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ABSTRAK

Tujuan penelitian ini adalah untuk mengetahui pengaruh brand affect
dan brand quality terhadap consumer brand extension attitude pada
pengguna handphone Nokia E71 dengan brand loyalty sebagai variabel
intervening.

Penelitian ini adalah penelitian kausal dengan menggunakan variabel
bebas: brand affect dan brand quality. Sedangkan variabel intervening
yang digunakan adalah brand loyalty, sedangkan variabel terikatnya adalah
consumer brand extension attitude. Jumlah responden penelitian ini 150
responden dan 4 responden diantaranya terkena uji ouwtlier sehingga
responden yang digunakan adalah 146 responden. Teknik analisa data
menggunakan Structural Equation Modeling (SEM) dengan menggunakan
program Lisrel.

Temuan dalam penelitian ini menunjukkan bahwa brand loyalty
tidak mampu menguatkan pengaruh brand affect dan brand quality terhadap
consumer brand extention attitude, dan pengaruh brand affect dan brand
quality terhadap brand loyalty lebih tinggi dibandingkan pengaruh brand
loyalty terhadap consumer brand extension attitude.

Saran secara akademis sebaiknya penelitian yang akan datang lebih
mengembangkan konsep penelitian sekarang yaitu dengan melakukan
segmentasi terlebih dahulu sehingga bisa diketahui karakteristik konsumen
yang sebenarnya. Saran secara praktis yaitu sebaiknya manajemen Nokia
terus mengembangkan fitur atau kinerja merek Nokia untuk meningkatkan
loyalitas konsumen terhadap merek Nokia. Diferensiasi antar produk
sebaiknya ditingkatkan dan lebih jelas sehingga segmen pasar konsumen
juga jelas.

Kata kunci: Brand Affect, Brand Quality, Brand Loyalty, Consumer Brand
Extension Attitude, Structural Equation Modeling.



THE INFLUENCE OF BRAND AFFECT AND BRAND QUALITY
ON CONSUMER BRAND EXTENSION ATTITUDE ON THE
NOKIA E71 MOBILE PHONE USERS IN SURABAYA WITH

BRAND LOYALTY AS AN INTERVENING VARIABLE

ABSTRACT

The purpose of this study is to investigate the influence of brand
affect and brand quality on consumer brand extension attitude on the Nokia
E71 mobile phone users with brand loyalty as an intervening variable.

This is a causal research using independent variables: brand affect,
and brand quality. While intervening variable that used is brand loyalty, and
dependent variable is the consumer brand extension attitude. The number of
respondents of this study are 150 respondents and four of them affected the
outlier test so respondents that be used was 146 respondents. The data
analyze technique is using Structural Equation Modeling (SEM) using lisrel
program.

The findings in this study showed that brand loyalty is not able to
strengthen the influence of brand affect and brand quality on consumer
brand extension attitude, and influence brand quality and brand affect
toward brand loyalty is higher than brand loyalty influence on consumer
brand extension attitude.

Suggestions of academic research should be develop the concept
more to conduct research, segmentation can be known first to know the
actual characteristics of the consumer. Practical suggestions that Nokia
management should of develop features or performance of Nokia
continously to increase consumer’s loyalty of Nokia. Differentiation
between products should be improved and more clearly so that the
consumer market segment is also clear.

Keywords: Brand Affect, Brand Quality, Brand Loyalty, Consumer Brand
Extension Attitude, Structural Equation Modeling.



