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ABSTRAK

Mutiara Mulkillah (20013300) “Pengaruh Emotional Branding dan Brand
Personality Terhadap Brand Loyalty (Studi pada Pelanggan YOU Beauty yang
tergabung dalam Komunitas BeYOUty Gang” di bawah bimbingan Dr. Lili Adi
Wibowo, S.Pd., S.Sos., MM. dan Lisnawati, S.Pd., M.M.

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh dari Emotional
Branding dan Brand Personality terhadap Brand Loyalty pada pelanggan YOU
Beauty. Penelitian ini menggunakan jenis penelitian deskriptif dan verifikatif
dengan pendekatan kuantitatif. Metode yang digunakan pada penelitian ini adalah
simple random sampling dengan ukuran sampel sebanyak 200 responden yang
merupakan pelanggan YOU Beauty yang tergabung dalam komunitas beYOUty
Gang Indonesia. Data diolah secara statistik menggunakan metode Structural
Equation Modelling (SEM). Hasil temuan pada penelitian ini menemukan bahwa
gambaran emotional branding, brand personality dan brand loyalty berada di
kategori cukup baik. Emotional branding dan brand personality memiliki pengaruh
signifikan terhadap brand loyalty. Temuan ini menujukan bahwa penerapan
emotional branding dan brand personality yang di lakukan YOU Beauty akan
mendorong brand loyalty pada pelanggan YOU Beauty. Berdasarkan hasil
penelitian, peneliti merekomendasikan agar YOU Beauty dapat mempertahankan
dan meningkatkan brand loyalty melalui inovasi pada formula dan kemasan produk,
serta meningkatkan keunikan pengalaman sensorial dan emosional bagi pelanggan.

Kata Kunci : Emotional Branding, brand personality, brand loyalty



ABSTRACT

Mutiara Mulkillah (20013300) ""The Influence of Emotional Branding and Brand
Personality on Brand Loyalty (A Study on YOU Beauty Customers Belonging to
the BeYOUty Gang Community)™ under the guidance of Dr. Lili Adi Wibowo,
S.Pd., S.Sos., MM. and Lisnawati, S.Pd., M.M.

This research aims to obtain an overview and the influence of Emotional Branding
and Brand Personality on Brand Loyalty in YOU Beauty customers. This research
uses descriptive and verification research with a quantitative approach. The
method used in this research is simple random sampling with a sample size of 200
respondents who are YOU Beauty customers who are members of the beYOUty
Gang Indonesia community. The data is processed statistically using the Structural
Equation Modeling (SEM) method. The findings of this study found that the
description of emotional branding, brand personality and brand loyalty is in the
quite good category. Emotional branding and brand personality have a significant
influence on brand loyalty. These findings indicate that the implementation of
emotional branding and brand personality carried out by YOU Beauty will
encourage brand loyalty in YOU Beauty customers. Based on the research results,
the researcher recommends that YOU Beauty can maintain and improve brand
loyalty through innovation in product formulas and packaging, as well as increase
the uniqueness of sensorial and emotional experiences for customers.

Keywords: Emotional Branding, brand personality, brand loyalty



KATA PENGANTAR

Puji dan syukur dipanjatkan ke hadirat Allah SWT, karena atas rahmat dan
karunia-Nya penulis dapat menyelesaikan skripsi dengan judul “Pengaruh
Emotional Branding dan Brand Personality Terhadap Brand Loyalty (Survei
terhadap Pelanggan YOU Beauty)” sebagai salah satu syarat menempuh ujian
sidang Sarjana Pendidikan, Program Studi Pendidikan Bisnis, Universitas
Pendidikan Indonesia. Penyusunan skripsi ini dilakukan untuk memperoleh temuan
mengenai gambaran emotional branding, brand personality, dan brand loyalty serta
pengaruh emotional branding dan brand personality terhadap brand loyalty.

Penulis menyadari bahwa skripsi ini masih memiliki kekurangan, sehingga
saran dan kritik dari pembaca sangat diharapkan sebagai bahan evaluasi untuk
penulisan selanjutnya. Penulis telah berusaha secara optimal dalam menyusun
skripsi ini, dengan harapan dapat memberikan manfaat dan kontribusi bagi
kemajuan dunia pemasaran, terutama dalam bidang brand management dan

pendidikan.

Bandung, Agustus 2024

Penulis
Mutiara Mulkillah



UCAPAN TERIMAKASIH

Puji dan syukur penulis panjatkan kehadirat Allah SWT karena atas rahmat

dan karunia-Nya penulis dapat menyelesaikan skripsi ini. Skripsi ini disusun untuk

memenubhi salah satu persyaratan dalam memperoleh gelar Sarjana Pendidikan pada

Program Studi Pendidikan Bisnis. Penulis menyadari bahwa dalam proses

penyusunan skripsi ini, penulis tidak terlepas dari adanya kerjasama dan dukungan

dari berbagai pihak. Penulis menyampaikan ucapan terima kasih yang sebesar-

besarnya dan penghargaan yang setinggi-tingginya kepada pihak-pihak yang telah

membantu penulis dalam menyelesaikan skripsi ini, khususnya kepada:

1.

Bapak Prof Dr. M. Solehuddin M.Pd., M.A. selaku Rektor Universitas
Pendidikan Indonesia, yang telah memberikan kesempatan kepada penulis
untuk menempuh pendidikan di Universitas Pendidikan Indonesia.

Bapak Prof. Dr. H. Eeng Ahman, M.S. selaku Dekan dan Dosen Fakultas
Pendidikan Ekonomi dan Bisnis Universitas Pendidikan Indonesia yang telah
memberikan kesempatan kepada penulis untuk menempuh pendidikan di
Universitas Pendidikan Indonesia.

Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M. selaku Ketua Program Studi
Pendidikan Bisnis, Fakultas Pendidikan Ekonomi dan Bisnis, Universitas
Pendidikan Indonesia, yang telah memberikan motivasi serta pengarahan
selama masa studi penulis, semoga diberikan kesehatan, kebahagiaan, dan juga
kelancaran dalam segala urusannya.

Dr. Bambang Widjajanta, M.M. Ketua Tim Pengembangan Penulis Skripsi,
Program Studi Pendidikan Bisnis Fakultas Pendidikan Ekonomi dan Bisnis
Universitas Pendidikan Indonesia, yang telah bersedia membantu dan
memfasilitasi penulis dalam proses menyelesaikan skripsi dengan memberikan
pengarahan dan motivasi, semoga selalu diberikan kelancaran dalam segala
urusannya.

Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. selaku Dosen Pembimbing | yang
telah membimbing penulis dalam penyusunan skripsi dengan penuh kesabaran
dan ketelitian, memberikan motivasi serta arahan selama proses bimbingan.

Terima kasih telah memberikan banyak ilmu dan menjadi panutan yang baik.



10.

Semoga selalu dalam lindungan Allah SWT, diberi pahala dengan berlipat
ganda, diberikan umur yang panjang, kebahagiaan, kesehatan serta kelancaran
dalam segala urusannya.

Dr. Lisnawati S.Pd., M.M. selaku Dosen Pembimbing Il yang telah
memberikan bimbingan berupa saran terkait skripsi penulis dan senantiasa
memberikan motivasi kepada penulis agar dapat menyelesaikan skripsi dengan
baik. Terima kasih telah memberikan ilmu dan berkenan menyediakan
waktunya untuk membimbing peneliti dalam menyelesaikan skripsi. Semoga
Allah SWT membalas segala kebaikan dengan pahala yang berlipat ganda,
diberikan kesehatan, kebahagiaan, umur yang panjang, serta kelancaran dalam
segala urusan beserta keluarganya.

Dr. Masharyono AP., S.Pd., M.M. selaku Dosen Pembimbing Akademik yang
telah memberikan semagat, motivasi, bimbingan dan memberikan perwalian
kontrak kuliah selama penulis menempuh masa perkuliahan. Semoga
senantiasa selalu diberikan kesehatan, kebahagiaan, keberkahan hidup serta
selalu berada di lindungan Allah SWT.

Segenap Dosen dan staf Program Studi Pendidikan Bisnis FPEB UPI yang
telah memberikan ilmu, motivasi serta tuntunan selama masa perkuliahan
penulis. Semoga semua ilmu yang telah diberikan dapat penulis amalkan dan
semoga Allah SWT membalas segala kebaikan dengan pahala yang berlipat
ganda.

Keluarga tercinta Bapak Saepul Uyun dan Ibu Yeti Syumyati. Terima kasih
atas segala do’a yang tiada henti dipanjatkan kepada penulis, atas cinta tanpa
syarat dan batas yang telah penulis terima hingga detik ini, motivasi dan
dukungan penuh yang selalu diberikan sejak awal perkuliahan hingga selesai.
Semoga Allah SWT selalu memberikan kesehatan, kebahagiaan, umur yang
panjang, keberkahan hidup serta balasan yang tidak terhingga dan semoga
penulisan skripsi ini dapat menjadi kebanggaan bagi Abi dan Mamah.

Kedua kakak tercinta yaitu Sifa Sihabul Millah dan Salma Rahmani yang selalu
memberikan semangat, hiburan serta motivasi kepada penulis. Semoga Allah
SWT selalu melindungi kita semua, diberikan kesehatan, kebahagiaan dan

kelancaran dalam segala urusan.



11.

12.

Muhammad Alghifari Fathan yang selalu menemani dan memberikan
dukungan kepada penulis. Terimakasih untuk kesabaran, waktu, dan
pengorbanannya yang selalu menemani penulis sejak awal perkuliahan hingga
akhir masa perkuliahan. Semoga selalu diberikan kebahagiaan, kesehatan,
keberkahan, serta balasan yang tidak terhingga dan selalu berada pada
lindungan Allah SWT.

