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 Activation of the brand is able to improve the communication to 

consumers with a better way, increase sales and put the brand in a certain position 

according the company wanted. Brand activation through events can provide the 

opportunity for consumers to deal directly with the brand and be intensively 

capable in forming a special relationship that make consumers become part of the 

brand itself. Event is the best option to deliver and communicate the best 

experience of a brand to consumers and encourage consumers to be satisfied and 

trust to the brand that led to form brand loyalty. This research is expected to 

explain the role of the event "Keluarga Sehat Pocari Sweat" which is a form of 

brand activation of Pocari Sweat in forming satisfaction, brand trust and brand 

loyalty. 

 Primary data is collected through filling questionnaire in five cities of 

Indonesia: Lampung, Padang, Bandung, Cirebon and Purwokerto which are the 

venue for the event. The data only talk about brand activation like even, 

satisfaction, brand trust and brand loyalty after following the event which are the 

object of research. Respondents are selected by non-probability method of 

accidential or convenience. The number of samples taken in this study was 160 

samples. Form of questions in the questionnaire is the question that the answer 

already set using 5-point Likert scale (1 = strongly disagree to 5 = strongly agree). 

The data analysis technique used in this study is Structural Equation Modeling 

(SEM). 

 Event of Keluarga Sehat Pocari Sweat clearly has positive impact in 

forming consumer satisfaction, brand trust and brand loyalty. The event is 

considered effective in improving consumer loyalty to the brand of isotonic drink 

Pocari Sweat. This event is still considered to have great potential to be 

implemented back in some other cities, but this event also still have to be 

developed to be better, especially on the efficiency of the costs that needed to 

creat  the event. In addition, marketers also must not only focus on event as a 

marketing medium but also must use others marketing media such as installation 

of billboards, television commercials, radio and others that mean to improve 

satisfaction, brand trust and brand loyalty. 
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