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Abstract

This study investigates the impact of community marketing on audience loyalty, focusing on the mediating roles of brand
trust and customer engagement. Utilizing a quantitative research design, data were collected through an online survey and
analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM). The results reveal that community marketing
has a significant direct effect on audience loyalty, while also exerting indirect influence through brand trust and customer
engagement. Both mediators were found to significantly strengthen the relationship between community marketing and
audience loyalty, with customer engagement showing a particularly strong mediating effect. These findings contribute to a
deeper understanding of how community-oriented strategies foster trust, increase active participation, and ultimately build
lasting consumer loyalty. The study provides theoretical and practical implications for marketers aiming to develop
sustainable, relationship-based brand strategies in the digital era.
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1. Introduction

Community marketing has emerged as a pivotal
strategy in the digital era, fundamentally reshaping the
ways in which brands connect with their audiences and
foster enduring loyalty [1] [2]. This paradigm shift in
marketing practice is driven by the increasing demand
for authentic engagement and personalized interaction
in a saturated digital [3] [4] [5]. As traditional
advertising methods lose their impact amid the
overwhelming volume of online content, brands are
now leveraging community marketing to create
meaningful connections, build trust, and stimulate
active participation among consumers [5] [6]. The role
of digital communities in enhancing brand equity has
been substantiated by a growing body of research,
which indicates that active engagement within these
communities can lead to elevated levels of consumer
loyalty [7] [8].

Moreover, the strategic utilization of community
marketing facilitates a symbiotic relationship between
brands and consumers, whereby the latter are not
merely passive recipients of marketing messages but
active contributors to brand narratives [9] [10]. This
interactive process not only cultivates a sense of
belonging among community members but also
reinforces brand trust by consistently aligning the
brand’s values with consumer expectations [11] [12].
Such engagement has been shown to be instrumental in
driving repeat purchases and positive word-of-mouth
referrals, thereby contributing to the long-term
sustainability of brand-customer relationships [13]. In
this context, community marketing serves as a powerful
mechanism for brands to differentiate themselves in a

competitive marketplace, leveraging the collective
influence of community members to enhance both
visibility and credibility [14] [15].

The theoretical framework underpinning this research
draws upon multiple dimensions of consumer behavior
and digital engagement, including the constructs of
community marketing, brand trust, and customer
engagement, all of which have been extensively
documented in contemporary marketing literature [16];
[17]. Recent studies underscore the importance of
integrating community marketing strategies into the
broader marketing mix, arguing that such integration
leads to a more cohesive and responsive approach to
consumer needs [18]. Furthermore, the dynamic
interplay between online community participation and
consumer trust has been identified as a critical
antecedent to brand loyalty, suggesting that the strength
of these relationships may serve as a key predictor of a
brand’s success in the digital landscape [19] [20].

In addition, customer engagement has emerged as a
central mediating factor that bridges the gap between
community marketing initiatives and audience loyalty
[21]. This mediating role is particularly significant in
contexts where the direct impact of community
marketing is less apparent, yet the cumulative effect of
sustained consumer interaction can be observed in
enhanced loyalty metrics [2] [22]. The empirical
evidence supporting this mediation effect is robust,
with several studies demonstrating that heightened
customer engagement can amplify the positive
outcomes of community-based marketing strategies,
ultimately leading to increased brand loyalty [3] [23].
The interplay of these variables suggests that a
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comprehensive understanding of community marketing
requires not only an examination of its direct effects but
also an exploration of the underlying processes through
which it operates [24].

The present study aims to address this gap by
examining the direct influence of community marketing
on audience loyalty, while also investigating the
mediating roles of brand trust and customer
engagement. By adopting an integrative model that
encapsulates these relationships, this research seeks to
contribute to the existing literature by providing
empirical insights into how digital communities can be
harnessed to build and sustain loyal audiences [5] [6].
The study employs a rigorous quantitative
methodology, incorporating advanced statistical
techniques to test the proposed theoretical framework
and validate the hypothesized relationships [7] [8].
Through this approach, the research endeavors to offer
practical recommendations for marketers and brand
managers striving to optimize their community
marketing strategies in an increasingly competitive and
digitally-driven marketplace [9] [10].

