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ABSTRACT 

The present study aimed to analyze factors that lead to brand loyalty in community setting. A survey was 
carried out on a sample of 162 Panther Mania members. The proposed model was evaluated by using 
structural equation modelling. The mediating effects of brand community commitment were tested using 
Baron and Kenny’s (1986) logic. The results indicate that self-congruity positively influnces affective 
commitment stronger than continuence commitment. In addition, Both Brand affective commitment and 
brand continuence commitmen play a full mediaing effect for relationships. Brand affective commitment 
and continuence commitment were found to play a full mediating role in the raltionship between self-
congruity and repurchase intention. Despite the mediating effect was stronger continuence commitment than 
affective commitment First, the next future need to add sample from more hedonic car community. Second, 
it should be able to incorporates qualitative and quantitave study to get more aqurate results. Third, 
reaserchs should conceptualize it more specifically whether the community in next studies categorized on 
simple brand community, brand communities or brand subculture. 
Keywords: Brand loyalty, Brand Management, Panther Mania Community 
 

ABSTRAK 
Penelitian ini bertujuan untuk menganalisis faktor-faktor yang mengarah pada loyalitas merek dalam 
lingkungan komunitas. Survei dilakukan pada sampel 162 anggota Panther Mania. Model yang diusulkan 
dievaluasi dengan menggunakan pemodelan persamaan struktural. Efek mediasi dari komitmen komunitas 
merek diuji dengan menggunakan logika Baron dan Kenny (1986). Hasil penelitian menunjukkan bahwa 
kesesuaian diri secara positif mempengaruhi komitmen afektif lebih kuat daripada komitmen berkelanjutan. 
Selain itu, komitmen afektif merek dan komitmen kontinuitas merek memainkan efek media penuh untuk 
hubungan. Komitmen afektif merek dan komitmen kontinuitas ditemukan memainkan peran mediasi penuh 
dalam hubungan antara self-congruity dan niat beli ulang. Meskipun efek mediasi lebih kuat pada 
continuence commitment dibandingkan affective commitment, penelitian selanjutnya perlu menambahkan 
sampel dari komunitas mobil yang lebih hedonis. Kedua, penelitian selanjutnya dapat menggabungkan studi 
kualitatif dan kuantitatif untuk mendapatkan hasil yang lebih akurat. Ketiga, penelitian selanjutnya perlu 
mengkonseptualisasikan secara lebih spesifik apakah komunitas dalam penelitian selanjutnya dikategorikan 
sebagai komunitas merek sederhana, komunitas merek, atau subkultur merek. 
Kata kunci: Loyalitas Merek, Manajemen Merek, Komunitas Panther Mania 
 
INTRODUCTION 

Research in the field of marketing 
about brand community continues to 
grow also as in automotive world as well 
(Stewart, 1998). The car is a product 
which is no longer as means of 
transportation but also become an object 
of fantasy, pleasure, prestige, and 
phenomena associated with culture 
(Schouten-McAlexander 1995; Belk 
1996). The Manufacturing industries is 
one Indonesia;s economic buffer besides  

 
agriculuture and mining sector. One of 
the manufacturing industry drivers in 
Indonesia is the automotive industry. 
And it would influnce on national 
economic growth. Meanwhile Indonesia 
is the third invesment destination of 
automotive in southeas asia. Indonesia 
should improve the automotive 
industries competitiveness to  compete 
with Thailand and Malaysia to be the 
leading automotive investment 
destination in the region.   The 
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characteristics of the domestic market 
are unique because cars with features and 
comfort over rivals coupled with various 
loyalty programs provided by a 
manufacturer does not necessarily make 
consumers loyal. Brand loyalty among 
marketing scholars can be seen as 
something special where consumers 
have a great psychological bond to the 
brand entity they consume (Fournier, 
1998). The influence of competitors  
have the potential switching cost of the 
consumer choices  but if consumers have 
a deep commitment,   they will continue 
to repurchase products or services they 
have used before (Shsomian and Heere, 
2015). 

 The presence of internet network 
allows all members of the community to 
interact each other in a variety of social 
media platform that is not geographically 
limited (Granirz and Ward 1996; 
Tambyah 1996). Nowadays consumers 
easily compare one product to another 
only by visiting the online community 
platform  to ask questions or just read the 
conversations that already exist made by 
other community members. Brand 
communities were proven as tool  find 
ways to understand loyalty 
(McAlexander, Schouten & Koening, 
2002). Marketers believe that facilitating 
the brand community has an efficient and 
effective cost  to find new customers and 
retain the existing ones (Algesheimer, 
Dholakia, and Hermann, 2005). In a 
2009 report by Forrster Research Inc., 95 
percent of marketers stated that they 
would invested in social media or at least 
maintain the level of investment despite 
the global economic downturn. 

 The object of this research is 
Panther Mania Community members. 
This  community has been officially 
established since 2009, which was 
initiated by the interaction among 
members in panther-
mania@yahoogroups.com. Eight years 

later the community  achieve more than 
1200 members. The Panther Mania 
community accommodates all types of 
Panther MPV (multi point vehicle) 
models or pick-ups as well. 

