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ABSTRAK

Adi Kuasa. 15416261201033. Pengaruh Event Marketing dan Sales Promotion
terhadap Brand Image pada PT. Bernofarm cabang Karawang. Dibawah bimbingan
Bapak Ir. Uus MD Fadli, S.E., M.M dan Ibu Flora Patricia Anggela, S.E., M.M.

Tujuan penehtlan ini adalah untuk mengetahui, menjelaskan dan menganalisis
pengaruh Event Jdviarketi Sales Promotion terhadap Brand Image, serta
pengaruh parsi Fvent Markqtmg,- Sales Promotion Terhadap Brand

hasil analisa simpulan sebagai berlkut (D
Event Market kup Baik, (3) Brand
Image sudah B2 tian ini adalah 100
responden. Terdapa ng dan Sales Promotion

Market—mg mem_lhk1 Pe yang positif dan

i atsia aitu sebesar 29,6%. Sales
Promotion memiliki pe ) &Mﬁﬁscma parsial terhadap
Brand Image, yaitu sebesar . simultan yang positif
dan signifikan antara Event Magk¢etimg dan Sales Promotion terhadap Brand Image.

Image sebesar 50,8%, sedangkan sisanya variabel lain
(e) yang tidak diteliti.
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The Effect Of Event Marketing And Sales Promotion Forward
Brand Image At PT. Bernofarm Karawang Branch

Oleh:

Adi Kuasa
NIM: 15416261201033

ABSTRACT

Adi Kuasa. 15416261201033. The Effect of Event Marketing and Sales
Promotion on Brand Image at PT. Bernofarm Karawang branch. Under the
guidance of Mr. Ir. Uus MD Fadli, S.E., M.M and Mrs. Flora Patricia Anggela,
S.E.,.M.M.
The purpose of this st 1dy was to determlne explain and analyze the influence of
3 otion on Brand Image, as well as the partial and
simultaneous nfl#c arketmg Sales Promotion on Brand Image

tamed as follows: (1)
¢h, (3) Brand Image
00 respondents. There is a

Event Marketi s Good, (2) S
1s Good with T \ ber of sa

partial effect of ‘- Marketing-and._Sa Promotion-on Brand Image, Event
Marketing has a post ' inflv on Brand Image, which
is equal to 29.6%. Sal i ially significant effect on

Brand Image, which is%eg sitive and significant
simultaneous effect betwec vent Marketing and Sales Promotion on Brand
Image. The total simultaneous cf Vent Marketing and Sales/Promotion on
Brand Image is 50.8%, while the remaimni o is the influence of other variables

(¢) that are not examined.
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