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Abstraer

Brand provides benefits not only for producers il also corsumers. Brand helps identify a
product. Brund also can srengthen the relationship between companics und vustomers
through the creation of an emotiongl reltionship, The stonger the emotional relatonship
thit exists betwesn a costomer with a brand car create a brand community. Members of a
brand comnunity will shore the expedence and (heir Tove wwards the top brands nearby.
Love of the conumunity Ehr & brand can be used as o positive word of mouth and s very
eftective tor promotion. This study aimed to determine the etfect of arand communities for
postive word of @ lith. Respondents in this study is 5 member of the Vario Hali Riders
totaled 67 people. The analysis iechnigue vsed in this research i3 multiple o regression.
The analvsis of regression s used to §lemmne the causal relutionstup that ocours between
brand community which consists of o consciousnzss of 8 kind, shared Amals aod traditions
wnd o senss moral responsibility towards positive word of mofE} conseiousness of a kind
o significant effec on positive word of mouth, wiile the shared riwads and waditions and o
sense of monl responsibility has no effect.

Ke}-u vrdy Jrand connmmity, wond of noath

1. Introduction

Bramd s nol just @ name. Brand s the dentity consisting of a sign, mome, logo, of
svimbol W distinguish one product with other similar products, Brand  helps
consumers (0 consiering o product that purchese dedision easier Many companies
realize that the brond is pir of a compuny thet s very valuable and become a
strategic marketing Lool,

Awareness of the brand has a positive impact for every business. Brand provide good
henalits For provlucers and consumers, Along with the changing environment aml the
role of brand value has charged the lives of both producers and consumers. The
brand has grown from just to identify the goods or services 1o be an nvaluable ool
for companies and consomers, Brand maintain relationships with consamer products,
a0 consumers have a closer relationship with the brand and very complex,. The
company also more aware of the brand as g ool attached can nol be separated from a

company.

The existence of the brand s correnly providing an important mle for companics
and consumers, Brand has its own position in the social [ife of the community.
Companies and consumers are demanding more than o name brand. Brands that have
been tused in the consumer's lite will give a meaning to life. creating a sense of
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belonging and the opporiunity to connecl with people who are like-minded.
Consumers today are trying to gt to know the preferred brand in order to gain more
knowledee of the brand. When this is not enough for o brand just tryving o satisly
consumer expectations. Brand today is expected to provide education to the
consumer, s0 that can help consumers in their Hife support.

Companies that want to win the competition should be able to create a brand better
than the competitors, so they can look more superior. Good brand will not withhold
information or refuse consumar interest in the brand, but profidss an opportunity for
comsumers Woconnect. leam and gel involved. Good and sirong brand 15 a clear
differentiator. valuable and sustainable, spearheading the company's competitiveness,
and very helplul in marketing strategics . Sirong brand s also an adhesive company
with customers by creating an emotiona’ connection with customers.

Through the brund commurity relationship between the company and customa§fican
mose closely and continuonsly. The impact of 8 community can not be felt in the
shart term, but in the long-term impact was huge, becanse the community is not an
instant stratagy ( Marketing, 2014)

According to Muniz Jr. and O'guinn (2001 brind community is a specialized form
of community. which is bound in social relationships bosed on shared indulzence on
i particular brand is not on geographical location, Members of the community can
come together. support each other sven communicatz through social interaction
online or offline (Dholakia and Algeshemer, 2006,

Muniz Jr. and O'guinn (20001) found three dimensions of brand community is
consciousness of a kind 15 a feeling of belonging to a group that emerdgf from the
relationship of the meimbers and the distinet feeling that is felt by those who are not
members af the community, shared ritvals and traditions i a form of activities and
habits among the members, and a sense of moral responsibility is o form of moral
responsibility o e communily wembers, fellow members, md the brand s caied.

Brand community is now grown anlmost all over the world even in Bali especiully.
More and more communities that brands con be found be an indication that the
community has evalved into a social phenomencn. Usually the brand communities
can be calegoriecd community formed by the brand owner company  and
communities formed from the initiative of s members withour companies
imtervention. Ome of the brand community in Bali s Varno Ball Riders.