 Japanese automotive 
manufacturers still dominate the 
automotive industry market share in 
Indonesia. The automotive competition 
map in Indonesia is dominated by low 
MPV, low SUV and low cost green car. 
Inevitably, automotive manufacturers 
who dominate the market in this country 
have at least one product line from these 
3 types of cars. However, not all 
manufacturers that have all three types of 
products are successfully enduring the 
competition in car sales in Indonesia. 
American manufacturers Ford and 
Chevrolete went out from Indonesia who 
could not stand the onslaught of rivals in 
winning the automotive market in 
Indonesia. In addition to Japanese, 
European, Indian and Korean 
manufacturers, some Chinese 
manufacturers have also begun to 
seriously work on the Indonesian 
automotive market as evidenced by 
Wulling Motors which makes car 
assembly parts in Indonesia. The MPV 
medium market in Indonesia is also 
interesting to watch. Consumers in 
Indonesia like cars that have rear wheels 
and use ladder frames-chassis. Toyota 
Innova is one of the types of MPV 
medium that fills the criteria and is as if 
it is playing in the market alone. And it 
includes the top five best-selling car in 
Indonesia under the low cost green car 
and other 1.5L cars.That means the rear 
wheel drive MPV medium market using 
ladder frames-chasiss still has a wide 
opportunity to be worked on by other 
automotive manufacturers are playing in 
Indonesia.  

 Loyalty could not be created by 
overnight (Shaomian and Heere, 2015). 
Provides economic benefits  only (such 
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as coupons, discounts, free service 
programs) is dificult to increase 
consumer loyalty in various ways 
(Gustafsson et. Al., 2005). It needs a 
holistic method which requires 
marketing strategies that can be adapted 
to various types of loyalty (Kim et al, 
2011). Some scientists understand that 
there are complex relational processes 
before consumers finally state loyalty to 
the product or service they use (Odine et 
al., 2001; Yi & La). According to 
Fullerton (2005) loyalty is about what 
consumers feel about their relationship 
to a brand. In general marketing 
scientists view commitment as 
something inherent among parties who 
have desire to maintain a relationship 
(Moorman, Zaltman, & Desphande, 
1992; Morgan & Hunt). 

Empirical studies showed that 
commitment influences consumer 
loyalty (Rauyruen & Miller, 2007; 
Robert, Varki, & Brodie, 2003; Walsh, 
Hennig-Thurau, Sassenberg, & 
Bornemann, 2010). Previous research 
conducted by Ahn et. al. (2011) have 
placed commitment in setting the 
automotive brand community but as a 
unidimensional construct. This study 
will adopt the organizational 
commitment model initiated by Allen 
and Mayer (1990) which consists of 
three components, namely affective, 
continuous, and normative commitment, 
in order to understand in more detail the 
dimensions of the commitment construct 
in relation to loyal behavior. But in this 
study only adopted affective 
commitment and continuity commitment 
only. 

In general, in the field of marketing 
only two components affective and 
continuous (Fullerton, 2003; Gilliland & 
Bello, 2002; Harrison-Walker, 2001). 
The reason not  to include the normative 
component in this study are first the 
effect of normative commitment is 

almost always heading in the same line 
with affective commitment and it has a 
weaker influence when both are tested in 
organizational literature (Meyer & Allen 
1997). Second normative commitment is 
usually highly correlated with affective 
commitment. Hence organizational 
behavior researchers question how differ 
the distinction  between those  two 
construct (O'Reilly, Chatman, & 
Caldwell, 1991). 

The dimension of consumer 
loyalty consists of three model variables 
that have been used by Kim et. al (2011) 
consist of repurchase Intention, Word-
of-Mouth of Brand, and Constructive 
Complaint of Brand. In the research only 
repurchase intention would be adopted 
as consumer loyalty dimension. 
Research conducted by Shamah et. al 
(2017) regarding self-congruity as an 
antecedent of loyalty shows that self-
congruity has a significant effect on 
loyalty. Direct relationships of self-
congruity and customer loyalty have 
been conducted in several studies (eg, 
Sirgy, 1986; Back, 2005; Kressmann et 
al., 2006; Sirgy, Lee, Johar, & Tidwell, 
2008; Liu et. Al., 2012 ). But there has 
never been a research that put self-
congruity as an antecedent of 
commitment which is a construct that 
plays an important role that causes 
loyalty. 

There are several reasons for 
encouraging members to join a brand 
community, such as knowledge, 
excitement and self-esteem (Sukoco and 
Wu, 2010). Consumers participate in the 
Apple Newton community because they 
want to solve certain problems or learn 
new applications on these products 
(Muniz and Schau, 2005). Fun refers to 
feelings of pleasure that attract and 
energize someone to become a member 
of the brand community (Wann, 
Schrader, and Wilson, 1999). Self-
esteem refers to consumer interested in 
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creating and maintaining self-concepts 
by participating in the brand community 
(Sukoco and Wu, 2010), such as for 
example building ideas for companies or 
products that are reflected in company 
management decisions. 

In previous studies there have been 
studies of brand communities that 
examined commitment to brand loyalty 
in brand loyalty studies but were not 
examined it in the model created by 
Allen & Mayer (1990) which breaks 
down into two constructs of affective 
commitment and continuity 
commitment. Because commitment to 
consumers can be psychological or 
functional. Some scientists acknowledge 
commitment as a source of customer 
loyalty (Fullerton, 2011; Meyer and 
Allen, 1997; Morgan and Hunt, 1994).  
In previous studies trust and affect which 
has long been an antecedent of 
commitment in many previous studies 
(Chaudhuri and Holbrook, 2001; Harris 
and Goode, 2004; Carroll and Ahuvia 
),Given that there are currently no 
studies examining the effect of self-
congruity on customer loyalty through 
commitment, this study will put add self-
congruity as an sole antecedent of 
commitment. According to Kim et. al. 
(2011) self-congruity variables are worth 
considering and testing as antecedents of 
commitment. 

