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ABSTRAK 

Perkembangan media sosial mendorong interaksi konsumen dan merek 

menjadi lebih aktif dan partisipatif, termasuk pada fandom K-Pop ARMY 

Indonesia terhadap BTS di media sosial X. Penelitian ini bertujuan 

mendeskripsikan dimensi Consumer Brand Engagement berdasarkan Hollebeek et 

al. (2014), yaitu cognitive processing, affection, dan activation. Penelitian 

menggunakan pendekatan kualitatif deskriptif dengan data yang diperoleh melalui 

wawancara mendalam, observasi nonpartisipan, dan dokumentasi aktivitas fandom 

selama periode 1 Maret–30 April 2026. Hasil penelitian menunjukkan bahwa 

cognitive processing terlihat melalui perhatian, pencarian, pemeriksaan, dan 

pemahaman informasi mengenai comeback BTS. Affection tercermin melalui rasa 

senang, antusias, bangga, haru, dan kedekatan emosional, sedangkan activation 

terlihat melalui like, repost, reply, streaming, voting, dan hashtag campaign. Ketiga 

dimensi dapat muncul secara bersamaan dengan bentuk dan intensitas yang berbeda 

antar-informan. Penelitian ini menunjukkan bahwa Consumer Brand Engagement 

dapat mendeskripsikan keterlibatan ARMY Indonesia terhadap BTS melalui proses 

kognitif, pengalaman emosional, dan tindakan partisipatif di media sosial X. 

Kata kunci: Consumer Brand Engagement, cognitive processing, affection, 

activation, ARMY Indonesia, BTS, media sosial X. 
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ABSTRACT 

The development of social media has encouraged more active and 

participatory interactions between consumers and brands, including among 

Indonesian ARMY toward BTS on X. This study aims to describe the dimensions of 

Consumer Brand Engagement based on Hollebeek et al. (2014), namely cognitive 

processing, affection, and activation. This study employed a qualitative descriptive 

approach, with data collected through in-depth interviews, non-participant 

observation, and documentation of fandom activities from March 1 to April 30, 

2026. The findings show that cognitive processing is reflected in attention, 

information seeking, verification, and understanding of BTS’s comeback 

information. Affection is reflected in feelings of happiness, enthusiasm, pride, 

emotional attachment, and being moved, while activation is demonstrated through 

likes, reposts, replies, streaming, voting, and hashtag campaigns. The three 

dimensions may occur simultaneously, with different forms and intensities across 

informants. This study demonstrates that Consumer Brand Engagement can 

describe Indonesian ARMY’s engagement with BTS through cognitive processes, 

emotional experiences, and participatory actions on X. 

Keywords: Consumer Brand Engagement, cognitive processing, affection, 

activation, Indonesian ARMY, BTS, X social media.
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