables should be analyzed with 

EFA to identify the factor numbers before using SEM. In this research, variables of iconic 

brand and brand community which are remained after being analyzed with above EFA and 

Cronbach’s Alpha Test are put into SEM to identify the impacts of iconic brand’s factors 

on brand community’s factors. SEM helps to estimate the regression index between them. 
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The result from SEM analysis is used to test the hypothesis H3 and H4c which are 

mentioned in Chapter 3. 

This study uses AMOS software to support SEM analysis. SEM is a rather complicated 

technique so that quite large numbers of criteria for accepting the model are considered. 

Some important criteria for the overall model fit are: Squared error of approximation 

(RMSEA), Comparative fit index (CFI), Parsimonious fit index (PCFI), and so on. 

Different researchers use different acceptable rates for the criteria. In this research, a 

completed set of criteria with acceptable rates which is recommended by Schreiber, Nora, 

Stage, Barlow and King (2006, p.330) and Tang (2010, p.97-98) is employed. These 

criteria are presented in the Table 4.6. 

Indexes Shorthand Acceptance rate for a model 

fit 

Absolute/predictive fit 

Chi-square 

Akaike information criterion  

Browne–Cudeck criterion  

Bayes information criterion  

Consistent AIC   

Expected cross-validation index 

 

χ2 

 AIC  

 BCC  

 BIC  

 CAIC  

 ECVI 

 

Ratio of χ2 to df ≤ 2 or 3 

Smaller the better  

Smaller the better 

 Smaller the better 

 Smaller the better 

 Smaller the better 

Comparative fit  

Normed fit index 

Incremental fit index  

Tucker–Lewis index  

Comparative fit index 

Relative noncentrality fit index 

 

NFI  

IFI  

TLI  

CFI  

RNI  

 

≥ .90 for acceptance 

≥ .90 for acceptance 

≥ .90 for acceptance 

≥ .90 for acceptance 

≥ .90, similar to CFI  

Parsimonious fit 

Parsimony-adjusted NFI 

Parsimony-adjusted CFI 

Parsimony-adjusted GFI 

 

PNFI  

PCFI  

PGFI 

 

Very sensitive to model size 

Sensitive to model size 

Closer to 1 the better 

Other 

Goodness-of-fit index  

Adjusted GFI 

Root mean square residual 

Standardized RMR 

Weighted root mean residual  

Root mean square error of Approximation 

 

GFI  

AGFI 

RMR 

SRMR 

WRMR 

RMSEA 

 

≥ .90  

≥ .90 

Smaller, the better 

≤ .08 

< .90 

< .06 to .08  

Table 4.6: Criteria for CFA and SEM model fit (Source: Adapted from Schreiber, et al., 

2006, p.330 and Tang, 2010, p.97-98) 

Based on the results of these quantitative data analyses, semi-structured interviews are 

made with some dynamic consumers to give more in-depth explanations about these 

results. Figure 4.2 presents the summary of quantitative data analysis for this research. 
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 Figure 4.2: The process of quantitative data analysis (Source: The authors) 

4.8 Validity  

Validity concerns with the correctness of the research finding; in other words, whether the 

finding is what designed to find. Generally, validity also refers to the appropriateness and 

fineness of the research process (Kumar, 2011, p.177-178; Bryan & Bell, 2007, p.162-165). 

Face validity is the logic between questions and the object being tested while content 

validity means the coverage of the questions regarding the research (Kumar, 2011, p.180). 

Face validity and content validity together is the measurement of validity according to 

Bryman and Bell (2007, p.165). Since the design of questionnaire is based on relevant 

theories in the previous studies, the face of validity is met. Besides, the topic of this 

research is new in marketing as well as branding fields; there is no previous research on the 

impacts of iconic brand to brand community. In order to reach the content validity, sub-

concepts of iconic brand and brand community are studied and tested in the questionnaire. 

Hence, the content of validity is also considered match. Moreover, the 7-point Likert 

measurements allow respondents to choose more close to their real feelings. Last but not 

least, SPSS and AMOS are used to process and analyze collected data in order to explore 

the impacts of iconic brand toward brand community. Therefore, both face and content 

validity or measurement validity are obtained in this research.  

Internal validity is the truth regarding the cause-effect between independent and dependent 

variables (Trochim, 2006). This research assumes iconic brand has impacts on brand 

community. Even though there is no previous study researching on this topic, the 

questionnaire is based on theories and the research is conduct honestly without 

manipulation. Besides, the impacts of iconic brand factors toward brand community factors 

are explored separately and only impacts with significance remains. Thus, the internal 

validity is acquired. 

External validity is the generalizability of the research (Wu, 2008, p.192). Convenience and 

snowball sampling are not supposed to represent the population (Quinlan, 2011, p.213; 

Bryman & Bell, 2007, p.203); however, this study has a rather large sample of 486 
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respondents who are from three different countries as the following distribution: Sweden 

(171), Taiwan (163), and Vietnam (152). This distribution is close to random sampling, so 

that this study is thought to meet the requirement of external validity; and the results of this 

study are expected to be generalized. 

4.9 Reliability 

Reliability means the consistency of measures; that is to say, the ability to conduct coherent 

measurements at any given time (Kumar, 2011, p.181, p.186; Bryan & Bell, 2007, p.162). 

The research tool needs to be consistent, reliable, predictable, and accurate; therefore, the 

research result can be reliable (Kumar, 2011, p.181). There are three factors to test 

reliability: stability, internal reliability, and inter-observer consistency (Bryman & Bell, 

2007, p.162-164; Bryman & Bell, 2011, p.158).  

In this research, reliable sources of references are applied, such as scientific journals, 

books, as well as website of professional bodies. Scientific methods are applied for both 

collecting and analyzing data. Thus, sufficient reliability is obtained in this study.  

Stability refers to the whether the measure applied is stable or not through time; testing and 

retesting are included (Bryman & Bell, 2007, p.163; Bryman & Bell, 2011, p.158). Both 

qualitative and quantitative data are collected in this research; quantitative data is more 

stable by using self-completion questionnaire while qualitative data which obtained by 

interviews is less stable. Convenience and snowball sampling applied with more than 150 

respondents from each nation increase the reprehensibility of the research result. However, 

the perception of consumer can be affected by various factors such as the consumers’ mood 

or the responding environment (light, temperature, equipment, etc.) Besides, as stated 

previously, there is few study of this research topic. Hence, it is reasonable to expect 

possible changes on the result until further research to test on the stability. It is also 

reasonable to expect possible change on the interview result as interviewees are subjective 

and perceptions can change. To conclude, the stability is at the medium level.  

Internal reliability is the assessment of whether the scores are consistent with other 

indicators; Cronbach’s Alpha is applied to test the internal measurement reliability of the 

participants (Bryman & Bell, 2007, P.163-164; Helms, Henze, Sass & Mifsud, 2006, 

p.633). The Alpha coefficient varies between 0 and 1 which indicates no internal reliability 

and perfect internal reliability respectively (Bryman & Bell, 2007, p.164). Hence, 

Cronbach’s Alpha is used to the consistency of indicators (Bryman & Bell, 2011, p.159). 

As suggested by writers that acceptable Cronbach’s Alpha should be above 0.6 (Shelby, 

2010, p.143), the internal reliability is reached highly since all scores in this study are more 

than 0.7.  

Inter-observer consistency concerns with the subjective judgment of research process or the 

consistency under the situation of more than one observer (Bryman& Bell, 2007, p.163). As 

for the quantitative data, self-questionnaire is employed; there is no subjective effect 

involved. It is the same for qualitative data; interviews are conducted by one person. 

Additionally, data are collected and analyzed objectively. Thus, the inter-observer 

consistency is achieved in this research.  
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CHAPTER 5: EMPIRICAL FINDINGS AND ANALYSIS 

5.1 Introduction 

This chapter reports the empirical findings of the study. Firstly, sample distributions of age, 

gender, and nationality of respondents are presented to have an overall picture of data 

background. Then, the results of quantitative data analysis, such as: factor analyses (EFA 

and CFA), Cronbach’s Alpha Test, and Structural Equation Modelling (SEM), are shown in 

details. Latterly, descriptive statistics are done to explore the differences in assessments of 

iconic brand’s factors and brand community’s factors among different respondents in terms 

of nationality. Finally, a summarized result of semi-structured interviews with some 

dynamic consumers of the iconic brand is presented. Based on these results of data 

analyses, the hypotheses which are proposed in Chapter 3 are accepted or rejected. The 

significant level used for this study is 0.05 for all the quantitative tests.  

5.2 Data Background 

Using convenience sampling and snowball sampling, a total number of 544 responses is 

received after removing unsuitable ones. This study attempts to obtain the respondents’ 

assessments of iconic brand and brand community, so that, it is very important to assure 

that respondents can understand clearly the meanings of iconic brand and its brand 

community. After giving the short definitions of iconic brand and brand community, the 

questionnaires verify the understandings of respondents about these terms by asking them 

to select one among many brands of the same products (or services) that they think it is the 

most iconic brand. In this study, six famous brands of computer (Apple, Sony, Samsung, 

Acer, Dell, and Lenovo) are chosen to ask the respondents because these brands and their 

products are very popular and familiar with all respondents. The result of feedbacks, which 

are obtained from the respondents for this issue, is presented in the following figure: 

 

Figure 5.1: The most iconic brand according to sample respondents (Source: The 

authors) 

Figure 5.1 shows that most of respondents choose Apple as the most iconic brand among 

computer’s brands (89.3%). This implies that most of respondents can understand rightly 

89.30% 

5.35% 2.06% 1.23% 1.03% 1.03% 
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the given definition of iconic brand since Apple is considered as an iconic brand by the 

marketing authors such as Holt (2004), Roll (2010) and many other authors, while other 

computer’s brands are not yet considered as iconic brands. According to these authors, 

Apple becomes an icon of simplicity, warmth, competence, sophistication and so on. Many 

myths and stories under the word “Apple” are created to build the emotional relationship 

between the brand and consumers. Because this study only aims at obtaining the responses 

from consumers of an iconic brand; thus, the responses from those who choose other brands 

rather than Apple are removed. However, this study does not only focus on Apple’s users; 

instead, it focuses on consumers of iconic brand. Respondents are asked to think of an 

iconic brand that they prefer to answer the questionnaires.  

After removing those responses, a total sample of 486 responses is obtained for this study 

in which 171 responses (35.2%) are from Sweden, 163 responses (33.5%) are from Taiwan, 

and 152 responses (31.3%) are done by Vietnamese respondents who already used products 

or services of an iconic brand as well as joined the community of this brand. This shows 

that the data have fairly equal proportions of responses from the three countries. These 

amounts of responses also meet the requirement of sample size for statistical methods of 

quantitative data analysis suggested by Hair, Black, Babin, Andersion and Tathem, (1998, 

p.111) which is mentioned in Chapter 4. The data background of respondents’ nationality, 

age, and gender are presented in Figure 5.2.  

 

Figure 5.2: Sample distributions of Nationality, Age, and Gender (Source: The authors) 

Figure 5.2 also shows that there are quite equal proportions of respondents in terms of 

gender. The data have 58.2% of the total responses from female and 41.8% of that from 

male. Although, there is a slight difference in the amounts of responses from male and 

female, these proportions of gender are acceptable to assure that there is no bias in gender 

perspectives occurring for this study. The figure also presents that most of respondents are 

at the ages of 16-25 (43.2%) and 26-35 (53.3%). This reflects the fact that people, who pay 

their attentions to iconic brand and brand community, almost have the ages of the range 

from 16 to 35. People, at these ages, are usually dynamic consumers who are willing to try 
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new products or services of a brand that they can afford to pay for, as well as, they can 

enthusiastically join a community of their favorite brands. Besides, respondents of this 

study also belong to the other range of ages, but these proportions of ages are very low 

(ages from 36-45 account for 2.9%, ages from 46-55 accounts for 0.4%, and 0.2% of 

respondents are at the ages over 55).  

In total, respondents for this study are consumers from Sweden, Taiwan, and Vietnam with 

quite equal proportions of nationality. The respondents, who are mostly at the ages of 16-

35, have already used products or services of an iconic brand and joined a community of 

this brand. Besides, these respondents are thought to understand precisely the meanings of 

iconic brand and brand community. 

5.3 Factor analysis used for variables of iconic brand and brand community  

Variables of iconic brand are measured by the questions from 7 to 25 of the questionnaire 

which are coded as X1 to X19; whereas, variables of brand community are measured by the 

questions from 26 to 36 and coded as Y1 to Y11 respectively. As mentioned in Chapter 4, 

both Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) are used 

for these variables to test the hypotheses H1 and H2. Initially, EFA is used for this study to 

explore the number of factors that the variables are grouped into, and then, CFA is 

employed to confirm the number of factors extracted by EFA.  

5.3.1 Exploratory Factor Analysis (EFA)  

Firstly, EFA is employed to find out the number of factors that include the variables of 

iconic brand (X1 to X19) and brand community (Y1 to Y11). This study uses the 

acceptable rates for the criteria of EFA, which are mentioned in 4.7 of Chapter 4, to reduce 

the variables that do not satisfy these criteria. After the efforts of limiting inappropriate 

variables, the final result of EFA shows that these variables are divided into five factors: 

three factors of iconic brand and two factors of brand community. These five factors are 

extracted at the Eigenvalue = 1.0, KMO = 0.922 (sig. = 0.000), the percentage of total 

variance explained = 70.775%, and factors loadings for all variables are greater than 0.5 

(see the meanings of these indexes at Table 4.4 of Chapter 4). These indicators imply the 

five can explain 70.775% of the variance in the original variables. They also prove that 

EFA is entirely appropriate for the data of this research. The results of EFA, with using the 

varimax method for rotation, are shown by Table 5.1, and the results in more details 

analyzed by SPSS are presented in Appendix 5.1. 
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Factors Variables Factor loadings 
Factor 

1 

Factor 

2 

Factor 

3 

Factor 

4 

Factor 

5 

Brand 

Personality 

X2: You find this brand exciting. .697     

X3: You find this brand 

competent. 

.774     

X4: You find this brand 

sophisticated. 

.807     

X6: You find this brand provides 

you with a positive feeling. 

.628     

X8: This brand is evident and 

recognize in the market 

.722     

Brand Myth X10: This brand inspires you that 

you can do anything by yourself 

 .609    

X11: This brand provides you with 

a happy feeling of breaking 

stressful social norms 

 .753    

X12: This brand makes you feel 

that you can get over some limits 

in your life 

 .813    

X13: This brand  inspires you to 

transform worthless stuff into 

valuable things 

 .760    

X14: This brand has some myths 

that motivate your creativity and 

imagination 

 .580    

Brand 

Storytelling 

X15: This brand has suitable 

outlined stories which bring happy 

feeling to you 

  .617   

X16: This brand catches your 

attention with believable stories. 

  .788   

X17: This brand catches your 

attention with distinctive stories. 

  .827   

X18: This brand catches your 

attention with skeptical stories that 

encourage your curiosity. 

  .746   

X19: This brand convinces you 

with stories in charismatic style. 

  .853   

 

Brand 

Loyalty 

 

Y1: You are willing to buy 

products/services of this brand. 

   .650  

Y2: You are willing to pay more 

for the products/services of this 

brand. 

   .712  

Y3: You feel satisfied with the 

past experience regarding the 

products/services of this brand. 

   .622  



 
60 

Factors Variables Factor loadings 
Factor 

1 

Factor 

2 

Factor 

3 

Factor 

4 

Factor 

5 

Y4: You feel emotionally 

uncomfortable when switching to 

another brand with same 

products/services. 

   .734  

Y5: You prefer this specific brand 

because you feel emotionally 

committed. 

   .677  

Emotional 

Attachment 

to brand 

community 

Y6: You feel the sense of 

belonging to a community of this 

brand. 

    .843 

Y7: You feel emotionally 

connected to this brand 

community. 

    .895 

Y8: You have the feeling that you 

are socially supported by this 

brand community. 

 

    .854 

Y9: Sharing brand story makes 

you feel you have common rituals 

and traditions with this brand 

community. 

    .813 

Y10: You are willing to help 

others (in or out of the brand 

community) to use the 

products/services of this brand. 

    .780 

Y11: You have a desire to see the 

success of this brand. 

    .795 

Table 5.1: EFA for variables of iconic brand and brand community (Source: The 

authors) 

As results of EFA shown in Table 5.1, the variables of iconic brand are grouped into three 

factors: brand personality, brand myth, and brand storytelling; whereas, the variables of 

brand community belong to two factors: brand loyalty and emotional attachment to brand 

community.  

In the factor of brand personality, there are three of eight original variables removed after 

the analysis; they are: X1, X5, and X7 which refer to questions 7, 11, and 13 of the 

questionnaire, respectively. In the factor of brand myth, only one of six original variables is 

reduced by EFA, which is X9 referring to the question 15 in the questionnaire. Meanwhile, 

all original variables of brand storytelling (X15 to X19 referring to the questions 21 to 25) 

and brand loyalty (Y1 to Y5 referring to the questions 26 to 30) remain after EFA. An 

interesting result is that all original variables of the two hypothesized factors (psychological 

attachment to brand community, and desire to contribute to brand’s success), which are 
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coded as Y6 to Y11 referring to questions 31 to 36, are accepted by EFA. However, they 

are grouped into only one factor called emotional attachment to brand community as shown 

in Table 5.1, instead of two factors as assumed in Chapter 3. 

Table 5.1 shows that it is possible to consider brand personality as the representative for the 

variables X2, X3, X4, X6, and X8; brand myth as the representative for X10, X11, X12, 

X13, and X14; brand storytelling as the representative for X15, X16, X17, X18, and X19; 

brand loyalty as the representative for Y1, Y2, Y3, Y4 and Y5; and, emotional attachment 

as the representative for Y6, Y7, Y8, Y9, Y10 and Y11. However, they should be 

confirmed by CFA to assure that a great model is utilized to fit the data of this study. 

5.3.2 Confirmatory Factor Analysis (CFA)  

The above results of EFA present that variables of iconic brand and brand community are 

divided into five factors. In this step, CFA is used to confirm if five extracted factors are 

the most suitable for the data of this study. In CFA, a model of factors and their correlations 

is built based on the given data. The unsuitable variables for the model fitness are 

considered to be reduced until the most fitted model is established for the data. This study 

follows the criteria for the fitness of CFA model which are presented in Table 4.6 of 

Chapter 4 to select appropriate variables for the data. The results of CFA done by AMOS 

are presented in Figure 5.3. The more details of model fit for CFA are displayed in 

Appendix 5.2. 

The indexes for the model fit are great with GFI (Goodness-of-Fit Index) = 0.903; TLI 

(Tucker-Lewis Coefficient) = 0.931; CFI (Comparative Fit Index) = 0.944; RMSEA (Root 

Mean Square Error of Approximation) = 0.060, Chi-square = 498, Chi-square/df = 2.917 

(see the accepted rates for these criteria in Table 4.6 of Chapter 4). These indicators state 

that the estimates in the model have a strong validity and fitness for the data of this study. 

