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PENGARUH SPECIAL EVENT DAN SALES PROMOTION PADA 
BRAND AWARENESS SEMEN SCG 

 

Mediana Urfah 

 

ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui pengaruh special event dan sales promotion 

pada brand awareness semen SCG. Dimensi yang di ukur untuk variable X/independent yaitu 

Special Event dan Sales Promotion . Sementara untuk Variabel Y/dependent yaitu Brand 

Awareness.  Sampel yang digunakan sebanyak 30 responden yang merupakan pemilik toko 

bangunan di wilayah sekitar Sukabumi. Teknik yang digunakan yaitu non probability 

sampling. Hasil penelitian menunjukkan bahwa special event dan sales promotion memiliki 

pengaruh positif dan signifikan terhadap brand awareness. Disarankan kepada Semen SCG 

agar terus melakukan kedua kegiatan special event dan sales promotion karena memiliki 

pengaruh yang signifikan bagi brand awareness.  

Kata Kunci: Special Event, Sales Promotion, Brand Awareness 
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EFFECT OF SPECIAL EVENT AND SALES PROMOTION TO 

BRAND AWARENESS BY SCG CEMENT 

 

Mediana Urfah 

 

ABSTRACK 
 

This study aims to determine the influence of special events and sales 

promotion on SCG brand awareness cement. Dimensions are measured for the 

variable X / independent that is Special Event and Sales Promotion. As for the 

variable Y / dependent Brand Awareness. The sample used is 30 respondents who 

are the owner of the building store in the area around Sukabumi. The technique 

used is non probability sampling. The results show that special events and sales 

promotion have a positive and significant influence on brand awareness. 

Suggested to Semen SCG to continue to conduct both special events and sales 

promotion because it has a significant influence on brand awareness. 

Keywords: Special Event, Sales Promotion, Brand Awareness 
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