The purpose of this study will first 
be to analyze the relationship between 
self-congruity on brand community 
affective commitment and brand 
community commitment commitment. 
The second will analyze the effect of 
affective commitment and continuity 
commitment on Repurchase Intention of 
Brand. 

 
THEORETICAL BACKGROUND 
AND RESEARCH HYPOTHESES 
Brand Community Commitment 

A brand community is a group of 
brand loyalists who are structurally 
constructed and are not limited to 
geographical areas (Muniz & O'Guin, 
2001). According to Sukoco and Wu 
(2010) there are two main motivations 
that make a person motivated to join a 
brand community. The first is related to 
self-related motivation and the second is 
social-related motivation. Self-related 
motivation includes three elements such 
as knowledge, pleasure, and esteem. 
Knowledge refers to the consumer's 
interest to learn more about a product or 
to find solutions when facing problems 
the product they use. Pleasure is a feeling 
of happyness that attract and energizes 
someone to become a member of the 
brand community (Wann, Schrader, and 
Wilson, 1999), and  esteem is a feeling in 
which members feel they have 
achievements  when the brand 
community is successful because of 
involvement of themselve (Sukoco and 
Wu, 2010). Social-related motivation is 
a person's interest in affiliation to build 
relationships with certain brand 
communities and obtain social status 
(Sukoco and Wu 2010). These affiliation 
motives form brotherhood as fellow 
Harley bikers did (Schouten and 
McAlexander, 1995) which serve as the 
basis for their behavioral intentions. 

Commitment is consumer 
confidence in the current affective and 
functional benefits when to continue the 
existing relationships rather than 
terminate it (Geyskens et al., 1996). The 
study conducted by Jang et. al. (2008) 
and Fller et. al. (2007) which focuses on 
the mediating role of community 
commitment which has identified this 
construct as positively affecting brand 
performance, such as brand loyalty. 

This study will explain 
multidimensional commitment in the 
model created by Allen & Mayer (1990) 
into two constructs of affective 



2024. COSTING:Journal of Economic, Business and Accounting 7(6):9249-9263 

9253 

commitment and continuity 
commitment. Affective commitment is a 
deep consumer emotional relationship to 
a brand (Mc Alexander et al., 2002 and 
Candan et. Al, 2012). Continunce 
commitment is a consumer relationship 
to a brand that is not deep because when 
they meet the perceive high switching 
costs and other alternatives that are more 
profitable they will switch brands 
(Yilidrim et. Al, 2012). 

 
Self-Congruity 

Self-congruity is the level of 
conformity between self-concept with 
the personality of users of a brand 
(Helgeson and Supphellen, 2004). The 
concept of self is how people look 
themselve regarding thoughts, 
perceptions and act (Potter & Perry, 
2009). In the realm of marketing there 
are at least two opinions from marketing 
scholar (Sirgy, 1985) and (Helgeson and 
Supphellen, 2004). According to Sirgy 
et. al. (1997) self-congruity is the 
behavior of consumers when they 
compare their image with the image of a 
store, product, and brand. 

 
Repurchase intention 

Repurchase intention is a 
consumer's decision to repurchase a 
particular service from the same 
company by considering their current 
situation (Lacey and Morgan, 2007). In 
this research, the interest in repurchasing 
is done by community members who 
have used previous products. Mosavi and 
Ghaedi (2012) expressed the interest in 
repurchasing to provide acceptable 
proxies for actual buying behavior. 

 
Hypotheses 
Self-congruity and Affective 
commitment 

Congruity theory according to 
Osgood and Tannenbaum (1955) 
customers are more likely to have 

favorable attitudes and behaviors when 
they find objects or events that are in 
accordance with their beliefs. Social 
psychology researchers  Osgood and 
Tannenbaum (1955) asserted the impact 
of this congruity is evidenced by the 
quality of a positive relationship to 
produce a positive attitude such as 
satisfaction and affective commitment. 
In the context of consumer behavior, 
consumers who are emotionally bound to 
the product will predict their 
commitment to certain brand or object 
(Yusuf and Arifin, 2016). Emotional 
attachments are also predicted as 
consumer commitments (Drigotas & 
Rusbult, 1992). Research conducted by 
Yusuf and Arifin (2016) that self-
congruity has a significant effect on 
emotional attachment. 
H1: There is positive Self-congruity and 
Affective commitment 
 
Self-congruity and Continuence 
commitment 

There have been many studies on 
self-congruity in the area of products, 
brands, and stores (eg Jamal & Goode, 
2001). The results of this study indicate 
that self-congruity influences consumer 
behavior both directly and indirectly 
through functional aspects of products, 
brands, or retail stores (Sirgy, Johar, 
Samli, & Claiborne, 1991). The results 
of image congruity research conducted 
by Sirgy and Samli (1985) specifically 
examined the role of functional store 
images in congruity theory on store 
loyalty found that the functional store 
image mediated the relationship between 
congruity and store loyalty. Research 
conducted by Baloglu & Usakli (2010) 
confirms that there is a positive 
relationship between self-congruity and 
behavioral intention. According to 
Martineau (1985) in the context of image 
marketing consists of two main 
characteristics functional and 
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psychological aspects. Continuence 
Commitent is one of the characteristics 
of brand and consumer relations 
(Fullerton, 2005). Consumers consume a 
brand repeately because they find the 
personality of a brand in accordance with 
the interpretation of their personalities 
(Aaker, 1997) attached to consumers 
through action, use and consumption 
(Holt, 2003). Research (Lee & Lee, 
2015) there was a positive relationship 
between self-congruity and repurchase 
intention, considered that repuchase 
intention includes dimensions of 
behavioral intention. 
H2: There is positive relationship Self-
congruity and Continuence commitment 
 