Community Viro Bali Riders abbreviated Viber 15 0 community where members are
fond of motoreveies owned Honda's automatic type the vario, This community is not
lormed by the company., but formed voluntarily by its members s b form of love of
their top brands Vario, No element of intervention of company against Vario Bali
Riders thaty deliberately promote the brand Virio, Vario Bali Riders formed as a
gathering place, communicating and shering of expericnces in the motocycles Vario
usage. The members excharge information about brand as well as to find solutions to
solve the problems reluted to the motoreyele Varo wsage, Mutual aid and
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cooperation are woven each member (o make the members feel comfortable in the
community, they also can gain knowledge about the product.

Promotion can be done through the community ?-m:l of mouth. Word of mouth
through the community s considered a5 an effective promotion because the
communily will share their experiences on evervone they meets. Much of the
rescarch on brand communities have sprung up. Cne of them in Indonesia conducted
by Basalumah (20010} in her research found that brand community infTuence on word
of mouth. every member of the community can act o5 an effective brand ambassador.
Microsoll says the communily can pluy a role as an ambassador lor brand because
the community has the ability advocacy as pood as having a celebrity ag a brand
ambassador (marketing, 2004, Costs incurred by the communily is relatively lower
than using a famoos person. Each product and information can be received well
becavse the community help o voice back. They who joining in the community can
provide a lot of useful advices aboul produces.

1.1 Questions

Brand commuonity has become a social phenomenon who growing in sociely . Yario
RBali Riders is a motoreyele enthusiast community maric hrand Honda Varie, who
formed voluntarily. As o form of love for the members of the Varo Bali Riders
Vario against varo motorcycle, which routinely perform activities that are positive,
Although the activities carried out Vario Bali Riders efff be cutegorized indirectly
promote the briund Viaro, but has yel o delermine is effect on positive word of
mouth. Therefare, the formulation of the problem in this sudy include;

a
a. Does consciousness of a kind effect on the Esitive Word of Mouth!
b. 1s shared rituals and traditions afffit on the Positive Word of Mouth?
¢, 15 a sense of moral resporsibiliy etfecton the Positive Word of Mouth'?

1.2 Literature Riview

Albert Muniz Ir, and Thomas C. (guinn (2001) stated Brand Community is a form
af community that buffs, have an attachment who not based on geographical
location, but rather basfll on the craze on a particular brand. They divide the
communily into a brand consciowsness of a kind, shared rdiuals and mditions, ind a
sense of moral responsibility.

Word Of mouth s interpersonal communication Detween the twg even more
individuals as reference group memBrs or consumers and salespeople (Assael.
1985). The shape of word of mouth communication delivered by fople who are
satisfied can lead o a recommendation to other potential customers, sncourage ment
o fallow to do business with the provider where costomers ore satisfied and say pood
things about the sarvice providers where they ara satisfied (Zeithmal, 1996) Word of
month 15 more reliable when compared with the personal seller. Basalamah (20100
found that brand community infTuenee on word of mouth, Members Predilection of
the brand and joined in 4 community, muking them better understand the intricacies
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of brand. The predilection that can encourage the community o act as gn agenl who
spread positive stories about the brand.

1.3 Hypothesis

a
HI: consciousness of a kind effect on the Posfive Waord of Mouth
H2: shared rituals and traditions afect on thdfsitive Word of Mouth
H3: a sense of moral responsibility alfect on the Positive Word ef Mouth

2. Materials and Methods

Respondenis in this study smounted o 67 people who are members of Viber. Duata
obtained from the coiEbleted questionnaires then processed and  tabulared.
Questionnaires were also tested for validity and reliability before continuing on data
processing.

The analysis fechnigque used 1o determine the ¢ffect of brand community on positive
word of mouth is [ J multiple regression. Brand community consists of three
dimensions, namely consciovsness ol o kind. shared riouls and editions, and
sense of moral responsibility. Classic assumption test performed in order (o obtain a
modal which BLUE ({Best Lincar Unbiosed Estimation). Test assumplions uscd
include the normality test, heteroscedusticiy test, and multicollineanty test.

