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ABSTRAK

Tujuan penelitian ini untuk mengetahui pengaruh cause related
marketing terhadap consumer purchase intention melalui corporate image,
consumers’ attitude, dan brand awareness pada Bohlam Lampu LED PT.
Philips Indonesia di Surabaya.

Teknik pengambilan sampel dalam penelitian ini dilakukan
dengan metode non probabilty sampling yang artinya didalam teknik ini
pemilihan unit sampling dilakukan dengan mempertimbangkan syarat-
syarat yang telah ditetapkan sebelumnya. Dalam penilitian ini metode yang
digunakan adalah quota sampling, responden dalam penelitian ini adalah
konsumen Bohlam Lampu LED PT. Philips Indonesia di Surabaya.

Hipotesis penelitian menunjukan bahwa: (1) cause related
marketing berpengaruh positif dan signifikan terhadap corporate image
pada Bohlam Lampu LED PT. Philips Indonesia di Surabaya, (2) cause
related marketing berpengaruh positif dan signifikan terhadap consumers’
attitude pada Bohlam Lampu LED PT. Philips Indonesia di Surabaya, (3)
cause related marketing berpengaruh positif dan signifikan terhadap brand
awareness pada Bohlam Lampu LED PT. Philips Indonesia di Surabaya, (4)
corporate image berpengaruh positif dan signifikan terhadap consumer
purchase intention pada Bohlam Lampu LED PT. Philips Indonesia di
Surabaya, (5) consumers’ attitude berpengaruh positif namun tidak
signifikan terhadap consumer purchase intention pada Bohlam Lampu LED
PT. Philips Indonesia di Surabaya, (6) brand awareness berpengaruh positif
namun tidak signifikan terhadap consumer purchase intention pada Bohlam
Lampu LED PT. Philips Indonesia, (7) cause related marketing
berpengaruh positif dan signifikan terhadap consumer purchase intention
pada Bohlam Lampu LED PT. Philips Indonesia, dan (8) cause related
marketing berpengaruh positif dan signifikan terhadap consumer purchase
intention melalui corporate image, consumers’ attitude, dan brand
awareness pada Bohlam Lampu LED PT. Philips Indonesia.

Saran untuk peneliti berikutnya disarankan untuk dapat lebih
mempertimbangkan lagi untuk menggunakan variabel-variabel yang lain
tetapi tetap berkaitan dan berpengaruh terhadap consumer purchase
intention, misalnya dengan brand attractiveness.

Kata kunci: Cause Related Marketing, Corporate Image, Consumers’
Attitude, Brand Awareness, Consumer Purchase Intention.
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ABSTRACT

Now more course companies that make its kind of led light bulb in
Indonesia, by offering various activities largely through advertising aims to
attract consumers. It makes competition for this type of products increasing.
One company producing a product this lamp were PT. Philips Indonesia in
Surabaya. The purpose of this research to know influence cause related
marketing consumer intention to purchase through corporate image,
consumers’ attitude, and brand awareness on the LED light bulb PT.
Philips Indonesia in Surabaya.

The sampling technique in this research conducted with non
probabilty sampling method, which means in this technique sampling unit
selection is done taking into account the requirements predetermined. In
this research method used was quota sampling, respondents in this research
is that consumers on the LED light bulb PT. Philips Indonesia in Surabaya.

The hypothesis shows that (1): cause related marketing influential
positive and significantly to corporate image on the LED light bulb PT.
Philips Indonesia in Surabaya, (2): cause related marketing influential
positive and significantly to consumers’ attitude on the LED light bulb PT.
Philips Indonesia in Surabaya, (3): cause related marketing influential
positive and significantly to brand awareness on the LED light bulb PT.
Philips Indonesia in Surabaya, (4): corporate image influential positive and
significant against consumer purchase intention on the LED light bulb PT.
Philips Indonesia in surabaya , (5): consumers’ attitude influence positive
but not significant against consumer purchase intention on the LED light
bulb PT. Philips Indonesia in Surabaya, (6): brand awareness influence
positive but not significant against consumer purchase intention on the LED
light bulb PT. Philips Indonesia in Surabaya, (7): cause related marketing
influential positive and significant against consumer purchase intention on
the LED light bulb PT. Philips Indonesia in Surabaya, and (8) cause
related marketing positive and significant impact on consumer purchase
intention through the corporate image, consumers' attitude, and brand
awareness on LED light bulb PT. Philips Indonesia.

Suggestions for researchers next suggested to be more consider
again to use variables another but still related and impact on consumer
purchase intention, for example with the brand attractiveness.

Keywords: Cause Related Marketing, Corporate Image, Consumers’
Attitude, Brand Awareness, Consumer Purchase Intention.
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