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ABSTRAK 

Penelitian akan melibatkan pengujian terhadap interaksi di dalam komunitas 

merek yang dipengaruhi oleh motivasi, peluang, dan kemampuan kepada 

pembentukan komitmen komunitas merek dan loyalitas merek secara keseluruhan. 

Penelitian juga akan melihat pengaruh perilaku trolling terhadap anggota 

komunitas yang terdampak. Objek penelitian yang digunakan adalah komunitas 

Steam. Penelitian akan menggunakan pendekatan kuantitatif metode survei, yang 

dimana pengujian hipotesis dibantu oleh aplikasi PLS. Data yang digunakan untuk 

penelitian didapatkan melalui kuisioner yang telah disebar melalui platform Steam 

dan Instagram. Setelah proses persebaran kuisioner selama 1 bulan (1 Februari – 1 

Maret), didapatkan total 250 responden. 

 

Hasil penelitian menunjukkan bahwa motivasi individu, motivasi sosial, dan 

kemampuan memiliki pengaruh signifikan terhadap interaksi di dalam komunitas 

merek. Interaksi di dalam komunitas merek juga memiliki pengaruh signifikan 

terhadap pembentukan komitmen komunitas merek dan loyalitas merek secara 

keseluruhan. 

 

Kata Kunci : online brand communities, MOA Theory, brand community 

engagement, trolling behavior, brand community commitment, brand loyalty. 
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ABSTRACT 

 

This research will include examining of brand community engagement that is 

influenced by motivation, opportunity, and ability toward brand community 

commitment and brand loyalty. This research will also examined the effects of 

trolling behavior on community members. Steam Community is being used as this 

research object. Quantitative approach especially survey method is used as 

research approach, where as hypotheses examining will be tested using PLS. The 

data that is being used for this research was obtained by distributing research 

questionnaire via Steam platform and Instagram. After a month of questionnaire 

distributing (February 1 – March 1), a total of 250 respondents was gained. 

 

The results of this research shows that individual motivations, social motivations, 

and ability had a positive and significant impacts on brand community 

engagement. Brand community engagement also had a significant effect on brand 

community commitment and brand loyalty.  

 

Keywords : online brand communities, MOA Theory, brand community 

engagement, trolling behavior, brand community commitment, brand loyalty 
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