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ABSTRAK 
 

Sponsor telah didefinisikan sebagai penyediaan bantuan baik keuangan atau dalam 
bentuk suatu kegiatan oleh organisasi yang bersifat komunikasi untuk tujuan mencapai 
tujuan komersial. Penelitian ini dilakukan dengan tujuan untuk mengetahui persepsi 
pengunjung terhadap kesesuaian antara layanan suatu merek sponsor dengan event Muslim 
Fashion Festival 2019 yang diselenggarakan oleh PT Dyandra Promosindo pada tanggal 1 – 
4 Mei 2019. Selain itu hasil penelitian ini dapat bermanfaat bagi perusahaan sebagai 
masukan untuk meningkatkan strategi marketing dalam bidang sponsorship. 

Teori yang digunakan pada penelitian ini adalah teori dari Shu, King, & Chang 
mengenai persepsi pengunjung terhadap kesesuaian antara layanan suatu merek sponsor 
dengan sebuah event dinilai berdasarkan faktor event liking, event-sponsor fit, interest dan 
sponsor brand favorability.. 

Dalam melaksanakan penelitian, penulis menggunakan metode statistik deskriptif 
melalui pendekatan kuantitatif. Teknik dan alat kumpul data yang digunakan antara lain 
adalah survey dengan melakukan penyebaran kuesioner kepada 120 sampel yaitu 
pengunjung event Muslim Fashion Festival 2019. 

Berdasarkan hasil data penelitian, penulis mendapatkan hasil bahwa persepsi 
pengunjung terhadap kesesuaian antara layanan suatu merek dengan event Muslim Fashion 
Festival 2019 memiliki kualitas yang baik. Hal tersebut ditunjukan oleh hasil kuesioner pada 
dimensi event liking, event-sponsor fit, interest dan sponsor brand favorability pada tiap 
brand memiliki nilai yang baik. 

Berdasarkan hasil penelitian yang telah dilakukan tersebut, kemudian penulis membuat 
kesimpulan dan rekomendasi yang dapat menjadi masukan terhadap Muslim Fashion 
Festival 2019 dan para sponsor untuk dapat terus bekerja sama dan saling menguntungkan. 
Selain itu, panitia Muslim Fashion Festival bisa mengajak brand lain yang memiliki 
kesesuaian dengan Muslim Fashion Festival 2019 untuk menjadi sponsor di event tersebut. 

 

Kata kunci: Pameran, Event, Event-Marketing, Sponsorship, Event-Likong, Event-

Sponsor Fit, Interest, Event Sponsor Favorability. 
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ABSTRACT 
 

Sponsors have been defined as providing assistance either financially or in the form of 
an activity by a communication-related organization for the purpose of achieving 
commercial goals. This research was conducted with the aim of finding out visitors' 
perceptions of the compatibility between the service of a sponsor brand with the 2019 
Muslim Fashion Festival event held by PT Dyandra Promosindo on 1 - 4 May 2019. In 
addition, the results of this study could be useful for the company as input to improve strategy 
marketing in the field of sponsorship. 

The theory used in this study is the theory of Shu, King, & Chang regarding visitors' 
perceptions of the compatibility between a sponsor's brand service and an event is judged 
based on event liking, event-sponsor fit, interest and brand favorability sponsors. 

In conducting research, the authors use descriptive statistical methods through a 
quantitative approach. The data collection techniques and tools used included a survey by 
distributing questionnaires to 120 samples of visitors to the Muslim Fashion Festival 2019 
event. 

Based on the results of research data, the authors get the results that the visitor's 
perception of the compatibility between the service of a brand with the  Muslim Fashion 
Festival 2019 event has good quality. This is shown by the results of the questionnaire on 
the dimensions of event liking, event-sponsor fit, interest and brand sponsorship favorability 
for each brand has good value. 

Based on the results of the research that has been done, the authors make conclusions 
and recommendations that can be input to the Muslim Fashion Festival 2019 and sponsors 
to be able to continue to work together and benefit each other. In addition, the Muslim 
Fashion Festival committee can invite other brands that are compatible with the 2019 
Muslim Fashion Festival to become a sponsor at the event. 

 

Keywords: Exhibition, Event, Event-Marketing, Sponsorship, Event-Likong, Event-

Sponsor Fit, Interest, Event Sponsor Favorability. 
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(n.) ser·en·dip·i·ty /ˌserənˈdipədē/ The occurrence and development of 

events by chance in a happy or beneficial way, and/or; finding something 

good without looking for it. 
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