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Abstract 

This research aimed to 1) study the influence of integrated social media -based brand communities on 

consumer brand knowledge including overall, brand awareness, and brand image and 2) study the influence of SECI 

model on consumer brand knowledge including overall, brand awareness, and brand image. Data were collected 

from 398 respondents who were members of brand communities in various industries on social media platforms-

Facebook, Instagram, and TikTok. Descriptive statistics used were means and standard deviations, while Inferential 

statistics used multiple regression analysis.  

The research results showed that the online brand community relationship component between customers 

and products had the greatest influence on overall brand knowledge (B = .225), followed by the customer-brand 

relationship component (B = .220), and the customer-other customer relationship component (B = .191). 

Furthermore, it was found that the SECI model which focuses on the internal knowledge creation process, 
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internalization has the greatest influence on overall brand knowledge (B = .382), followed by integration (B = .150) 

and social interaction (B = .118). The results of this research are useful for online marketers who want to build brand 

knowledge among consumers, both in general and in terms of brand awareness and image, as well as providing 

insights for future research. 
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