Furthermore, this investigation is situated within the
broader context of digital transformation, where rapid
technological advancements and evolving consumer
behaviors necessitate a reevaluation of traditional
marketing paradigms [11] [12]. In an era marked by
ubiquitous connectivity and real-time communication,
the capacity to cultivate robust online communities has
become a critical determinant of brand success [13]. By
exploring the mechanisms through which community
marketing influences audience loyalty, the study not
only extends theoretical knowledge but also provides
actionable insights that can inform the development of
more effective, community-centric marketing strategies
[14] [15]. Ultimately, this research contributes to a
deeper understanding of the transformative potential of
community marketing, positioning it as an essential
tool for brands seeking to navigate the complexities of

the modern digital landscape [16] [17]. Next
Framework on Figure 1.
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Figure 1. Framework
2. Research Method

This study adopts a quantitative research design to
investigate the influence of community marketing on
audience loyalty, with brand trust and customer
engagement serving as mediating variables. The
quantitative approach was selected to enable the
empirical testing of hypothesized relationships through

statistical analysis and to ensure objectivity,
generalizability, and replicability of findings [25]. Data
collection was conducted through an online survey
distributed to consumers who actively participate in
brand communities across social media platforms, such
as Facebook Groups, Discord servers, and Instagram
fan pages. Respondents were selected using purposive
sampling, targeting individuals with prior engagement
in brand-led digital communities to ensure the
relevance of the responses to the research objectives.
The survey instrument consisted of structured items
measured on a 5-point Likert scale ranging from
strongly disagree to strongly agree, with scales adapted
from validated constructs in prior studies to measure
community marketing [26], brand trust [27], customer
engagement [31], and audience loyalty [28] To ensure
the validity and reliability of the instrument, a pilot test
was conducted with a small sample prior to the main
data collection phase.

The collected data were analyzed using Partial Least
Squares Structural Equation Modeling (PLS-SEM) via
SmartPLS software, a statistical tool suitable for
exploratory research and models involving complex
relationships and latent variables [30]. This method was
chosen due to its robustness in handling non-normal
data distributions and its capacity to simultaneously
assess measurement and structural models [29]. The
analysis involved two primary stages: first, the
assessment of the measurement model through tests of
convergent  validity, discriminant validity, and
composite reliability; second, the evaluation of the
structural model by examining path coefficients, R?
values, effect sizes (f2), and predictive relevance (Q?)
[30]. Mediation analysis was performed using the
bootstrapping technique with 5,000 resamples to test
the indirect effects of community marketing on
audience loyalty through brand trust and customer
engagement. The results provided empirical insights
into the theoretical framework and offered practical
recommendations for brand managers seeking to
strengthen  their  marketing  strategies through
community-driven initiatives.
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3. Result and Discussion

The results and discussion section presents the
empirical findings derived from the quantitative
analysis using SmartPLS, aimed at examining the
relationship between community marketing (CM) and
audience loyalty (AL), with brand trust (BT) and
customer engagement (CE) as mediating variables. This
section begins by outlining the outcomes of the
measurement model, confirming the validity and
reliability of the constructs, followed by the structural
model results that test the hypothesized paths. The
discussion interprets these results in the context of
existing literature, offering insights into how
community-based marketing strategies contribute to
fostering loyal brand audiences. Additionally, this
section highlights the theoretical and managerial
implications of the findings, bridging the gap between
conceptual frameworks and practical applications. Next
Path Analysis (Direct Effects) on Table 1.

Table 1. Path Analysis (Direct Effects)

Path Original P — Value Decision
Sample

CM — BT 0.652 0.000 Supported

CM — CE 0.711 0.000 Supported

CM — AL 0.238 0.012 Supported

BT — AL 0.296 0.004 Supported

CE — AL 0.401 0.000 Supported

The analysis of the direct effects among the variables—
Community Marketing (CM), Brand Trust (BT),
Customer Engagement (CE), and Audience Loyalty
(AL)—reveals a comprehensive framework of
relational dynamics that substantiate the theoretical
assumptions of this study. The results indicate that all
proposed paths are statistically significant, supporting
the hypothesis that CM positively influences BT, CE,
and AL, and that both BT and CE significantly
contribute to AL. These findings provide empirical
validation for the premise that community-based
marketing strategies serve as an instrumental approach
in cultivating loyal consumer bases within digital
ecosystems.

The significant relationship between CM and BT (B =
0.652, p < 0.001) aligns with extant literature
emphasizing the role of trust as a foundational outcome
of consistent and value-driven brand-community
interactions. As highlighted by McAlexander et al.
[46], consumer trust is reinforced when brands
establish ~ platforms  where  consumers  feel
acknowledged, heard, and actively involved. CM
fosters this trust by facilitating open communication,
nurturing a sense of belonging, and aligning brand
values with those of the community [26]. This pathway
supports the assertion that consumers interpret brand-
sponsored communities not merely as marketing
vehicles but as relational environments where trust is
gradually developed through shared narratives and
sustained interactions [27].

