ABSTRACT

This study aimed to analyze the influence Integrated Marketing
Communication (IMC) consisting of Sponsorship, Customer Experience and Sales
Promotion on Purchase Intention with Brand Awareness as a intervening variable
(Studies on global consumers of Garuda Indonesia). Sponsorship is a gift of
financial support or other forms of finance to the recipient that the recipient
remains smooth or strong. Garuda Indonesia suffered downgrades The World's
Top 10 Airlines for 3 years in a row. Besides market share for Asian market
decreased by -8.78% compared to 2014. Therefore, based on phenomenon that
has been described previously, this study aims to analyze the influence of
Sponsorship, Customer Experience, and Sales Promotion of the Purchase
Intention using Brand awareness as an intervening variable in the study of

consumer expatriates Garuda Indonesia.

Non probability sampling used for sampling. Data were collected from
200 respondents were selected using a consideration which should never use the
airline Garuda Indonesia, as well as citizenship in addition to citizens of
Indonesia (Expatriates). Test method is a Maximum Likelihood analysis with

AMOS program version 22.0.

The results showed that the sponsorship positive effect on brand
awareness, but the negative effect on purchase intention. Customer experience
negatively affect brand awareness, but the positive effect on purchase intention.
Influence sales promotion positively to brand awareness and purchase intention.

Brand awareness as well as a positive effect on purchase intention.
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