3. Result and Discussion
The validity testing of using the Pearson correlation the questonnaires is valid. This
result is known from r-test of each indicator is greatar than r-table s 0.2096. Based on

the reliability of the questionraire stated reliable testing. These results can be known
from the alpha value croncbach of cach varable-value above 007,

Table 1. Cronbach Alpha

Varkihe! Cronbach alpha Kelerangan
xl {.8212 relivbel
2 (1,799 relishe|
X3 0.o02 relisbel
¥ (B reliizhe]

Sowrce: Dt processad

Mormality test performed vsing the Kolmogorov-Smimoy analysis. Value-sig asymp
privluced 0.763 oreater than (0035, then basced on these reselis revealed normal
distribution of data.

Table 2. ¥IF
Yariabel VIF
consciousness of a kind 1.279
shared rituals and tradinons 1.345
sense of morl responsibility 1252

‘Source: Diata Processed
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Test Multicollingarity seen from VIF. VIF value of each variable is less than 10 then
declarcd multicollineartty is not oceur,

Table 3. Glejser test result

Variabel S
consciousness of a kind 0.223
shared rituals and traditions 0.624
sense ol mornl responsinility 0.134

Sourcs: D Processed

Glejser test is used Lo test heteroscedasticity. Based on the resulis of plejser test cach
variable is not significant at the 0.05 level with absolute residual, so that concluded
there is no heteroscedasticity problems.

Based on the classical assumption that the modd@has been declared BLUE, so testing
using multiple Haewr regression can be done. The regression resulis sre shown in
Table 4

Table 4, Regression result
Wariabel Ln stanqamkzed %
Coefficients Betn '8
comclousness of a kind 0.1EDQ 0.00
shured rimads and waditions 0088 0.314
_sense of moral nesponsibility 0.119 0.735

F= 10009 Sig. 0000

Adj R = 0203

soree: Lt Processed

In Tahle 4 it can he seen conseiousness of o kind sipmificantly hosu positive effect on
Positive WOM. This result is known from the significant value of 0,001 aobrained i3
less than (.05, so the first hypothesis can be accepted. A positive influence can be
seen from the resulting rezression coefficient of 0.169, Consciousness of a Kind as a
single umit that collectively create a feeling ditferent from others outside the
community once their attachment to the brand, company, ameng the members of the
community and the communiry itself. Feeling bound will facilitate the emergence of
positive word of mouth. Fesling seaded and considensd a driving foree members 1o
spread the positive things aboul the bramd.

The second hypothesis states Share ritnals end traditions affect the positive WOM is
not proven. Generated significant value of 0314 is greater than €45 concluded
shated rimels and tracitions no effect. Sharing activitias in terms of activitizs and
habits are unly able to stengthen unity among the members of the community, but
are not able to attract the intention of members (o further spread positive information
about the brand. Cmerging trends is that they not enly tell about the brand
Ccommmunily activities,

Universitas Mahasaraswati Press il




2" International Conference on Sustainability Development

Sense of moral responsibility does not affect the brand. The third hypothesis is nol
proven scen from the significunt value generated by 0,135 greater thon 005, This
result can be caused by a community is accountable only 1o the community rather
than the brand. The basic idea of community formation Viber is @ sense of
community and eguality among members, where they form 4 community o get
together and fun. Responsibility for the brfE8 appears only when there is a threat to
the comnmunity , se there is not signilicanly mfluence an positive word of mouth.

4 Conslusion

Based on the results and discussion in advance it can be concloded that not all the
dimensions of brand community influcace on positive WOM. Only one proved the
hypoth@E that consciousness of a kind significantly affect on the positive WOM.
Shared rincals and traditions as well as @ sense of moral responsibility does nor affect
the positive WOM, Judging from the beta costficients produced conscionsness of a
kind showed o positive elfect on positive WOM. Consctousness of o kind ereates on
wnpression that distinguishes the members of the commuiity with people outside the
communily. The members tend to divide positive information 1o people sutside the
community w show thar the community has a value ollowed. Kind also raises
awareness of the desires of the community talked ahout the positive things thar can
cmbrace people outside the community 1o join.

Managerial Implication

Management companies shonld pay attention to the existing brand communities.
Brand community can assist companies in conveying a positive moessage sbout (he
brand to the public. People who are members of a community to be much more
familiar with the brond products that the commuonity carmed. Ties werg forged
between the brand owner

company with members of the community will be stronger brand.,

This study is limited to only one commuomity so thal the results can nob really be
generalized. Advanced research related 1o the bmnd community is urgently needed Lo
clarify the link between brand community with WOM,
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