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ABSTRAK 

 

PERANAN KETERIKATAN EMOSIONAL MEREK DAN KEPRIBADIAN 

NARSISME TERHADAP PERILAKU PEMBELIAN KOMPULSIF PADA 

PENGGUNA ONLINE SHOP 

 Asmarani Nur Azizah 

Pembelian secara online telah mejadi hal yang umum dilakukan karena 

dapat dilakukan kapan saja dan dimana saja. Hal tersebut memunculkan timbiunya 

perilaku pembelian kompulsif. Pembelian kompulsif juga berkaitan dengan 

Keterikatan emosional merek dan juga perilaku narsisme pada penguna online 

shop sebagai subjek penelitian menggunakan pendekatan kuantitatif dengan 

desain cross sectional. Penelitian ini bertujuan untuk menguji peranan dari 

keterikatan emosional merek dan kepribadian narsisme terhadap perilaku 

pembelian kompulsif. Studi ini memperoleh 389 partisipan melalui kuesioner dan 

menggunakan teknik accidental sampling dengan kriteria sampel berusia 18-40 

tahun dan aktif menggunakan online shop. Intrumens alat ukur yang digunakan 

telah melewati prosedur adaptasi lintas budaya dan terbukti memiliki reliabilitas 

yang cukup memuaskan. Hasil hipotesis regresi linear berganda secara simultan 

menunjukan jika kedua variabel keterikatan emosional merek dan kepribadian 

narsisme secara signifikan berperan terhadap pembelian kompulsif. Kemudian 

secara parsial hanya dimensi narsisme yang memiliki peran terhadap perilaku 

pembelian kompulsif, variabel keterikatan emosional merek tidak memiliki peran 

terhadap perilaku pembelian kompulsif. Hasil riset ini dapat disimpulkan jika 

variabel keterikatan emosional merek terbukti tidak memiliki peranan terhadap 

perilaku pembelian kompulsif sedangkan variabel narsisme terbukti memiliki 

peranan terhadap perilaku pembelian kompulsif pada pengguna online shop. 

Kata Kunci : Pembelian Kompulsif, Keterikatan Emosional Merek, Narsisme, 

Pengguna Online shop 
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ABSTRACT 

 

THE ROLE OF EMOTIONAL BRAND ATTACHMENT AND NARCISSISTIC 

PERSONALITY IN COMPULSIVE BUYING BEHAVIOR AMONG ONLINE 

SHOP CUSTOMERS 

Asmarani Nur Azizah 

Online shopping has become a common thing because it can be carried out 

anytime and anywhere, which gives rise to compulsive buying behavior. 

Compulsive buying is also related to emotional brand attachment and narcissistic 

personality among online shop customers. This study aims to examine the role of 

emotional brand attachment and narcissistic personality in compulsive buying 

behavior. A quantitative approach with a cross-sectional design was employed in 

the study. The sample of 389 participants was selected through a questionnaire 

and an accidental sampling technique with the sample criteria including being 

18-40 years old and actively using online shops. The measurement instruments 

had gone through cross-cultural adaptation procedures and had been proven to 

have satisfactory reliability. The results of the multiple linear regression 

hypothesis simultaneously showed that the two variables of emotional brand 

attachment and narcissistic personality significantly played a role in compulsive 

buying. Partially, only the narcissism dimension has a role in compulsive buying 

behavior, while the emotional brand attachment variable has no role. It can be 

concluded that the emotional brand attachment is proven to have no role in 

compulsive buying behavior, while the narcissism is proven to have a role in 

compulsive buying behavior among online shop customers. 

Keywords: Compulsive Buying, Emotional Brand Attachment, Narcissism, Online 

Shop Customers 
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