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Analisis Pengembangan Nilai Merek Crematology Coffee Roasters Melalui Pendekatan 

Branderpreneurship 

 

LAURENSIUS OBELIX GABRIEL SITOHANG 

 

ABSTRAK 

Penelitian ini meneliti tentang Crematology Coffee Roasters telah melakukan kegiatan 

kewirausahaannya dengan konsep pengembangan nilai yang apabila dikaitkan dengan teori 

branderprenership. Tujuan penelitian adalah Untuk mengetahui strategi pengembangan nilai 

merek Crematology Coffee Roasters yang dilihat melalui perspektif  branderpreneurship. Metode 

penelitian yang digunakan adalah metode penelitian studi kasus dengan pendekatan 

branderpreneurship framing analysis (BFA), yaitu Qualitative BFA (Ql.BFA). Sumber data 

primer yaitu wawancara dengan seorang manager operational Crematology Coffee Roasters dan 

data sekunder dengan wawancara mendalam manager store dan barista  (karyawan) dari 

Crematology Coffee Roasters sebagai data pendukung. Hasil penelitiannya adalah proses 

pengembangan nilai merek yang telah dilakukan oleh Crematology Coffee Roasters, dianalisis 

melalui perspektif branderpreneurship, menggunakan pendekatan branderpreneurship framing 

analysis yang secara tidak langsung sudah dilakukan, dengan dibuktikannya terdapat 

kegiatan/aktivitas yang sudah dijalankan Crematology Coffee Roasters untuk pengembangan nilai 

merek dan produk yang bertujuan agar memberikan hal positif kepada para customernya. Namun, 

Crematology Coffee Roasters memiliki kelemahan dalam bagian Delivering Values pada media 

online yang belum dijalankan secara maksimal. 

 

Kata Kunci: Branderpreneurship, Branding, Brand Values, Crematology Coffee Roasters, 

Entrepreneurship 
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Analysis of Crematology Coffee Roasters Brand Value Development Through 

Branderpreneurship Approach 

 

LAURENSIUS OBELIX GABRIEL SITOHANG 

 

ABSTRACT 

This study examines Crematology Coffee Roasters have carried out their entrepreneurial 

activities with the concept of value development which when associated with branderprenership 

theory. The purpose of the study was to determine the strategy of developing brand value of 

Crematology Coffee Roasters which is seen through the perspective of branderpreneurship 

theory. The research method used is a case study research method with a branderpreneurship 

framing analysis approach (BFA), namely qualitative BFA (Ql.BFA). Primary data sources are 

interviews with a manager operational of Crematology Coffee Roasters and secondary data with 

in-depth interviews of manager store and baristas (employees) from Crematology Coffee Roasters 

Senopati as supporting data. The result of the research is the process of developing brand value 

that has been carried out by Crematology Coffee Roasters, analyzed through the perspective of 

branderpreneurship using a framing approach has been carried out optimally, with the evidence 

that there are activities / activities that have been carried out by Crematology Coffee Roasters for 

the development of brand and product values that aim to provide positive things to its customers. 

However, Crematology Coffee Roasters has a weakness in the Delivering Values section in online 

media, which has not been implemented optimally. 

Keywords: Branderpreneurship, Branding, Brand Values, Crematology Coffee Roasters, 

Entrepreneurship 
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