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ABSTRAK 

 

Nama    : Zihhan Azizah  

Program Studi  : Ilmu Komunikasi  

Judul Penelitian : Pengaruh Pelaksanaan Corporate Social Resposibility (CSR) 

Skintific Program The Blue House Terhadap Brand Image 

(Survey Followers Instgaram @skintificid) 

Dosen Pembimbing : Dr. Dwi Kartikawati, S. Sos, M.Si 

 

Penelitian ini bertujuan untuk menganalisis pengaruh corporate social responsibility 

(CSR) melalui program The Blue House terhadap brand image Skintific. Penelitian 

ini menggunakan Teori S-O-R. Metode penelitian yang digunakan adalah kuantitatif. 

Dengan Melakukan survey kusioner kepada 100 responden dan menggunakan non 

probability sampling yaitu purpose sampling, dengan analisis data menggunakan uji t 

dan uji korelasi Product Moment Pearson. Hasil penelitian menunjukkan bahwa 

terdapat pengaruh signifikan antara CSR dalam program The Blue House terhadap 

brand image Skintific, yang dibuktikan dengan diterimanya H1 dan ditolaknya H0. 

Selain itu, hasil uji korelasi menunjukkan hubungan yang sangat kuat antara program 

CSR The Blue House dengan brand image, dengan nilai r hitung 0,828 yang lebih 

besar dari r tabel 0,195. Dengan demikian, dapat disimpulkan bahwa program CSR 

yang transparan, berkelanjutan, dan memberikan manfaat nyata bagi masyarakat 

mampu meningkatkan brand image Skintific di mata konsumen. 

 

Kata Kunci : 

Corporate Social Resposibility (CSR), Branding Image, Stimulus-Organism-Respons 

(S-O-R) 
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ABSTRACT  

 

Name   : Zihhan Azizah  

Study program  : Communications Science 

Title   : The Influence of The Implementations of The Blue House’s 

Corporate Social Responsibility (CSR) Program On Brand 

Image (Survey of Followers Instgaram (@Skintificid) 

Supervisior : Dr. Dwi Kartikawati, S. Sos, M.Si 

 

This research aims to analyze the influence of corporate social responsibility (CSR) 

through The Blue House program on Skintific's brand image. This research uses the 

S-O-R Theory. The research method used is quantitative. By conducting a 

questionnaire survey on 100 respondents and using non-probability sampling, 

namely purpose sampling, with data analysis using the t test and Pearson Product 

Moment correlation test. The research results show that there is a significant 

influence between CSR in The Blue House program on Skintific's brand image, 

which is proven by accepting H1 and rejecting H0. Apart from that, the results of 

the correlation test show a very strong relationship between The Blue House's CSR 

program and brand image, with a calculated r value of 0.828 which is greater than 

the r table of 0.195. Thus, it can be concluded that a CSR program that is 

transparent, sustainable and provides real benefits for society is able to improve 

Skintific's brand image in the eyes of consumers. 

 

Keyword :  

Corporate Social Resposibility (CSR), Branding Image, Stimulus-Organism-Respons 

(S-O-R) 
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