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STRATEGI BRAND ACTIVATION PT. EZEELINK INDONESIA DALAM
MENCIPTAKAN BRAND ENGAGEMENT

(Studi Kasus Aktivitas Brand Activation Pada Program “Ezee Experience”)

ABSTRAK
Oleh: Sheila Wibisono

Di era modernisasi iklim bisnis bidang Customer Relationship Management
(CRM) berkembang dengan pesat. Perkembangan teknologi menggeser sistem
komunikasi pemasaran lama dimana iklan menjadi senjata utama dalam
komunikasi pemasaran. Untuk mendapatkan perhatian terhadap sebuah merek
penting untuk menciptakan kedekatan dengan sebuah produk. Maka konsep brand
activation kini dianggap efektif dalam menciptakan brand engagement. Adapun
brand activation membahas tentang upaya perusahaan untuk menghidupkan
sebuah brand melalui serangkaian program brand experience kepada target
market perusahaan. Pada tahap ini perusahaan bisa melakukan engage secara
langsung dengan customer melalui edukasi produk. PT. Ezeelink adalah salah satu
perusahaan CRM system yang menerapkan konsep brand activation untuk
menciptakan kesadaran merek. Dalam penelitian ini, peneliti bertujuan untuk
mengetahui strategi brand activation PT. Ezeelink Indonesia dalam menciptakan
brand engagement melalui program “Ezee Experience”. Adapun program “Ezee
Experience” terbagi kedalam dua event, yakni ‘Ezee Treats’ dan ‘Ezee Hangout'.

Teori dan konsep yang digunakan dalam penelitian ini adalah Komunikasi,
Komunikasi Pemasaran, STP, Promotional Mix, Brand/ Merek, Brand Activation,
AISAS dan Brand Engagement. Adapun penelitian ini difokuskan kepada teori
Brand Activation milik Shimp, dimana brand activation merupakan gabungan dari
IMC mix dan promotional mix. Serta dalam merancang strategi brand activation,
PT. Ezeelink menggunakan 3 tahapan milik Shimp.

Dalam penelitian strategi brand activation ini, peneliti menggunakan
pendekatan kualitatif dengan sifat penelitian deskriptif. Adapun metode yang
digunakan adalah metode studi kasus. Kemudian dalam mengumpulkan data,
peneliti menggunakan metode in depth interview ditambah dengan beberapa studi
pustaka.

Kata Kunci: Strategi Brand Activation, PT. Ezeelink, Ezee Experience, Brand
engagement, User Experience.
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BRAND ACTIVATION STRATEGY PT. EZEELINK INDONESIA IN
PURPOSE OF CREATING BRAND ENGAGEMENT

(Study Case: Brand Activation Activity In “Ezee Experience” Program)

ABSTRACT
By: Sheila Wibisono

In the era of modernization business climate in the field of Customer
Relationship Management (CRM) is growing rapidly. The development of
technology replace the old marketing communication system where advertising
becomes the main weapon in this marketing communications system. To get
brand attention, its important to build user's proximity with a product. So brand
activation concept now being considered effective in creating brand engagement.
The brand activation concept discuss about company's efforts to turn on a brand
memories through a series of brand experience programs for company's market.
At this stage the company can engage directly with customers through product
education. PT. Ezeelink is one of the CRM system companies that apply the
concept of brand activation to create brand engagement. In this study, researchers
aim to know the strategy of brand activation PT. Ezeelink Indonesia in creating
brand engagement through "Ezee Experience” program."Ezee Experience"
program is divided into two events, it's called 'Ezee Treats' and 'Ezee Hangout'.

Theories and concepts used in this research are Communications, Marketing
Communications, STP, Promotional Mix, Brand, Brand Activation, AISAS and
Brand Engagement. The research is focused on Shimp's Brand Activation theory,
where brand activation is a combination of IMC mix and promotional mix. Also
in purpose designing brand activation strategy, PT. Ezeelink uses Shimp's 3 stages
brand activation..

In this research of brand activation strategy, researcher use qualitative
approach with charateristic type of research is descriptive . The method used is
case study method. Then in collecting the data, the researcher uses in depth
interview method, coupled with some literature study.

Key Words: Brand Activation Strategy, PT. Ezeelink, “Ezee Experience”’, Brand
Engagement, User Experience.
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