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Abstract: Research about Risk Society was still new isswkanty few researcher consider this
risk in their idea of research. Also, only few r@sdners consider Trust information in their
research. Besides, the object of the researchidggi@nthat is service providers. All of this were
the significance motivation for doing research wikiis topic and object. The purpose of this
research was to determine that corporate sociglonssbility have an influence on corporate
image with risk society as a moderating variablee Thdependent variables in this model are
corporate social responsibility. The dependentaldei is corporate image, measured by corporate
organizational image and corporate product imadee Mmoderating variable is risk society. This
research was the replication of the research ofi @hd Hsu (2010), but the industry is different
which was used Telecommunication industry.

Data for this research were obtained by distrilgutiguestionnaires to students of some
Unoversities. We distributed 200 Questionnairesetgpondents who use a telecommunications
service or service providers. The sampling techmigsed was purposive convenience sampling
method. The number of questionnaires collected W@6e but there were 4 questionnaires deleted
because of not fully answered. This research usdsphe regression analysis. An analytical tool
that used to analyze the hypothesis is SPSS 21.

The finding of this research were those Corporatedeh Responsibility has positive influence and
significant effect on the Corporate image. Secdbaporate Social Responsibility has positive
influence and significant effect on the CompanysdBct Image. Third, that Risk perception did
not support the relationship between Corporate éoResponsibility with company Image.
Fourth, Risk perception did not support the retatip between Corporate Social Responsibility
with company Product Image. Fifth, Trust informatidoes not support the relationship between
Corporate Social Responsibility to Company ImagethS Trust information does not support the
relationship between Corporate Social Responsibdihd Company product image .All the
hypotheses supported the research of Chiu and 2841Q) which was conducted in Taipei.

This research has limitation of number of sampheag tvas respondents just in Jakarta and should
be extended to outside Jakarta or Indonesia fardutesearch. Also, this research was only in the
area of service provider .t is better to considdrer industry which has risk society such as
cigarette company.

Future research needs to considering other vagahleh as modern technology instead of Risk
society and fashionable needs instead of trustrimdtion as important thing that customers
choose to buy product. Also, there is possibiliyconsider Company Reputation as intervening
variable.
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Introduction

CSR) and implement CSR activities. Most compartisktthat doing CSR is very important. For doingRCS
activities, a company needs money. Therefore tisecentradiction, if the company does not get prdiow to
do the CSR. A company that doing CSR should teherCSR activities as cost or investment.

I n the last of two decade, there have been an isergathe issue of Corporate Social Responsiljiligreafter

Bebbington, Larrinaga and Moneva(2007) in theirgrdplking about CSR reporting which takes manynfrThey
said that CSR reporting most commonly is eitherdpotion of the information in annual report andcamt
package which including both voluntary or mandatorformation. But the other company may report CSR
activities in Sustainability report as a stand aloeport. Also company can produce Creating Shalae/Report
such as Nestle Reporting.

Why the company concern and consider about doing?C&ccording to Saputri ( 2010) , there are fowasmns
why CSR is becoming very important in the formatwhCI ( Corporate Image ) First , the transparefamtor

which puts the company seemed to always be in eostope lens. It means the company can be viewethygyne
who thinks that corporate social responsibilityidties of that company is real . The second fa&dhe knowledge
of the consumer in choosing a product or a comphat/not only the underlying business from the gariout also
consider the social and environmental factors. fhiivel factor is the sustainability of a companyths universe .
And the last is in this era of globalization wheeople want to make it balance between the desitteeccompany
to get profit and a wider public desire.

At the other point of view, the business activittdsa company to procedure products or serviceatsm produce
hazardous waste, increase hot weather, pollutioth,cghers. This business activity will influence tanvironment
and society. So, there is risk in environment &ialpénstead of opportunity to get profit. Like amputer company,
instead of produce computers, this company alsdym® waste. Besides, the computer company neettsnto

about how to dispose the computer if the compudenot be used anymore. The other company sucheasicd

company will produce waste after producing theiimmaoduct. Company who understand and realizedbalt of

their business will think how to treat this wastdis is the Risk to use of producing a computerthien company.
Other is risk Society as a customer problem ingisomputer.

