
v i i

ABSTRACT 

 At this moment, there is an increase in promotional activity for the like of 

sponsorship where marketers tries to enhance brand loyalty by spending fund for 

many events, for example Pocari Sweat hosted running event called "Pocari Sweat 

Run".This study aims to determine the impact of sponsorship on brand loyalty which 

is directly affected by fit event with brand trust as anintervening. In collecting data, 

this research uses non probability sampling method where the technique is using 

purposive sampling. This technique will be randomly choosing the sample with some 

considerations. The amount of samples in this research are 90 respondents. This 

data analysis uses hypothesis test which is path analysis 

 The outcome of the research shows that fit event directly effecting brand 

loyalty for 32.3% bigger than coefficient of indirect which only 11.8% it means that 

brand trust as an intermediate variable able to mediate the relationship between fit 

event and brand loyalty. The result of total coefficient determination is 27,90% 

variabilty of brand trust (BT) and brand loyalty (BL) effected fit event (FE). 

Meanwhile, the rest by  82,10% effected other factors. 

 

Keywords: Pocari Sweat, Pocari Sweat Run, Sponsorship,Fit Event, Brand Trust and 

Brand Loyalty. 
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ABSTRAK 

 

 Saat ini, telah terjadi peningkatan dalam aktivitas promosi berupa sponsorship 

dimana para pemasar mencoba untuk mempertinggi brand loyalty dengan 

mengeluarkan dana untuk berbagai acara, seperti contohnya Pocari Sweat yang 

mensponsori kegiatan Lomba Lari “Pocari Sweat Run”. Penelitian ini bertujuan 

untuk mengetahui dampak sponsorship terhadap brand loyalty dimana pengaruh 

langsung ini dipengaruhi oleh fit event dengan brand trust sebagai mediasi. 

Penelitian ini dalam mengumpulkan data menggunakan pengambilan sampel non-

probabiliy sampling dimana tekniknya menggunakan purposive sampling yang 

merupakan pemilihan sampel secara acak dengan pertimbangan tertentu. Jumlah 

sampel dalam penelitian ini sebanyak 90 responden. Analisis data dilakukan dengan 

uji hipotesis menggunakan path analysis. 

  Hasil penelitian menunjukkan bahwa pengaruh langsung fit event pada brand 

loyalty sebesar 32,3% lebih besar dari koefisien hubungan tidak langsung yaitu 

sebesar 11,8% berarti dapat disimpulkan bahwa brand trust sebagai variable antara 

mampu memediasi hubungan antara fit event dan brand loyalty. Hasil perhitungan 

koefisien determinasi total menunjukkan nilai 27,90% variabilitas brand trust (BT) 

dan brand loyalty(BL) dipengaruhi oleh fit event (FE) dan sisanya sebesar82,10% 

dipengaruhi faktor-faktor lain. 

 

  

Kata kunci: Pocari Sweat, Pocari Sweat Run, Sponsorship, Fit Event, Brand Trust 

dan Brand Loyalty 
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