Sahabat-sahabat tercinta Siti Sukma, Salma Nabillah, Ariel Aulia, Harumi
Sekar, Hana Zahrani, Farah Saufika, Alfi Septian, dan Rizqy Mulyaputra yang
telah menjadi rumah kedua dan selalu menemani selama masa perkuliahan.
Terimakasih atas segala bantuan, hiburan dan motivasi yang selalui diberikan,
semoga Allah SWT selalu memberikan kesehatan, keberkahan hidup, panjang
umur, dan dimudahkan segala urusannya serta selalu berada dalam lindunga-
Nya.

Akhir kata penulis ucapkan Jazakumulloh khoiron katsiron. Semoga Allah

SWT memberikan balasan yang terbaik serta menghapuskan dosa atas semua

kesalahan dan kekhilafan.

Bandung, Agustus 2024

Penulis
Mutiara Mulkillah

Vi



DAFTAR ISI

ABSTRAK L. bbbttt rens i
FN = E g I A 3 SR ii
KATA PENGANTAR ...ttt sttt ee s iii
UCAPAN TERIMAKASIH ...ttt iv
DAFTAR TSI .o ettt bbb enes vii
DAFTAR TABEL ..ottt sttt e renne s iX
DAFTAR GAMBAR. ..ottt et sre b nre s Xi
DAFTAR LAMPIRAN ...ttt sttt Xiii
BAB | PENDAHULUAN......coiitit et 1
1.1 Latar Belakang Penelitian ...........cccooeiiiiniiiiie s 1

1.2 RUMUSAN PENEIITIAN. ..o 12

1.3 TUJUAN PENEIITIAN ..c.veeeiiciic et nneas 12

1.4 Kegunaan Penelitian...........cocviiiiiii i 12
1.4.1 Kegunaan TEOMIS .....ccveeeiiesieeiesiesteeiestee e eeesiaessesseesraesaeeeesreesseaneens 12

1.4.2 Kegunaan PraktiS .........cceiiiiiieiiieiie st et 13

BAB Il KAJIAN PUSTAKA, KERAGKA PEMIKIRAN, DAN HIPOTESIS ..14
2.1 Kajian PUSTAKA........c.covieiiiiic e 14
2.1.1 Konsep Brand Loyalty dalam Perspektif Strategic Brand Management
........................................................................................................................ 14

2.1.1.1 Definisi Brand LOyalty ..........ccccooviiiiiiiiinenceeeee e 19

2.1.1.2 Pengukuran Brand Loyalty ...........cccoeveiieeiiiiiiicnc e 22

2.1.1.3 Model Brand Loyalty..........ccccovieiiiininiseeeee e 25

2.1.2 Konsep Emotional Branding dalam Perspektif Brand Resonance

gV =11 11T USSR 29

2.1.2.1 Definisi Emotional Branding............ccccoceiinininicncncncce 30

2.1.2.2 Pengukuran Emotional Branding ..........ccccceevevevvevviieiineieanns 33

2.1.2.3 Model Emotional branding ..........ccccooeviiininiiiniisece 36

2.1.3 Konsep Brand Personality dalam Perspektif Brand Resonance Pyramid
........................................................................................................................ 40

2.1.3.1 Definisi Brand Personality...........cccccoveveiieiieie e, 41

2.1.3.2 Pengukuran Brand personality ...........ccccovnininienencncien 43

2.1.3.3 Model Brand personality............cccocevieieeiesienecie e, 46

2.2 Kerangka PEMIKITAN .........coiiiieieee s 49

B o 11010 (1] S SPR 52
BAB 111 OBJEK DAN METODOLOGI PENELITIAN ......cocoviviiieieiece e 55
3.1 Objek PENEIILIAN .........ccieieeec e 55

3.2 Metode PeNelitian..........cccooiviieiiee e 55
3.2.1 Jenis dan Metode Penelitian...........ccccovereieniieiiineeee e 55

3.2.2 Operasionalisasi Variabel............ccccooiiiiii 56

3.2.3 Jenis dan SUMDEr Data..........cccviiiiiirieieie e 64

3.2.4 Populasi, Sampel dan Teknik Sampel ... 65

3.2.4. 1 POPUIBST ...ttt 65

3.2.4.2 SAMPEL .o 66

3.2.4.3 TeKNIK SAMPEL....ccviiiiieiic ittt 67

3.2.5 Teknik Pengumpulan Data...........ccccovrerieiinienencneseeeeee e 68

vii



3.2.6 Hasil Pengujian Validitas dan Reliabilitas.............cccooeiieiiieiiicnien, 69

3.2.6.1 Hasil Pengujian Validitas ..........ccccoveverieieeiie e see e 70

3.2.6.2 Hasil Pengujian Reliabilitas............cccccovevieiiiiiic i, 75

3.2.7 Teknik ANaliSis Data.........ccceiveieiieieeie e 76
3.2.7.1 Rancangan Analisis DesKriptif............ccccoveiiiiiiiiiiiieiieciiciiens 78

3.2.7.2 Rancangan Analisis Data Verifikatif............c..cccooovviviiiennenn. 81

BAB IV HASIL PENELITIAN DAN PEMBAHASAN .......ccocoviiiiiiieie e 95
4.1 HaSil PENEIITIAN ... e 95
4.1.1 Profil Perusahaan, Karakteristik dan Pengalaman ...............ccccccoeenene. 95
4.1.1.1 Profil Perusahaan...........ccocviriiieiiniiesi e 95

4.1.1.2 Karakteristik Pelanggan YOU Beauty..........cccccceeevveneneennennn. 96

4.1.1.3 Pengalaman Pelanggan YOU Beauty ...........cccccvevvvvveresieninennn. 98
4.1.1.4 Karakteristik Dikaitkan dengan Brand Loyalty pada Pelanggan

YOU BEAULY ...eveeiiiiiie ittt 104

4.1.2 HaSil PENelItian .........cooovviiiiiie e 111
4.1.2.1 Hasil Penelitian Deskriptif..........c.cccoveviiieiieicc e, 111
4.1.2.2 Hasil Penelitian Verifikatif............cccooooviiiiniinieece, 141

4.2 Pembahasan Penelitian...........ccovviiiiiiiinieiee e 163
4.2.1 Pembahasan Hasil Penelitian Deskriptif ...........cccccooiiiiiiinniiien, 163
4.2.2 Pembahasan Pengujian HipoteSiS........cccoviieieereiie e 174
4.2.3 Implikasi Hasil Temuan Penelitian ...........ccccceieiiiiniiiniinccieees 176

4.2.4 Implikasi Hasil Penelitian Emotional Branding, Brand Personality dan
Brand Personality dalam Penguatan Mata Kuliah Manajemen Pemasaran di

Program Studi Pendidikan BisnisS...........ccccceviviiieiieiii e 186

BAB V KESIMPULAN DAN REKOMENDASI ........ccooe i 189
5.1 KESIMPUIAN ..cvieiciccece e 189

5.2 REKOMENUASI ....c.vecieeiieice e 190
DAFTAR PUSTAKA . ..ttt st 194

viii



No.
1.1
2.1
2.2

23
24

2.5
2.6

3.1
3.2
33
34
3.5
3.6
3.7

3.8
3.9
3.10
3.11
4.1
4.2
4.3

4.4
45

4.6
4.7

4.8

4.9

4.10
4.11
4.12
4.13
4.14

4.15

DAFTAR TABEL

Judul Tabel Hal.
Top Brand Index (TBI) pada Bisnis Kosmetik Tahun 2022-2023............ 7
Definisi Brand LOYalty .........ccccooooiiiiiiiiiiesi e 20
Penelitian Terdahulu Mengenai Pengukuran Brand Loyalty pada
Beauty INAUSITY .......cuooiiiiiiiii i, 22
Definisi Emotional Branding ................ccccuveiiiiiiiiiiiiiciieieseese e, 31
Penelitian Terdahulu Mengenai Pengukuran Emotional Branding pada
Beauty INAUSITY.........ccocciiiiiiiiiiici ) 33
Definisi Brand Personality...........cccccoocuiiiiiiiiiiiieiiiie i, 41
Penelitian Terdahulu Mengenai Pengukuran Brand Personality pada
Beauty INAUSITY ......ccueeiiiiiiiii it 43
Operasional Variabel...........cccooueiiiiiiiiiiii e 57
Jenis dan Sumber Data .........cccocveiiiiiiii 64
Ukuran Sampel Minimal Serta Jumlah Variabel ...........cccoccoiiiiiiinnnnn. 67
Hasil Pengujian Validitas Variabel X1 (Emotional Branding)................. 71
Hasil Pengujian Validitas Variabel X2 (Brand Personality) ................... 73
Hasil Pengujian Validitas Variabel Y (Brand Loyalty) ..........cccccovvviunnnn. 74
Hasil Pengujian Reabilitas Variabel Emotional Branding, Brand
Personality, dan Brand LOYaAlty .............ccccooeiviiiiiiiiiiiiiiiiiie e, 76
SKOT AIEINAtIf ... 78
Tabulasi Silang (Cross Tabul@tion) ..........ccccccceeeviiiiiiiiiiiiieiiiie i, 79
Analisis DesKriptif........ccooiiiiiiiiii e 80
Indikator Pengujian Kesesuaian Model..........ccccvvvviiiiiiiiiiiiiie i, 91
Karakteristik Pelanggan You Beauty ..........c.cccouveiiiiiiiieiiiiiiiciieen, 97
Klasifikasi Tingkat Brand Loyalty Pelanggan YOU Beauty ................... 105
Karakteristik Pelanggan YOU Beauty Berdasarkan Usia dan Jenis
KELAMIN Lo 106
Karakteristik Pelanggan YOU Beauty Berdasarkan Pendidikan
TRIAKINIT ... 108
Karakteristik Pelanggan YOU Beauty Berdasarkan Pekerjaan dan
Pendapatan/Uang SaKU.........cccieiiiiiiiiiiiiiiic s, 109
Skor Kontribusi Item Pernyataan Dimensi Variabel Brand Loyalty........ 118
Skor Kontribusi Item Pernyataan Dimensi Variabel Emotional
BPANAING ..o 129
Skor Kontribusi Item Pernyataan Dimensi Variabel Brand Personality
.................................................................................................................. 140
Hasil Uji Normalitas Data .........cccoceviiiiiiiiiiiiicseees e, 142
Hasil Pengujian Qutliers Data..........ccccceeiiiiiiiiiiiiiiinie e, 143
Hasil Pengujian Measurement Data..............ccccoviveiiiiiiiieiiiiiecnsen, 147
Validitas dan Reliabilitas Model Pengukuran Konstruk Eksogen
Emotional Branding ..o 149
Hasil Evaluasi Goodness of Fit Model CFA Konstruk Eksogen
Emotional Branding ... 150
Validitas dan Reliabilitas Model CFA Konstruk Eksogen Brand
PerSONALILY ..ot ) 152

