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PENGARUH INITIAL BRAND IMAGE TEHADAP CONSUMER 

ATTITUDE TO EXTENSION MELALUI PERCEIVED FIT  

PADA SIKAT GIGI PEPSODENT DI SURABAYA 

 

ABSTRAK 

 

 Strategi brand extension dapat mendatangkan keuntungan yang 

cepat bagi perusahaan Karena menggunakan merek yang sudah terlebih 

dahulu dikenal oleh masyarakat luas. Selain itu, dengan menggunakan 

strategi brand extension perusahaan dapat mengurangi biaya untuk 

melakukan kegiatan promosi. Oleh Karena itu, penelitian ini bertujuan 

untuk mengetahui pengaruh initial brand image terhadap consumer attitude 

to extension melalui perceived fit pada sikat gigi Pepsodent di Surabaya. 

 Penelitian ini merupakan penelitian kausal. Teknik pengambilan 

sampel menggunakan non probability sampling dengan cara purposive 

sampling. Sampel yang digunakan sebesar 150 responden. Data 

dikumpulkan dengan instrumen kuesioner dan selanjutnya diolah dengan 

teknik analisis Structural Equation Model dengan menggunakan program 

LISREL. Hasil penelitian ini menunjukkan bahwa initial brand image 

berpengaruh positif terhadap perceived fit dan consumer attitude to 

extension. Perceived Fit berpengaruh positif terhadap consumer attitude to 

extension, dan initial brand image  berpengaruh positif terhadap consumer 

attitude to extension melalui perceived fit. 

 

Kata kunci: brand extension; initial brand image; Perceived fit;consumer 

Attitude to extension



 
 

 

THE INFLUENCE OF INITIAL BRAND IMAGE TO CONSUMER 

ATTITUDE TO EXTENSION THROUGH PERCEIVED FIT 

PEPSODENT BRUSH ON TEETH IN SURABAYA  

 

ABSTRACT 

 

 Brand extension strategy can bring a quick profit for the 

company because company uses a brand that has been first recognixed by 

the public. In addition, by using brand extension strategies companies can 

reduce the cost of promotion activities. The aim of this research is to 

investigate impact of initial brand image to consumer attitude to extension 

through perceived fit of Pepsodent brush on teeth in Surabaya. 

 This study is a research clause. The sampling technique using  non 

probability sampling with purposive sampling. The number of samples used 

is 140 respondents. Data were collected by questionnaire and processed 

further with Structural Equation Model analysis techniques by using 

LISREL program. This study shows that initial brand image has a positive 

effect on  perceived fit and consumer attitude to extension, Perceived fit  

has a positive effect on consumer attitude to extension, initial brand image 

has a positive effect to consumer attitude to extension through perceived fit. 

 

Keyword : brand extension; initial brand image; Perceived fit; consumer 

attitude to extension 


