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Victoria's Secret is a global brand that has a big role in spreading the
meaning of beauty because of its unrealistic models who are known
through the Victoria's Secret Fashion Show. But now, the concept of
the brand is no longer suitable for today where an inclusive concept is
becoming very strong in the fashion and beauty industry. Therefore,
Victoria's Secret do a brand repositioning by creating the The VS
Collective platform which presented 7 inspiring public figures. The
purpose of this study was to determine how much influence the
Victoria's Secret brand repositioning had on the customer loyalty of
teenage girls in Kelapa Gading. The theory used in this research is the
stimulus response theory, then brand repositioning and customer
loyalty which there are 4 dimensions for each theory, which helps
deepen the measurement. Brand repositioning as the independent
variable and customer loyalty as the dependent variable. This study
uses an explanatory survey with purposive sampling technique as a
sampling technique and determination of 90 respondents. The data
collection technique used is the distribution of questionnaires to the
population of young women in the Kelapa Gading area who are
Victoria's Secret customers. The conclusion is the repositioning of a
brand can affect customer loyalty to the brand. In this study, the brand
studied was Victoria's Secret.
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Thé-presence of globalization affects the meaning of beauty which then becomes the same
in_every region and country so it makes women force themselves and do everything to be perfect
Jbeauty. Modern beauty trends target women to have a slim body, fair skin, rosy lips, straight
heﬁfr good: fashion and so on. According to Hendariningrum (in Sariwaty, 2021:97), along with
L%h% development of fashion, making it a lifestyle, psychologically someone who looks
<comfortable and attractive can increase his self-confidence so that it affects the spirit in doing an
%@w@y
“i ZOne of the biggest supporters of this trend is due to media exposure regarding Victoria's
iSeﬂre; models, commonly known as Victoria's Secret Angels, which are then used as role models
choigwtgmen around the world as a perfect standard of beauty. The women became obsessed with
wanting to have a body and dressed like Victoria's Secret Angels.
= 2 2Thig largest US retail company is known for its lingerie products that sell the concept of
geggirﬁss and fantasy like a fairy tale that is always liked by women. With her iconic fashion show
%hat was lield from 1995 to 2018 and was seen globally, the Angels were increasingly recognized
émugd the world. Victoria's Secret is a global brand so it has a big role in spreading the
ﬂjm%v@hng meaning of beauty and fashion.
27 cButnowadays, people have started to realize that beauty is diverse and no longer needs to
Dexcampattmentalized. More and more people, especially women, are increasingly campaigning
%béhﬁdy positivity so that it is hoped that the public can avoid mental health disorders, such as
“depression, low self-esteem, or overeating caused by distrust of their own beauty and body.
"g g Victoria's Secret recognizes that the brand's position is outdated and its products are
§o:r,151dered non-inclusive because they do not pay attention to diversity or consumer
:co%nvenlence Today inclusiveness is becoming very strong in the fashion and beauty industry. An
Anelusive attitude reflects the increasingly widespread social, political, and technological changes
gth%t preseént opportunities as well as risks in running a global market-based company.
2 o Thus brands serving global markets are vying to cater to an increasingly diverse and vocal
@@sumer base. Therefore in 2021 to be precise on June 21, Victoria's Secret created “The VS
id}i\_lective", a new partnership program that drives change within the Victoria's Secret brand.
“This strategy started with a campaign that brought in a new wave of women from all walks of
F_l_if% Among the seven founding members chosen to join the “VS Collective” include actor,
Pproducer and entrepreneur Priyanka Chopra Jonas, US soccer star Megan Rapinoe, model and
gL(%BTQ aetivist Valentino Sampaio, to South Sudanese refugee and health advocate Adut Akech,
E}Blgtlsh jodrnalist, photographer and equality advocate Amanda de Cadenet.
2 ¢ Then LGBTQIA+ activist, pay equality and body positivity advocate Paloma Elsesser and
World Champion freestyle skier Eileen Gu, to the first transgender person to be featured in the
m%pi)rts [Istrated Swimsuit Issue. They were chosen as representatives of the VS Collective to
<change the public's perspective on the new brand image.
% S The;goal of the VS Collective is to continue to drive positive change and support important
—causes fgF women around the world. Through social, cultural and business relationships, VS
Tollectiveywill create programs with new partners, collections of revolutionary products,
interesting and inspiring content, and mobilize support for empowerment for women.

Victoria's Secret's decision to carry out brand repositioning can also affect the mindset,
trust and=interest of each different customer, giving rise to the possibility for some consumers to
like or dislike the new brand repositioning. Which then leads to customer loyalty. Victoria's
Secret must continue to maintain and maintain the satisfaction, emotional bond, trust,
convenience and experience that the brand offers to its customers in order to continue to
generate=a positive response. A well-managed brand relationship with customers will create
what willresult in customer loyalty.

