UNIVERSITAS
GADJAH MADA

PENGARUH KOMUNITAS MEREK BERBASIS SOSIAL MEDIA PADA EKUITAS MEREK BERBASIS
KONSUMEN
YOPI ISKANDAR NURULLOH, Bayu Sutikno, S.E., M.S.M., P.hD

Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

REFERENSI

Aaker, D. A. (1991). Managing brand equity: capitalizing on the value of a brand name. New
York: Free Press.

Aaker, D. A. (1996). Measuring Brand Equity Across Products and Markets. California
Management Review, 38(3), 102—120. https://doi.org/10.2307/41165845

ALBERT M. MUNIZ, JR.T.C. 0. (2001). Brand Community. Journal of Consumer Research, Inc.,
4(1), 44. https://doi.org/10.1080/00987913.1978.10763048

Aji, A., Fauzi, A., & Fanani, D. (2015). (Survei Pada Anggota Komunitas Motor Honda Tiger
Neo _ Gat’s Malang). Jurnal Administrasi Bisnis, 29(1), 104-111.

Algesheimer, R., Dholakia, U. M., dan Herrmann, A. (2005). The social influence of brand
community: Evidence from European car clubs. Journal of Marketing, 69(3), 19-34.
https://doi.org/10.1509/jmkg.69.3.19.66363

Anderson, E., & Weitz, B. (1992). The Use of Pledges to Build and Sustain Commitment in
Distribution Channels. In Source: Journal of Marketing Research (Vol. 29, Issue 1).

Barreda, A. A., Bilgihan, A., Nusair, K., dan Okumus, F. (2015). Generating brand awareness
in Online Social Networks. Computersin Human Behavior, 50, 600—609.
https://doi.org/10.1016/j.chb.2015.03.023

Bender, T. (1978). Community and Social Change in America. New Brunswick, NJ: Rutgers
University Press.

Brogi, S., Calabrese, A., Campisi, D., Capece, G., Costa, R., & diPillo, F. (2013). The effects of
online brand communities on brand equity in the luxury fashion industry. International
Journal of Engineering Business Management, 5(SPL.ISSUE), 1-9.
https://doi.org/10.5772/56854

Casalg, L. v., Flavian, C., dan Guinaliu, M. (2010). Relationship quality, community promotion
and brand loyalty in virtual communities: Evidence from free software communities.
International Journal of Information Management, 30(4), 357-367.
https://doi.org/10.1016/].ijinfomgt.2010.01.004

Chahal, H., & Rani, A. (2017). How trust moderates social media engagement and brand
equity. Journal of Research in Interactive Marketing, 11(3), 312—-335.
https://doi.org/10.1108/JRIM-10-2016-0104

Chu, S. C., & Kim, Y. (2011). Determinants of consumer engagement in electronic Word-Of-
Mouth (eWOM) in social networking sites. International Journal of Advertising, 30(1).
https://doi.org/10.2501/1JA-30-1-047-075

Clark, M., Black, H. G., danJudson, K. (2017). Brand community integration and satisfaction
with social media sites: a comparative study. Journal of Research in Interactive
Marketing, 11(1), 39-55. https://doi.org/10.1108/JRIM-07-2015-0047

Cui, A. S., dan Wu, F. (2016). Utilizing customer knowledge in innovation: antecedents and
impact of customer involvement on new product performance. Journal of the Academy
of Marketing Science, 44(4), 516-538. https://doi.org/10.1007/s11747-015-0433-x

81



PENGARUH KOMUNITAS MEREK BERBASIS SOSIAL MEDIA PADA EKUITAS MEREK BERBASIS
KONSUMEN
YOPI ISKANDAR NURULLOH, Bayu Sutikno, S.E., M.S.M., P.hD

Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH Nﬁ\gﬂa, H., Ailawadi, K. L., danvan Heerde, H. J. (2017). How well does consumer-based brand
equity align with sales-based brand equity and marketing-mix response? Journal of
Marketing, 81(3), 1-20. https://doi.org/10.1509/jm.15.0340

Deliusno. (2014). Gabung Komunitas Oppo, Indonesia Community, Android Bisa Cepat
Sembuh, Kompas.com, Available at:
https://tekno.kompas.com/read/2014/12/15/17180007/Gabung.Komunitas.Oppo.And
roid.Bisa.Cepat.Sembuh?page=all, accessed on May 31, 2021.

Farquhar, P.H. (1989), “Managing brand equity”, Marketing Research, Vol. 1 No. 3, pp. 24-
33.

