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ABSTRAK 

Property adalah salah satu kebutuhan primer setiap manusia. Semakin 

berkembangnya waktu dan teknologi semakin canggih, sistem penjualan 

property telah bergeser dari transaksi jual-beli secara konvensional oleh karena 

itu dibutuhkan promosi. Melalui sebuah event dalam marketing event activation 

merupakan strategi promosi bertujuan untuk mencapai brand recognation pada 

tahapan brand awareness pada situs portal property Rumah123.com. Penelitian 

ini menggunakan penelitian kualitatif dengan metode studi kasus, sumber data 

pada penelitian ini yaitu data primer dan sekunder. Informan pada penelitian ini 

terdiri dari tim marketing Rumah123.com dan dipilih berdasarkan kebutuhan 

yaitu yang sudah menghadiri event festival property Indonesia 2018 secara 

langsung. Teknik pengumpulan data dengan cara interview kemudian diuji 

keabsahan data dengan triangulator pakar brand activation. Hasil dalam 

penelitian ini menyampaikan bahwa pencapaian brand recognation melalui 

marketing event activation yang dilakukan Rumah123.com melalui event 

tahunannya untuk upaya pencapaian brand recognation sudah pada tahapan 

tersebut. 

Kata Kunci : marketing event activation, brand recognation, property 
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ABSTRACT 

Property is one of the primary needs of every human being. As time develops and 

technology becomes more sophisticated, the property sales system has shifted 

from conventional buying and selling transactions and therefore promotion is 

needed. Through an event in marketing event activation is a promotional 

strategy aimed at achieving brand recognation at the brand awareness stare on 

the property portal site Rumah123.com. This study uses qualitative research 

with a case study method, the source of data in this study are primary and 

secondary data. The informants in this study consisted of the Rumah123.com 

marketing team and were chosen based on the needs of those who had attended 

the 2018 Indonesia property festival event directly. Data collection techniques 

by interview then tested the validity of the data by triangulator expert brand 

activation. The results in this study stated that the achievement of brand 

recognation through marketing event activation carried out by Rumah123.com 

through its annual event to achieve brand recognatin was already at that stage. 

Keywords : marketing event activation, brand recognation, property 
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