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ANALISIS PERBEDAAN PERSEPSI ANTARA KONSUMEN YANG 

HARDCORE LOYAL DAN KONSUMEN YANG BRAND SWITCHERS 

TERHADAP ELEMEN BRAND LOYALTY PADA PRODUK ZARA DI 

SURABAYA 

 

ABSTRAK 

 

Fenomena yang muncul sekarang ini adalah tingginya daya beli 

masyarakat sekarang dan berubahnya gaya hidup masyarakat yang 
cenderung mengarah pada era modernisasi dan brand-minded, terutama di 

kota-kota besar seperti di Surabaya. Penelitian ini membahas tentang 

perbedaan persepsi diantara konsumen yang hardcore loyal dan konsumen 

yang brand switchers terhadap elemen brand loyalty pada produk fesyen 

merek ZARA. 

Populasi dalam penelitian ini adalah orang yang pernah membeli 

dan mengetahui tentang produk fesyen merek ZARA di Surabaya. Teknik 

pengambilan sampel dalam penelitian ini adalah non probability sampling, 

serta teknik analisis yang digunakan dalam mengolah data adalah analisis 

diskriminan. 

Berdasarkan hasil perhitungan didapat bahwa terdapat perbedaan 

persepsi diantara kedua tipe konsumen terhadap elemen atau faktor brand 
loyalty seperti brand name, product quality, price, style, store environment, 

promotion, dan  service quality. 

 

Kata kunci: Brand Loyalty, Hardcore Loyal Consumer, Brand Switcher 

Consumer, Brand Name, Product Quality, Price, Sytle, Store 

Environment, Promotion, Service Quality 
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ANALYSIS DIFFERENT PERCEPTIONS BETWEEN HARDCORE 

LOYAL CONSUMER AND BRAND SWITCHERS CONSUMER 

TOWARDS BRAND LOYALTY ELEMENTS AT BRAND PRODUCT 

ZARA IN SURABAYA 

 

ABSTRACT 

 

The phenomenon that emerged now is average purchasing power 

and changing lifestyles community that tend to lead to the era 
modernization and brand minded habitual, especially in big cities such as 

Surabaya. This research to discuss about different perceptions between 

hardcore loyal consumer and brand switchers consumer towards brand 

loyalty elements at ZARA’s fashion product. 

The population in this research is that people who have ever 

bought and know about ZARA’s fashion product in Surabaya. Technical 

withdrawal samples in this research is non-probability sampling, and 

analysis techniques used to process the data is diskriminant analysis. 

Based on the results obtained calculations that there are huge 

differences perception between the two types of consumer towards brand 

loyalty elements such as brand name, product quality, price, style, store 

environment, promotion, and service quality. 
 

Key words: Brand Loyalty, Hardcore Loyal Consumer, Brand Switcher 

Consumer, Brand Name, Product Quality, Price, Sytle, Store 

Environment, Promotion, Service Quality 
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