Fink, A. (2003) The Survey Kit, 2nd ed. Thousand Oaks, CA: Sage

Godey, B., Manthiou, A., Pederzoli, D., Rokka, J., Aiello, G., Donvito, R., danSingh, R. (2016).
Social media marketing efforts of luxury brands: Influence on brand equity and
consumer behavior. Journal of Business Research, 69(12), 5833-5841.
https://doi.org/10.1016/j.jbusres.2016.04.181

Gusfield, J. R. (1978). Community: a critical response. New York: Harper & Row

Habibi, M. R., Laroche, M., dan Richard, M. O. (2014). Theroles of brand community and
community engagement in building brand trust on social media. Computers in Human
Behavior, 37,152-161. https://doi.org/10.1016/j.chb.2014.04.016

Habibi, M. R., Laroche, M., danRichard, M. O. (2016). Testing an extended model of
consumer behavior in the context of social media-based brand communities.
Computers in Human Behavior, 62,292-302.
https://doi.org/10.1016/j.chb.2016.03.079

Hassan, M., dan Casald Arifio, L. v. (2016). Consumer devotion to a different height: How
consumers are defending the brand within Facebook brand communities. Internet
Research, 26(4), 963—981. https://doi.org/10.1108/IntR-03-2015-0090

Hidayanti, I., Herman, L. E., dan Farida, N. (2018). Engaging Customers through Social Media
to Improve Industrial Product Development: The Role of Customer Co-Creation Value.
Journal of Relationship Marketing, 17(1), 17-28.
https://doi.org/10.1080/15332667.2018.1440137

Hoang, H.T., Wang, F., Ngo, Q. van, dan Chen, M. (2019). Brand equity in social media-based
brand community. Marketing Intelligence and Planning, 38(3), 325-339.
https://doi.org/10.1108/MIP-01-2019-0051

Holt, D. B. (1997). Poststructuralist Lifestyle Analysis: Conceptualizing the Social Patterning
of Consumption in. In Source: Journal of Consumer Research (Vol. 23, Issue 4).

Hook, M., Baxter, S., dan Kulczynski, A. (2018). Antecedents and consequences of
participationin brand communities: A literature review. Journal of Brand Management,
25(4), 277-292. https://doi.org/10.1057/s41262-017-0079-8

Hur, W. M., Ahn, K. H., dan Kim, M. (2011). Building brand loyalty through managing brand
community commitment. Management Decision, 49(7), 1194-1213.
https://doi.org/10.1108/00251741111151217

82



PENGARUH KOMUNITAS MEREK BERBASIS SOSIAL MEDIA PADA EKUITAS MEREK BERBASIS
KONSUMEN
YOPI ISKANDAR NURULLOH, Bayu Sutikno, S.E., M.S.M., P.hD

Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH ]\%I%\, N. K., Kamboj, S., Kumar, V., dan Rahman, Z. (2018a). Examining consumer-brand
relationships on social media platforms. Marketing Intelligence and Planning, 36(1),

63—78. https://doi.org/10.1108/MIP-05-2017-0088

Jamali, M., & Khan, R. (2018). the Impact of Consumer Interaction on Social Media on Brand
Awareness and Purchase Intention! Case Study of Samsung. InJournal of Marketing
and Logistics (Issue August 2018). http://jml.kasbit.edu.pk/Current Issue/Page 114 -

129.pdf

Jang, H., Olfman, L., Ko, I., Koh, J., & Kim, K. (2008). The influence of on-line brand
community characteristics on community commitment and brand loyalty. International
Journal of Electronic Commerce, 12(3), 57-80. https://doi.org/10.2753/JEC1086-
4415120304

Jayasimha, K. R., Chaudhary, H., dan Chauhan, A. (2017). Investigating consumer advocacy,
community usefulness, and brand avoidance. Marketing Intelligence and Planning,
35(4), 488-509. https://doi.org/10.1108/MIP-09-2016-0175

Jiao, Y., Ertz, M., Jo, M. S., dan Sarigollu, E. (2018). Social value, content value, and brand
equity in social media brand communities: A comparison of Chinese and US consumers.
International Marketing Review, 35(1), 18—41. https://doi.org/10.1108/IMR-07-2016-
0132

Jin, B., Park, J. Y., dan Kim, H. S. (2010). What makes online community members commit? A
social exchange perspective. Behaviour and Information Technology, 29(6), 587-599.
https://doi.org/10.1080/0144929X.2010.497563

Jung, N. Y., Kim, S., dan Kim, S. (2014). Influence of consumer attitude toward online brand
community on revisit intention and brand trust. Journal of Retailing and Consumer
Services, 21(4), 581-589. https://doi.org/10.1016/j.jretconser.2014.04.002

Kamboj, S., dan Rahman, Z. (2017). Understanding customer participationin online brand
communities: Literature review and future research agenda. Qualitative Market
Research, 20(3), 306—334. https://doi.org/10.1108/QMR-08-2016-0069

Kang, M., dan Shin, D. H. (2016). The effect of customers’ perceived benefits on virtual brand
community loyalty. Online Information Review, 40(3), 298—315.
https://doi.org/10.1108/0IR-09-2015-0300

Kaur, P., Dhir, A., Rajala, R., dan Dwivedi, Y. (2018). Why people use online social media
brand communities: A consumption value theory perspective. Online Information
Review, 42(2), 205-221. https://doi.org/10.1108/0IR-12-2015-0383

Keller, K. L. (1993). Conceptualizing, measuring, managing Customer-Based Brand Equity.
Journal of Marketing, 57, 1-22.

