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Pengaruh Event Marketing dan Brand Image Terhadap Impulse Buying Pada Pembelian 

Produk Rokok Elektrik JOIWAY (Studi Kasus: Event Jakarta Lebaran Fair 2024) 

Kurnia Ulfa 

 

ABSTRAK 

Event Jakarta Lebaran Fair 2024 merupakan salah satu acara besar yang diadakan di 

Jakarta, menggabungkan elemen budaya, hiburan, dan bisnis. Acara ini menarik 

banyak pengunjung dari berbagai kalangan dan menjadi platform yang ideal bagi 

perusahaan untuk mempromosikan produk mereka, termasuk produk rokok elektrik 

seperti Joiway. Penelitian ini bertujuan untuk menganalisis pengaruh event marketing 

dan brand image terhadap impulse buying pada pembelian produk rokok elektrik 

JOIWAY (Studi Kasus: Event Jakarta Lebaran Fair 2024). Populasi penelitian 

mencakup pembeli produk JOIWAY, dengan sampel penelitian berjumlah 100 

responden. Metode pengambilan sampel yang digunakan adalah Random Sampling, 

sedangkan teknik analisis data yang diterapkan adalah regresi linear berganda 

menggunakan perangkat lunak SPSS. Proses analisis data mencakup Uji Kelayakan 

Model, termasuk Uji Validitas dan Reliabilitas, serta Uji Asumsi Klasik seperti Uji 

Normalitas, Uji Multikolinearitas, dan Uji Heteroskedastisitas. Selanjutnya, uji 

hipotesis melibatkan Uji Parsial (T), Uji Simultan (F), dan Koefisien Determinasi (R
2
). 

Hasil penelitian menunjukkan bahwa pada Uji T (Parsial) didapatkan hasil bahwasan 

nya Event Marketing dan Brand Image berpengaruh positif dan signifikan terhadap 

Impulse Buying pada Event Jakarta Lebaran Fair 2024. 

 

Kata Kunci : Event Marketing, Brand Image, Impulse Buying, Pembelian Produk, 

Rokok Elektrik JOIWAY 
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The Influence of Event Marketing and Brand Image on Impulse Buying in the Purchase 

of JOIWAY Electronic Cigarette Products (Case Study: Jakarta Lebaran Fair 2024 

Event) 

Kurnia Ulfa 

 

ABSTRACT 

The Jakarta Lebaran Fair 2024 event is one of the major events held in Jakarta, combining 

elements of culture, entertainment, and business. This event attracts many visitors from 

various circles and is an ideal platform for companies to promote their products, including e-

cigarette products such as Joiway. This study aims to analyze the effect of event marketing 

and brand image on impulse buying in purchasing JOIWAY e-cigarette products (Case 

Study: Jakarta Lebaran Fair 2024 Event). The research population includes buyers of 

JOIWAY products, with a research sample of 100 respondents. The sampling method used is 

Random Sampling, while the data analysis technique applied is multiple linear regression 

using SPSS software. The data analysis process includes Model Feasibility Testing, including 

Validity and Reliability Tests, as well as Classical Assumption Tests such as Normality Test, 

Multicollinearity Test, and Heteroscedasticity Test. Furthermore, hypothesis testing involves 

Partial Test (T), Simultaneous Test (F), and Determination Coefficient (R2). The results of 

the study showed that the T-Test (Partial) showed that Event Marketing and Brand Image had 

a positive and significant effect on Impulse Buying at the Jakarta Lebaran Fair Event. 

 

Keywords: Event Marketing, Brand Image, Impulse Buying, Product Purchase, JOIWAY 

Electric Cigarette 
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