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ABSTRAK

Saat ini perkembangan industri kosmetik di Indonesia tergolong solid. Industri
kosmetik di Indonesia telah mencapai lebih dari US$ 5 milyar dengan
pertumbuhan rata-rata 12%. Industri kecantikan di Indonesia tidak terpengaruh
oleh krisis moneter yang terjadi semenjak tahun 2009, dan diperkirakan menjadi
negara dengan potensi pertumbuhan yang tinggi, serta diharapkan akan mencapai
angka 20% di tahun 2016 ini. Salah satu produk yang banyak dikonsumsi oleh
wanita adalah produk luxury atau high branded product. Terutama produk
kecantikan luxury. Menurut PERKOSMI (Persatuan Kosmetik Indonesia),
tingginya permintaan pasar domestic premium (high branded) mencapai Rp 2,44
trilyun. Hal ini dimanfaatkan Chanel untuk membuka gerai beauty store nya yang
pertama di Indonesia. Penelitian ini membahas faktor apa saja yang
mempengaruhi satisfaction dan advocacy intention yang mencakup trust,
alternative attractiveness, subjective norms, affective commitment, normative
commitment, dan calculative commitment pada konsumen Chanel Beauty Product

di Indonesia.

Penelitian ini menggunakan descriptive research design dengan metode non-
probability sampling dengan teknik judgmental sampling. Data dikumpulkan
menggunakan Kkuesioner pada responden sebanyak 150 responden yang
merupakan pengguna Chanel Beauty Product. Data kemudian diolah

menggunakan structural equation modeling.

Penelitian ini mendapatkan temuan bahwa adanya korelasi positif antara trust,
subjective norm, alternative attractiveness, affective commitment, calculative
commitment, normative commitment, satisfaction, dan advocacy intention.
Namun, tidak ditemukan hubungan yang signifikan antara calculative commitment

dengan satisfaction dan advocacy intention.

Kata kunci : trust, alternative attractiveness, subjective norms, affective
commitment, calculative commitment, normative commitment, satisfaction,

advocacy intention, luxury beauty product, Chanel Beauty Product.
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ABSTRACT

At the moment, the growth of cosmetic industries in Indonesia is classified as
solid. Cosmetic industries in Indonesia has reached more than 5 billion US$ with
an increase of 12% in average. Beauty industries in Indonesia was not affected by
monetary crisis that has happened since 2009 and Indonesia has become one of
the countries that is expected to have a high growth potential and is expected to
reach 20% in 2016 this year. One of products that are widely used by woman is
luxury or high branded products. According to PERKOSMI (Persatuan Kosmetik
Indonesia), the high demand in domestic premium (high branded products) has
reached the amount of 2,44 zillion rupiah. As a matter of fact, Chanel took this

opportunity to open their beauty first beauty store in Indonesia.

Therefore, this study will explore the factors that influence satisfaction and
advocacy intention, which includes trust, alternative attractiveness, subjective
norms, affective commitment, calculative commitment, and normative commitment

towards Chanel Beauty Product.

This study uses descriptive research design, which use non-probability sampling
applying judgmental sampling techniques. The data collected by spreading the
questionnaire with total sample of 150 respondents who are using Chanel Beauty

Product. The hypothesis are tested with structural equation modeling.

The study showed that trust and advocacy intention is positively affected by trust,
alternative attractiveness, subjective norms, affective commitment, and normative

commitment, but negatively affected by calculative commitment.

Keywords : trust, alternative attractiveness, subjective norms, affective
commitment, calculative commitment, normative commitment, satisfaction,

advocacy intention, luxury beauty product, Chanel Beauty Product.
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