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ANALISIS BRANDERPREUNERSHIP  

DALAM MEMBANGUN NILAI MEREK USAHA ARTIS 

(STUDI KASUS BAKMI WONG MILIK ARTIS BAIM WONG) 

ADINDA FAUZIAH JULIANA 

ABSTRAK 

Kegiatan komunikasi merek perlu dikembangkan dengan strategi yang tepat agar mampu 

menghasilkan kefektivitasan program membangun nilai merek. Hal ini perlu dilakukan oleh 

setiap pengusaha supaya bisa mendapatkan manfaat dari pengembangan nilai merek. Penelitian 

ini menggunakan metode kualitatif dengan pendekatan studi kasus, adapun teori yang digunakan 

dalam penelitian ini adalah pendekatan branderpreneurship yang terdiri dari 7 elemen utama; 

identifying values, creating values, delivering values, communicating values, maintaining values, 

evaluating values, dan updating values. Teori Branderpreneurship bertujuan untuk melihat 

apakah Bakmi Wong sebagai sebuah merek menggunakan pengembangan nilai merek untuk 

mengembangkan usahanya. Bakmi Wong adalah sebuah Kedai Bakmi yang memiliki nilai-nilai 

budaya Cina yang terdapat di Depok. Tujuan penelitian ini adalah untuk menggambarkan proses 

komunikasi membangun nilai merek Bakmi Wong. Hasil penelitian menunjukkan bahwa 

pengembangan nilai merek didasari oleh pengalaman bisnis dari pemilik. Bakmi Wong telah 

berhasil melakukan strategi komunikasi kepada pelanggan, namun Bakmi Wong belum memiliki 

program pada aspek maintaining values (loyalty program dan community program) dan 

evaluating values (evaluasi terencana untuk konsumen) yang padahal sangat berguna bagi 

kelangsungan bisnis, maka dari itu sebagai kesimpulan, Bakmi Wong hampir dapat dikatakan 

sebagai brand yang menerapkan branderpreneurship pada usahanya, namun Bakmi Wong perlu 

memperhatikan program yang belum terlaksana terkait pengembangan nilai merek Bakmi Wong. 

Kata Kunci: Nilai merek, branderpreneurship, kualitatif, studi kasus, evaluating values, 

maintaining values, identifying values, creating values, updating values, delivering values, 

communicating values 
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BRANDERPRENEURSHIP ANALYSIS 

IN BUILDING VALUE OF ARTISTS BUSINESS 

(CASE STUDY BAKMI WONG OWNED ARTISTS BAIM WONG) 

ADINDA FAUZIAH JULIANA 

ABSTRACT 

Brand communication activities need to be developed with the right strategy to be able to 

generate the effectiveness of the program to build brand value. This needs to be done by every 

entrepreneur in order to benefit from the development of brand value. This research uses 

qualitative method with case study approach, while the theory used in this research is a 

branderpreneurship approach consisting of 7 main elements; identifying values, creating values, 

delivering values, communicating values, maintaining values, evaluating values, and updating 

values. Branderpreneurship Theory aims to see whether Bakmi Wong as a brand uses the 

development of brand value to expand its business. Bakmi Wong is a Noodle Shop that has 

Chinese cultural values contained in Depok. The purpose of this study is to describe the 

communication process to build brand value Bakmi Wong. The results show that the 

development of brand value is based on the business experience of the owner. Bakmi Wong has 

succeeded in communicating the strategy to the customer, but Bakmi Wong does not have 

program on the aspects of maintaining values (loyalty program and community program) and 

evaluating values (which is planned for consumer) which is very useful for business continuity, 

therefore in conclusion, Bakmi Wong can almost be said as a brand that applies 

branderpreneurship to his business, but Bakmi Wong needs to pay attention to the unfulfilled 

program related to the development of Bakmi Wong brand value. 

Keywords: Brand value, branderpreneurship, qualitative, case study, evaluating values, 

maintaining values, identifying values, creating values, updating values, delivering values, 

communicating values 
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