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ABSTRAK 

Penelitian ini menguji pembentukan loyalitas merek oposisi pada komunitas shopee 

affiliate melalui karakteristik interaksi komunitas menggunakan efek moderasi 

keterlibatan komunitas merek. Responden penelitian ini meliputi individu yang 

tergabung dalam program Shopee Affiliate dan tergabung di dalam komunitas 

Shopee Affiliate. Penelitian ini menggunakan pendekatan kuantitatif yang 

mengujikan sebanyak 5 hipotesis menggunakan analisis SEM (Structural Equation 

Modeling) dan software SMARTPLS 3.0. Data primer pada penelitian ini diperoleh 

dengan melakukan penyebaran kuisioner online melalui grup Facebook dan 

Telegram komunitas Shopee Affiliate dengan meraih total 251 data responden. 

Hasil dari penelitian ini menunjukan bahwa product information sharing dan 

community interactivity memiliki pengaruh yang signifikan terhadap perceived 

benefits.  Perceived benefits juga memiliki pengaruh yang signifikan terhadap 

brand community commitment. Brand community commitment memiliki pengaruh 

yang signifikan terhadap oppositional brand loyalty. Brand community engagement 

tidak memiliki pengaruh moderasi yang signifikan antara brand community 

commitment dan oppositional brand loyalty. 

 

 

Kata kunci: product information sharing, community interactivity, perceived 

benefits, brand community commitment, oppositional brand loyalty, brand 

community engagement, SEM. 
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ABSTRACT 

 

This study examines the formation of oppositional brand loyalty in the Shopee 

Affiliate community through the characteristics of community interactions using the 

moderating effect of brand community engagement. The respondents of this 

research include individuals who are members of the Shopee Affiliate program and 

are members of the Shopee Affiliate community. This study uses a quantitative 

approach that tests 5 hypotheses using analysis (SEM (Structural Equation 

Modeling) and SMARTPLS 3.0 software. Primary data in this study was obtained 

by distributing online questionnaires through the Facebook and Telegram groups 

of the Shopee Affiliate community by obtaining a total of 251 respondent data. The 

results of this study indicate that product information sharing and community 

interactivity have a significant effect on perceived benefits. Perceived benefits also 

have a significant influence on brand community commitment. Brand community 

commitment has a significant influence on oppositional brand loyalty. significant 

moderating effect between brand community commitment and oppositional brand 

loyalty. 

 

 

Keywords: product information sharing, community interactivity, perceived 

benefits, brand community commitment, oppositional brand loyalty, brand 

community engagement, SEM. 
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