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MOTTO

“Orang sukses itu umumnya ahli dalam menyederhanakan masalah hidup,

sehingga ia selamat dari perdebatan argumen, perbedaan pendapat, dan keragu-

raguan yang tidak perlu. Ia memotong serangkaian masalah dengan solusi yang

dibutuhkan oleh semua orang”

(Michael Korda)

Ketika mengerjakan sesuatu, maka kerjakanlah terlebih dahulu pekerjaan yang

ada ditangan bukan di angan.

( Anin VS)

Sesungguhnya setelah kesulitan itu pasti ada kemudahan

(Al-Insyirah : 5-6)
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RINGKASAN

PERANAN CORPORATE SOCIAL RESPONSIBILITY DAN CORPORATE

IMAGE DALAM MEMPENGARUHI PURCHASE INTENTION

PELANGGAN PASTA GIGI PEPSODENT DI KOTA JEMBER.; Ainun

Indah Vila Sistuti,100810201078; 2014; Jurusan Manajemen; Fakultas Ekonomi,

Universitas Jember.

Beberapa tahun terakhir bisnis menunjukkan salah satu nilai yang membawa

perubahan mendasar, yaitu konsep corporate social responsibity (CSR) atau

tanggungjawab sosial. Tanggungjawab sosial tersebut menunjukkan upaya

perusahaan meluaskan perannya lebih dari sekedar menggunakan sumber daya

yang dimiliki dan terlibat dalam aktivitas yang dirancang untuk meningkatkan

keuntungan. PT. Unilever Indonesia Tbk merupakan salah satu Fast Moving

Consumer Goods (FMCG) terkemuka di Indonesia. PT. Unilever Indonesia

berusaha memenuhi kebutuhan masyarakat Indonesia selama 80 tahun dengan 43

macam produk yang diproduksi di 8 pabrik. Unilever  menyadari masalah

lingkungan dan sosial saat ini menjadi masalah yang sensitif bagi masyarakat.

Dengan terus melakukan kegiatan produksi untuk memenuhi kebutuhan pasar,

Unilever juga memiliki kepekaan terhadap masyarakat dan lingkungan dengan

berkontribusi dalam aspek ekonomi, sosial dan lingkungan. Dengan mengadakan

corporate social responsibility yang dikontribusikan untuk masyarakat,

diharapkan dapat mempengaruhi corporate image dan meningkatkan purchase

intention pada masyarakat.

Penelitian ini bertujuan untuk menguji peranan corporate social

responsibilitydancorporate image dalam mempengaruhi purchase intention.

Variabel yang digunakan dalam penelitian ini adalah corporate social

responsibility, corporate image dan purchase intention. Responden yang

dijadikan sampel penelitian ini sebanyak 120 responden. Metode analisis data
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yang digunakan adalah analisis structural equation modelling (SEM).

Berdasarkan hasil analisis dan pembahasan tentang peranancorporate social

responsibilitydancorporate image dalam mempengaruhi purchase intention

pelanggan pasta gigi Pepsodent, maka dapat diambil  kesimpulan bahwa a.)

corporate social responsibility berpengaruh signifikan terhadap corporate image

dengan arah positif, artinya corporate social responsibility yang diadakan oleh

Unilever sukses dan mampu memberi kesan corporate imageyang baik terhadap

orang yang telah berpartisipasi dalam periksa gigi gratis yang diadakan oleh

Unilever. b.) Corporate Social Responbilityberpengaruh signifikan terhadap

Purchase Intention dengan arah positif. Artinyacorporate social responsibility

yang diadakan Unilever sukses maka Purchase Intention pasta gigi Pepsodent

juga akan meningkat . c.) Corporate image berpengaruh signifikan terhadap

purchase intention dengan arah positif, artinya corporate image yang telah

dibangun oleh Unilever melalui berbagai macam produk salah satunya pasta gigi

Pepsodent telah sukses dan dikenal oleh kebanyakan masyarakat, sehingga

purchase intention pasta gigi Pepsodent terus meningkat.
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SUMMARY

THE ROLE OF CORPORATE SOCIAL RESPONSIBILITY AND CORPORATE
IMAGE IN INFLUENCING PURCHASE INTENTION CONSUMERS
PEPSODENT TOOTH PASTE IN JEMBER CITY .; Ainun Indah Vila SIstuti,
100810201078 ; 2014 ; 113 Pages ; Department of Management , Faculty of
Economics, University of Jember.

The last few years the business shows one of the values that brought about
fundamental changes, namely the concept of corporate social responsibity(CSR)
or social responsibility. Social responsibility of the company's efforts to expandits
role indicates more than just use its resources and engage in activities designed to
increase profits. PT. Unilever IndonesiaTbk is one of the Fast Moving Consumer
Goods (FMCG) in Indonesia. PT. Unilever Indonesia is trying to meet the needs
of the people of Indonesia for 80 years with 43 kinds of products are produced in
8 factories. Unilever a ware of social and environmental problems currently a
sensitive issue for the community. By continuing to perform production activities
to meet the needs of the market, Unilever also has a sensitivity to the community
and the environment by contributing to the economic, social and environmental.
By conducting corporate social responsibility to contribute to society, is expected
to affect the corporate image and increase purchase intention in the community.
This study aims to examinethe role of corporate social responsibility and
corporate image in influencing purchase intention. The variables used in this
study is the corporate social responsibility, corporate image and purchase
intention. Respondents were sampled from this study of 120 respondents. The data
analysis method used is the analysis of structural equation modeling (SEM).
Based on the analysis and discussion of the role of corporate social responsibility
and corporate image in influencing customer purchase intention Pepsodent
toothpaste, it can be concluded that a.) The corporate social responsibility a
significant effect on corporate image with the positive direction, meaning that
corporate social responsibility held by Unilever successful and able to give a
good impression of the corporate image of the people who have participated in
the free dental check held by Unilever. b.) Corporate Social Responsibility
significant effect on Intention to Purchase positive direction. This means that
corporate social responsibility held by Unilever succeeds Purchase Intention
Pepsodent toothpaste will also increase. c.) Corporate image significant effect on
purchase intention in the positive direction, meaning that the corporate image
that has been built by Unilever through a wide variety of products one of which
Pepsodent toothpaste has been successful and is known by most people, so
purchase intentionPepsodent toothpaste continues to increase.
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