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UPAYA PENGUATAN BRAND RECOGNITION MELALUI 

DIMENSI EVENT PADA PROGRAM  SERTIFIKASIKU 

CAMPUS ROADSHOW  

(STUDI KASUS  UNIVERSITAS MERCU BUANA) 

 

AGHNIA NABILLAH 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis upaya penguatan pengingatan merek 

melalui penerapan berbagai dimensi event dalam program Sertifikasiku Campus 

Roadshow, dengan fokus pada studi kasus di Universitas Mercu Buana. Metode 

penelitian yang digunakan adalah metode kualitatif deskriptif dengan pendekatan 

studi kasus, yang memungkinkan pemahaman mendalam mengenai proses dan 

hasil dari pelaksanaan event tersebut. Data dikumpulkan melalui wawancara 

mendalam dengan berbagai informan, termasuk peserta acara, dan panitia 

penyelenggara. Hasil penelitian menunjukkan bahwa penerapan dimensi event, 

seperti entertainment, excitement, dan enterprise, dalam Sertifikasiku Campus 

Roadshow secara signifikan menguatkan pengingatan merek di kalangan 

mahasiswa Universitas Mercu Buana. Hal ini terlihat dari tingginya tingkat 

partisipasi dan respon positif dari para peserta terhadap acara yang 

diselenggarakan. Dengan demikian, penelitian ini memberikan wawasan penting 

bagi praktisi pemasaran mengenai strategi dalam menguatkan brand recognition 

melalui dimensi event, serta memberikan rekomendasi untuk optimasi 

pelaksanaan event serupa di masa yang akan datang. 

Keyword: Event Marketing, Dimensi Event, Brand Recognition, Sertifikasiku
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EFFORTS TO STRENGTHEN BRAND RECOGNITION 

THROUGH EVENT DIMENSIONS IN THE SERTIFIKASIKU 

CAMPUS ROADSHOW PROGRAM 

(CASE STUDY AT MERCU BUANA UNIVERSITY) 

 
AGHNIA NABILLAH 

ABSTRACT 

 

This study aims to analyze the efforts to strengthen brand recognition through the 

application of various event dimensions in the Sertifikasiku Campus Roadshow 

program, focusing on a case study at Mercu Buana University. The research 

employs a descriptive qualitative method with a case study approach, allowing for 

an in-depth understanding of the processes and outcomes of the event 

implementation. Data were collected through in-depth interviews with various 

informants, including event participants and organizers. The findings indicate 

that the application of event dimensions such as entertainment, excitement, and 

enterprise in the Sertifikasiku Campus Roadshow significantly enhances brand 

recognition among students at Mercu Buana University. This is evidenced by the 

high level of participation and positive responses from participants towards the 

event. Therefore, this research provides valuable insights for marketing 

practitioners on strategies to strengthen brand recognition through event 

dimensions and offers recommendations for optimizing the execution of similar 

events in the future. 

 

Keyword: Event Marketing, Event Dimensions, Brand Recognition, Sertifikasiku
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