All the loadings of variables on their factors are greater than 0.5 which assure the 

convergent validity of the measurements. These confirm that five factors are formed 

suitably for the data and the variables have strong loadings on the factors that they are 

belong to. 

The results of CFA in Figure 5.3 show that X8, which is remained after EFA, is removed 

from the factor of brand personality after CFA. Similarly, X12 and X14 are removed from 

the factor of brand myth, while, X15 is reduced out of the factor of brand storytelling. 

Therefore, it is concluded that the variables of iconic brand are grouped into three factors: 

brand personality, brand myth, and brand storytelling. Brand personality is considered as 

the representative for the variables X2, X3, X4, and X6; brand myth is considered as the 

representative for X10, X11, and X13; when brand storytelling is agreed as the 

representative for X16, X17, X18, and X19. These results support the Hypothesis H1 

which assumes that the variables of iconic brand are divided into three factors of brand 

personality, brand myth, and brand storytelling.  

The results shown in Figure 5.3 also present that Y5 is the variable accepted by EFA; 

however, it is limited by CFA in terms of brand loyalty. CFA accepts all six variables of 

emotional attachment to brand community which are previously formed by EFA. Thus, it is 

clearly to confirm that the variables of brand community are grouped into two factors: 

brand loyalty and emotional attachment to brand community. Brand loyalty is the factor 
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which is considered as the representative of Y1, Y2, Y3, and Y4; whereas, Y6, Y7, Y8, Y9, 

Y10, and Y11 choose emotional attachment to brand community as their representative. 

These results do not support the Hypothesis H2 which assumes that the variables of brand 

community are divided into three factors: brand loyalty, psychological attachment to brand 

community, and desire to contribute to brand’s success.  

 

Figure 5.3: CFA for variables of iconic brand and brand community (Source: The 

authors) 

Notes:  

 Figures above the one-way arrows: estimates of factor loadings  

 Figures above the two-way arrows: estimates of correlations 
between factors. 

 e1, e2, e3..:  errors of estimates. 
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5.4 Cronbach’s Alpha Test for Measurement Reliability 

In this step, Cronbach’s Alpha Test is employed to verify the reliability of the 

measurements which are presented in forms of the variables included in the above five 

factors. In other words, the five factors with their variables which are identified by above 

CFA are tested for their internal consistency in terms of measurement. Table 5.2 presents 

the results of Cronbach’s Alpha Test which is done by SPSS. The detailed tables of 

Cronbach’s Alpha Test for all these factors are displayed in Appendix 5.3. 

The results of Cronbach’s Alpha Test shown in Table 5.2 present that all measurements of 

the five factors are greatly reliable with Cronbach’s Alpha are more than 0.7, and all the 

corrected item-total correlation are much higher than 0.30. Moreover, any factor can have 

the lower value of Cronbach’s Alpha if any variable of that factor is deleted. Meanwhile, 

the p-values of F-test for all factors, a type of statistical test to assure that the usage of 

Cronbach’s Alpha Test is appropriate for the data, are all 0.00 being less than 0.05 (see the 

acceptable rates for these indexes in Table 4.5 of Chapter 4). Thus, the variables of all these 

factors are totally reliable to be used for further statistical analysis: Structural Equation 

Modeling (SEM) to estimate the impacts of the iconic brand’s factors on the factors of 

brand community.  

Factors Variables Cronbach’s 

alpha 

Corrected 

Item-total 

Correlation 

Cronbach’s 

alpha if Item 

deleted 

F (p-value) 

Brand 

Personality 

X2 .860 .720 .819 42.053 

(0.000) X3 .679 .837 

X4 .741 .808 

X6 .710 .821 

Brand Myth X10 .798 .617 .750 35.321 

(0.000) X11 .671 .693 

X13 .639 .728 

Brand 

Storytelling 

X16 .894 .747 .871 21.062 

(0.000) 

 
X17 .805 .849 

X18 .732 .877 

X19 .782 .858 

Brand Loyalty Y1 .834 .748 .757 132.061 

(0.000) Y2 .742 .756 

Y3 .671 .795 

Y4 .566 .829 

Emotional 

Attachment to 

brand 

community 

Y6 .922 .807 .904 76.359 

(0.000) Y7 .853 .898 

Y8 .780 .908 

Y9 .762 .910 

Y10 .719 .916 

Y11 .749 .913 

 Table 5.2: Cronbach’s Alpha Test for measurements of iconic brand and brand 

community (Source: The authors) 
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5.5 Impacts of the Iconic brand’s factors on the Brand community’s factors 

Structural Equation Modeling (SEM) is employed, for this step, to explore the influences of 

iconic brand factors (brand personality, brand myth, and brand storytelling) on the brand 

community factors (brand loyalty and emotional attachment to brand community). As 

mentioned in Chapter 4, SEM is a multivariate statistical technique which employs 

simultaneously both CFA and multiple regressions in one model. Therefore, the five factors 

formed by CFA in the earlier step are divided into two kinds of variables in SEM: 

independent and dependent variables. Three factors of iconic brand are considered as 

independent variables, while, two factors of brand community are considered as dependent 

variables. The results of SEM, with estimates of regression weights between the factors as 

well as estimates of factor loadings,   are presented in Figure 5.4. 

The model is well-fitted for the data with GFI (Goodness-of-Fit Index) = 0.906; TLI 

(Tucker-Lewis Coefficient) = 0.903; CFI (Comparative Fit Index) = 0.916; RMSEA (Root 

Mean Square Error of Approximation) = 0.075, Chi-square = 496, and Chi-square/df = 

2.836 (see the accepted rates for SEM model fit in 4.6 of Chapter 4). These criteria prove 

that the estimates of regression weights and factor loadings displayed in Figure 5.4 are 

valid and suitable for the data of this study. The more detailed tables of these criteria for 

SEM done by AMOS are displayed in Appendix 5.4. 

Aside from loadings of variables on their factors, Figure 5.4 also presents the impacts of 

three factors of iconic brand (brand personality, brand myth, and brand storytelling) on two 

factors of brand community (brand loyalty and emotional attachment). In general, all three 

factors of iconic brand have positive impacts on the two factors of brand community. Brand 

personality has the highest positive impact on brand loyalty with the regression weight of 

0.77 (sig. = 0.000) while this factor has the moderate possible impact on emotional 

attachment with the estimate for regression weight of 0.13 (sig. = 0.008). Brand myth has 

moderate positive impacts on both brand loyalty and emotional attachment with the 

regression weights of 0.15 (sig. = 0.000) and 0.21 (sig. = 0.000) respectively. Meanwhile, 

brand storytelling impacts the factor of emotional attachment moderately with the positive 

regression weight of 0.19 (sig. = 0.000), while, it has the low positive impact on brand 

loyalty with the regression weight of 0.06 (sig. = 0.018).   

These findings imply that brand loyalty can be improved by the improvement of all three 

factors of iconic brand, especially brand personality. The improvement of brand personality 

has a strong signification in the improvement in the brand loyalty because of the high 

positive regression weight between them. Similarly, the consumer’s emotional attachment 

to the brand community can be increased through putting more marketing efforts into 

building the brand personality, brand myth, and brand storytelling. Generally, it is possible 

to state that the building of brand community (with its two componential factors: brand 

loyalty and emotional attachment) are positively impacted by the marketing efforts of 

building iconic brand (through building its factors: brand personality, brand myth, and 

brand storytelling). The improvements in establishing and developing the brand community 

can be obtained if marketing practitioners pay more attentions to building the iconic brand. 

The more detailed discussions for this issue are stated in Chapter 6. 
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Figure 5.4:  SEM for Iconic brand’s factors and Brand community’s factors (Source: 

The authors) 

These findings support the hypothesis H3 mentioned in Chapter 3 which assumes that the 

componential factors of iconic brand have positive impacts on the componential factors of 

brand community.  

5.6 Differences in Assessments of Iconic brand and Brand community 

among Swedish, Taiwanese and Vietnamese respondents  

The three factors of iconic brand and two factors of brand community with their variables, 

which are remained after above CFA and Cronbach’s Alpha Test, are used for this part to 

consider the differences in assessments among Swedish, Taiwanese, and Vietnamese 

respondents. The assessments of the respondents for these variables are done based on 7-

point scales (min = 1 and max = 7). Thus, the respondents’ assessments of the variables are 

proposed as the following rules for the analysis of this study: 

 Scores are from 6 to 7 means that the variables obtain very high assessments  

Notes:  

Figures above the arrows: estimates for regression 

weights and factor loadings 

e1, e2, e3… errors of estimates 



 
66 

 Scores are from 5 to under 6 means that the variables obtain high assessments 

 Scores are from 4 to under 5 means that the variables obtain moderate assessments 

 Scores are from 2 to under 4 means that the variables obtain low assessments 

 Scores are under 2 means that the variables obtain very low assessments 

5.6.1 Differences in Assessments of Iconic brand’s factors among the respondents 

5.6.1.1   Differences in Assessments of Brand personality 

As the results of previous analyses, only four of eight variables of brand personality, which 

are developed based on theories of Aaker (1997) and Freling et al. (2011), meet the 

requirements of measurement reliability. The scores for these four variables given by 

Swedish, Taiwanese, and Vietnamese respondents are presented in the following table: 

Factor Variables Scores 

Sweden Taiwan Vietnam 

Brand 

personality 
X2: You find this brand exciting. 5.23 5.59  6.07 

X3: You find this brand competent. 5.91 6.05  6.40 

X4: You find this brand sophisticated. 5.50 6.03  6.24 

X6: You find this brand provides you with 

a positive feeling. 

5.27 5.69 6.14 

Table 5.3: Scores for the variables of brand personality (Source: The authors) 

Table 5.3 shows that scores given by all kinds of respondents for the four variables are high 

(all scores are greater than 5). This means all respondents from Sweden, Taiwan and 

Vietnam highly believe that an iconic brand must be considered as a human with strong 

characteristics of excitement (X2), competence (X3), sophistication (X4), and providing 

consumers with a positive feeling (X6). However, there are also some slight differences 

among scores given by them for these variables. All of these four characteristics of an 

iconic brand obtain high assessments from Swedish respondents (scores for X2, X3, X4, 

and X6 are 5.23, 5.91, 5.50, and 5.27 respectively), and very high assessments from 

Vietnamese respondents (scores for X2, X3, X4, and X6 are 6.07, 6.40, 6.24, and 6.14 

respectively). Meanwhile, Taiwanese respondents assess highly the two characteristics of 

excitement (X2: 5.59) and providing consumers with a positive feeling (X6: 5.69) and 

evaluate very highly the other two characteristics of competence (X3: 6.05) and 

sophistication (X4: 6.03). 

5.6.1.2   Differences in Assessments of Brand myth 

The measurements of brand myth are adapted from theories of Holt (2004) with six 

variables; yet, only three of them obtain enough reliability in terms of measurement for this 

study. Table 5.4 displays the mean values of these variables scored by the three kinds of 

respondents: 
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Factor Variables Scores 

Sweden Taiwan Vietnam 

Brand myth X10: This brand inspires you that you can do 

anything by yourself. 

3.76 5.14 5.07 

X11: This brand provides you with a happy 

feeling of breaking stressful social norms. 

3.77 4.3 4.77 

X13: This brand inspires you to transform 

worthless stuff into valuable things. 

3.57 4.09 4.54 

Table 5.4: Scores for the variables of brand myth (Source: The authors) 

The above table shows that there is a similarity in assessments of Taiwanese and 

Vietnamese respondents given for these three variables. These Asian respondents highly 

believe that an iconic brand must create myths that can inspire consumers to think that they 

can do anything by themselves (X10) with high scores (5.14 given by Taiwanese, and 5.07 

given by Vietnamese). Meanwhile, the myths, which provide consumers with a happy 

feeling of breaking stressful social norms (X11) and a creativity of making valuable things 

from worthless stuff (X13), are believed to contribute to an iconic brand at moderate levels 

(4.3 and 4.09 given respectively for X11 and X13 by Taiwanese; and 4.77 and 4.54 given 

respectively for X11 and X13 by Vietnamese). In different assessments, Swedish 

respondents evaluate these variables with low scores (3.76, 3.77 and 3.57 scored for X10, 

X11 and X13 respectively). This may be explained by the similarity in Taiwanese and 

Vietnamese cultures and the difference between them and Swedish culture when assessing 

the role of myths in branding. 

5.6.1.3   Differences in Assessments of Brand storytelling 

Four of five variables, which are designed to measure brand storytelling based on theories 

of Holt (2004) and McKee (2003), are kept after analyses of measurement reliability and 

their scores are presented in the following table: 

 

Factor Variables Scores 

Sweden Taiwan Vietnam 

Brand 

storytelling 
X16: This brand catches your attention with 

believable stories. 

3.80 5.25 5.19 

X17: This brand catches your attention with 

distinctive stories. 

3.65 5.37 5.36 

X18: This brand catches your attention with 

skeptical stories that encourage your curiosity. 

3.22 5.01 5.02 

X19: This brand convinces you with stories in 

charismatic style. 

3.42 5.47 5.04 

Table 5.5: Scores of variables of brand storytelling (Source: The authors) 
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Table 5.5 presents that Taiwanese and Vietnamese respondents give high scores for all 

variables of brand storytelling; whereas, Swedish respondents score these four variables 

lowly. In more details, the Asian respondents strongly agree that an iconic brand must 

employ stories with believable (X16) and distinctive (X17) contents to catch the 

consumers’ attention. Besides, these respondents also support strongly the statement that an 

iconic brand should utilize great ways of storytelling that encourage the curiosity of 

consumers (X18) or convince the consumers with stories in charismatic style (X19). 

Taiwanese respondents give high scores of 5.25, 5.37, 5.01 and 5.47 for X16, X17, X18 

and X19 respectively, while, the high scores of 5.19, 5.36, 5.02 and 5.47 are respectively 

given for these four variables by Vietnamese respondents. In contrast, Swedish respondents 

give low scores for X16, X17, X18 and X19 with 3.80, 3.65, 3.22 and 3.42 

correspondingly. This implies that Swedish respondents do not evaluate highly the 

contribution of brand storytelling to the building of an iconic brand while Taiwanese and 

Vietnamese respondents assess highly the role of brand storytelling in achieving an iconic 

brand. This contradiction can be also explained by the differences between Asian and 

Western cultures.  

5.6.1.4  Differences in Assessments of all three Iconic brand’s factors 

In order to summarize differences in assessments of all three iconic brand’s factors among 

respondents with different nationalities, the scores of these factors are calculated by SPSS 

with the averages of their componential variables’ scores. The scores of these three factors 

are presented in Table 5.6. 

Dimension Factors Scores 

Sweden Taiwan Vietnam 

Iconic brand Brand personality 5.29 5.82 6.16 

Brand myth 3.70 4.44 4.95 

Brand storytelling 3.57 5.14 5.11 

Table 5.6: Scores of iconic brand’s three factors (Source: The authors) 

According to the above summarized table, Swedish respondents give their agreement at 

high level with the statement that an iconic brand must have a strong personality (5.29) but 

they just show their low agreements with the ideas that an iconic brand must embed the 

suitable myths (3.70) and good storytelling (3.57). Taiwanese respondents assess highly the 

roles of brand personality (5.82) and brand storytelling (5.14) in making an iconic brand, 

while they think that brand myth just contributes to an iconic brand at moderate level 

(4.44). Meanwhile, Vietnamese respondents appreciate the contribution of brand 

personality to the establishment of an iconic brand with a very high level of agreement 

(6.16), and give a high agreement with the contribution of brand storytelling (5.11), while 

they just give a moderate level of agreement with the role of brand myth (4.95). These 

results show that there are certain differences in assessments of iconic brand’s factors given 



 
69 

by three kinds of respondents; however, there is still a similarity between the assessments 

of Taiwanese and Vietnamese respondents, while there is a recognizable difference 

between them and Swedish respondents in the assessments. 

Table 5.7 shows the results of ANOVA test for the differences in mean values of three 

iconic brand’s factors scored by three different groups of respondents: Sweden, Taiwan, 

and Vietnam. 

ANOVA 

  Sum of 

Squares 

df Mean 

Square 

F Sig. 

Brand 

personality 

Between Groups 62.72 2 31.36 36.59 .000 

Within Groups 413.89 483 .85   

Total 476.61 485    

Brand myth Between Groups 129.17 2 64.58 40.30 .000 

Within Groups 773.94 483 1.60   

Total 903.12 485    

Brand 

storytelling 

Between Groups 268.34 2 134.17 108.64 .000 

Within Groups 596.47 483 1.23   

Total 864.81 485    

Table 5.7:  ANOVA test for differences in mean values of iconic brand’s factors given by 

three groups of respondents (Source: The authors) 

As shown in Table 5.7, all significant levels of ANOVA test for three factors of iconic 

brand (brand personality, brand myth, and brand storytelling) are less than 0.05 (all sig. = 

0.000). This means there are significant differences in mean values of these three factors 

given by three groups of respondents. This result supports the Hypothesis H4a which 

proposes that there are differences in assessments of three kinds of respondents (Sweden, 

Taiwan, and Vietnam) given for the factors of iconic brand. 

5.6.2 Differences in Assessment of Brand community among the respondents  

5.6.2.1   Differences in Assessments of Brand loyalty 

Four of five variables, which are created to measure brand loyalty based on theories of 

Aaker (1991), are kept after analyses of measurement reliability (factor analyses and 

Cronbach’s Alpha Test) and their scores are presented in the following table: 
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Factor Variables Scores 

Sweden Taiwan Vietnam 

Brand loyalty Y1: You are willing to buy products/services 

of this brand. 
5.37 5.77 5.82 

Y2: You are willing to pay more for the 

products/services of this brand. 
4.88 5.17 5.54 

Y3: You feel satisfied with the past experience 

regarding the products/services of this brand. 
5.50 5.49 5.98 

Y4: You feel emotionally uncomfortable when 

switching to another brand with same 

products/services. 

3.84 5.44 4.39 

Table 5.8: Scores of variables of brand loyalty (Source: The authors) 

Table 5.8 presents that Taiwanese and Vietnamese respondents give high scores for most of 

variables of brand loyalty; whereas, Swedish respondents score these four variables at 

different levels. In more details, the Asian respondents highly agree that they are willing to 

buy products or services of the iconic brand (Y1) and pay more for them (Y2). Moreover, 

these respondents also have a strong feeling of being satisfied with the past experience 

regarding the products or services of the iconic brand (Y3) as well as being emotionally 

uncomfortable when switching to another brand with same products or services (Y4). 

Taiwanese respondents give high scores for all four variables (5.77, 5.17, 5.49 and 5.44 for 

X16, X17, X18 and X19 respectively), while the high scores of 5.82, 5.54, 5.98 and the 

moderate score of 4.39 are respectively given for these four variables by Vietnamese 

respondents. Meanwhile, Swedish respondents give high scores for Y1 and Y3 with 5.37 

and 5.50 correspondingly, moderate score for Y2 with 4.88, and low score for Y4 with 

3.84.  

