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ABSTRAKSI 

 

 Tujuan penelitian ini adalah untuk mengetahui pengaruh brand 

familiarity terhadap sikap atas merek Texas Fried Chicken, pengaruh brand 

familiarity terhadap keyakinan atas merek Texas Fried Chicken, pengaruh 

brand familiarity terhadap niat beli pelanggan Texas Fried Chicken dengan 

dengan mediasi brand attitude, dan pengaruh brand familiarity terhadap 

niat beli pelanggan Texas Fried Chicken dengan mediasi confidence toward 
brand. 

Penelitian ini menggunakan rancangan penelitian kausalitas. 

Populasi dari penelitian ini adalah seluruh pelanggan Texas Fried Chicken 

dengan jumlah sampel yaitu sebanyak 200 orang sebagai responden. 

Metode pengolahan data yang digunakan dalam penelitian adalah analisis 

structural equation model dengan AMOS. 

Hasil penelitian menunjukkan bahwa brand familiarity berpengaruh 

signifikan terhadap sikap atas merek di Texas Fried Chicken Surabaya, 

brand familiarity berpengaruh signifikan terhadap keyakinan atas merek 

Texas Fried Chicken di Texas Fried Chicken store Surabaya, brand 

familiarity berpengaruh terhadap niat beli (intention to buy) pelanggan 

Texas Fried Chicken dengan mediasi brand attitude dan brand familiarity 
berpengaruh terhadap niat beli (intention to buy) pelanggan Texas Fried 

Chicken dengan mediasi confidence toward brand. 

 

Kata Kunci: 

 Brand Familiarity, brand attitude, intention to buy 
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ABSTRACT 

 

The purpose of this study is to investigate the influence of brand 

familiarity on brand attitude for Texas Fried Chicken, the influence of brand 

familiarity on brand beliefs Texas Fried Chicken, the influence of brand 

familiarity on purchase intention of customers of Texas Fried Chicken with 

by mediation brand attitude, and the influence of brand familiarity on the 
intention to Texas Fried Chicken customers buy with confidence toward the 

brand mediation. 

This study used the research design of causality. The population of 

this research is all customer Texas Fried Chicken with a total sample 

number of 200 people as respondents. Data processing method used in this 

study is the analysis of structural equation model with AMOS. 

The results showed that brand familiarity significant effect on 

brand attitude in Texas Fried Chicken Surabaya, brand familiarity 

significant effect on confidence in the brand in Texas Texas Fried Chicken 

Fried Chicken store in Surabaya, brand familiarity effect on purchase 

intention (intention to buy) customers Fried Texas Chicken with mediation 

brand attitude and brand familiarity effect on purchase intention (intention 
to buy) customers mediation Texas Fried Chicken with confidence toward 

the brand. 
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 Brand Familiarity, brand attitude, intention to buy 

 


