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STRATEGI ROSE ALL DAY MAKE UP DALAM MENINGKATKAN
BRAND ENGAGEMENT

(STUDI PADA KASUS EVENT BEAUTY CLASS DI MALANG 2024)

Alfiyyah Julainii

ABSTRAK

Industri kecantikan mengalami pertumbuhan yang signifikan seiring dengan
meningkatnya kesadaran perempuan terhadap pentingnya perawatan kulit dan
penampilan. Di tengah persaingan yang ketat antar brand, pendekatan experiential
marketing melalui event menjadi strategi efektif untuk membangun keterlibatan
konsumen secara emosional. Penelitian ini bertujuan untuk menganalisis peran
Makeup Artist dalam meningkatkan brand engagement konsumen terhadap brand
Rose All Day melalui event beauty class makeup yang diselenggarakan oleh CV.
Beauty Cosmetics Indonesia. Analisis data mengacu pada teori brand engagement
dari Paine (2011) yang mencakup lima tahapan: Lurking, Casual, Active,
Committed, dan Loyalty. Kemudian, Penelitian ini menggunakan pendekatan
kualitatif dengan teknik pengumpulan data melalui wawancara mendalam
terhadap tiga key informan, yaitu pihak brand, Makeup Artist, dan peserta event,
serta didukung oleh triangulasi data. Hasil penelitian menunjukkan bahwa tahapan
lurking merupakan tahapan yang paling lemah karena peserta belum menunjukan
antusiasme nya sedangkan tahap loyalty merupakan tahap yang paling kuat dalam
penelitian ini. Hal tersebut dapat terjadi karena peran dari seorang Maekup Artist
yang mampu membangun hubungan emosional, kepercayaan, serta ketertarikan

peserta terhadap brand.

Kata kunci: Brand Engagement, Makeup Artist, Rose All Day
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THE STRATEGY OF ROSE ALL DAY MAKEUP IN INCREASING BRAND
ENGAGEMENT

(CASE STUDY OF BEAUTY CLASS EVENT IN MALANG 2024)

Alfiyyah Julainii

ABSTRACT
The beauty industry has experienced significant growth along with the increasing
awareness of women towards the importance of skin care and appearance. In the
midst of tight competition between brands, the experiential marketing approach
through events is an effective strategy to build emotional consumer engagement.
This study aims to analyze the role of Makeup Artists in increasing consumer
brand engagement towards the Rose All Day brand through a beauty class makeup
event organized by CV. Beauty Cosmetics Indonesia. Data analysis refers to
Paine's (2011) brand engagement theory which includes five stages: Lurking,
Casual, Active, Committed, and Loyalty. Then, this study uses a qualitative
approach with data collection techniques through in-depth interviews with three
key informants, namely the brand, Makeup Artist, and event participants, and is
supported by data triangulation. The results of the study show that the lurking
stage is the weakest stage because participants have not shown their enthusiasm
while the loyalty stage is the strongest stage in this study. This can happen
because of the role of a Makeup Artist who is able to build emotional

relationships, trust, and participant interest in the brand.

Keywords: Brand Engagement, Makeup Artist, Rose All Day
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