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ABSTRAK 

Penelitian ini bertujuan untuk menggambarkan secara mendalam 

penerapan strategi brand promotion Oxone melalui experiential marketing dalam 

membangun brand image. 

Di tengah persaingan industri perlengkapan rumah tangga yang ketat, 

Oxone berinovasi dengan tidak hanya mempromosikan spesifikasi fungsional 

produk, melainkan menciptakan pengalaman gaya hidup melalui taktik event 

marketing yang adaptif. Penelitian ini menggunakan desain kualitatif dengan 

pendekatan studi kasus deskriptif, menitikberatkan pada analisis dokumen teks 

digital dan artefak media sosial dari akun Instagram resmi Oxone, artikel liputan 

media massa Republika Online, serta ulasan publik konsumen.  

Hasil penelitian menggambarkan bahwa Oxone mengimplementasikan 

lima indikator experiential marketing (5I: Immersion, Involvement, Interaction, 

Intensity, dan Individuality) secara terintegrasi pada kegiatan kelas memasak 

hingga acara olahraga. Pengalaman berbasis aktivitas gaya hidup tersebut secara 

konsisten membentuk asosiasi citra merek (brand image) yang premium, aktif, 

dan relevan di benak masyarakat urban. 

Kesimpulannya, sinergi komunikasi berbasis pengalaman interaktif ini 

sukses mentransformasi brand image Oxone di benak konsumen dari sekadar alat 

bantu rumah tangga menjadi representasi gaya hidup perkotaan yang sehat, aktif, 

dan prestisius. 

 

Kata Kunci: Brand Promotion, Experiential Marketing, Brand Image, Event 

Marketing, Integrated Marketing Communication (IMC). 
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ABSTRACT 
 

This study aims to provide an in-depth description of Oxone’s brand 

promotion strategy through experiential marketing in building its brand image. 

 

Amid fierce competition in the home appliances industry, Oxone innovates 

by not only promoting the functional specifications of its products but also 

creating lifestyle experiences through adaptive event marketing tactics. This study 

employs a qualitative design with a descriptive case study approach, focusing on 

the analysis of digital text documents and social media artifacts from Oxone’s 

official Instagram account, media coverage articles from Republika Online, and 

public consumer reviews.  

The findings reveal that Oxone integrates the five indicators of 

experiential marketing (5I: Immersion, Involvement, Interaction, Intensity, and 

Individuality) across a range of activities, from cooking classes to sporting events. 

These lifestyle-based experiences consistently shape a brand image associated 

with premium quality, an active lifestyle, and relevance in the minds of urban 

consumers. 

In conclusion, this synergy of interactive, experience-based 

communication has successfully transformed Oxone’s brand image in consumers’ 

minds from merely a household appliance to a representation of a healthy, active, 

and prestigious urban lifestyle. 

 

Keywords: Brand Promotion, Experiential Marketing, Brand Image, Event 

Marketing, Integrated Marketing Communication (IMC). 
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