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ABSTRACT 

Andini Aulia Rahmah (2025). The Influence of Sponsorship, Social Media 

Marketing, and Event Marketing on Brand Awareness of Wetland Square as an Event 

Space among Generation Z. Advisor: M. Yudy Rachman.  

This study aims to determine and analyze: (1) The effect of sponsorship on 

brand awareness of Wetland Square as an event space among Generation Z; (2) The 

effect of social media marketing on brand awareness of Wetland Square as an event 

space among Generation Z; and (3) The effect of event marketing on brand awareness 

of Wetland Square as an event space among Generation Z.  

This study uses quantitative methods with variables of sponsorship, social 

media marketing, and event marketing. The population of this study consisted of 

Generation Z individuals in Banjarmasin who are aware of or have attended events at 

Wetland Square. The sampling technique in this study ujuuused purposive sampling 

with a total sample size of 120 respondents. The data were processed using the Partial 

Least Squares Structural Equation Modeling (PLS-SEM) method with SmartPLS 4.0 

software.  

The results of this study prove that: (1) Sponsorship has a positive and 

significant effect on brand awareness of Wetland Square as an event space among 

Generation Z; (2) Social media marketing has a positive and significant effect on brand 

awareness of Wetland Square as an event space among Generation Z; and (3) Event 

marketing has a positive and significant effect on brand awareness of Wetland Square 

as an event space among Generation Z.  

Keywords: Sponsorship, Social Media Marketing, Event Marketing, Brand 

Awareness  
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ABSTRAK 

Andini Aulia Rahmah (2025). Pengaruh Sponsorship, Social Media 

Marketing, dan Event Marketing terhadap Brand Awareness Wetland Square sebagai 

Event Space pada Generasi Z. Pembimbing: M. Yudy Rachman.  

Penelitian ini bertujuan untuk mengetahui dan menganalisis: (1) Pengaruh 

sponsorship terhadap brand awareness Wetland Square sebagai event space pada 

Generasi Z; (2) Pengaruh social media marketing terhadap brand awareness Wetland 

Square sebagai event space pada Generasi Z; dan (3) Pengaruh event marketing 

terhadap brand awareness Wetland Square sebagai event space pada Generasi Z.  

Penelitian ini menggunakan metode kuantitatif dengan variabel sponsorship, 

social media marketing, dan event marketing. Populasi dalam penelitian ini terdiri dari 

individu Generasi Z di Banjarmasin yang mengetahui atau pernah menghadiri acara di 

Wetland Square. Teknik pengambilan sampel dalam penelitian ini menggunakan 

purposive sampling dengan jumlah sampel sebanyak 120 responden. Data diolah 

menggunakan metode Partial Least Squares Structural Equation Modeling (PLS-

SEM) dengan bantuan perangkat lunak SmartPLS 4.0.  

Hasil penelitian ini membuktikan bahwa: (1) Sponsorship berpengaruh positif 

dan signifikan terhadap brand awareness Wetland Square sebagai event space pada 

Generasi Z; (2) Social media marketing berpengaruh positif dan signifikan terhadap 

brand awareness Wetland Square sebagai event space pada Generasi Z; dan (3) Event 

marketing berpengaruh positif dan signifikan terhadap brand awareness Wetland 

Square sebagai event space pada Generasi Z.  

Kata Kunci: Sponsorship, Social Media Marketing, Event Marketing, Brand 

Awareness  
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