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ABSTRACT 
 

"The Effect of Event / Sponsorship Brand Image Of Cigarettes Sampoerna A-Mild 

PT. HM. Sampoerna Tbk. " 

 

 

The study aims to determine the effect of event / sponsorship of tobacco brand 

image PT Sampoerna A-Mild. HM. Sampoerna Tbk. Effect of event / sponsorship covers 

the target audience reach, compability with the company's or brand positioning, 

message capacity. 

Data collecting use the instrument quesioner supported with interview and 

literature study. Research done pursuant to method descriptive analysis. Research data 

tested by the his validity with Construct Validity and tested reability use Alpha 

Cronbach’s. Analysis method the used is analysing simple linear regression. 

Based on the research results obtained by the finding that the influence of Event / 

Sponsorship has been shown to have a very low correlation so that its influence in other 

words it can be concluded that many other factors that are not observed but the effect on brand 

image 
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ABSTRAK 

 

“Pengaruh Event/Sponsorship Terhadap Brand Image Rokok Sampoerna A-Mild 

PT. HM. Sampoerna Tbk.” 

 

 
Penelitian bertujuan untuk mengetahui pengaruh event/sponsorship terhadap 

brand image rokok Sampoerna A-Mild PT. HM. Sampoerna Tbk. Pengaruh 

event/sponsorship mencakup target audience reach, compability with the company’s or 

brand positioning, message capacity.  

Pengumpulan data menggunakan instrumen kuesioner yang didukung wawancara 

dan studi kepustakaan. Penelitian dilakukan berdasarkan metode analisis deskriptif. Data 

penelitian juga diuji validitasnya dengan Construct Validity dan uji reabilitas 

menggunakan  Alpha Cronbach’s. Metode analisis yang digunakan adalah analisis 

regresi linear sederhana. 

Berdasarkan hasil penelitian diperoleh temuan bahwa pengaruh Event / 

Sponsorship telah terbukti mempunyai korelasi yang sangat rendah sehingga 

pengaruhnya dengan kata lain dapat disimpulkan bahwa banyak faktor lain yang tidak 

diamati tetapi berpengaruh terhadap brand image 

Kata Kunci : Event / Sponsorship dan Brand Image 
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