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ABSTRAK 

 

Sekar Larasati Sumanto (1900692) “Pengaruh Brand Attachment Terhadap 

Repurchase Intention (Survei pada Generasi Z Pengguna Skincare Avoskin 

Beauty di Kota Bandung)” di bawah bimbingan Dr. H. Rd. Dian Herdiana Utama., 

M.Si dan Dr. Dita Amanah., MBA. 

 

Penelitian ini bertujuan untuk memperoleh gambaran dan besaran pengaruh brand 

attachment terhadap repurchase intention pada generasi Z pengguna skincare 

Avoskin Beauty di Kota Bandung. Jenis penelitian yang digunakan adalah 

deskriptif dan verifikatif dengan pendekatan kuantitatif. Populasi dalam penelitian 

ini berjumlah 397.894 dengan sampel 106 responden yang merupakan generasi Z 

pengguna skincare Avoskin Beauty di Kota Bandung dengan menggunakan teknik 

pengambilan sampel yaitu purposive sampling. Data diolah secara statistik dengan 

menggunakan analisis jalur (path analysis) dengan bantuan software SPSS 23.0 for 

Windows. Hasil penelitian diketahui bahwa self-brand connection, brand 

prominence, dan repurchase intention berada pada kategori baik, sub variabel self-

brand connection dan brand prominence dinyatakan memiliki pengaruh terhadap 

repurchase intention, brand attachment memiliki pengaruh positif dan signifikan 

secara simultan terhadap repurchase intention.  

 

Kata kunci : Brand Attachment, Repurchase Intention, Skincare 
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ABSTRACT 

 

Sekar Larasati Sumanto (1900692) "The Effect of Brand Attachment on 

Repurchase Intention (Survey on Generation Z Avoskin Beauty Skincare Users 

in Bandung City)" under the guidance of Dr. H. Rd. Dian Herdiana Utama, M.Si 

and Dr. Dita Amanah, MBA. 

This study aims to describe and measure the effect of brand attachment on 

repurchase intention in generation Z Avoskin Beauty skincare users in Bandung 

City. The population in this study amounted to 397,894 with a sample of 106 

respondents who are generation Z Avoskin Beauty skincare users in Bandung City 

using a sampling technique, namely purposive sampling. The data were processed 

statistically using path analysis with the help of SPSS 23.0 for Windows software. 

The results showed that self-brand connection, brand prominence, and repurchase 

intention are in the good category, the sub-variables of self-brand connection and 

brand prominence are stated to have an influence on repurchase intention, brand 

attachment has a positive and significant effect simultaneously on repurchase 

intention. 

 

Keywords : Brand Attachment, Repurchase Intention, Skincare 
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