Affective commitment and 
Repurchase intention 

Affective commitment can be said 
to be a stage where consumers are 
considered loyal because they are 
pleasant about the product or service and 
always buy the brand (Fullerton, 2005). 
Brand Community is a bridge in this 
process where consumers share 
identification of the brands they use 
(McAlexander et. Al., 2002). Overt time 
members who are active in the 
community both online and offline share 
stories about Isuzu Panther they 
increasingly love their cars. Those who 
already love Isuzu Panther and see other 
members modifying their Isuzu Panther 
and make it look more beautiful it would 
increase their love to their  own Isuzu 
Panther. They will conclude that panther 
is more interesting than what has been 
perceived so far and will influence them 
to keep buying Isuzu Panther. Brand 
loyalty according to Oliver (1999, p. 34) 
when consumers have a deep 
commitment to repurchase or subscribe 
even though faced with choices that 
trigger switching behavior. Whereas 
repurchase intention is one dimension of 
brand loyalty. For example enthuiast or 

collector of Mercedez-Benz, they will 
continue to buy the car to replace or add 
other types of Mercede-Benz with a new 
series or even hunt for rare items at any 
price they will still persist to buy because 
they are emotionally bound hence 
willing to pay premium pricing. 
H3: There is positive relationship 
Affective commitment and Repurchase 
intention 
 
Continuence commitment and 
Repurchase intention 

If consumers have a continuence 
commitment  they will be hard to leave 
because of the few alternatives better 
available (Fullerton, 2005). Brand  
community identification can produce 
commitment to the brand community, 
psychological ties that describe harmony 
between members (Meyer & Allen, 
1991). Experience and shared values are 
the basis for creating brand community 
identification (Carlson, Suter, & Brown, 
2008). In the context of the community, 
for example, there are people who buy 
Isuzu Panther not because they love 
Isuzu Panther, but they are considering a 
multi-point vehicle that has strong 
durability, efficient fuel consumption, 
and an affordable price compared to 
rivals. Incidentally in Indonesia there is 
a panther mania community which is a 
forum for those users of Isuzu Panther. 
Because they already have Isuzu Panther 
they use the momentum to join the 
community to get functional benefits in 
the community for example in terms of 
car repair or because they want to make 
new friends because in the community 
there are many experts and experiences 
that can be shared by other community 
members.  After they feel that they are 
benefiting from the functionality they get 
from the community they will think 
about buying a panther because of the 
ease of information if there is a problem 
with their car. There is a concern to 
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speculate (side-bet) to move to another 
product. Identification in the brand 
community can be translated that 
community members will likely buy the 
same brand, share their brand 
experience, and get the same functional 
utilization from consuming the same 
brand (Zhou et al., 2012). 
H4: There is positive relationship 
between Continuence commitment and 
Repurchase intention 

 
Figure 1. Research Framework 

 
RESEARCH METHODS 
Sample 

Data for the study were collected 
from a survey of 162 (155 males and 7 
female) members of panther mania 
community. There were three catagories 
of characteristic data gender, education 
and duration.  The majority of 
respondents were graduate education of 
96 with a percentage (59.3%). Then there 
were 37 high schools or 22.8% and 29 
junior high school graduates or 17.9%. 
The respondents chosen for this study 
had joined to this club for at least one 
year. Therefore it was expected they 
have participated in a series of activities 
ranging from local, provincial and 
national scale hence that they can take 
impressions while participating in these 
activities. Most respondents who have 
joined the Panther Mania club for more 
than three years with 66 percentages 
(40.7%). Data collection was carried out 
by distributing questionnaires with 
random sampling using Google forms 
and were shrared to Whatsapp group of 
Panther Mania anniversary and through 
Facebook Direct Message assisted by 
Panther Mania founder Heri Siswanto 

and Panther Mania Decade Secretariat 
Joko Lasono, and all members friends of 
Panther Mania Community. All items in 
this study was translated into Indonesian 
so that could be understood by 
respondents. The study ran about two 
months before fasting until approaching 
the feast of 2019.  The quistionnaire 
consisted of two section- one section 
wasdevoted to questions related 
demographic information, whereas the 
second consisted of items related to all 
study constructs. 

Table 1. Respondent Identity 
Details of respondent (n = 
162) 

Frequency 
(s) 

   % 

Education Middle 
cchool 
High 
school 
Graduate 

29 
37 
96 

17.9% 
22.8% 
59.3% 

Gender Male 
Female 

155 
7 

95.7% 
4.3% 

Duration One year  
Two years 
Three years 
More than 
three years 

22 
42 
32 
66 

13.6% 
25.9% 
19.8% 
40.7 

 
Validation and Reliablie of measures 

Validity test related to the accuracy 
of a measurement that aims to assess a 
set of measurement indicators on the 
model truly reflects the latent construct 
of the model. The results of testing the 
size of a model through construct 
validity provide confidence that the size 
of items taken from the sample 
represents the actual score in the 
population. Based on confirmatory 
factor analysis according to Hair et. al, 
(1995) the minimum factor loading value 
is 0.30. According to Ghozali (2017) the 
minimum loading factor is 0.50. The 
construct validity is said to be valid if the 
standardized loading factor value is ≥ 0.5 
(Hair et. Al. 2014). In addition, an 
indicator variable is said to be valid if the 
t-value ≥ 1.96, referring to the 95 percent 
confidence level with an error of 0.05. 
Different with construct validity test the 
construct reliability test aims to measure 
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the reliability and internal consistency of 
the measured variables representing 
latent constructs. Reliability assessment 
is divided into two main measurements 
namely Variance Extracted (AVE) and 
Construct Reliability (CR). According to 
Hair et. al, (2014), the latent construct is 
said to be reliable if the minimum value 
of AVE is 0.5 and the minimum value of 
CR is 0.7. Based on Table 2., it is known 
that all latent variables have CR values ≥ 
0.7 and AVE values ≥ 0.5. This shows 
that all reliable variables are used as 
measurement tools for the latent 
construct. 