5.6.2.2  Differences in Assessments of Emotional attachment to brand community 

As mentioned above, the factor of emotional attachment to brand community has six 

varibales, which are developed based on theories of Muniz and O'Guinn (2001), satisfying 

the requirements of measurement reliability. The scores for these six variables given by 

Swedish, Taiwanese, and Vietnamese respondents are presented in the table 5.9. 

The above table shows that there are quite different in assessments of Swedish, Taiwanese 

and Vietnamese respondents given for these six variables. Swedish respondents have 

moderate feelings of belonging to a community of the iconic brand (Y6 with the score of 

4.12), being emotionally connected to a community of the iconic brand (Y7 with the score 

of 4.28), being socially supported by the brand community (Y8 with the score of 4.20), 

being willing to help others (in or out of the brand community), to use the products or 

services of the iconic brand (Y10 with the score of 4.52), and having a desire to see the 

success of the iconic brand (Y11 with the score of 4.45) while they show their low 

agreement with the statement that sharing brand story can make them have common rituals 

and traditions with this brand community (Y9 with the score of 3.52). Meanwhile, 

Taiwanese respondents give moderate scores for Y6, Y7, Y8, and Y9 with 4.50, 4.42, 4.25 
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and 4.29 respectively, and high scores for Y10 and Y11 with 5.47 and 5.26 

correspondingly. Vietnamese respondents give high and very high scores for all six 

variables (Y6, Y7, Y8, Y9, Y10 and Y11 with 5.78, 5.74, 5.55, 5.34, 5.80 and 6.37 

respectively). 

Factor Variables Scores 

Sweden Taiwan Vietnam 

Emotional 

attachment to 

brand 

community 

Y6: You feel the sense of belonging to a 

community of this brand. 
4.12 4.50 5.78 

Y7: You feel emotionally connected to this 

brand community. 
4.28 4.42  5.74 

Y8: You have the feeling that you are socially 

supported by this brand community. 
4.20 4.25  5.55 

Y9: Sharing brand story makes you feel you 

have common rituals and traditions with this 

brand community. 

3.52 4.29  5.34 

Y10: You are willing to help others (in or out 

of the brand community) to use the 

products/services of this brand. 

4.52 5.47 

 

5.80 

Y11: You have a desire to see the success of 

this brand. 
4.45 5.26  6.37 

Table 5.9: Scores of variables of emotional attachment (Source: The authors) 

5.6.2.3   Differences in Assessments of the two Brand community’s factors 

In order to summarize differences in assessments of all two brand community’s factors 

among different respondents in terms of nationality, the scores of these factors are 

calculated by SPSS with the averages of their componential variables’ scores. The scores of 

these two factors are presented in Table 5.10. 

Dimension Factors Mean 

Sweden Taiwan Vietnam 

Brand 

community 

Brand loyalty 
4.64 5.06  5.63 

Emotional attachment to brand community 
4.18 4.70  5.76 

Table 5.10: Scores of brand community’s two factors (Source: The authors) 

According to the above summarized table, Swedish respondents have the brand loyalty and 

the emotional attachment to a community of an iconic brand at moderate levels (4.64 and 

4.18 respectively), while Taiwanese respondents show their high loyalty (5.06) and 

moderate feeling of emotional attachment to a community of an iconic brand (4.70). 

Meanwhile, Vietnamese respondents give high scores for both brand loyalty (5.63) and 
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emotional attachment (5.76). These results show that there are differences in assessments of 

the brand community’s factors given by three kinds of respondents in terms of nationality. 

Table 5.11 shows the results of ANOVA test for the differences in mean values of two 

brand community’s factors given by three different groups of respondents: Sweden, 

Taiwan, and Vietnam. 

ANOVA 

  Sum of 

Squares 

df Mean 

Square 

F Sig. 

Brand 

loyalty 

Between Groups 79.19 2 39.59 26.73 .000 

Within Groups 715.50 483 1.48   

Total 794.69 485    

Emotional 

attachment 

to brand 

community 

Between Groups 207.25 2 103.62 71.85 .000 

Within Groups 696.54 483 1.44   

Total 903.80 485    

Table 5.11: ANOVA test for differences in mean values of brand community’s factors 

given by three groups of respondents (Source: The authors) 

As presented in Table 5.11, all significant levels of ANOVA test for two factors of brand 

community (brand loyalty, and emotional attachment to brand community) are less than 

0.05 (all sig. = 0.000). This implies there are significant differences in mean values of these 

two factors scored by three groups of respondents. This result supports the Hypothesis H4b 

which assumes that there are differences in assessments of three kinds of respondents 

(Sweden, Taiwan, and Vietnam) given for the factors of brand community. 

5.6.3 Differences in Impacts of Iconic brand on Brand community perceived by 

different respondents  

In this part, three SEMs (Structural Equation Modeling) are done for three kinds of 

nationality in order to examine the differences in impacts of the iconic brand’s factors on 

the brand community’s factors assessed by Swedish, Taiwanese, and Vietnamese 

respondents. However, only estimates for regression weights among the factors are 

examined, so that, the SEMs for three different nationalities are simplified as in Figure 5.5. 

The indexes for the fitness of these models are shown in Appendix 5.5 which present that 

these models are well-fitted for the data.  
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Figure 5.5:  Impacts of the iconic brand’s factors on the brand community’s factors in 

accordance with three kinds of nationality (Source: The authors) 

As the results shown in Figure 5.5, in Sweden, only two out of three factors of iconic brand 

(brand personality and brand storytelling) have significant impacts on both factors of brand 

community (brand loyalty and emotional attachment): brand personality has strong positive 

impact on brand loyalty with the regression weight of 0.86 and moderate positive impact on 

emotional attachment (0.16), while brand storytelling has moderate positive impact on 

emotional attachment (0.16). Brand myth is not found to have significant impacts on the 

two factors of brand community. Meanwhile, in Taiwan, all three factors of iconic brand 

(brand personality, brand myth and brand storytelling) are found to impact significantly the 

two factors of brand community: brand personality and brand storytelling have high and 

moderate positive impacts on brand loyalty (0.81 and 0.26 respectively) while brand myth 

has moderate positive impact on emotional attachment (0.28). In contrast, brand storytelling 

is not found to have significant impacts on the two factors of brand community in Vietnam. 

In this country, brand personality and brand myth are significantly found to have moderate 

positive impacts on brand loyalty (0.49 and 0.6 correspondingly) while emotional 

attachment is positively impacted by brand myth at a moderate level (0.39). 

The above results imply that, in order to improve the consumer’s brand loyalty, in Sweden, 

managers should only need to improve brand personality, while in Taiwan, managers 

should put their marketing efforts in improving both brand personality and brand 

storytelling; whereas, in Vietnam, managers’ attempts to improve brand personality and 

create suitable myths are necessary. Meanwhile, consumers’ emotional attachment to a 

brand community can be improved in Sweden by the improvement of both personality and 

brand storytelling; whereas, in Taiwan and Vietnam, this factor can be better if the 

managers focus their attempts on the improvement of brand myths. 

It is clearly that there are significant differences in impacts of the iconic brand’s factors on 

the brand community’s factors perceived by Swedish, Taiwanese, and Vietnamese 

respondents. These findings support the Hypothesis H4c which proposes that there are 

differences in the perceptions on the impacts of iconic brand’s factors on community’s 

factors given by three kinds of respondents in terms of nationality.  
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Hypothesis Contents Confirmation 

(or not) 

Reasons for confirmation (or 

not) 

H1 Brand personality, brand 

myth, and brand storytelling 

are three componential 

factors of iconic brand. 

H1 is 

confirmed 

The findings show that the 

variables of iconic brand are 

grouped into three factors of 

brand personality, brand myth, 

and brand storytelling.  

H2 Brand loyalty, 

psychological attachment to 

brand community, and 

desire to contribute to 

brand’s success are three 

componential factors of 

brand community. 

H2 is not 

confirmed 

The findings show that the 

variables of brand community 

are grouped into two factors of 

brand loyalty and emotional 

attachment to brand 

community. 

H3 All the componential factors 

of iconic brand have 

positive impacts on all the 

componential factors of 

brand community. 

H3 is 

confirmed 

The findings show that all three 

factors of iconic brand have 

positive impacts on all two 

factors of brand community. 

H4a There are differences in 

assessments of the iconic 

brand’s factors given by 

three groups of respondents 

in terms of nationality. 

H4a is 

confirmed 

The findings show that there are 

significant differences in mean 

values of these three factors 

given by three groups of 

respondents in terms of 

nationality. 

H4b There are differences in 

assessments of the brand 

community’s factors given 

by three groups of 

respondents in terms of 

nationality. 

H4b is 

confirmed 

The findings show that there are 

significant differences in mean 

values of these two factors 

scored by three groups of 

respondents in terms of 

nationality. 

H4c There are differences in 

perceptions of the impacts 

of iconic brand’s factors on 

community’s factors given 

by three kinds of 

respondents in terms of 

nationality 

H4c is 

confirmed 

The findings show that there are 

significant differences in 

impacts of the iconic brand’s 

factors on the brand 

community’s factors perceived 

by Swedish, Taiwanese, and 

Vietnamese respondents. 

Table 5.12: Results of hypothesis tests (Source: The authors) 
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In summary, the results of quantitative data analyses show that the variables of iconic brand 

are grouped into three factors (brand personality, brand myth, and brand storytelling) while 

the variables of brand community are divided in two factors (brand loyalty and emotional 

attachment to brand community). The results also state that all three factors of iconic have 

positive impacts on all two factors of brand community. The other findings are that there 

are differences in assessments of iconic brand’s factors and brand community’s factors as 

well as the impacts of iconic brand on brand community among three groups of respondent 

in terms of nationality. The hypotheses of this study are tested based on these findings and 

the results of hypothesis tests are summarized as in the table 5.12. 

5.7 Analysis of the quantitative results with ideas of the dynamic consumers 

through semi-structured interviews  

Because iconic brand and brand community are two new terms to all respondents, this 

study decides to conduct some interviews with dynamic consumers of the iconic brand in 

all three countries: Sweden, Taiwan, and Vietnam in order to know their ideas about the 

above quantitative results. The interviews also help the authors of this study to give more 

suitable explanations about the results in the consumers’ perspectives. The details of these 

interviews with three groups of consumers in terms of nationality are presented in 

Appendix 5.6, 5.7 and 5.8. 

5.7.1 Elimination of Variables  

As presented in Figure 5.3, some variables are eliminated by EFA (X1, X5, X7 and X9) 

while some others are excluded by CFA (X8, X12, X14, X15 and Y5). The possible reason 

of why these variables are eliminated will be analyzed based on the interviews.  

From the interviews, sincerity (X1) is not the characteristic that comes up when talking 

about brand personality while some interviews show that specialness (X7) exists before; 

when more and more people use products of iconic brand (such as Apple), people do not 

feel special about the brand. Besides, this may also be related to being part of the brand 

community. Respondents may not think they are special than others when thinking about 

other people who are in the brand community rather than those who are not. Ruggedness 

(X5) is not a suitable variable here; the possible reason is that consumers prefer other 

characteristics such as excitement, competence, or sophistication of a brand rather than 

ruggedness. Moreover, ruggedness seems to be appropriate for just some cases of brand’s 

products such as motorcycle or car; in other cases where brands provide other products, 

ruggedness may not be preferable. Being evident and recognizable in the market (X8) may 

be suitable for an iconic brand according to the interviews; however, some interviewees 

state that they do not see it as brand’s characteristic. This can be the possible reason for 

elimination of this variable.  

Three variables of brand myths (X9, X12, and X14) are excluded both by EFA and CFA. 

According to the definition, myth should be more of motivating and encouraging audiences 

to get over their social anxieties. The findings of this study show that a myth can resolve 

audiences’ anxieties when it makes them feelings that they can do anything by themselves, 

break stressful social norms, and transform worthless stuff into valuable things. As to 

interviewees’ ideas, being interesting (X9) is general and not significantly adequate for a 
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myth. Making audiences creative (X14) and getting over some limits in the life (X12) are 

also not specific enough for a myth to motivate audiences. Instead, as mentioned above, a 

myth should encourage the audiences to be creative in making valuable things from wasted 

stuff or removing stresses out of their life. Those reasons may be suitable explanations why 

these variables are limited.    

Regarding variables of brand storytelling, only one is eliminated (X15). From the interview 

results, no interviewee mention that suitable-outlined stories can bring them happy feelings. 

Also, interpreted from the interviews, happy feeling or positive feeling is more related to 

brand personality. Thus, it is reasonable to remove this variable. 

In the brand loyalty factor, the emotional commitment to the brand (Y5) is eliminated. Yet, 

the variable of being emotionally uncomfortable to switch (Y4) remains after EFA and 

CFA. This result shows that respondents do have emotional feelings toward the brand but 

not strong enough to be considered as commitment. Therefore, even Y5 is ruled out, the 

variable of emotional connection still exists in the brand loyalty factor. 

The hypothesis of this study, which based on literature review, assumes that there are three 

factors of brand community. However, the statistic results group physiological attachment 

to the brand community and desire to contribute to brand’s success together as one. Reason 

may be that variables of these two factors are based on the emotional attachment to the 

brand. When there is emotional attachment to the brand community, respondents can have a 

feeling of belonging to the brand community, have shared rituals and traditions, willing to 

assist people using products or services, as well as want to see the success of the brand. 

Thus, when testing brand community, basic emotional feelings are evident.  

5.7.2 SEM Result of Iconic Brand and Brand Community 

Here, the discussion is about the relations of the SEM results and possible explanation from 

interviews. The statistical results from 486 questionnaires are shown in Figure 5.4. The 

most distinctive result is the impact of brand personality on brand loyalty; the regression is 

0.77 which is considered as highly positive relation. From the interview results, 

interviewees state that brand personality is the idea comes up first when talking about brand 

as well the obvious one. It is reasonable that people link brand personality to brand loyalty. 

Interviewees claim that personality is crucial for them to have loyalty to the brand or not. It 

is similar to having the loyalty to a person; one must like the brand (personality) to make 

the loyalty existed.  

As for the moderate positive regression between brand personality and emotional 

attachment (0.13), brand myth and brand loyalty (0.15), brand myth and emotional 

attachment (0.21), and brand storytelling and emotional attachment (0.19), possible 

explanations are derived from interviews. Interviewees express that that brand myth and 

brand storytelling are rather new topic. Thus, they do not connect these two concepts to 

brand loyalty or emotional attachment. As for brand personality and emotional attachment, 

when looking back to questions, feeling connected to the brand personality does not lead to 

being connected in the brand community ground or have strong emotional attachment, 

which is based on the interview answers. Yet, brand myth does relate to emotional 

attachment. Interviewees mention that when they feel with the brand myth, they have 

emotional attachment to the brand. The brand myth aims at inspiring and motivating; 
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interviewees feel they are part of the myth creation which is linked to the shared rituals and 

traditions. Similar explanation can be used between brand storytelling and emotional 

attachment; feeling connected to the story can have a shared consensus which is considered 

as emotional attachment. Also, the desire to see the success of the brand is something 

similar to following the brand story. Thus, brand myth and brand storytelling both have 

moderate effects on emotional attachment. Regression between brand storytelling and 

brand loyalty is rather low (0.06). According to the interviews, storytelling has not much to 

do with brand loyalty. It is similar to the case in which a person is lowly affected by the 

stories or how others think of the stories.   

5.7.3 National Comparison on factors of Iconic Brand and Brand Community 

In Table 5.6, the cultural differences of iconic brand assessment are presented. It is shown 

in the table that Taiwanese and Vietnamese have higher scores on all the factors of iconic 

brand while Swedish has obviously less scores. This may be due to the Swedish culture of 

not showing emotional expressions. Swedish culture is rather moderate and subtle. In 

contrast, Taiwanese and Vietnamese cultures are the oriental ones and originally impacted 

by Chinese culture which tends to be polite. However, today, Taiwanese and Vietnamese 

are also influenced by western cultures, especially American, which makes them to show 

more emotion on the answers for questionnaires. Vietnamese respond more positively on 

brand storytelling and brand myths; the reason is that, as a developing country, people are 

more positive about pushing limits and changing the future. Taiwanese, with similar but a 

bit lower scores may be due to its more developed condition of economy. Yet, as 

interpreted in Table 5.6, all three cultures have higher scores on the brand personality; 

possible explanation is that brand personality is the evident factor to recognize and make 

linkage.  

It is shown in Table 5.10 that Vietnamese has the highest scores while Taiwanese ranks in 

the middle and Swedish has the lowest scores on both brand loyalty and emotional 

attachment. Similarly, Swedish give the low score for the gentle culture that people do not 

express themselves out loudly. Taiwanese respondents give higher scores for the 

enthusiastic characteristic. Taiwanese people feel safe to be in the group and have the 

tendency to stay in the group. Vietnamese has the highest scores; possible explanation is 

that Vietnamese are enthusiastic as Taiwanese but with even higher tendency to be in the 

group because these Asians belong to cultures which prefer collectivism. However, 

Taiwanese give lower score than Vietnamese because they are more influenced by western 

(American) culture which leads to the Taiwanese younger generation to emphasize less on 

collectivism.  

As interpreted in Figure 5.5, brand personality is shown to have impacts on brand loyalty 

in all three nations. However, in Sweden and Taiwan, the impact levels of brand personality 

on brand loyalty are higher than those in Vietnam. When being asked about this point, 

Swedish interviewees claim that they belong to a culture which respects the individualism; 

thus, for a brand to hold their loyalty, brand personality should be emphasized which can 

make the brand distinct from others. Taiwanese interviewees also state that they are more 

and more influenced by American culture so that they cherish culture in which personality 

is respected; thus, it explains why in Taiwan, brand personality has high impact on brand 
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loyalty. Meanwhile, in Vietnam, the impact level of brand personality is just moderate 

because Vietnamese have a culture which respects the collectivism rather than 

individualism. Therefore, brand personality is only moderately appreciated to keep loyalty. 

Figure 5.5 also shows that brand myth has significantly impacts on both brand loyalty and 

emotional attachment to the brand community in Vietnam. Vietnamese interviewees give 

the ideas that, from their childhood, they were told with many myths about their ancestors, 

the supernatural powers, their life, or their hometown which make them believe that they 

belong to and have responsibility for the community around them. This explains why brand 

myth plays an important role in influencing the brand loyalty and emotional attachment to 

the brand community in this country. Taiwanese interviewees also have the similar ideas 

with Vietnamese about the roles of myths in their daily life; therefore, in Taiwan, brand 

myth has a moderate positive impact on the emotional attachment to the brand community. 

However, there is still a difference between Vietnamese and Taiwanese. Taiwanese require 

a brand to have suitable methods of storytelling to keep their loyalty. Taiwanese 

interviewees state that an interesting myth is not enough to satisfy them, they need a good 

storytelling to enjoy the myths or stories. In contrast, Swedish interviewees do not seem to 

take care about the role of brand myth; instead, they claim that good storytelling and brand 

personality are two key points to create emotional attachment to the community of a brand. 

