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RINGKASAN

Lindiawati, Program Studi Doktor [lmu Manajemen, Fakultas Ekonomi dan Bisnis Universitas
Airlangga, Oktober 2022, Pengembangan Brand Community Engagement pada
Komunitas Wirausaha Muda Mandiri melalui Peran Inter-Member Relationship

Quality.
Promotor : Dr. Dra.Ec. Indrianawati Usman, M.Sc.
Ko-Promotor : Prof. Dr. Sri Wahyuni Astuti, S.E., M.Sc.

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas hubungan konsumen
yang terjalin dalam komunitas merek, baik secara formal (secara fungsional/ fask-
based) maupun secara informal (dari sisi emosi individu anggota/ non-task-based),
serta tekanan-tekanan yang sifatnya normatif dalam rangka membangun ikatan
(engagement) jangka panjang yang bernilai bagi anggota komunitas maupun
komunitas.

Komunitas merek (brand community) banyak dibangun oleh merek-merek baik
produk barang maupun jasa untuk membangun ikatan hubungan dengan konsumen
(brand community engagement). Ikatan ini bagi anggota komunitas merek mendorong
konsumen memberikan peran yang lebih dari sekedar loyal kepada merek; sedangkan
bagi perusahaan dapat menjadi sumber keunggulan bersaing dan mendukung
keberlanjutan bisnis.

Penelitian ini meneliti komunitas Wirausaha Muda Mandiri (WMM) yaitu komunitas
yang beranggotakan wirausahawan muda yang memiliki minat yang sama untuk
mengikuti Program Wirausaha Muda Mandiri yang berupa kompetisi bisnis bagi
wirusahawan muda. Berkembangnya jumlah anggota komunitas memunculkan
heterogenitas anggota yang ke depannya dapat mengurangi keterikatan mereka dengan
komunitas WMM. Merujuk penelitian (Algesheimer et al., 2005), keterikatan
konsumen pada komunitas merek dapat terbangun apabila konsumen sebagai anggota
komunitas merek memiliki identifikasi yang kuat pada komunitas, sedangkan
kekuatan identifikasi ini dipengaruhi oleh kualitas hubungan konsumen dengan merek.
Keterikatan anggota dengan komunitas merek ini merupakan hubungan formal (secara
fungsional/ task-based) yang menjelaskan bahwa mereka bersedia untuk saling
berbagi informasi dan pengalaman dengan sesama anggota dalam konteks untuk
memajukan komunitas. Namun, hubungan yang berbasis task-based ini dinilai tidak
cukup untuk mendukung terbangunnnya brand community engagament. Hubungan
antar anggota yang sifatnya informal (non-task-based) juga diperlukan karena
hubungan ini membuat anggota merasa nyaman berada dalam komunitas sehingga
dapat mendukung terbangunnya brand community engagament. Selain itu tekanan
yang mungkin timbul akibat heterogenitas dalam komunitas juga dinilai penting untuk
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dikaji karena dapat mempengaruhi terbangunnya keeratan hubungan antara konsumen
dengan komunitas merek.

Model penelitian ini memasukkan variabel baru yaitu inter-member relationship
quality yang merepresentasi hubungan informal antar anggota dalam komunitas merek
dan variabel normative community pressure yang merepresentasi potensi tekanan pada
anggota karena andanya aturan, kebiasaan dan nilai dalam komunitas merek.
Mengingat model penelitian ini masih belum kuat, sehingga data penelitian diuji
dengan menggunakan Structural Equation Modelling dengan WarpPLS (SEM-
WarpPLS) yang bisa mengakomodir pengujian variabel baru.

Hasil penelitian ini menjelaskan bahwa kualitas hubungan konsumen dengan merek
(brand relationship quality/ brq) mempengaruhi kekuatan identifikasi konsumen pada
komunitas merek (brand community identification/ bei) dan hubungan informal antar
anggota dalam komunitas (infer-member relationship quality). Selanjutnya kedua
variabel ini mempengaruhi terbangunnya keeratan hubungan anggota dengan
komunitas merek (brand community engagament). Terdapat hal yang menarik dari
hasil penelitian ini yang terkait dengan aspek tekanan individu dalam komunitas yaitu:
pertama, hubungan informal antar anggota dalam komunitas (inter-member
relationship quality) justru menimbulkan tekanan pada individu. Hal ini
dimungkinkan karena aturan WMM menyebabkan heterogenitas dalam komunitas
WMM bersifat komparatif sehingga keakraban antar anggota justru menyebabkan
antar anggota saling mengetahui kinerja yang dikomparasikan dan ini menimbulkan
tekanan bagi anggota. Hal ini didukung oleh fakta dalam komunitas yaitu adanya
anggota yang mendapatkan kesempatan lebih dibanding dengan anggota lain yang
bisnisnya belum dinilai layak untuk diekspos. Kedua, tekanan individu dalam
komunitas bukan merupakan faktor yang mempengaruhi terbangunnya keeratan
hubungan anggota dengan komunitas merek (brand community engagament).

