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Abstract

The purposes of this research were 1) To study factors that affect Millennial customers
to become Brand Loyalty to beauty products in malls under Central group. 2) To study factors
that will make Millennial customers who are not loyal return to loyalty to beauty products

brands in department stores under Central Group.

The research is qualitative research and its main concept includes Brand Loyalty, Brand
Equity, Service Quality, Consumption of sign and Marketing Mixed concept is used as a research
framework. The sample group is millennials who buy beauty products in department stores
under Central Group they are males and females aged between 14-34 years the research user a
Purposive Sampling method. One type of research tool is an in-depth personal interview. The
data were analyzed by the research user content analysis and writing a descriptive essay. The

results showed as follows.

1. Confidence in the quality of the product brand, promotion and price of the product
as well as the place of sale. There are an important factors that affect the decision of
millennials group in loyalty to beauty products brands sold in department stores under Central

Group

2. Confidence in the brand that sold in the mall, good service and the membership
system of the department store that provides special benefits. There are factors that affect the
decision of millennials in loyalty to beauty products brands in department stores under Central

Group

Knowledge/findings from this research will be useful to use as information in developing
marketing plans by focusing on the factors that will affect the decision making of millennials to
be used in organizing promotions in sales promotions to comply with the needs of customers
and reduce the impact of the changing consumer behavior of millennials by promoting factors
that stimulate and attract millennials to return loyalty to beauty products in the Central Group's

department stores.

Keywords: Marketing Mix factors, Millennial, Brand loyalty, Mall under Central Group
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