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BRAND REINFORCEMENT SOCIALIZATION PROGRAM ANALYSIS FOR 
INTERNAL AFTER REBRANDING PROCESS: 

CASE STUDY  PT BANK MAYBANK INDONESIA, TBK. 
 

ABSTRACT 
Edtior: Gracia Sheila 

 
Bank industry in Indonesia has an elevated value among other countries. It’s seen 
from the number of foreign bank who evolves its business in Indonesia. Not only, 
evolving business in Indonesia, some foreign banks also took acquisition from 
prior banks who have operated in Indonesia. One of them is Bank Internasional 
Indonesia (BII) that has been acquired by Malayan Banking Berhad (Maybank) 
who is a subsidiary from the biggest finance group in Malaysia namely Maybank 
Offshore Corporate Services. 

 
This study “Brand Reinforcement Socialization Program Analysis For Internal 
After Rebranding Process: Case Study PT Bank Maybank Indonesia, Tbk.” aims 
to understand brand reinforcement socialization program for internal which 
conducted by PT Bank Maybank Indonesia Tbk. after rebranding process from 
Bank Internasional Indonesia (BII) become Maybank Indonesia. This study 
approaches qualitative research and descriptive. By using case study method, this 
study focuses on brand reinforcement socialization within rebranding process that 
is conducted by PT Bank Maybank Indonesia Tbk. Data were obtained through 
two ways which are in dept interview and direct observation. Researcher was 
doing an interview with Project Manager Rebranding Maybank Indonesia and 
Human Capital team who did the internal socialization and one of their employee 
as the benchmark of succeeding this rebranding program. 

 
Result shows that researcher knows the rebranding strategy which has been used 
by PT Bank Maybank Indonesia, Tbk. is phase-in/phase out. Communication 
channel that’s used in rebranding program to internal party is socialization and 
training yet employee gathering after post rebranding. This reinforcing brand 
aims to force brand equity Maybank Indonesia after rebranding. 

 
Keywords: Brand Reinforcement, Rebranding, Socialization, Internal Relations, 
PT Bank Maybank Indonesia, Tbk. 
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ANALISIS PROGRAM SOSIALISASI BRAND REINFORCEMENT  
KEPADA PIHAK INTERNAL PASCA REBRANDING: 

STUDI KASUS PT BANK MAYBANK INDONESIA, TBK. 
 

ABSTRAK 
Oleh : Gracia Sheila 

 
 

Industri perbankan di Indonesia memiliki nilai yang cukup tinggi di dunia luar. 
Hal ini terlihat dari banyaknya bank asing yang memperluas bisnisnya di 
Indonesia. Tidak hanya memperluas bisnis di Indonesia, beberapa bank asing juga 
melakukan akuisisi pada bank – bank yang sebelumnya sudah beroperasi di 
Indonesia. Salah satunya adalah Bank Internasional Indonesia (BII) yang 
diakuisisi oleh Malayan Banking Berhad (Maybank) yang merupakan anak 
perusahaan dari group keuangan terbesar di Malaysia yaitu Maybank Offshore 
Corporate Services. 

 
Skripsi berjudul “Analisis Program Sosialisasi Brand Reinforcement Kepada 
Pihak Internal Pasca Rebranding: Studi Kasus PT Bank Maybank Indonesia, 
Tbk.” bertujuan untuk mengetahui program sosialisasi brand reinforcement 
kepada pihak internal perusahaan yang dilakukan oleh PT Bank Maybank 
Indonesia Tbk. pasca melakukan rebranding dari Bank International Indonesia 
(BII) menjadi Maybank Indonesia. Penelitian ini termasuk jenis penelitian 
kualitatif dan bersifat deskriptif. Dengan menggunakan metode studi kasus, 
penelitian ini berfokus pada sosialisasi brand reinforcement kepada pihak internal 
pasca rebranding yang dilakukan oleh PT Bank Maybank Indonesia, Tbk. Teknik 
pengumpulan data yang digunakan adalah dengan melakukan wawancara dan 
observasi secara langsung. Penulis melakukan wawancara dengan Project 
Manager rebranding Maybank Indonesia, tim Human Capital yang melakukan 
sosialisasi brand reinforcement internal dan salah satu karyawan sebagai tolak 
ukur keberhasilan kegiatan rebranding ini. 

 
Dari hasil penelitian ini, penulis mengetahui strategi rebranding yang digunakan 
oleh PT Bank Maybank Indonesia, Tbk. adalah phase-in/phase-out. Channel 
komunikasi yang digunakan dalam kegiatan rebranding kepada pihak internal 
adalah dengan sosialisasi dan training berupa employee gathering pasca 
rebranding. Program sosialisasi brand reinforcement ini ditujukan untuk 
menguatkan brand Maybank pasca rebranding. 

 
 
 
 

Kata kunci: Brand Reinforcement, Rebranding, Sosialisasi, Internal Relations, PT 
Bank Maybank Indonesia Tbk. 
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