Kemp, S. (2020). DIGITAL2020: INDONESIA, DATAREPORTAL. Available at:
https://datareportal.com/reports/digital-2020-indonesia, accessed on Oct 22, 2020.

Kim, A.J. (2000). Community Building on the Web: Secret Strategies for Successful Online
Communities. Pearson Education.
https://books.google.co.id/books ?id=5s0XkQQvzoMC

83



UNIVERSITAS
GADJAH DA
AT Mo

KONSUMEN
YOPI ISKANDAR NURULLOH, Bayu Sutikno, S.E., M.S.M., P.hD

Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

, K.Y.,0ng, D.L.T.,Khoo, K. L., dan Yeoh, H. J. (2020). Perceived social media marketing
activities and consumer-based brand equity: Testing a moderated mediation model.
Asia Pacific Journal of Marketing and Logistics, 33(1), 53-72.
https://doi.org/10.1108/APJML-07-2019-0453

Kotler, P, & Gertner, D. (2002). Countryas brand, product, and beyond: A place marketing
and brand management perspective. Journal of Brand Management, 9(4), 249-261.
https://doi.org/10.1057/palgrave.bm.2540076

Kumar, A., Bezawada, R., Rishika, R.,Janakiraman, R., & Kannan, P. K. (2016). From social to
sale: The effects of firm-generated content in social media on customer behavior.
Journal of Marketing, 80(1), 7-25. https://doi.org/10.1509/jm.14.0249

Li, C., & Bernoff, J. (2008). Groundswell: Winning in a world transformed by social
technologies. Boston, Mass: Harvard Business Press.

Mannukka, J., Karjaluoto, H., dan Tikkanen, A. (2015). Are Facebook brand community
members truly loyal to the brand? Computers in Human Behavior, 51(PA), 429-439.
https://doi.org/10.1016/j.chb.2015.05.031

McAlexander, J. H., Schouten, J. W., dan Koenig, H. F. (2002). Marketplace Communities A
Broader View of Brand Community. Journal of Marketing, 66(January), 38-54.

McWilliam, G. (2000), “Building stronger brands through online communities”, Sloan
Management Review, Vol. 41 No. 3, pp. 43-54

Molinillo, S., Japutra, A., Nguyen, B., danChen, C. H. S. (2017). Responsible brands vs active
brands? An examination of brand personality on brand awareness, brandtrust, and
brand loyalty. Marketing Intelligence and Planning, 35(2), 166—179.
https://doi.org/10.1108/MIP-04-2016-0064

Oestreicher-Singer, G., & Zalmanson, L. (2011). Paying for Content or Paying for Community?
The Effect of Social Computing Platforms on Willingness to Pay in Content Websites.
SSRN ElectronicJournal, 37(2), 591-616. https://doi.org/10.2139/ssrn.1536768

Poulis, A., Rizomyliotis, |., dan Konstantoulaki, K. (2019). Do firms still need to be social? Firm
generated content in social media. Information Technology and People, 32(2), 387—-404.
https://doi.org/10.1108/ITP-03-2018-0134

Preece, J., & Shneiderman, B. (2009). The Reader-to-Leader Framework: Motivating
Technology-Mediated Social Participation. AlS Transactions on Human-Computer
Interaction, 1(1), 13—32. https://doi.org/10.17705/1thci.00005

Sasmita, J., dan Mohd Suki, N. (2015). Young consumers’ insights on brand equity: Effects of
brand association, brand loyalty, brand awareness, and brandimage. International
Journal of Retail and Distribution Management, 43(3), 276—292.
https://doi.org/10.1108/IJRDM-02-2014-0024

See-To, E. W. K., dan Ho, K. K. W. (2014). Value co-creation and purchase intention in social
network sites: The role of electronic Word-of-Mouth and trust - A theoretical analysis.
Computers in Human Behavior, 31(1), 182—-189.
https://doi.org/10.1016/j.chb.2013.10.013

84

PENGARUH KOMUNITAS MEREK BERBASIS SOSIAL MEDIA PADA EKUITAS MEREK BERBASIS



PENGARUH KOMUNITAS MEREK BERBASIS SOSIAL MEDIA PADA EKUITAS MEREK BERBASIS
KONSUMEN
YOPI ISKANDAR NURULLOH, Bayu Sutikno, S.E., M.S.M., P.hD

Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/

UNIVERSITAS
GADJAH Né%%lran, U., dan Bougie, R. (2013), Research Methods for Business: A Skill-Building
Approach, 7th ed., Chichester, West Sussex, UK: John Wiley and Sons, Ltd.

