ABSTRACT

This Global era has brought business competition into fiercer condition. There are
so many products available in the market, that consumers can freely choose and buy.
A good company have to struggle to gain competitive advantage over its competitors,
in order to survive and gain market share, by product innovation and new product
categories. But, launching new products is very risky because of its high failure rate
(Panwar & Bapat, 2007). To avoid that risk, one step companies can have is brand
extension. This research was conducted to determine the effects brand affect, trust
and image have towards consumer’s brand extension attitude with brand loyalty as
mediator. This research shows that brand affect, trust and image have effects
towards consumer’s brand extension attitude. Also brand affect, trust and image
have effects towards brand loyalty. And brand loyalty has effect towards consumer’s
brand extension attitude. These results prove that brand loyalty has a role as
mediator. We hope, this research can help companies in their brand extension by
considering the consumer’s attitude towards brand loyalty, brand image and brand
affect.
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ABSTRAK

Meningkatnya persaingan dalam dunia bisnis di Era Globalisasi saat ini
menyebabkan munculnya banyak alaternatif produk dipasar, sehingga konsumen
memilki banyak pilihan produk untuk memenuhi kebutuhan. Perusahaan yang baik
akan berusaha untuk mendapatkan keunggulan kompetitif atas pesaing suapaya tetap
bertahan dipasar dan mendapatkan pangsa pasar dengan cara melakukan inovasi
produk dan memasuki kategori produk baru. Akan tetapi meluncurkan produk baru
sangat beresiko karena tinggat kegagalan sangat tinggi (panwar & Bapat, 2007).
Untuk menghindari resiko kegagalan adalah dengan melakukan perluasan merek.
Penelitian ini bertujuan untuk mengetahui pengaruh brand affect, trust, image
terhadap consumer’s brand extension attitude dengan brand loyalty sebagai mediasi.
Hasil penelitian ini menujukan pengaruh brand affect, brand image dan brand trust
terhadap consumer’s brand extension attitude, pengaruh brand affect, brand image
dan brand trust terhadap brand loyalty dan pengaruh brand loyalty terhadap
consumer’s brand extension attitude, yang membuktikan bahwa brand loyalty
memainkan peran sebagai mediasi. Diharapkan penelitian ini dapat menjadi masukan
bagi perusahaan dalam melakukan brand extension dengan memanfaatkan sikap
pelangan terhadap brand loyalty,brand image, dan brand affect.

Kata-kata kunci: Brand loyalty, brand image, brand affect, brand trust, brand
extension, consumer’s brand extension attitude.
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