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ABSTRAK 

 

 

Berdasarkan pada teori pemangku kepentingan (stakeholder), penelitian ini 

mempunyai tujuan untuk mendapatkan bukti empiris terkait pengaruh perceived 
CSR, CSR awareness, dan brand image terhadap niat beli konsumen. Pendekatan 

penelitian menggunakan metode penelitian survei kuantitatif dimana kuesioner 

digunakan sebagai alat untuk pengumpulan data. Populasi dalam penelitian adalah 

konsumen yang berasal dari kota Surabaya. Teknik pengambilan sampel yaitu 

menggunakan teknik purposive sampling, jumlah sampel yang diambil dalam 

penelitian ini sebanyak 150 responden. Uji hipotesis penelitian menggunakan 

analisis regresi linear berganda. Teknik analisis data menggunakan bantuan 
software statistic SPSS Versi 26. Hasil penelitian menunjukkan bahwa perceived 
CSR, CSR awareness, dan brand image memiliki pengaruh positif dan signifikan 

terhadap niat beli konsumen. 

Kata kunci: Perceived CSR, CSR Awareness, Brand Image, Niat Beli.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

IR-PERPUSTAKAAN UNIVERSITAS AIRLANGGA

SKRIPSI DEWI AISTRIAS LARAS SANTANGCORPORATE SOCIAL ...PENGARUH



vii 
 

ABSTRACT 

 

 

Based on stakeholder theory, this study aims to obtain empirical evidence 

related to the effect of perceived CSR, CSR awareness, and brand image on 

consumer purchase intentions. This study uses a quantitative survey research 

method where a questionnaire is used as a tool for data collection. Purposive 

sampling is used as a sampling method, the samples taken in this study were 150 

respondents. The population in this study is the consumers in the city of Surabaya. 

The multiple linear regression analysis was used to conduct the hypothesis test in 

this research. The data analysis technique uses the statistical software SPSS Version 

26. The results of this study show that there is a positive and significant influence 

between perceived CSR, CSR awareness, and brand image on consumer purchase 

intentions. 

Keywords:  Perceived CSR, CSR Awareness, Brand Image, Purchase 
Intention. 
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