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(B) BRAND COMMUNITY UNTUK MEMPREDIKSI BRAND LOYALTY

PADA PELANGGAN MOTOR VESPA DENGAN BRAND TRUST

SEBAGAI MEDIATOR

(C) XIV + 97 Halaman, 2017 , tabel 13 , gambar 10

(D) MANAJEMEN PEMASARAN

(E) Abstrak: This study aimed to show how brand communities based on social

media influence elements of the customer centric model (i.e., the relationships

among focal customer and brand, product, company, and other customers), which

in turn affect brand trust, and will ultimately affect brand loyalty. There are three

hypotheses has been tested in this study. Research method that used in this study

is the survey method with quantitative approach. The data were obtained from 200

respondents through questionnaires which distributed to customers who are

members of the brand community Scooterfixed on Instagram. The results of the

hypotesis testing show that brand communities based on social media have

positive effects on the relationships between customers and brands, products,

companies, and other customers, which in some hypothesis had positive effects on

brand trust and brand trust has positive effects on brand loyalty.
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