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INTISARI

Penelitian ini bertujuan untuk mengkaji pengaruh brand relationship
quality, brand community identification, community engagement, dan normative
community pressure pada anggota komunitas klub-klub otomotif di Yogyakarta.
Penelitian ini mengadopsi variabel dan instrumen penelitian yang dilakukan oleh
Rene A., Utpal M.D,, dan Andreas H. tentang pengaruh sosial brand community
pada komunitas klub-klub mobil di Eropa pada tahun 2005. Pengumpulan data
dilakukan dengan menyebarkan kuesioner kepada klub-klub sepeda motor di
Yogyakarta. Responden yang berhasil dijaring sejumlah 200 orang yang terdiri
dari sepuluh klub sepeda motor.

Indikator-indikator mengenai konstruk brand relationship quality, brand
relationship identification, normative community pressure, dan community
engagement dianalisis dengan menggunakan reliability, hasilnya menunjukkan
bahwa indikator-indikator konstruk tersebut bekerja reliabel. Hasil analisis SEM
dengan AMOS 4.0 menunjukkan bahwa brand community identification
dipengaruhi secara positif oleh brand relationship quality, community engagement
dipengaruhi secara positif oleh brand community identification, normative
community pressure dipengaruhi secara positif oleh brand community
identification dan normative community pressure dipengaruhi secara positif oleh
community engagement .

Kata-kata kunci : brand community, komunitas otomotif, Stuctural Equation
Model (SEM).




ABSTRACT

This research aims are studying the influence of brand relationship quality,
brand community identification, community engagement, and normative
community pressure of members of automotive community clubs in Yogyakarta.
This Research adopted the variable and research instrument conducted by Rene
A., Utpal M.D., and Andreas H. about social influences of brand community of
automotive car clubs community in Europe in the year 2005. Data collecting
conducted by propagating questionaire to motorcycle clubs in Yogyakarta. The
sum of respondent are 200 which consisted of ten motorcycle clubs .

Indicator of concerning construct brand relationship quality, brand
relationship identification, normative community pressure, and community
engagement analysed by using reliability, its result indicate that the the indicator
construct work reliable. Result of analysis SEM by AMOS 4.0 indicating that
brand community identification influenced positively by brand relationship
quality, community engagement influenced positively by brand community
identification, normative community pressure influenced positively by brand
community identification, and normative community pressure influenced
positively by community engagement.

Keywords: brand community, automotive community, Stuctural Equation
Model (SEM).
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