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ABSTRAKSI 

Meningkatnya kesadaran konsumen terhadap isu lingkungan mendorong brand 

fesyen lokal untuk mengintegrasikan nilai keberlanjutan ke dalam strategi 

pemasaran mereka, salah satunya melalui cause related marketing. Penelitian ini 

bertujuan untuk mengetahui pengaruh cause related marketing berbasis isu 

lingkungan terhadap brand image Sejauh Mata Memandang. Teori yang digunakan 

adalah Attribution Theory, yang menjelaskan bagaimana konsumen membentuk 

persepsi terhadap motif di balik kampanye brand. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei. Populasi penelitian adalah pengikut 

akun Instagram @sejauh_mata_memandang yang pernah terpapar kegiatan cause 

related marketing brand tersebut, dengan jumlah sampel sebanyak 100 responden 

yang ditentukan melalui rumus Slovin dan teknik purposive sampling. Data 

dikumpulkan melalui kuesioner berskala Likert dan dianalisis menggunakan 

analisis regresi linear sederhana, uji t, serta uji koefisien determinasi (R²). Hasil uji 

t menunjukkan nilai t hitung sebesar 6,166 lebih besar dari t tabel 1,98 dengan 

signifikansi < 0,001, sehingga hipotesis diterima. Hasil analisis regresi linear 

sederhana menghasilkan persamaan Y = 11,254 + 0,595X, yang berarti setiap 

peningkatan satu satuan pada cause related marketing akan meningkatkan brand 

image sebesar 0,595. Adapun nilai koefisien determinasi (R²) sebesar 28%, yang 

menunjukkan bahwa cause related marketing berkontribusi sebesar 28% terhadap 

pembentukan brand image Sejauh Mata Memandang, sementara 72% sisanya 

dipengaruhi oleh faktor lain di luar penelitian ini. Dengan demikian, dapat 

disimpulkan bahwa cause related marketing berbasis isu lingkungan berpengaruh 

positif dan signifikan terhadap brand image Sejauh Mata Memandang. 

Kata Kunci: Cause Related Marketing, Brand Image, Isu Lingkungan, Sustainable 

Fashion, Sejauh Mata Memandang 

 

 

  



 
 

vii 
 

ABSTRACT 

The growing consumer awareness of environmental issues has encouraged local 

fashion brands to integrate sustainability values into their marketing strategies, one 

of which is through cause related marketing. This study aims to examine the 

influence of environment-based cause related marketing on the brand image of 

Sejauh Mata Memandang. The theoretical framework used is Attribution Theory, 

which explains how consumers form perceptions regarding the motives behind a 

brand's campaigns. This study employs a quantitative approach using a survey 

method. The population consists of followers of the Instagram account 

@sejauh_mata_memandang who have been exposed to the brand's cause related 

marketing activities, with a total sample of 100 respondents determined through the 

Slovin formula and purposive sampling technique. Data were collected via a Likert-

scale questionnaire and analyzed using simple linear regression analysis, t-test, 

and the coefficient of determination (R²). The t-test result shows a t-value of 6.166, 

which exceeds the t-table value of 1.98 with a significance level of < 0.001, 

indicating that the hypothesis is accepted. The simple linear regression analysis 

yields the equation Y = 11.254 + 0.595X, meaning that every one-unit increase in 

cause related marketing will increase brand image by 0.595. The coefficient of 

determination (R²) is 28%, indicating that cause related marketing contributes 28% 

to the formation of Sejauh Mata Memandang's brand image, while the remaining 

72% is influenced by other factors outside this study. Therefore, it can be concluded 

that environment-based cause related marketing has a positive and significant 

influence on the brand image of Sejauh Mata Memandang. 

Keywords: Cause Related Marketing, Brand Image, Environmental Issues, 

Sustainable Fashion, Sejauh Mata Memandang 
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