ABSTRACT

The community usually stand on the basis of an interest that is similar to a product,
the company that understands that the role of the community can influence the
purchasing decision process will certainly create a Brand Community. With the
created Brand Community expected the consumers can share their stories, share
experiences, sharing traditions and get information about a product or company so
that it appears purchasing decisions. Here researchers interested in studying the
influence of Brand Community on the purchase decision is made around the
environments Maranatha Christian University, Bandung. Brand Community can be
judged from the shared culture, moral responsibility, ritual and tradition, product,
brand, firm. This research was conducted by using non-probability sampling methods
by means of spreading to 100 respondents where in which the respondents is
communities around the Maranatha Christian University Bandung who had bought
the product Maicih. The selection of respondents carried out by path analysis
methods after that data were analyzed quantitatively using SPSS 18.0. programme.
Brand Community influence on purchase decisions was 39.2%, where the value is
large enough influence effect on purchasing decisions. While the remaining 60.8%
are influenced by other factors. Then from six variables of Community Brand,
variables that have a dominant influence on the buying decision is Moral
Responsibility. Researchers giving suggestion to the company to listen criticisms and
suggestions from consumer, maintain loyalty thought new form of promotion and
new form of campaign, held a meeting of fellow community members, create an
event at certain moments and certainly the most important factors is the company
must always pay attention to product quality.
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ABSTRAK

Komunitas biasanya berdiri berdasarkan ketertarikan yang sama dengan suatu
produk, perusahaan yang mengerti bahwa peran komunitas dapat mempengaruhi
proses keputusan pembelian tentu akan menciptakan Brand Community. Dengan
diciptakan Brand Community diharapkan para konsumen dapat berbagi cerita,
berbagi pengalaman, berbagi tradisi dan mendapatkan informasi mengenai produk
maupun perusahaan sehingga muncul keputusan pembelian. Disini peneliti tertarik
untuk meneliti pengaruh Brand Community terhadap keputusan pembelian yang
dilakukan di sekitar linkungan Universitas Kristen Maranatha Bandung. Brand
Community dapat dinilai dari shared culture, moral responsibility,ritual and
tradition, product, brand, firm. Penelitian ini dilakukan dengan menggunakan
metode non-probability sampling dengan cara menyebarkan kuisioner kepada 100
responden dimana respondennya masyarakat di sekitar Univeritas Kristen Maranatha
Bandung yang pernah membeli produk Maicih. Pemilihan responden dilakukan
dengan menggunakan metode path analysis dan data kemudia dianalisa secara
kuantitatif dengan menggunakan program SPSS 18.0. Pengaruh Brand Community
terhadap keputusan pembelian sebesar 39,2%, dimana nilai tersebut cukup besar
pengaruhnya terhadap keputusan pembelian. Sedangkan sisanya 60,8% dipengaruhi
oleh faktor lain. Kemudian dari keenam variabel Brand Community yang mempunyai
pengaruh paling dominan dalam keputusan pembelian adalah Moral Responsibility.
Peneliti mengajukan saran sebaiknya perusahaan untuk mendengarkan kritik dan
saran konsumen, mempertahan loyalitas melalui bentuk promosi baru dan bentuk
kampanye baru, mengadakan pertemuan sesama anggota komunitas, membuat
sebuah acara pada saat-saat tertentu dan tentu faktor yang paling penting yaitu
perusahaan harus selalu memperhatikan kualitas produk.

Kata kunci : Brand Community, Shared culture, Moral responsibility, Ritual and
tradition, Product, Brand, Firm, dan Keputusan pembelian
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