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Strategi Event Marketing Digital Marapthon dalam Membangun Brand 

Engagement di Instagram @MiraelSugarWax 

 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis strategi Event Marketing digital yang 

diterapkan Mirael Natural Indonesia melalui pemanfaatan momentum event live 

streaming Marapthon di Instagram @MiraelSugarWax, serta mengetahui bentuk 

dan tingkat brand engagement yang terbentuk sebagai hasil dari strategi tersebut. 

Penelitian ini dilatarbelakangi oleh kesenjangan yang dialami akun 

@MiraelSugarWax, di mana jumlah followers yang relatif besar, yaitu sebanyak 

153.400 pengikut, berbanding terbalik dengan tingkat engagement rate yang sangat 

rendah, yaitu 0,05 persen, dengan interaksi tercatat 123 likes dan 5 komentar per 

unggahan. Penelitian ini menggunakan pendekatan kualitatif dengan desain studi 

kasus tunggal (single case study). Data dikumpulkan melalui observasi konten 

Instagram, wawancara mendalam dengan enam informan yang terdiri dari pihak 

internal Mirael dan followers/penonton Marapthon, dokumentasi, serta triangulasi 

sumber dan teknik, termasuk validasi oleh seorang ahli digital marketing. Penelitian 

dilaksanakan selama periode Mei hingga September 2026. Strategi Event 

Marketing dianalisis menggunakan kerangka 7 "I" dari Wood dan Masterman 

(2009), sementara brand engagement dianalisis menggunakan tiga dimensi dari 

Hollebeek, Glynn, dan Brodie (2014), yaitu kognitif, emosional, dan perilaku. Hasil 

penelitian menunjukkan bahwa Mirael menerapkan ketujuh dimensi 7 "I" secara 

bersamaan dengan intensitas yang berbeda-beda, dengan integrity sebagai fondasi 

yang menopang dimensi lainnya melalui kehadiran fisik tim di lokasi event dan 

dokumentasi momen yang autentik. Brand engagement yang terbentuk mencakup 

ketiga dimensi kognitif, emosional, dan perilaku, ditandai dengan peningkatan 

signifikan pada jumlah likes dari 123 menjadi 3.000 per konten bertema Marapthon, 

munculnya audiens baru yang sebelumnya tidak mengenal brand, serta perilaku 

advokasi organik berupa share dan rekomendasi dari mulut ke mulut. Penelitian ini 

menyimpulkan bahwa kesesuaian antara karakter brand dan event (brand-moment 

congruence), keautentikan kehadiran brand menjadi faktor kunci keberhasilan 

strategi Event Marketing dalam membangun brand engagement yang bermakna, 

meskipun keberlanjutannya tetap memerlukan strategi konten yang konsisten pasca 

event. 

 

Kata Kunci: Event Marketing, Brand Engagement, Instagram, Studi Kasus, 

Marapthon 
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Marapthon's Digital Marketing Event Strategy in Building Brand Engagement on 

Instagram @MiraelSugarWax 

 

 

ABSTRACT 

 

This research aims to analyze the digital Event Marketing strategy implemented by 

Mirael Natural Indonesia through the utilization of the Marapthon live streaming 

event momentum on the Instagram account @MiraelSugarWax, as well as to 

identify the form and level of brand engagement formed as a result of this strategy. 

This research is motivated by a gap experienced by the @MiraelSugarWax account, 

where a large number of followers, reaching 153,400, is inversely proportional to 

a very low engagement rate of 0.05 percent, with an interaction of only 123 likes 

and 5 comments per post. This research employs a qualitative approach with a 

single case study design. Data were collected through observation of Instagram 

content, in-depth interviews with six informants consisting of internal Mirael 

personnel and Marapthon followers/viewers, documentation, as well as source and 

technique triangulation, including validation by a digital marketing expert. The 

research was conducted during the period of May to September 2026. The Event 

Marketing strategy was analyzed using the 7 "I" framework by Wood and 

Masterman (2009), while brand engagement was analyzed using the three 

dimensions proposed by Hollebeek, Glynn, and Brodie (2014), namely cognitive, 

emotional, and behavioral. The results show that Mirael implemented all seven 

dimensions of the 7 "I" framework simultaneously with varying intensity, with 

integrity serving as the foundation that supports the other dimensions through the 

team's physical presence at the event location and the documentation of authentic 

moments. The brand engagement formed encompasses all three dimensions, 

cognitive, emotional, and behavioral, marked by a significant increase in likes from 

123 to 3,000 per Marapthon-themed content, the emergence of new audiences who 

were previously unfamiliar with the brand, and organic advocacy behavior in the 

form of sharing and word-of-mouth recommendations. This research concludes that 

the congruence between brand character and event (brand-moment congruence), 

the authenticity of the brand's presence are key factors in the success of the Event 

Marketing strategy in building meaningful brand engagement, although 

sustainability still requires a consistent post-event content strategy. 

 

Keywords: Event Marketing, Brand Engagement, Instagram, Case Study, 

Marapthon  
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