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Pengaruh Consumer Brand Identification, Brand Salience, Dan Brand 

Trust Terhadap Brand Evangelism Boy Group BTS 

 Dewi Carolina  

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh dari consumer brand 

identification, brand salience, dan brand trust terhadap brand evangelism boy group 

BTS. Dalam peneltian ini terdapat tiga variabel independen dan satu variabel 

dependen. Metode penelitian yang digunakan pada penelitian ini adalah kuantitatif 

dengan pendekatan deskriptif yang disebar kepada 151 responden dengan 

menggunakan kuesioner yang disebar secara online dengan teknik non probability 

sampling. Hasil dari penelitian ini menunjukan bahwa variabel consumer brand 

identification berpengaruh secara signifikan terhadap brand evangelism. Sedangkan 

dua variabel lainnya yaitu brand salience, dan brand trust tidak memiliki pengaruh 

signifikan terhadap brand evangelism. Dan hasil penelitian ini juga membuktikan 

bahwa consumer brand identification, brand salience, dan brand trust secara 

bersama-sama (simultan) terhadap brand evangelism boy group BTS. 

 

 

 

Kata kunci: Consumer Brand Identification, Brand Salience, Brand Trust dan Brand 

Evangelism 
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The Effect Of Consumer Brand Identification, Brand Salience, And 

Brand Trust Of The Brand Evangelism Boy Group BTS 

Dewi Carolina 

ABSTRACT 

This study aims to determine the effect of consumer brand identification, brand 

salience, and brand trust on the brand evangelism of the BTS boy group. There are 

there independent variabels, and one dependent variabel in this study. The research 

method used in this thesis is quantitative with a descriptive approach which is 

distributed to 151 respondents using a questionnaire that distributed online, with non-

probability sampling technique. The result of this study indicate that the variabel 

consumer brand idenitication has a significant effect on brand evangelism, while the 

other two variabels, brand salience and brand trust do not have a significant effect on 

brand evangelism. And the result of this study prove that consumer brand 

identification, bran salience, and bran trust together (simultaneously) can affect the 

brand evangelism of the BTS boy group. 
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