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Strategi Special Event Urban Sneakers Society Dalam Membentuk Lokal Brand 

Experience 

Verill Naufal Afrizal 

ABSTRAK 

Perkembangan local brand di Indonesia, khususnya pada industri sneakers dan 

streetwear, menunjukkan peningkatan yang signifikan. Namun, local brand masih 

menghadapi tantangan dalam membangun persepsi dan pengalaman positif di 

tengah dominasi brand internasional. Urban Sneakers Society (USS) hadir sebagai 

special event yang tidak hanya menjadi ruang transaksi, tetapi juga media 

komunikasi pemasaran yang mempertemukan local brand, komunitas, dan 

konsumen. Penelitian ini bertujuan untuk menganalisis strategi special event Urban 

Sneakers Society dalam membentuk local brand experience. Penelitian 

menggunakan pendekatan kualitatif deskriptif dengan metode studi kasus. Data 

diperoleh melalui wawancara mendalam, observasi, dan dokumentasi yang 

melibatkan pihak penyelenggara USS, perwakilan local brand, pengunjung, serta 

komunitas terkait. Hasil penelitian menunjukkan bahwa strategi USS dilakukan 

melalui event concept & positioning, brand curation strategy, experience design, 

community activation, dan consumer interaction strategy. Kelima strategi tersebut 

memberikan ruang bagi pengunjung untuk memperoleh pengalaman secara 

langsung melalui aktivitas event, interaksi dengan brand, serta keterlibatan 

komunitas. Berdasarkan persepsi informan, local brand experience terlihat melalui 

sensory, affective, behavioral, dan intellectual experience. Pengalaman tersebut 

juga menunjukkan tiga unsur lokalitas, yaitu local identity, community connection, 

dan local pride, yang dipersepsikan melalui karakter dan cerita local brand, 

interaksi dengan komunitas, serta rasa menghargai dan bangga terhadap kualitas 

dan perkembangan produk lokal Indonesia. 

Kata Kunci: special event, Urban Sneakers Society, local brand experience, event 

brand, local brand. 
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The Special Event Strategy of Urban Sneakers Society in Shaping Local Brand 

Experience 

Verill Naufal Afrizal 

ABSTRACT 

The development of local brands in Indonesia, particularly within the sneakers and 

streetwear industry, has shown significant growth. However, local brands still face 

challenges in building positive perceptions and meaningful consumer experiences 

amid the dominance of international brands. Urban Sneakers Society (USS) serves 

as a special event that functions not only as a transaction platform but also as a 

marketing communication medium that brings together local brands, communities, 

and consumers. This study aims to analyze the special event strategy implemented 

by Urban Sneakers Society in shaping local brand experience. The research 

employed a descriptive qualitative approach using a case study method. Data were 

collected through in-depth interviews, observations, and documentation involving 

USS organizers, local brand representatives, visitors, and related communities. The 

findings show that USS implements its strategy through event concept & 

positioning, brand curation strategy, experience design, community activation, and 

consumer interaction strategy. These five strategies provide visitors with 

opportunities to gain direct experiences through event activities, interactions with 

brands, and community involvement. Based on the informants’ perceptions, local 

brand experience is reflected through sensory, affective, behavioral, and 

intellectual experience. The experience also reflects three elements of locality, 

namely local identity, community connection, and local pride, which are perceived 

through the character and stories of local brands, interactions with communities, 

and a sense of appreciation and pride in the quality and development of Indonesian 

local products. 

Keywords: Special event, Urban Sneakers Society, local brand experience, event 

brand, local brands. 
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