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ABSTRAK 

  

Tujuan – Penelitian ini bertujuan untuk menguji hubungan antara brand community 

trust, brand community affect, brand community commitment, repurchase intention, 

dan positive e-word of mouth pada merek Bluesville dalam sub-forum local brand di 

darahkubiru.com 

Desain/metodologi/pendekatan – Sebuah kuesioner digunakan untuk 

mengumpulkan data dari 160 orang anggota darahkubiru.com. Sebuah model 

persamaan struktural (Structural Equation Model / SEM) di estimasikan 

menggunakan program AMOS 19.0 

Temuan – Brand community affect konsumen darahkubiru berpengaruh positif 

terhadap brand community commitment. Brand community commitment berpengaruh 

positif terhadap repurchase intention dan positive e-word of mouth, sedangkan brand 

community trust berpengaruh negatif terhadap brand community commitment. 

Keterbatasan penelitian/implikasi – Penelitian ini terbatas pada forum 

darahkubiru.com dan terbatas pada salah satu merek pakaian tanah air yaitu 

Bluesville. 

 

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

Commitment, Repurchase Intention, dan Positive E-Word of Mouth, Bluesville 
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ABSTRACT 

 

Purpose – This study sets out to examine the relationships among brand community 

trust, brand community affect, brand community commitment, repurchase intention 

and positive e-word of mouth of Bluesville in the sub-forum local brand on 

darahkubiru.com 

Design/methodology/approach – A questionnaire was used to collect data from 180 

members of darahkubiru forum. A structural equation model was estimated using 

AMOS 19.0 

Findings – Darahkubiru consumers’ brand community trust positively related to 

brand community commitment. Brand community commitment related to repurchase 

intention and positive e-word of mouth, whereas brand community trust negatively 

related to brand community commitment.  

Research limitations/implications – This study was limited to darahkubiru forum 

members, and to one of Indonesia’s apparel brand called Bluesville 

 

Keywords : Brand Community Trust, Brand Community Affect, Brand Community 

Commitment, Repurchase Intention, dan Positive E-Word of Mouth, Bluesville 
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