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RINGKASAN

“Pengaruh Elemen Brand Extension Kapal Api Grande White Coffee Terhadap
Brand Equity Kapal Api Group ”; Risky Perdana Putri; 110810201323; 2014; 100
halaman; Jurusan Manajemen Fakultas Ekonomi Universitas Jember

Strategi brand extension dapat dijadikan sebagai strategi meluncurkan merek baru
yang dapat dengan mudah diterima oleh konsumen. Konsumen cenderung tidak
mau mengambil resiko terhadap merek atau produk baru, konsumen cenderung
melihat suatu merek perluasan dari merek induk yang menaunginya. Merek induk
yang memiliki brand equity yang kuat akan dengan mudah meluncurkan merek
baru dengan strategi brand extension, namun brand extension memiliki banyak
resiko, jika penerapan yang dilakukan tidak tepat dan menimbulkan persepsi
negatif dari konsumen maka akan berdampak terhadap brand equity merek induk.
penelitian ini bertujuan untuk menguji pengaruh elemen brand extension Kapal
Api Grande White Coffee Terdadap Brand Equity Kapal Api. Penelitian ini
menggunakan variabel bebas yang meliputi similarity, reputation, perceived risk,
dan innovativeness yang merupakan elemen dari brand extension Kapal Api
Grande White Coffee dan variabel terikatnya yaitu brand equity Kapal Api Group.
Penelitian ini dilakukan dengan memilih 120 responden konsumen Kapal Api
Grande White Coffee di wilayah perkotaan jember. Teknik pengambilan sampel
menggunakan teknik purposive sampling dimana responden yang dijadikan
sampel memiliki pengetahuan tentang produk Kapal Api Grande White Coffee.
Hasil analisis menunjukan bahwa variabel similarity, reputation, perceived risk,
dan innovativeness Kapal Api Grande White Coffee berpengaruh signifikan
terhadap brand equity Kapal Api Group.

Kata kunci : similaritas, reputasi, resiko konsumen, inovasi konsumen,
perluasan merek, ekuitas merek.
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SUMMARY

“The Influence of Kapal Api Grande White Coffee Elements on brand
extension toward Kapal Api Group Brand Equity”; Risky Perdana Putri;
110810201323; 2014; Pages 100; Management majors Economics Faculty of
Jember University.

Brand extension strategy can serve as launching a new brand strategy that can be
easily accepted by consumers. Consumers tend to not want to take the risk to a
brand or a new product, consumers are likely to see a brand extension of the
parent brand shelter. Parent brand has a strong brand equity will easily launch a
new brand strategy brand extension, brand extension but has a lot of risk, if the
application is done inappropriately and cause a negative perception of the
consumer it will affect the brand equity of the parent brand. The research has
purposed to analys about The Influence of Kapal Api Grande White Coffee
Elements toward Kapal Api Group Brand Equity. This research has used
independent variables that include similarity, reputation, perceived risk, and
innovativeness which is an Kapal Api Grande White Coffee element of brand
extension and the dependent variable is Kapal Api Group brand equity. This study
was conducted with 120 respondents selecting consumer Kapal Api Grande White
Coffee in Jember areas. The sampling technique using purposive sampling
technique, which the sampled respondents have knowledge about the Kapal Api
Grande White Coffee product. The results of the analysis showed that the
similarity, reputation, perceived risk, and innovativeness variable of Kapal Api
Grande White Coffee elements brand extension has significantly influence
toward Kapal Api Group Brand Equity .

Keyword : similarity, reputation, perceived risk, innovativeness,
brand extension, brand equity
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