Hasil Evaluasi Goodness of Fit Model CFA Konstruk Eksogen Brand



4.16

4.17

4.18

4.19

4.20
4.21

PerSONALIty......c.ccoviiiiiiiiiiiiie ) 153
Validitas dan Reliabilitas Model CFA Konstruk Eksogen Brand

LOVAILY oot 155
Hasil Evaluasi Goodness of Fit Model CFA Konstruk Eksogen Brand
LOYAILY ..o 156
Hasil Estimasi Full Model Pengaruh Emotional Branding dan Brand
Personality Terhadap Brand Loyalty ..............cccccocovviiiiiiiiiciiiiiiicnnn, 158

Hasil Evaluasi Goodness of Fit Model Pengukuran Pengaruh

Emotional Branding Dan Brand Personality terhadap Brand Loyalty .... 159
Analisis Uji Hipotesis Full Model..........cococvviiiiiiiiiiciicie e, 160
Implied Correlation of All Variables ...............cccccocoeioiiioiiioiiniiiieainen, 162



No.
1.1
1.2

1.3
2.1
2.2
2.3
24
2.5
2.6
2.7
2.8
2.9
2.10
211
2.12
2.13

2.14
3.1
3.2
3.3
3.4
3.5
4.1
4.2
4.3
4.4
4.5
4.6
4.7
4.8
4.9
4.10

411

DAFTAR GAMBAR

Judul Gambar Hal.
Global Beauty Market Tahun 2015-2027 ........ccccccoveviieiiieiiecie e, 2
Perkiraan Pendapatan Beauty dan Personal Care Product Tahun
2010-2023.....cee e et ns 3
Penjualan Produk Serum Lokal Tahun 2022...........ccccoovevviieieciieciennn 8
Strategic Brand Management ProCess ..........ccoveeereereniieseenesie e 16
Brand Resonance PYramid ...........ccccooveeiieiieie i 18
The Brand Loyalty Categories. .......ccvverieeiiiieneeie e 25
The Brand Loyalty Model Adapted from Dick And Basu (1994)........... 28
The Loyalty PYyramid..........ccoooiioiiiiiieeeeeee e 28
Sub Dimension of Brand Resonance Pyramid............c.cccccvvvveviveieiinnnnnn 29
Model Emotional Branding ..........cccooeeeiieniiieieseee e 36
The Emotional Branding Model Adapted From Gobe (2001)................ 38
Model Emotional Branding ..........ccccoeeiriiininiiieienesese e 39
Model Brand Personality ..........c.ccccovviieiieie i 46
Model Brand Personality ..o 47
Model Brand Personality ..........ccccccovviieiiieiiiie e 48
Kerangka Pemikiran Pengaruh Emotional Branding dan Brand
Personality terhadap Brand Loyalty ..........ccccceecviiieiiiieiie e 51
Paradigma Penelitian Pengaruh Emotional Branding dan Brand
Personality terhadap Brand Loyalty ............ccccooceiieiiiiiicc e 52
Garis Kontinum Penelitian ..........ccocoieiiiiiiieiiec e 81
Model Pengukuran Emotional Branding...........cccceeveveivieieeicsieeceenenn, 83
Model Pengukuran Brand Personality ...........c.ccooevereienciencnieninienns 83
Model Pengukuran Brand Loyalty..........cccccoviieiieiiiic i, 84
Model Struktural Pengaruh Emotional Branding dan Brand
Personality terhadap Brand Loyalty ..........c.cccevceiieiiiieiic e 85

Pengalaman Pelanggan YOU Beauty Berdasarkan Durasi Penggunaan 99

Pengalaman Pelanggan YOU Beauty Berdasarkan Frekuensi

PemDEIIAN ... 100
Pengalaman Pelanggan Berdasarkan Produk YOU Beauty yang

Biasa DIDEII ....c.eoiiiieece e 102
Pengalaman Pelanggan YOU Beauty Berdasarkan Alasan

Penggunaan Produk ..........cccoieiiiiieciic e 103
Tingkat Kontribusi Pelanggan YOU Beauty terhadap Brand Loyalty.... 112
Garis Kontinum Penilaian Variabel Brand Loyalty............cccccceviennnnane. 113
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Attitudinal

LOYAILY ..o s 114
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi

Behavioral INtENTION .........c.oiiiiiieee e 116
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Behavioral

LOYAILY ..o s 117
Tingkat Kontribusi Pelanggan YOU Beauty terhadap Emotional

2] =10 [0 1o o TSP PRPRPRPR 120
Garis Kontinum Penilaian Variabel Emotional Branding...................... 121

Xi



412

4.13
4.14

4.15

4.16
4.17

4.18
4.19
4.20
4.21
4.22
4.23
4.24

4.25
4.26
4.27
4.28
4.29
4.30
431

Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Visual

EIEMENTS. ...t s 122
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Storytelling.... 124
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi

Sensorial EXPEIIENCES. ......cviiieiie ettt 125
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi
Person@lization ...........ccooieiieiiie e 127

Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Relationship .. 128
Tingkat Kontribusi Pelanggan YOU Beauty terhadap Brand

PEISONAIILY ......ecvieiicie et 131
Garis Kontinum Penilaian Variabel Brand Personality ...........c.cccccoe..... 132
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Simplicity....... 133
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Activity .......... 134
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Security ......... 135

Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Sincerity ........ 136
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Excitement..... 137
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Sophistication

................................................................................................................ 139
Tanggapan Pelanggan YOU Beauty Mengenai Dimensi Ruggedness ... 140
Sample Correlation MatriX..........cccceiieiiiie i 144
Spesifikasi MOGel ...........ccoiiiiii 145
Model Konstruk Emotional Branding ..........c.cccovveveeveiiieneeic e, 148
Model Konstruk Brand Personality..........c.ccccooviiiiiiinciiiineseens 151
Model Konstruk Brand Loyalty ...........cccccoveiviieiieiicc e 154
Full Model Pengukuran Pengaruh Emotional Branding dan

Brand Personality terhadap Brand Loyalty ..........c.cccccceveieiicieciciiennnn 157

xii



No. Lampiran
Lampiran 1
Lampiran 2
Lampiran 3
Lampiran 4
Lampiran 5
Lampiran 6
Lampiran 7
Lampiran 8
Lampiran 9

DAFTAR LAMPIRAN

Judul Lampiran Hal.
SK Pembimbing SKIipSi .....ccceerveriirieiiieeiieeiens 211
Rekapitulasi Bimbingan SKripsi ......ccccocvvivennennnn. 217
Angket Penelitian..........cccoovvvviiiieiiiiiieiincneee 222
Koding KarakteristiK..........ccooveriiiiiiiieniiieniieeee 230
Koding Pengalaman Responden..............ccccveueenee. 237
Koding Variabel .........c.ccoociiiiiiiiiiiie e 244
Hasil Uji Validitas dan Reliabilitas Variabel.......... 275
Hasil Pengujian Deskriptif dan Verifikatif............. 285
Curiculum Vitae........ceeveeiiiiriiiiieesie e 323

Xiii



DAFTAR PUSTAKA

Aaker David. (2011). Building Strong Brands.

Aaker, J. L. (1997). Aaker1997. Journal of Marketing Research, 34(3), 347-356.
sci-hub.do/10.1177/002224379703400304

Abosag, I., Roper, S., & Hind, D. (2012). Examining the relationship between brand
emotion and brand extension among supporters of professional football clubs.
European Journal of Marketing, 46(9), 1233-1251.
https://doi.org/10.1108/03090561211247810

Acerbi, F., Rocca, R., Fumagalli, L., & Taisch, M. (2023). Enhancing the cosmetics
industry sustainability through a renewed sustainable supplier selection model.
Production and Manufacturing Research, 11(1).
https://doi.org/10.1080/21693277.2022.2161021

Acharya, A. S., Prakash, A., Saxena, P., & Nigam, A. (2013). Sampling: why and
how of it? Indian Journal of Medical Specialities, 4(2), 3-7.
https://doi.org/10.7713/ijms.2013.0032

Airikka, S., & Maria, S. (2014). the Role of Emotional Branding in Building Brand
Personality From a Consumer. The Role of Emotional Branding in Building
Brand Personality from a Consumer Perspective, 103.

Akin, M. (2017). The Impacts of Brand Personality on Brand Loyalty: A Research
on Automobile Brands in Turkey. International Journal of Marketing Studies,
9(2), 134. https://doi.org/10.5539/ijms.vOn2p134

Albretch, M. G., Green, M., & Linda, H. (2023). Principles of Marketing.