Beck 's (1 1992) studied " Risk Society " stated tif¢ger the industrialization and the developmeinteshnology ,

there are various facilities that will cause patlatand environmental destruction . This patteroaked "Risk" . In

this context, the company is considered " produceshing called " risk society " . When consumgos a benefit
from the convenience of telecommunications, thdy also have the risks associated with the produbterefore,
telecommunication service providers need to ofenething more than just a business to differentia¢eservices
provided from other telecommunications services mamy, dealing with the responsibilities and maimttie

company's image.

Problem Statements

» How corporate social responsibility (CSR) has dtpeseffect on the image of the company's
organization;

* How corporate social responsibility (CSR) has dtpeaseffect on the image of the company's products

» How risk perceptions negatively affect the relasioip between corporate social responsbility (CSR)) a
corporate image of the organization;

* How risk perceptions negatively affect the relasioip between corporate social responsbility (CSH) a
the image of the company's products;

» How information trust has affect the relationshgivieen corporate social responsbility (CSR) and
corporate image of the organization, and

* How information trust has affect the relationshgivieeen corporate social responsbility (CSR) and the
image of the company's products.

Purpose of Research

» This research is expected to contribute to the timacaspects of providing input to the mobile
telecommunications industry companies in Indonésihe taken into consideration in solving problems
related to the implementation of the activitiestb& concept of Corporate Social Responsibility and
Corporate Image.
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e The results of this study are expected to be aaeée for further research, especially in the cohdii
research in the field of corporate social respditg{CSR).

Literature Review
Before conducting the study, first described thiniteon of the variables and everything relatedhis research.

Corporate Social Responsbili{CSR)

CSR is a company's Responsibility to address thpaats of corporate activities on the environmentif@nmental
and other internal and external stakeholders), po#itive impacts (social benefits) or negativeci@ocosts). The
practice of CSR in Indonesia is still voluntaryistis due to the absence of definite referenceigpiementation of
the concept of the organizational responsibilitBist some company in Indonesia made a mandatooytiep.

Risk Society

Ulrich Beck(1998), said that Risk Society descsiltee "risk" as the possibilities of physical damgmcluding
social mental) caused by technological processathdr processes, such as the social, political,noonication,
sexual. Risk, therefore, has a close relationslitip the system, the model, and the process ofgdam a society
(industrialization, modernization, development),iethwill determine the level of risk that would lfaced by
society.

Corporate Image

The image is a picture of every one of the privedenpany, organization or product (Dictionary of dnésian
1995:32). Kotler (2008) broadly define image asghm of beliefs, images, and impressions that agpebelongs
to an object. The object in question could be @g@®rorganization, or other group of people he kriéthe object
in the form of organization, means all beliefs, gmg, and impressions of the organization of an exda person.

Brancoo and Rodrigues (2006) stated that corpdnaége relates to corporate social responshilityRIC8s the
process of communicating the social and environatleénfluences associated with the economic actibsome
groups in society. Branco and Ridrigues (2006)estahat corporate image relates to corporate soesglonsbility
used by stakeholders.

Research Framework

Corporate Social Responsbility

v

Corporate Image:
T 1. Corporate

Organizational
Image

2. Corporate
Products Image

Risk Society:
1. Risk Perception
2. Trust Information

Independent Variabel Moderating Variabel Dependent Variabel

Hypotheses Development

The influence of corporate social responsbility R} % the corporate image of the organization.