Based on the background, the authors say that this is feasible and important to be used as
researchi&The author wants to examine more deeply how brand repositioning can affect
custome#fdoyalty by using a case study of the Victoria's Secret company which then released the

2 | Page Florentine Mariska & Imam Nuraryo



"OWMIg| uizi eduey

undede ynjuaq wejep Ul siny eAJey yninyas neje uelbeqas yeAueqiadwawl uep ueywnunbuaw buede)iq ‘g

‘OyM|g| Jelem buek uebunuaday ueyibniaw yepny uediinbuad q

'qe]esew niens ueneful) uep iy uesnnuad

name and concept of the company into VS Collective. Thus, a research was conducted with the
title "TheEffect of Victoria's Secret Brand Repositioning on Teen Customer Loyalty in Kelapa
Gaging". —

P

The stimulus-response theory was pioneered by a Russian scholar named Ivan P. Pavlov
49-1936). Pavlov is famous for his experiments on "conditioning”. In simple terms, Pavlov
n ?_c;:xplored the experimental phenomenon, and then developed a study of conditioned
ior.known as the Classical Conditioning theory.

Aceording to Haslinda (2019:89), classical conditioning is a learning model that uses a
ulus 10 evoke stimuli naturally through other stimuli. Classical conditioning refers to a
mtgn@er of training procedures in which one stimulus appears to remember another stimulus in
‘deyelopinig a response, this procedure is called classical because of its historical priority as
?i,ie:veh;ped by Pavlov.

2 CL The classic word that started the name of this theory is used solely to appreciate Pavlov's

%Nér]é\Nthh is considered the earliest in the field of conditioning and to distinguish it from other
ggoﬁdmomng theories. From the results of these experiments, Pavlov explained that all human
ehayior ds the result of conditioning, including the strength or weakness of the stimulus-
%efgp(ﬁ‘lse association. To cause or bring up the desired reaction called a response, it is necessary
¢tochave asstimulus called repeatedly so that it is habituation. By offering a familiar stimulus, it
%(%Nigl cause=a habitual response. This theory refers to a habit that is carried out.
= - Stimulus response (S-R) is the most basic communication model. This model is
:mﬁuenced by the discipline of psychology, especially the behavioristic one. Stimulus-response
%th‘éory is @ simple learning principle, where the reaction effect is to a certain stimulus. Thus, it
‘wcah be seén that there is a relationship between the message in the media and the reaction of the

%Lghence
J = This model shows communication as a very simple reaction process. The S-R model
“assumes fhat verbal (spoken-written) words, nonverbal questions, pictures, and certain actions
gwgl activate other people to respond in a certain way. Therefore you can think of this process as
Qamexchange or transfer of information or ideas. This process can be reciprocal and have
3nﬁlt1ple effects. Each of its effects can change the next act of communication (communication
“act).

- s THe S-R model discusses communication as a process, especially with regard to human
gaértors ThHere is an implicit assumption in this S-R model that human behavior (response) can
f}b@‘predlc’ced In short, communication is considered static, humans are considered to behave
:qupause of external forces (stimulus), not based on their will, desire, or free ability. This model is

:mgre sultable when applied to air temperature control systems rather than human behavior.
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Branding has existed for centuries as a means of differentiating products from one
manufacttirer to another. According to the American Marketing Association (in Keller, 2020:2), a
brand is_a name, term, sign, symbol, or design, or a combination of them, intended to identify
the goodsiand services of one seller or group of sellers and to differentiate them from those of
others. cémpetitor."

Teghnically, every time a marketer creates a new name, logo, or symbol for a new product,
he or sheshas created a brand. However, many managers practice referring to a brand as more
than that.but as something that has created a certain amount of awareness, reputation,
prominefce, and so on in the marketplace. It is the difference between commodities and special
offers thag=make up a brand.

Fofsconsumers, brands provide an important function. A brand identifies the source or
maker ofi@ product and allows consumers to assign responsibility to a particular manufacturer
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or distributor. Most importantly, brands have special meaning for consumers. Because of past
experienge,with the product and its marketing programs over the years, consumers know which
brands meet their needs and which don't.