Table 2. Factor Loadings 

 

 

 
 

 
Figure 2. Full Model Result Image 

 
RESULT 
Self-congruity and brand community 
affective commitment 

Self-congruity affects the brand 
community affective commitment. Then 
H1 is accepted. The self-congruity of 
Panther Mania members  turned out to 
make them have an affective 
commitment to this community. The 
self-congruity of the members of this 
community makes them feel that by 
following Panther Mania will make them 
feel that there is a great bond of 
brotherhood, there will be a place to 
channel their love for Isuzu Panther, the 
pride of being a member because Panther 
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Mania is one of the car clubs the biggest 
in the country, and feel confident that 
this diesel car club is what they want. If 
stressing from the emotional side, there 
is a similarity between the construct 
between affective commitment and the 
emotional image construct. According to 
Digrotas & Rusbult (1992) emotional 
attachment is estimated to be a 
commitment from consumers. The direct 
effect shows that self-congruity has no 
direct effect on repurchase intention. But 
self-congruity is positively related to 
repurchase intention through brand 
community affective commitment. 

 
Self-Congruity  And Brand 
Community Continuence 
Commitment 

Self-congruity influences brand 
community commitment commitment. 
Thus H2 is received. If viewed from the 
aspect of functionality, the results of this 
study are in line with the research of 
Arrifin and Yusof (2005) because in their 
research there is a positive relationship 
between self-congruity and functional 
image. There is no direct effect of self-
congruity on repurchase intention with. 
Self-congruity will end positively on 
repurchase intention through a brand 
community continuity commitment. 
Panther Mania's self-congruity can make 
them have the intention to buy Isuzu 
Panther with the rational commitment 
they have. 

 
Brand community affective 
commitment and repurchase intention 

Brand community affective 
commitment has a negative effect on 
repurchase intention. Then H3 is 
accepted. The findings in this study are 
in accordance with previous studies such 
as in Fullerton (2005) and Candan, et. al 
(2012) which states there is a positive 
relationship between affective 
commitment and repurchase intention. 

This research shows that the more 
members have affective commitment, 
the more they have the intention to buy 
Isuzu Panther again. In many previous 
studies stated that someone who is 
emotionally bound will repurchase the 
product they love. Those who are 
affective bound will still buy Isuzu 
Panther again even though they have 
invested a lot for modification. And even 
though in the wait and see phase, 
hopefully there will be a new technology 
for the Isuzu Panther generation, which 
for almost 20 years there has been no 
significant change. They still want to buy 
back because they are attached 
affectively. 

Brand community continuence  
commitment  and Repurchase Intention 
Brand community continuity 
commitment influence positively 
repurchase. The research is in 
accordance with Fullerton (2005) with 
consumers of GAP apparel products. 
This research shows that consumers are 
willing to buy this car not with an 
emotional impulse but with an 
encouraging rational commitment. In a 
sense at this stage they buy a car because 
it is attached to its functionality and 
economic value. It is proved that the 
panther is a medium car Multi-Purposed 
Vehicle (MPV) which has a large 
capacity of haulage and performance 
while still saving fuel and the price of 
spare parts which is very very affordable 
when compared to the large capacity of 
the car. 
 
DISCUSSION 

Self-congruity has a positive 
influence on brand community affective 
commitment. Self-congruity has a 
positive influence on brand community 
continuence commitment but was 
smaller than self-congruity on brand 
community affective commitment. 
Brand community continuence 
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commitment has a positive influence 
greater on repurchase intention than 
community affective commitment. 
However both of theme have positive 
effect on repurchase intentio 
Continuance commitment obtained by 
Panther Mania members more 
stimulated them to have repurchase 
intention than affective commitment.  In 
this research commitment is broken 
down multidimensionally into brand 
community affective commitment and 
brand community continuity 
commitment. This is what distinguishes 
previous research on commitment in the 
context of brand community. Brand 
community affective commitment 
becomes a full mediator of the 
relationship of self-congruity to 
repurchase intention. But brand 
community commitment has greater 
mediating effect in the relationship of 
self-congruity to repurchase intention 
than brand community affective 
commitment. 

 
Theoritical implication  

According to Chauduri and 
Holbrook (2001); Harris and Goode 
(2004); and Caroll and Ahuvia (2006) 
affect and trust have been placed as 
antecedents of commitment. In this study  
replaced them with self-congruity as 
antecedents of  affective commitment 
and continuence commitment. Self-
congruity has a positive effect both on 
positive affective commitment and 
continuence commitment. But self-
congruity has a greater impact on 
affective commitment than on 
continuence commitment. Different with 
many  previous studies continuence 
commitment had greater mediating 
effect on repurchase intention than 
affective commitment in self-congruity 
and repurchase intention relationship. 
For the next research it is suggested to 
use two different objects one of which 

emphasizes functionality which is a type 
of car that is commonly used in the 
community for daily drive and further 
emphasizes the emotional and hedonic 
aspects, such as the Mercedes Benz or 
Harley Davidson community. It is better 
if the brand community is 
conceptualized more specifically 
whether it will be conceptualized as the 
simple brand community, brand 
communities or brand subculture as the 
model developed by Pronay and Hetesi 
(2016). Need to combine qualitative and 
quantitative aspects. The normative 
component also needs to be added 
considering there are moral aspects that 
must be examined from each member. 

