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Abstract : Indonesia is known as a developing country that becomes a potential market today. This condition 

causes intense competition in the business world. Brand Loyalty is the most important component for the 

company's sales, so the sales strategy must be implemented properly through the Brand Personality and Brand 
Credibility components which are mediated with brand love on The Body Shop products. However, there are  

some things do not show the success and strength of the product brand. The Body Shop tries to measure brand 

love as an intervention. Determining this strategy can increase the brand loyalty of The Body Shop's products 

that will be higher than other products on the market. The strength of brand love is expected to be able to be 

used by The Body Shop company as a tool to win the competition in the cosmetic market in Indonesia. 
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I. Introduction 
Indonesia is known as a developing country that becomes a potential market today. This condition 

causes intense competition in the business world. The increasing intensity of competition requires every 

business actor to pay attention the needs and desires of consumers and take advantage of existing business 

opportunities. Companies are required to be able to create their own uniqueness to the products issued and get a 

positive image in the eyes of consumers, so the products produced are superior to be able to face competitive 

competition between competitors. Business people must be able to create products that are attractive to 

consumers, maintain market share and develop their products in order to dominate market share.  
One of the companies in Indonesia that makes beauty and body care products is The Body Shop. This 

company started to enter the cosmetic market in Indonesia since 1992 with PT Monica Hijau Lestari. As the sole 

distributor, The Body Shop already has many outlets, one of them is located in Jember Regency. The Body Shop 

products have begun to be well received by the people of Jember. One of the best selling products from The 

Body Shop is body mist. This product is one of the products that often provide discounts at a certain time of 

purchase. Based on the percentage of The Body Shop's body mist product index in 2019, it increased by 5.3% 

from the previous year. That is, The Body Shop is able to create body mist products that have high 

competitiveness in the cosmetics market and will affect the increase the number of sales each year. This British 

skincare and beauty brand carries the tagline Beauty With Heart. The tagline is defined by three keys: Look 

Good, Feel Good, and Do Good (sustainability report, 2018).  

The empirical phenomenon in this study, namely the percentage of The Body Shop's body mist product 
index in 2019 increased by 5.3% from the previous year. That is, The Body Shop is able to create body mist 

products that have high competitiveness in the cosmetics market and will certainly affect the increase in the 

number of sales each year. However, The Body Shop only has one type of superior product, namely body mist 

which has always become first rank in the Top Brand Index since 2019 and 2020, so  it can influence the 

formation of brand love in the minds of consumers. 

 

II. Literatur Review 
Brand personality is a description of human nature that can be associated with a particular brand. 

According to Azoulay and Kapferer (2003) a brand must have a strong personality and characteristics to 
compare with other brands. A brand will be chosen by someone because the brand is considered in accordance 

with that person's personality. Brand personality is able to provide an emotional identity for a brand, and to 

encourage consumers to respond through their feelings towards a brand (Schiffman, 2010). Another opinion also 

states that personality is a very important component of a brand because without a brand personality, the brand 

will be difficult to remember by consumers (Bambang et al., 2017).  
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Credibility is generally defined by Carroll and Ahuvia (2006: 118) stated that brand credibility is the 

level of trust in brand information contained in a product, which requires confidence that a brand has the ability 

and desire to continue what has been promised. So it can be concluded that brand credibility is the reliability of 
information about the position of the product contained in a brand. Based on the above definition, it can be 

concluded that brand credibility is accurate information about good product specifications. 

According to Carroll & Ahuvia (2006) brand love is a level of emotional arousal owned by consumers 

where the consumer is satisfied with a brand. Brand love is an important element in marketing, because brand 

love can indicate a desire to repurchase a product, a willingness to pay a higher price for a product, and 

resistance to negative information or things about a product (Batra et al., 2012). Brand love has also been shown 

to have a positive correlation with brand loyalty and word of mouth (Carroll & Ahuvia, 2006).  

According to Oliver (2010: 432) loyalty is a commitment that is held deeply by consumers to buy a 

certain product or service in the future despite the influence of a situation that has the potential to cause a shift in 

the behavior of a consumer. Meanwhile, according to Schiffman and Kanuk (2009) brand loyalty (brand loyalty) 

is the preference of a consumer who consistently makes a purchase of the same brand with a particular product. 
Griffin (in Hurriyati, 2015:129) Loyalty is defined as non random purchase expressed over time by some 

decision making unit. This definition explains that loyalty refers more to the behavioral form of the decision-

making units to make continuous purchases of the goods or services of a selected company. 

