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PENGARUH BRAND COMMUNITY WARDAH YOUTH 

AMBASSADOR TERHADAP BRAND TRUST: PERAN 

MEDIASI BRAND AWARENESS 

 
KALILA REISHA RAMADHANI 

 
ABSTRAK 

Perkembangan strategi pemasaran berbasis komunitas memperlihatkan brand tidak 

lagi hanya berkomunikasi secara satu arah, tetapi membangun hubungan melalui 

keterlibatan sosial yang berkelanjutan. Namun tidak semua aktivitas brand 

community mampu secara efektif meningkatkan kepercayaan konsumen terhadap 

merek. Meskipun brand community Wardah Youth Ambassador memiliki tingkat 

aktivitas dan partisipasi yang tinggi, masih terdapat pertanyaan mengenai sejauh 

mana komunitas tersebut benar-benar mampu membentuk kepercayaan merek 

(brand trust) serta bagaimana peran kesadaran merek (brand awareness) dalam 

menjembatani hubungan tersebut. Studi ini memiliki tujuan guna menganalisis 

pengaruh brand community terhadap brand trust dengan pengujian peran brand 

awareness sebagai variabel mediasi. Teknik studi kuantitatif eksplanatif dengan 

survei terhadap 370 responden yang menjadi anggota dari Wardah Youth 

Ambassador dan pernah beraktivitas dan berinteraksi di dalamnya. Analisis 

dilaksanakan dengan menerapkan teknik structural equation modeling berbasis 

partial least square. Teori social identity theory digunakan pada penelitian ini 

untuk menjelaskan bagaimana brand community bekerja dalam membangun 

persepsi dan kepercayaan konsumen. Hasil studi memperlihatkan brand community 

berpengaruh langsung pada brand awareness dan brand trust serta brand 

awareness berperan sebagai mediasi dalam hubungan tersebut. 

 

Kata Kunci: Brand Community, Brand Awareness, Brand Trust, Wardah Youth 

Ambassador
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THE INFLUENCE OF THE WARDAH YOUTH AMBASSADOR BRAND 

COMMUNITY ON BRAND TRUST: THE MEDIATING ROLE OF 

BRAND AWARENESS 
 

KALILA REISHA RAMADHANI 
 

ABSTRACT 

The evolution of community-based marketing strategies demonstrates that brands 

no longer communicate solely in a one-way manner but instead build relationships 

through sustained social engagement. However, not all brand community activities 

effectively enhance consumer trust in the brand. Despite the high levels of activity 

and participation within the Wardah Youth Ambassador brand community, 

questions remain regarding the extent to which the community truly fosters brand 

trust and the role brand awareness plays in bridging this relationship. This study 

aims to analyze the influence of the brand community on brand trust by examining 

the mediating role of brand awareness. A quantitative explanatory approach was 

employed, utilizing a survey of 370 respondents who are members of the Wardah 

Youth Ambassador program and have actively participated and interacted within 

it. Data analysis was conducted using the Partial Least Squares-based Structural 

Equation Modeling (PLS-SEM) method. The study draws upon Social Identity 

Theory to explain the mechanisms by which brand communities shape consumer 

perceptions and trust. The findings indicate that the brand community has a direct 

influence on both brand awareness and brand trust, and that brand awareness acts 

as a mediator in this relationship. 

 

Keywords: Brand Community, Brand Awareness, Brand Trust, Wardah Youth 

Ambassador



viii 
 

DAFTAR ISI 

 

HALAMAN JUDUL .............................................................................................. i 

LEMBAR ORISINALITAS ................................................................................. ii 

PERNYATAAN PERSETUJUAN PUBLIKASI TUGAS AKHIR UNTUK 

KEPENTINGAN AKADEMIS ........................................................................... iii 

PENGESAHAN TUGAS AKHIR ....................................................................... iv 

KATA PENGANTAR ........................................................................................... v 

ABSTRAK ............................................................................................................ vi 

ABSTRACT .......................................................................................................... vii 

DAFTAR ISI ....................................................................................................... viii 

