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ABSTRACT 

This research aims to analyze and explain the influence of Brand Dilution on Brand 
Reputation, Brand Dilution on Brand Loyalty, Brand Reputation on Brand Loyalty, Brand 
Dilution on Brand Loyalty with Brand Reputation as mediation. This research is included 
in the type of explanatory research, using path regression analysis and a quantita tive 
approach. This research was conducted at the MS Glow Clinic Malang with a sample size 
of 245 people. The sampling technique uses accidental sampling. Data collection was 
carried out by distributing questionnaires. The data analysis technique uses a range of 
scales and path analysis with the IBM SPSS version 21 computer program. The results of 
this research show that the Brand Dilution scale is in the very backward category, Brand 
Loyalty is in the very loyal category and Brand Reputation is in the very good category. 
Brand Dilution has a positive and significant effect on Brand Reputation, Brand Dilution 
has a positive and significant effect on Brand Loyalty, Brand Reputation has a positive and 
significant effect on Brand Loyalty, Brand Reputation cannot mediate Brand Dilution on 
Brand Loyalty because MS Glow's ability to survive makes consumers see it as a positive 
thing. 
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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis dan menjelaskan pengaruh Brand Dilution 
terhadap Brand Reputation, Brand Dilution terhadap Brand Brand Loyalty, Brand 
Reputation terhadap Brand Loyalty, Brand Dilution terhadap Brand Loyalty dengan Brand 
Reputation sebagai mediasi. Penelitian ini termasuk dalam jenis penelitian explanatory 
research, dengan menggunakan analisis regresi jalur dan pendekatan kuantitatif. Penelitian 
ini dilakukan pada MS Glow Clinic Malang dengan jumlah sample 245 orang. Teknik 
sampling menggunakan accidental sampling. Pengumpulan data dilakukan dengan 
penyebaran kuesioner. Teknik analisis data menggunakan rentang skala dan analisis jalur 
(path analysis) dengan program kompurer IBM SPSS Versi 21. Hasil penelitian ini 
menunjukkan bahwa rentang skala Brand Dilution masuk kategori sangat mundur, Brand 
Loyalty berkategori sangat loyal dan Brand Reputation berkategori sangat baik. Brand 
Dilution berpengaruh positif dan signifikan terhadap Brand Reputation, Brand Dilution 
berpengaruh positif dan signifikan terhadap Brand Loyalty, Brand Reputation berpengaruh 
positif dan signifikan terhadap Brand Loyalty, Brand Reputation tidak dapat memediasi 
Brand Dilution terhadap Brand Loyalty dikarenakan kemampuan MS Glow dalam bertahan 
ini membuat konsumen menialinya sebagai hal yang positif.  
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