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PENGARUH PENERAPAN STRATEGI BRAND EXTENSION POCARI 

SWEAT TERHADAP BRAND RECOGNITION IONESSENCE 

Nabellahaq 

 

ABSTRAK 

 

Persaingan merek yang semakin ketat dewasa ini, membuat perusahaan harus 

berusaha semaksimal mungkin menciptakan strategi yang efektif agar merek yang 

dimiliki dapat bersaing dan mampu diterima oleh konsumen. Strategi yang digunakan 

tentunya harus sesuai dan mampu dengan mudah diterima oleh konsumen. Salah satu 

strategi yang telah banyak digunakan oleh perusahaan-perusahaan di Indonesia adalah 

brand extension. Salah satu merek yang menerapkan strategi brand extension adalah 

Pocari Sweat, dengan menciptakan merek turunannya yaitu Ionessence. Penelitian ini 

bertujuan untuk melihat pengaruh penerapan brand extension Pocari Sweat terhadap 

brand recognition Ionessence melalui dimensi similarity, reputation, dan knowledge 

or familiarity with the brand. Penelitian ini menggunakan metode regresi linear 

berganda dengan sampel sebanyak 116 responden secara acak. Hasil penelitian 

menunjukkan bahwa dari ketiga dimensi yang dilibatkan dalam penelitian ini, 

dimensi knowledge or familiarity with the brand memiliki pengaruh paling signifikan 

dengan nilai 0.000, diikuti oleh dimensi similarity dengan nilai 0.001. Sementara, 

dimensi reputation tidak berpengaruh secara signifikan karena memiliki nilai sebesar 

0.217. 

 

Kata kunci: brand extension, brand recognition, similarity, reputation, knowledge or 

familiarity with the brand 
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PENGARUH PENERAPAN STRATEGI BRAND EXTENSION POCARI 

SWEAT TERHADAP BRAND RECOGNITION IONESSENCE 

Nabellahaq 

 

ABSTRACT 

 

Increasingly tough brand competition today, make the company must try as much as 

possible to create an effective strategy for the brand owned to compete and be 

accepted by consumers. The strategy used must be appropriate and able to be easily 

accepted by consumers. One strategy that has been widely used by companies in 

Indonesia is the brand extension. One brand that applied the brand extension 

strategy is Pocari Sweat, by creating a derivative brand that is Ionessence. This study 

aims to see the effect of applying Pocari Sweat brand extension to brand recognition 

Ionessence through the similarity, reputation, and knowledge or familiarity with the 

brand. This research used multiple linear regression method with 116 respondents 

samples randomly. The results showed that of the three dimensions involved in this 

study, the dimension of knowledge or familiarity with the brand has the most 

significant influence with the value of 0.000, followed by the similarity dimension 

with the value of 0.001. Meanwhile, the reputation dimension has no significant effect 

because it has a value of 0.217. 

 

Keywords: brand extension, brand recognition, similarity, reputation, knowledge or 

familiarity with the brand 
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