» o If consumers recognize a brand and have some knowledge of it, then they do not need to
f@age inca lot of additional thinking or information processing to make product decisions. Thus,
Frém an étonomic perspective, brands enable consumers to lower product search costs both
Snternally-(in terms of how much they have to think) and externally (in terms of how much they
Eh@/eé,fo browse).

c CBased on what they already know about the brand, i.e. its quality, product characteristics,
:md SQ on;-consumers can make assumptions and form reasonable expectations about what they
“fnéy not Kiiow about the brand. The meanings embodied in brands can be profound, allowing us
qghmk of the relationship between brands and consumers as a type of bond.

2Consumers offer their trust and loyalty with an implicit understanding that brands will
@@aﬁe ifi- certain ways and benefit them through consistent product performance and
“appropriate pricing, promotions, and distribution programs and actions. As long as consumers
Jare awarg of the advantages and benefits of buying a brand, and as long as they derive
%sagls@ctlon from consuming the product, they are likely to continue to buy it.
BZS cBrands can serve as symbolic devices, allowing consumers to speculate on their self-
gmagg Ceftain brands are associated with certain types of people and thus reflect different
%@u@ or=traits. Consuming such products is a means by which consumers can communicate
“with othefs or even to themselves or whoever they wish to address.
"g g Thedinfluence of brand culture is profound, and much interest has been generated in
geg‘ent years in understanding the interactions between consumer culture and brands. Brands
<an also play an important role in signaling certain product characteristics to consumers.
gl&earchers have classified products and their associated attributes or benefits into three main
= jegorles. search items, experience items, and trust items.
2 o TheXconclusion according to Keller (2020:7), for consumers, the special meaning that
@@nds take can change their perception and experience with a product. Identical products may
i)g_evaluated differently depending on the brand identification or attribution they carry. Brands
have unique personal meanings for consumers that facilitate their daily activities and enrich
dtheir lives.

Ayey

m.L,m

U

e

1
S

Aceording to Keller (2020:47), brand positioning is the heart of marketing strategy.
ause Brand positioning is designing the offering to be delivered as well as the company image
hat the brand can be a place for different and worthy customers in the minds of the target
ience”

As:the name implies, brand positioning determines the right location and in accordance
ﬁh the=minds of a group of consumers or market segments, so that they can determine the
gproduct 01’ service properly or in the desired way to maximize profit potential for the company.
“Brand pasitioning is how consumers define a product or brand relative to its competitors.

The purpose of brand positioning is to place a product in the consumer's mind that
features the most worthy features and advantages of its competitors. Good brand positioning
helps demonstrate marketing strategy by clarifying the brand itself, how it is unique and
differentdrom competing brands and why consumers should buy and use it.

A brand positioning is also based on some comparison ideas. Is the brand more expensive
or cheaper; whether it is a high-end product or a lower symbol; is it functional, safe, or risky?
Brand pasitioning is about locking the brand in the minds of consumers based on some qualities
that are félevant to them in which the brand stands out more.
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Most companies that do brand positioning will do brand repositioning, namely brand
positionifigjagain. This term refers to giving a new position or meaning to an existing brand, by
improving_the product or service, value, target or otherwise without changing the brand name.
Brand repositioning aims to place a unique position and change consumer perceptions of brand
pelationships into brand competition.

o . . ips :
2 5 Sometimes companies do brand repositioning to support demand growth when the
smarket is-down or to correct brand positioning errors. Changes in demographics, declining sales
R)FD cHanges in the social environment often motivate companies to reposition branding.
i&@a@less of the type of target market segment, brand repositioning sometimes requires
gcefnlgmes to establish more attractive points of difference. Other times, companies need to
o$itionthe brand to set a balance point on several key image dimensions.
& A common problem for marketers of well-known and mature brands is to make them
@re@contemporary by creating relevant usage situations, more contemporary user profiles, or
‘amgreamodern brand personalities. A superior brand that has existed for a long time but is still in
gif?mand by the public looks trustworthy but is also boring, unattractive, and unpopular.
é‘ 3 CLThe “company carries out brand repositioning in order to create a new image that is
ﬂjrege\cant to the market and appropriate and appropriate to the benefits of the product and
tmsegvum attributes offered so that the expectations and desires of consumers can be fulfilled so
Zhat ¢ensdmers will remember the brand.
% é @Théscompany tries to form a positive image of the product in the minds of consumers.
Updating©a brand may require some new product combinations, new advertising, new
. I‘Z”J)Jmotions, and new packaging. With a good repositioning, the company has an attractive
~ompetitive position and will be supported by strong associations as well. The main objective of
%férand repositioning strategy is to form a certain brand image in the minds of consumers.
“Psychologically, consumers will tend to adopt a type of product that has a strong brand image,
RN is unigue because it offers something different from that offered by competitors.
2 o TheZsuccess of the repositioning strategy of a product that is carried out on the product is
@hg formation of a unique and strong brand image embedded in the minds of consumers, which
Qvgl_l certainily have an effect on product selection activities. Psychologically, consumers will tend
‘fovadopt-a type of product that has a strong brand image, and is unique because it offers
fsomething different from that offered by competitors.

