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ABSTRAK 

Salah satu strategi branding populer yang sering dilakukan oleh perusahaan besar adalah strategi 

brand extension. Strategi brand extension adalah strategi saat sebuah perusahaan menggunakan 

nama dari brand nya yang sudah mapan untuk memperkenalkan produk baru kepada masyarakat. 

Dalam strategi brand extension terdapat istilah parent brand dan sub brand. Parent brand sebagai 

sebuah brand yang sudah ada dan mapan yang melahirkan brand baru yang disebut sebagai sub 

brand. Strategi ini dapat menguntungkan sebuah perusahaan namun juga dapat merugikan parent 

brand. Agar strategi brand extension berhasil maka perusahaan harus mempertimbangkan 

perception of fit antara parent brand dengan sub brand. Perception of fit memiliki beberapa 

dimensi yang bisa menentukan tingkat kesuksesan strategi brand extension seperti similarity, brand 

concept consistency, reputation, perceived risk dan consumer innovativeness. Dalam penelitian ini 

penulis bertujuan untuk mencari tahu bagaimana perception of fit strategi brand extension dari PT. 

Bakrie & Brothers sebagai parent brand dengan Universitas Bakrie sebagai sub brand. Penelitian 

ini menggunakan metode penelitian kualitatif deskriptif. Dari hasil penelitian dapat diketahui 

bahwa srategi brand extension yang dilakukan oleh PT. Bakrie & Brothers menjadi Universitas 

Bakrie tidak berhasil karena dimensi dari perception of fit dianggap negatif oleh mahasiswa 

Universitas Bakrie. Dari hasil penelitian ini diharapkan dapat memberikan gambaran kepada 

pencari ilmu khususnya di bidang komunikasi pemasaran, untuk dapat memahami  

bagaimana perception of fit dapat menentukan keberhasilan strategi brand extension. 
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reputation, perceived risk, consumer innovativeness. 
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ABSTRACT 

One popular branding strategy that is often carried out by large companies is the brand extension 

strategy. Brand extension strategy is a strategy when a company uses the name of its established 

brand to introduce new products to the public. In the brand extension strategy there is the term 

parent brand and sub brand. Parent brand as an existing and established brand that gave birth to a 

new brand called a sub brand. This strategy can benefit a company but can also harm the parent 

brand. In order for the brand extension strategy to succeed, the company must consider the 

perception of fit between the parent brand and the sub brand. Perception of fit has several 

dimensions that can determine the success rate of brand extension strategies such as similarity, 

consistency, reputation, brand concept, perceived risk and consumer innovativeness. In this 

research, the author aims to find out how the perception of fit of brand extension strategy from PT. 

Bakrie & Brothers as a parent brand with Bakrie University as a sub brand. This study uses 

descriptive qualitative research methods. From the results of the study it can be seen that the brand 

extension strategy carried out by PT. Bakrie & Brothers to Bakrie University is not successful 

because perception of fit dimensions are considered negative by Bakrie University students. The 

results of this study are expected to provide insight to knowledge seekers, especially in the field of 

marketing communications, to be able to understand how the perception of fit can determine the 

success of brand extension strategies. 

 

Keyword : brand, brand extension, perception of fit, similarity, brand concept consistency, 

reputation, perceived risk, consumer innovativeness. 
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