To conclude, there are cultural differences in consumers’ perceptions as well as the impacts 

of the iconic brand’s factors on the brand community’s factors. Detailed discussion which 

is based on theories will be presented in Chapter 6. 
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CHAPTER 6: DISCUSSION  

6.1    Introduction 

In this chapter, the focus is to discuss empirical finding in Chapter 5; the discussion will be 

based on theories in Chapter 3 and interviews with six dynamic consumers of an iconic 

brand. Cultural comparison between Sweden, Taiwan, and Vietnam will be presented. The 

discussion will start with the overall results of all three nations. Both quantitative results 

and qualitative interviews will be used in this chapter.  

From the statistical analysis, iconic brand has positive impacts on brand community. In 

order to get deeper understanding of the impacts as well as to discover the cultural 

differences on consumers’ perceptions, interviews are conducted. Detail of the interview is 

presented in Appendix 5.5, 5.6 and 5.7 as mentioned earlier. Statistical results (Table 5.3, 

5.4, 5.5, 5.6, 5.8, 5.9, 5.10, Figure 5.4 and 5.5) are presented to the interviewees; questions 

of the possible explanations of the results are asked. The intention here is try to find out the 

cultural explanations of the statistical results. Interviewees state interpretation from their 

cultural backgrounds and past experiences. The interview results show that there are 

cultural differences on consumers’ perceptions of iconic brand and brand community as 

well as the impact levels. 

6.2    Overall Impacts of Iconic Brand on Brand Community 

The statistical results of overall respondents from Chapter 5 are turned into Figure 6.1 as 

below. In the figure, the significant impact (0.77) by brand personality to brand loyalty is 

shown. Impact level of brand personality on emotional attachment is just moderate (0.13) 

while brand myth has similar impact level on brand loyalty (0.15). Brand myth has a 

moderate influence (0.21) on emotional attachment whereas the impact level of brand 

storytelling toward emotional attachment is slightly less (0.19). The lowest impact level 

(0.06) is from brand storytelling to brand loyalty. The discussion will be presented as 

follows. 

 

Figure 6.1: The impacts of Iconic Brand on Brand Community (Source: The authors) 
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6.2.1    Brand personality has high impact on brand loyalty (0.77)  

Brand personality is how consumers perceive the brand as a person. There are various 

brands on the market; consumers need a way to differentiate them. Brand personality 

provides consumers an easy and distinctive way. Besides, brand personality is also useful 

while trying to attract consumers (Freling et al., 2011, p.392). The interview results support 

this. Interviewees state that brand personality is the obvious and interesting way for them to 

see the brand.  

According to Davies and Chun (2003, p.56), brand can be seen as a person; in this case, 

when personality involved, relationships are created. Personality and relationships together 

generate loyalty. This explains the positive relations between brand personality and brand 

loyalty. Brand’s personality can also serve as either the self identification or social identity 

of the consumers. Since humans have social tendency, one has the need to be in the group 

or find identification. When consumers choose a brand for its brand personality, it is 

possible that consumers are seeking for social affirmation or identification. Iconic brand, as 

this research assumes, has strong and distinctive personality. Consumers who choose 

specific iconic brand are attracted by iconic brand’s personality; it either fits with 

consumers’ real or ideal identification. Some of the interviewees claim that they feel the 

same as personality of the brand when they use it; in other words, interviewees feel 

exciting, competent, sophisticated and positive either ideal or real. As stated earlier, when 

personality involves with relationships (ideal or real self), loyalty rises. Interviewees assert 

that they like the iconic brand as if they like an icon; after a while, they develop the loyalty 

to the iconic brand as the passion to an icon. Consumers are appealed by an iconic brand’s 

personality which becomes the basis of the loyalty to an iconic brand. Thus, it is reasonable 

that brand personality has strong impact on brand loyalty; it is supported both qualitatively 

and quantitatively in this study. For a brand which aspires to enhance brand loyalty, 

emphasis on the brand personality can be an efficient strategy. This result also supports the 

ideas of Fischer, Völckner and Sattler (2010, p.826), Escalas and Bettman (2005, p.378), 

and Kuenzel and Halliday (2010, p.168) who believe that when consumers identify 

themselves with a brand, their loyalty to the brand is created and increased.  

6.2.2 Brand personality has moderate impact on emotional attachment (0.13) 

Even though brand personality has strong impact on brand loyalty, brand personality only 

impacts moderately on emotional attachment. In the hypothesis, three variables are 

assumed to constitute brand community: brand loyalty, psychological attachment, and 

desire to see the brand’s success. However, the last two variables are group together 

according to the statistical result, which is given the name as emotional attachment based 

on its contents. Emotional attachment here is the combination of psychological attachment 

to the brand community and the desire to contribute to brand’s success. Thus, the 

interpretation of emotional attachment based on theories is that loyal consumers in the 

brand community who are emotionally attach and commit to the brand community; the 

attachment can be shown as either psychological attachment to the brand community or 

want to see the success of the brand (Muniz & O’Guinn, p.421-425).  
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Here, the emotional attachment refers to the social, real, or ideal identification of 

consumers related to the brand community. The finding shows that brand personality has 

positive influence on the emotion of members in the brand community. This helps to 

strengthen the relationships among the members as well as the relationships among them 

and the brand. This result also supports the studies of Bergami and Bagozzi (2000, p.557) 

and Malär, Krohmer, Hoyer and Nyffenegger (2011, p.52) who claim that brand personality 

attracts consumers and creates their emotional attachments to the brand.  

6.2.3 Brand myth has moderate impacts on brand loyalty and emotional attachment 

(0.15 & 0.21) 

Brand myth, by definition, is the story that is retold and creates meaning for people to live 

with. The myth responds quickly to the culture changes and leverages the rough stories to 

encourage consumers. Going through the culture change with the myths creates an 

emotional bond between consumers and the brand. It is similar to the case of a veteran who 

lives through wars and retells the myth to his offspring. The offspring share the myth and 

feel emotionally attached to the veteran and others who are shared with the myth. The 

emotional attachment can generate loyal feelings. For example, some offspring grow up 

with myths of conquering the war in the Army retold by their parents or grandparents. The 

offspring can develop their loyalty toward the Army as well. Yet, not all of the offspring 

who share the myths develop the loyalty. The similar things happen to the case of brand 

myth, brand loyalty, and emotional attachment to the brand community. Therefore, it is 

understandable why the impact level of brand myth to brand loyalty is lower than the one of 

brand myth toward emotional attachment. This is also supported by the interview results 

that interviewees state the brand myth catches their feelings more than encourages their 

loyalty.  

These findings have a similarity with statements of Holt (2004, p.150) and Roll (2010) 

since these authors insist that brand myth is a decisive factor which helps to hold the 

consumers’ loyalty and keep them in the emotional relationships with others in a brand 

community. However, the findings of this study just support these authors’ statements at a 

moderate level. These results also support the study of Latour and Zinkhan (2010, p.335) in 

which myth is thought to be critical factor to create consumers’ preference for a brand and 

this creates their emotional attachment to the brand and other consumers.  

6.2.4 Brand storytelling has low impact on brand loyalty (0.06) and moderate impact 

on emotional attachment (0.19) 

Brand storytelling is the cultural brief and ways of communication of iconic brand; it helps 

to choose brand myth which influences the brand positioning. Brand storytelling is thought 

to play an important role in building an iconic brand as well as have strong influence on 

brand loyalty (Holt, 2004, p.64-65; Roll, 2010). However, in this study, the result of 

quantitative analysis shows that  brand storytelling has very low impact on consumers’ 

loyalty; and and no interviewees mentioned about brand loyalty while being asked about 

brand storytelling.  
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Brand storytelling encourages emotional attachment to the brand community by choosing 

and broadcasting the appropriate brand myths to consumers. In the interviews, interviewees 

claim that storytelling makes them feel emotionally connected to the iconic brand and 

brand community. Storytelling, or method of telling a story, plays an important role in 

catching the audiences’ attention. It is like telling a detective story; once started, there is a 

desire to know what will happen next. As a result, audiences’ emotional attachment is 

created. In this study, storytelling is found to have positive moderate impact on consumers’ 

emotional attachment to brand community. This finding moderately support the ideas of 

Herskovitz and Crystal (2010, p.21) and Muniz and O’Guinn (2001, p.418-421) in which 

storytelling is claimed to a good way to keep the community alive; in other words, 

storytelling makes consumers’ emotional bonds with the others in the community stronger.  

6.3    Cultural Differences of Iconic Brand and Brand Community Perceptions 

Cayla and Arnould (2008, p.93, p.105) and O'Reilly (2005, p.573) state that branding and 

marketing are culturally and emotionally different as well as collective and dynamic. In 

other words, how consumers perceive a brand is culturally different. The statistical results 

of respondents’ perceptions on iconic brand and brand community in figure 6.2 and 6.3 

respectively show the differences among the chosen nationalities. Discussions are as 

follows.  

Figure 6.2: Comparison of iconic brand’s factor scores (Source: The authors) 

As interpreted in figure 6.2, Vietnamese respondents have the strongest assessments on all 

three factors in comparison to Swedish and Taiwanese. According to the interviews of 

Vietnamese respondents, myth and storytelling are embedded in their culture; thus, 

Vietnamese people are more influenced by the brand myth and storytelling. In comparison, 

Taiwanese respondents mention about storytelling and brand myth sometimes. However, 

Taiwanese interviewees mention about storytelling more and more connected to their 

emotional attachment to the iconic brand. Thus, brand storytelling’s perception is higher 

than brand myth for Taiwanese respondents. Another explanation is that Taiwanese history, 
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which has the same origin with Chinese, has witnessed many stories told and retold from 

generation to generation in interesting and distinctive ways. Brand myth is also crucial in 

Taiwanese culture; yet, after the country economy develops better, Taiwanese people do 

not seem to resonate much with the rough fighting myths, while Vietnamese still resonate 

with myths to overcome problems of the country’s developing situation. That is to say, 

Taiwan has passed the rough fighting time; whereas, Vietnam is still in the fighting 

process; thus, Vietnamese feel more connected with the rough fighting myths. Swedish 

people, in comparison to Taiwanese and Vietnamese, give lower evaluations for all three 

factors. It is related to “Lagom” which affects on Swedish culture with moderation. In other 

words, things should be not too much, not too little, and not too noticeable (Hofstede, 

2012). In the interviews with two Swedish interviewees, one states that most Swedish 

people act politely and express moderately, while the other one acts like this.  

Taiwanese and Vietnamese have higher evaluations on brand myth in comparison to 

Swedish. This can be explained by the masculinity. Even though all three countries are 

categorized as feminine cultures, the masculinity of Taiwan (45), and Vietnam (40) are 

much higher than Sweden (5) (Hofstede, 2012). This explains why Taiwanese and 

Vietnamese feel more connected to brand myth which latently implies the pursuit of 

achievement and competition. As for brand storytelling, Taiwanese assess higher than 

Vietnamese and Swedes. It can be explained by uncertainty avoidance. Taiwan, as a high 

uncertainty avoidance culture tends to avoid uncertainty and the anxiety created by it. Thus, 

Taiwanese have the need to create a mechanism to deal with uncertainty and anxiety; 

storytelling is a way to deal with it. If there is story, people assume some part of the story is 

true. Good storytelling makes the story more real; it helps people to believe and explain the 

unknown which may reduce anxiety. For example, one is anxious about going abroad 

because he knows less about the situation there. Yet, good storytelling makes the unknown 

such as living situation and people more real and imaginable. Hence, one can know more or 

he believes so which reduces uncertainty and anxiety. Vietnamese and Swedish cultures, on 

the opposite, are low uncertainty avoidance which has less need to avoid the unknown. To 

conclude shortly, Taiwanese people’s high uncertainty avoidance leads to the higher 

perception on storytelling.  

On the brand personality perception, the Swedish perception is close to the Taiwanese and 

Vietnamese compare to the other two factors. This can be interpreted by the high 

individuality in Swedish culture. Sweden is much higher on the individuality (71) compare 

to Taiwan (17) and Vietnam (20). An individual society, people think more of “I” than 

“we” which leads to the better perception of seeing the brand as a person individually. 

According to this, Swedish should perceive more on brand personality; however, under the 

influence of “Lagom”, the perception is moderated. Still, Swedish people’s perception on 

brand personality is higher than other factors. 

Regarding the perception on brand community’s factors, Vietnamese still assess strongest 

while Taiwanese ranks the middle and Swedish evaluate less. Similar explanation is that 

“Lgaom” makes Swedish people express moderately; hence, the scores on perception is 

lower in comparison to the other cultures. The perception comparison is presented in 

Figure 6.3 as follow.  
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Figure 6.3: Comparison of brand community’s factor scores (Source: The authors) 

Vietnamese interviewees claim that Vietnamese people have strong need to be in the group; 

they reflect the emotional attachment to the safety in the group. This is also related to the 

high power distance and collectivism regarding Hofstede’s culture theory. Vietnamese has 

bigger power distance compare to Taiwan and Sweden; hence, Vietnamese accept the 

centered power situation which may extend to the centralization of emotional power. In 

other words, loyalty to the brand indicates that consumers give emotional power up and 

centered on the brand. Also, loyalty is important in collective culture (Hofstede, 2012). 

Taiwan and Vietnam are collective while Sweden is individual. Therefore, Taiwanese and 

Vietnamese perceive more on loyalty in comparison to Swedes. Moreover, Swedes, with 

lower power distance, need to be independent and accept less control. Being loyal to a 

brand means less emotional independency and being controlled by the brand emotionally. 

This leads to the lower perception on loyalty for Swedish people.  

As for the emotional attachment to the brand community, explanations on the statistical 

result can be explained by individualism and masculinity theoretically. For collective 

society, it is crucial to emotionally committed to a group and its members (Hofstede, 2012). 

This reflects on Taiwanese and Vietnamese perceive more on the emotional attachment to 

the brand community while Swedish culture, as individual one, has less emotional 

attachment to the brand. As mentioned earlier, all three cultures are feminine. Under the 

influence of femininity, people are supportive and involve in decision making which 

harmonizes with the emotional attachment to the brand community: members of the brand 

community support and are supported by other members. Besides, the sharing rituals and 

traditions in the brand community implies members are involved in the decision making 
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process. Therefore, all three cultures perceive rather similar to the factor of emotional 

attachment.  

6.4    Cross Cultural Comparison of the Iconic Brand Impacts on Brand 

Community 

As stated in Hypothesis 4c, there are cultural differences on the assessment of iconic 

brand’s factors on brand community’s factors; this hypothesis is confirmed by the statistical 

results. Yet, Hypothesis 2 is not confirmed; the factors of brand community are grouped 

into two instead of three. The cultural comparison on the impacts of iconic brand on brand 

community is presented in Figure 6.4.  

 

Figure 6.4: Cross cultural impacts of Iconic Brand’s Factors on Brand Community’s 

Factors (Source: The authors) 

As shown in figure 6.4, brand personality’s impacts on brand loyalty exist in all three 

cultures with significance, while the impacts are strong both in Sweden and Taiwan (0.86 

and 0.81 respectively), but only moderate in Vietnam (0.49). Interpretation for this is that 

both Sweden and Taiwan are developed countries while Vietnam is the developing one; this 

indicates Swedes and Taiwanese have more disposable incomes compared to Vietnamese. 

In the previous discussion, brand loyalty is affected by collectivism and power distance 

which should indicate higher loyalty in Vietnamese culture. However, considering the 

disposable income for Vietnamese is lower compared to the other two countries, loyalty 

may be compromised by the financial situation. Besides, in the developing countries, the 

changing pace is faster in comparison to the developed countries which can lead to less 

loyalty as well.  

As shown in figure 6.4, in Sweden, both brand personality and brand storytelling has 

moderate impacts on emotional attachment to the brand community. This can be explained 
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by femininity of Swedish culture that supportiveness and caring are important as well as the 

involvement in the decision making. Being supported by other members and achieve 

decision together with other members shows that there should be emotional attachment to 

the brand. Yet, individuality also has effect here which indicates less connection to the 

group. With both individualism and femininity affects, brand personality’s impact on 

emotional attachment to the brand community is only moderate. Meanwhile, long-term 

orientation may explain the moderate impacts of storytelling to emotional attachment. 

Sweden, as a short-term oriented culture, cherishes traditions; storytelling can be 

considered as a way to express the traditions. If there is good storytelling, Swedes may feel 

emotionally attached to the community for the nice expression of traditions by the 

storytelling. 

As for the Taiwanese part in figure 6.4, brand storytelling impacts moderately on brand 

loyalty while brand myth has moderate impact on emotional attachment. In the Vietnamese 

part, brand myth has moderate impacts on both brand loyalty and emotional attachment. 

Brand myth has moderate impacts on emotional attachment for both Taiwanese and 

Vietnamese cultures. The similar femininity and collectivism can explain the impact levels. 

Taiwanese and Vietnamese resonate with myth more because of the childhood memory 

(adults telling myths to the children) as well as the results from interviews. The resonation 

alone is not enough. Taiwanese and Vietnamese, who cherish collective and feminine 

cultures, need to be in the group that members provide supports mutually; emotional 

attachment to the brand community has this function.  

Figure 6.4 also shows that, for Taiwanese people, brand storytelling has moderate impact 

on brand loyalty. Taiwanese with the uncertainty avoidance have the need to maintain 

belief and behavior. Storytelling, as a tool or expressing myths, helps to enhance brand 

loyalty. Brand storytelling helps to maintain the belief and behavior by expressing the 

myths efficiently and effectively. For example, an efficient and effective storytelling targets 

the group and expresses the myth clearly. If the myth is expressed well, it helps to maintain 

the belief and behavior. A real example is that the myth of giving children with red 

envelopes and lucky money, in Chinese New Year, is well expressed as good storytelling. 

People believe by doing it will bring luck and blessing to their children for the next year. 

This tradition last long and help maintain the belief and behavior. 

As for the Vietnam’s part in figure 6.4, brand myth has moderate impact on brand loyalty. 

In comparison to the Taiwanese, Vietnamese focus more on the myth itself rather the way 

of expressing (storytelling) it. According to the interviews, Vietnamese people feel 

connected to the myth because myth exists in their childhood which has more effects 

compared to the storytelling as a tool. Besides, being collective culture, Vietnamese cherish 

long-term commitment. Myth, as the essence of story, connects to brand loyalty by 

enhancing the emotional connections to the brand.  

To conclude, culture differences on the perceptions of iconic brand and brand community 

exist as well as the perceptions on the impacts of iconic brand on brand community. Both 

qualitative and quantitative results of this research prove that.  
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CHAPTER 7: CONCLUSIONS  

7.1 Introduction 

This chapter gives a summary of all findings of the study. Besides, it also outlines some 

recommendations for marketing managers to help them build iconic brands as well as 

achieve good marketing results. This chapter also mentions about the contributions of the 

study to the field of marketing. The limitations of the research are also revealed in this 

chapter. Finally, some suggestions for further researches are given at the end of this 

chapter. 