Jurisova, V., Durkova, K (2012) said that CSR i @fithe most important factors affecting the conymimage.
The effective communication of CSR activities willovide an understanding and recognition of theiealf the
company, which will have an impact on the identifthe company and then the company's image. Vditeiland
Daubaraite (2011) states that corporate socialoredplity influence corporate image but does ndtectf
significantly.
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Based on these descriptions, the researchers fatenoypotheses as follows:

H1 : Corporate social responsbility (CSR) haa positive affect on the
image of the company's organization.
1. The influence of corporate social responsbility RE®n the image of the company's products.

Chiu and Hsu (2010) states when a company setghastandard for their social responsibility, thae t
consumer will have more comfort in consuming / gdine product. Oktaviana (2012) states that CSR is
not a cost but an investment company, since thepaogis image according to the community is very
influential on the products that produced by thesmpanies.

Based on these descriptions, the researchers fatenluypotheses as follows:

H2 : Corporate social responsbility (CSR) haa positive affect on the image
of the company's products.
2. The influence of risk perception on the relatiopshetween corporate social responsbility (CSR) and
corporate image of the organization.

According to Beck (2006) are "interrelated proce$smd is a consequence of technological progneds a
produce technological innovations that have theotffof destroying globally. Chiu and Hsu (2010)
suggested to promote social responsibility, the mamy will create a good corporate image in the @fes
consumers.

Based on these descriptions, the researchers fatenluypotheses as follows:

H3 : The perception of risk has a negative effectrothe relationship between corporate social
responsbility (CSR) and corporate image of the orgaization.
3. The influence of risk perception on the relatiopshetween corporate social responsbility (CSR) and
corporate product image

With responsilbility principle, companies are ragdi to consider the interests of stakeholders ef th
company, creating value added of products and as\iior the company's stakeholders and maintain the
continuity of the value added created. (Rahad&idd5). The continued development of technology kéll
produce some risks. If the risks become increase this will certainly affect the corporate imadetiwe
organization.

Based on these descriptions, the researchers fatenoypotheses as follows:

H4 : The perception of risk has a negative effectrothe relationship between corporate social
responsbility (CSR) and the image of the companysroducts..
4. The influence of trust information on the relatibips between corporate social responsbility (CSR) an
corporate image of the organization

Becks (2006) suggested that the industrial anchi@olgical developments will lead to a variety afks in

the community. The company delivered a varietynddrimation through a various ways. However, people
may feel the presence of inconsistent informatietwieen the company and the message is delivered,
which causes discomfort and cast doubt on the cog'paonfidence in the company.

Based on these descriptions, the researchers fatenoypotheses as follows:

H5 : Information trust has an influence on the reldionship between corporate social responsibility
(CSR) and corporate image of the organization.
5. The influence of trust information on the relatibips between corporate social responsbility (CSR) an
corporate product image

Chiu and Hsu (2010) suggested in modern era, be&ttiarand communications disseminate information
about a risk that perceptions of risk are formedhie community will be affected by the delivery of

information. The media sometimes brings news tbasdot comply with the state tend to be exaggerate
However, good communication and consistent comgamnyalso minimize the news / information about a
product that does not accurately be accurate

H6 : Information trust has an influence on the reldionship between corporate social responsibility
(CSR) and corporate image of the organization.
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Research Methodology

1. Sample and Data
The data in this study belong to the primary daealse this data get directly from the respondestnaust be
processed first. Questionnaires distributed. Samplection method used was non-probability sangpfimethod

and sampling was done by using purposive sampheg200 respondents were determined by the method of
sampling convinience.

