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ABSTRAK

Keberhasilan Starbucks dalam menjadi perusahaan kedai kopi terbesar di
Indonesia tidak membuat Starbucks puas. Melihat tren teh di Indonesia yang
sangatlah tinggi membuat Starbucks tertarik untuk melahirkan brand ekstensi
yaitu minuman Teh praktis dengan tampilan premium dengan nama Teavana.
Peluang bisnis hadir ketika Hogward Schultz sebagai CEO Starbucks melihat
potensi ingin merubah Teavana yang sebelumnya toko menjual daun teh menjadi
sebuah kedai teh dilengkapi dengan bar sehingga pengunjung dapat merasakan

sensasi meminum teh seperti minum kopi di starbucks, namun strategi tersebut

gagal.

Tahun lalu, Starbucks kembali menghadirkan Teavana namun berbeda dari yang
sebelumnya, kini Teavana hadir bukan sebagai kedai minuman teh namun hadir
sebagai brand extension milik Starbucks. Dengan strategi barunya Starbucks
berharap dapat mendapatkan konsumen baru khususnya bagi para pecinta teh dan
para generasi muda. Maka pada penelitian ini diajukan untuk mengetahui apakah
attitude toward brand extension konsumen Starbucks dipengaruhi oleh brand
image, category fit dan image fit. Serta citra Teavana atau brand image varitation

(extension) dipengaruhi attitude toward brand extension, category fit dan image

fit Starbucks.

Model teoritis dalam penelitian ini disampaikan dengan 6 hipotesis yang akan
diyji menggunakan Structural Equation Model. Sampel dalam penelitian ini
berjumlah 192 responden yang merupakan konsumen Starbucks dan pernah

mencoba minuman teh Teavana.

Penelitian ini mendapatkan temuan bahwa terdapat hubungan secara tidak
langsung antara brand image, category fit, dan image fit dengan brand image

extension melalui attitude toward brand extension.

Kata kunci: Brand Image, Image Fit, Category Fit, Attitude Toward Brand Extension,
Brand Image Variation (extension).
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ABSTRACT

Starbucks’s success in being the well-known coffee shops in Indonesia is not make
Starbucks reaches satisfaction. Looking through the high-demanding tea trend in
Indonesia makes Starbuck interested in extending its brand with practical tea
beverage with premium display named with Teavana. Business opportunity came
when Hogward Schultz as Starbuck’s CEO saw the potential of Teavana which
was a shop selling tea leaves became a tea shop, complete with a bar so customer
can feel the sensation of drinking tea as drinking coffee in Starbucks, but the

strategy failed.

Last year, Starbucks presented Teavana again in different strategy, not as a tea
shop but as a brand extension of Starbucks. With this new strategy, Starbucks
hopes to have new customers especially the tea lovers and the young people. this
research purpose to know the attitude toward brand extension Starbucks’
customer influenced by brand image, category fit, and image fit. Also the variety
of Teavana flavors or brand image variation (extension) through the attitude

toward brand extension, category fit, and image fit.

Theoretical model in this research presented in 6 hypotheses which will be tested
by Structural Equation Model system. The total sample of this research are 192
respondents whom are the customers of Starbucks and have tried Teavana tea
beverage.

The study showed that brand image, category fit and image fit has indirect

relationship with brand image extension through attitude toward the brand.

Keyword: Brand Image, Image Fit, Category Fit, Attitude Toward Brand Extensino,

Brand Image Variation (extension).
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