DAFTAR GAMBAR ............................................................................................. x 

DAFTAR TABEL ................................................................................................ xi 

DAFTAR LAMPIRAN ....................................................................................... xii 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang ......................................................................................... 1 

1.2 Rumusan Masalah .................................................................................... 7 

1.3 Batasan Masalah ...................................................................................... 8 

1.4 Tujuan Penelitian ..................................................................................... 8 

1.5 Manfaat Penelitian ................................................................................... 8 

1.5.1 Manfaat Akademik ........................................................................ 8 

1.5.2 Manfaat Praktis .............................................................................. 8 

BAB II TINJAUAN PUSTAKA ......................................................................... 11 

2.1 Konsep dan Teori Penelitian .................................................................. 11 

2.1.1 Brand Community ........................................................................ 11 

2.1.2 Brand Awareness ......................................................................... 12 

2.1.3 Brand Trust .................................................................................. 13 

2.1.4 Teori Identitas Sosial ................................................................... 14 

2.2 Kerangka Penelitian dan Perumusan Hipotesis ..................................... 16 

BAB III METODE PENELITIAN .................................................................... 19 

3.1 Objek Penelitian..................................................................................... 19 

3.2 Jenis Penelitian ...................................................................................... 19 

3.3 Populasi dan Sampel .............................................................................. 20 



ix 
 

3.4 Definisi Operasional Variabel ............................................................... 21 

3.5 Teknik Pengumpulan Data .................................................................... 24 

3.5.1 Kuesioner ..................................................................................... 24 

3.5.2 Skala Pengukuran ........................................................................ 25 

3.6 Sumber Data .......................................................................................... 25 

3.6.1 Data Primer .................................................................................. 25 

3.7 Metode Analisis ..................................................................................... 25 

3.7.1 Uji Model Pengukuran (Outer Model) ........................................ 26 

3.7.1.1 Uji Validitas Konvergen (Convergent Validity) ............. 26 

3.7.1.2 Uji Validitas Diskriminan (Discriminant Validity) ......... 27 

3.7.2 Uji Reliabilitas ............................................................................. 27 

3.7.3 Uji Model Struktural (Inner Model) ............................................ 27 

3.7.3.1 Uji Koefisien Determinasi R-Square (R2) ....................... 27 

3.7.3.2 Uji F Square .................................................................... 28 

3.7.3.3 Uji Predictive Relevance (Q2) ......................................... 28 

3.8 Pengujian Hipotesis (Uji T) ................................................................... 28 

3.8.1 Uji Path Coefficient (Direct Effect) ............................................. 29 

3.8.1.1 Uji Indirect Effect (Path Analysis) .................................. 29 

BAB IV ANALISIS DAN PEMBAHASAN ...................................................... 31 

4.1 Deskripsi Objek Penelitian .................................................................... 31 

4.2 Hasil Penelitian ...................................................................................... 32 

4.2.1 Karakteristik Responden.............................................................. 32 

4.2.2 Analisis Data Deskriptif .............................................................. 35 

4.2.3. Analisis Data .............................................................................. 39 

4.3 Analisis/Diskusi ..................................................................................... 57 

BAB V PENUTUP ............................................................................................... 65 

5.1 Kesimpulan ............................................................................................ 65 

5.2 Saran ...................................................................................................... 65 

DAFTAR PUSTAKA .......................................................................................... 67 

LAMPIRAN ......................................................................................................... 70 

 

  



x 
 

DAFTAR GAMBAR 

 

Gambar 1. Data Total Penjualan Dari 3 E-Commerce Terbesar Di Indonesia ....... 3 

Gambar 2. Kerangka Penelitian dan Perumusan Hipotesis ................................... 16 

Gambar 3. Model Pengukuran (Outer Model) ...................................................... 41 

Gambar 4. Model Struktural (Inner Model) .......................................................... 49 

 

  



xi 
 

DAFTAR TABEL 

Tabel 1. Indikator Penelitian ................................................................................. 21 