In parallel, the positive and significant path from CM to
CE (B = 0.711, p < 0.001) further validates the social-
interactionist  perspective that community-based

marketing directly contributes to increased consumer
participation. CE, defined as the psychological and
behavioral investment consumers exhibit toward a
brand, is often heightened when they are involved in
co-creation, content sharing, or peer-to-peer support
within brand communities [31]. The strength of the
CM-CE relationship in this study reflects the
heightened sense of agency consumers experience
when they perceive their participation as influential to
the brand’s value proposition [32]. The immersive
nature of digital communities thus serves as a catalyst
for engagement by creating emotionally resonant
experiences that go beyond transactional exchanges
[33].

Interestingly, CM also exerts a direct positive effect on
AL (B = 0.238, p = 0.012), corroborating previous
assertions  that  consistent  community-driven
interactions can enhance customer loyalty, even in the
absence of traditional marketing stimuli. Loyalty,
conceptualized as both attitudinal and behavioral
commitment toward a brand [28], is fostered in
environments where consumers experience reciprocity,
recognition, and communal values. Brands leveraging
CM can thus establish relational continuity, which
strengthens customers’ attachment and resistance to
switching behavior [34]. This outcome demonstrates
that CM is not only effective in fostering intermediary
outcomes like engagement and trust but also in directly
influencing the end-goal of brand loyalty.

The relationship between BT and AL (B = 0.296, p =
0.004) also reinforces the consensus in literature that
trust is a robust antecedent of consumer loyalty.
According to Morgan and Hunt [47], trust engenders
customer commitment by reducing perceived risks and
building a sense of predictability in brand performance.
The implication here is that when consumers perceive a
brand as reliable and ethically grounded, they are more
inclined to maintain a long-term relationship with that
brand. In online community contexts, where credibility
and reputation are under constant scrutiny, the
formation of BT becomes a strategic necessity for
brands seeking to foster AL [35] [45]. This finding thus
underscores the importance of trust-building
mechanisms—such as  transparency, community
moderation, and value alignment—in the architecture
of CM initiatives [37].

Further, the most substantial effect on AL is observed
from CE (B = 0.401, p < 0.001), suggesting that
engaged consumers are more likely to remain loyal to
the brand. This finding echoes prior research indicating
that engagement acts as a central mediating mechanism
in the formation of brand loyalty [36]. Engagement
enhances emotional attachment, generates positive
brand experiences, and fosters psychological
ownership, all of which are critical determinants of
loyalty in competitive digital markets [38]. The
interactive nature of CE in brand communities enables
consumers to derive both intrinsic and extrinsic value,
thus reinforcing their commitment to the brand and
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decreasing susceptibility to competitors’ persuasion
efforts [39].

Taken together, the interplay among CM, BT, CE, and
AL reveals a coherent framework wherein CM
functions as the foundational stimulus, BT and CE
operate as processual mediators, and AL emerges as the
ultimate consumer outcome. The findings substantiate
the stimulus-organism-response (S-O-R) model, where
CM serves as the environmental stimulus, BT and CE
represent internal psychological states, and AL signifies
the resultant behavior. This theoretical alignment lends
support to the assertion that brands must look beyond
traditional marketing metrics and instead adopt a
holistic understanding of consumer relationships that
incorporates emotional, cognitive, and behavioral
dimensions [40].

The observed statistical significance and strength of the
CM — CE — AL pathway in particular suggests that
engagement is a powerful engine of brand loyalty.
While trust is often emphasized as a critical loyalty
antecedent, this study demonstrates that the emotional
and interactive dimensions of CE may exert a stronger
and more immediate impact on loyalty outcomes. This
insight has important managerial implications: while
building BT remains essential, brands must also invest
in creating community environments that actively
solicit and reward consumer participation. These
environments should be designed not only to
disseminate brand messages but also to facilitate user-
generated content, peer-to-peer dialogue, and
collaborative  problem-solving—each  of  which
enhances the perceived value of the community and
deepens CE.

From a strategic perspective, these findings suggest that
CM can be a potent tool for fostering both BT and CE,
which subsequently drive AL. This model highlights
the non-linear, multistage nature of consumer-brand
relationships in digital ecosystems, urging brands to
develop integrated strategies that simultaneously
nurture trust, stimulate engagement, and promote
loyalty. For instance, brands might use storytelling and
user advocacy campaigns to build BT, while deploying
gamified experiences and community-led events to
enhance CE. The strength of these relationships also
implies that failure to maintain active community
involvement may undermine BT and CE, thereby
jeopardizing AL over time.

Moreover, this research responds to prior calls in the
literature to further investigate the mediating
mechanisms that underpin the CM-AL relationship
[41]. While previous studies have often treated CM as a
monolithic predictor of brand outcomes, this study
disaggregates its effects and reveals the distinct yet
interrelated roles of BT and CE. By doing so, it
contributes to a more nuanced understanding of how
CM operates within digital brand ecosystems and offers
a replicable model for future empirical investigation
[42].