7.2 Conclusions 

In conclusions, the research objectives in Chapter 1 are obtained and the proposed 

hypotheses in Chapter 3 are tested. These finish the study through answering all three 

research questions. In this part, the answers for all three research questions are summarized 

together with the results of hypothesis tests. 

Which componential factors are possible to attribute to iconic brand and brand 

community? 

For iconic brand, there are three componential factors: brand personality, brand myth, and 

brand storytelling. Brand personality has four variables: excitement, competence, 

sophistication, and originality (positive feeling); whereas, brand myth focuses on three 

variables: doing it yourself, breaking stressful social norms, and appreciating folk culture 

with creativity. Meanwhile, brand storytelling embraces four variables: two variables of 

authenticity (believable and distinctive), skepticism, and charismatic aesthetic. This means 

that a brand becomes an iconic brand if it includes above three components. This result 

confirms the content of hypothesis H1.  

For brand community, brand loyalty and emotional attachment to brand community are its 

two componential factors. Brand loyalty includes four variables: willingness to purchase, 

price premium, satisfaction rate, and switch cost; whereas, emotional attachment to brand 

community has six componential variables: three variables of consciousness of a kind 

(belonging to brand community, being emotionally connected to brand community, and 

feeling socially supported by brand community), shared rituals and traditions, and two 

variables of sense of moral responsibility (being willing to help others and having a desire 

to see the brand’s success). This means a brand community is built based on the consumers’ 

loyalty to the brand and emotional attachment among members of the community. This 

result does not support the content of hypothesis H2. 

How strong do the iconic brand’s factors impact the brand community’ factors (if 

applicable)? 

The findings show that brand personality has strong positive impact on brand loyalty and 

moderate positive impact on emotional attachment; whereas, brand myth has moderate 

positive impacts on both brand loyalty and emotional attachment. Meanwhile, brand 

storytelling is shown to have moderate positive impact on emotional attachment and low 

positive influence on brand loyalty. In overall, all three factors of iconic brand have 
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positive impacts on all two factors of brand community. These results support the content 

of hypothesis H3.  

Do Swedish, Taiwanese, and Vietnamese consumers evaluate differently the componential 

factors of iconic brand and brand community as well as the impacts of the former ones on 

the latter ones? 

Yes, they have different assessments of the componential factors of iconic brand and brand 

community as well as the impacts of the former on the latter.  

For three factors of iconic brand, Swedish consumers highly believe that an iconic brand 

must have a strong and unique personality; however, they think that brand myth and brand 

storytelling only contribute to the establishment of an iconic brand at low level. Meanwhile, 

Taiwanese respondents strongly agree that brand personality and brand storytelling are two 

factors that can make a brand to become an iconic brand, while they moderately believe 

that brand myth plays a certain role in the building of an iconic brand. Having the similar 

ideas with Taiwanese consumers in the evaluations of brand myth and brand storytelling; 

yet, Vietnamese respondents appreciate even higher for the role of brand personality in 

building an iconic brand. In total, there are certain differences in assessments of these three 

groups of respondents given for iconic brand’s factors. This finding supports the content of 

the hypothesis H4a which is mentioned in chapter 3. 

For the two factors of brand community, Swedish respondents agree with the statement that 

a brand community is formed based on consumers’ brand loyalty and emotional attachment 

to brand community at moderate levels. Taiwanese respondents highly evaluate the role of 

brand loyalty for the formation of brand community, but they think that emotional 

attachment only has a moderate role in the establishment of a brand community. 

Meanwhile, Vietnamese consumers highly appreciate the roles of brand loyalty and 

emotional attachment to community in building a brand community. In general, there are 

differences in the evaluations of these two factors of brand community given by three kinds 

of respondents in terms of nationality. This result supports the content of the hypothesis 

H4b. 

For the impacts of iconic brand’s factors on brand community’s factors, the results of data 

analysis show that, in Sweden, brand loyalty is highly impacted by brand personality while 

emotional attachment to a brand community is moderately influenced by both brand 

personality and brand storytelling; whereas, brand myth is not significantly found to have 

the impact on the brand community’s factors. In Taiwan, brand loyalty is highly impacted 

by brand personality and moderately influenced by brand storytelling while brand myth is 

found to have the moderate impact on the emotional attachment to a brand community. 

Meanwhile, in Vietnam, brand personality and brand myth are found to have moderate 

impacts on brand loyalty while emotional attachment is moderately impacted by brand 

myth; whereas, brand storytelling is not significantly found to impact the two factors of 

brand community. All above impacts are positive impacts. These findings imply that the 

two factors of brand community are impacted with different levels by the factors of iconic 

brand in different countries. These results support the hypothesis H4c which mentioned in 

Chapter 3. 
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7.3 Contributions of the study 

This study is the first study which mentions brand personality, brand myth, and brand 

storytelling as the three componential factors of iconic brand. It is different from theories of 

Holt (2004), Roll (2010) who just consider brand myth and storytelling are two keys for 

achieving an iconic brand; or Latour and Zinkhan (2010) who only focuses on brand myth 

for the establishment of an iconic brand; or Herskovitz and Crystal (2010) who highly 

appreciate the role of brand personality in making an iconic brand. Therefore, this study 

covers more factors that can attribute to an iconic brand as well as draws a more overall 

picture of an iconic brand.  

Many studies consider brand loyalty as the final achievement of marketing efforts (Arora, 

2009; Fournier & Lee, 2009; Aaker, 1991); yet, this study aims at a broader result for 

attempts of marketing practitioners; it is brand community. Brand community, as 

mentioned in this study, does not embrace the brand loyalty but also include the consumer’s 

emotional attachment to the brand and its community. The results of this study imply that if 

a brand obtains the status of a cultural icon, it does not only hold the consumers’ loyalty to 

the brand, but also create an emotional attachment among the consumers as well as to the 

brand. 

This study is also the first one which employs 7-point measurements for gauging the factors 

of iconic brand and brand community as well as their relationships. Previous studies in 

iconic brand prefer qualitative methods for the measurements of relevant concepts, for 

example: case study (Holt, 2004) or focus group (Latour & Zinkhan, 2010). In this study, 

Factor Analysis and Cronbach’s Alpha are employed to test the consistency and reliability 

of all 7-point measurements; thus, these quantitative measurements can be used for 

academic purposes in indentifying the factors of iconic brand and brand community.  

Moreover, this study is also a volunteer which involves in the topic in the three countries of 

Sweden, Taiwan, and Vietnam. Thus, marketers who do their business in these countries 

can have an overall comparison of consumers’ ideas in relevant issues of iconic brand and 

brand community. 

7.4 Recommendations for marketing practitioners 

Overall, the findings suggest that marketing practitioners should focus their efforts on three 

factors: brand personality, brand myth, and brand storytelling to make a brand to become an 

iconic brand. Marketers should think of a brand that possesses exciting, competent, 

sophisticated personality as well as makes consumers feel positive in using the products of 

the brand. Besides, the myths should be created for the brand in order to provide the 

consumers with feelings that they can do anything by themselves. The myths should be also 

created to help the consumers to remove the stresses out of their life and work as well as 

make them more creative with the normal or worthless stuff around them. Moreover, 

storytelling is also important for a brand to broadcast the myths or stories to the consumers; 

for which, the stories or myths are not only believable and distinctive but also skeptical 

enough to attract the attentions of consumers. The stories or myths should also be told in a 

charismatic style.  
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In more specific issues, when marketing practitioners do their business in Sweden, they 

should focus their marketing efforts on creating brand personality and brand storytelling to 

obtain consumers’ loyalty to the brand as well as their emotional attachment to other 

consumers and to the brand. Meanwhile, branding with a cultural approach in Taiwan, 

marketers should appreciate the roles of all three factors: brand personality, brand myth, 

and brand storytelling to achieve a great result for their marketing efforts. In Vietnam, 

marketers should contribute themselves to create suitable brand personality and myths to 

hold the consumers’ loyalty and make consumers’ emotional attachment to the brand. 

7.5 Limitations of research 

This is the first study in the topic; thus, it encounters some certain limitations which can be 

summarized as following: 

Firstly, this study employs non-probability sampling (convenience sampling and snowball 

sampling) so that the sample cannot represent the population (Quinlan, 2011, p.213; 

Bryman & Bell, 2007, p.203). In other words, the results of this study have some limits to 

generalization.  

Secondly, although this research focuses on the term of iconic brand, not only on Apple, the 

question 4 of questionnaire which is designed to test the respondents’ understandings of 

iconic brand, makes many respondents to think of Apple when they answer the 

questionnaires. Thus, the results of this study can be bias to the brand of Apple. 

Thirdly, as mentioned above, this is the first study in the topic using the 7-point 

measurements for gauging the factors of iconic brand as well as brand community; 

therefore, there may exist some limitations of the measurements. Some respondents blame 

that the measurements of brand myth and brand storytelling are bias to American culture, 

and they are somehow not suitable for Asian cultures. 

7.6 Further research 

This is the first quantitative study in iconic brand and its impacts on brand community; 

therefore, it is suggested that the further researches should focus on this topic to verify the 

reliability and validity of the measurements’ contents. The further researches should invest 

in the building of quantitative measurements of each factor of both iconic brand and brand 

community.  

Further researches are also suggested to focus on the topic in regards of cultural 

differences, in which, they should attempt to find out which measurements are suitable for 

which culture. Cross-cultural comparisons in this topic are also expected for the further 

researches. 

Further researches can also be involved in the comparison of componential factors that 

attribute to iconic brands in different categories of products or services. For example, they 

can compare factors that are important to iconic brands of high-tech products with those for 

iconic brands of consumption products.  
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APPENDIXES 

 

APPENDIX 4.1: QUESTIONNAIRE – ENGLISH  

QUESTIONNAIRE 

Hello, 

We are master students in Business Administration, at Umeå School of Business and 

Economics. We are doing a survey for our thesis in the relationship between iconic brand 

and brand community. We highly appreciate your goodwill to help us to answer this 

questionnaire.  

I. PERSONAL INFORMATION  

 

1.  Gender          Male     Female   

 

2. Age  

16 ~ 25    26 ~ 35   36 ~ 45   46 ~ 55  Over 55   

                                   

3.  Where are you from? 

 

 

 

Please read the short explanation of iconic brand and brand community before you 

answer further questions. 

- When people consider a brand as an icon/idol, the brand is an iconic brand 

(cultural icon, political icon, or entertaining icon…). That means consumers feel 

sympathized and have a strong connection with the brand’s personality as well as 

feel happy with the brand stories.  

- Brand community is a group of loyal consumers who exchange their opinions about 

the brand in any kind of form: forums/clubs formed by customers, forums/clubs 

formed by companies… It can be a virtual or physical community of the brand. 

4. Which one of the following brands do you think as the most iconic brand? 

 

 

 

 

 

5. Have you used any product/service of an iconic brand?  

 

 

If yes, please continue with Question 6. If no, thanks for your answering. 

 

6.  Have you participated in a brand community of an iconic brand? 

 

 

If yes, please continue with all following questions. If no, thanks for your answering. 

 

                     Sweden                                  Vietnam  

                     Taiwan                                     Others  

                                    Apple                             Acer                  

                          Sony                        Lenovo                  

                                    Toshiba                                HP                 

                                    Samsung                              Dell                 

                                    Yes                                No                    

                                    Yes                                No                    
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II.  ICONIC BRAND AND BRAND COMMUNITY: 

Please evaluate the degree of your agreement with the following statements according to 

your impression on an iconic brand: 

 

 

 

                                               

Totally  disagree                        Totally agree                                               

 

Brand Personality    

7. You find this brand sincere. 1  2   3   4   5   6   7  

8. You find this brand exciting. 1  2   3   4   5   6   7  

9. You find this brand competent. 1  2   3   4   5   6   7  

10. You find this brand sophisticated. 1  2   3   4   5   6   7  

11. You find this brand rugged.  1  2   3   4   5   6   7  

12. You find this brand provides you with a positive feeling 1  2   3   4   5   6   7  

13. This brand makes you feel more special than others 1  2   3   4   5   6   7  

14. This brand is evident and  recognizable in the market 1  2   3   4   5   6   7  

Brand Myths        

15. This brand provides you with interesting myths 1  2   3   4   5   6   7  

16. This brand inspires you that you can do anything by yourself 1  2   3   4   5   6   7  

17. This brand provides you with a happy feeling of breaking 

stressful social norms 

1  2   3   4   5   6   7  

18. This brand makes you feel that you can get over some limits in 

your life 

1  2   3   4   5   6   7  

19. This brand  inspires you to transform worthless stuff into 

valuable things 

1  2   3   4   5   6   7  

20. This brand has some myths that motivate your creativity and 

imagination 

1  2   3   4   5   6   7  

Brand Storytelling        

21. This brand has suitable outlined stories which bring happy 

feeling to you 

1  2   3   4   5   6   7  

22. This brand catches your attention with believable stories. 1  2   3   4   5   6   7  

23. This brand catches your attention with distinctive stories. 1  2   3   4   5   6   7  

24. This brand catches your attention with skeptical stories that 

encourage your curiosity. 

1  2   3   4   5   6   7  

25. This brand convinces you with stories in charismatic style. 1  2   3   4   5   6   7  

Brand Loyalty        

26. You are willing to buy products/services of this brand. 1  2   3   4   5   6   7  

27. You are willing to pay more for the products/services of this 

brand. 

1  2   3   4   5   6   7  

28. You feel satisfied with the past experience regarding the 

products/services of this brand. 

1  2   3   4   5   6   7  

29. You feel emotionally uncomfortable when switching to another 

brand with same products/services. 

1  2   3   4   5   6   7  
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30. You prefer this specific brand because you feel emotionally 

committed. 

1  2   3   4   5   6   7  

Psychological Attachment to Brand Commuinty        

31. You feel the sense of belonging to a community of this brand. 1  2   3   4   5   6   7  

32. You feel emotionally connected to this brand community. 1  2   3   4   5   6   7  

33. You have the feeling that you are socially supported  by this 

brand community. 

1  2   3   4   5   6   7  

34. Sharing brand story makes you feel you  have common  rituals 

and traditions with this brand community. 

1  2   3   4   5   6   7  

Desire to contribute to Brand’s Success        

35. You are willing to help others (in or out of the brand 

community) to use the products/services of this brand. 

1  2   3   4   5   6   7  

36. You have a desire to see the success of this brand. 1  2   3   4   5   6   7  

 

Thank you and be successful in your life! 
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APPENDIX 4.2: QUESTIONNAIRE – TAIWANESE (CHINESE) 

問卷 

您好，我們是瑞典于默奧大學的企管碩士生，目前正在做關於品牌社群 (Brand 

community)與圖騰性品牌(Iconic Brand)之研究，懇請您抽出時間協助填寫此份問卷。

本問卷採不記名方式，資料僅供學術研究，絕無外洩之虞，請您安心作答。您的寶

貴意見對本研究的意義非常重大，在此先向您致上無限感激之意。 

若您對此份問卷有任何問題，請來信聯絡 chuntsen.ou@gmail.com 

個人資料 

 

1. 性別          男     女   

 

2. 年齡  

16 ~ 25    26 ~ 35   36 ~ 45   46 ~ 55   55 以上    

                                   

3. 國籍 

 

 

 

 

請先閱讀我們對圖騰性品牌(Iconic brand) 與品牌社群(Brand community)的簡短介紹，

再回以下關問題。 

- 當消費者對品牌之崇拜與其對偶像(Idol)崇拜之情感機能相同時，該品牌可被
稱之為圖騰性品牌(Iconic Brand)。換句話說，消費者對該品牌之品牌個性
(Brand personality)與品牌故事(Brand story)具有同理心(sympathized)。  

- 當一群忠實顧客(Loyal consumer)在不同形式之平台交換產品或品牌意見時，

品牌社群(Brand community)即形成；該平台可為虛擬(Virtual)或實體、消費

者自發性組成或品牌公司發起。 

4. 根據上述定義，請問您認為下列哪一品牌之形象最接近圖騰性品牌(Iconic brand) ? 

 

 

 

 

 

5. 請問您是否使用過任何圖騰性品牌(Iconic Brand)之產品或服務?  

 

 

若題 5答案為”是”，請繼續回答下列問題。若”否”，謝謝您的參與跟協助。 

 

6. 請問您是否有參與任何圖騰性品牌(Iconic Brand)之品牌社群(Brand community)? 

 

 

若題 6答案為”是”，請繼續回答下列問題。若”否”，謝謝您的參與跟協助。 

 

                     瑞典                                 越南  

                     台灣                                 其他  

                                    Apple                            Acer                  

                                    Sony                       Lenovo                  

                                    Toshiba                            HP                 

                                    Samsung                            Dell                 

                                    是                                 否                    

                                    是                                 否                    
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II.  圖騰性品牌(Iconic brand) 與品牌社群(Brand community): 

 

請根據您對圖騰性品牌(Iconic Brand)之觀感回答下列問題之同意程度，1為非常不同
意，7為非常同意。 

 

 

 

                                               

非常不同意                                   非常同意                                               

 

您認為該品牌之品牌個性是    

7.有益且快樂的 1  2   3   4   5   6   7  

8.大膽、活潑、富有想像力且跟得上時代的 1  2   3   4   5   6   7  

9. 可靠、聰明且成功的 1  2   3   4   5   6   7  

10. 高級且迷人的 1  2   3   4   5   6   7  

11.適合戶外與剛強的 1  2   3   4   5   6   7  

12. 正面的 1  2   3   4   5   6   7  

13. 特別的 1  2   3   4   5   6   7  

14. 突出且可辨認的 1  2   3   4   5   6   7  

品牌神話_您認為        

15. 該品牌具有有趣的品牌神話 1  2   3   4   5   6   7  

16. 該品牌具激勵性質 1  2   3   4   5   6   7  

17. 該品牌提供您破除社會壓力規範之快樂 1  2   3   4   5   6   7  

18. 該品牌讓您覺得您可超越生命的極限 1  2   3   4   5   6   7  

19. 該品牌激勵您創造生命價值 1  2   3   4   5   6   7  

20. 該品牌之品牌神話激發您的想像力與創造力 1  2   3   4   5   6   7  

品牌故事_您認為        

21. 該品牌故事完整且帶給您快樂 1  2   3   4   5   6   7  

22. 該品牌故事之可信度吸引您的注意 1  2   3   4   5   6   7  

23. 該品牌故事之特殊性吸引您注意 1  2   3   4   5   6   7  

24. 該品牌故事之可疑信性引起您的好奇心與吸引您的注意 1  2   3   4   5   6   7  

25. 該品牌具吸引力的故事對您來說有說服力 1  2   3   4   5   6   7  

品牌忠誠度(Brand loyalty)        

26. 您願意購買該品牌之產品 1  2   3   4   5   6   7  

27. 您願意支付較高的價格購買該品牌之產品 1  2   3   4   5   6   7  

28. 您對該品牌產品過去之使用經驗感到滿意 1  2   3   4   5   6   7  

29. 當您選擇更換品牌時，您感到情感上的不自在 1  2   3   4   5   6   7  

30. 您偏好該品牌因為您對該品牌有情感上之忠誠 1  2   3   4   5   6   7  

品牌故事述說        

31. 您對該品牌社群具有歸屬感 1  2   3   4   5   6   7  

32. 您對該品牌社群有情感上之忠誠 1  2   3   4   5   6   7  
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33. 您覺得該品牌社群提供給您社會支持 1  2   3   4   5   6   7  

34. 共享品牌故事讓您覺得您與該品牌社群共享儀式與傳統 1  2   3   4   5   6   7  

心理依附 (Psychological attachment)        

35. 您願意幫助他人使用該品牌產品，不論該使用者是否為品牌

社群之一員 

1  2   3   4   5   6   7  

36. 您渴望看到該品牌之成功 1  2   3   4   5   6   7  

 

 

感謝您的回答與協助! 
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APPENDIX 4.3: QUESTIONNAIRE – VIETNAMESE  

BẢNG CÂU HỎI KHẢO SÁT  

Kính chào các bạn, 

Chúng tôi là sinh viên cao học ngành Quản Trị Kinh Doanh, tại Đại học Umeå, Thụy Điển. 