 
Managerial implication 

This research showed that 
consumers who get emotional and 
functional benefits from a community 
will have a repurchase intention towards 
Isuzu. But the repurchase intentions is 
triggered more by the functional aspect. 
Besides being triggered by the functional 
benefits obtained from a community they 
also buy a car because they were bound 
to its functionality and economic value. 
It was proven that the Isuzu Panther is a 
Multi-Purposed Vehicle diesel which 
has a large capacity of haulage and 
performance while economical fuel 
consumtpion. However Isuzu should 
immediately make a total new pather 
with common rail diesel technology to 
compete with rivals. Isuzu actually has a 
common rail engine that is much more 
sophisticated and environmentally 
friendly that meets Euro 4 environmental 
emissions standards. However isuzu 
excused that he would put the engine into 
the country after Indonesian government 
set the Euro 4 emission standard because 
pertamina would automatically sell 
diesel that is suitable for the engine. 
Actually, Isuzu can use an existing 
common rail engine that has been used 
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by Isuzu D-Max since 2005 coulb be 
armed to the next generation of  Isuzu 
Panther. Like the platform sharing 
system between the Toyota Fortuner and 
the Kijang Innova which has been going 
on for more than a decade ago. Despite 
common launche common-rail diesel 
engine Isuzu still sells conventional 
diesel engines to enrich the variant. 
Because conventional diesel engines are 
still much in demand. Isuzu must 
improve what many Panther users have 
complained so far such as Isuzu must 
improve the quality of design, features, 
interior material quality of the interior 
assembly. With a price of more than 333 
million rupiah for the highest type must 
increase minimum safety standards such 
as air bags and anti-lock braking system 
(ABS) brakes. Isuzu exhaust emissions 
must be improved because this is one of 
the weaknesses of Isuzu compared to 
other diesel cars circulating in the 
country. 
 
REFERENCES 
Ahan, Jiseon., & Back, Ki-Joon. 

Antecedents and consequences of 
customer brand engagement in 
integrated resorts. International 
Journal of Hospitality 
Management, 75, 144–152. 

Alan, Alev Koçak., & Kabdayi, Ebru 
Tümer. (2014). Quality 
antecedents of brand trust and 
behavioral intention. Social and 
Behavioral Sciences, 150, 619–
627.  

Albert, Noel., & Merunka, Dwight. 
(2013). The role of brand love in 
consumer-brand relationship. 
Journal of Consumer Marketing, 
30(3), 258–266. 

Andaleen, Syed Saad. (1996). An 
Experimental Investigation of 
Satisfaction and Commitment in 
Marketing Channels: The Role of 

Trust and Dependence. Journal of 
Retailing, (72)1, 77–93.    

Badrinarayanan, Vishag., P. Becerra, 
Enrique., & Madhavaram, 
Sreedhar.  (2014). Influence of 
congruity in store-attribute 
dimensions and self-image on 
purchase intentions in online stores 
of multichannel retailers. Journal 
of Retailing and Consumer 
Services, 21(6), 1013–1020. 

Betty Chiu, Wai Yee., & Ng, Fung Fai. 
(2013). Enhancement of 
organizational commitment 
through propensity to trust. 
Journal of Engineering, 
Construction and Architectural 
Management, 22, 272–294. 

Cakı, Nese., Asfuroglu, Ledya., & Erbas, 
Oytun. (2015). The Relationship 
Between The Level Of Attachment 
In Romantic Relations, Affective 
Commitment And Continuance 
Commitment Towards 
Organization : A Field Research. 
Economics and Finance, 26, 1007 
–1013.  

Chih, Wen-Hai., Liou, Dah-Kwei., & 
Hsu, Li-Chun. (2015). From 
positive and negative cognition 
perspectives to exploe e-shoppers’ 
real purchase behavior: an 
application of tricomponent 
attitude model. Journal of 
Information System E-Business 
Management, 13, 495–526. 

Choi, Hajoon., & N. Reid Leonard. 
(2016). Congruity effects and 
moderating influences in nutrient-
claimed food advertising. Journal 
of Business Research, 69(9), 
3430–3438. 

Cova, Bernard., Pace, Stefano., & J.Park 
David. (2007). Global brand 
communities across borders; the 
Warhammer case. Journal of 
International Marketing Review, 
24(3), 313–329. 



2024. COSTING:Journal of Economic, Business and Accounting 7(6):9249-9263 

9260 

Daniela-Valentina., & Denisa-Roxana. 
(2014). Consumers' Sense of 
belonging to Apple's Brand 
Community: Drivers of the 
Decision, Reasons and Effects. 
Journal of Quality - Access to 
Success, 15(140), 178–185. 

Davidson, Laura Davidson., McNeill, 
Lisa., & Ferguson, Shelagh. 
(2007). Magazine communities 
brand community formation in 
magazine consumption. 
International Journal of 
Sociology,  27(5/6), 208–220. 

Das, Gopal. (2014). Impacts of retail 
brand personality and self-
congruity on store loyalty: The 
moderating role of gender. Journal 
of Retailing and Consumer 
Services, 21(2),  130–138. 