2. Measurement of Variabels
1. Independent Variable
The independent variable in this study is corposaigal responsbility as measured by the four coot.
There are the interests of employees and consutherselationship between supply and demand, policy
and community participation in the enterprise, emwinental protection. These four constructs are
summarized in the statement for the nine statemmeatsuring corporate social responsbility.
2. Dependent Variable
The dependent variable in this research is theotatp image. This research adopted the instrunfients
Chiu and Hsu (2010) who stated that there are @pects of corporate image: The image of the cagpa
the functional image, and the image of the prodhunctional image and products image are combined
into one category so there are two measuremergarés for this variable are the organization'sgemand
the image of the company's product company. Imédleeocorganization is measured by six statements an
the image of the company's products was measuitbdvie statements.
3. Moderating Variable
Moderating variable in this study is the risk stgier community at risk. The study includes a rigkly
risk society is still rare. This variable referstbh@ measurement of research and Hsui Chu (20&0jtibre
are two measurement indicators: risk perceptionteust information that is modified in accordancithw
the industry under study. Risk perception was measwith nine statements and information trust were
measured with eight statements information.
3. Research Design
There are two method of data analysis used in shisly. There are Simple Regression and Moderated
Regression Analysis (Regression Analysis of Modlegatis a special application of linear regressidrere the
regression equation contain element interactionlt{plication of two or more independent variablgs)ana
2009).
Before tested the hypothesis, there are instrurtesitand normality test, measurement is done bgrakv
criteria:
1. Validity Test
Validity test is used to measure whether a valithealid questionnaires (Ghozali, 2013). A questiaine
as valid if the questions on the questionnaire \abie to reveal something that will be measurethby
guestionnaire.
2. Reliability Test
Reliability is a tool to measure a questionnaireichvhis an indicator of the variables or construs.
questioner said to be reliable or reliable if someanswers the statement is consistent or stakletiove.
(Ghozali, 2013).
3. Normality test
Normality test aims to test whether the regressimel, the residual variable has a normal distidinut
(Ghozali, 2013).
Ghozali (2013) classify the moderator variable itiicee groups as shown in the figure below:

Interact with criterion or Not Interact with criterion
predictor and predictor

Not interact with the .l 2 .

predictor Intervening, exogen, Moderator (Homologizer)
Antesedent, prediktor
3 4
Interact with the predictor Moderator Moderator
(Quasi Moderator) (Pure Moderator)
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By the following equation:

Yi: o+ p1Xi+ BLXi + 2Xi + B3Xi*Zi + ¢

If B3 = 0;B2 +# 0 then Z is not a moderator variable, but as ptedivariables (independent) see quadrant 1.
Variable Z is a pure moderator variable (quadrant3d # O; B2 = 0. Variable Z is a quasi moderator variable
(kuadran3) if33 # 0; B2 # 0.

Analysis and Results

Before analyzing the hypothesis, we need to tesv#idity and reliability of the research instrant. Using factor
analysis the results of the validity is range fror66 — 0.78 factor value 0.66 which is the limitueaof 0.4 can be
classified valid indicator. The smallest value loé¢ treliability test is 0.780 which is the limit val of 0.6 can be
classified reliable indicator. so all measuremadidators can be judged valid and reliable..

Table 1. Moderating Variable Test

Hyphotesis B2 B3 Variable
3 1,063 -0,033 Quasi Moderator
4 0,145 - 0,007 Independent
5 0,109 -0,002 Independent
6 0,243 -0,000 Independent

From the above table can be classified as theofateoderator variables in each research hypothesis.

Table 2. Hypothesis Testing

Hyphotesis Variable AS% t;?grzl tg/cac:lrJee Sig.
1 Corporate social responsbility 0,023 1.97208 2,379 0,018
2 Corporate social responsbility 0,370 1.97208 10,851 0,000
3 CSR *Persepsi Risiko 0,053 1.97214 -2,807 0,005
4 CSR *Persepsi Risiko 0,373 1.97214 -1,050 0,295
5 CSR *Kepercayaan Informasi 0,015 1.97214 -0,177 0,859
6 CSR *Kepercayaan Informasi 0,447 1.97214| -0,177 0,859

1. Influence of corporate social responsbility (CSR) wthe image of the company's organization.
Based on table above, the Adjusted R Square vaebedf{cient of determination) is equal to 0.023bgr
2.3%, which means that the company's organizatiomade variable variations can be explained by the
variables of corporate social responsbility is 2,8%ile the remaining 97.7% is explained by other
variables.