Chúng tôi đang thực hiện bảng khảo sát cho Luận văn tốt nghiệp về đề tài: “Mối quan hệ 

giữa thương hiệu biểu trưng (iconic brand) và cộng đồng thương hiệu (brand community)”. 

Chúng tôi kính mong các bạn dành chút thời gian để giúp chúng tôi hoàn tất bảng câu hỏi 

dưới đây. Sự giúp đỡ của các bạn có ý nghĩa rất lớn trong việc hoàn tất Luận văn của chúng 

tôi.  

II. THÔNG TIN CÁ NHÂN 

 

1.  Giới tính:         Nam     Nữ   

 

2. Độ tuổi:  

16 ~ 25    26 ~ 35   36 ~ 45   46 ~ 55  Trên 55   

                             

3.  Quốc tịch: 

 

 

 

Vui lòng đọc các định nghĩa sau, trước khi bạn trả lời cho các câu hỏi tiếp theo: 

- Khi một thương hiệu trở thành một biểu tượng (biểu tượng về văn hóa, chính trị, 

giải trí…), nó được gọi là thương hiệu biểu trưng (iconic brand). Khi ấy, khách 

hàng cảm thấy đồng cảm và có mối liên kết mạnh mẽ với các đặc tính được nhân 

cách hóa của thương hiệu, cũng như yêu thích các câu chuyện mà thương hiệu đó 

chuyển tải.  

- Cộng đồng thương hiệu (community brand) là tập hợp một nhóm các khách hàng 

trung thành với thương hiệu và trao đổi thông tin lẫn nhau dưới nhiều hình thức 

như: tham gia các diễn đàn, các câu lạc bộ được thành lập bởi chủ sở hữu của 

thương hiệu, hay bởi chính các khách hàng… Đó có thể là một cộng đồng ảo hay 

tồn tại thật sự. 

4. Trong các thương hiệu sau, bạn nghĩ thương hiệu nào có nhiều khả năng trở thành 

thương hiệu biểu trưng nhất? 

 

 

 

 

 

5. Bạn đã sử dụng sản phẩm hay dịch vụ của một thương hiệu biểu tượng nào chưa?  

 

 

Nếu có, xin vui lòng tiếp tục với câu hỏi 6. Nếu không xin cảm ơn các bạn đã tham gia. 

6. Bạn đã tham gia vào cộng đồng của thương hiệu biểu tượng nào chưa? 

 

 

                     Thụy Điển                                 Việt Nam  

                     Đài Loan                                      Khác  

                                    Apple                             Acer                  

                                    Sony                        Lenovo                  

                                    Toshiba                                HP                 

                                    Samsung                              Dell                 

                                Có                           Chưa                    

                                    Có                          Chưa                  
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Nếu có, xin vui lòng tiếp tục với các câu hỏi sau. Nếu không xin cảm ơn các bạn đã tham 

gia. 

 

II. THƯƠNG HIỆU BIỂU TRƯNG VÀ CỘNG ĐỒNG THƯƠNG HIỆU: 

Đánh giá mức độ đồng ý của bạn cho các câu hỏi dưới đây, dựa trên ấn tượng của bạn về 

một thương hiệu biểu tượng: 

 

 

                                               
Hoàn toàn không đồng ý             Hoàn toàn đồng ý                                               

 

Nếu xem thương hiệu đó có đặc tính như một con 

người: 

 

7. Bạn thấy thương hiệu đó chân thành. 1  2   3   4   5   6   7  

8. Bạn thấy thương hiệu đó sinh động. 1  2   3   4   5   6   7  

9. Bạn thấy thương hiệu đó đáng thành công. 1  2   3   4   5   6   7  

10. Bạn thấy thương hiệu đó đẳng cấp. 1  2   3   4   5   6   7  

11. Bạn thấy thương hiệu đó mạnh mẽ. 1  2   3   4   5   6   7  

12. Thương hiệu đó tạo cho bạn một cảm giác tích cực. 1  2   3   4   5   6   7  

13. Thương hiệu đó tạo cho bạn một cảm giác đặc biệt 

hơn những thương hiệu khác. 

1  2   3   4   5   6   7  

14. Thương hiệu đó được nhận diện một cách dễ dàng 

trên thị trường. 

1  2   3   4   5   6   7  

Những câu chuyện được thương hiệu chuyển tải:        

15. Thương hiệu đó chuyển tải những câu chuyện và 

triết lý hấp dẫn. 

1  2   3   4   5   6   7  

16. Thương hiệu đó tạo cho bạn cảm giác là bạn có thể 

tự làm được mọi thứ. 

1  2   3   4   5   6   7  

17. Thương hiệu đó tạo cho bạn cảm giác thoát khỏi 

các quy tắc xã hội làm cho cuộc sống bạn căng thẳng. 

1  2   3   4   5   6   7  

18. Thương hiệu đó tạo cho bạn cảm giác là bạn có thể 

vượt qua một số giới hạn trong cuộc sống. 

1  2   3   4   5   6   7  

19. Thương hiệu đó truyền cảm hứng cho bạn sáng tạo 

ra những thứ hữu dụng từ những thứ đã vứt đi. 

1  2   3   4   5   6   7  

20. Thương hiệu đó chuyển tải những câu chuyện kích 

thích sự sáng tạo và tưởng tượng của bạn. 

1  2   3   4   5   6   7  

Cách kể chuyện của thương hiệu:        

21. Kết cấu hợp lý của câu chuyện thương hiệu tạo cho 

bạn cảm giác vui tươi. 

1  2   3   4   5   6   7  

22. Thương hiệu đó gây ấn tượng cho bạn bởi những 

câu chuyện thật. 

1  2   3   4   5   6   7  

23. Thương hiệu đó gây ấn tượng cho bạn bởi những 

câu chuyện khác biệt. 

1  2   3   4   5   6   7  

24. Thương hiệu đó gây ấn tượng cho bạn với những 

câu chuyện gợi mở sự nghi ngờ và tò mò. 

1  2   3   4   5   6   7  

25. Thương hiệu đó thuyết phục bạn bởi phong cách kể 1  2   3   4   5   6   7  
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chuyện lôi cuốn, uy tín và đỉnh đạc. 

Sự trung thành với thương hiệu:        

26. Bạn sẵn lòng mua sản phẩm/dịch vụ của thương 

hiệu đó. 

1  2   3   4   5   6   7  

27. Bạn sẵn lòng chi trả nhiều hơn cho sản phẩm/dịch 

vụ của thương hiệu đó. 

1  2   3   4   5   6   7  

28. Bạn cảm thấy thỏa mãn với sản phẩm/dịch vụ của 

thương hiệu đó. 

1  2   3   4   5   6   7  

29. Bạn cảm thấy bất tiện khi chuyển sang sản 

phẩm/dịch vụ của thương hiệu khác với cùng chủng 

loại. 

1  2   3   4   5   6   7  

30. Bạn cảm thấy thích thương hiệu đó vì bạn tự 

nguyện gắn bó với nó. 

1  2   3   4   5   6   7  

Sự gắn bó về mặt cảm xúc:        

31. Bạn có cảm giác thuộc về một cộng đồng của 

thương hiệu đó. 

1  2   3   4   5   6   7  

32. Bạn cảm thấy tự nguyện gắn kết với cộng đồng 

thương hiệu đó. 

1  2   3   4   5   6   7  

33. Bạn có cảm giác được sự hỗ trợ từ cộng đồng 

thương hiệu đó. 

1  2   3   4   5   6   7  

34. Chia sẻ những câu chuyện về thương hiệu làm bạn 

có cảm giác có cùng những giá trị nền tảng với cộng 

đồng thương hiệu đó. 

1  2   3   4   5   6   7  

Mong muốn đóng góp cho cộng đồng thương hiệu:        

35. Bạn sẵn lòng giúp đỡ những người khác (trong 

hoặc ngoài cộng đồng) sử dụng những sản phẩm/dịch 

vụ của thương hiệu đó. 

1  2   3   4   5   6   7  

36. Bạn mong muốn được nhìn thấy sự thành công của 

thương hiệu đó. 

1  2   3   4   5   6   7  

 

Cảm ơn rất nhiều và chúc các bạn luôn thành công! 
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APPENDIX 5.1 
 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 
.922 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 8.816E

3 

Df 325 

Sig. .000 
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Rotated Component Matrix
a
 

 Component 

 1 2 3 4 5 

X2   .697   

X3   .774   

X4   .807   

X6   .628   

X8   .722   

X10    .609  

X11    .753  

X12    .813  

X13    .760  

X14    .580  

X15  .617    

X16  .788    

X17  .827    

X18  .746    

X19  .853    

Y1   .520  .650 

Y2     .712 

Y3   .512  .622 

Y4     .734 

Y5     .677 

Y6 .843     

Y7 .895     

Y8 .854     

Y9 .813     

Y10 .780     

Y11 .795     

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 

iterations. 
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APPENDIX 5.2 
 

Model Fit Summary 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 60 498.807 171 .000 2.917 

Saturated model 231 .000 0 
  

Independence model 21 6885.224 210 .000 32.787 

 

RMR, GFI 

Model RMR GFI AGFI PGFI 

Default model .120 .903 .901 .668 

Saturated model .000 1.000 
  

Independence model .865 .249 .174 .226 

 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .921 .903 .945 .931 .944 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

Parsimony-Adjusted Measures 

Model PRATIO PNFI PCFI 

Default model .814 .750 .769 

Saturated model .000 .000 .000 

Independence model 1.000 .000 .000 

 

NCP 

Model NCP LO 90 HI 90 

Default model 372.514 305.877 446.763 

Saturated model .000 .000 .000 

Independence model 6675.224 6407.524 6949.266 

 

FMIN 

Model FMIN F0 LO 90 HI 90 

Default model 1.121 .768 .631 .921 

Saturated model .000 .000 .000 .000 

Independence model 14.196 13.763 13.211 14.328 

 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 
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Model RMSEA LO 90 HI 90 PCLOSE 

Default model .060 .061 .073 .000 

Independence model .256 .251 .261 .000 

AIC 

Model AIC BCC BIC CAIC 

Default model 663.514 669.216 914.687 974.687 

Saturated model 462.000 483.952 1429.014 1660.014 

Independence model 6927.224 6929.219 7015.134 7036.134 

 

ECVI 

Model ECVI LO 90 HI 90 MECVI 

Default model 1.368 1.231 1.521 1.380 

Saturated model .953 .953 .953 .998 

Independence model 14.283 13.731 14.848 14.287 

 

HOELTER 

Model 
HOELTER 

.05 

HOELTER 

.01 

Default model 181 194 

Independence model 18 19 
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APPENDIX 5.3 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items N of Items 

.860 .864 4 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

X2 17.71 8.987 .720 .520 .819 

X3 17.21 11.058 .679 .474 .837 

X4 17.41 9.921 .741 .554 .808 

X6 17.64 9.354 .710 .506 .821 

 

ANOVA 

  Sum of 

Squares df Mean Square F Sig 

Between People 2024.481 485 4.174   

Within 

People 

Between Items 73.685 3 24.562 42.053 .000 

Residual 849.815 1455 .584   

Total 923.500 1458 .633   

Total 2947.981 1943 1.517   

Grand Mean = 5.83      

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.798 3 
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Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

X10 8.3210 9.175 .617 .750 

X11 8.6934 8.320 .671 .693 

X13 8.9033 8.566 .639 .728 

 

 

ANOVA 

  Sum of 

Squares df Mean Square F Sig 

Between People 2869.726 485 5.917   

Within 

People 

Between Items 84.536 2 42.268 35.321 .000 

Residual 1160.797 970 1.197   

Total 1245.333 972 1.281   

Total 4115.059 1457 2.824   

Grand Mean = 4.3196      

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.894 4 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

X16 13.7366 18.388 .747 .871 

X17 13.6975 17.626 .805 .849 

X18 14.1132 18.055 .732 .877 

X19 13.8416 17.453 .782 .858 
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ANOVA 

  Sum of 

Squares df Mean Square F Sig 

Between People 3723.208 485 7.677   

Within 

People 

Between Items 51.224 3 17.075 21.062 .000 

Residual 1179.526 1455 .811   

Total 1230.750 1458 .844   

Total 4953.958 1943 2.550   

Grand Mean = 4.6157      

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.834 4 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Y1 15.3765 14.800 .748 .757 

Y2 15.8354 14.278 .742 .756 

Y3 15.3745 16.404 .671 .795 

Y4 16.4938 13.475 .566 .829 

 

ANOVA 

  Sum of 

Squares df Mean Square F Sig 

Between People 3010.663 485 6.208   

Within 

People 

Between Items 407.969 3 135.990 132.061 .000 

Residual 1498.281 1455 1.030   

Total 1906.250 1458 1.307   

Total 4916.913 1943 2.531   

Grand Mean = 5.2567      

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.922 6 
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Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Y6 24.3580 47.360 .807 .904 

Y7 24.3416 46.679 .853 .898 

Y8 24.4835 46.881 .780 .908 

Y9 24.7778 47.699 .762 .910 

Y10 23.8848 48.873 .719 .916 

Y11 23.8025 46.382 .749 .913 

 

ANOVA 

  Sum of 

Squares df Mean Square F Sig 

Between People 5422.806 485 11.181   

Within 

People 

Between Items 332.015 5 66.403 76.359 .000 

Residual 2108.818 2425 .870   

Total 2440.833 2430 1.004   

Total 7863.639 2915 2.698   

Grand Mean = 4.8549      
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APPENDIX 5.4 
 

Regression Weights: (Group number 1 - Default model) 

   
Estimate S.E. C.R. P Label 

loyalty <--- personality .775 .072 10.832 *** 
 

EmotionalAttach <--- storytelling .190 .050 3.818 *** 
 

EmotionalAttach <--- personality .168 .064 2.633 .008 
 

loyalty <--- Myth .131 .035 3.681 *** 
 

EmotionalAttach <--- Myth .223 .057 3.922 *** 
 

loyalty <--- storytelling .047 .030 1.563 .018 
 

Quest12 <--- personality 1.000 
    

Quest10 <--- personality .851 .048 17.575 *** 
 

Quest9 <--- personality .680 .043 15.650 *** 
 

Quest8 <--- personality 1.031 .056 18.553 *** 
 

Quest19 <--- Myth 1.000 
    

Quest17 <--- Myth 1.091 .079 13.774 *** 
 

Quest25 <--- storytelling 1.000 
    

Quest24 <--- storytelling .931 .048 19.243 *** 
 

Quest23 <--- storytelling 1.019 .045 22.420 *** 
 

Quest22 <--- storytelling .935 .046 20.509 *** 
 

Quest29 <--- loyalty 1.000 
    

Quest28 <--- loyalty .835 .070 11.904 *** 
 

Quest27 <--- loyalty 1.079 .084 12.828 *** 
 

Quest26 <--- loyalty 1.082 .087 12.435 *** 
 

Quest16 <--- Myth .897 .067 13.352 *** 
 

Quest36 <--- EmotionalAttach 1.000 
    

Quest35 <--- EmotionalAttach .845 .047 17.881 *** 
 

Quest34 <--- EmotionalAttach .884 .052 17.121 *** 
 

Quest33 <--- EmotionalAttach .884 .057 15.618 *** 
 

Quest32 <--- EmotionalAttach .949 .052 18.116 *** 
 

Quest31 <--- EmotionalAttach .939 .053 17.692 *** 
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Standardized Regression Weights: (Group number 1 - Default model) 

   
Estimate 

loyalty <--- personality .771 

EmotionalAttach <--- storytelling .190 

EmotionalAttach <--- personality .132 

loyalty <--- Myth .155 

EmotionalAttach <--- Myth .209 

loyalty <--- storytelling .060 

Quest12 <--- personality .812 

Quest10 <--- personality .773 

Quest9 <--- personality .705 

Quest8 <--- personality .802 

Quest19 <--- Myth .745 

Quest17 <--- Myth .812 

Quest25 <--- storytelling .830 

Quest24 <--- storytelling .778 

Quest23 <--- storytelling .876 

Quest22 <--- storytelling .815 

Quest29 <--- loyalty .578 

Quest28 <--- loyalty .732 

Quest27 <--- loyalty .807 

Quest26 <--- loyalty .864 

Quest16 <--- Myth .704 

Quest36 <--- EmotionalAttach .795 

Quest35 <--- EmotionalAttach .741 

Quest34 <--- EmotionalAttach .761 

Quest33 <--- EmotionalAttach .743 

Quest32 <--- EmotionalAttach .850 

Quest31 <--- EmotionalAttach .833 

 

Model Fit Summary 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 56 496.525 175 .000 2.836 

Saturated model 231 .000 0 
  

Independence model 21 6885.224 210 .000 32.787 

 

RMR, GFI 

Model RMR GFI AGFI PGFI 

Default model .480 .906 .896 .741 

Saturated model .000 1.000 
  

Independence model .865 .249 .174 .226 
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Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .904 .906 .926 .903 .916 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

Parsimony-Adjusted Measures 

Model PRATIO PNFI PCFI 

Default model .833 .720 .738 

Saturated model .000 .000 .000 

Independence model 1.000 .000 .000 

 

NCP 

Model NCP LO 90 HI 90 

Default model 763.610 671.354 863.372 

Saturated model .000 .000 .000 

Independence model 6675.224 6407.524 6949.266 

 

FMIN 

Model FMIN F0 LO 90 HI 90 

Default model 1.935 1.574 1.384 1.780 

Saturated model .000 .000 .000 .000 

Independence model 14.196 13.763 13.211 14.328 

 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .075 .079 .081 .000 

Independence model .256 .251 .261 .000 

 

