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PENGARUH SELF CONCEPT, BRAND LOVE DAN 

EMOTIONAL ATTACHMENT TERHADAP LOYALTY 

PADA PELANGGAN ORIFLAME DI SURABAYA 

 

ABSTRAK 

 Self Concept, Brand Love dan Emotional Attachment 

merupakan faktor penting bagi konsumen untuk menciptakan 

Loyalitas. Penelitian ini bertujuan untuk mengetahui Self Concept, 

Brand Love dan Emotional Attachment terhadap Loyalitas pada 

Pelanggan Oriflame di Surabaya. 

 Penelitian ini menggunakan penelitian kausal. Teknik 

pengambilan sampel menggunakan non probability sampling dengan 

cara purposive sampling. Sampel yang digunakan sebesar 150 

responden yang pernah membeli dan menggunakan merek Oriflame, 

di Surabaya, minimal 4x dalam setahun terakhir, berjenis kelamin 

wanita maupun pria, dan berumur minimum 18 tahun. Alat 

pengumpulan data yang digunakan adalah kuesioner. Teknik analisis 

data yang digunakan adalah Structural Equation Model dengan 

menggunakan program LISREL.  

Hasil penelitian ini menemukan bahwa Self concept 

berpengaruh positif dan signifikan terhadap Brand Love, Self 

concept berpengaruh positif dan siginifikan terhadap Emotional 

Attachment, Self concept berpengaruh positif dan signifikan terhadap 

Loyalty, Brand Love berpengaruh positif dan signifikan terhadap 

Loyalty, dan Emotional Attachment berpengaruh positif dan 

signifikan terhadap Loyalty. 

 

 

 

Kata Kunci: Self Concept, Brand Love, Emotional Attachment, 

Loyalty  
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IMMPACT  SELF CONCEPT, BRAND LOVE AND 

EMOTIONAL ATTACHMENT TO LOYALTY ON CUSTOMER 

ORIFLAME IN SURABAYA 

 

ABSTRACT 

Self Concept, Brand Love dan Emotional Attachment is an 

important factor for consumers to creating loyalty. This study aims 

to determine the effect of Self Concept, Brand Love dan Emotional 

Attachment to Loyalty on consumers Oriflame in Surabaya. 

This research uses a causal research. The sampling 

technique using a non-probability sampling with purposive 

sampling. The sample used in this research are 150 respondents who 

have bought and used brand Oriflame, in Surabaya, at least 4 times 

in the last year, female and male, and aged at least 18 years. Data 

collection tool was a questionnaire. The data analysis technique used 

is by using the Structural Equation Model with LISREL program.  

Results of the study found that Self Concept had positive 

effect and significant on Brand Love, Self Concept had positive 

effect and significant on Emotional Attachment, Self Concept had 

positive and significant effect on Loyalty, Brand Love had positive 

effect and significant on Loyalty, and Emotional Attachment had 

positive effect and significant on Customer Loyalty. 

 

 

 

Keywords: Self Concept, Brand Love, Emotional Attachment, 
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