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ABSTRACT

This study analyzes the effects of Corporate Social Responsibility (CSR), Brand Image, Brand
Reputation, and Green Marketing on Purchase Decisions with Purchase Intention serving as
a mediating variable among consumers of Danone-AQUA products in the Greater Surabaya
area. Increasing competition in the bottled water sector has prompted companies to
strengthen their marketing strategies through social responsibility, brand image, brand
reputation, and the implementation of eco-friendly marketing concepts to boost consumer
interest and purchasing decisions. This study employs a quantitative approach with 105
respondents selected via Judgment Sampling. Data were collected via a questionnaire
between September and Oktober 2025. Analysis was conducted using PLS-SEM. The results
indicate that Corporate Social Responsibility, Brand Image, Brand Reputation, and Green
Marketing significantly influence Purchase Intention. Furthermore, Purchase Intention also
significantly influences Purchase Decision. This study also found that Purchase Intention
acts as a mediating variable in the influence of CSR and Green Marketing on Purchase
Decision

Keywords: Corporate Social Responsibility (CSR), Brand Image, Brand Reputation, Green
Marketing on Purchase Decisions, Purchase Intention.


mailto:20210102021@mhs.hayamwuruk.ac.id

ANALISIS PENGARUH CORPORATE SOCIAL
RESPONSIBILITY, BRAND IMAGE, BRAND REPUTATION
DAN GREEN MARKETING TERHADAP PURCHASE
DECISION DANONE-AQUA DI SURABAYA RAYA
DIMEDIASI PURCHASE INTENTION
MUHAMMAD ALIF JAYA FIRMANSYAH

202101021021
20210102021 @mhs.hayamwuruk.ac.id

ABSTRAK

Studi ini menganalisis pengaruh Tanggung Jawab Sosial Perusahaan (CSR), Citra
Merek, Reputasi Merek, dan Pemasaran Hijau terhadap Keputusan Pembelian
dengan Niat Pembelian sebagai variabel mediasi di antara konsumen produk
Danone-AQUA di wilayah Surabaya Raya. Meningkatnya persaingan di sektor air
minum kemasan telah mendorong perusahaan untuk memperkuat strategi
pemasaran mereka melalui tanggung jawab sosial, citra merek, reputasi merek,
dan implementasi konsep pemasaran ramah lingkungan untuk meningkatkan
minat konsumen dan keputusan pembelian. Studi ini menggunakan pendekatan
kuantitatif dengan 105 responden yang dipilih melalui Judgment Sampling. Data
dikumpulkan melalui kuesioner antara September dan Oktober 2025. Analisis
dilakukan menggunakan PLS-SEM. Hasil menunjukkan bahwa Tanggung Jawab
Sosial Perusahaan, Citra Merek, Reputasi Merek, dan Pemasaran Hijau secara
signifikan memengaruhi Niat Pembelian. Lebih lanjut, Niat Pembelian juga secara
signifikan memengaruhi Keputusan Pembelian. Studi ini juga menemukan bahwa
Niat Beli bertindak sebagai variabel mediasi dalam pengaruh CSR dan Pemasaran
Hijau terhadap Keputusan Beli.

Kata kunci: Tanggung Jawab Sosial Perusahaan (CSR), Citra Merek, Reputasi
Merek, Pemasaran Hijau terhadap Keputusan Beli, Niat Beli.
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