AIC 

Model AIC BCC BIC CAIC 

Default model 750.610 755.932 885.038 841.038 

Saturated model 462.000 483.952 1429.014 1660.014 

Independence model 6927.224 6929.219 7015.134 7036.134 

 

ECVI 

Model ECVI LO 90 HI 90 MECVI 

Default model 2.166 1.976 2.372 2.177 

Saturated model .953 .953 .953 .998 

Independence model 14.283 13.731 14.848 14.287 
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HOELTER 

Model 
HOELTER 

.05 

HOELTER 

.01 

Default model 107 115 

Independence model 18 19 
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Sweden 

Regression Weights: (Group Sweden - Default model) 

   
Estimate S.E. C.R. P Label 

EmotionalAttach <--- personality .190 .100 1.911 .056 
 

EmotionalAttach <--- storytelling .240 .122 1.972 .049 
 

loyalty <--- personality .824 .100 8.270 *** 
 

Quest12 <--- personality 1.000 
    

Quest10 <--- personality .761 .064 11.937 *** 
 

Quest9 <--- personality .532 .058 9.158 *** 
 

Quest8 <--- personality .962 .074 12.912 *** 
 

Quest25 <--- storytelling 1.000 
    

Quest24 <--- storytelling .808 .099 8.151 *** 
 

Quest23 <--- storytelling 1.220 .105 11.652 *** 
 

Quest22 <--- storytelling 1.281 .111 11.556 *** 
 

Quest29 <--- loyalty 1.000 
    

Quest28 <--- loyalty .809 .099 8.150 *** 
 

Quest27 <--- loyalty 1.193 .132 9.009 *** 
 

Quest26 <--- loyalty 1.191 .128 9.305 *** 
 

Quest36 <--- EmotionalAttach 1.000 
    

Quest35 <--- EmotionalAttach .881 .066 13.339 *** 
 

Quest34 <--- EmotionalAttach .624 .069 9.033 *** 
 

Quest33 <--- EmotionalAttach .832 .081 10.276 *** 
 

Quest32 <--- EmotionalAttach .879 .073 12.073 *** 
 

Quest31 <--- EmotionalAttach .831 .076 10.955 *** 
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Standardized Regression Weights: (Group Sweden - Default model) 

   
Estimate 

EmotionalAttach <--- personality .157 

EmotionalAttach <--- storytelling .162 

loyalty <--- personality .864 

Quest12 <--- personality .868 

Quest10 <--- personality .779 

Quest9 <--- personality .648 

Quest8 <--- personality .821 

Quest25 <--- storytelling .730 

Quest24 <--- storytelling .639 

Quest23 <--- storytelling .917 

Quest22 <--- storytelling .903 

Quest29 <--- loyalty .653 

Quest28 <--- loyalty .748 

Quest27 <--- loyalty .869 

Quest26 <--- loyalty .898 

Quest36 <--- EmotionalAttach .811 

Quest35 <--- EmotionalAttach .835 

Quest34 <--- EmotionalAttach .655 

Quest33 <--- EmotionalAttach .830 

Quest32 <--- EmotionalAttach .936 

Quest31 <--- EmotionalAttach .861 

 

Model Fit Summary 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 188 1443.36 496 .000 2.910 

Saturated model 684 .000 0 
  

Independence model 72 11833.803 612 .000 19.336 

 

RMR, GFI 

Model RMR GFI AGFI PGFI 

Default model .294 .912 .906 .623 

Saturated model .000 1.000 
  

Independence model .742 .290 .207 .260 

 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .94 .904 .912 .902 .911 

Saturated model 1.000 
 

1.000 
 

1.000 
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Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Independence model .000 .000 .000 .000 .000 

Parsimony-Adjusted Measures 

Model PRATIO PNFI PCFI 

Default model .810 .708 .738 

Saturated model .000 .000 .000 

Independence model 1.000 .000 .000 

 

NCP 

Model NCP LO 90 HI 90 

Default model 997.099 884.779 1117.016 

Saturated model .000 .000 .000 

Independence model 11221.803 10871.799 11578.199 

 

FMIN 

Model FMIN F0 LO 90 HI 90 

Default model 1.542 1.030 .914 1.154 

Saturated model .000 .000 .000 .000 

Independence model 12.225 11.593 11.231 11.961 

 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .046 .043 .048 .997 

Independence model .138 .135 .140 .000 

 

AIC 

Model AIC BCC BIC CAIC 

Default model 1869.099 1911.245 
  

Saturated model 1368.000 1521.340 
  

Independence model 11977.803 11993.944 
  

 

ECVI 

Model ECVI LO 90 HI 90 MECVI 

Default model 1.931 1.815 2.055 1.974 

Saturated model 1.413 1.413 1.413 1.572 

Independence model 12.374 12.012 12.742 12.390 

 

HOELTER 

Model 
HOELTER 

.05 

HOELTER 

.01 

Default model 359 374 

Independence model 58 60 
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Taiwan 

Regression Weights: (Group Taiwan - Default model) 

   
Estimate S.E. C.R. P Label 

EmotionalAttach <--- Myth .214 .072 2.955 .003 
 

loyalty <--- storytelling .175 .059 2.976 .003 
 

loyalty <--- personality .754 .184 4.099 *** 
 

Quest12 <--- personality 1.000 
    

Quest10 <--- personality .845 .128 6.618 *** 
 

Quest9 <--- personality .864 .123 7.009 *** 
 

Quest8 <--- personality 1.352 .173 7.811 *** 
 

Quest19 <--- Myth 1.000 
    

Quest17 <--- Myth 1.206 .198 6.087 *** 
 

Quest25 <--- storytelling 1.000 
    

Quest24 <--- storytelling .849 .121 7.003 *** 
 

Quest23 <--- storytelling .943 .110 8.545 *** 
 

Quest22 <--- storytelling 1.116 .117 9.534 *** 
 

Quest29 <--- loyalty 1.000 
    

Quest28 <--- loyalty 1.390 .274 5.069 *** 
 

Quest27 <--- loyalty 1.615 .330 4.891 *** 
 

Quest26 <--- loyalty 1.511 .327 4.628 *** 
 

Quest16 <--- Myth .636 .109 5.814 *** 
 

Quest36 <--- EmotionalAttach 1.000 
    

Quest35 <--- EmotionalAttach .759 .124 6.109 *** 
 

Quest34 <--- EmotionalAttach 1.321 .156 8.452 *** 
 

Quest33 <--- EmotionalAttach 1.302 .181 7.197 *** 
 

Quest32 <--- EmotionalAttach 1.726 .210 8.215 *** 
 

Quest31 <--- EmotionalAttach 1.395 .193 7.246 *** 
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Standardized Regression Weights: (Group Taiwan - Default model) 

   
Estimate 

EmotionalAttach <--- Myth .283 

loyalty <--- storytelling .256 

loyalty <--- personality .807 

Quest12 <--- personality .666 

Quest10 <--- personality .626 

Quest9 <--- personality .669 

Quest8 <--- personality .762 

Quest19 <--- Myth .693 

Quest17 <--- Myth .835 

Quest25 <--- storytelling .779 

Quest24 <--- storytelling .584 

Quest23 <--- storytelling .708 

Quest22 <--- storytelling .826 

Quest29 <--- loyalty .377 

Quest28 <--- loyalty .738 

Quest27 <--- loyalty .830 

Quest26 <--- loyalty .884 

Quest16 <--- Myth .549 

Quest36 <--- EmotionalAttach .627 

Quest35 <--- EmotionalAttach .461 

Quest34 <--- EmotionalAttach .774 

Quest33 <--- EmotionalAttach .681 

Quest32 <--- EmotionalAttach .958 

Quest31 <--- EmotionalAttach .798 

 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 212 1836.248 712 .000 2.579 

Saturated model 924 .000 0 
  

Independence model 84 13783.157 840 .000 16.409 

 

RMR, GFI 

Model RMR GFI AGFI PGFI 

Default model .441 .904 .895 .619 

Saturated model .000 1.000 
  

Independence model .748 .269 .196 .244 
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Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .905 .902 .906 .903 .918 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 

 

Parsimony-Adjusted Measures 

Model PRATIO PNFI PCFI 

Default model .848 .691 .727 

Saturated model .000 .000 .000 

Independence model 1.000 .000 .000 

 

NCP 

Model NCP LO 90 HI 90 

Default model 1835.977 1685.670 1993.805 

Saturated model .000 .000 .000 

Independence model 12943.157 12566.084 13326.643 

 

FMIN 

Model FMIN F0 LO 90 HI 90 

Default model 2.632 1.897 1.741 2.060 

Saturated model .000 .000 .000 .000 

Independence model 14.239 13.371 12.981 13.767 

 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .052 .049 .054 .109 

Independence model .126 .124 .128 .000 

 

AIC 

Model AIC BCC BIC CAIC 

Default model 2971.977 3028.045 
  

Saturated model 1848.000 2092.374 
  

Independence model 13951.157 13973.373 
  

 

ECVI 

Model ECVI LO 90 HI 90 MECVI 

Default model 3.070 2.915 3.233 3.128 

Saturated model 1.909 1.909 1.909 2.162 
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Model ECVI LO 90 HI 90 MECVI 

Independence model 14.412 14.023 14.809 14.435 

 

HOELTER 

Model 
HOELTER 

.05 

HOELTER 

.01 

Default model 298 308 

Independence model 67 69 

 

 

Vietnam 

Regression Weights: (Group Vietnam - Default model) 

   
Estimate S.E. C.R. P Label 

EmotionalAttach <--- Myth .216 .054 3.995 *** 
 

loyalty <--- personality .603 .130 4.635 *** 
 

loyalty <--- Myth .452 .093 4.854 *** 
 

Quest12 <--- personality 1.000 
    

Quest10 <--- personality 1.305 .161 8.107 *** 
 

Quest9 <--- personality 1.245 .150 8.311 *** 
 

Quest8 <--- personality 1.125 .132 8.544 *** 
 

Quest19 <--- Myth 1.000 
    

Quest17 <--- Myth .968 .131 7.394 *** 
 

Quest29 <--- loyalty 1.000 
    

Quest28 <--- loyalty .840 .150 5.590 *** 
 

Quest27 <--- loyalty .774 .129 6.023 *** 
 

Quest26 <--- loyalty .999 .166 6.013 *** 
 

Quest16 <--- Myth .807 .113 7.107 *** 
 

Quest36 <--- EmotionalAttach 1.000 
    

Quest35 <--- EmotionalAttach 1.739 .199 8.750 *** 
 

Quest34 <--- EmotionalAttach 1.110 .181 6.132 *** 
 

Quest33 <--- EmotionalAttach .961 .171 5.606 *** 
 

Quest32 <--- EmotionalAttach .878 .149 5.913 *** 
 

Quest31 <--- EmotionalAttach .822 .139 5.913 *** 
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Standardized Regression Weights: (Group Vietnam - Default model) 

   
Estimate 

EmotionalAttach <--- Myth .387 

loyalty <--- personality .489 

loyalty <--- Myth .597 

Quest12 <--- personality .667 

Quest10 <--- personality .866 

Quest9 <--- personality .893 

Quest8 <--- personality .756 

Quest19 <--- Myth .740 

Quest17 <--- Myth .727 

Quest29 <--- loyalty .567 

Quest28 <--- loyalty .767 

Quest27 <--- loyalty .580 

Quest26 <--- loyalty .784 

Quest16 <--- Myth .684 

Quest36 <--- EmotionalAttach .731 

Quest35 <--- EmotionalAttach 1.025 

Quest34 <--- EmotionalAttach .653 

Quest33 <--- EmotionalAttach .561 

Quest32 <--- EmotionalAttach .612 

Quest31 <--- EmotionalAttach .611 

 

Model Fit Summary 

CMIN 

Model NPAR CMIN DF P CMIN/DF 

Default model 180 1049.328 432 .000 2.429 

Saturated model 612 .000 0 
  

Independence model 68 10715.203 544 .000 19.697 

 

RMR, GFI 

Model RMR GFI AGFI PGFI 

Default model .341 .902 .905 .609 

Saturated model .000 1.000 
  

Independence model .781 .297 .209 .264 

 

Baseline Comparisons 

Model 
NFI 

Delta1 

RFI 

rho1 

IFI 

Delta2 

TLI 

rho2 
CFI 

Default model .909 .905 .906 .901 .904 

Saturated model 1.000 
 

1.000 
 

1.000 

Independence model .000 .000 .000 .000 .000 
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Parsimony-Adjusted Measures 

Model PRATIO PNFI PCFI 

Default model .794 .690 .718 

Saturated model .000 .000 .000 

Independence model 1.000 .000 .000 

 

NCP 

Model NCP LO 90 HI 90 

Default model 971.676 862.059 1088.875 

Saturated model .000 .000 .000 

Independence model 10171.203 9838.224 10510.571 

 

FMIN 

Model FMIN F0 LO 90 HI 90 

Default model 1.450 1.004 .891 1.125 

Saturated model .000 .000 .000 .000 

Independence model 11.069 10.507 10.163 10.858 

 

RMSEA 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .048 .045 .051 .851 

Independence model .139 .137 .141 .000 

 

AIC 

Model AIC BCC BIC CAIC 

Default model 1763.676 1801.675 
  

Saturated model 1224.000 1353.197 
  

Independence model 10851.203 10865.558 
  

 

ECVI 

Model ECVI LO 90 HI 90 MECVI 

Default model 1.822 1.709 1.943 1.861 

Saturated model 1.264 1.264 1.264 1.398 

Independence model 11.210 10.866 11.561 11.225 

 

HOELTER 

Model 
HOELTER 

.05 

HOELTER 

.01 

Default model 336 351 

Independence model 58 60 
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APPENDIX 5.6  

Interview A & B – Sweden 

In the Brand Personality section, only four variables (exciting, competent, sophisticated, 

and positive feeling) are left after analysis. Also, the scores are quite even. What do you 

think about this result? Table 5.3 

Interview A:  

While look at the result, it makes sense to me except for positive feeling. I was thinking 

about Apple when I answered the questionnaire. Apple is exciting, competent, and 

sophisticated for sure; sincere and rugged, definitely not; feel special than others, well, I 

don’t think about that. Apple is definitely evident and recognizable in the market. But at 

second thought, other brands are also distinctive and evident. Maybe this is why it’s 

eliminated. 

 Interview B:  

When I think about Apple, I think about its product being competent and sophisticated. 

Exciting and positive feelings are not that much, but definitely not rugged or sincere. 

Recognizable and evident, doesn’t it fit with most of the brand you put in the question? I 

think being recognizable and evident is the basic element of brand. This might be the 

reason why it’s eliminated. 

In the Brand Myths section, “This brand inspires you that you can do anything by 

yourself” gets higher scores than the other two (“ This brand provides you with a happy 

feeling of breaking stressful social norms” and “This brand inspires you to transform 

worthless stuff into valuable things”). What could be the possible explanation? Table 5.4 

Interview A: 

Even the scores are higher, but just a bit. I think I was thinking link the brand myth to the 

Apple founder, Steve Jobs. In this case, “transform worthless stuff into valuable things” is 

less obvious in comparison for me. Also, I notice that the Swedish scores are less than the 

other two countries. This is interesting. (From your point of view, what could be the 

possible reason?) Well, it could be that Swedish people are not used to express their 

feelings. It’s a culture thing; most of the people are polite, nice, and distant. But I’m not 

like that. I say what I feel.  

Interview B: 

The numbers are not that different. But I do feel inspired by Apple somehow. It produced 

the first phone with no keyboard, if I remember right. Who would think this could happen 

before Apple? About the other variables, well, yes, maybe. 

In the Brand Storytelling, four variables are left and with similar high scores. What is 

your opinion on this result? Table 5.5 

Interview A: 

Well, when thinking about Apple, its story is believable, distinctive, and charismatic; 

skeptical, not so much I think. And the story definitely doesn’t bring happy feeling to me. I 

think if the storytelling is touching as Steven Jobs speech, I will feel even more emotionally 

connected. 

Interview B: 

Well, this seems reasonable to me. I mean the Apple story works. But I wasn’t so sure 

about this idea when I first saw it. Then, I read the question again and realize. I think the 

scores are low because it’s new but out there. Some people might not think about it before.  

Table 5.6 shows that one factors of iconic brand has high scores (brand personality). 

What do you think about this? 



APPENDIX EE  
 

Interview A: 

I think it’s related to the culture thing. Swedish is more of individualism society. We 

cherish the person for who he is. For example, I like Loreen, the winner of Swedish Melody 

Festival, for who she is mainly. Of course the story about her makes things a bit more 

attractive; still, what matters is who she is and how she performs. 

Interview B:  

For me, brand myth and storytelling are new ideas. But brand personality is definitely 

obvious and easy to understand. According to your definition, if it works the same way as 

people adore icons; then the personality definitely matters. Brand myth and storytelling are 

just icing on the cake.  

Four variables of brand loyalty remains after analysis and they all have high scores. 

What could be the possible explanation? Table 5.8 

Interview A: 

These numbers are understandable to me. One must be satisfied with the past experience so 

he will be loyal to the brand and willing to buy. But how much more depends on the 

product, price, and brand. I definitely don’t feel uncomfortable. I switch to other brand 

when I want to. One brand is good at something doesn’t mean good at everything. And I 

don’t fill wrong to buy the good thing from other brand. 

Interview B:  

If I’m royal to the brand, I definitely will buy the product and willing to pay a bit more, not 

too much. If I buy the product from the same brand, that mean I like the product, or I’m 

satisfied with the past experience. Emotionally uncomfortable, not so much. I mean I could 

feel a bit weird because I’m used to the old one, but once I’m used to it, then it’s ok. 

Psychological attachment and desire to contribute to brand’s success are grouped into 

emotional attachment. All variables remain. What do you think about the result? Table 

5.9 

Interview A: 

 Look at the questions, they are all emotional related, it makes sense to me that they are all 

group together. I notice that “sharing brand story makes you feel you have common rituals 

and traditions with this brand community” has the lowest scores. I think this could be 

related to the individualism. We think more “I” than “we”. 

Interview B:  

 From the result, I think it’s reasonable. And I notice the one with highest score is the 

willing to help one. I think this is also Swedish culture; we are willing to help if asked. 

Table 5.10 shows that brand loyalty has high scores while emotional attachment has 

moderate scores. What is your opinion on this?  

Interview A: 

Take myself as an example, I have loyalty to some brands but I don’t feel guilty or 

something if I switch to other brand. I guess they both have effects on me, but only 

moderately. I still make my own decisions as I want.  

Interview B:  

From the numbers, I would say we have brand loyalty for sure. Emotional attachment, 

maybe.  

According to Figure 5.4, what do you think about the relations in between?  

Interview A:  
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I think brand personality definitely matters a lot for me, especially talking about brand 

loyalty. Maybe brand personality should also affecting emotional attachment more. Brand 

myth and storytelling are nice, but not necessary. 

Interview B: 

Wow, a complex one figure. In this figure, I think only brand personality matters to me. 