Sloan, S., Bodey, K., dan Gyrd-Jones, R. (2015). Knowledge sharing in online brand
communities. Qualitative Market Research, 18(3), 320-345.
https://doi.org/10.1108/QMR-11-2013-0078

Su, J., dan Chang, A. (2018). Factors affecting college students’ brand loyalty toward fast
fashion: A consumer-based brand equity approach. International Journal of Retail and
Distribution Management, 46(1), 90-107. https://doi.org/10.1108/IJRDM-01-2016-
0015

Torres, P. M., Augusto, M. G., & Lisboa, J. V. (2015). Determining the causal relationships
that affect consumer-based brand equity The mediating effect of brand loyalty.
Marketing Intelligence & Planning, 33(3), 238-257.

Tsai, H.T., Huang, H. C., dan Chiu, Y. L. (2012). Brand community participation in Taiwan:
Examining the roles of individual-, group-, and relationship-level antecedents. Journal
of Business Research, 65(5), 676—684. https://doi.org/10.1016/j.jbusres.2011.03.011

Utami, E. (2017). Mi Fans: Para Pecinta Xiaomi di Tanah Air, Komunita.id, Available at:
https://komunita.id/2017/10/04/mi-fans-indonesia-para-pecinta-xiaomi-di-tanah-air/,
accessedon Dec 13, 2020.

Veloutsou, C., Christodoulides, G., & de Chernatony, L. (2013). A taxonomy of measures for
consumer-based brand equity: Drawing on the views of managers in Europe. Journal of
Product and Brand Management, 22(3), 238-248. https://doi.org/10.1108/JPBM-02-
2013-0256

Wenger, E. (1999). Communities of Practice: Learning, Meaning, and Identity. Cambridge
University Press. https://books.google.co.id/books?id=heBZpgYUKdAC

Widodo, J., S. (2020), “Komunitas Apple di Indonesia,” Wefixit.id, Available at:
https://wefixit.id/komunitas-apple-di-indonesia/, accessed on May 31, 2021.

Yoo, B., Donthu, N., & Lee, S. (2000). An Examination of Selected Marketing Mix Elements
and Brand Equity. Journal of the Academy of Marketing Science, 28(2), 195-211.
https://link.springer.com/content/pdf/10.1177/0092070300282002.pdf

Zaglia, M. E. (2013). Brand communities embedded in social networks. Journal of Business
Research, 66(2), 216—223. https://doi.org/10.1016/j.jbusres.2012.07.015

Zhang, H., Zhang, K. Z. K., Lee, M. K. O., dan Feng, F. (2015). Brand loyalty in enterprise
microblogs: Influence of community commitment, IT habit, and participation.
Information Technology and People, 28(2), 304-326. https://doi.org/10.1108/ITP-03-
2014-0047

Zhou, Z.,Zhang, Q., Su, C., danZhou, N. (2012). How do brand communities generate brand
relationships? Intermediate mechanisms. Journal of Business Research, 65(7), 890—895.
https://doi.org/10.1016/j.jbusres.2011.06.034

(2019). Ini Dia 4 Komunitas Penggemar iPhone di Indonesia, Sinyaliti.com, Available
at: http://sinyaliti.com/komunitas-penggemar-iphone-indonesia/ , accessed on May
31,2021.

85



PENGARUH KOMUNITAS MEREK BERBASIS SOSIAL MEDIA PADA EKUITAS MEREK BERBASIS
KONSUMEN

YOPI ISKANDAR NURULLOH, Bayu Sutikno, S.E., M.S.M., P.hD
UNIVERSITAS Universitas Gadjah Mada, 2021 | Diunduh dari http://etd.repository.ugm.ac.id/
GADJAH MADA

(2018). Cerita Dibalik Solidnya Mi Fans: Para Penggila Xiaomi. KumparanTech.
Available at: https://kumparan.com/kumparantech/cerita-di-balik-solidnya-mi-fans-
para-penggila-xiaomi-1541845614240696149/full, accessed on Dec 13, 2020.

(2018). Mi Fans, Komunitas Pecinta Smartphone Paling Solid di Dunia,
KumparanTech. Available at: https://kumparan.com/kumparantech/cerita-di-balik-

solidnya-mi-fans-para-penggila-xiaomi-1541845614240696149/full, accessed on Dec
13, 2020.

(2016). Oppo Indonesia Community, Menyatukam Para Pengguna Oppo, Selular.id,
Available at: https://selular.id/2016/09/oppo-indonesia-community-menyatukan-para-
pengguna-oppo/ , accessed on May 31, 2021.

86