It is also worth noting that the strength of the direct
CM-AL link, though significant, is weaker than the
indirect paths through BT and CE. This finding
suggests that while CM has an intrinsic impact on
loyalty, its true potency is realized when channeled
through trust-building and engagement-enhancing
mechanisms. This layered pathway reflects the
complexity of modern consumer behavior, where
loyalty is rarely the result of a single interaction but
rather the culmination of sustained, multi-dimensional
experiences with a brand [43]. Hence, the integration of
CM into broader relationship marketing frameworks is
both necessary and strategic.

In sum, the findings of this study provide robust
support for the hypothesis that CM influences AL both
directly and indirectly through BT and CE. These
insights are consistent with the relational marketing
paradigm, which emphasizes long-term, mutually
beneficial relationships over short-term transactions
[44]. Brands that successfully implement CM strategies
are likely to benefit from higher levels of consumer
trust, deeper engagement, and ultimately, enhanced
loyalty. As consumer expectations continue to evolve
in an increasingly digitalized world, brands that
prioritize community-building will be better positioned
to foster durable emotional bonds and withstand
competitive pressures.

Future research could extend this study by
incorporating moderating variables such as brand type,
consumer personality traits, or cultural context to
examine how these factors may influence the strength
of the observed relationships [46]. Additionally,
longitudinal designs would allow researchers to assess
the stability of these relationships over time, providing
a more dynamic picture of how CM affects AL in
evolving digital ecosystems. While the current study
offers valuable insights into the mechanisms through
which CM fosters AL, further exploration is required to
understand the full spectrum of factors that mediate and
moderate this complex relationship. Ultimately, this
study contributes to both theory and practice by
demonstrating the centrality of community-oriented
strategies in modern marketing. It reveals that CM is
more than a tactical instrument—it is a strategic
imperative that enables brands to cultivate trust, drive
engagement, and achieve sustainable loyalty in a
competitive digital landscape. Next Path Analysis
(Indirect Effects) on Table 2.

Table 2. Path Analysis (Indirect Effects)

Path Original P - Value Decision
Sample

CM — BT — AL  0.193 0.006 Supported

CM —-CE - AL 0.285 0.000 Supported

The results from the indirect effects analysis offer
compelling evidence for the mediating roles of both
Brand Trust (BT) and Customer Engagement (CE) in
the relationship between Community Marketing (CM)
and Audience Loyalty (AL). Specifically, the pathway
CM — BT — AL (B =0.193, p = 0.006) confirms that
BT significantly mediates the effect of CM on AL. This
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finding supports previous research indicating that trust
functions as a psychological mechanism through which
marketing initiatives  translate  into  consumer
commitment [47] [45]. When consumers engage with a
brand through community-based experiences and
perceive authenticity and consistency in brand
messaging, their trust in the brand strengthens. This
trust, in turn, enhances their emotional attachment and
long-term loyalty. The significant indirect effect thus
highlights the importance of developing CM strategies
that consistently reflect brand integrity and reliability,
as these factors play a critical role in building trust-
based consumer relationships.

The path CM — CE — AL (B = 0.285, p < 0.001)
reveals an even stronger mediating role for CE,
underscoring its influence as a dynamic process linking
community-driven marketing efforts to loyal consumer
behavior. This supports literature that identifies
engagement as a key predictor of brand loyalty,
particularly in digital contexts where active
participation amplifies perceived value and satisfaction
[32]. Through CE, consumers develop a sense of
psychological ownership and emotional investment in
the brand, which strengthens their intention to remain
loyal. The substantial size and significance of this
indirect effect suggest that CE is not merely a passive
outcome of CM but a powerful conduit through which
CM exerts its influence on AL. As such, brands should
prioritize interactive, participatory community features
that stimulate ongoing engagement, as doing so
enhances not only the depth of consumer involvement
but also the durability of their loyalty.

4. Conclusion

This study concludes that Community Marketing (CM)
plays a pivotal role in building Audience Loyalty (AL),
both directly and indirectly through the mediating
effects of Brand Trust (BT) and Customer Engagement
(CE). The findings demonstrate that CM significantly
enhances BT and CE, which in turn positively influence
AL, highlighting the importance of fostering trust-
based and participatory relationships within brand
communities. While CM alone contributes to loyalty,
its impact is substantially amplified when consumers
feel emotionally engaged and trust the brand. These
results underscore the strategic value of community-
driven marketing approaches in cultivating long-term
consumer relationships in the digital era, offering both
theoretical contributions and practical insights for
brands aiming to strengthen loyalty through
meaningful, trust-centered engagement.
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