Based on the results in the table, corporate soeggdonsibility variable has a significance valfi® 18
where 0.018 <0.05, and has a t value of 2.379uhtot table, ie 2.379> 1.97208), so it can be haled
that the Corporate Social Responsibility has pasitinfluence and significant effect on the image
Corporate organization with significantly lower ves.
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Influence of corporate social responsbility (CSR) o the image of the company's products.

Based on table above, the Adjusted R Square Yebefficient of determination) is equal to 0.370bgr
37%, which means that the company's products indagable variations can be explained by the véegb
of corporate social responsbility is 37%, while temaining 63% is explained by other variables.

Based on the results, corporate social responsliditiable has a significance value of 0.000 wieg800
<0.05 and has a t value of 10.851 (t count> t tailele0.851> 1.97208), so it can be concluded ttiat
positive effect of Corporate Social Responsibidihd significant to the Company's Product Image.

The influence of risk perception on the relationshy between corporate social responsbility (CSR) and
corporate image of the organization

Based on the table above that the Adjusted R Squadoe (coefficient of determination) is equal t0%B

or by 5.3%, which means the variation of the relahip between the image of the company's orgaaizat
and corporate social responsbility can be explaimgdhe risk perception variable by 5.3%, while the
remaining 94,7% is explained by other variables.

Based on the results, variable risk perception @easmred by CSR*Perceived risk has a significanageva
of 0.005 where 0.005 <0.05, and has a t value @072 (t count> t table, namely -2.807> 1.97214)jtso
can be concluded that the perception of risk hamg@ificant negative effect on the relationshipwestn
Corporate Social Responsibility with Corporate Rictddmage.

The influence of risk perception on the relationshy between corporate social responsbility (CSR) and
corporate product image

Based on the above table, the Adjusted R Squate \(abefficient of determination) is equal to 0.3@8

by 37.3%, which means the image variation of thealée product and the company's corporate social
responsbility can be explained by the variablesgtion of risk by 37.3%, while the remaining 6% &
explained by other variables.

Based on the results, risk perception variable @asared by CSR * Perceived risk has a significaatee
of 0.295 where 0.295> 0.05, and has a t value O5€L(t <t table, namely -1.050 <1.97214), so it ba
concluded that risk perception doesn't has a negaind significant effect on the relationship betwe
corporate social responsibility with corporate imggoducts with significantly higher values.

The influence of trust information on the relationsip between corporate social responsbility (CSR)
and corporate image of the organization

Based on the table that the Adjusted R Square ahefficient of determination) is equal to 0.015hy
1.5%, which means the relationship between imagmti@an corporate organizations and corporate $ocia
responsbility can be explained by the variable @gtion of risk by 1.5%, while the remaining 98,586 i
explained by other variables.

Based on the results in the table, variable tro&brination as measured by the CSR information *
Information Trust has a significance value of 0.88%re 0.859> 0.05, and has a t value of -0.1&t (t
table, namely -0.177 <1.97214), so it can be cateduthat trust information doesn’t has a signiftcan
negative effect on the relationship between cotigosacial responsibility at the company's prodoge.

The influence of trust information on the relationsip between corporate social responsbility (CSR)
and corporate product image

Based on the table, the Adjusted R Square valugff{cent of determination) is equal to 0.447 or 2%,
which means the image variation of the variabledpob and the company's corporate social respotsbili
can be explained by the variables of trust inforomaby 44.7%, while the remaining 55, 3% is exptgin
by other variables.

Based on the results in the table trust informatiariable as measured by CSR * trust informatios &a
significance value of 0.980 where 0.980> 0.05 aasldnt value of 0.025 (t <t table, ie 0.025 <1.91j2%0
it can be concluded trust information has no effewd no significant effect on the relationship bedw

corporate social responsibility at the company&ipct image
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Conclusion and Suggestion
Conclusion

Based on the analysis conducted can be summaszedia@vs :

There is a positive influence on the image of coafsocial responsbility corporate organizatiohkis means that
more CSR undertaken by telecommunications compamwitsincreasingly shape the corporate image of the
organization . The results of this study suppoet tbsults of previous research that has been daoneddd Hsu (
2010) and Jurisova and Katarina ( 2012) .