Althuwaini, S. (2022). The Effect of Social Media Activities on Brand Loyalty for
Banks: The Role of Brand Trust. Administrative Sciences, 12(4).
https://doi.org/10.3390/admsci12040148

Andleeb, N., Manager, R., & Bank Limited, S. (2016). Brand Loyalty And
Consumption Values: Empirical Analysis Of Personal Care Products Naima.
Arabian Journal of Business and Management Review, 6(5), 55-68.
www.arabianjbmr.com

Aparicio, C. C. (2021). Millennials and the New Emotional Branding.

Arifin, Z. (2014). Bagaimana Menyiasati PTK Anda Agar Sukses? Penelitian
Pendidikan metodedan paradigma baru.

Arifine, G., & Furrer, O. (2019). Multi-Brand Loyalty in Consumer Markets : A
Qualitatively-Driven Mixed Methods Approach Multi-Brand Loyalty in
Consumer Markets : A Qualitatively-Driven Mixed Methods Approach
Ghizlane Arifine University of Fribourg , Switzerland Reto Felix Olivier
Furrer. January.

Arvidsson, A. (2005). Brands: A critical perspective. Journal of Consumer Culture,
5(2), 235-258. https://doi.org/10.1177/1469540505053093

194
Mutiara Mulkillah, 2024
Pengaruh Emotional Branding dan Brand Personality terhadap Brand Loyalty (Studi pada
Pelanggan YOU Beauty yang tergabung dalam Komunitas BeYOUty Gang
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



195

Audi, M., Masri, R. Al, & Ghazzawi, K. G. (2015). The Effect of Celebrity
Endorsement on Creating Brand Loyalty: An Application on the Lebanese
Cosmetic Sector’s Demand. International Journal of Business Management &
Economic Research, 6(5), 273-287. www.ijbmer.com

Aung, M. M. H. (2019). The Effect Of Consumption Values On Brand Loyalty Of
Hair Care Products In Yangon.

Baronio, C. B., Pagan, N. M., & Munari, K. (2022). Development of visual identity
of a design agency based on archetypes. 1-96.
https://lume.ufrgs.br/bitstream/handle/10183/199406/001100500.pdf?sequen
ce=1&isAllowed=y

Belch, G. E. (2016). Advertising and Promotion: An Integrated Marketing
Communications Perspective. 387-412.
https://doi.org/10.5040/9781501304118.ch-017

Berger, J. (2019). Signaling can increase consumers’ willingness to pay for green
products. Theoretical model and experimental evidence. Journal of Consumer
Behaviour, 18(3), 233-246. https://doi.org/10.1002/cb.1760

Bernarto, I., & Berlianto, M. P. (2020). The Influence of Brand Awareness , Brand
Image , and Brand Trust on Brand Loyalty. XXIV(03), 412-426.

Bhardwaj, L. K., Sharma, S., Pabla, A. K., Raikwar, S., & Khandelwal, R. (2021).
An analysis of brand loyalty towards fashion and apparel. International
Journal of Research in Marketing Management and Sales, 3(1), 20-24.
https://doi.org/10.33545/26633329.2021.v3.i1a.63

Bloemer, J. M. M., & Kasper, H. D. P. (1995). The complex relationship between
consumer satisfaction and brand loyalty. Journal of Economic Psychology,
16(2), 311-329. https://doi.org/10.1016/0167-4870(95)00007-B

Boomsma, & Anne. (1984). On the Robustness of Lisrel (Maximum Likelihood
Estimation) Against Small Sample Size and Non-normality. Journal of the
American Statistical Association, 79(386), 480.
https://doi.org/10.2307/2288313

Bottomley, P. A., & Doyle, J. R. (2006). The interactive effects of colors and
products on perceptions of brand logo appropriateness. Marketing Theory,
6(1), 63-83. https://doi.org/10.1177/1470593106061263

BPOM RI. (2021). Laporan Tahunan 2021 BPOM.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is
It? How Is It Measured? Does It Affect Loyalty? Journal of Marketing, 73(3),
52-68. https://doi.org/10.1509/jmkg.73.3.52

Budiman, S. (2021). The Effect of Social Media on Brand Image and Brand Loyalty
in Generation Y. Journal of Asian Finance, Economics and Business, 8(3),
1339-1347. https://doi.org/10.13106/jafeb.2021.vol8.n03.1339

Buil, 1., Martinez, E., & de Chernatony, L. (2013). The influence of brand equity
on consumer responses. Journal of Consumer Marketing, 30(1), 62—74.



196

https://doi.org/10.1108/07363761311290849

Byrne, B. M. (2016). Structural Equation Modeling With AMOS. In Structural
Equation Modeling With AMOS. https://doi.org/10.4324/9781315757421

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust
and brand affect to brand performance: The role of brand loyalty. Journal of
Marketing, 65(2), 81-93. https://doi.org/10.1509/jmkg.65.2.81.18255

Chinomona, R., & Maziriri, E. T. (2017). The influence of brand awareness, brand
association and product quality on brand loyalty and repurchase intention: A
case of male consumers for cosmetic brands in South Africa. Journal of
Business and Retail Management Research, 12(1), 143-154.
https://doi.org/10.24052/jbrmr/v12is01/tiobabaapgoblariacomcfcbisa

Cho, M.-A., Park, C.-R., & Han, C.-J. (2021). Effect of beauty lifestyle behaviors
on the pursuit of beauty values and cosmetics purchasing behavior. Journal of
Convergence  for Information  Technology, 11(1), 261-267.
https://doi.org/10.22156/CS4SMB.2021.11.01.261

Chong, D., & Ali, H. (2022). Literature Review: Competitive Strategy ,
Competitive Advantages , and Marketing Performance on E-Commerce
Shopee Indonesia. 3(2), 299-309.

Choong, L. H. (1988). The theory of reasoned action applied to brand loyalty.
Journal of Product & Brand Management, 7(1), 51-61.

Chua, A. Y. K., & Banerjee, S. (2013). Customer knowledge management via social
media: The case of Starbucks. Journal of Knowledge Management, 17(2),
237-249. https://doi.org/10.1108/13673271311315196

Cleff, T. (2014). Exploratory Data Analysis in Business and Economics. In
Exploratory  Data  Analysis in  Business and  Economics.
https://doi.org/10.1007/978-3-319-01517-0

Coelho, F. J. F., Bairrada, C. M., & de Matos Coelho, A. F. (2020). Functional
brand qualities and perceived value: The mediating role of brand experience
and brand personality. Psychology and Marketing, 37(1), 41-55.
https://doi.org/10.1002/mar.21279

Cooper, D. R., Schindler, P. S., & Sun, J. (2006). Business research methods (Vol.
9). Mcgraw-hill New York.

Darmawan. (2016). Metode Penelitian Kuantitatif (Latifah (ed.); 3rd ed.). PT.
Remaja Rosdakarya.

Davies, G., Rojas-Méndez, J. 1., Whelan, S., Mete, M., & Loo, T. (2018). Brand
personality: theory and dimensionality. Journal of Product and Brand
Management, 27(2), 115-127. https://doi.org/10.1108/JPBM-06-2017-1499

Delgado-Ballester, E., & Fernandez-Sabiote, E. (2016). “Erase una vez una marca”:
el uso de la narrativa por las marcas espariolas. Spanish Journal of Marketing
- ESIC, 20(2), 115-131. https://doi.org/10.1016/j.sjme.2016.06.001



197

Desmet, P. (2016). Effectiveness of measures assessing response to price
information. Journal of Product and Brand Management, 25(7), 676-686.
https://doi.org/10.1108/JPBM-06-2015-0908

Dewanti, R., Chu, T. F., & Wibisono, S. (2011). The Influence of Experiential
Marketing, Emotional Branding, Brand Trust Towards Brand Loyalty. Binus
Business Review, 2(2), 1109. https://doi.org/10.21512/bbr.v2i2.1253

Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual
framework. Journal of the Academy of Marketing Science, 22(2), 99-113.
https://doi.org/10.1177/0092070394222001

Dirgantari, P. D., Yusary, S., Wibowo, L. A., Hidayat, Y. M., Soegoto, E. S.,
Mahphoth, M. H. Bin, & Martha, J. A. (2022). Increase Brand Loyalty
Through Brand Benefits on Domestic Products in Indonesia. Journal of
Eastern European and Central Asian Research, 9(5), 802-814.
https://doi.org/10.15549/jeecar.v9i5.1059

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand preference and
repurchase intention model: the role of consumer experience. Journal of
Marketing Management, 32(13-14), 1230-12509.
https://doi.org/10.1080/0267257X.2016.1150322

Ebrahim, R. S. (2020). The Role of Trust in Understanding the Impact of Social
Media Marketing on Brand Equity and Brand Loyalty. Journal of Relationship
Marketing, 19(4), 287-308. https://doi.org/10.1080/15332667.2019.1705742

Engriani, Y., & Aulia, G. D. (2019). The Effect of Brand Personality of Electronic
Word of Mouth on Wardah Products with Brand Preference as an Intervening
Variable. 97(Piceeba), 669-676. https://doi.org/10.2991/piceeba-19.2019.72

Ercis, A., Candan, B., & Unal, S. (2013). Analyzing the relationship between
consumption values and brand loyalty of young people: a study on personal
care products European Journal of Research on Education Analysing the
relationship between consumption values and brand loyalty of young people:
A. European Journal of Research on Education, January, 29-46.
http://iassr.org/journal

Ergin, E. A., Ozdemir, H., & Parilti, N. (2011). Brand Loyalty In The Cosmetics
Industry: A Field Study On Turkish Womens Brand Loyalty Among
Cosmetics Products. Journal of Business & Economics Research (JBER), 3(5),
5-16. https://doi.org/10.19030/jber.v3i5.2771

Escalas, J. E. (2004). Narrative Processing: Building Consumer Connections to
Brands. Journal of Consumer Psychology, 14(1-2), 168-180.
https://doi.org/10.1207/s15327663jcp1401&2 19

Fan, Y., Chen, J., Shirkey, G., John, R., Wu, S. R, Park, H., & Shao, C. (2016).
Applications of structural equation modeling (SEM) in ecological studies: an
updated review. Ecological Processes, 5(1). https://doi.org/10.1186/s13717-
016-0063-3

Febrian, M., & Pudjoprastyono, H. (2022). Loyalitas Pelanggan pada Lion Air yang



198

Dipengaruhi oleh Emotional Branding dan Brand Trust. Economos: Jurnal
Ekonomi Dan Bisnis, 5(1), 18-26.

