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ABSTRAK 

Nicholas Calvin Wijaya / 78190190 / 2023 / Pengaruh Corporate Social Responsibility Dan 

Corporate Reputation Terhadap Customer Loyalty PT. Unilever Indonesia Tbk / Pembimbing: 

Morryessa Brandinie, S.E, M.M 

 

Loyalitas pelanggan menjadi salah satu faktor yang sangat penting dalam menunjang 

keberhasilan perusahaan di era sekarang karena perusahaan menganggap customer loyalty sebagai 

tujuan penting dalam pembangunan jangka panjang. Selama lebih dari 90 tahun, produk-produk 

PT. Unilever Indonesia Tbk telah mengelilingi masyarakat Indonesia dalam kehidupan sehari-hari. 

Upaya dan komitmen dalam berkontribusi kepada masyarakat melalui program dan aksi corporate 

social responsibility tidak hanya berdampak positif bagi komunitas, dan lingkungan, namun juga 

berdampak bagus bagi pembangunan reputasi perusahaan yang baik di mata masyarakat. Oleh 

karena itu, penulis tertarik untuk melakukan penelitian dengan tujuan untuk mengetahui dan 

mengukur pengaruh corporate social responsibility (CSR) dan corporate reputation terhadap 

customer loyalty PT. Unilever Indonesia Tbk.  

Teori yang digunakan adalah teori Kotler dan Lee untuk menjelaskan definisi dari 

corporate social responsibility (CSR), serta teori J.M.T. Balmer, S.A. Greyser, M. Shanley, dan 

C.J. Fombrun yang menjelaskan definisi corporate reputation. Sedangkan teori customer loyalty 

dijelaskan menggunakan teori Oliver. Variabel independen dalam penelitian ini adalah variabel 

corporate social responsibility (CSR) dan variabel corporate reputation. Sedangkan variabel 

dependen yang digunakan dalam penelitian ini adalah variabel customer loyalty. Hipotesis yang 

muncul dari kerangkan pemikiran adalah corporate social responsibility berpengaruh positif 

terhadap customer loyalty dan corporate reputation berpengaruh positif terhadap customer loyalty. 

Pada penelitian ini, obyek yang akan diteliti adalah PT. Unilever Indonesia Tbk. dan 

subyeknya yaitu konsumen yang mengetahui kegiatan program corporate social responsibility 

(CSR) dan menggunakan produk dari PT. Unilever Indonesia Tbk. Sampel yang diambil sebanyak 

169 responden dengan menggunakan Google Forms sebagai metode pengambilan data. Teknik 

pengambilan sampel yang digunakan adalah non-probability sampling. Data diolah dan diproses 

menggunakan SPSS 27. 

Hasil pada penelitian ini menunjukkan bahwa kedua variabel independen yaitu corporate 

social responsibility dan corporate reputation berpengaruh positif dan signifikan terhadap 

customer loyalty. Penelitian ini menunjukkan bahwa variabel corporate reputation memiliki 

pengaruh yang lebih dominan terhadap customer loyalty.  

Kesimpulan dari penelitian ini adalah hipotesis pertama dan kedua diterima. Dengan 

demikian, corporate social responsibility dan corporate reputation terbukti berpengaruh positif 

dan signifikan terhadap customer loyalty. Menurut hasil penelitian, sebaiknya PT. Unilever 

Indonesia Tbk memperluas tingkat penelitian pada wilayah dan lokasi yang berbeda serta pada 

konteks industri yang lain untuk meningkatkan variabilitas topik penelitian ini.  

Kata kunci: Corporate Social Responsibility, Corporate Reputation, Customer Loyalty 
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ABSTRACT 

Nicholas Calvin Wijaya / 78190190 / 2023 / The Effect of Corporate Social Responsibility and 

Corporate Reputation on Customer Loyalty of PT. Unilever Indonesia Tbk / Advisor: Mrs. 

Morryessa Brandinie, S.E, M.M 

Customer loyalty has become one of the most important factors that can support the 

company’s success in today’s era since corporation considers customer loyalty as an important 

long-term development goal. For more than 90 years, the range of products of PT. Unilever 

Indonesia Tbk has been surrounding Indonesian citizens day by day. The effort and commitment 

to contributing toward society through a range of corporate social responsibility programs and 

actions not only bring a positive impact to the community but also in building a good corporate 

reputation in the eyes of society. Therefore, the author is interested in researching to know and 

measure the effect of corporate social responsibility and corporate reputation on the customer 

loyalty of PT. Unilever Indonesia Tbk.  

Kotler and Lee’s theory were used to explain the definition of corporate social 

responsibility (CSR), and J.M.T. Balmer, S.A. Greyser, M. Shanley, and C.J. Fombrun’s theory 

was used to define corporate reputation. Meanwhile, the theory of customer loyalty was explained 

by using Oliver’s theory. Two independent variables are part of this research which are corporate 

social responsibility and corporate reputation with customer loyalty identified as a dependent 

variable. The hypothesis from this framework is that both corporate social responsibility and 

corporate reputation have a positive effect on customer loyalty.  

Within this research study, the object to be examined is PT. Unilever Indonesia Tbk and 

the subject of the study is the consumers who are aware of the program and activity of corporate 

social responsibility carried out by PT. Unilever Indonesia Tbk and who have used/consumed one 

or more products of PT. Unilever Indonesia Tbk. There were 169 samples of data collected using 

Google Forms as the method of data collection. The sampling technique that is being used in this 

research is the non-probability sampling method and the data were processed and analysed using 

SPSS 27. 

The outcome of this study indicates that both independent variables which are corporate 

social responsibility and corporate reputation, have positive and significant effects on customer 

loyalty. This study also shows that corporate reputation has a greater dominant influence on 

customer loyalty.  

This study concludes that the first and second hypotheses are accepted. Thus, corporate 

social responsibility and corporate reputation are proven to have positive and significant effects 

on customer loyalty. Further research is expected to be able to extend this level in different regions 

and locations as well as in different industrial contexts in terms to increase the variability topic of 

this research.  

Keywords: Corporate Social Responsibility, Corporate Reputation, Customer Loyalty 
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