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ABSTRAK 
 

Penelitian ini menguji pengaruh customer brand engagement, brand 
community engagement, social identification, dan psychological ownership terhadap 

brand evangelism pada anggota komunitas penggemar BTS ARMY di Indonesia. 
Responden penelitian ini meliputi individu yang mengidentifikasi dirinya sebagai 
seorang ARMY. Penelitian ini menggunakan pendekatan kuantitatif yang mengujikan 

sebanyak 10 hipotesis menggunakan analisis SEM (Structural Equation Modeling) dan 
software SmartPLS 3.0. Data primer pada penelitian ini diperoleh melalui penyebaran 

kuesioner yang disebar secara online melalui 33 grup online komunitas di aplikasi 
LINE, WhatsApp, dan Telegram, dan masing-masing 3 akun fanbase di Instagram dan 
Twitter dengan meraih sebanyak 316 responden. 

 
Variabel terukur customer brand engagement (5 indikator), brand community 

engagement (5 indikator), social identification (5 indikator), psychological ownership 
(5 indikator), brand evangelism (5 indikator), masing-masing variabel diukur  
menggunakan skala Likert 5 poin. Hasil dari penelitian ini menunjukkan bahwa 

customer brand engagement, social identification, dan psychological ownership 
memiliki pengaruh yang signifikan terhadap brand evangelism pada komunitas 

penggemar BTS ARMY, berbeda dengan brand community engagement yang tidak 
memiliki pengaruh signifikan terhadap brand evangelism. Hasil penelitian ini 
mengindikasikan bahwa brand community engagement tidak memiliki pengaruh 

mediasi, tidak seperti social identification dan psychological ownership yang memiliki 
pengaruh mediasi parsial pada hubungan customer brand engagement terhadap brand 
evangelism komunitas BTS ARMY. 

 
 

Kata kunci:  customer brand engagement, brand community engagement, social 
identification, psychological ownership, brand evangelism, SEM. 
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ABSTRACT 
 
 

This research examined the effect of customer brand engagement, brand community 
engagement, social identification, and psychological ownership on brand evangelism 
among members of the BTS ARMY fan community in Indonesia. Respondents of this 
study include individuals who identify themselves as an ARMY. This research used a 
quantitative approach that tests 10 hypotheses using SEM (Structural Equation 
Modeling) analysis and SmartPLS 3.0 software. The primary data in this study were 
obtained through questionnaires distributed via online on 33 online community groups 
on LINE app, WhatsApp, and Telegram applications, and 3 fanbase accounts each on 
Instagram and Twitter with a total of 316 respondents. 
 
Customer brand engagement (5 indicators), brand community engagement (5 
indicators), social identification (5 indicators), psychological ownership (5 
indicators), brand evangelism (5 indicators), each variable is measured using a 5-point 
Likert scale. The results of this study indicates that customer brand engagement, social 
identification, psychological ownership have a significant influence on the brand 
evangelism of community of BTS ARMY, in contrast to brand community engagement, 
which does not have a significant influence on brand evangelism. The results of this 
study indicate that brand community engagement does not have a mediation effect 
towards the relationship between customer brand engagement and brand evangelism, 
unlike social identification and psychological ownership that partially mediate the 
relationship between customer brand engagement and brand evangelism on the 
community of BTS ARMY.  
 
 

 
 
Keywords: customer brand engagement, brand community engagement, social 
identification, psychological ownership, brand evangelism, SEM.
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