Ferdinand, M., & Ciptono, W. S. (2022). Indonesia’s Cosmetics Industry
Attractiveness, Competitiveness and Critical Success Factor Analysis. Jurnal
Manajemen Teori Dan Terapan | Journal of Theory and Applied Management,
15(2), 209-223. https://doi.org/10.20473/jmtt.v15i2.37451

Fog, K., Budts, C., & Yakaboylu, B. (2005). Storytelling: Branding in practice.

Foroudi, P., Melewar, T. C., & Gupta, S. (2017). Corporate Logo: History,
Definition, and Components. International Studies of Management and
Organization, 47(2), 176-196.
https://doi.org/10.1080/00208825.2017.1256166

Fournier, S. (1998). Consumers and their brands: Developing relationship theory in
consumer research. Journal of Consumer Research, 24(4), 343-373.
https://doi.org/10.1086/209515

Frost, & Sullivan. (2022). Indonesia Cosmetics Industry: Opportunities and
Challenges.

Garcia-Salirrosas, E. E., Millones-Liza, D. Y., Esponda-Pérez, J. A., Acevedo-
Duque, A., Miller-Pérez, J., & Séanchez Diaz, L. C. (2022). Factors
Influencing Loyalty to Health Food Brands: An Analysis from the Value
Perceived by the Peruvian Consumer. Sustainability (Switzerland), 14(17), 1-
16. https://doi.org/10.3390/su141710529

Geuens, M., Weijters, B., & De Wulf, K. (2009). A new measure of brand
personality. International Journal of Research in Marketing, 26(2), 97-107.
https://doi.org/10.1016/j.ijresmar.2008.12.002

Ghorbani, M., Karampela, M., & Tonner, A. (2022). Consumers’ brand personality
perceptions in a digital world: A systematic literature review and research
agenda. International Journal of Consumer Studies, January, 1960-1991.
https://doi.org/10.1111/ijcs.12791

Ghozali, 1. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan
Program AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas
Diponegoro.

Gobe. (2001). Emotional Branding: The New Paradigm for Connecting Brands to
People. Journal of Product & Brand Management, 10(7), 466-469.
https://doi.org/10.1108/jpbm.2001.10.7.466.1

Gobe, M. (2009). Emotional Branding (The paradigm for connectiong brands to
people).
Gorska, H., & Kulykovets, O. (2020). Hotel brand loyalty-a systematic literature

review. Sustainability (Switzerland), 12(12), 1-34.
https://doi.org/10.3390/SU12124810

Grohmann B. (2009). Gender Dimensions of Brand Personality. Journal of
Marketing Research, 46(1), 105-119.



199

Gronroos, C. (1997). Value-driven relational marketing: From products to
resources and competencies. Journal of Marketing Management, 13(5), 407—
419. https://doi.org/10.1080/0267257X.1997.9964482

Gunawan, E. (2020). the Influence of Emotional Branding Towards Brand Loyalty
on Hijab Fashion Retailer in Manado. Jurnal EMBA: Jurnal Riset Ekonomi,
Manajemen, Bisnis Dan Akuntansi, 8(4), 300-309.

Haddara, M. (2020). Exploring customer online reviews for new product
development: The case of identifying reinforcers in the cosmetic industry.
Managerial and Decision Economics, 41(2), 250-273.
https://doi.org/10.1002/mde.3078

Hagtvedt, H., & Patrick, V. M. (2008). Art Infusion: The Influence of Visual Art on
the Perception and Evaluation of Consumer Products. 2437, 1-11.

Hair, J. F. (2013). Essentials of marketing research.

Hariyanto, & Fauzi. (2019). Factors Influencing Brand Loyalty in the Indonesian
Cosmetics Industry. Journal of Applied Management (JAM), 304-314.

Haryono, S., & Wardoyo, P. (2008). Structural Equation Modeling. In The
International Encyclopedia of Communication.
https://doi.org/10.1002/9781405186407.wbiecs108

Hawkins, D. M. (1980). Identification of Outliers. In Identification of Outliers.
https://doi.org/10.1007/978-94-015-3994-4

Hendeniya, U. (2022). Influence of Virtual Brand Personality on Brand Loyalty :
With Special Reference To Financial Leasing Industry in North Western
Province , Sri Lanka. December, 0—29.

Heo, E.-S., & Kim, S.-H. (2022). The Influence of Cosmetics Purchase Behavior
on Makeup before and after the COVID-19 Pandemic in College Women.
Journal of the Korean Society of Cosmetology, 28(3), 427-438.
https://doi.org/10.52660/jksc.2022.28.3.427

Herry Sussanto, & Muhammad Rafli Alfarizi. (2023). the Impact of Product
Quality, Brand Image, and Price Perception on Bottled Mineral Water (Bmw)
Purchasing Decision in Jabodetabek. International Journal Multidisciplinary
Science, 2(3), 66—74. https://doi.org/10.56127/ijml.v2i3.1169

Herskovitz, S., & Crystal, M. (2010). The essential brand persona: Storytelling and
branding. Journal of Business  Strategy, 31(3), 21-28.
https://doi.org/10.1108/02756661011036673

Herz, R. S. (2009). Aromatherapy facts and fictions: A scientific analysis of
olfactory effects on mood, physiology and behavior. International Journal of
Neuroscience, 119(2), 263-290. https://doi.org/10.1080/00207450802333953

Ho, A. G. (2017). Explore the categories on different emotional branding
experience for optimising the brand design process. Lecture Notes in
Computer Science (Including Subseries Lecture Notes in Artificial Intelligence
and Lecture Notes in Bioinformatics), 10289 LNCS, 18-34.



200

https://doi.org/10.1007/978-3-319-58637-3_2

Hodge, A. C., Romo, Z. G., Medina, I. G., & Fionda-Douglas, A. (2015).
Consumer-brand relationships within the luxury cosmetic domain. Journal of
Brand Management, 22(8), 631-657. https://doi.org/10.1057/bm.2015.36

Holbrook, B., & Chaudhuri, A. (2001). The Chain of Effects from Brand Trust and
Brand Affect to Brand Performance: The Role of Brand Loyalty. Journal of
Marketing, 65(2), 81-93.

hollebeek. (2006). Consumer Brand Engagement in Social Media:
Conceptualization, Scale Development & Validation. ANZMAC Conference:
Understanding Customer Engagement in Services, 1-47.

Howard, J.A. and Sheth, J. N. (1969). The Theory of Buyer Behavior.

Hultén, B. (2011). Sensory marketing: The multi-sensory brand-experience
concept. European Business Review, 23(3), 256-273.
https://doi.org/10.1108/09555341111130245

Hwang, J., Abbas, J., Joo, K., Choo, S. W., & Hyun, S. S. (2022). The Effects of
Types of Service Providers on Experience Economy, Brand Attitude, and
Brand Loyalty in the Restaurant Industry. International Journal of
Environmental Research and Public Health, 19(6).
https://doi.org/10.3390/ijerph19063430

Hynes, N. (2009). Colour and meaning in corporate logos: An empirical study.
Journal of Brand Management, 16(8), 545-555.
https://doi.org/10.1057/bm.2008.5

lanenko, M. B., lanenko, M. E., & Shevchuk, E. V. (2023). Innovative Promotion
Technologies: Brand Management in the Digital Environment. Platforms,
1(1), 18-25. https://doi.org/10.3390/platforms1010003

Ibrahim, B. (2022). Social Media Marketing Activities and Brand Loyalty: A Meta-
Analysis Examination. Journal of Promotion Management, 28(1), 60-90.
https://doi.org/10.1080/10496491.2021.1955080

Iglesias, O., Landgraf, P., Ind, N., Markovic, S., & Koporcic, N. (2020). Corporate
brand identity co-creation in business-to-business contexts. Industrial
Marketing Management, 85, 32-43.
https://doi.org/10.1016/j.indmarman.2019.09.008

Ishak, F., Ghani, N. H. (2010). A Review of the Literature on Brand Loyalty and
Customer Loyalty. Conference on Business Management Research 2013, 186
198. http://repo.uum.edu.my/16316/

Ivens, B., & Valta, K. S. (2012). Customer brand personality perception: A
taxonomic analysis. Journal of Marketing Management, 28(9-10), 1062—
1093. https://doi.org/10.1080/0267257X.2011.615149

Jacoby, J., & Kyner, D. B. (1973). Brand Loyalty vs. Repeat Purchasing Behavior.
Journal of Marketing Research, 10(1), 1. https://doi.org/10.2307/3149402



201

James H. Gilmore. (2008). What Consumers Really Want: Authenticity. Journal of
Consumer Marketing, 25(4), 262-263.
https://doi.org/10.1108/07363760810882461

Jamshidi, D., & Rousta, A. (2021). Brand Commitment Role in the Relationship
between Brand Loyalty and Brand Satisfaction: Phone Industry in Malaysia.
Journal of Promotion Management, 27(2), 151-176.
https://doi.org/10.1080/10496491.2020.1809596

Jorge, M. (2018). Exploring the influence of emotional marketing on consumer
purchase decision and brand image: the case of laundry detergent. Mimm, 1—
123. https://lutpub.lut.fi/handle/10024/158855

Joseph F. Hair, J., Black, W. C., Babin, B. J.,, & Anderson, R. E. (1988).
Multivariate Data Analysis. In Mathematics of Computation (Vol. 50, Issue
181). https://doi.org/10.2307/2007941

Joshi, A., & Nema, D. G. (2011). Emotional branding : a new way to create brand
loyalty for FMCG companies. In Journal of Management Value & Ethics (Vol.
5, Issue 2).

