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VIRTUAL BRAND COMMUNITY SEBAGAI STRATEGI KOMUNIKASI 

PEMASARAN DIGITAL LOVE BEAUTY AND PLANET DALAM 

MEMBANGUN BRAND ADVOCACY 

 

VIGISTHA INDIRA DEWI 

 

ABSTRAK 
 

Merek produk perawatan tubuh dan kecantikan di Indonesia mulai berkembang 

pesat, sehingga membuat persaingan pasar di bidang tersebut semakin ketat. 

Untuk bersaing dengan kompetitor, salah satunya mereka membangun strategi 

komunikasi pemasaran digital. Love Beauty and Planet sebagai salah satu merek 

produk perawatan tubuh dan kecantikan mengadopsi virtual brand community 

untuk dijadikan strategi komunikasi pemasaran digital dalam upaya membangun 

brand advocacy. Penelitian ini dikaji menggunakan teori dan konsep virtual brand 

community (VBC) menurut Muniz dan O’Guinn (2001) dan brand advocacy 

menurut Bilro et al. (2019) untuk mengetahui bagaimana implementasi VBC 

dalam membangun brand advocacy. Pendekatan penelitian yang digunakan 

adalah kualitatif dengan metodologi studi kasus intrinsik. Hasil penelitian ini 

menunjukkan bahwa ketiga kriteria VBC, yaitu consciousness of kind, rituals and 

traditions, dan moral responsibility sudah konsisten dilakukan oleh LBP Lovers. 

Namun, kurangnya ikatan emosional di dalam LBP Lovers menyebabkan moral 

responsibility menjadi kurang kuat, sehingga harus ditingkatkan lagi. Dalam 

upaya membangun brand advocacy, Love Beauty and Planet sudah menerapkan 

tiga kriteria yaitu intentions to try new product, favorable word of mouth dan 

resilience to negative information. Hal ini berhasil dilakukan Love Beauty and 

Planet karena program dan aktivitas yang dilakukan untuk LBP Lovers 

memberikan mereka kepuasan.  

 

Kata kunci: Virtual brand community, brand advocacy, strategi komunikasi 

pemasaran digital, LBP Lovers.  
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VIRTUAL BRAND COMMUNITY SEBAGAI STRATEGI KOMUNIKASI 

PEMASARAN DIGITAL LOVE BEAUTY AND PLANET DALAM 

MEMBANGUN BRAND ADVOCACY 

 

VIGISTHA INDIRA DEWI 

 

ABSTRACT 

 

In Indonrdis, brands of body care and beauty are starting to grow rapidly, thus 

making market competition in this field even tighter. To compete with competitors, 

they create digital marketing communication strategy. Love Beauty and Planet as 

a brand of body care and beauty products adopts virtual brand community to be 

used as a digital marketing communication strategy in an effort to build a brand 

advocacy. This research was studied using the theory and concept of virtual brand 

community (VBC) according to Muniz and O'Guinn (2001) and brand advocacy 

according to Bilro et al. (2019) to find out how the implementation of VBC in 

building brand advocacy. The research approach used is qualitative with an 

intrinsic case study methodology. The results of this study indicate that the three 

VBC criteria, namely consciousness of kind, rituals and traditions, and moral 

responsibility have been consistently carried out by LBP Lovers. However, the lack 

of emotional bonds in LBP Lovers causes moral responsibility to be less than 

optimal hence it must be improved. In an effort to build brand advocacy, Love 

Beauty and Planet has implemented three criteria, namely intention to try new 

products, favorable word of mouth of the brand, and resilience to negative 

information. This was successfully done by Love Beauty and Planet because the 

programs and activities for LBP Lovers gave them satisfaction. 

 

Keywords: Virtual brand community, brand advocacy, digital marketing 

communication strategy, LBP Lovers. 
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