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ABSTRAK 

 
Penelitian ini bertujuan untuk menganalisis pengaruh rebranding terhadap 

kesuksesan penyelenggaraan event Jakarta Running Festival 2024. Rebranding 

dalam penelitian ini diukur melalui empat dimensi, yaitu brand repositioning, 

brand renaming, brand redesign, dan brand relaunching. Sementara itu, 

kesuksesan event dievaluasi berdasarkan pencapaian tujuan (goal achievement), 

kepuasan peserta (participant satisfaction), efisiensi (efficiency), dan dampak 

positif (positive impact). Metode yang digunakan adalah deskriptif kuantitatif 

dengan pendekatan korelasional. Data dikumpulkan melalui kuesioner daring yang 

diisi oleh 107 responden yang pernah mengikuti event Jakarta Marathon 2023 dan 

Jakarta Running Festival 2024. Hasil penelitian menunjukkan bahwa rebranding 

memiliki pengaruh positif dan signifikan terhadap kesuksesan event. Hal ini 

tercermin dari nilai koefisien determinasi (R²) sebesar 0,707 yang mengindikasikan 

bahwa 70,7% variasi kesuksesan event dijelaskan oleh variabel rebranding. 

Penelitian ini diharapkan dapat menjadi referensi dalam strategi rebranding event 

olahraga di Indonesia. Penyelenggara disarankan mengadakan kegiatan pre-event 

seperti fun run atau expo komunitas dan memperluas promosi digital guna 

memperkuat dampak rebranding terhadap keberhasilan event. 

 

Kata Kunci: rebranding, kesuksesan event, Jakarta Running Festival, strategi 

event, olahraga 
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ABSTRACT 

 
This study aims to analyze the impact of rebranding on the success of the 

Jakarta Running Festival 2024. Rebranding in this research is measured through 

four dimensions: brand repositioning, brand renaming, brand redesign, and brand 

relaunching. Meanwhile, event success is evaluated based on goal achievement, 

participant satisfaction, efficiency, and positive impact. The method employed is 

descriptive quantitative with a correlational approach. Data were collected 

through an online questionnaire completed by 107 respondents who participated in 

both the Jakarta Marathon 2023 and Jakarta Running Festival 2024. The results 

indicate that rebranding has a positive and significant influence on event success. 

This is reflected in the coefficient of determination (R²) value of 0.707, indicating 

that 70.7% of the variation in event success is explained by the rebranding variable. 

This study is expected to serve as a reference for rebranding strategies in sports 

event management in Indonesia. Organizers are advised to conduct pre-event 

activities such as fun runs or community expos and expand digital promotions to 

strengthen the impact of rebranding on the event’s success. 

 

Keywords: rebranding, event success, Jakarta Running Festival, event strategy, 

sports 
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