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PENGARUH BRAND COMMUNITY TERHADAP BRAND LOYALTY 

PADA GRUP MUSIK K-POP MELALUI VALUE CREATION PRACTICE 

SEBAGAI VARIABEL MEDIASI (Studi Kasus pada Komunitas Penggemar 

BTS – ARMY di Indonesia) 

Shafa Auliya Sabilla 

 

ABSTRAK 

 

Indonesia diketahui memiliki fanbase yang loyal dalam dunia K-Pop, dengan grup 

musik BTS yang memiliki banyak penggemar aktif bernama ARMY. Penggemar 

yang aktif dalam cenderung memiliki loyalitas lebih tinggi, seperti lebih sering 

membeli produk terkait BTS. Sementara, penggemar yang tidak aktif cenderung 

hanya mendengarkan karya musik BTS tanpa sering melakukan kegiatan transaksi 

untuk membeli produk terkait BTS. Tujuan dilakukan penelitian ini adalah untuk 

menjelaskan pengaruh komponen Brand Community terhadap Brand Loyalty 

dengan penggunaan Value Creation Practice sebagai mediasi pada komunitas 

ARMY. Penelitian ini menggunakan pendekatan kuantitatif dan bersifat eksplanatif 

dengan pengambilan sampel sebanyak 100 responden menggunakan kuisioner. 

Analisis data menggunakan SEM (Sctructural Equation Modeling) dengan software 

SmartPLS 3.0. Hasil dari penelitian ini menunjukkan Consciousness of Kind, Ritual 

and Tradition, dan Moral Responsibility berpengaruh positif dan signifikan 

terhadap Value Creation Practice, dan Value Creation Practice berpengaruh positif 

dan signifikan terhadap Brand Loyalty dengan nilai t- statistics > 1.96 dan p-value 

< 0.05. Sementara, Consciousness of Kind, Ritual and Tradition, dan Moral 

Responsibility berpengaruh positif dan tidak signifikan terhadap Brand Loyalty 

dengan nilai t- statistics < 1.96 dan p-value > 0.05. Pada uji indirect effects, Value 

Creation Practice diterima sebagai variabel mediasi untuk semua variabel 

independen terhadap variabel dependen dalam penelitian ini. 

Kata Kunci: Komunitas Merek, Loyalitas Merek, Praktik Penciptaan Nilai, Grup 

Musik K-Pop, Komunitas Penggemar BTS – ARMY, SEM (Structural Equation 

Modeling)
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THE INFLUENCE OF BRAND COMMUNITY TO BRAND LOYALTY OF 

K-POP MUSIC GROUP THROUGH VALUE CREATION PRACTICE AS 

MEDIATOR VARIABEL (Case Study on BTS Fans Community – ARMY in 

Indonesia) 

Shafa Auliya Sabilla 

 

ABSTRACT 

 

Indonesia is known to have a large and loyal fanbase in the world of K-Pop, with 

the BTS music group that have many active fans called ARMY. The fans who are 

active in the ARMY community tend to have higher loyalty, such as buying 

products related to BTS more often. Meanwhile, the fans who are not active in the 

ARMY community tend to only listen to BTS's music without frequently doing 

transaction activities to buy products related to BTS. The purpose of this research 

was to explain the effect of the Brand Community component on Brand Loyalty to 

BTS by using Value Creation Practice as mediation in the ARMY community. This 

research study uses a quantitative approach and explanatory research with a sample 

of 100 respondents using questionnaire. Data analysis used SEM (Structural 

Equation Modeling) with SmartPLS 3.0 software. The results of this study indicate 

that Consciousness of Kind, Ritual and Tradition, and Moral Responsibility have a 

positive and significant effect on Value Creation Practice, and Value Creation 

Practice has a positive and significant effect on Brand Loyalty with t-statistics > 

1.96 and p-value < 0.05. Meanwhile, Consciousness of Kind, Ritual and Tradition, 

and Moral Responsibility have a positive and insignificant effect on Brand Loyalty 

with t-statistics < 1.96 and p-value > 0.05. In the test of indirect effects, Value 

Creation Practice is accepted as a mediating variable for all independent 

variables on the dependent variable in this research study. 

Keywords: Brand Community, Brand Loyalty, Value Creation Practice, K-Pop 

Music Group, BTS Fans Community – ARMY, SEM (Structural Equation 

Modeling)
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