K. Franke, Bennett, C. G. (2018). Key words: Double Jeopardy, Deficit Loyalty,
Brand Performance.

Kabiraj, S., & Shanmugan, J. (2011). Development of a conceptual framework for
brand loyalty: A Euro-Mediterranean perspective. Journal of Brand
Management, 18(4-5), 285-299. https://doi.org/10.1057/bm.2010.42

Kafle, S. (2022). Antecedents of emotional branding and its impact on brand
loyalty. 1-81.
https://elibrary.tucl.edu.np/bitstream/123456789/15419/1/SANGITA
KAFLE_3.pdf

Kapferer, J. (2008). The New Strategic Brand Management: Creating and
Sustaining Brand Equity Long Term Kogan Page Series New Strategic Brand
Management: Creating and Sustaining Brand Equity Series. In Igarss 2014.

Karami, M. (2022). Brand Equity, Brand Loyalty And The Mediating Role Of
Customer Satisfaction: Evidence From Medical Cosmetics Brands.
Pressacademia, 9, 156-171.
https://doi.org/10.17261/pressacademia.2022.1627

Keller, K. L., & Swaminathan, V. (2020). Strategic Brand Management : Building,
Measuring, and Managing Brand Equity Fifth Edition.

kemenperin. (2020). Perubahan Gaya Hidup Dorong Industri Kosmetik.

Khairi, A. M. N., Setiawan, A. S., & Mansoor, A. Z. (2022). A Qualitative Study
on the Four Pillars of Emotional Branding in Dental Clinic. Journal of
International Dental and Medical Research, 15(4), 1704-1709.

Khairunnisa, E. I., & Genoveva. (2019). The Influence of Brand Equity Towards
Purchase Decision (Case Study of Korean Cosmetics Innisfree in
Jabodetabek). Journal of Business Management, 14(1), 45-60.



202

http://ejournal.ukrida.ac.id/ojs/index.php/MB/article/view/1788/1814

Khandai, S., Mathew, J., Yadav, R., Kataria, S., & Kohli, H. (2023). Ensuring brand
loyalty for firms practising sustainable marketing: a roadmap. Society and
Business Review, 18(2), 219-243. https://doi.org/10.1108/SBR-10-2021-0189

Kim, J. D. (2012). A Study on Cosmeceuticals Usage Actual Condition and
Purchasing Behavior of Female Undergraduates. Journal of the Society of
Cosmetic Scientists of Korea, 38(4), 339-356.
https://doi.org/10.15230/scsk.2012.38.4.339

Kim, Y. K., & Sullivan, P. (2019). Emotional branding speaks to consumers’ heart:
the case of fashion brands. Fashion and Textiles, 6(1).
https://doi.org/10.1186/s40691-018-0164-y

KL, A., Babu, D. M. G., & Krishnan, D. S. G. (2023). A Literature Review On
Emotional Branding And Its Antecedents. Xxi(39), 31-41.

Kompas.id. (2023). Jakarta 2024 UMP Ranges IDR 5.06 Million, Workers Demand
More Fair Wages. Kompas.id; Harian Kompas.
https://www.kompas.id/baca/english/2023/11/21/en-buruh-jakarta-tuntut-
upah-berkeadilan

Kotler, P., Armstrong, G., & Balasubramanian, S. (2023). Principles of Marketing
19th Edition. In Pearson.

Kotler, P., & Keller, K. L. (2016). Marketing Management Marketing Management
Marketing Management. In Pearson Practice Hall.

Kumar, A. (2018). Story of Aaker’s brand personality scale criticism. Spanish
Journal of Marketing - ESIC, 22(2), 203-230. https://doi.org/10.1108/SIME-
03-2018-005

Kumontoy, M., Tumbel, A., & Tampenawas, J. (2023). The effect of brand
awareness, brand characteristic and emotional branding on purchasing
decisions for Ms Glow products at Ms Glow tondino center. EMBA Journal:
Journal of Economic Research, Management, Business and Accounting, 11(1),
568-579. https://doi.org/10.35794/emba.v11i1.46023

Kusnendi. (2008). Model-model persamaan struktural : Satu dan multigroup
sampel dengan lisrel / kusnendi.

Kustini, N. I. (2011). Experiential Marketing, Emotional Branding, and Brand Trust
and Their Effect on Loyalty on Honda Motorcycle Product. Journal of
Economics, Business, and Accountancy | Ventura, 14(1), 19-28.
https://doi.org/10.14414/jebav.v14i1.12

Lalaounis, S. T. (2021). Strategic Brand Management and Development.
Routledge.

Lee, E. (2006). A Prototype of Multicomponent Brand Personality Structure : A
Consumption Synmbolism Approach. 173-186. https://doi.org/10.1002/mar

Lei, M., & Peng, J. (2023). Analysis on the Influencing Factors of Female College



203

Students’ Willingness to Purchase Cosmetics Online. Modern Economics &
Management Forum, 4(3), 50. https://doi.org/10.32629/memf.v4i3.1373

Li, X., Yen, C. L., & Liu, T. (2020). Hotel brand personality and brand loyalty: an
affective, conative and behavioral perspective. Journal of Hospitality
Marketing and Management, 29(5), 550-570.
https://doi.org/10.1080/19368623.2019.1654961

Liao, Y. K., Wu, W. Y., Amaya Rivas, A. A., & Ju, T. L. (2017). Cognitive,
experiential, and marketing factors mediate the effect of brand personality on
brand equity. Social Behavior and Personality, 45(1), 1-18.
https://doi.org/10.2224/sbp.5621

Lien, C. H., Wen, M. J., Huang, L. C., & Wu, K. L. (2015). Online hotel booking:
The effects of brand image, price, trust and value on purchase intentions. Asia
Pacific Management Review, 20(4), 210-218.
https://doi.org/10.1016/j.apmrv.2015.03.005

Ling, Y. J. (2014). Brand Personality, Brand Loyalty and Brand Quality Rating in
the Contact Lens Perspective. Rev. Integr. Bus. Econ. Res, 3(2), 433.
www.sibresearch.org

Luckyardi, S., Hurriyati, R., Disman, D., & Dirgantari, P. D. (2022). The Influence
of Applying Green Marketing Mix by Chemical Industries; VOSviewer
Analysis.  Moroccan  Journal  of  Chemistry, 10(1), 73-90.
https://doi.org/10.48317/IMIST.PRSM/morjchem-v10i1.31754

Lundgvist, A., Liljander, V., Gummerus, J., & Van Riel, A. (2013). The impact of
storytelling on the consumer brand experience: The case of a firm-originated
story. Journal of Brand Management, 20(4), 283-297.
https://doi.org/10.1057/bm.2012.15

Madeline, S., & O. Sihombing, S. (2019). the Impacts of Brand Experiences on
Brand Love, Brand Trust, and Brand Loyalty: an Empirical Study. Jurnal
Bisnis Dan Manajemen, 20(2), 91-107.
https://doi.org/10.24198/jbm.v20i2.241

Maehle, N., Otnes, C., & Supphellen, M. (2008). Consumers’ perceptions of the
dimensions of brand personality. Journal of Consumer Behaviour,
50(October), 35-50. https://doi.org/10.1002/cb

Maisam, S., & Mahsa, R. D. (2016). Positive word of mouth marketing: Explaining
the roles of value congruity and brand love. Journal of Competitiveness, 8(1),
19-37. https://doi.org/10.7441/joc.2016.01.02

Malar, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011). Emotional brand
attachment and brand personality: The relative importance of the actual and
the ideal self. Journal of  Marketing, 75(4), 35-52.
https://doi.org/10.1509/jmkg.75.4.35

Malhotra, N., & Birks, D. (2007). Marketing Research: an Applied Approach.
http://capitadiscovery.co.uk/cardiffmet/items/240307



204

Manavat, P., Pandey, S., Pandey, M., & Chauhan, D. (2022). Understanding the
Impact of Influencer on Brand Loyalty in Cosmetic Industry. International
Research Journal of Modernization in Engineering Technology and Science ,
4(3), 1372-1382. www.irjmets.com

Maracis, J., & Maracic, S. (2009). Emotional Branding Fulfillment of People’s
Needs! 105.

Markovié¢, 1., Rabasovié¢, B., & Stojanovi¢, N. (2022). The Influence of the Brand
Personality = Concept on Consumer  Satisfaction and Loyalty.
Management:Journal of Sustainable Business and Management Solutions in
Emerging Economies, 27(2), 13-23.
https://doi.org/10.7595/management.fon.2022.0001

Matzler, K., Strobl, A., Stokburger-Sauer, N., Bobovnicky, A., & Bauer, F. (2016).
Brand personality and culture: The role of cultural differences on the impact
of brand personality perceptions on tourists’ visit intentions.

Mayangsari, A., & Harti. (2022). The Effect of Brand Trust and Brand Experience
on Brand Loyalty through Emotional Brand Attachment to Wardah Cosmetics.
Jurnal Mantik, 6(1), 448-458.

McDaniel Jr, C., & Gates, R. (2018). Marketing research. John Wiley & Sons.

Middleton, K. R., Ashmore, J., & Tafuri, A. M. (2018). Gender Differences in
Cosmetics Use and Skin Care Practices. International Journal of Gender and
Health, 13(4), 347-363.