ynung

3 2 According to Kartajaya (in Utari, 2016:88) there are several considerations and reasons
gog the cempany to reposition, these considerations include:

oa;; Reactions to competitors' new positions

g ¢ If afiew company's competitors can position themselves as products that offer the same
& % thing=or offer more things, ranging from useful, better, more sophisticated or cheaper so
g . thatPositioning the company's products in the minds of customers is no longer unique and
2 5 doesthot show a superior point, then a strategy is needed. product repositioning as a
% 2 precautionary measure.

ob." Reagli'new market

=)

A brnand but already has a good market, it often invites new competitors who want to seize
the market share occupied by the market or the brand is less developed in the target
marKket, therefore the company repositions to assign new customer segments.

c. Responding to new trends
The@ynamics of a market create new trends that can change consumer behavior patterns
and=preferences, thus making companies consider repositioning so that they can meet
consumer desires.

d. Changing the value offering
Repdsitioning can be done when a brand tries to offer a different value. Value here shows
the eemparison between what is obtained and what is given.

=r
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According to Kotler (2018:77), loyalty is a firmly held decision to buy or subscribe to a
product grlater influenced by situations or marketing efforts that support switching to another
praduct. A" company needs to have the ability to develop, create, maintain, and maintain
qu@ctlonal and long-term emotional relationships between organizations and consumers so that
-gansumers are loyal to their products and services which will create sustainable success.

é % Customers who demonstrate their loyalty to a business will grow by continuing to buy,
Spaying premium prices, and helping to introduce and invite new customers through positive
‘Sward’of mouth. Customer loyalty is the impact of previous transactions which is defined as a
%Q@nrﬁ_}itment to provide recommendations to others and make repeat purchases and financial
%arﬁ to pay more.

o8 2 — Customer loyalty is a repeat purchase attitude and support given to customers for a
(o

@dgtt after comparing other alternatives. According to Griffin (2016), loyalty refers more to
“the ferm f decision-making units making continuous purchases of goods or services from a
elected.

® 2 < Goéod customer relationship management creates customer satisfaction. Customers,
é‘a‘?ﬁiséed ctistomers stay loyal and speak well to others about the company and products. Studies
%sh?v@a large difference in loyalty between satisfied and dissatisfied customers. Even a small
‘@mount can lead to a huge drop in loyalty. Thus, the goal of relationship management is to create
ot only elistomer satisfaction but also customer pleasure. Keeping loyal customers makes the
%cﬁnﬁmy good. More loyal customers and stay longer.

m S Research shows that retaining existing customers is five times cheaper than acquiring
dlew onesz0n the other hand, customer defection can be expensive. Losing a customer means
gosmg more than one sale. This means losing the entire flow of purchases a customer would have
:made during a lifetime of patronage.

% © Meanwhile, Kartajaya (in Utari, 2016: 88) states that loyal customers are willing to buy
®ven at a slightly expensive price and always make repeat purchases and recommend these
Eprgg)ducts or services to others. There are several dimensions of customer loyalty, including:

=a. Repetition : loyalty to product purchases, make repeat purchases on a regular basis.
Customers who have purchased a product or service twice or more.

Purchase across product line is to buy all the goods or services that are provided and
they need, they buy regularly, related to this type of customer has been strong and lasts a
long time and also makes them unaffected by competitors' products.

Retention is not easily influenced by the attractiveness of competitors or rejecting
competitors' products.

R€commendation is referring products or services to others so that they buy the brand's
products or services. This activity is indirectly marketing for a brand because it brings
cBhsumers to the company.

Those who are categorized as loyal customers are those who are so satisfied with a
drticula¥; product that they have the enthusiasm to introduce it to anyone they know. In the
Mext stag@, these loyal customers will expand their loyalty with products made by the same
“manufactarer which will eventually form as loyal customers to a particular manufacturer.
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Aceording to Sugiyono (2017:38), the object of research is an attribute or nature, or value
of peopléobjects, or activities that have certain variations that are determined by researchers to
be studied and then drawn conclusions. In this study, the individuals selected by the author are
young wemen aged 15-24 years and domiciled in Kelapa Gading. This study was conducted to
prove thezeffect of brand repositioning on female adolescent customer loyalty in Kelapa Gading.
The objéct of this research is the brand repositioning of Victoria's Secret to become VS
Collectivex

In ghis study, the author uses an explanatory survey method and descriptive analysis with
a quantifative approach. Quantitative research is defined as research on social problems or