Because it is the one that most obvious when I think about brand, or iconic brand as you 

mentioned in the questionnaire.  

Seeing Figure 5.5, what do you think the result regarding your own country?  

Interview A:  

 This makes sense more, brand personality has higher scores compare to the previous one 

on the Swedish part. It’s interesting the brand myth is not in the Swedish part. (What do 

you think could be the possible reason?) Well, storytelling still exist, I believe story makes 

people want to know which should be related to emotional attachment. Brand myth, I 

would look at it like a fairytale or something similar. It’s something you hear and talk a bit 

then forget. So, it is not that influential.  

Interview B:  

For me, brand personality influence brand loyalty, yes. I have brand loyalty but not so 

much emotional attachment. Story of the brand is nice, but doesn’t really affect my 

decisions. Guess that’s why brand personality has less to do with emotional attachment. If I 

like a brand for its personality, I might feel a bit attach to it emotionally.  
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APPENDIX 5.7 

Interview C & D – Taiwan 

In the Brand Personality section, only four variables (exciting, competent, sophisticated, 

and positive feeling) are left after analysis. Also, the scores are quite even. What do you 

think about this result? Table 5.3 

Interview C:  

Since I choose Apple as iconic brand, what I cherish more is about its brand competence 

and sophistication. After all, Apple produces high-tech products; competence and 

sophistication of the products are the basic elements. I don’t feel that much about the brand 

is exciting or sincere; but when the new products coming up, I feel excited about its 

innovation. For example, waiting for the new iphone 5 is really excited. I feel surprised that 

variable “evident and recognizable” is eliminated though. In Taiwan, it is evident when 

people take about the Apple products. My friends and I, we always joke about being Mac or 

PC person. I feel happy being a Mac person. I guess this means I have positive feeling of 

this brand. At first, when less people use Apple products, I feel special. However, now 

iphone and ipad is everywhere, I don’t feel so special anymore. But still, Apple is my icon. 

I want to be successful like it in the future. 

Interview D:  

Iphone 4S is my first Apple product. I feel so happy and excited that I have iphone now. All 

my friends who have iphones are so trendy and fashion. I feel I am like them now! After 

using iphone, I think Apple as a smart phone is quite good. It’s easy to use and has many 

functions available and the programs either free or cheap in App store. In this case, I guess 

Apple fits with competent and sophisticated. When talking about evident and recognizable, 

Apple fits but I don’t think it connects to the brand personality. It should be more 

marketing thing. Personally, I feel if I use Apple, I become the same like Apple. You know, 

competent, sophisticated and positive.  

In the Brand Myths section, “This brand inspires you that you can do anything by 

yourself” gets higher scores than the other two (“ This brand provides you with a happy 

feeling of breaking stressful social norms” and “This brand inspires you to transform 

worthless stuff into valuable things”). What could be the possible explanation? Table 5.4 

Interview C: 

Ever since I know about Apple, I started to use Apple products: itouch, iphone and 

Macbook. I am really touched by Steve Jobs idea of building Apple. I think there’s no one 

like him. I once heard his speech online and I really want to be like him. He was not afraid 

of breaking rules and pushing the limits. He was not always success but he never gave up. I 

think if I have the same spirits like him, I could make everything possible, even make 

worthless things valuable. I think the “get over limits” one should be important too. I think 

I’m emotional connected to the brand myth of Apple or Steve Jobs. It also connects to the 

old stories my grandma told me when I was a kid; how hard they worked to give a good life 

to us and we should do the same when we grow up. I think that a myth should be something 

more specific than just being interesting in general. For example, a myth should encourage 

the audiences to be creative in making valuable things from wasted stuff or removing 

stresses out of their life. 

 

 

 

Interview D: 
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Like I say before, all my friends who use iphones are so trendy and fashion. I believe, since 

I use iphone now, I could be trendy and fashion like them. Guess this is the inspiration I get 

from Apple. I think this should match to get over limits in my life and inspire me to do 

things in my life. Well, not anything but something, definitely. I don’t link the brand with 

stressful social norms or transform worthless things. Also, I don’t feel that much about the 

brand myth.  

In the Brand Storytelling, four variables are left and with similar high scores. What is 

your opinion on this result? Table 5.5 

Interview C: 

When talking about the brand story, I think I refer to Steve Jobs’ story often. In this case, 

his story is quite distinctive and legendary. Also, the gossip about him makes me curious. I 

want to know more about him and the brand. His story has nothing to do with the happiness 

though. Yet, his story is definitely a good one with charismatic; this is also what makes the 

brand charming, I guess.  

Interview D: 

I don’t know so much about Apple’s story but I do pay attention to that after having iphone. 

What I can tell about the story is that the Apple always surprises people. I guess that makes 

it with special and skeptical brand story. For example, when I saw the news that Steve Jobs 

died, I thought it must be a joke. Then, what will happen with Apple? I don’t want it to die 

with Steve Jobs.  

Table 5.6 shows that two factors of iconic brand have high scores (brand personality and 

brand storytelling). What do you think about this? 

Interview C: 

I definitely feel connected with Apple because of its personality and story. About the myth, 

it is not the first thing pop up when I think of Apple. However, if think again, I do feel 

inspired by the Apple myth and story.  

Interview D:  

I think I feel more relate to the brand personality. I’m a new Apple user; I don’t know that 

much about the story or myth. But when the way of telling story is definitely attractive. The 

way Apple express the story catches my attention, I think my mood goes up and down with 

the story.  

Four variables of brand loyalty remains after analysis and they all have high scores. 

What could be the possible explanation? Table 5.8 

Interview C: 

I see myself of a loyal customer of Apple; except when I don’t have extra money, I would 

definitely pay more for Apple products. For all my Apple products, I feel satisfied when 

using them and I think Apple products are getting better and better. If financially allowed, I 

don’t think I will switch to other brand. I want to stay Mac person. I think I’m emotionally 

committed and royal to Apple. 

Interview D:  

I didn’t have Apple product before. But before I have my own iphone, I used my friends’ 

Apple products. I’m satisfied with my past experiences. I am willing to purchase Apple 

products but it depends on the price. If it’s too expensive, I don’t think I will buy it. Since 

I’m the Apple user now, I prefer to stay like this. I want to feel trendy and fashion as other 

Apple users. 
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Psychological attachment and desire to contribute to brand’s success are grouped into 

emotional attachment. All variables remain. What do you think about the result? Table 

5.9 

Interview C: 

I feel more connected when talking with people who use Apple products as well. It’s a 

feeling of sharing events in life. We have more to talk and share compare to those who 

don’t use Apple products. We somehow form a closer group who uses Apple. Besides, we 

try to convince our friends to switch to use Apple products so we could feel closer and have 

more to share. I think we feel closer because we share common rituals and traditions. We 

experience the same Apple product-line transition.  

After I convince my friends to use Apple products; I’m more than willing to help them 

about how to use the product. I even show them how to use and how well to use Apple 

products as a way to convince them to switch to Apple products.   

Of course I want to see the success of Apple. I mean, this brand is nice and has good 

products. Why not?  

Interview D:  

I still remember when I started to use iphone, I need so help at the beginning. All my 

friends who use iphone are willing to help. I would do the same too. Since I see myself as 

part of the Apple group, I hope Apple will have better and fancier products in the future.  

I join the Apple brand community after I started to use iphone. I feel belong to the Apple 

group when my friends talk about Apple products or App store. Also, I feel supported in 

the Apple group, the feeling of being part of the fashion people. Moreover, Apple users are 

willing to help when I need technical support.  

Table 5.10 shows that brand loyalty has high scores while emotional attachment has 

moderate scores. What is your opinion on this?  

Interview C: 

I am definitely loyal to Apple. I even think the brand loyalty should get higher scores. An 

experienced user like me would have loyalty to the brand. Emotional attachment should get 

higher scores too. I mean, after using Apple products, emotional attachment developed, 

either to the brand or to the group who use Apple products.  

Interview D:  

I think I have moderate loyalty to the brand but more emotional attachment to the brand 

community group. But if looking at the questions of brand loyalty, I think I am willing to 

purchase but depends on the price and product functions. I feel emotionally connected to 

the brand because of the friends that I know who use this brand.  

According to Figure 5.4, what do you think about the relations in between?  

Interview C:  

If I see the brand with brand personality, I feel I could be loyal to the brand as I am loyal to 

a person. This makes sense to me the brand personality has much higher impact on brand 

loyalty. Honestly, when thinking about brand myth and brand storytelling, I would feel 

more emotionally connected to the brand rather than thinking about the brand loyalty. 

However, I think brand loyalty is somehow similar to the emotional attachment. I would 

take brand storytelling and brand myth more like the added attraction for me to know the 

brand; yet, brand personality is the impression I have on the brand. It works like when I see 

a person, the impression decides whether I will like him or not. Afterwards, the story and 

myths will kick in. After sharing the same story or being part of the story, I feel stronger 

emotional attachment.  
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Interview D: 

Brand personality is a much more clear idea to me compares to brand myth and brand 

storytelling. No matter what, I get the idea of brand myth and storytelling after answering 

the questionnaire. I think the weak link between brand myth and storytelling to brand 

loyalty and emotional attachment could be that brand myth and storytelling are quite new 

ideas to Taiwanese people. Yet, I think brand myth I and storytelling should be linked to 

emotional attachment. It’s like when you started to read a story, you would like to know 

what will happen in the future.  

Seeing Figure 5.5, what do you think the result regarding your own country?  

Interview C:  

For me, brand personality is the thing that matters most; it decides whether I will like this 

brand or not. But good brand myths and storytelling are also attractive. Good stories make 

the brand even more intriguing and colorful; so as a special myth. Stories and myths make 

the passion toward the brand last long. For example, about iphone 4S, the rumor says that 

it’s the last project Steve Jobs worked on. Thus, iphone 4S bears the myth and story of 

Apple and its important founder. I believe the story make the brand personality more 

special and real while the myth makes me more connect to the brand. I want to know about 

the myth and being part of it.  

Interview D:  

I like Apple at first because my friends use it. After I use Apple product myself, I like it 

more because it’s nice. I guess if it’s hard to use, I won’t like it afterwards. Thus, the brand 

itself matters a lot. Besides, the myth and stories about Apple makes me want to keep 

following what is going on. After a while, it’s hard to not follow. I guess this is when I 

have emotional attachment to the brand.  
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APPENDIX 5.8 

Interview E & F – Vietnam 

In the Brand Personality section, only four variables (exciting, competent, sophisticated, 

and positive feeling) are left after analysis. Also, the scores are very high. What do you 

think about this result? (Table 5.3) 

Interviewee E:  

Wow, you know I am a crazy fan of Apple, an iconic brand. Not only me, I know many of 

my friends also are Apple’s fans. I think we all cherish Apple as a kind of icon. I am always 

waiting for new products of Apple. I am using iphone 4, but I am willing to change for 

iphone 5 if it appears in the market. Don’t think that I have much money for this change, 

but, you know, I really think Apple’s products are my friends because they reflect my 

personality as well. I would really like to be a person who is exciting, competent, and 

sophisticated, of course; so that, I choose Apple because it has these characteristics. 

Certainly, these traits of Apple bring me a positive feeling when using its products. Thus, I 

don’t surprise when Vietnamese respondents give high scores for these variables because 

younger Vietnamese are now more open-minded and they tend to show off themselves 

through the products they use.  

Interviewee F:  

Oh…., our scores are even higher than Taiwanese respondents? So surprised, but it can be 

still explainable. In my case, I am a graphical designer so that I use Macbook because it 

provides me with many exciting, competent, and sophisticated applications that support my 

work a lot. If there is a new version of Macbook, I think I will switch for this. I am not a 

person who would like to show off myself much but I really believe in products of Apple 

because they make me a positive feeling for my life and my job. I think many other 

Vietnamese are also waiting for new products of Apple because they believe this brand can 

supply them with products possessing personality that can bring good feelings and other 

benefits for their life and work.  

In the Brand Myth section, “This brand inspires you that you can do anything by 

yourself” gets higher scores than the other two (“ This brand provides you with a happy 

feeling of breaking stressful social norms” and “This brand inspires you to transform 

worthless stuff into valuable things”). What could be the possible explanation? (Table 

5.4) 
Interviewee E:  

You are mentioning about brand myth? To me, myths are also important for a brand, 

especially an iconic brand as Apple, but it may be less important than personality. I really 

like these variables of brand myth; yet, it seems to be too much American culture. But it’s 

still ok, because now we are also influenced by American culture more or less. I think 

Apple’s myths are the stories about something very familiar such as an apple – a very 

normal fruit; but it can change our life. It’s what my mom told me when I was little, apple 

makes your pretty and healthy. Steve Jobs has already brought the very normal fruit to 

every home and make our life better; so that, why we are not inspired that we can do 

anything by ourselves?  

Interviewee F:  

My design job requires creativity and ability to do something differently from the others. 

Thus, I need some inspirations that motivate my ability of creativeness. Macbook gives me 

these kinds of inspiration since it provides me with applications which support me to do 

anything I want. Sometimes, Macbook brings me a feeling that I can design something that 
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can break down the stressful social norms, the special unordinary design. Steve Jobs is my 

idol when he could make many valuable things by his creativity.  

In the Brand Storytelling, four variables are left and with similar high scores. What is 

your opinion on this result? (Table 5.5) 

Interviewee E:  

Yes, storytelling is also very important. If someone would like to convince the others by his 

myths or stories, he has to think of myths or stories that are believable, distinctive, as well 

as choose a charismatic style of storytelling. The storytelling is also good if he can make 

some curiosity in the audiences and maybe some other positive feelings too. I think Apple 

has already met these requirements of storytelling since millions of users all over the world 

believe in its stories and myths. 

Interviewee F:  

I take care of personality and myths provided by Apple rather than the way it conducts the 

storytelling. Yet, of course, storytelling is also important to make the audiences to listen to 

the myths transformed by Apple.  

Table 5.6 shows that two factors of iconic brand have high scores (brand personality and 

brand storytelling). What do you think about this? 

Interviewee E:  

As I mentioned already, brand personality and storytelling are very important in the case of 

Apple. I do not think I can find something distinct from Apple if it loses these factors.  

Interviewee F:   

Oh…brand myth is also scored highly by Vietnamese. Actually, I am a designer so that I 

take care more about applications than others from Apple. Thus, I think I prefer personality 

and myths rather than storytelling provided by Apple. Apple personality makes me feel 

more competent while Apple myths motivate me to have more creativity. 

Four variables of brand loyalty remains after analysis and they all have high scores. 

What could be the possible explanation? (Table 5.8) 

Interviewee E:  

My friends and me are crazy fan of Apple (haha); thus, there is no reason to switch to the 

other brand. I think this result reflects truly the Vietnamese’ loyalty for Apple. I am serious 

that I just spend my money for Apple’s products. It is worthy doing that since it helps me to 

express myself. 

Interviewee F:  

Now, I have strong loyalty for Apple, my job cannot lack its supports. I do not think I feel 

comfortable to change to another brand. Yah, I could pay more money for having the better 

product of Apple, but of course, just in my limit of budgeting.  

Psychological attachment and desire to contribute to brand’s success are grouped into 

emotional attachment. All variables remain. What do you think about the result? (Table 

5.9) 

Interviewee E: 

Psychological attachment and desire for contribution to community are both related to 

emotion so that they should be grouped into one factor as shown in the result. I feel that I 

emotionally attached to brand communities of Apple and have a desire to see the success of 

the brand. I join an online Apple community where I can be supported both emotionally 

and socially by the community. In the community, members are always dynamic and have 

willingness to share with the other the information related to products and services of the 

brand. They are also willing to help others to know more about the usage of the products 
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and services. I feel safe to be in the community because we are similar and people will help 

me. This emotional attachment to the brand exists as a certain result of being a fan of Apple. 

I always think of this community whenever I need information or would like to share my 

information or my feelings of the brand. 

Interviewee F:  

Yes, I think all variables are important to measure the emotional attachment of members to 

their brand community. I join a small community of designers who use Apple products for 

their work. We always support each other with the information about the new products of 

Apple. We also help each other to know how to use new applications for design work. It is 

so convenient when we can get information about the brand and the products easily. All 

relationships between us are based on emotional attachment to the community. Except for 

the help, even for designers who cherish individual more, we still want to be in the group. I 

think it’s in our collective culture that we need to be in the group. (What is the reason you 

need to be in the group?) I think for the help I can get, and well, I think I feel safe. Even I 

want to be different and special; I still don’t want people to think me as strange. Being in 

the group gives me the safety sense by know there’s people like me.  

Table 5.10 shows that both brand loyalty and emotional attachment have high scores. 

What is your opinion on this?  

Interviewee E: 

Yes, it is totally accepted. As I mentioned above, when using the products and joining the 

community of Apple, I feel emotional attached to the brand and it hold my loyalty. By the 

way, Apple continue improve their products and services better and better; therefore, I 

think there is no reason to give these factors low scores.  

Interviewee F:  

Apple provides its consumers with very wonderful products and services so that it can hold 

their loyalty for the brand. Moreover, Vietnamese tend to prefer collectivism so that when 

they join a community they may have a strong feeling of being supported. Thus, it is 

understandable that both brand loyalty and emotional attachment get the high scores. 

According to Figure 5.4, what do you think about the relations in between the factors?  

Interviewee E:  

Nice structure. I think it suitable to conclude that all of three factors (personality, myth, and 

storytelling) have positive impacts on brand loyalty and emotional attachment. Yet, for me, 

brand personality is the most important factors that have strong impacts on both brand 

loyalty and emotional attachment to Apple. As I mentioned, brand personality include most 

of things that a consumer can desire from the brand.  

Interviewee F: 

In my opinion, I appreciate the roles of both brand personality and brand myths in building 

brand loyalty and emotional attachment to the brand. Brand personality makes the brand 

distinctive with the others while brand myths attract the emotional attentions of consumers, 

so that, these two factors can have strong impacts on establishment of brand community. 

Seeing Figure 5.5, what do you think the result regarding your own country?  

Interviewee E:  

This result fits my idea when it state that brand personality has positive impact on brand 

loyalty. I am a young and dynamic Vietnamese; so that, if a brand offers me with 

distinctive personality that can help me to express myself, it will of-course hold my loyalty. 

I think, in Vietnam, myths are also necessary to obtain the brand loyalty and consumer’s 
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emotional attachment to the brand, since Vietnamese belong to an Eastern culture which is 

impacted by Chinese culture. In these Eastern cultures, myths play an important role in 

their daily life and viewpoint. 

Interviewee F:  

This result is entirely accepted in my opinion. As a Vietnamese, from my childhood, I was 

told with many myths about their ancestors, the supernatural powers, the life, or the 

hometown which make me believe that I belong to and have responsibility for the 

community around me. This is the reason why I believe brand myths can work well in 

Vietnam to hold the brand loyalty and create consumers’ emotional attachment to the brand. 

As I mentioned before, brand personality is also important for brand loyalty if the brand 

provides consumers with products and services that can make them feel more competent in 

their work.
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