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PENGARUH BRAND AFFECT, BRAND TRUST, DAN BRAND 

IMAGE TERHADAP CUSTOMER’S BRAND EXTENSION 

ATTITUDE MELALUI BRAND LOYALTY PADA PELANGGAN  

MCCAFE DI KOTA SURABAYA 

 

ABSTRAK 

 

Sebuah pendekatan yang semakin populer untuk mengurangi 

risiko kegagalan ketika meluncurkan produk baru adalah dengan 

mengikuti strategi brand extension. Salah satu manfaat menggunakan 

strategi brand extension adalah perusahaan dapat mengurangi biaya untuk 

kegiatan promosi. Tujuan dari penelitian ini adalah untuk menjelaskan 

pengaruh brand affect, brand trust, dan brand image terhadap customer’s 

brand extension attitude melalui brand loyalty pada pelanggan McCafe di 

kota Surabaya.  

Penelitian ini merupakan penelitian kausal. Teknik pengambilan 

sampel menggunakan non probability sampling dengan cara purposive 

sampling. Sampel yang digunakan sebanyak 150 responden. Data 

dikumpulkan dengan kuesioner dan selanjutnya diolah dengan teknik 

analisis structural equation model dengan menggunakan program 

LISREL. Hasil penelitian menunjukkan bahwa brand affect, brand trust, 

dan brand image memiliki pengaruh secara signifikan dan positif 

terhadap customer’s brand extension attitude, brand loyalty memiliki 

pengaruh secara signifikan dan positif terhadap customer’s brand 

extension attitude. Selanjutnya ditemukan bahwa brand loyalty sebagai 

variabel intervening dalam pengaruh brand affect, brand trust, dan brand 

image terhadap customer’s brand extension attitude. 

 

Kata Kunci: Brand Affect, Brand Trust, Brand Image, Brand Loyalty, 

Customer’s Brand Extension Attitude 
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THE INFLUENCE OF BRAND AFFECT, BRAND TRUST, AND 

BRAND IMAGE ON CUSTOMER’S BRAND EXTENSION 

ATTITUDE THROUGH BRAND LOYALTY ON CUSTOMER OF  

MCCAFE IN SURABAYA CITY 

 

ABSTRACT 

 

An increasingly popular approach to reducing failure risk when 

launching new products is to follow a brand extension strategy. One of 

the main benefit using brand extension strategies is companies can 

reduce the cost of promotion activities. The purpose of this study is to 

explain the effect of brand affect, brand trust, and brand image on 

customer’s brand extension attitude through brand loyalty on customer of 

McCafe in Surabaya city.  

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

nonprobabillity sampling with purposive sampling. The sample used for 

150 respondents. Data were collected by questionnaire and further 

processed by structural equation model analysis techniques using LISREL 

programs. Results revealed that brand affect, brand trust, and brand 

image have significant and positive influence on customer’s brand 

extension attitude. brand loyalty has significant and positive influence on 

customer’s brand extension attitude. Further it is found that brand loyalty 

as an intervening variable in influence of brand affect, brand trust, and 

brand image on customer’s brand extension attitude. 

 

Keywords: Brand Affect, Brand Trust, Brand Image, Brand Loyalty, 

Customer’s Brand Extension Attitude 
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