In addition there is also a positive influence be image of corporate social responsbility corpopbduct . This
means that more CSR undertaken by telecommunicaitompanies will increasingly shape the image ef th
company's products . The results of this study sttpgpe results of previous research that has deee Chiu and
Hsu ( 2010) .

There is also a negative influence on the relatigndetween risk perception and image of corposaeial
responsbility corporate organizations . This meahst when the perception of risk in developing
telecommunications users increases, the effectS®t 6n the corporate image of the organization béllreduced .
The results of this study support the results ef/jmus research that has been done Chiu and H10j 2

There is no negative influence on the relation$igifwveen risk perception of corporate social resiitityscorporate
and product image . This means that when the pgocepf risk is growing in users of telecommuniocats services
increased , then there is no effect on the relatignbetween CSR and the image of the companytupte . The
results of this study support the results of presicesearch that has been done Chiu and Hsu ( 2010)

There is no negative influence on the relationgtfiprust information and corporate social respdlitgbtorporate
image and organization . This means that when awigg confidence in the information that users of
telecommunications services increased , then thare effect on the relationship between CSR ardrttage of the
company's products . The results of this study sttpgpe results of previous research that has deee Chiu and
Hsu ( 2010) .

There is a positive influence on the relationshifirost information corporate social responsbilityrporate and
product image . This means that when a growingiden€e in the information that users of telecomroations
services increased , then there is no effect omeffagionship between CSR and the image of the emylp products
. The results of this study support the resultgrefious research that has been done Chiu and B31.0]

Managerial Implications

From the results of this study can provide feedl@ckuggestions for telecommunications companiésproving
the corporate image .

First, how to improve the corporate image of thenpany is to increase the company's CSR. Mainlypabtns
that have been made by the company . Due to ladhkf@fmation about CSR has made the company makess u
sometimes do not know whether the company theyalseommunications services have been doing CSfAtaed.

Second, company can minimize the risk society ee@sfly in the perception of risk by continue tg to minimize
the risk that will happen . By improving the qugldf performance of the company and the compamgdyzts will
certainly enhance the quality and comfort of usdreelecommunications services so that risks camimémized .
The smaller the risk that it will be a positivelignce on the company's corporate image .

Third, company can minimize the risk society , esgey with the Information Trust with open the reced
information by the users of telecommunications isex . If the user gets the information it needbudd trust
between users and telecommunications services aomphich will not interfere with the relationshipetween
CSR with corporate image that has been built .

Next page
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Research Limitation

The limitations in this study is the only study domted on respondents in the Jakarta area by hiistrg

guestionnaires in the area of the campus envirohianath public spaces that surround the city cerltarea so that
research results can not be generalized for thenkslan telecommunications industry in general.

Another limitation is the limited number of respemts is only 200 respondents, thus limiting theusacy of the
results that may be the result of this study canbeogeneralized to reach a wider research odgcexample for
the whole of Indonesia.

In addition to the fieldwork is limited to only d¢ain variables ie CSR, corporate image, and rigketp alone. So it
does not include all the variables related to emvitental factors such as corporate image or custeatisfaction.

Suggestion
Based on the conclusions of this study, the rebess suggestions are as follows:

e The results of this study cannot be generalizedth®r sectors other than telecommunications
services industry, therefore, be expected for fut@search, the object of research could involve
other industrial sectors to examine the resulthefstudy.

e The results of this study only uses mobile telecamigation subscribers respondents in the city,
therefore it is expected to further research, thjea of study can range more widely.

» This study only uses certain variables that CSRpamate image, and the risk society alone. So
expect in future studies can add environment veegalor customer satisfaction factors to
determine their effects on CSR relationship withpg@oate Image
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