ABSTRAK

Penelitian ini menunjukan bahwa sebuah visualisasi co-branding cocok dan
dianjurkan dalam pelaksanaan kegiatan Cause Related Marketing (CRM) yang
mendukung kesempatan untuk reconceptualise kegiatan CRM, bergerak dari strategi
brand yang bertujuan untuk meningkatkan performance perusahaan profit dan yang
menonjolkan pentingnya perusahaan environment dalam co-branding kampanye
cause related marketing.. Penelitian ini bertujuan untuk menguji dan menganalisis
pengaruh co-branding brand awareness pada sikap, minat beli, dan expected price:
kampanye cause related marketing sebagai kontrol variabel. Jenis penelitian ini
adalah penelitian eksperimen 2 (non environment orientation brand high-low) X 2
(environment orientation brand high-low). Hasil penelitian dengan menggunakan
teknik Manova dan kampanye cause related marketing sebagai variabel kontrol
menunjukkan bahwa tidak ada pengaruh co-branding brand awareness pada sikap
dan minat beli serta terdapat pengaruh co-branding brand awareness pada exepected
price.

Kata kunci:  Brand Awareness, Co-Branding Cause Related Marketing, Sikap,
Minat Beli, dan Expected Price
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ABSTRACT

This research explore co-branding visualization suitable and recommended the
implementation of Cause Related Marketing (CRM) which supports the opportunity
to reconceptualise CRM activities, moving from brand strategy that aims to increase
the company's profit performance and highlight the importance of the environment in
the company's co-branding cause related marketing campaigns. This study aims to
examine and analyze the effect of co-branding brand awareness on the attitude,
willingness to buy, and expected price: cause related marketing campaign as a
control variable. This research is an experiment research 2 (non-environment
orientation brand high-low) X 2 (orientation environment brand high-low). The
results by using Manova and cause related marketing campaigns as control variables
showed that there was no influence of co-branding brand awareness on the attitude
and willingness to buy, co-branding brand awareness the influence on exepected
price.
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