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ABSTRAK

Pesatnya perkembangan ekonomi menyebabkan tumbuhnya industri
otomotif di Indonesia. Akibatnya banyak komunitas kendaraan bermotor dengan
merek yang seragam hingga beragam. Salah satu komunitas kendaraan bermotor
tersebut adalah BMW Car Club Indonesia. Sejak berdirinya BMW Car Club
Indonesia, kerap menghadapi masalah, seperti kurangnya dukungan dari pihak PT.
BMW Indonesia yang menyebabkan kurang lancarnya acara yang
diselenggarakan komunitas tersebut. Kurangnya hubungan antara komunitas
dengan merek serta hubungan antar anggota di dalam komunitas dapat berdampak
pada loyalitas anggota komunitas terhadap merek.

Tujuan dari penelitian ini adalah untuk mengetahui apakah Community
Identification para anggota komunitas dapat mempengaruhi Brand Affect, Brand
Trust, dan Attitudinal Loyalty yang kemudian menghasilkan Social Promotion,
dan Physical Promotion. Model teoritis dalam penelitian ini disampaikan dengan
7 hipotesis yang akan diuji menggunakan Structural Equation Model. Sampel
penelitian ini berjumlah 120 responden, baik laki-laki maupun perempuan yang
berusia 17-60 tahun memiliki mobil BMW di atas tahun 2000, dan merupakan
anggota BMW Car Club Indonesia yang aktif mengikuti kegiatan komunitas
selama 6 bulan terakhir.

Hasil analisis menunjukkan bahwa Community Identification berpengaruh
positif terhadap Brand Affect dan Brand Trust, sedangkan Community
Identification tidak berpengaruh secara langsung terhadap Attitudinal Loyalty,
namun harus melalui Brand Affect dan Brand Trust yang mempengaruhi
Attitudinal Loyalty Kemudian menghasilkan pengaruh positif terhadap Social

Promotion dan Physical Promotion

Kata Kunci: Community ldentification, Brand Affect, Brand Trust, Attitudinal

Loyalty, Social Promotion, Physical Promotion
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ABSTRACT

The rapid growth of economy lead the growth of automotive industry in
Indonesia. The impact of the growth produced many communities from same
brand or various brand of cars was created. One of them is BMW Car Club
Indonesia. Since the BMW Car Club Indonesia was created, the communities deal
with many problems. One of them is the lack of support from PT. BMW
Indonesia that causing many difficulties in developing events of the community
itself. The lack of relationship between community with the brand and the
relationship among members can causing the loyalty between the consumers to
the brand.

The purpose of this research is to determine if community identification
among the members of community can affect the brand affect, brand trust, and
resulting both social and physical promotion among brand community members.
The teoritical model of this research is presented with 7 hypotheses that has been
tested using structural equation model. The sample of this research is 120 male or
female from 17 to 60 years old, owning a BMW from the years of 2000 and has
joined and actively participated in the community for 6 months or more.

The results of the analysis indicates that community identification are
positively correlate to brand affect and brand trust. But the community
identification didn’t correlate directly with attitudinal loyalty, but must be
positively affected through brand affect and brand trust. The attitudinal loyalty

then resulting positive relationship with social promotion and physical promotion.

Keywords: Community Identification, Brand Affect, Brand Trust, Attitudinal

Loyalty, Social Promotion, Physical Promotion
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