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ANALISIS BRANDERPRENEURSHIP DALAM PENGEMBANGAN 

NILAI MEREK USAHA KECIL MENENGAH (UKM)  

LIVING WITH L.O.F 

 

FADILLA KANIA KHAIRUNNISA 

 

ABSTRAK 

 

 Pesatnya pertumbuhan Usaha Kecil Menengah (UKM) di Indonesia 

memunculkan kompetisi yang cukup ketat antara usaha satu dengan yang lain. Saat 

ini, para pemilik usaha memerlukan strategi khusus yang mampu memberikan nilai 

tambah bagi usahanya. Bukan hanya focus pada kualitas produk atau pun 

perkembangan bisnisnya, tetapi UKM juga perlu mengedepankan nilai merek atau 

branding yang dimiliki sebagai pondasi kuat dalam memajukan usahanya. Dengan 

menggunakan metode studi kasus yang dilakukan dengan dua macam pendekatan 

Branderpreneurship Framing Analysis (BFA), yaitu Qualitative BFA (Ql. BFA) 

dan Quantitative BFA (Qt. BFA), penelitian ini berupaya menganalisis keselarasan 

sinergi kewirausahaan dengan nilai merek/branding maupun performa salah satu 

UKM kreatif “Living with L.O.F” yang bergerak di bidang indoor gardening 

melalui kacamata branderpreneurship yang merupakan teori inti dari Wijaya. Hasil 

penelitian menunjukkan bahwa Living with L.O.F mampu menyinergikan 

kewirausahaan dengan pengembangan nilaii mereknya yang disimpulkan dalam 

performa branderpreneurship yang bernilai 2.68 (sangat baik), dimana Living with 

L.O.F memiliki kekuatan pada Identifying Values, Creating Values serta 

Maintaining Brand Community sehingga dinilai memiliki potensi berkembang 

menjadi brand dengan positioning dan tujuan yang kuat dalam kategorinya. Namun, 

Living with L.O.F memiliki kelemahan dalam mengimplementasikan strategi key 

opinion leader dan maintaining customer retention.  
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BRANDERPRENEURSHIP ANALYSIS IN DEVELOPING THE BRAND 

VALUES OF A SMALL AND MEDIUM ENTERPRISE (SME)  

LIVING WITH L.O.F 

 

FADILLA KANIA KHAIRUNNISA 

 

ABSTRACT 

 

 The rapid growth of Small and Medium Enterprises (SMEs) in Indonesia 

has resulted in a fairly tight competition between one business and another. 

Currently, business owners need a special strategy that can provide added value to 

their business. Not only focus on product quality or business development, but 

SMEs also need to prioritize brand value or branding as a strong foundation in 

advancing their business. By using a case study method carried out with two types 

of Branderpreneurship Framing Analysis (BFA) approaches, namely Qualitative 

BFA (Ql. BFA) and Quantitative BFA (Qt. BFA), this study seeks to analyze the 

alignment of entrepreneurial synergy with brand value / branding and performance 

of a creative SMEs "Living with LOF" which is in indoor gardening sector, through 

the lens of Branderpreneurship which is the core theory of Wijaya. The results 

showed that Living with LOF was able to synergize entrepreneurship with the 

development of its brand value which was concluded in the performance of 

Branderpreneurship which was valued at 2.68 (very good), where Living with LOF 

had the strength in Identifying Values, Creating Values and Maintaining Brand 

Community, so that it was considered to have the potential to develop into a brand 

with a strong positioning and purpose in its category. However, Living with L.O.F 

has a weakness in implementing a key opinion leader strategy and maintaining 

customer retention. 
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