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PENGARUH BRAND IMAGE DAN BRAND IDENTIFICATION 

TERHADAP BRAND LOYALITY MELALUI BRAND LOVE PADA 

PRODUK PAKAIAN MEREK ZARA MAN CLOTHING DI 

SURABAYA 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui adanya “ Pengaruh Brand 

Image dan Brand Identification Terhadap Brand Loyality melalui Brand Love 

pada produk pakaian merek Zara Man Clothing di Surabaya. Karakteristik 

responden adalah para remaja dan dewasa yang dengan berjenis kelamin laki-

laki yang berusia 20-35 tahun 

 Analisis yang digunakan adalah analisis SEM dan menggunakan 

program LISREL dengan jumlah responden 150 sebagai sample yang pernah 

menggunakan atau membeli produk pakian merek Zara Man Clothing di 

Surabaya. Hasil penelitian ini menunjukkan Brand Image dan Brand 

Identification memiliki pengaruh positif signifikan terhadap Brand Loyality 

melalui Brand Love pada produk pakaian merek Zara Man Clothing Di 

Surabaya. 

  

 

Kata Kunci: Brand Image, Brand Identification, Brand Love, Brand Loyality. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



THE EFFECT OF BRAND IMAGE AND BRAND IDENTIFICATION 

TO BRAND LOYALTY THROUGH BRAND LOVE ON BRAND OF 

CLOTHING PRODUCTS ZARA MAN CLOTHING IN SURABAYA 

 

ABSTRACT 

 This writing has purpose to know the "Influence of Brand Image and 

Brand Identification To Brand Loyality through Brand Love on brand of 

Clothing Product Zara Man Clothing in Surabaya. Characteristics of 

respondents are teenagers and adults who with male gender aged 20-35 years 

 The technique of analystical  is SEM analysis and use LISREL 

program with 150 respondents as sample who have used or bought Zara Man 

Clothing product in Surabaya. The results of this study indicate Brand Image 

and Brand Identification have a significant positive impact on Brand Loyality 

through Brand Love on Brand of Clothing Zara Man Clothing In Surabaya. 
 

 

Key Words : Brand Image, Brand Identification, Brand Love, Brand Loyality. 

 

 

 

 

 

 

 

 

 

 

 

 


