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 Brand Spirituality Generasi Z sebagai Brand Partner Oriflame 

Rahma Dita Dewayani 

 

ABSTRAK 

Penelitian bertujuan untuk menggali pemahaman mengenai bagaimana dimensi-

dimensi Brand Spirituality Generasi Z mempengaruhi keterikatan emosional dan 

perilaku Brand Partner Oriflame. Dimensi-dimensi tersebut meliputi Meaningful 

Spirit, Brand Faith, Brand Ideology, Brand Fanaticism, Brand Fetishism, dan 

Brand Evangelism. Penelitian ini menggunakan metode deskriptif kualitatif dengan 

pendekatan studi kasus eksploratif, untuk mendapatkan wawasan yang mendalam 

terkait fenomena spiritualitas Generasi Z sebagai Brand Partner Oriflame. Studi ini 

dilakukan dengan mengeksplorasi dimensionalitas Spiritualitas Generasi Z sebagai 

Brand Partner Oriflame melalui teori AKIELS dengan fokus pada Brand 

Spirituality. Hasil penelitian menunjukkan bahwa Brand Partner Generasi Z 

Oriflame memiliki tingkat Brand Spirituality yang tinggi, di mana mereka 

merasakan makna mendalam dari nilai-nilai Oriflame, serta menunjukkan 

komitmen dan loyalitas yang kuat terhadap merek. Para Brand Partner tidak hanya 

bertindak sebagai advokat merek, tetapi juga secara sukarela melindungi reputasi 

Oriflame dan memberikan umpan balik yang berharga. Penelitian ini memberikan 

kontribusi penting dalam memahami bagaimana Brand Spirituality mempengaruhi 

perilaku Brand Partner, serta memberikan rekomendasi praktis untuk 

pengembangan strategi pemasaran yang lebih efektif dalam membangun hubungan 

emosional yang kuat dengan Brand Partner. 

Kata kunci: Brand Spirituality, Generasi Z, Oriflame, Brand Partner, AKIELS 

Model. 
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Brand Spirituality of Generation Z as Oriflame Brand Partner 

Rahma Dita Dewayani 

 

ABSTRACT 

This study aims to explore the understanding of how the dimensions of Brand 

Spirituality in Generation Z influence the emotional attachment and behavior of 

Oriflame's Brand Partners. These dimensions include Meaningful Spirit, Brand 

Faith, Brand Ideology, Brand Fanaticism, Brand Fetishism, and Brand 

Evangelism. The research uses a descriptive qualitative method with an exploratory 

case study approach to gain in-depth insights into the spirituality phenomenon 

among Generation Z as Oriflame Brand Partners. This study explores the 

dimensionality of Generation Z's spirituality as Oriflame Brand Partners through 

the AKIELS theory, with a focus on Brand Spirituality. The results indicate that 

Oriflame’s Generation Z Brand Partners exhibit a high level of Brand Spirituality, 

where they experience a profound connection with Oriflame’s values and 

demonstrate strong commitment and loyalty to the brand. The Brand Partners not 

only act as brand advocates but also voluntarily protect Oriflame’s reputation and 

provide valuable feedback. This research contributes significantly to understanding 

how Brand Spirituality affects the behavior of Brand Partners and offers practical 

recommendations for developing more effective marketing strategies to build strong 

emotional relationships with Brand Partners. 

Keywords: Brand Spirituality, Generation Z, Oriflame, Brand Partner, AKIELS 

Model. 
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