Tabel 2. Rencana Waktu Penelitian ...................................................................... 30 

Tabel 3. Karakteristik Responden Berdasarkan Jenis Kelamin ............................ 32 

Tabel 4. Karakteristik Responden Berdasarkan Usia ............................................ 33 

Tabel 5. Karakteristik Responden Berdasarkan Batch Keanggotaan.................... 34 

Tabel 6. Interpretasi Rata-Rata Jawaban Responden ............................................ 36 

Tabel 7. Distribusi Frekuensi Variabel Brand Community ................................... 36 

Tabel 8. Distribusi Frekuensi Variabel Brand Awareness (Z) .............................. 37 

Tabel 9. Distribusi Frekuensi Variabel Brand Trust (Y) ...................................... 38 

Tabel 10. Hasil Evaluasi Outer Loading ............................................................... 42 

Tabel 11. Nilai Cross Loading .............................................................................. 44 

Tabel 12. Nilai discriminant validity Fornell Larcker .......................................... 46 

Tabel 13. Nilai discriminant validity HTMT ........................................................ 47 

Tabel 14. Reliabilitas ............................................................................................ 48 

Tabel 15. Goodness of Fit Model .......................................................................... 49 

Tabel 16. Nilai R-Square....................................................................................... 50 

Tabel 17. Blinffolding............................................................................................ 51 

Tabel 18. Hasil Uji Multikolinieritas .................................................................... 52 

Tabel 19. Hasil Effect Size (F2) ............................................................................ 53 

Tabel 20. Hasil Pengujian Hipotesis (Path Coefficient) ....................................... 54 

Tabel 21. Pengaruh Tidak Langsung (Indirect Effect) .......................................... 56 

Tabel 22. Ringkasan Uji Hipotesis ....................................................................... 57 

 

  



xii 
 

DAFTAR LAMPIRAN 

 

Lampiran 1. Kontrak Penulisan Tugas Akhir Skripsi ........................................... 70 

Lampiran 2. Kartu Bimbingan Tugas Akhir Skripsi ............................................. 71 

Lampiran 3. Kuesioner Penelitian ......................................................................... 72 

Lampiran 4. Data Variabel Brand Community ..................................................... 75 

Lampiran 5. Data Variabel Brand Awareness ...................................................... 78 

Lampiran 6. Data Variabel Brand Trust ............................................................... 80 

Lampiran 7. Distribusi Frekuensi Variabel Brand Community ............................ 84 

Lampiran 8. Distribusi Frekuensi Variabel Brand Awareness (Z) ....................... 84 

Lampiran 9. Distribusi Frekuensi Variabel Brand Trust (Y) ................................ 84 

Lampiran 10. Model Pengukuran Outer Model .................................................... 85 

Lampiran 11. Hasil Evaluasi Outer Loading ........................................................ 85 

Lampiran 12. Nilai Cross Loading........................................................................ 86 

Lampiran 13. Nilai discriminant validity Fornell Larcker .................................... 86 

Lampiran 14. Nilai discriminant validity HTMT .................................................. 87 

Lampiran 15. Reliabilitas ...................................................................................... 87 

Lampiran 16. Goodness of Fit Model ................................................................... 87 

Lampiran 17. Model Struktural (Inner Model) ..................................................... 87 

Lampiran 18. Nilai R-Square ................................................................................ 88 

Lampiran 19. Blindfolding .................................................................................... 88 

Lampiran 20. Hasil Uji Multikolinieritas .............................................................. 88 

Lampiran 21. Hasil Pengujian Hipotesis ............................................................... 89 

Lampiran 22. Indirect Effect ................................................................................. 89 

 

 


	bce7ad798c06d2756f8fe05e184fa6545c83c89889b909e4d746d26e169abfec.pdf
	bce7ad798c06d2756f8fe05e184fa6545c83c89889b909e4d746d26e169abfec.pdf
	HALAMAN JUDUL 

	bce7ad798c06d2756f8fe05e184fa6545c83c89889b909e4d746d26e169abfec.pdf