6 | Page Florentine Mariska & Imam Nuraryo
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human problems based on theory testing consisting of variables, measured by numbers, and
analyzed/by statistical procedures to determine whether the predictive generalizations of the
theory are correct.
» © Quantitative methods are not too concerned with the depth of data or analysis.
ﬂ@earchers are more concerned with aspects of the breadth of the data so that the data or
q‘e%earch results are considered to be a representation of the entire population. This research is
‘explanatory because it wants to explain the causal relationship between the variables studied
ﬁhgo@h hypothesis testing. And descriptive statistical analysis that describes and analyzes
iégta(lp gtoups that are the object of research without drawing conclusions based on the
—<atcudatioh of probability or inference about a larger group.
Qél“he data collection technique used in this research is to use communication techniques.
he communication technique is by distributing a list of statements (questionnaires) to
Tespondefts. The type of data used in this study uses primary data collection, the primary data
Ancquéstion is original data collected by researchers to answer specific research problems.
cT hessampling technique used in this research is purposive sampling. Purposive sampling
dsfa @mplmg technique with certain considerations in Sugiyono, (2017: 85). The purposive
%sagnﬂmg technique is a sampling method that has a specific purpose that is not based on strata,
}:Drai@dam or geography. This technique is used because of several considerations such as
Sampling based on certain characteristics and criteria which are the main characteristics of a
%(ﬁ)u&tlon
© = Accerding to Sugiyono (2017: 85), purposive sampling is a sampling technique with
~certain considerations. This researcher uses the following criteria:
— Teenage girls aged 15 - 24 years in Kelapa Gading
Is a Victoria's Secret customer

This study uses a multivariate study with a minimum sample size of 5 to 10 for each
stion. So that this study has 18 questions, the following calculations can be obtained:
5 x nuimber of questions
5x18
90 respondents
he number of samples that will be used in this study is 90

Researchers used several tests in this study, there were Validity Test, Reality Test,

mality Test, Simple Regression and Hypothesis Test.
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ThiS. study uses quantitative methods with the help of SPSS 25.0 software to calculate

walidity and reliability tests, descriptive analysis, normality tests, F statistical tests, t statistical

tests, and" coefficients of determination tests. With brand repositioning as the independent

:V%iable and customer loyalty as the dependent variable. Thus, the authors distributed

th%stlonnalres to 90 respondents with predetermined criteria to determine the effect of brand
greposmomng on female adolescent customer loyalty in Kelapa Gading.

2 Finst, based on the results of the validity and reliability test of the respondent's data
collected;’it is proven that each statement item is valid and reliable. Then on the results of
descriptive analysis, the value obtained by the brand repositioning variable (X) with the
dimensions of reaction to competitors' new positions, reaching new markets, responding to new
trends afid changing value offerings is 4.11. The average value indicates the "agree" scale range.
Furthermore, the value obtained by the customer loyalty variable (Y) with the dimensions of
repetitiony purchase across product line, retention and recommendation is 4.14 which means
that the $€ale ranges "agree".

The normality test using the Kolmogorov-Smirnov Z shows a sig value of 0.091 which is
greater than 0.05 so it can be stated that the regression model with the brand repositioning
variable £X) and the customer loyalty variable (Y) is normally distributed. Then the F statistical
test withsfesults showing that Fcount with a value of 109.618 is greater than Ftable which is 3.94
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so that it can be said that there is an influence between the brand repositioning variable (X) and
the customgr loyalty variable (Y) and the model is feasible to use.

_. T-statistical test with results showing that tcount with the number 10,470 is greater than
table, which is 1.98. While the sig value obtained is 0.000 which is smaller than the value of
(EOS) which indicates the independent variable has a significant positive effect on the
endernt variable. And lastly, testing the coefficient of determination with an R value shows
large proportion of the influence of the dependent variable on the independent variable is
5%, ard the rest is influenced by other factors as much as 25.5%.
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“Based on research conducted by the author regarding the effect of Victoria's Secret brand

Tepositionling on female adolescent customer loyalty in Kelapa Gading with the results of
?dgc@ptlve analysis, namely the weighted average value of brand repositioning of 4.11 on the
@agr@" scale range, Wthh means respondents agree with the statement of each dimension.
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n

e:jnen';—of each dimension of the customer loyalty variable.

©Based on the explanatory survey, it shows that the brand repositioning of Victoria's Secret
a-positive and significant effect on customer loyalty for teenage girls in Kelapa Gading. So it
e said that the repositioning of a brand can affect customer loyalty to the brand, in this

thedbrand studied was Victoria's Secret.
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