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PENGARUH BRAND LOYALTY,BRAND IMAGE, PERCEIVED FIT 

TERHADAP ATTITUDE TOWARD PARENT BRAND MELALUI 

ATTITUDE TOWARD BRAND EXTENSION PADA  

PRODUK PEPSODENT DI SURABAYA 

 

ABSTRAK 

 

Tujuan penelitian ini adalah menjelaskan pengaruh: brand loyalty, 

brand image, perceived fit terhadap attitude toward parent brand melalui 

attitude toward brand extension pada produk Pepsodent di Surabaya. 

Penelitian ini merupakan penelitian kausal. Teknik pengambilan sampel 

menggunakan non-probability sampling dengan cara purposive sampling. 

Sampel yang digunakan sebesar 200 responden yang merupakan pengguna 

produk Pepsodent di Surabaya. Data dikumpulkan dengan instrumen 

kuesioner dan selanjutnya diolah dengan teknik analisis structural equation 

model dengan menggunakan program LISREL. 

Temuan penelitian ini menunjukkan bahwa brand loyalty memiliki 

pengaruh yang positif dan signifikan terhadap attitude toward brand 

extension, brand image memiliki pengaruh yang positif dan signifikan 

terhadap attitude toward brand extension, perceived fit memiliki pengaruh 

yang positif dan signifikan terhadap attitude toward brand extension, dan 

attitude toward brand extension memiliki pengaruh yang positif dan 

signifikan terhadap attitude toward parent brand, dan brand loyalty 

memiliki pengaruh yang positif dan signifikan terhadapattitude toward 

parent brand melalui attitude toward brand extension, dan brand image 

memiliki pengaruh yang positif dan signifikan terhadap attitude toward 

parent brand melalui attitude toward brand extension, dan perceived fit 

memiliki pengaruh yang positif dan signifikan terhadap attitude toward 

parent brand melalui attitude toward brand extension. 

 Saran bagi akademisi dan peneliti dimasa yang akan datang 

diharapkan penelitian ini dapat dijadikan bahan rujukan, Dan saran bagi 

perusahaan pepodent sebelum perusahaan melakukan brand extension 

terledih dahulu perusahaan harus melakukan riset pasar dengan baik karena 

saat perusahaan melakukan strategi brand extension juga akan sangat 

berdampak pada parent brand. 

 

Kata Kunci: Brand Loyalty, Brand Image, Perceived Fit, Attitude 

Toward Brand Extension, Attitude Toward Parent Brand. 
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THE INFLUENCE OF BRAND LOYALTY,BRAND IMAGE, 

PERCEIVED FIT ON ATTITUDE TOWARD PARENT 

BRANDTHROUGHATTITUDE TOWARD BRAND EXTENSION ON 

PEPSODENT PRODUCT IN SURABAYA 

 

ABSTRACT 

  

 The purpose of this study is to explain the effect of: brand loyalty, 

brand image, perceived fit of the attitude toward parent brand through 

attitude toward brand extension on the product Pepsodent in Surabaya. 

This study is causal research. The sampling technique using a non-

probability sampling by purposive sampling. The sample used for the 200 

respondents who are users of the products Pepsodent in Surabaya. Data 

were collected by questionnaire and subsequently processed by the 

analytical techniques of structural equation models using LISREL program 

 The results of this study showing that brand loyalty has a positive 

influence and significant impact on attitude toward brand extension, brand 

image have a positive influence and significant impact on attitude toward 

brand extensions, perceived fit has a positive influence and significant 

impact on attitude toward brand extension, and attitude toward brand 

extension has a positive influence and significant impact on attitude toward 

parent brand, and brand loyalty has a positive influence and significant 

impact on attitude toward parent brand through the attitude toward brand 

extension, and brand image have a positive influence and significant impact 

on attitude toward parent brand with attitude toward brand extension, and 

perceived fit has a positive and significant influence on the attitude toward 

parent brand through the attitude toward brand extension. 

 Suggestions for academics and researchers, in the future this 

research is expected bias used as reference materials, and advice for 

companies pepodent before companies do brand extension terledih first 

company to do Risat market well because when a company pursuing a 

strategy of brand extension will also greatly impact the parent brand. 

 

 

Keywords: Brand Loyalty, Brand Image, Perceived Fit, Attitude Toward 

Brand Extension, Attitude Toward Parent Brand 

 