De Burgh-Woodman, Hélène., & Brace-
Govan, Jan. (2007). We do not live 
to buy. Why sculptures are 
different from brand communities 
and the meaning for marketing 
discourse. International Journal of 
Sociology, 27(5/6), 193–207. 

Duman, Teoman., Ozbal, Okai., & 
Duerod, Malcolm. (2018). The 
role of affective factors on brand 
resonance: Measuring customer‐
based brand equity for the Sarajevo 
brand. Journal of Destination 
Marketing & Management, 8, 
359–372.  

El Hedhli, Kamel., Zourrig, Haithem., & 
Chebat, Jean-
Charles.(2016).Shopping well-
being: Is it just a matter of pleasure 
or doing the task? The role of 
shopper's gender and self-
congruity. Journal of Retailing 
and Consumer Services, 31, 1–13. 

El Hedhli, Kamel., Zourrig, Haithem., & 
Park, Jeongsoo. (2017). Image 
transfer from malls to stores and its 
influence on shopping values and 
mall patronage: The role of self-

congruity. Journal of Retailing 
and Consumer Services, 39, 208–
218.  

Emir, Oktay. (2011). Customer 
complaints and complaint 
behaviours in Turkish hotel 
restaurants: An application in Lara 
and Kundu areas of Antalya. 
African Jurnal of Business 
Management, 5(11), 4239–4253. 

Fakharyan, Meysam., Jalilvand, 
Mohammad., Elyasi, Mehdi., & 
Mohammadi, Mehdi. (2012). The 
influence of online word of mouth 
communications on tourist’s 
attitudes toward Islamic 
destinations and travel intention: 
Evidence from Iran. African 
Journal of Business Management, 
6(38), 10381–10388. 

Felix, Reto. (2012). Brand communities 
for mainstream brands: the 
example of the Yamaha R1 brand 
community. Journal of Consumer 
Marketing, 23,(9), 225–232.  

Fullerton, Gordon. (2005). The Impact of 
Brand Commitment on Loyalty to 
Retail Service Brands. Canadian 
Journal of Administrative 
Sciences,  22(2), 97–110. 

Haj-Salem, Narjes., Chebat, Jean 
Charles., & Michon, Richard. 
(2015). Why male and female 
shoppers do not see mall loyalty 
through the same lens? The 
mediating role of self-congruity. 
Journal of Business Research, 
69(3), 12191–227. 

Han, Heesup., Ngoc Nguyen, Hong., 
Song, Hakjun, Bee-Lia., Lee, 
Sanghyeop., & Kim, Wansoo. 
(2018). Drivers of brand loyalty in 
the chain coffee shop industry. 
International Journal of 
Hospitality Management, 72, 86–
97. 

Hsiao, Chih-Hui., C.Shen, George., & 
Chao, Pei-Ju. (2015) How does 



2024. COSTING:Journal of Economic, Business and Accounting 7(6):9249-9263 

9261 

brand misconduct affect the 
brand–customer relationship? 
Journal of Business Research, 
68(4), 862–866. 

Inoue, Yuhei., C.Funk, Daniel., & Mc 
Donald, Heath. (2017). Predicting 
behavioral loyalty through 
corporate social responsibility: 
The mediating role of involvement 
and commitment. Journal of 
Business Research, 75, 46–56.  

J. Singh, Jatinder., Iglesias, Oriol., & 
Batista-Forguet,Joan Manel. 
(2012). Does Having an Ethical 
Brand Matter? The Influence of 
Consumer Perceived Ethicality on 
Trust, Affect and Loyalty. Journal 
of Business Ethic, 111, 541–549. 

Kamboj, Shampy., Sarmah, Bijoylaxmi., 
Gupta, Shivam., & Dwivedi, 
Yogesh. (2018). Examining 
branding co-creation in brand 
communities on social media: 
Applying the paradigm of 
Stimulus-Organism-Response. 
International Journal of 
Information Management, 22, 
169–185. 

Kaveh, Mojtaba., Mosavi, Seyed 
Alireza., & Ghaedi, Mahnoosh. 
(2012). The application of 
European customer satisfaction 
index (ECSI) model in 
determining the antecedents of 
satisfaction, trust and repurchase 
intention in five-star hotels in 
Shiraz, Iran. African Journal of 
Business Management, 6(1) 6103–
6113.  

Kemp, Sharon., & Dwyer, Larry. (2001). 
An examination of organisational 
culture — the Regent Hotel, 
Sydney. International Journal of 
Hospitality Management, 20(1), 
77–93.  

Kumar, Vikas. (2016).  Examining the 
role of destination personality and 
self-congruity in predicting tourist 

behavior. Tourism Management 
Perspectives, 20, 217–227. 

Kuo, Yeng-Feng., & Feng, Lien Hui. 
(2013). Relationships among 
community interaction 
characteristics, perceived benefits, 
community commitment, and 
oppositional brand loyalty in 
online brand communities. 
International Journal of 
Information Management, 33, 
948–962.  

Koçak Alan, Alev., & Tümer Kabadayı. 
(2014). Quality antecedents of 
brand trust and behavioral 
intention. Procedia - Social and 
Behavioral Sciences, 150, 619–
627. 

Landry, Guylaine., Panaccio, 
Alexandra., & Vandenberghe, 
Christian. (2010). Dimensionality 
and Consequence of Employee 
Commitment to Supervisor: A 
Two-Study Examination. The 
Journal of Psychology, 144(3), 
285–312. 

