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ABSTRACT
Muniz and O’ Guinn (2001) discussed about the brand community concept. He suggested that in the brand community, customer
brand and other customer’ s will interact and thus influence each other. The concept is different from traditionally market research.
This research changes study area from cars to cameras. This research will continue the concept of brand community and apply
“ consumer-brand-consumer triad” from Muniz and O’ Guinn. The study explores the relationship qualities and cites the
versions of Founier (1998). He argued that quarities was heterogeneity.Relationship qualities of brand community imply tri-decker:
brand-consumer, consumer-consumer, consumer-community. This research explores the antecedent of tri-decker relationship
qualities to dug out six catalyst act on relationship qualities: skill assuetude, interesting, brand history, product specification.
Additionally, this research advances revisionary judgment about brandfest.
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