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ANALISIS PENGARUH CORE BRAND ATTITUDE DAN CONSUMER
PERCEPTIONAL FIT TERHADAP PURCHASE INTENTION TOWARDS
EXTENDED PRODUCT: TELAAH PADA PRODUK REALFOOD JELLY

Lusi Trisiana Effendy
ABSTRAK

Pada saat ini perkembangan industri makanan dan minuman kesehatan semakin
meningkat pesat, |terutama pada situasi Pandemi Covid-19 yang mengubah gaya
hidup masyarakat menjadi kearah yang lebih sehat. Hal ini menuntut pelaku bisnis
yang berada di industri tersebut harus dapat melakukan inovasi untuk dapat
bersaing.. Salah satu cara yang dapat dilakukan perusahaan yaitu dengan
melakukan. brand extension. Namun tidak semua perusahaan berhasil dalam
melakukan brand extension sehingga perusahaan memerlukan pemahaman terkait
apa yang dapat meningkatkan minat beli suatu produk ekstensi. Penelitian ini
menggunakan metode kuantitatif' dengan menyebarkan kuesioner secara online
menggunakan Google Form. Penelitian ini menggunakan teknik sampling non-
probability dengan jenis teknik-judgmental sampling. Data yang didapatkan
dianalisis dengan uji validitas dan reliabilitas untuk melihat tingkat ketepatan dan
konsistensi dari indikator penelitian dengan menggunakan data dari 30 responden
pada pre-test. Kemudian' menggunakan metode SEM dengan menguji’ goodness-
of-fit, measurement model, dan structural model untuk analisis data main-test
yang didapatkan dari 145 responden. Hasil dari penelitian menunjukkan terdapat
hubungan positif antara brand awareness, core brand image, use experience, core
brand | attitude, product  connection, consumer perceptional fit, dan purchase
intention toward-extended product. Namun, hasil penelitian ini juga menunjukkan
bahwa variabel brand preference tidak-memiliki pengaruh terhadap core brand
image dan brand association tidak memiliki pengaruh terhadap consumer

perceptional fit.

Kata kunci: brand awareness, brand . preference, core. brand image, use
experience, core brand attitude, brand association, product connection, consumer
perceptional fit, purchase intention toward extended product
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ANALISIS PENGARUH CORE BRAND ATTITUDE DAN CONSUMER
PERCEPTIONAL FIT TERHADAP PURCHASE INTENTION TOWARDS
EXTENDED PRODUCT: TELAAH PADA PRODUK REALFOOD JELLY

Lusi Trisiana Effendy

ABSTRACT

At this time the development of the health food and beverage industry is
increasing rapidly, especially in the Covid-19 pandemic situation which has
changed people's lifestyles to-become healthier. This requires business people in
the industry to be able to innovate to be able to compete. One way that companies
can do is by doing brand extensions. However, not all companies are successful in
doing brand extensions, so companies need an understanding of what can
increase interest in buying an extension product. This study uses a quantitative
method by distributing online questionnaires using Google Form. This study uses
a non-probability sampling technique with a type of judgmental sampling
technique. The data obtained were analyzed by using validity and reliability tests
to see the level of accuracy and consistency of the research indicators using data
from 30 respondents in the pre-test. Then using the SEM method by testing the
goodness-of-fit, measurement model, and structural model for the main-test data
analysis obtained from 145 respondents. The results of the study indicate that
there is a positive relationship between brand awareness, core brand image, use
experience, core brand attitude, product' connection, consumer perceptional fit,
and purchase intention toward the extended product. However, the results of this
study also show-that the brand preference variable has no effect on core brand

image and brand-association has no effect on consumer perceptional fit.

Keywords: brand awareness, rbrand —preference, core| brand image, use
experience, core brand attitude, brand association, product connection, consumer

perceptional fit, purchase intention toward- extended product
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