Lau, Geok Theng., & Ng, Sophia. (2014) 
Individual and Situational Factors 
Influencing Negative Word-of-
Mouth Behaviour. Canadian 
Journal of Administrative 
Sciences, 18(3) 163–178. 

Lee, Jihyun., & Lee Yuri. (2015). The 
interactions of CSR, self-congruity 
and purchase intention among 
Chinese consumers. Australasian 
Marketing Journal, 23(1), 19–26.  

Lewicka, Dagmara., & Krot, Katarzyna. 
(2015). The model of HRM-trust-
commitment relationships. 
Industrial Management & Data 
Systems, 115(8), 1457–1480. 

Lin, Chia-Wu., Wang, Kai-Yu., Chang, 
Kai-Yu., & Lin, Jin-An. (2017). 
Investigating the development of 
brand loyalty in brand 
communities from a positive 



2024. COSTING:Journal of Economic, Business and Accounting 7(6):9249-9263 

9262 

psychology perspective. Journal of 
Business Research.    

Mohd.  Yusof, Jamaliah., & Ariffin, 
Shahira. (2016). The Influence of 
Self-Congruity, Functional Image, 
and Emotional Attachment on 
Loyalty. Economics and Finance, 
37, 350–357.  

Orehek, Edward., Bessara, Elena., Chen, 
Xiaoyan., & Kruglanski, Arie W. 
(2011)Positive affect as 
informational feedback in goal 
pursuit. Motiv Emot, 35(1), 44–51. 

Raȉes, Karine., Mühlbacher, Hans., & 
Gavard-Perret, Marie-Laure. 
(2015). Consumption community 
commitment: Newbies' and 
longstanding members' brand 
engagement and loyalty. Journal 
of Business Research, 68(12), 
2634–2644.  

Rusu, R. (2013). Affective 
Organizational Commitment, 
Continuance Organizational 
Commitment or Normative 
Organizational Commitment? 
Revista Academiei Fortelor 
Terestrenr, 2, 192–197. 

S. Tax, Stephen., W. Brown, Stephen., & 
Chandrashekaran, Murali. (1998). 
Customer Evaluations of Service 
Complaint Experiences: 
Implications for Relationship 
Marketing. Journal of Marketing, 
62(2), 60–76. 

Sabiote, EstelaFernández., &  Román, 
Sergio. (2009). The influence of 
Social Regard on the Customer–
Service Firm Relationship: The 
Moderating Role of Length of 
Relationship. Journal of Business 
Physocology, 24, 441–453. 

Seonjeong, (Ally) Lee., & Jeong, 
Miyoung. (2014). Enhancing 
online brand experiences: An 
application of congruity theory. 
International Journal of 

Hospitality Management, 40, 49–
58. 

Shamah, Rania A.M., C. Mason, 
Michela., Moreti, Andrea., & 
Raggioto, Franscesco. 
Investigating the antecedents of 
African fast food customers' 
loyalty: A selfcongruity 
perspective. Journal of Business 
Research, 86, 446–456. 

Shaomian, Armen., & Heere, Bob. 
(2015). The Path to Loyalty 
Among Theater Patrons:The 
Importance of Interaction and a 
Sense of Brand Community. 
Journal of the Music & 
Entertainment Industry Educators 
Association, 15(1), 13–35. 

Sirgy, M. Joseph. (1985). Using Self-
Congruity and Ideal Congruity to 
Predict Purchase Motivation. 
Journal of Business Research, 
13(3), 195–206. 

Sukoco, Badri Munir., & Wu, Wann-
Yih. (2010). The personal and 
social motivation of customers’ 
participation in brand community. 
African Journal of Business 
Management, 4(5), 614–622. 

Taghizadeh, Houshang., & Panahi, 
Karim. (2013). A comparative 
study of complaint behavior of 
loyal customers versus first 
customers. European Online 
Journal of Natural and Social 
Sciences, 1(3), 330 –337. 

Taylor, Catherine., & Karl Pillemer. 
(2009). Using Affect to 
Understand Employee Turnover: 
A Context-Specific Application of 
a Theory of Social Exchange. 
Sociological Perspectives, 52(4), 
481–504.   

Usakli, Ahmet., & Baloglu, Seyhmus. 
(2011).  Brand personality of 
tourist destinations: An application 
of self-congruity theory. Tourism 
Management,  32(1)114–127. 



2024. COSTING:Journal of Economic, Business and Accounting 7(6):9249-9263 

9263 

Wang, Jau-Shyong. (2009). Trust and 
relationship commitment 
bewtween direct selling 
distributors and customers. African 
Journal of Business Management, 
3(12), 862–870. 

Wang, Yonggui., Chan, S. Fiona., & 
Yang, Zhilin. (2013). Customers’ 
Perceived Benefits of Interacting 
In A Virtual Brand Comminity In 
China. Journal of Electronic 
Commerce Research, 14(1), 49–
66.  

W. Huppertz, John. (2007). Firms; 
complaint handling policies and 
consumer complaint voicing. 
Journal of Consumer Mrketing, 
24(7), 428–437. 

Zheng, Xiabing., Cheung, Christy M.K.., 
K.O. Lee, Matthew., & Liang, 
Liang. (2015). Building brand 
loyalty through user engagement 
in online brand communities in 
social networking sites. Journal of 
Information Technology & People, 
28(1), 90–106. 

Zhou, Zhimin., Zang, Qiyuan., Su, 
Chenting., & Zhou, Nan. (2012). 
How do brand communities 
generate brand relationships? 
Intermediate mechanisms.  
Journal of Business Research, 65, 
890–895.  

 


