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ABSTRAK 

 

Tujuan dari Penelitian ini adalah untuk melihat Pengaruh Karakteristik 

Brand (Brand Awareness, Brand Loyalty, Brand Attachment, dan Perceived 

Quality) Terhadap Perilaku Belanja Kompulsif Pada Produk Zara Pada Mahasiswa 

Universitas Kristen Maranatha Bandung.   

Untuk itu, pemneliti melakukan pengambilan datya pada 161 orang 

responden di Universitas Kristen Maranatha Bandung.  Objek penelitian ini adalah 

Karakteristik Brand yaitu Brand Awareness, Brand Loyalty, Brand Attachment, dan 

Perceived Quality, dan perilaku belanja kompulsif.  Populasi dalam penelitian ini 

adalah Mahasiswa Universitas Kristen maranatha.  Sampel dari penelitian ini adalah 

Mahasiswa Universitas Kristen Maranatha yang menggunakan produk Zara.  

Sementara, teknik analisis data pada penelitian ini menggunakan metode regresi 

sederhana dan berganda 

Berdasarkan uji hipotesis, ditemukan bahwa Karakteristik Brand (Brand 

Awareness, Brand Loyalty, Brand Attachment, dan Perceived Quality) memiliki 

pengaruh terhadap Perilaku Belanja Kompulsif Pada Produk Zara Pada Mahasiswa 

Universitas Kristen Maranatha Bandung).  Untuk itu, Peneliti menyarankan agar 

brand Zara dapat melakukan pengembangan Brand, dengan cara mengemukakan 

mengenai keunggulan dan keuntungan produk, dan mengembangkan produk yang 

berkualitas dari waktu ke waktu.   

 

Kata kunci: Brand Awareness, Brand Loyalty, Brand Attachment, Perceived 

Quality, Perilaku Belanja Kompulsif 
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ABSTRACT 

 

The goal of this research is conducted to see the influence of Brand 

Characteristic (Brand Awareness, Brand Loyalty, Brand Attachment, and 

Perceived Quality) to Compulsive Shopping Behavior on Zara Products At 

Maranatha Christian University Student of Bandung.  

To that end, the researchers conducted data collection on 161 respondents 

at Maranatha Christian University of Bandung.  the object of this research are 

Brand Characteristic that is Brand Awareness, Brand Loyalty, Brand Attachment, 

and Perceived Quality, and compulsive shopping behavior. The population in this 

study is a student of maranatha Christian University. The sample of this research 

is Maranatha Christian University Student who use Zara product. Meanwhile, data 

analysis techniques in this study using simple and multiple regression methods 

Based on the hypothesis test, found that Brand Characteristic (Brand 

Awareness, Brand Loyalty, Brand Attachment, and Perceived Quality) have an 

influence on Compulsive Shopping Behavior on Zara Products At Maranatha 

Christian University Student Bandung). To that end, the researcher suggested that 

the brand Zara can do Brand development, by expressing the advantages and 

advantages of the product, and develop quality products from time to time. 

 

Keywords: Brand Awareness, Brand Loyalty, Brand Attachment, Perceived 
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