Implikasi dari hasil penelitian ini adalah sebagai berikut: 1) secara teoritis, hubungan
informal antar anggota (inter-member relationship quality/ imrq) secara signifikan
positif mempengaruhi keeratan hubungan formal anggota komunitas (brand
community engagement). Variabel inter-member relationship quality (imrq) telah
memberi kontribusi bagi pengembangan ilmu pemasaran khususnya relationship
marketing sebagai variabel antecedent bagi variabel brand community engagement;
2) Kontribusi bagi Social Identity Theory adalah bahwa suatu komunitas, dengan
klasifikasi komparatif yang dominan akan mengkondisikan anggota pada keadaan
tertekan, meskipun terjalin keakraban antar anggota.

Implikasi secara manajerial yaitu: 1) agar terbangun brand community engagement
harus memperhatikan hubungan informal antar anggota komunitas (inter-member
relationship quality) yang harus dikemas dalam strategi pemasaran perusahaan. Hal
ini berarti bahwa agar terjadi keeratan hubungan antara anggota dengan komunitas
merek, perlu dibangun aspek-aspek yang dikemas secara informal sehingga membuat
anggota komunitas merasa nyaman dan akhirnya dapat secara efektif terjadi kontribusi
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anggota kepada komunitas merek; 2) Klasifikasi anggota secara komparatif dalam
komunitas merek tidak bisa dihindari, karenanya yang perlu disikapi adalah teknik
mengelola klasifikasi tersebut antara lain dengan equal treatment atau pengkondisian
anggota dalam kluster bisnis.

Kata Kunci: Brand community engagement, brand community identification, brand
relationship quality, inter-member relationship quality, normative community pressure
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SUMMARY

Lindiawati, Doctoral Program in Management Science, Faculty of Economics and
Business Universitas Airlangga, October 2022, The Development of Brand
Community Engagement of A Young Entrepreneur Community “Wirausaha Muda
Mandiri” through the Role of Inter-Member Relationship Quality.

Promotor : Dr. Dra.Ec. Indrianawati Usman, M.Sc.
Co-Promotor : Prof. Dr. Sri Wahyuni Astuti, S.E., M.Sc.

This study aims at analyzing the effect of the quality of consumer relationships that
exist within the brand community, both formally (functionally/task-based) and
informally (emotional/non-task-based), as well as normative pressures, in order to
build long-term, valuable engagements for community members and the community.

Many brand communities are built by brands, both goods and services to build a
relationship with consumers (brand community engagement) where this bond for
members of the brand community encourages consumers to play a role that is more
than just loyal to the brand; while for companies it can be a source of competitive
advantage and support business sustainability.

This study examines the Young Entrepreneur Community called Wirausaha Muda
Mandiri community (WMM community, for short) which is a community consisting
of young entrepreneurs who have the same interest to participate in WMM Program
which is a business competition. The growing number of community members creates
heterogeneity of members which in the future may reduce their engagement to WMM
community. Referring to research model of Algesheimer ef al. (2005), consumer
engagement to the brand community can be built if consumers as members of the brand
community have a strong identification with the community, while the strength of this
identification is influenced by the quality of the consumer's relationship with the
brand. Member engagement with the brand community is a formal relationship
(functionally/task-based) where they are willing to share information and experiences
with fellow members in the context of advancing the community. However, this task-
based relationship is considered insufficient to support the establishment of the brand
community engagement. Informal (non-task-based) relationships between members
are also needed because this relationship makes members feel comfortable in being in
the community so that they can support the establishment of brand community
engagement. In addition, the pressure that may arise due to heterogeneity in the
community is also considered important to study because it can affect the building of
the engagement of consumers to the brand community.

This research model includes new variables, namely inter-member relationship quality
which represents informal relationships between members in the brand community
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and normative community pressure variable which represent potential pressure on
members because of the rules, habits and values in the brand community. Considering
that this research model is not established yet, so the research data was tested using
Structural Equation Modeling with WarpPLS (SEM-WarpPLS) which can
accommodate the testing of new variables.

The results of this study explains that the quality of consumer relationships with brands
(brand relationship quality) affects the strength of consumer identification in the brand
community (brand community identification) and informal relationships between
members in the community (inter-member relationship quality). Furthermore, these
two variables affect the establishment of brand community engagement/bce. There are
interesting results of this study related to aspects of individual pressure in the
community: 1) inter-member relationship quality surprisingly causes pressure on
individuals. This is due to the WMM rules leading to comparative heterogeneities
among the community members so that the closeness leads to knowing each other's
performance which leads pressure.This is supported by the fact that in the community
there are members who get more opportunities than others whose businesses have not
been judged worthy to be exposed. Second, individual pressure in the community is
not a factor that affects the building of brand community engagement.

The implications of the results of this study are as follows: 1) theoretically, the
informal relationship between members (inter-member relationship quality/ imrq)
significantly and positively affects the building of brand community engagement.
Inter-member relationship quality (imrq) has contributed to the development of
marketing science, especially relationship marketing as an antecedent variable of the
brand community engagement;

While the managerial implications are: 1) to build brand community engagement, it is
necessary to pay attention to the informal relationships between community members
(inter-member relationship quality) which must be designed into marketing strategies.
This means that in order to have a customer engagement, it is necessary to build
aspects that are designed informally so as to make community members feel
comfortable and ultimately can effectively contribute to the brand community; 2)
comparative classification of members in the brand community cannot be avoided,
therefore what needs to be addressed is the technique of managing the classification
for example by equal treatment or conditioning members in business clusters.

Keywords: Brand community engagement, brand community identification, brand comunity
relationship quality, inter-memer relationship community, normative community pressure
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