Mohd Kassim, N., Binti Jamaludin, N. A., & Hussain Shaari, Z. (2021).
Investigating the Brand Loyalty of Domestic Cosmetic in an Emerging
Market. SHS Web of Conferences, 124, 05001.
https://doi.org/10.1051/shsconf/202112405001

Mohlala, C., & Bankole, F. (2022). Using a support vector machine to determine
loyalty in African, European, and North American telecoms. Frontiers in
Research Metrics and Analytics, 7.
https://doi.org/10.3389/frma.2022.1025303

Morgan, R. M., & Hunt, S. D. (1994). The Commitment-Trust Theory of. Journal
of Marketing, 58(July), 20-38.
https://journals.sagepub.com/doi/full/10.1177/002224299405800302

Munasinghe, A. A. S. . (2019). Brand Personification: A Study on Humanizing
Personal Care Products in Sri Lanka. International Business Research, 12(2),
21. https://doi.org/10.5539/ibr.v12n2p21

Munasinghe, S. N. (2018). The Impact of Brand Personality on Brand Preference :
A Study on Personal Care Products. International Review of Management and
Marketing, 8(2), 9-11.

Mwai, L. K. (2013). Analysis of Brand Loyalty in Cosmetic Products: A Case of
Selected Salons in  Nyeri Town. 6(May), 210-219. http://etd-
library.ku.ac.ke/handle/123456789/7201



205

Nagpal, A., & Khadir, F. (2023). The impact of brand personality on loyalty : an
empirical study in the FMCG sector (Issue August).

Oklevik, O., Supphellen, M., & Maehle, N. (2020). Time to retire the concept of
brand personality? Extending the critique and introducing a new framework.
Journal of Consumer Behaviour, 19(3), 211-218.
https://doi.org/10.1002/cb.1805

Oliver, R. L. (1999). Whence Consumer Loyalty. Journal of Marketing, 63, 33-44.

Oliver, R. L. (2010). Consumer Brand Loyalty. Wiley International Encyclopedia
of Marketing. https://doi.org/10.1002/9781444316568.wiem03025

Orth, U. R., & Malkewitz, K. (2008). Holistic package design and consumer brand
impressions. Journal of Marketing, 72(3), 64-81.
https://doi.org/10.1509/jmkg.72.3.64

Palareti, G., Legnani, C., Cosmi, B., Antonucci, E., Erba, N., Poli, D., Testa, S., &
Tosetto, A. (2016). Beyond Beauty: Design Symmetry And Brand Personality.
International Journal of Laboratory Hematology, 38(1), 42-49.
https://doi.org/10.1111/ijlh.12426

Papista, E., & Dimitriadis, S. (2012). Exploring consumer-brand relationship
quality and identification: Qualitative evidence from cosmetics brands.
Qualitative Market Research, 15(1), 33-56.
https://doi.org/10.1108/13522751211191982

Park, K., & Choi, M.-H. (2018). The Cosmetic Purchase Behavior of Women in
Their 20s (II) :Focused on Cosmetic Consumption Value. Journal of the
Korean Society of Costume, 68(1), 83-95.
https://doi.org/10.7233/jksc.2018.68.1.083

Pawle, J., & Cooper, P. (2006). Measuring emotion - Lovemarks, the future beyond
brands.  Journal  of  Advertising  Research,  46(1), 38-48.
https://doi.org/10.2501/S0021849906060053

Permata Sari, N., Artha, B., Satria Hadi, A., & Widya Mataram, U. (2023). Brand
Loyalty: a Literature Review. International Journal of Economics, Business
and Accounting Research (IJEBAR), 7(1), 66-75. https://jurnal.stie-
aas.ac.id/index.php/IJEBAR/article/view/7179

Pessemier, E. A. (1959). A New Way to Determine Buying Decisions. Journal of
Marketing, 24(2), 41. https://doi.org/10.2307/1248846

Pine B., J., & James H., G. (1998). Welcome to the Experience Economy. Harvard
Business Review, 76(4), 97-105.

Pogorzelski, J. (2018). Managing Brands in 4D. In Managing Brands in 4D.
https://doi.org/10.1108/9781787561021

Poon, S. T. F. (2012). Identifying And Comparing Mystery And Honesty As
Emotional Branding Values In Brand Personality Design. International
Journal, 3(July), 192-196.



206

Priyono. (2017). Metode Penelitian Kuantitatif. In Becmuux Poczopasnaosopa
(Vol. 4, Issue 1).

Rajer, N. (2023). New marketing models for developing a marketing strategy.
International Journal of Innovation in Marketing Elements, 3(1), 23-29.
https://doi.org/10.59615/ijime.3.1.23

Ramadhani Khija, ludovick Uttoh, M. K. T. (2015). Teknik Pengambilan Sampel.
Ekp, 13(3), 1576-1580.

Reichheld, F. F. (2004). The one number you need to grow [5]. Harvard Business
Review, 82(6), 133.

Reichheld, F. F., & Sasser, W. E. J. (1990). Zero defections: quality comes to
services. Harvard Business Review, 68(5), 105-111.

ResearchAndMarkets.com. (2024). Indonesia Cosmetics and Personal Care
Market Outlook.

Riaz, H., Ahmed, H., Akhter, D. S., & Hussain, M. (2017). The Impact of Emotional
Branding in Customer Buying Behavior in Soft Drink Beverage Industry of
Pakistan. KASBIT Business Journals (KBJ), 10(December), 131-150.
https://ideas.repec.org/a/ksb/journl/v10y2017p131-150.html

Rundle-Thiele, S., & Maio Mackay, M. (2001). Assessing the performance of brand
loyalty measures. Journal of Services Marketing, 15(7), 529-546.
https://doi.org/10.1108/EUM0000000006210

Salameh, A. A. M., & Zamil, A. M. A. (2020). The effects of reward systems and
organizational structure on tacit knowledge sharing. Management Science
Letters, 10(10), 2229-2236. https://doi.org/10.5267/j.msl.2020.3.012

Salsabila, Y., & Apriliyanty, F. (2022). The Effect of * Inclusive Marketing ~
Efforts by BLP Beauty Toward Brand Image , Brand Trust , Brand Love and
Brand Loyalty. 4(3), 504-516.

Sameer Kumar, C. M. and M. D. D. (2009). Industrial Management & Data Systems
Comparative innovative business strategies of major players.

Santoso, S. (2011). Structural Equation Modeling (Konsep dan Aplikasi dengan
AMOS 18).

Sarjono, H & Jualinita, W. (2008). SPSS VS LISREL: Sebuah Pengantar Untuk
Aplikasi Untuk Riset. Salemba Empat.

Sarjono, H., & Julianita, W. (2015). Structural Equation Modeling (SEM). Sebuah
Pengantar, Aplikasi untuk Penelitian Bisnis. Salemba Empat.

Sarkar, A. (2013). Delivered by Ingenta to : Chinese University of Hong Kong.
From Brands in General to Retail Brands: A Review and Future Agenda for
Brand Personality Measurement, 13(1), 23-37.

Sarwono, J. (2018). Pengertian Dasar Structural Equation Modeling (Sem).
Angewandte Chemie International Edition, 6(11), 951-952., 3(1), 10-27.



207

https://medium.com/@arifwicaksanaa/pengertian-use-case-a7e576e1b6bf

Sasmita, J., & Mohd Suki, N. (2015). Young consumers’ insights on brand equity:
Effects of brand association, brand loyalty, brand awareness, and brand image.
International Journal of Retail and Distribution Management, 43(3), 276-292.
https://doi.org/10.1108/IJRDM-02-2014-0024

Schermelleh-Engel, K., Moosbrugger, H., & Miiller, H. (2003). Evaluating the fit
of structural equation models: Tests of significance and descriptive goodness-
of-fit measures. MPR-Online, 8(2), 23-74.

Schiffman, L. G., & Wisenblit, J. (2015). Consumer Behavior (11th Ed.). In
Pearson Education Limited.

Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management,
15(1-3), 53-67. https://doi.org/10.1362/026725799784870496

Schmitt, B. (2009). The concept of brand experience. Journal of Brand
Management, 16(7), 417-419. https://doi.org/10.1057/bm.2009.5

Schouten, J. W., McAlexander, J. H., & Koenig, H. F. (2007). Transcendent
customer experience and brand community. Journal of the Academy of
Marketing Science, 35(3), 357-368. https://doi.org/10.1007/s11747-007-
0034-4

Sekaran, U., & Bougie, R. (2016). Research methods for business: A skill building
approach. john wiley & sons.

Senduk, A. T., & Saerang, R. T. (2020). A Qualitative Study of Consumer
Perception on Emotional Branding of Starbucks Manado Town Square. Jurnal
EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 8(1), 2055—
2064.

Serpone, N., Dondi, D., & Albini, A. (2007). Inorganic and organic UV filters:
Their role and efficacy in sunscreens and suncare products. Inorganica
Chimica Acta, 360(3), 794-802. https://doi.org/10.1016/j.ica.2005.12.057

Shaukat, Z. (2023). The Emotional Edge : How Consumer Perception Mediates the
Relationship Between Emotional Branding and Purchase Intention. 2, 1-17.

Siyoto, S., & Sodik, M. A. (2015). Dasar metodologi penelitian. literasi media
publishing.