 

III. Conceptual Model 
The conceptual framework of this study aims to determine the relationship between the independent 

variable Brand personality and Brand credibility, the intervening variable Brand love, and the dependent 

variable Brand loyalty. So, based on the background description above which explains the influence of Brand 

personality and Brand credibility on brand loyalty through brand love, the conceptual framework of this 
research can be described as follows: 

 

 
Figure 1. Conseptual Framework 

 

HYPOTHESIS 

The effect of brand personality on brand love Brands that have a strong and unique personality will 

indicate a positive brand love from consumers. The higher the brand personality that is owned by consumers, it 

will have an influence on brand love. Based on the research results of Adnyaswari (2014), Ong (2015), 

Colognesi (2015), Sari and Sudarti (2016), Kurniawan (2017), Choi (2017), Bambang (2017), Kazmi (2019), 

Murtiningsih (2019), Angelique (2019), Nawaz (2020), Aulianda (2020), Putra (2020), Kristiyono (2020), and 

Suhaemi (2021) show that brand personality has a positive and significant effect on brand love. Therefore, the 

hypothesis taken by the researcher is :  
H1: Brand personality affects brand love.  

 

The effect of brand credibility on brand love This credibility is formed by the way the information 

conveyed can be trusted by consumers and the brand is able to provide what consumers want. So that when 

brand credibility is formed, it will cause the effect of buying interest in consumers. Research by Adnyaswari 

(2014), Ong (2015), Colognesi (2015), Sari and Sudarti (2016), Kurniawan (2017), Choi (2017), Bambang 

(2017), Kazmi (2019), Murtiningsih (2019), Angelique ( 2019), Nawaz (2020), Aulianda (2020), Putra (2020), 

Kristiyono (2020), and Suhaemi (2021) show that brand credibility is significantly related to consumer emotions 

and reasons in forming brand love in the minds of customers. Brand credibility also has a positive influence in 

shaping brand love in the minds of customers, so the hypothesis taken by the researcher is: 

H2: Brand credibility has an effect on brand love. 
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The effect of brand personality on brand loyalty Brands that succeed in building a personality that is 

different from other brands will enable consumers to see the personality of the brand and will form a strong 

relationship with it. In other words, the higher the personality of a brand, it will have a significant influence on 
brand loyalty. Research by Adnyaswari (2014), Ong (2015), Colognesi (2015), Sari and Sudarti (2016), 

Kurniawan (2017), Choi (2017), Bambang (2017), Kazmi (2019), Murtiningsih (2019), Angelique ( 2019), 

Nawaz (2020), Aulianda (2020), Putra (2020), Kristiyono (2020), and Suhaemi (2021) show that brand 

personality affects brand loyalty. Then the hypothesis taken by the researcher is:  

H3 : Brand personality has an effect on brand loyalty.  

 

The effect of brand credibility on brand loyalty Credibility is generally defined by Marciniak (2014) 

which states that brand credibility is the level of trust in brand information contained in a product, which 

requires confidence that a brand has the ability and desire to continue what has been promised. It can be 

concluded that brand credibility is the reliability of information about the position of the product contained in a 

brand. According to Adnyaswari (2014), Ong (2015), Colognesi (2015), Sari and Sudarti (2016), Kurniawan 
(2017), Choi (2017), Bambang (2017), Kazmi (2019), Murtiningsih (2019), Angelique ( 2019), Nawaz (2020), 

Aulianda (2020), Putra (2020), Kristiyono (2020), and Suhaemi (2021) who examined the relationship between 

credibility showed that credibility had a positive influence on brand loyalty. Then the hypothesis taken by the 

researcher is:  

H4: Brand credibility has an effect on brand loyalty.  

 

The effect of brand love on brand loyalty Consumers who feel they already have feelings of love for a 

brand will have the opportunity to form a strong relationship with that brand. The higher the consumer's love for 

a brand, it will have a direct influence on brand loyalty. The results of research by Adnyaswari (2014), Ong 

(2015), Colognesi (2015), Sari and Sudarti (2016), Kurniawan (2017), Choi (2017), Bambang (2017), Kazmi 

(2019), Murtiningsih (2019), Angelique (2019), Nawaz (2020), Aulianda (2020), Putra (2020), Kristiyono 

(2020), and Suhaemi (2021) who stated that brand love was proven to have an effect on brand loyalty. Thus, the 
following hypothesis:  

H5: Brand love affects brand loyalty 

 

IV. Conclusion 
The tight competition in the cosmetic industry in Indonesia makes the companies have to be more 

competitive in presenting products that is expected by consumer. One of the changes that occur in the era of 

increasingly fierce competition is the decline in consumer brand loyalty. The superiority of the brand has the 

impact of such a big change. The development of the brand also affects the brand loyalty of The Body Shop 

cosmetic products, this shows that the concept of brand love has become a necessity to show the work of the 
company or organization entity. Strategic planning and complex utilization within the company are needed as a 

solution to face the uncertain changes that occur in the fierce competition era.  

In the fierce competition era, The Body Shop Company requires the concept of an effective and 

efficient product sales strategy. With increasingly fierce competition, the concept of product sales strategy 

becomes the main subject in overcoming threats and opportunities. For this reason, further research is needed to 

determine the role of brand personality and brand credibility in increasing brand loyalty through brand love. 
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