Skalén, P., Cova, B., Gummerus, J., & Sihvonen, A. (2023). Marketing-as-practice:
A framework and research agenda for value-creating marketing activity.
Marketing Theory, 23(2), 185-206.
https://doi.org/10.1177/14705931221123949

Sonnenberg, F. A., & Beck, J. R. (1993). Markov Models in Medical Decision
Making: A Practical Guide. Medical Decision Making, 13(4), 322-338.
https://doi.org/10.1177/0272989X9301300409

Sosewee, W. (2018). Cosmetics and Toiletries Market Growth In Economic
Downturn. SSRN Electronic Journal. https://doi.org/10.2139/ssrn.2914215



208

Stevens, R. E., Bruce Wrenn, Sherwood, P. K., & E., M. R. (2016). Russell W. Belk
- Handbook of Qualitative Research Methods in Marketing-Edward Elgar
Publishing (2007). Jurnal Penelitian Pendidikan Guru Sekolah Dasar,
6(August), 128.

Sugiyono. (2010). Metode Penelitian Pendidikan Pendekatan Kuantitatif,
kualitatif, dan R&D. CV. Alfabeta.

Sunarto, Z. (2020). Reflection Of Halal Certification For Assurance And Protection
In The Disruptive Era. Electoral Governance Jurnal Tata Kelola Pemilu
Indonesia, 12(2), 6. https://talenta.usu.ac.id/politeia/article/view/3955

Sung, Y., & Tinkham, S. F. (2005). Brand personality structures in the United States
and Korea: Common and culture-specific factors. Journal of Consumer
Psychology, 15(4), 334-350. https://doi.org/10.1207/s15327663jcp1504_8

Supiyandi, A., Hastjarjo, S., & Slamet, Y. (2022). Influence of Brand Awareness,
Brand Association, Perceived Quality, and Brand Loyalty of Shopee on
Consumers’ Purchasing Decisions. CommlIT Journal, 16(1), 9-18.
https://doi.org/10.21512/commit.v16i1.7583

Tepeci, M. (1999). Increasing brand loyalty in the hospitality industry.
International Journal of Contemporary Hospitality Management, 11(5), 223—
230. https://doi.org/10.1108/09596119910272757

Thompson, C. J., Rindfleisch, A., & Arsel, Z. (2006). Emotional and the Branding
Value of the Doppelganger Strategic Brand. Journal of Marketing, 70(1), 50—
64.

Valarie A. Zeithaml, L. L. B. and A. P. (2015). Conceptual framework and
hypotheses development. Contributions to Management Science, 60(2), 41—
52. https://doi.org/10.1007/978-3-319-10996-1_3

Valent, A., & Rodhiah. (2023). Factors affecting brand loyalty with customer
satisfaction as mediation in maybelline. International Journal of Social
Science Research and Review, 5(1), 159-165.

Vesanen, J. (2007). What is personalization? A conceptual framework. European
Journal of Marketing, 41(5-6), 409-418.
https://doi.org/10.1108/03090560710737534

Wahyuningsih, & Apriyani. (2021). The Impact of Brand Loyalty on Cosmetics
Industry in Indonesia. Journal of Economics, Business, and Accountancy
Ventura, 24(1), 125-134.

Wang, Q. J., Mielby, L. A., Junge, J. Y., Bertelsen, A. S., Kidmose, U., Spence, C.,
& Byrne, D. V. (2019). The role of intrinsic and extrinsic sensory factors in
sweetness perception of food and beverages: A review. Foods, 8(6).
https://doi.org/10.3390/foods8060211

Wel,C. A.B.C., Alam, S. S., & Nor, S. M. (2011). Factors affecting brand loyalty:
An empirical study in Malaysia. Australian Journal of Basic and Applied
Sciences, 5(12), 777-783.



209

Wibowo, A. E. (2017). Prodi llmu Keperawatan, Sekolah Tinggi Awal Bros Batam.
2001, 13-25.

Wibowo, S. F., & Karimah, M. P. (2012). Pengaruh Iklan Televisi dan Harga
Terhadap Keputusan Pembelian Sabun Lux ( Survei Pada Pengunjung Mega
Bekasi Hypermall). Jurnal Riset Manajemen Sains Indonesia (JRMSI), 3(1),
1-15.

Widyastuti, & Said. (2017). The Role of Brand Equity in the Cosmetics Industry in
Indonesia. International Review of Management and Marketing, 7(1), 222—
229.

Wijaya, B. S. (2013). Dimensions of Brand Image : A Conceptual Review from the
Perspective of Brand Communication. European Journal of Business and
Management, 5(31), 55-66.

Woodside, rch G. (2010). Brand—Consumer Storytelling Theory and Research:
Introduction to a Psychology & Marketing Special Issue. Psychology &
Marketing, 30(6), 461-469. https://doi.org/10.1002/mar

Yadav, N. (2022). Role of Emotional Branding on Customer Loyalty. 1-36.

Yuliawan, K. (2021). Pelatihan SmartPLS 3.0 Untuk Pengujian Hipotesis Penelitian
Kuantitatif. Jurnal Pengabdian Kepada Masyarakat, 5(1), 43-50.

Yunitasari, E., & Parahiyanti, C. R. (2022). Investigating the Effect of Consumer
Ethnocentrism, Cosmopolitanism, and Relative Product Quality to Brand
Preferences: An Insight from Generation Z in Indonesia. Binus Business
Review, 13(3), 259-272. https://doi.org/10.21512/bbr.v13i3.8341

Yusriana, A., Purnamasari, D., & Muna, N. (2009). Emotional branding analysis
for the Korean Drama-based tourism locations Analisis branding emosional
untuk lokasi pariwisata berbasis Drama Korea. 399-410.

Zamudio, C. (2016). Matching with the stars: How brand personality determines
celebrity endorsement contract formation. International Journal of Research
in Marketing, 33(2), 409-427. https://doi.org/10.1016/j.ijresmar.2015.07.002

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral
consequences of stroke. The Behavioral Consequences Of Service Quality, 1—
14,

Zhang, Y., Tu, Z., Zhao, W., & He, L. (2022). Design of emotional branding
communication model based on system dynamics in social media environment
and its influence on new product sales. Frontiers in Psychology, 13.
https://doi.org/10.3389/fpsyg.2022.959986

Sumber Situs :

Beautynesia (2023) Rectrieved April 15, 2023 from Beautynesia website:
https://www.beautynesia.id/beauty/you-beauty-kembali-bawa-kebaikan-
bermanfaat-di-ramadan-2023-lewat-kampanye-terbaru-ajak-perempuan-
percaya-diri-berdonasi/b-273288



210

CNN Indonesia (2022) Rectrieved December 07, 2022 from CNN Indonesia
website: https://www.cnnindonesia.com/gaya-hidup/20221207132717-307-
884039/you-beauty-kumpulkan-donasi-dukung-gerakan-10000-usg-
payudara

Compas.co.id (2022) Rectrieved Juli 16, 2022 from Compas.co.id website :
https://compas.co.id/article/data-penjualan-serum-brand-lokal/

Detik.com (2023) Rectrieved September 11, 2023 from detik website:
https://www.detik.com/jatim/berita/d-6924793/15-brand-kecantikan-lokal-
ada-skincare-hingga-make-up

Goodstats (2022) Rectrieved September 18, 2022 from goostats website:
https://goodstats.id/article/7-merek-kosmetik-lokal-paling-banyak-
digunakan-di-indonesia-2022-36qU3

Mckinsey (2023). Rectrieved May 22, 2023 from Mckinsey website:
https://www.mckinsey.com/industries/retail/our-insights/the-beauty-market-
in-2023-a-special-state-of-fashion-report

TechnoBusiness (2020) Rectrieved October 30, 2020 from TechnoBusiness
website: https://technobusiness.id/insight/ys-insights/2020/10/30/spire-
insight-potensi-pasar-kosmetik-indonesia/

Top Brand Index Beserta Kategori Lengkap. (n.d.). Retrieved from Top Brand
Award website: https://www.topmerek-award.com/top-merek-index/

Wolipop (2022) Rectrieved November 15, 2022 from wolipop website:
https://wolipop.detik.com/makeup-and-skincare/d-6407905/4-tahun-hadir-
di-ri-3-produk-you-beauty-ini-paling-banyak-diminati

YOU Beauty (2024) Rectrieved July 20. 2024 from YOU beauty website:
https://youofficial.com/pages/about-us

Youcommunity (2022) Rectrieved October 17, 2022 from youcommunity
Instagram: (https://www.instagram.com/youcommunity_idn)


https://www.cnnindonesia.com/gaya-hidup/20221207132717-307-884039/you-beauty-kumpulkan-donasi-dukung-gerakan-10000-usg-payudara
https://www.cnnindonesia.com/gaya-hidup/20221207132717-307-884039/you-beauty-kumpulkan-donasi-dukung-gerakan-10000-usg-payudara
https://www.cnnindonesia.com/gaya-hidup/20221207132717-307-884039/you-beauty-kumpulkan-donasi-dukung-gerakan-10000-usg-payudara
https://www.detik.com/jatim/berita/d-6924793/15-brand-kecantikan-lokal-ada-skincare-hingga-make-up
https://www.detik.com/jatim/berita/d-6924793/15-brand-kecantikan-lokal-ada-skincare-hingga-make-up
https://www.mckinsey.com/industries/retail/our-insights/the-beauty-market-in-2023-a-special-state-of-fashion-report
https://www.mckinsey.com/industries/retail/our-insights/the-beauty-market-in-2023-a-special-state-of-fashion-report
https://technobusiness.id/insight/ys-insights/2020/10/30/spire-insight-potensi-pasar-kosmetik-indonesia/
https://technobusiness.id/insight/ys-insights/2020/10/30/spire-insight-potensi-pasar-kosmetik-indonesia/
https://wolipop.detik.com/makeup-and-skincare/d-6407905/4-tahun-hadir-di-ri-3-produk-you-beauty-ini-paling-banyak-diminati
https://wolipop.detik.com/makeup-and-skincare/d-6407905/4-tahun-hadir-di-ri-3-produk-you-beauty-ini-paling-banyak-diminati
https://youofficial.com/pages/about-us
https://www.instagram.com/youcommunity_idn

